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(  did 
P  you 
know 

that 

L I  I  d  L  the  married  woman  .  .  . 
America's  No.  1  purchasing  agent  for  the  home  . . 
is  also  America's  most  faithful  Radio  listener? 
Just  one  more  reason  why 
Spot  Radio  is  such  a  powerful  sales-maker. 


KOB    Albuquerque 

WSB    Atlanta 

WGN    Chicago 

WFAA    Dallas-Ft.  Worth 
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WOO    To,sa 


Radio  Division 


Edward  Petry  &  Co.,  Inc. 


The  Original  Station  Representative 


NEW  YORK 


CHICAGO 


ATLANTA    •  BOSTON 


THE  HUMAN  FACE 


IS  THE  MOST  INTERESTING 


THING  ON  TELEVISION 


Where  do  we  get  that  idea  ? 
Well,  look  what's  been 
happening  with  magazines. 

Name  the  biggest,  most  popular 
ones . . .  Life,  Look, 
Readers  Digest,  SatEvePost, 
Time,  Newsweek,  and  the 
Sunday  Supplements. 

More  and  more,  their  pages 
portray  people . . .  living  people, 
dying  people,  laughing, 
crying,  toiling  people  . . .  but 
nevertheless,  actual  people 
facing  actual  situations. 

Don't  get  us  wrong.  We  don't 
mean  that  fiction  is  dead, 
by  a  long  shot. 

But  we  do  know  that  realistic 
entertainment  ( for  want  of 
a  better  name)  is  gaining  an 
ever-growing  audience . . . 
and  KCOP  intends  to  provide 
that  kind  of  entertainment. 

To  wit :  Programs  like 
Air  Power . , .  Bill  Burrud's 
Wanderlust  and  Treasure 
. . .  Colonel  John  D.  Craig's 
Danger  is  My  Business  . . . 
Walter  Winchell's  File  . . . 
Jack  Douglas'  Seven  League  Boots 
and  /  Search  for  Adventure 
. . .  the  Linker  family's 
Wonders  of  the  World  . . . 
The  People's  Court  of  Small 
Claims  . . .  live  personality  shows 
starring  George  Jessel 
and  his  illustrious  guests  . . . 
and  the  best  newsman 
in  Southern  California, 
Baxter  Ward,  whose  coverage 
stresses  the  local  angle. 

These  are  believable  programs, 
sparked  by  life  itself. 
We  think  they  provide 
a  proper  setting  for 
believable  commercials. 

This  must  be  right : 
Our  ratings  and  business 
are  better  than  ever. 


1000  N.  Cahuenga,  Hollywood  38  •  Represented  nationally  by  Edward  Petry  &  Co.,  Inc. 
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multi-city  ouying  is  in  fashion,  too 

Shoes  with  squared-off  points  are  the  latest  vogue,  but  buying  WGAL-TV's  low-cost,  multi-city 
coverage  is  an  established  custom.  This  pioneer  station  is  first  with  viewers  in  Lancaster, 
Harrisburg,  York,  and  numerous  other  cities  including:  Reading,  Gettysburg,  Hanover, 
Lebanon,  Chambersburg,  Lewistown,  Carlisle,  Shamokin,  Waynesboro. 


k      ^^^^  At  JK^.  ^■k. 

CHANNEL  8  •  Lancaster,  Pa.  •  NBC  and  CBS 

Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 

America's  10th  TV  Market  •  942,661  TV  households  •  $33/4  billion  annual  retail  sales  •  $6%  billion  annual  income 

Lancaster  .  Harrisburg  •  York  •  Reading  .  Gettysburg  .  Hanover  •  Lebanon  •  Chambersburg  .  Waynesboro  •  Lewistown  .  Sunbury 
Carlisle  .  Pottsville  .  Shamokin  .  Lewisburg  .  Hazleton  .  Mt.  Carmel  .  Bloomsburg  .  Hagerstown  .  Frederick  •  Westminster 
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CLOSED  CIRCUIT, 


Outlook  for  1959  •  Forecasts  for  1959  tv  business  range 
from  skittish  to  optimistic,  depending  upon  who's  talking. 
Networks  express  caution,  noting  tv  was  last  of  media  to 
feel  recession  and  may  be  last  to  recover.  Additionally,  tv  is 
fighting  what  NBC  and  CBS  regard  as  organized  campaign 
of  print  media  to  undermine  advertiser  confidence.  ABC 
doesn't  go  that  far  but  isn't  unmindful  of  brisk  competition 
from  within  and  without.  Spotwise,  tv  outlook  is  reverse. 
Leading  representatives  are  convinced  tv  spot  in  first  quar- 
ter will  be  12-20%  up,  with  outlook  for  entire  year  rather 
bright.  Individual  reps  report  1958  spot  up  from  10-30%. 

Hint  for  packagers  •  Some  big  advertisers  are  wondering 
whether  program  packagers  really  appreciate  all  that's  been 
going  on  in  television.  Starting  last  fall,  they  point  out, 
many  network  sponsors  got  26-week  contracts,  meaning 
they  can  be  dropped  in  March  or  April.  "This,"  said  one, 
"means  that  actually  the  next  'new  season'  will  start  in 
March  or  April,  not  next  fall — but  the  talent  people  are 
still  building  new  shows  for  fall,  as  in  the  past."  He  ventured 
that  anybody  with  likely  new  property  available  now  would 
have  scant  trouble  finding  buyer. 

Missionary  mission  •  Disturbed  because  of  Dept.  of  Justice 
Antitrust  Div.  view  that  option  time  may  constitute 
per  se  violation  of  law,  broadcasters  representing  affiliates  of 
all  three  tv  networks  have  date  with  Attorney  General 
William  P.  Rogers  Tues.,  Jan.  13.  Group  includes  C.  Wrede 
Petersmeyer,  Corinthian  Stations;  Lawrence  H.  Rogers, 
WSAZ-TV  Huntington-Charleston;  Jack  Harris,  KPRC-TV, 
chairman  of  NBC-TV  Affiliates  Board  of  Delegates;  John 
S.  Hayes,  Washington  Post  stations,  representing  CBS  Tv 
Affiliates  Assn.,  and  Alex  Keese,  WFAA-TV  Dallas,  chair- 
man of  ABC  group.  Position  of  affiliate  groups  at  Barrow 
report  hearings  last  year  uniformly  were  that  option  time 
is  vital  to  maintenance  of  network  structures. 

Under  the  influence  •  FCC  Comr.  Robert  E.  Lee  was  re- 
cipient of  biggest  surprise  of  the  Yuletide.  After  he  had 
jocularly  complained  to  friends  that  because  of  House  Over- 
sight Subcommittee  disclosures  he  hadn't  received  one 
bottle  for  Christmas,  an  emissary  delivered  to  his  office  one 
handsome  decanter  of  ancient  vintage.  Card  read:  "Oren  E. 
Harris"  (chairman,  House  Interstate  &  Foreign  Commerce 
Committee  and  of  its  Oversight  Subcommittee). 

Murrow  on  ratings  •  Sen.  A.  S.  Mike  Monroney  (D-Okla.) 
personally  has  been  lining  up  big  names  for  his  rating 
"debunking"  inquiry,  to  get  underway  in  New  York  soon. 
Understood  to  be  on  call  as  one  star  witness  is  Edward  R. 
Murrow,  CBS  commentator  who,  on  occasions,  has  criticized 
broadcast  media  for  lack  of  serious  adult  programming. 
Sen.  Monroney  also  had  planned  to  have  Sylvester  L.  (Pat) 
Weaver,  former  NBC  board  chairman,  but  latter 's  affiliation 
as  consultant  to  McCann-Erickson  may  change  that. 

Spectrum  management  report  •  Special  five-man  Advisory 
Committee  on  Telecommunications,  named  by  White  House 
to  make  quickie  exploration  of  frequency  allocation  and 
management,  met  its  yearend  deadline.  Report  was  sub- 
mitted to  OCDM  Administrator  Leo  A.  Hoegh  last  Tuesday, 
Dec.  30,  and  presumably  will  be  released  at  pleasure  of 
President  Eisenhower. 

While  report  is  still  secret,  it's  learned  committee  rec- 
ommended further  study  of  spectrum  use  and  concluded 
present  system,  whereby  Interdepartment  Radio  Advisory 


Committee  allocates  for  military  and  other  government 
agencies,  is  outmoded  and  inadequate.  Committee  did  not 
appraise  broadcast  allocations  (radio,  tv,  etc.)  leaving  that 
for  authority  which  presumably  will  emerge  from  either 
full-scale  presidential  study  or  through  joint  congressional 
committee  on  spectrum  utilization  and  allocations. 

Sales  in  progress  •  WORL,  Boston  independent,  will  move 
to  ownership  of  Paul  F.  Harron,  ex-Philadelphia  broadcast- 
er and  businessman,  for  $400,000  under  contract  negotiated 
with  Joseph  A.  Dunn,  present  and  principal  stockholder  of 
Pilgrim  Broadcasting  Co.,  subject  to  usual  FCC  approval. 
Station  operates  on  950  kc,  with  5  kw  day.  Mr.  Harron  last 
Tuesday  received  FCC  approval  of  purchase  of  ch.  2  WKTV 
(TV)  and  WKAL  Utica-Rome,  N.  Y.,  for  $4  million, 
plus  consultancy  commitment.  Associated  with  him  as  mi- 
nority stockholder,  among  others,  is  Gordan  Gray,  former 
v.  p.-general  manager  WOR-AM-TV  New  York  (see  page 
50). 

Dr.  Frank  Stanton,  CBS  president,  is  in  process  of  selling 
his  Muzak  franchises  in  Midwest  to  two  broadcasters  not 
now  operating  in  those  markets.  He  has  held  Muzak  rights 
in  Louisville,  Cincinnati,  Dayton  and  Columbus  for  some 
15  years.  He  was  originally  in  partnership  with  J.  Leonard 
Reinsch,  executive  director  of  Cox  radio  and  tv  stations, 
who  sold  out  to  him  decade  ago. 

Gumshoes  at  FCC  •  Oversight  Subcommittee  investigator 
Joseph  P.  O'Hara  Jr.  has  returned  to  Civil  Service  Commis- 
sion, whence  he  came,  but  not  before  submitting  strong  rec- 
ommendation that  FCC  receive  appropriation  to  establish  its 
own  full-time  investigative  staff.  Commission  currently  has 
none  and  Mr.  O'Hara  feels  it  is  severely  handicapped  in 
having  to  depend  on  litigants  for  information.  While  with 
subcommittee,  he  spent  much  time  on  FCC  matters. 

Broadcast  account  •  Gillette  Co.  may  diversify  into  men's 
toiletries.  Already  engaged  in  cosmetics  for  women  (via  its 
acquisition  of  Toni  Co.  several  years  ago),  Gillette  recently 
appointed  Dowd,  Redfield  &  Johnstone,  N.Y.,  and  Boston 
affiliate  John  C.  Dowd  Co.  for  six  unidentified  "new  prod- 
ucts." Agency  head  J.  C.  Dowd  admits  "television  to  be  a 
major  factor"  in  new  product  testing,  and  DR&J  has  had 
basic  cosmetics-toiletries  experience  with  Revlon  Inc.  and 
Lanvin  Parfums.  Mr.  Dowd — declining  to  "speak  for  Gil- 
lette"— notes  agency  would  "shortly"  announce  two  new 
account  appointments,  both  in  cosmetics  field. 

A  lot  in  a  lot  •  There's  more  to  Universal  City  sale  by  Uni- 
versal Pictures  Co.  to  MCA  Ltd.  (Broadcasting,  Dec.  22) 
than  just  question  of  giving  U-I  $11,250,000  working  cap- 
ital. Learned  last  week:  As  long  as  U-I  had  to  maintain  its 
own  370-acre  lot,  yearly  cost  came  to  about  $4  million;  now 
it  will  pay  MCA  landlord  $1  million  under  terms  of  lease- 
back of  studio  space  and  property.  Thus  it  will  save  not  only 
$3  million  annually,  but  also  may  write  off  rental  as  legiti- 
mate tax  deductible  business  expenses. 

Men  in  white  •  Annoying  quirk  has  developed  in  effort  of 
NAB  to  solve  "white  coat"  problem  in  tv  medical  commer- 
cials. Though  actors  are  no  longer  permitted  by  Tv  Code 
to  portray  physicians  or  dentists,  there's  no  code  rule 
against  commercials  that  feature  physicians  or  dentists  in 
testimonials  on  behalf  of  pharmaceutical  items.  As  result, 
drug  advertisers  are  finding  licensed  doctors  and  dentists 
who  are  happy  to  don  white  coats  to  promote  medicines. 
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REACH 

FIRST 
DETROIT 


with  wjbk-tv  s  MORNING 

MOVIE! 


n  the  local  scene 


Children  off  to  school  .  .  .  husband  off  to  work  ...  a  cup 
of  coffee  and  now  a  Good  Movie!  The  "Morning  Show"  '"jF^rrii 
is  the  first  feature  film  of  the  day  in  Detroit,  Monday 
through  Friday  at  9:00  AM.  Every  show  is  a  top-flight 
feature  from  UNITED  ARTISTS,  SCREEN  GEMS, 
NTA,  RKO,  and  coming  soon,  PARAMOUNT. 

Strategic  programming  to  1,900,000  Television  homes 
is  one  reason  why  WJBK-TV  has  a  consistent  #1  rating 
in  the  nation's  fifth  market  —  9  billion  dollars  worth  of 
purchasing  power!  With  this  leadership  and  being  Mich- 
igan's first  station  with  full  color  and  Video-Tape  facil- 
ities, WJBK-TV  tops  them  all  in  dominating  Detroit  and 
southeastern  Michigan.      Represented  by  the  Katz  Agency 

100,000  Watts    CBS  AFFILIATE    1057-foot  tower   N.Y.  Sales  Office:  623  Madison  Ave.,  N.Y.  22  •  PLaza  1-3940 

WJBK-TV    WJW-TV     WSPD-TV    WAGA-TV  WITI-TV 

L       ,f  \  ),  Detroit        Cleveland         Toledo  Atlanta  Milwaukee 


51-  (€2>)  DETROIT 


WEEK  IN  BRIEF. 


Essential  to  shows:  showmanship  •  It's  so  obvious, 
but  agencies  often  overlook  it  when  shopping  for  the  tv 
program  to  suit  the  sponsor.  William  B.  Templeton 
talks  it  over  in  Monday  Memo.  Page  29. 
Oversighters  aim  at  FCC  •  Chairman  Harris  and 
House  subcommittee  want  ( 1 )  to  keep  probe  going; 
(2)  to  ban  station  buying-selling  contracts  until  FCC 
Mr.  Templeton        has  approved;   (3)   to  halt  payoffs  to  competing  tv 
applicants  except  for  out-of-pocket  expenses;  (4)  to  require  public  hear- 
ings before  each  tv  grant;  (5)  to  halt  honorariums  to  FCC  commis- 
sioners, and  etc.,  etc.  Page  31. 

Massey-Ferguson's  electronics  •  Farm  equipment  manufacturer  ear- 
marks $2  million  in  radio-tv,  with  more  than  two-thirds  allocated  for  net- 
work tv.  It's  a  first  tv  show  for  Massey-Ferguson,  or  for  any  farm  equip- 
ment firm.  To  get  to  the  farmer,  M-F  produces  special  sets  of  commer- 
cials. Page  37. 

Young  &  Rubicam's  overhaul  •  Timebuying  taken  out  of  media  depart- 
ment and  consolidated  with  radio-tv  programming  function.  Levathes  to 
head  new  department.   Page  39. 

Gaines'  pedigree  ID  •  Benton  &  Bowles  organizes  "Canine  Supreme 
Court,"  works  seven  hours  to  place  93  dogs  in  line  for  key  scene  in  new 
ID  to  be  seen  on  tv  later  this  week.  Page  40. 

Radio  station  of  the  future  •  Blueprint  for  what  may  be  audiences' 
"dream  station"  is  seen  in  findings  of  depth  study  conducted  for  KPRC 
Houston  by  Institute  for  Motivational  Research.  Results  indicate  people 
want  network  affiliates'  reliability  and  sources  combined  with  independ- 
ents' warmer  approach.  Page  42. 

PCP  gets  underway  •  CBS  Radio's  new  Program  Consolidation  Plan 
starts  today  (Jan.  5)  with  acceptance  by  affiliates  representing  more  than 
85%  of  rate  card  and  with  new  and  expanded  advertising  business  totaling 
$4.4  million  net.  Some  stations  get  cancellation  notices.  Page  46. 
Strike  post-mortem  •  TvB  and  RAB  challenges  statistics  issued  by  news- 
paper publishers  following  settlement  of  New  York's  19-day  long  news- 
paper deliverers  strike;  dispute  newspaper-claimed  ad  losses  of  $17  million 
as  "exaggerated."  hint  at  harder-hitting  broadcast  industry  promotion. 
Page  47. 

Shooting  season  opens  •  The  86th  Congress  convenes  in  Washington 
Wednesday,  with  FCC  and  broadcasters  watching  anxiously  as  all  indica- 
tions point  to  a  record  number  of  radio-tv  hearings  and  investigations. 
Page  52. 

More  firing  at  FCC  •  House  Antitrust  Subcommittee  staff  report  makes 
strong  recommendation  for  executive  code  of  ethics,  takes  swipe  at  Com- 
mission for  not  adopting  code  without  "legislative  prodding."  Page  60. 
Tv  films:  '58  and  '59  •  The  tv  film  business  was  good  in  1958  and  should 
be  better  in  1959.  Things  to  come:  Mergers  of  syndicators,  more  taped 
shows  by  film  producers  and  stiff er  competition.  Page  66. 
RCA's  good  '58  •  Board  Chairman  David  Sarnoff  reports  fourth-quarter 
upsurge  brings  1958  annual  volume  up  to  1957  record  volume  of  $1,176 
billion  and  points  to  1959  as  "a  good"  year  for  business."  Page  73. 
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Though    XV    gets  a  Kick 
From  assuming  this  pose, 
He  feels  it's  immodest 

To  wear  so  few  clothes ! 

Of  course,  it's  false  modesty.  Noth- 
ing can  really  cover  up  KHJ 
Radio's  foreground  sound.  It's 
been  winning  agency  and  client 
friends  for  more  than  36  years.  And 
the  New  Year  promises  to  be  no 
exception. 

1959  is  still  a  babe  in  arms,  but 
KHJ  Radio,  Los  Angeles,  is  an  old 
hand  at  building  cumulative  audi- 
ence through  programs  beamed  at 
the  wide  variety  of  mature,  adult 
tastes  that  make  up  America's  2nd 
market. 

KHJ's  listener  loyalty  to  both  pro- 
grams and  advertisers  proves  that 
auld  acquaintance  is  not  forgot. 
(And  neither  is  the  loyalty  of  our 
auld  advertisers  at  renewal  time.) 

The  naked  truth  is  that  KHJ's 
Foreground  Sound  is  programmed 
to  satisfy  the  variety  of  tastes  that 
make  up  the  Greater  Los  Angeles 
area. 


KHJ 

RADIO 

LOS  ANGELES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives.  Inc. 
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Family  Radio 


Is 


Scholarship, 
Showmanship, 

Salesmanship. 


Bartell  scholarship  provides  the  research 
by  which  the  dominant  family  audience 
is  attained  in  each  Bartell  market. 

Bartell  showmanship  develops  a 
glittering  progression  of 
music,  family  fun,  community  service. 

Bartell  salesmanship  produces 
positive  results  for  advertisers. 

Bartell  it...  and  sell  it! 


BBRTELL 

fiiniiy 

RRDIO 

COAST  Tjp  COAST 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  •  DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  31 


Soviet  rocket  on  vhf 

Russian  moon-rocket  signals  picked 
up  late  Friday  were  discovered  to  have 
been  broadcast  in  middle  of  two  U.S. 
vhf  television  channels:  70.2  mc,  chan- 
nel 4  (66-72  mc)  and  183.6  mc,  chan- 
nel 8  (180-186  mc).  Signals  reported 
received  by  RCA's  Riverhead,  L.I.,  sta- 
tion and  Army  Signal  Corps,  Fort 
Monmouth,  N.J.  Russians  announced 
broadcasting  frequencies  as  19.993, 
19.995,  19.997  mc  (international  fixed 
public  and  aeronautical  band)  and  183.6 
mc.  They  did  not  mention  70.2  mc 
broadcasts. 

Top-level  duties 
revamped  by  D-F-S 

"Broadening  of  executive  responsibil- 
ities" at  Dancer  -  Fitzgerald  -  Sample, 
N.Y.,  announced  today  (Jan.  5)  by 
Clifford  L.  Fitzgerald,  president.  Move, 
in  making  for  several  years,  comes  into 
effect  "partly"  due  to  recent  death  of 
D-F-S  board  chairman,  H.  M.  Dancer. 

Agency  operation  will  be  vested  in 
executive  committee,  lessening  burden 
on  President  Fitzgerald.  Committee 
members:  Lyndon  O.  Brown,  chairman 
of  committee;  Chester  T.  Birch,  Sidney 
J.  Hamilton,  Gordon  H.  Johnson,  Fred 
T.  Leighty,  George  G.  Tormey — all 
vice  presidents — and  Mr.  Fitzgerald.  At 
same  time,  Messrs.  Brown,  Hamilton, 
Johnson  and  Tormey  were  elevated  to 
senior  vice  presidencies,  as  was  Chicago 
office  head,  F.  Sewall  Gardner.  Mr. 
Birch  becomes  executive  vice  president 
and  Mr.  Leighty,  vice  president-secre- 
tary-general manager,  becomes  admin- 
istrative vice  president.  All  are  16-year 
veterans  of  agency  and  are  stockholders. 

Mr.  Dancer's  stock  will  be  retired  by 
corporation,  leaving  control  of  D-F-S 
(billing  over  $80  million,  $49  million 
in  radio-tv)  with  26  stockholders.  Agen- 
cy officials  said,  "It's  been  the  policy  to 
hold  stock  to  a  relatively  small  group  of 
chief  executives." 

Need  for  option  time 
seen  in  FCC  report 

Report  on  option  time  got  second 
going-over  in  one  week  Friday  (Jan.  2) 
when  FCC  spent  whole  day  on  touchy 
and  controversial  subject — and  agreed 
to  meet  on  final  draft  Friday  (Jan.  9). 

By  bare  majority  of  one  vote,  Com- 
mission tentatively  found  option  time 
reasonably  necessary  for  tv  network- 
ing and  that  tv  networks  are  essential 


(Closed  Circuit,  Dec.  15,  1958).  Be- 
cause of  editorial  changes,  final  draft 
will  not  be  ready  for  formal  action 
before  end  of  this  working  week.  FCC 
met  on  same  subject  Wednesday. 

At  tail  end  of  meeting,  commis- 
sioners discussed  whether  report  should 
be  released  to  public  and  parties  con- 
cerned, or  whether  memorandum  should 
be  submitted  solely  to  Justice  Dept.  No 
decision  was  made. 

Report  is  Commission's  proposed 
findings  on  option  time — network  prac- 
tice which  was  under  heavy  fire  in  Bar- 
row Report.  Barrow  Report  recom- 
mended that  option  time  be  prohibited 
and  Justice  Dept.  at  informal  meeting 
with  FCC-  maintained  practice  is  anti- 
trust violation  per  se. 

Commission  majority,  it  is  under- 
stood, intends  to  maintain  necessity 
for  option  time,  but  leans  toward  re- 
quiring stations  to  hold  out  half-hour 
in  prime  night  hours  for  use  of  local 
oi  independent  program  usage. 

First  draft  by  Office  of  Network 
Study  caused  stormy  reaction  on  part 
of  some  commissioners  (Broadcasting, 
Dec.  1,  1958). 

Kluge  group  acquires 
Metropolitan  shares 

Purchase  of  Paramount  Pictures' 
21.75%  interest  in  Metropolitan  Broad- 
casting Co.  by  multiple  broadcaster 
John  W.  Kluge  and  associates  for  $4 
million  scheduled  to  be  consummated 
today  (Jan.  5). 

Transaction,  handled  through  Wash- 
ington brokerage  firm  of  Jones,  Kreeger 
&  Co.  (which  already  owns  23.77%  of 
Metropolitan),  involves  transfer  of  Para- 
mount's  335,200  shares  of  common 
stock  (Broadcasting,  Dec.  1,  1958). 
Price  per  share  is  little  less  than  $12. 

Mr.  Kluge,  major  Washington  food 
broker,  will  hold  about  221,210  shares 
under  voting  trust.  This  represents  $2.64 
million  in  purchase  price.  Others  in 
trust  agreement  are  Theodora  T.  Kluge, 
Mr.  Kluge's  wife;  Harris  H.  Thomson, 
David  Finkelstein,  Marcus  J.  Austad 
(Mark  Evans,  Washington  radio-tv  per- 
sonality), and  Ira  H.  and  Bernice  K. 
Kaplan.'  Others  in  group  making  pur- 
chase, owning  shares  individually,  are: 
Jones,  Kreeger  &  Co.,  10,000  shares; 
Lind  &  Co.,  36,000;  William  B.  and 
Audrey  K.  Mullett,  2,500;  George  A. 
Chadwick  Jr.,  2,500;  Virginia  Pripstein, 
4,000;  Henry  Pripstein  and  David  Fink- 
elstein, jointly,  4,000;  Charles  E.  and 


Larry  Friedman,  10,000;  Robert  K. 
Thompson,  24,000;  Leon  Samet,  4,000; 
Alma  and  Philip  Lustine,  5,000;  J.  Wil- 
lard  Marriott  (Hot  Shoppes  Inc.),  4,190; 
Ray  C.  and  Mary  P.  Briggs,  7,500; 
Frank  Topham,  300. 

Metropolitan,  whose  1,541,137  shares 
of  common  outstanding  are  owned  by 
more  than  6,500  stockholders,  was  sell- 
ing Jan.  2  for  \5V2  over-the-counter. 

Mr.  Kluge  owns  or  controls  WGAY- 
AM-FM  Silver  Spring,  Md.  (which  he 
is  selling  to  Connie  B.  Gay  [Broadcast- 
ing, Nov.  10,  1958]);  KNOK  Fort 
Worth,  Tex.;  WEEP  Pittsburgh;  WKDA 
Nashville,  Tenn.;  WINE-AM-FM  Buf- 
falo; WLOF-TV  Orlando,  Fla.,  and 
WSRS-AM-FM  Cleveland,  Ohio  (which 
is  being  sold  to  United  Broadcasting 
Co. -Richard  Eaton). 

Metropolitan  owns  WNEW-AM-FM- 
TV  New  York,  WTTG  (TV)  Washing- 
ton and  WHK  Cleveland.  Bernard 
Goodwin  is  president;  Richard  D.  Buck- 
ley, vice  president  and  11.5%  stock- 
holder. Other  major  stockholder  is  Carl 
M.  Loeb,  Rhoades  &  Co.,  3.57%. 

Radio  music  pacts 
extended  by  ASCAP 

All  four  nationwide  radio  networks 
and  their  owned-and-operated  stations 
signed  for  extensions  of  their  old 
ASCAP  music  license  agreement  effec- 
tive Jan.  1,  ASCAP  announced  Friday 
(Jan.  2).  ASCAP  spokesmen  said  ex- 
tensions were  for  one  year.  Old  con- 
tracts expired  Dec.  31,  1958. 

ASCAP  announcement  also  claimed 
"approximately  50%  of  the  local  radio 
stations  throughout  the  country  have 
either  signed  or  executed"  agreements 
extending  beyond  Jan.  1.  These  were 
said  to  be  for  varying  terms;  it  is  known 
that  some  stations  have  signed  exten- 
sions carrying  their  contracts  deep  into 
1963.  It  has  been  estimated  that  ap- 
proximately 1,000  stations  had  con- 
tracts which  did  not  expire  Dec.  31. 

Signing  of  ABC,  CBS,  NBC  and 
Mutual  and  other  stations  to  extended 
radio  contracts  does  not  affect  decision 
of  many  broadcasters,  including  those 
on  All-Industry  Radio  Music  License 
Committee,  to  ask  court  to  set  "reason- 
able" local  rates.  This  course  was  rec- 
ommended by  all-industry  committee 
when  ASCAP  said  only  way  stations 
would  get  reduced  rates — which  com- 
mittee insists  are  justified — would  be  to 
go  to  court  under  procedure  set  up  in 
ASCAP  consent  decree  (Broadcasting, 
Dec.  8,  15,  1958). 

That  decree  also  provided  stations 
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could  continue  using  ASCAP  music  if 
they  applied  for  licenses  before  old 
contracts  ran  out.  It  was  estimated  Fri- 
day about  600  of  those  with  licenses 
expiring  Dec.  31  had  so  applied.  If 
they  and  ASCAP  fail  to  agree  on  rates 
within  60  days  after  application,  sta- 
tions may  ask  court  to  hold  rate-making 
proceeding. 

New  Orleans  interim 
operation  stalled 

Agreement  for  temporary  operation 
of  New  Orleans  ch.  13  stalled  Friday 
when  one  of  three  parties  refused  to  go 
along  on  composition  of  interim  cor- 
poration's board. 

Three  parties — all  applicants  for 
New  Orleans'  ch.  12 — two  weeks  ago 
agreed  to  joint  operation  of  ch.  13 
borrowed  from  Biloxi,  Miss.  (Broad- 
casting, Dec.  29,  1958).  Three  are 
WJMR-TV,  Coastal  Tv  Co.  and  Okla- 


homa Tv  Corp.  (KWTV[TV]  Okla- 
homa City).  But  Oklahoma  demurred 
when  proposed  board  was  to  include  two 
members  representing  WJMR-TV,  one 
each  for  Coastal  and  Oklahoma,  with 
fifth  to  be  chosen  by  other  four. 

On  Friday,  WJMR-TV  and  Coastal 
asked  FCC  for  permission  to  continue 
WJMR-TV  on  air  on  ch.  13,  with  FCC- 
imposed  deadline  for  joint  agreement 
moved  from  Dec.  29  to  Jan.  15.  Late 
Friday  FCC  denied  petition.  Oklahoma 
objected  to  request,  presented  recom- 
mendation that  each  applicant  appoint 
one  board  member,  with  other  two  ap- 
pointed by  court  or  arbitration. 

FCC  ordered  WJMR-TV  to  close 
down  experimental  operation  of  ch. 
12  New  Orleans  Jan.  1  after  hearing 
on  below-level  mileage  separation  with 
ch.  12  WJTV  (TV)  Jackson,  Miss.,  as 
ordered  by  appeals  court.  WJMR-TV, 
holding  permanent  grant  for  ch.  20, 
was  operating  dually  on  both  vhf  and 
uhf  frequencies.  It  is  ABC  affiliate. 

Silencing  of  ch.  12  operation  brought 
immediate  protest  by  New  Orleans 
Mayor  DeLesseps  Morrison.  Mayor 
Morrison  wired  FCC  Chairman  John 


C.  Doerfer  and  requested  immediate 
opportunity  to  appear  before  Commis- 
sion. Mayor  also  wired  Oklahoma  prin- 
cipals urging  them  to  fall  in  line  with 
other  two  applicants. 

Commission  plan  was  for  temporary 
use  of  ch.  13  in  New  Orleans  until 
final  disposition  of  ch.  12  New  Orleans 
comparative  hearing,  or  until  ch.  13 
grantee  in  Biloxi  is  ready  to  operate. 
Radio  Associates  Inc.  holds  Biloxi  ch. 
]  3  grant,  but  is  undergoing  rehearing 
on  financial  qualifications  following  re- 
mand by  appeals  court.  WLOX  Biloxi 
is  other  ch.  13  contestant. 

Johnson  named 

Wallace  E.  Johnson,  chief  of  FCC's 
aural  new  and  changed  facilities  branch 
of  Broadcast  Bureau,  named  to  head 
bureau's  Broadcast  Facilities  Division, 
succeeding  Walther  W.  Guenther,  ap- 
pointed assistant  chief  of  Office  of 
Opinions  &  Review.  John  J.  McCue 
succeeds  George  K.  Rollins  (deceased) 
as  chief  of  Public  Safety  &  Amateur 
Division  of  Safety  &  Special  Radio 
Services  Bureau. 


Mr.  Levathes 

Mr.  Mountain 

WEEK'S  HEADLINERS  

Peter  G.  Levathes,  v.p.  of 
media,  and  Robert  P. 
Mountain,  v.p.  of  radio- 
television,  appointed  to  new 
posts  at  Young  &  Rubicam; 
Mr.  Levathes  to  v.p.  in 
charge  of  newly-expanded 
radio-tv  department  and 
Mr.  Mountain  to  v.p.  in 
charge  of  new  business  de- 
partment. Mr.  Levathes  for  time  being  continues  as  director 
of  media.  Mr.  Levathes  joined  Y&R  in  1953  as  v.p.  in  media, 
became  media  director  also  in  1954.  Before  he  joined  agency, 
he  was  executive  assistant  to  president  of  20th  Century  Fox 
from  1938-1947,  and  for  next  six  years  was  in  charge  of 
20th's  tv  activities.  Mr.  Mountain  has  headed  radio-tv  at  Y&R 
since  1955.  He  joined  agency  in  1938  as  manager  of  out- 
door advertising,  later  moved  to  contact  department  and 
elected  in  1947  as  v.p.  and  supervised  General  Foods  ac- 
count. These  appointments,  announced  by  Y&R  President 
George  H.  Gribbin,  figured  in  change  in  concept  of  broad- 
cast programming  and  timebuying  functions  (see  page  39). 


S.  B.  Tremble,  commercial 
manager  of  KCMO-TV 
Kansas  City,  and  Richard 
W.  Evans,  commercial 
manager  of  KCMO-AM- 
FM,  promoted  to  station 
managers  of  their  respective 
stations.  Mr.  Tremble 
joined  KCMO  in  1946  as 
program  director  and  went 
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Mr.  Evans 


Mr.  Tremble 

to  similar  post  with  KCMO-TV  in  1953  when  station  went 
on  air.  He  was  previously  with  KSAL  Salina,  Kan.,  from 
1937  to  1941.  Mr.  Evans  came  to  KCMO  in  1941  as  mem- 
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ber  of  continuity  department,  in  1946  was  named  sales  rep- 
resentative. He  was  appointed  commercial  manager  for  both 
radio  stations  in  1953.  Both  appointments  were  announced 
by  General  Manager  E.  K.  Hartenbower.  KCMO-AM-FM- 
TV  are  affiliated  with  Meredith  Publishing  Co.,  Des  Moines. 


Mrs.  Frances  Corey,  board  member  of 
R.  H.  Macy's,  New  York,  and  senior  v.p. 
in  charge  of  sales  promotion,  advertising 
i|ff  and  public  relations,  appointed  to  newly- 
created  post  of  v.p.  in  charge  of  west  coast 
operations  for  Grey  Adv.,  effective  Feb. 
15.  Mrs.  Corey's  appointment  to  head 
operations  for  both  Los  Angeles  and  San 
Francisco  offices  of  Grey  was  said  to  be 
Mrs.  Corey  prompted  by  "growing  importance"  of 
west  coast  in  country's  economy  and  increasing  significance 
of  marketing  in  advertising  today.  Heretofore,  Grey  Adv. 
west  coast  operations  were  under  direction  of  Robert  D. 
Wolfe,  v.p.  in  charge  of  radio-tv  for  agency  in  Los  Angeles, 
who  will  continue  in  post,  reporting  to  Alfred  D.  Hollender, 
v.p.  and  television  director  of  Grey  in  New  York.  Mrs. 
Corey,  who  will  continue  her  association  with  Macy's  as 
consultant  on  special  projects,  leaves  that  company  after  four 
years  service.  Previously,  she  was  sales  promotion  manager 
for  May  Co.,  L.  A.,  for  more  than  1 1  years,  and  with  Bonwit 
Teller  and  Bloomingdale's  in  New  York. 


Alvin  G.  Flanagan,  general  manager  of  KCOP  (TV)  Los 
Angeles,  has  been  elected  to  post  of  v.p.  and  general  man- 
ager in  charge  of  all  operations  for  KCOP  Television  Inc., 
effective  today  (Jan.  5).  In  announcing  promotion,  Kenyon 
Brown,  president  of  KCOP  Television,  said  that  Mr.  Flana- 
gan will  also  become  stockholder  in  corporation. 


.FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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Get  more  business  in  this  key  port 

on  the  great  St.  Lawrence  Seaway  through 

WICU-TV 

CHANNEL  12 

Affiliated  with  NBC  &  ABC  Networks 

One  of  America's  top  markets,  Erie  stands  well 
above  average  in  effective  buying  income. 
Above  average  also  in  food,  drug  and 
automotive  sales.  One  medium  sells  the 
Greater  Erie  market  completely— WICU-TV. 
marking  its  tenth  anniversary  of  service 
to  380,400  television  homes. 

A  tremendous  industrial  center— with  348 
plants  producing  over  $500,000,000  in 
manufactured  products  annually —  Erie  leads 
in  growth-rate  among  Pennsylvania's  big  cities. 
And  that  growth  will  be  accelerated  by  the 
St.  Lawrence  Seaway.  Find  out  how 
WICU-TV  is  helping  major  advertisers 
get  more  business  in  this  expanding  market. 


ALREADY  BOUGHT  IN  OVER  118  MARKETS! 


•  BALLANTINE  BEER 

for  21  Eastern  Markets 

•  ST.  LOUIS 

Central  Hardware 

•  ARMOUR  &  CO. 

in  7  Markets 

•  LUBBOCK,  TEX. 

Furr's,  Inc. 

•  BIRMINGHAM 

Burger-Phillips  Dept.  Store 

•  HEILEMAN  BEER 

for  Chicago  and  all  of  Wisconsin 


WISN-TV  -  Milwaukee 
WHTN-TV  —  Huntington,  W.  Va. 
WLW-T  -  Cincinnati 
KID-TV  -  Idaho  Falls 
WCBS-TV  -  New  York  City 
WALA-TV  -  Mobile 
KOMO-TV  -  Seattle 
KOLD-TV  -  Tucson 
KHVH-TV-  Honolulu 
KEY-T—  Santa  Barbara 
KGHL-TV-  Billings 

STATIONS,  AGENCIES 
AND  ADVERTISERS 
ARE  RUSHING  TO  SIGN 


WFMJ-TV  —  Youngstown 
KTSM-TV-EI  Paso 
WLW-D  -  Dayton 
KBAK-TV  -  Bakersfield 
WTVJ  -  Miami 

KTUL-TV  -  Tulsa  1% 
KLRJ-TV  -  Las  Vegas  V 
WSJV  -  Elkhart,  Ind.  >t 
KSL-TV  -  Salt  Lake  City 
WDSU-TV  -  New  Orleans 
WKY-TV  -  Oklahoma  City 
WICU-TV-Erie,  Pa. 
KVAR  -  Phoenix 
WSM-TV  -  Nashville  ' 
KOVR  —  Stockton -Sacramento 
KVOS-TV  -  Bellingham,  Wash. 
WFGA-TV  -  Jacksonville,  Fla. 
WLW-C  —  Columbus,  O. 
KPTV  -  Portland,  Ore. 
WLOS-TV  -  Asheville,  N.  C. 
and  many  others 


•  CITIES  SERVICE  OIL 

for  Grand  Rapids  —  Kalamazoo 

•  NORFOLK 

Midway  Furniture 

•  RAINBOW  BAKING  CO. 

for  Houston 

•  CHARLESTON,  S.  C. 

South  Carolina  Electric  Co-Op 

•  MISS  GEORGIA  DAIRIES 

for  Atlanta  and  Macon 


ROANOKE,  VA. 

Adams  Contsr.  Co. 
and  Ideal  Laundry 
&  Dry  Cleaners 


zlV'S  NEW  HIT 


DANE 

»BOLD 

„,  ^.vE  ACTION 


r' 


"0V 


AND  INTRODUCING 

JOAN 


MARSHALL 

A  HEROINE  YOU'LL 
NEVER  FORGET! 


/ 


SHOW,  STARK'--  - 

CLARK 


VENTURE 


EVERY  WEEK 

a  half-hour 
of  EXCITEMENT 
and  SUSPENSE! 


IN  THE 


COLORFUL 


CARIBBEAN! 


It's  Channel  3  First  By  All  Surveys 


At  WREC-TV  the  finest  local  pro- 
gramming is  combined  with  the 
great  shows  of  CBS  Television  to 
constantly  support  our  motto:  "In 
Memphis  There's  More  to  SEE  on 
Channel  3."  Survey  after  survey 
proves  it  ...  so  will  the  results  of 
your  advertising  effort.  See  your 
Katz  man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads  in  competitively  rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 


A.R.B. 

Pulse 

Nielsen 

May  '58 

May  '58 

Sept.  7-Oet.  4 

(Metre  Area) 

(Metro  Area) 

(Station  Area) 

WREC-TV 

201 

240 

279 

Sta.  B 

122 

93 

35 

Sta.  C 

53 

47 

63 

WREC-TV 

Channel   3  Memphis 

Represented  Nationally  by  the  Katz  Agency 
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LETTER 
from  the 
Editor  and  Publisher 

IF  you're  one  of  our  regular  readers, 
you've  already  noticed  that  this  is- 
sue is  trimmed  to  a  smaller  page  size 
than  its  predecessors. 

It's  a  change  that  you  have  forced 
us  to  make.  As  more  and  more  of  you 
buy  the  magazine,  the  press  run  gets 
longer  and  longer.  We  are  now  running 
23,000  copies  per  week.  We  expect  to 
be  running  25,000  soon.  We  must  now 
convert  to  faster  presses  which  won't 
accommodate  pages  as  big  as  those  we 
have  used  for  the  past  27  years. 

We  can't  imagine  any  change  we'd 
rather  be  forced  to  make.  Every  new 
subscription  is  reassurance  that  we  are 
publishing  the  kind  of  magazine  that 
people  in  television  and  radio  want  to 
read — a  magazine  tuned  to  the  swift 
and  changing  currents  of  news  in  the 
most  dynamic  of  all  media. 

With  new  press  capacity  we  can  con- 
tinue to  deliver  more  news  while  it  still 
is  news  and  articles  that  haven't  been 
warmed  over  after  their  essentials  have 
appeared  somewhere  else.  In  short,  we'll 
be  doing  the  same  job  we've  always 
done — but  better. 

CHANGING  page  size  also  gives  us 
a  chance  to  make  some  other  im- 
provements, all  intended  to  make 
Broadcasting  easier  and  faster  to  read. 

Several  old  departments  have  been 
discontinued  and  their  contents  consol- 
idated into  fewer,  but  more  meaningful, 
new  departments. 

For  example,  you  won't  find  a  de- 
partment named  Advertisers  &  Agen- 
cies in  the  new  book,  but  you  will  find 
Broadcast  Advertising.  In  the  new 
department  will  appear  all  the  kinds  of 
stories  that  used  to  run  in  Advertisers 
&  Agencies  plus  other  kinds  that  for- 
merly ran  in  other  discontinued  depart- 
ments like  Trade  Associations.  All  the 
stories  that  have  to  do  with  the  use  and 
users  of  television  and  radio  as  adver- 
tising vehicles  will  appear  in  Broadcast 
Advertising. 

There  have  been  other  departmental 
consolidations.  The  index  on  page  7 
gives  the  new  names  and  locations. 

In  working  within  this  new  format  it 
will  be  our  purpose  to  provide  a  com- 
prehensive weekly  report  of  all  the  de- 
velopments of  significance  in  tv  and  ra- 
dio, yet  to  distill  the  news  to  essentials 
in  the  knowledge  that  our  readers  lead 
uncommonly  busy  lives. 

S;"cerely, 


NO  MATTER  HOW  YOU  STACK'EM ... 

you'll  find  the  best  bridge  to  the 
huge  New  York  audience  is 


The  Voice  of  New  York 

wmca 

J  First  on  14,028,147  radio  dials 
It's  unanimous!  Up  in  latest  Pulse,  Nielsen  and  Hooper! 
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Nn  tolls  when  vou  call  us  collect.  MUrrav  Hill  8-1500  or  contact  AM  Radio  Sal 


PROOF  OF  j|  'Jk      k  [H  J|  From  Latest  Nielsen 


WCCO  Radio  has 

more  listeners 
than  the  next 

five  Minneapolis- 
St.  Paul  stations 

...combined! 


BROADCASTING,  January  5,  1959 


78%  METRO  AREA  QUARTER  HOUR  WINS 

WCCO  Radio  captures  four 
times  more  quarter-hours  than  all 
other  stations  combined. 

Metro  area,  6  AM-Mid.,  7 -day  week 


ONLY  WCCO  RADIO  DELIVERS 
49.2%  SHARE  OF  AUDIENCE 

More  listeners  .  .  .  more 
acceptance  than  the  next  five  stations 
combined.  Total  dominance  for 
your  product  story. 

Station  total,  6  AM-Mid.,  7-day  week 


56.9%  SHARE  OF  ADULTS 

WCCO  Radio  delivers  the  listeners  with 
the  purchasing  power  .  .  .  nearly  one-third 
more  adults  than  all  other  stations  combined. 
Potent  acceptance  for  your  sales  message. 
Station  total,  6  AM-Mid.,  Mon.—Fri. 


^Nothing  sells  like  acceptance . . . 


WCCO 


Radio 


MINNEAPOLIS   •   ST.  PAUL 

The  Northwest's  Only  50,000-Watt  1-A  Clear  Channel  Station 
Represented  by  CBS  Radio  Spot  Sales 
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Source:  Nielsen  Station  Index,  August,  1958 
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tv  experiments  and  operations.  NBC  and  CBS 
video  tape  installations  will  be  described. 


Pulse, 
March, 
1958 


SERGEANT 
PRESTON 

of  the 

YUKON 

Leads  the 

Rating  Race 
in  Market 

after  Market! 


SERGEANT  PRESTON  31.3 

Highway  Patrol  19.8 

Silent  Service  15.3 

Sea  Hunt  14.8 

State  Trooper  12.8 

mm 

SERGEANT  PRESTON  22.2 

Sheriff  of  Cochise  18.2 

Sea  Hunt  17.9 

State  Trooper  17.5 

Honeymooners  15.2 

SERGEANT  PRESTON  29.4 

Honeymooners  23.6 

Whirlybirds  22.5 

Sea  Hunt  18.8 

Highway  Patrol  12.3 

SERGEANT  PRESTON  27.3 

Sea  Hunt  22.5 

Adventure  Scott  Island  17.3 

Gray  Ghost  12.4 

Silent  Service   4.8 

SERGEANT  PRESTON  16.6 

State  Trooper  14.5 

Highway  Patrol   9.6 

Silent  Service   6.4 

Sheriff  of  Cochise   3.6 

SERGEANT  PRESTON  29.8 

Harbor  Command  27.3 

Highway  Patrol  25.8 

Silent  Service  21.8 

Twenty-Six  Men  19.3 

SERGEANT  PRESTON  36.3 

Silent  Service  34.9 

Sea  Hunt  31.7 

Sheriff  of  Cochise  21.9 

Highway  Patrol  21.5 


Arbitron, 
9/25/58 


I 

T 

C 


NDEPENDENT 
TELEVISION 


CORPORATION 

488  Madison  Ave.  •  N.  Y.  22  •  PLaza 5-2100 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 


JANUARY 

Jan.  6 — Special  meeting  of  interested  taxpayers 
called  by  Federal  Excise  Tax  Council  to  plan  joint 
effort  to  obtain  Congressional  hearing  of  new  Inter- 
nal Revenue  Service  ruling  on  co-op  advertising. 
Washington. 

Jan.  6 — Radio  &  Television  Executives  Society  re- 
sumes its  weekly  Timebuying  &  Selling  Seminars 
(luncheon,  12:15  p.m.,  Hawaiian  Room,  Hotel 
Lexington,  New  York).  Topic,  "The  Media-Mar- 
keting Team."  Speaker  is  Newman  F.  McEvoy, 
senior  vice  president,  Cunningham  &  Walsh.  Semi- 
nars each  Tuesday  until  March  24. 


Jan.  7 — A  new  Congress,  the  86th, 
Washington.  All  legislation  introduced  in  the  85th 
Congress  is  dead  but  much  will  be  reintroduced 
and  some  committees  will  submit  reports  based  on 
past  hearings.  A  new  rash  of  investigations  may 
develop. 

Jan.  16-17 — National  board  meeting  of  American 
Women  in  Radio  &  Television,  Waldorf-Astoria, 
N«w  York. 

Jan.  16-17 — Mutual  Advertising  Agency  Network, 
quarterly  business  meeting  and  administrative 
workshop,  Plaza  Hotel,  New  York. 

Jan.  17 — Oklahoma  Broadcasters  Assn.,  winter 
meeting,  Hotel  Will  Rogers,  Claremore.  Rep.  Ed 
Edmondson  (R-Okla.)  will  be  principal  speaker; 
his  talk  will  be  fed  over  a  40-station  state  radio 
hookup.   KWPR  Claremore  is  host  station. 

Jan.  17-18 — Seventh  annual  meeting  of  Retail 
Advertising  Council,  Palmer  House,  Chicago. 

Jan.  18-21 — Newspaper  Advertising  Executives 
Assn.,  annual  convention,  Edgewater  Beach  Hotel, 
Chicago. 

Jan.  20 — Screen  Producers  Guild  awards  dinner, 
Beverly  Hilton  Hotel,  Los  Angeles. 

Jan.  23-25 — Mid-winter  conference  of  Advertis- 
ing Assn.  of  the  West,  Rickey's  Studio  Inn,  San 
Jose,  Calif. 

Jan.  23-25 — American  Women  in  Radio  &  Tele- 
vision (Great  Lakes  area)  will  meet  in  Detroit. 

Jan.  27-29 — South  Carolina  Radio  &  Television 
Broadcasters  Assn.,  winter  convention,  Hotel  Wade 
Hampton,  Columbia.  Members  of  General  As- 
sembly will  be  entertained  at  Jan.  28  banquet. 

Jan.  28-29 — Georgia  Radio  &  Tv  Institute,  spon- 
sored by  Georgia  Assn.  of  Broadcasters  and  Henry 
W.  Grady  School  of  Journalism,  U.  of  Georgia,  at 
Athens. 

Jan.  29 — Cooperative  advertising  workshop,  Assn. 
of  National  Advertisers,  Hotel  Pierre,  New  York. 


Feb.  1-6 — Winter  meeting  of  American  Institute 
of  Electrical  Engineers,  Statler  Hilton  Hotel,  New 
York,  includes  four  sessions  devoted  to  radio  and 


Feb.  2-6 — Combined  NAB  boards  will  meet  at 
Hollywood  Beach  Hotel,  Hollywood  Beach,  Fla. 
Semi-annual  session  opens  Feb.  2  with  Tv  Finance 
Committee;  Feb.  3,  General  Fund  and  Member- 
ship Committees;  Feb.  4,  Tv  Board;  Feb.  5,  Radio 
Board;  Feb.  6,  combined  Tv  and  Radio  Boards. 

Feb.  5-8 — Hi-fi  Show,  Shoreham  Hotel,  Washing- 
ton. The  newest  in  stereo  and  reproducing  gear 
will  be  on  display. 

Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad- 
vertising Assn.  of  the  West. 

Feb.  17-20 — Audio  Engineering  Society,  annual 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

Feb.  24-25— NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

MARCH 

March  15-18— NAB's  annual  convention  at  the 

Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18.  Tentatively  scheduled — address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler-Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 

APRIL 

April  6-9— National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 

same  site. 

April  12-14—  Assn.  of  National  Advertisers,  annual 
West  Coast  meeting,  Santa  Barbara  Biltmore 
Santa  Barbara,  Calif. 

April    20-23 — American    Newspaper  Publishers 

Assn.,  Waldorf-Astoria  Hotel,  New  York. 

April  23-25— Western  States  Advertising  Agencies 

Assn.,  ninth  annual  conference,  Oasis  Hotel  Palm 
Springs,  Calif. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 
April  30-May  3— Assn.  of  Women  in  Radio  & 
Television,  annual   national   convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3— 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St 

Petersburg,  Fla. 


MAY 

May  1— National  Radio  Month  opens. 
May  4-6— Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8— Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla. 

May  20-22— Assn.  of  National  Advertisers,  spring 
meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23— Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 

JUNE 

June  7-10 — Advertising  Federation  of  America 
annual  convention,  Hotel  Leamington,  Minneapolis! 
June  12-16 — National  Federation  of  Advertising 
Agencies,  annual  convention,  Chatham  Bars  Inn 
Chatham,  Mass. 

June  14-17— National  Industrial  Advertisers  Assn 

national  convention,  Fairmont  and  Mark  Hopkins 
Hotels,  San  Francisco. 

June  28-July  2— Advertising  Assn.  of  the  West 

annual  convention,  Tahoe  Tavern,  Tahoe  City,  Calif! 
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"Pulse :  20  county  Washingto 


In  the  20  counties  which  make  up  the 
Greater  Washington  Area,  more  people  listen  to  WTOP 
than  any  other  radio  station.*  Clear  proof 
that  in  Washington  the  IMPORTANT  one  is  . .  . 


U#pra£to 

WASHINGTON,  D.  C. 

An  affiliate  of  the  CBS  Radio  Network 
Represented  by  CBS  Radio  Spot  Sales 


operated  by  THE  WASHINGTON  POST  BROADCAST  DIVISION: 


HP02TATH2 

JUNO 

PROTECTOR 
OF  WIVES 

JUNO  (Gr.— Hera),  the  wife  of 
Jupiter,  was  assigned  by  the  Greeks 
the  chore  of  looking  after  married 
women.  Frankly,  we  don't  see  how  she 
had  much  time  to  give  to  the  job,  busy 
as  she  was  checking  out  her  suspicions 
about  Jupiter  and  his  various  amours. 
No  matter — whenever  a  Greek  help- 
meet found  things  a  bit  sticky  around 
the  old  homestead,  she  turned  to  Juno 
with  an  appeal  for  help.  Evidently 
Juno's  concern  for  wives  paid  off,  as 
she  was  much  venerated. 

But  Juno  can't  hold  a  candle  to 
the  concern  we  at  WCKY  feel  for 
housewives — Cincinnati  housewives, 
that  is.  We  spend  our  days  entertain- 
ing them  with  good  music,  giving  them 
the  latest  news  and  special  features, 
because  we  know  that  housewives  con- 
trol the  family  purse,  and  spend  the 
major  portion  of  family  money.  As  a 
result,  WCKY  has  a  large  audience  of 
housewives.  The  June- July  '58  Nielsen 
showed  that  73%  of  our  audience  is 
composed  of  housewives,  who  lend  an 
attentive  ear  to  sponsors'  messages, 
and  that's  why  smart  sponsors  such  as 
Kroger  and  Albers  (the  two  largest 
food  chains  here)  buy  WCKY. 

.......  And  if  you  want  to  sell 

Cincinnati  housewives  your  product, 
don't  call  Juno— call  Tom  Welstead  at 
WCKY's  New  York  office,  or  AM 
Radio  Sales  in  Chicago  and  the  West 
Coast,  who'll  show  you  that  WCKY  is 
your  best  buy  to  reach  Cincinnati 
housewives. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


OPEN  MIKE 

Any  book  readers? 

editor: 

The  weekly  Sindlinger  reports  on 
"How  People  Spend  Their  Time"  is 
extremely  interesting,  but  please,  doesn't 
anybody  read  a  book? 

If  they  don't,  then  in  my  case  alone, 
many  thousands  of  people  have  laid  out 
$3.95  for  a  table  decoration. 
J.  Harvey  Howells 
7342  Cameo  St. 
New  Orleans  24,  La. 

[EDITOR'S  NOTE:  Mr.  Howells'  address  dur- 
ing business  hours  is  Fitzgerald  Adv.,  New 
Orleans.  He  is  author  of  a  novel,  "The  Big 
Company  Look,"  which  one  can  buy  from 
Doubleday  &  Co.  for  $3.95.  Sindlinger  does 
include  book  reading  in  its  complete  re- 
port which  one  can  buy  from  that  firm  in 
Ridley  Park,  Pa.  BROADCASTING'S  exclu- 
sive extract  covers  only  media  activities, 
omits  books.] 

Impact  'impressive' 

editor: 

If  ever  we  had  reason  to  doubt  the 
quality  of  readership  of  Broadcasting, 
our  recent  mail  has  removed  such 
doubts. 

Since  your  Dec.  8  issue  in  which  you 
carried  the  article  "Men  plus  Machines 
equals  Research,"  we  have  received  in- 
quiries from  broadcasters  and  agencies 
throughout  the  country.  Many  were 
from  the  research  directors  of  the  top 
stations  in  the  country. 

We  are  truly  impressed  and  we  have 
a  healthy  respect  for  the  quality  of  your 
readership. 

Frank  J.  Bates 

Vice  President 

Predictive  &  Integrative 
Research 

Beverly  Hills,  Calif. 

Gans'  views  on  fm  a  hit 

editor: 

The  Monday  Memo  written  by  Joe 
Gans  pertaining  to  fm  [Dec.  15]  is  in 
my  opinion  one  of  the  most  helpful 
items  concerning  this  medium  yet  to  be 
penned.  Mr.  Gans  to  my  knowledge  is 
the  first  national  timebuyer  to  openly 
admit  that  he  has  used  fm  for  his  clients 
and  has  been  successful. 

In  recent  months  we  have  all  read 


*    .  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35<f  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


numerous  articles  on  fm's  growth  and 
projected  bright  future.  This  medium 
can  live  up  to  these  promises  of  a 
bright  future  only  if  more  timebuyers 
follow  Joe  Gans'  example  and  throw 
away  the  rating  surveys  and  test-buy 
fm  stations  around  the  country.  There 
is  no  reason  to  believe  that  if  Mr.  Gans 
has  been  successful  buying  fm  other 
timebuyers  would  not  meet  with  equal 
results. 

Karl  S.  Kritz 

WPFM  (FM)  Providence,  R.I. 

editor: 

We  are  very  much  interested  in  the 
Monday  Memo  by  Joe  Gans  .  .  .  Will 
you  be  kind  enough  to  forward  to  us 
100  copies  of  this  article  .  .  . 
Raymond  S.  Green 
Executive  Vice  President 
WFLN  Philadelphia 

editor: 

The  members  of  the  sales  staff  of 
KSFM  are  interested  in  obtaining  a 
number  of  copies  of  the  Joe  Gans  ar- 
ticle. We  would  like  to  know  the  mini- 
mum lot  that  we  may  order  and  the 
cost  .  .  . 

Bruce  M.  Dougherty  Jr. 
Advertising  &  Sales 
KSFM  {FM)  Dallas,  Tex. 

[EDITOR'S  NOTE:  Reprints  are  H  each.] 

Muppets  are  traveling 

EDITOR : 

Our  client,  La  Touraine,  is  running  a 
television  campaign  in  Boston  featuring 
the  Muppets  described  in  your  Dec.  15 
issue.  We  would  appreciate  your  send- 
ing us  as  soon  as  possible  25  reprints 
of  your  article  on  the  Muppets,  which 
were  used  on  Washington  television  by 
Wilkins  Coffee. 

John  P.  Hoag  Jr. 

Hoag  &  Provandie  Inc. 

Boston 

[EDITOR'S  NOTE:  Reprints  are  10«f  each.] 

Offers  few  more  facts 

editor: 

May  I  point  out  that  your  otherwise 
commendable  item  [page  63,  Dec.  15] 
about  the  Ford  Tractor  closed-circuit 
television  program  coming  up  Feb.  3 
does  not  tell  quite  the  complete  story? 

Although  NBC-TV  production  facili- 
ties on  the  West  Coast  are  being  used, 
the  actual  producer  of  the  show  is 
Haford  Kerbawy  and  TelePrompTer 
Corp's.  Group  Communication  Div.  is 
providing  the  network  and  the  large 
screen  closed-circuit  television  facili- 
ties. 

Alfred  N.  Greenberg 
TelePrompTer  Corp. 
New  York 


20 


BROADCASTING,  January  5,  1959 


KILOCYCLES 


544,000  HOMES 


REPORTABLE  COVERAGE:  209  COUNTIES 
MONTHLY  AUDIENCE:  591,740  HOMES 

WEEKLY  AUDIENCE:  C 
SOURCE:  A.  C.  NIELSE 


TEXAS 


NETWORK 

MEMBER  STATION 
BROADCASTING,  Jonuary  5,  1959 


Since  1929  the  50,000  watt 
clear  channel  signal  of 
WFAA  RADIO  has  beamed  its 
way  across  the  vast  expanse 
of  Texas  and  adjacent  states.  It 
is  the  biggest  single  audience 
buy  in  Texas  today !  And 
for  a  closer  look  at  the  days 
to  come,  let  your  PETRYMAN 
bring  you  up  to  date  visually 
on  the  1959  coverage  picture. 


WFAA 

820  •  570 


A     L     L     A  S 

NBC  •  A  B  C 


A  television,  service  of  The  Dallas  Morning  News 
Edward  Petry  &  Co.,  National  Representative 


...FOR  THE  SAME  REASON  THEY 

Wm  mm 

The  only  logical  way  you  can  see  where  you're  going  is  to 
look  ahead  of  you.  This  wisdom  is  just  as  profound  for 
people  in  the  business  of  broadcast  advertising  as  for  navi- 
gators of  submarines.  Probably  more  so.  since  the  deeps 
and  shallows  of  our  national  economy  in  the  year  ahead 
are  necessarily  a  matter  of  uncharted  conjecture. 
What  are  the  potentials  of  1959?  More  pertinently, 
what  do  they  mean  to  you  and  everyone  concerned 
with  the  continued  health  of  television  and  radio 
advertising  during  the  next  12  months? 

Can  1959  be  expected  to  take  up  where  1958  leaves  off? 
Has  the  recurring  bugaboo  of  recession  been  by-passed  or 
merely  shelved?  Will  consumers  be  confident  to  spend 
more  of  the  unprecedented  savings  amassed  during  1958 
—  and  advertising  budgets  be  scaled  to  tap  their  enormous 
buying  potential? 

Are  the  electronic  media  likely  to  increase  their  share  of 
the  U.  S.  advertising  dollar?  What  changes  seem  probable 
in  the  general  landscape  of  television  ...  of  radio  .  .  .of 
marketing  techniques  ...  of  audience  preferences  and  the 
ways  of  evaluating  them?  How  do  the  experts  look  to  the 
new  year;  what  do  they  say  and  why  do  they  say  it? 
Answering  these  questions  calls  for  either  the  gift  of 
prophecy  —  or  the  gift  of  interpretative  analysis  based 
upon  solid  knowledge  of  what  you're  analyzing. 
In  short,  it  calls  for  perspective. 

And  this  is  exactly  what  a  special  issue  of 
Broadcasting  Magazine,  scheduled  for  publication 
next  February  9,  will  be  called  . . .  "perspective 
'59".  Within  its  many  pages  will  be  the  assembly  of 
facts  that  not  only  evaluate  1958's  accomplishments, 
but  also  the  projection  of  trends  forward  into  the 
new,  enigmatic  year  of  1959. 

Among  all  publications  which  purport  to  speak  for  the 
electronic  media,  only  Broadcasting  is  equipped  by  skills, 
by  staff,  by  insight  and  foresight,  by  years  of  growing-up 
with  television  and  radio  alike  to  attempt  such  compre- 
hensive analysis  of  what  conceivably  lies  ahead. 


When  you  —  like  the  most  important  decision-makers  in 
TV-radio  advertising  —  open  your  copy  of  "perspective 
'59",  in  early  February,  the  least  evident  thing  about  it 
will  be  the  many  weeks  of  concentrated  effort  exerted  by 
Broadcasting's  editors  in  quest  of  everything  worth 
weighing  against  the  future  of  broadcast  advertising.  In- 
stead, you  will  find  a  completeness  of  factual  content  to 
be  kept,  studied,  read  and  re-read  for  many  months  after 
its  issue  date. 

Within  the  framework  of  anything  so  compelling,  so  defi- 
nitely a  working  tool  of  working  advertising  men,  the 
opportunity  for  telling  your  own  message  is  as  rich  as  a 
new-found  claim  of  uranium-bearing  ore!  Through 
Broadcasting  -  in  any  issue  -  you  command  a  PAID 
circulation  greater  than  that  of  the  next  three  TV-radio 
papers  combined.  But,  with  "perspective  '59",  the  bonus 
of  readership  and  "pass-along"  and  re-readership  is  well- 
nigh  like  winning  the  sweepstakes. 

If  you  haven't  reserved  space  yet  in  "perspective  '59", 
we  suggest  you  up-periscope  and  sound  your  klaxon.  It 
will  be  heard  (on  your  behalf)  in  all  the  most  important 
and  profitable  places! 


FACTS? 


HERE  THEY  ARE: 

DEADLINE:  January  26  for  proofs;  final  deadline, 
January  30. 

RATES:  No  inflation  here.  For  so  much  more,  the 
cost  is  the  same  as  any  of  Broadcasting's  51  other 
issues  of  the  year! 

warning:  Don't  forget  that  Broadcasting's  page 
size  goes  to  a  7-bylO-inch  format  with  the  start  of  the 
year.  Check  any  Broadcasting  office  for  complete 
mechanical  details. 


RESERVATIONS :  No  time  like  now.  Wire  or  phone 
us  collect  to  make  sure  you'll  be  represented  the  way 
you  want,  with  good  position. 


PUT  PERISCOPES  ON  SUBMARINES  ! 


INVENTORY- 1959... 

Within  this  single  issue  of  Broadcasting,  almost  22,000  PAID  subscribers 
representing  TV-&-radio's  most  influential  people  will  be  reading  the  most 
complete  .  .  .  the  most  authoritative  .  .  .  report,  diagnosis  and  forecast  of 
the  broadcast  advertising  status  obtainable  anywhere,  "perspective  '59" 
will  bring  them  (and  you)  such  important  features  as  these: 

•  a  comprehensive  boxscore  of  estimated  TV  and  radio  net  time  sales  — 
local,  spot  and  network  —  for  1958,  as  compiled  by  Broadcasting  (  and 
contrasted  with  totals  for  previous  years). 

•  a  thorough  analysis  of  how  TV  and  radio  advertising  volume  in  1959 
will  probably  parallel  general  economic  trends  —  a  resume  evolved 
from  the  considered  opinions  of  such  expert  analysts  as  J.  Walter 
Thompson's  Arno  Johnson,  TV-radio  forecaster  Richard  P.  Doherty,  etc. 
(Hint:  1959's  outlook  is  better  than  1958's.) 

•  a  situation  report  on  the  attitudes  of  television  and  radio  audiences,  as 
seen  through  the  eyes  (and  investigations)  of  A.  C.  Nielsen  —  an  analy- 
sis accompanied  by  graphic  progress  charts. 

•  informed  reports  by  the  heads  of  the  two  big  media  promotion  bureaus 
working  for  television  and  radio  —  the  by-lined  outlooks  of  TvB's  Presi- 
dent Norman  Cash  and  RAB's  President  Kevin  Sweeney. 

•  an  examination  of  the  TV  film  situation  .  .  .  whether  1959  will  see  a 
shortage  of  new  feature  film  material  .  .  .  what  and  which  pilot  films  are 
in  the  works  .  .  .  how  big  the  TV  film  business  really  is  (and  will  be  in 
1959  )  .  .  .  the  facts  about  all  major  TV  film  syndicators. 

•  a  look  at  how  videotape  is  revolutionizing  television  production  —  and 
where  it  is  likely  to  go  during  the  year  ahead  —  with  some  side  considera- 
tions about  labor  repercussions. 

•  a  report  on  the  sturdy  resurrection  of  FM  broadcasting,  and  the  factors 
which  again  are  making  it  a  medium  to  be  reckoned  with. 

•  a  factual  view  of  technical  advances  during  the  past  year  —  with  some 
far-seeing  investigations  of  what  the  space  age  technocracy  may  hold  for 
trans-ocean  broadcasting  of  TV  signals  and  wide-coverage  FM  relays. 

THESE,  AND  OTHER  IMPORTANT  CONTENTS,  will  make  "perspective  '59" 
an  exhaustive,  provocative  inquiry  into  every  area  of  broadcast  advertising 
activity  upon  which  the  success  of  TV  and  radio  in  1959  depends.  Nowhere 
else  will  facts  of  such  scope  and  authority  be  available!  And  no  single  issue 
of  any  TV-radio  business  publication  will  command  the  attention  or  interest 
to  be  earned  by  "perspective  '59". 

THE  COROLLARY  IS  OBVIOUS!  If  you  are  part  of  the  broadcast  media  picture, 
don't  get  left  out  of  this  one.  The  people  whose  time-buying  plans  determine 
your  future  will  spend  more  time  than  ever  with  this  issue.  Why  shouldn't 
they  read  about  you  while  they're  doing  it? 
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Publisher's  Note — This  is  an  advertisement,  but  one  of 
such  unusual  character  we  are  glad  to  be  a  sponsor  of  it. 


Persuaders 
in  the  Public  Interest 

The  story  of  a  little-known  band  of  men  and  women 
who  created  a  Hundred  Million  Dollar 
Non-Profit  Trust  that  works  for  the  public  good 


Last  summer, 
a  father,  driv- 
ing his  vaca- 
tioning fam- 
ily through 
one  of  our 
great  nation- 
al forests, 
pulled  up  for 
the  view 
where  a 
mountain  road  looked  down  on  a 
deep,  wooded  canyon. 

Filling  his  pipe,  he  flared  a  kitchen 
match  with  his  thumbnail,  in  the 
Western  manner. 

"Hey,  Pop,"  cried  his  eight-year- 
old  son,  "don't  throw  that  match 
out  the  window,  break  it.  You  know 
what  Smokey  the  Bear  says." 

Smokey  has  been  urging  people  to 
take  such  precautions  against  start- 
ing forest  fires  for  16  years.  You've 
probably  seen  his  messages  on 
posters,  on  TV,  or  in  print.  Or  heard 
them  on  the  radio. 

Smokey,  who  now  lives  in  the 
Washington,  D.  C,  zoo,  was  a  real- 
life  bear  cub.  A  forest  ranger  found 
him  wandering  in  the  smoke  of  a 
forest  fire  which  had  consumed  his 
mother.  Advertising  men  dressed 
him  up  in  print  as  a  forest  ranger 
and  made  him  the  greatest  fire 
fighter  of  them  all. 

As  a  result  of  his  efforts,  the  U.S. 
Forest  Service  estimates  that,  since 
1942,  600,000  forest  fires  did  not  start; 
260  million  acres  of  timber  did  not 
burn;  and  nearly  10  billion  dollars  of 
damage  was  not  done! 


By  Jason  We  ems 

Who  Made  Smokey  a  Hero 
Fire  Fighter? 

Smokey  got  his  start  in  the  fire- 
fighting  business  in  1942  when  the 
U.S.  Forest  Service  called  for  help 
from  a  unique  business  organization 
called  The  Advertising  Council. 

You've  probably  never  heard  of 
The  Advertising  Council,  but  it  is 
unlikely  that  a  day  passes  in  which 
you  are  not  exposed  to  the  persuasive 
messages,  prepared  and  disseminated 
under  its  auspices,  on  the  air  or  in 
print.  This  is  a  good  thing  for  you, 
and  for  your  country. 

It  all  started  when  an  advertising 
man  had  lunch  with  a  Princeton 
professor  and  three  officers  of  the 
Rockefeller  Foundation  in  New 
York.  This  was  in  the  spring  of  1941. 

The  Adman 
Stuck  His  Neck  Out 

The  professor  was  doing  research  in 
communications  under  a  Rocke- 
feller grant,  so  the  lunch  table  talk 
naturally  turned  to  the  art,  or 
science,  of  communication.  That  was 
when  the  adman  stuck  his  neck  out. 

He  said  all  foundations  were  mak- 
ing two  mistakes  in  policy.  First, 
they  spent  most  of  their  money  on 
the  increase  of  knowledge  and  very 
little  on  the  distribution  of  it.  Sec- 


ABOUT  THE  AUTHOR— Jason  Weems  is  the  pen 
name  for  one  of  America's  most  versatile  men. 
He  has  been  successful  as  a  Bible  salesman,  a 
printer,  an  advertising  writer,  a  book  and  maga- 
zine publisher,  a  government  official,  the  head 
of  a  social  science  research  laboratory  and  con- 
sultant to  a  large  Foundation.  He  is  the  author 
of  several  books. 


ond,  when  they  did  spend  money  on 
the  distribution  of  knowledge,  they 
used  old-fashioned  horse-and-buggv 
methods,  and  ignored  the  modern 
high-speed  effectiveness  of  motion 
pictures,  broadcasting,  and  adver- 
tising. 

Seeing  a  responsive  gleam  in  the 
eyes  of  the  late,  great  Dr.  Alan 
Gregg,  world-wide  student  of  medi- 
cal problems  for  the  Rockefeller 
Foundation,  the  advertising  man 
went  on  to  elaborate  his  idea  in  terms 
of  what  advertising  could  do  to 
spread  new  medical  knowledge 
among  all  the  people. 

Persuasion  for  the 
Public  Welfare 

His  convictions,  widely  shared  by 
many  advertising  men  at  that  time, 
boiled  down  to  this: 

1.  American  advertising  facilities 
and  techniques  had  become  the 
most  effective  means  for  the  com- 
munication of  new  knowledge,  and 
tor  persuasion  to  use  it,  which  the 
world  had  ever  seen. 

2.  This  means  of  communication 
could  be  used  just  as  effectively 
in  the  public  interest  as  it  was 
being  used  in  the  private  interest. 

3.  Advertising  being  a  communi- 
cation facility  developed  by  busi- 
ness, business  itself  might  weil 
consider  making  it  available  for 
public  welfare  projects  and  organ- 
izations. 

Out  of  these  convictions  The  Adver- 
tising Council  was  born  in  Xovem- 
TURN  PAGE 
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ber,  1941.  Its  initial  organizers  and 
financial  supporters  were  the  six 
official  organizations  of  national  ad- 
vertisers, of  magazine,  newspaper, 
radio,  and  outdoor  media  owners, 
and  of  advertising  agencies. 

It  had  barely  been  organized  when 
it  was  called  upon  to  play  a  greater 
role  than  any  of  its  founders  had 
envisioned. 

The  Stab  in  the  Back 
On  December  7,  1941,  the  Japanese 
struck  Pearl  Harbor.  A  country  at 
war  found  itself  faced  with  vast  new 
problems  which  could  be  met  only 
with  the  cooperation  of  all  the  people. 
Scrap  metals,  rubber  and  paper 
were  needed  in  vast  quantities, 
and  they  had  to  be  gathered  up 
from  every  farmyard  and  city 
cellar. 

Fats  and  wheat  had  to  be  saved 

to  send  to  our  allies. 

War  Bonds  had  to  be  sold. 

Merchant  seamen,  WA  C  S , 

WAVES,  and  nurses  had  to  be 

recruited. 

Victory  gardens  had  to  be  planted. 
Altogether,  before  the  war  was 
over,  civilians  had  to  be  persuaded 
to  do  more  than  one  hundred 
things  like  this. 
Great  Britain,  faced  with  the  same 
problems,  had  turned  to  paid  gov- 
ernment advertising  to  help  solve 
them.  This  made  the  government  by 
far  the  biggest,  and  almost  the  only, 
advertiser  in  the  country.  Some  felt 


"42  years  with  chalk  on  my  sleeve" 


AMERICA'S  LEADERSHIP  DEPENDS  ON  FIRST-RATE  SCHOOLS 


BETTER  SCHOOLS  — In  1958,  State  School 
Committees  increased  in  numbers  and  Parent- 
Teachers  Association  membership  rose.  Citizen 
concern  about  our  schools  and  what  they  teach  is 
at  a  new  high  level. 


this  was  a  potential  threat  to  free- 
dom of  the  press. 

America  Chose  a  Better  Way 

Our  government  turned  to  the  newly 
formed  Advertising  Council,  which 
quickly  became  the  War  Advertis- 
ing Council. 

The  Council  called  for  volunteers. 
Advertising  agencies  supplied  tal- 
ented people  to  prepare  the  messages 
needed.  Advertisers,  magazines, 
newspapers,  radio  stations,  and  out- 
door poster  companies  supplied  ad- 
vertising time  and  space  to  carry 
the  messages  to  the  country. 

All  these  interests  responded 
through  the  War  Advertising  Coun- 
cil. America  responded  to  the  mes- 
sages. 

By  the  end  of  the  war,  more  than 
One  Billion  Dollars'1  worth  of  govern- 
ment messages  had  been  published 
and  broadcast  as  a  contribution  of 
American  business  to  the  war  effort. 

The  results  proved  what  advertis- 
ing men  had  long  believed:  that  ad- 
vertising could  as  effectively  inform 
and  persuade  people  to  act  in  the 
public  interest  as  it  had  in  their  pri- 
vate interest. 

Waging  the  Peace 

When  the  war  ended,  many  in  the 
War  Advertising  Council  thought  its 
usefulness  was  over.  There  were 
more  who  felt  that  the  instrument  of 
public  information,  which  the  Coun- 
cil had  created,  was  far  too  valuable 
to  be  reserved  for  war. 

The  government  still  had  jobs  of 
public  information  which  needed  do- 
ing .  .  .  such  as  forest  fire  prevention, 
and  the  sale  of  Savings  Bonds;  and 
there  was  the  original  Council  con- 
cept of  broad  public  service  such  as 
assisting  the  work  of  the  Red  Cross, 
CARE,  March  of  Dimes,  the  Na- 
tional Safety  Council,  and  many 
others. The  word"War"  was  dropped 
from  the  name,  and  The  Advertising 
Council  continued.  But  here  it  faced 
a  new  problem. 

Who  Decides  What's  in  the 
Public  Interest? 

Under  the  imperatives  of  war  there 
was  no  question  about  what  projects 
the  Council  should  undertake,  but 
when  it  came  to  non-governmental 
organizations  and  non-war  projects 
of  government  departments,  who 
was  to  determine  which  ones  were  in 
the  public  interest? 

The  businessmen  who  were  the  fi- 
nancial supporters  and  operators  of 


the  Council's  facilities  did  not  feel 
it  was  in  the  public  interest  that  they 
alone  should  decide  such  questions. 

As  a  result,  a  Public  Policy  Com- 
mittee was  created.  This  was  a  group 
of  20  of  America's  most  distinguished 
citizens  with  backgrounds  and  ex- 
perience in  various  areas  of  Ameri- 
can life.  One  of  the  first  to  accept  an 
invitation  to  serve  was  Dr.  Alan 
Gregg,  who  remembered  the  lunch- 
eon where  he  first  heard  how  adver- 
tising might  help  solve  some  health 
problems. 

On  this  page  you'll  find  a  list  of 
the  men  and  women  who  serve,  with- 
out pay,  on  this  Public  Policy  Com- 
mittee. They  are  drawn  from  busi- 
ness, labor,  education,  agriculture, 
the  religions,  medicine  and  public 
affairs.  They  represent  no  one  but 
themselves  and  the  best  interests  of 
their  country,  as  they  see  them. 

When  a  project  is  presented  for 
The  Advertising  Council's  support, 
the  Board  of  Directors  first  decides 
whether  or  not  it  can  benefit  from 
broad  national  advertising.  If  they 
decide  it  can,  it  goes  to  the  Public 
Policy  Committee  which  votes  on 
whether  or  not  it  is  importantly  in 
the  public  interest.  The  Public  Pol- 


Public  Policy  Committee 
of  The  Advertising  Council 

CHAIRMAN 
PAUL  G.  HOFFMAN 

VICE  CHAIRMAN 
EVANS  CLARK, 
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HELP  US  KEEP  THE 
THINGS  WORTH  KEEPING 


HELP  STREN'GTHE 


BUY  U.S.  SAVINGS  BONDS 

0 


Ad  from  the  current  Treasury  Bond  campaign. 
Started  at  the  outset  of  World  War  II,  it  is  the  old- 
ling  campaign  on  the  Council's  docket. 


icy  Committee  must  approve  the 
project  by  a  three-fourths  vote  be- 
fore the  Council  will  tackle  it. 

What  Kind  of 
Projects  Are  Approved? 

Since  the  War,  The  Advertising 
Council,  with  the  approval  of  the 
Public  Policy  Committee,  has  pre- 
sented numerous  national  problems 
for  your  information  and  considera- 
tion, and  programs  for  your  support 
and  action. 

There  are  emergency  programs, 
such  as  appeals  of  the  Red  Cross  for 
disaster  funds. 

There  are  periodic  programs,  such 
as  the  one  called  "Religion  in  Ameri- 
can Life",  which  reminds  you  of  the 


strength  to  be  drawn  from  attend- 
ance at  your  church  or  synagogue. 
(Gallup  polls  have  shown  a  steady 
increase  in  attendance  at  religious 
services  since  this  program  started.) 

Other  programs,  such  as  Forest 
Fire  Prevention,  have  been  continu- 
ous over  a  period  of  years.  One  is  the 
Stop  Accidents  campaign  for  the 
National  Safety  Council.  It'-fias 
helped  bring  the  traffic  toll  to  a  new 
low  per  vehicle-miles  traveled.  Still 
another  is  the  drive  for  Better 
Schools,  which  has  stimulated  for- 
mation of  State  School  Committees, 
and  increased  membership  in  Par- 
ent-Teachers Associations.  Result: 
citizen  concern  about  our  schools 
and  what  they  teach  is  at  a  new 
high  level. 

One  of  the  largest  and  oldest  is  the 
campaign  in  support  of  the  U.  S. 
Treasury  for  the  sale  of  Savings 
Bonds.  You  have  probably  responded 
to  both  your  own  and  your  country's 
benefit. 

Doesn't  Wait  to  be  Asked 

When  the  Council  sees  a  developing 
national  need  which  calls  for  the 
help  of  better  public  information,  it 
tries  to  get  a  program  started. 

A  recent  example  was  creating  and 
getting  support  for  a  program  of 
"Confidence  in  a  Growing  America" 
in  the  spring  of  1958.  Twenty  mil- 
lion dollars'  worth  ot  advertising 
time  and  space  told  Americans  why 
they  were  justified  in  having  such 
confidence.  This  helped  avert  the 
development  of  a  "depression"  psy- 
chology. Government,  economic  and 
business  leaders  say  it  helped  reverse 
the  downswing  of  last  spring. 


More  Than  100  Million 
Dollars  a  Year 

Altogether,  the  programs  of  The  Ad- 
vertising Council  get  more  than  100 
million  dollars'  worth  of  support 
every  year. 

The  support  comes  from  Ameri- 
can corporations,  large  and  small. 
It  comes  from  owners  of  magazines, 
newspapers,  television  and  radio  sta- 
tions, outdoor  and  transit  advertis- 
ing facilities.  It  comes  from  the 
volunteered  talent  of  America's  lead- 
ing advertising  agencies. 

Most  of  it  is  represented  by  dona- 
tions of  advertising  time  and  space. 
But  there's  also  cash  to  support  the 
necessary  staff  work  of  the  Council 
and  some  of  the  programs  it 
originates. 

A  great  deal  of  it  results  from  the 
devoted  services  of  a  group  of  some 
70  of  America's  leading  corporation 
officers  who  serve  the  Council,  with- 
out pay,  as  its  Industries  Advisory 
Committee. 

The  next  time  you  hear  from 
Smokey  the  Bear,  you  might  like  to 
remember  the  uniquely  American  in- 
stitution that  put  the  words  in  his 
mouth  for  the  good  of  us  all. 

The  Advertising  Council  demon- 
strates by  actions,  not  words,  the 
social  responsibility  of  American 
business  and  the  power  of  advertis- 
ing in  the  public  interest. 

Even  more  important,  it  has 
proved  that  Americans  will  move  to 
solve  the  problems  of  their  society 
with  intelligence,  sacrifice,  and  cour- 
age whenever  they  are  adequately 
informed  of  these  problems  and  per- 
suaded that  they  need  solving. 


Religious  overseas 
aid  through  three 
major  faiths 


greater 
public 
understanding 


"  Truth  Dollars" 
for  Radio  Free 
Europe 


The  Advertising  Council  .  .  .  for  public  service 


If  you  would  like  to  know  more  about  this  work,  this  magazim 
a  free  booklet  to  The  Advertising  Council,  25  Vi\  45th  St., 


uggests  you  write  for 
York  36,  New  York. 
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From  Top  of  the  Six's 

to  the  Top  Six 


Odd  how  numbers  get  tossed  around  these  days. 
Newest  caravansary  for  agency  staffers  and 
distaffers  in  Gotham  is  Top  of  the  Six's. 
Mr.  Howard,  maitre  de  at  the  numerically  named 
water  hole,  tells  us  that  numbers  are  the  stuff 
of  which  chit  chat  is  made  at  666  Fifth. 

And  at  the  Top  of  the  Six's,  they're  talking 
about  the  six  that  top  Maine — the  Hildreth 
Stations,  of  course.  Now,  there's  a  six  buy 
that  really  clicks  with  sales-minded  buyers 
up  and  down  Madison,  North  Michigan  or  Wilshire. 


check  your 


wabi  tv  /wabm/wagm  Tv/wpor 


BANGOR 


HODLTON 


PRESQUE  ISLE 


Hildreth  Radio  serves  up  the  top  three  markets — 
Portland,  Bangor  and  Aroostook  County — garnished 
with  a  tasty  low  cost  per  thousand.  And  Hildreth 
Television  covers  Northeastern  Maine  like  it 
owned  the  region.  (Rating- wise  it  does!) 

Says  Mr.  Howard:  "The  wise  buyer  who  goes  by  the 
numbers  comes  here  for  away-from-the-shop  talk. 
And  he  turns  to  the  six  Hildreth  Stations  when 
he  wants  to  pitch  high  sales  curves  Down  East." 


HORACE  A.  HILDRETH,  PRESIDENT 
LEON  P.  GORMAN,  JR.,  EXECUTIVE  V.P. 
WILLIAM  J.  MULLEN,  NAT'L.  SALES  M6R. 
Represented  by: 

GEORGE  P.  HOLLINfiBERY — Nationally 
KETTELL-CARTER— in  New  England 


PORTLAND 


MONDAY  MEMO 


from  WILLIAM  B.  TEMPLETON,  vice  "president  and  tv-radio  director,  Bryan  Houston  Inc.,  Neiv  York 

The  essential  ingredient  in  shows  is  showmanship  .  .  . 


Does  tv  programming  today  represent 
mediocrity? 

Yes!  And  unlike  some  of  the  critics 
who  have  leveled  all  their  ammunition  at 
the  networks,  I  believe  agencies  in  gen- 
eral have  allowed  this  condition  to  exist 
by  ignoring  their  full  responsibilities  to 
the  medium.  They  cannot  be  treated 
lightly.  They  are  a  definite  obligation. 
What  responsibilities?  Timebuying?  Re- 
search? Contract  negotiations?  By  all 
means,  but  most  importantly — pro- 
gramming! 

There's  little  question  but  that  much 
of  today's  tv  programming  is  mediocre 
when  compared  with  the  exciting  fare 
of  earlier  seasons.  The  great  number  of 
recent  programs  that  lived  only  13  or  26 
weeks  before  replacement  is  glaring 
evidence  of  this  fact.  Yet,  a  short-run 
program  is  far  costlier  for  a  sponsor 
than  one  around  which  he  can  plan  a 
year's  exploitation  and  sales  strategy. 
It  takes  time  before  a  tv  program  de- 
velops its  peak  impact  and  13  weeks  are 
rarely  enough. 

In  this  day  of  high  and  ever-increas- 
ing tv  costs,  agencies  owe  it  to  their 
clients  to  have  competent  showmen 
upon  whose  experience  they  can  rely  in 
selecting  programs. 

There  are  two  kinds  of  showmen,  bad 
ones  and  good  ones.  The  bad  ones  trade 
mainly  on  one  or  two  successes,  but 
their  average  is  below  par.  The  good 
showman  will  have  quite  a  few  out- 
standing successes  and  even  though  he 
may  not  always  be  right,  his  average 
consistently  will  be  above  par.  This 
kind  of  showman  derives  his  know-how 
from  his  years  of  actual  experience  and 
association  in  his  specific  field:  Enter- 
tainment. It  is  this  experience  that  gives 
him  that  certain  "feeling,"  that  instinct 
upon  which  to  base  his  judgment. 
Knowing  what  the  mass  audience  likes 
and  sensing  a  change  in  popular  taste 
are  those  indefinable  qualities  that  a  true 
showman  can  offer  as  insurance  to 
sponsors  against  loss  of  valuable  dollars 
through  ineffective  programming. 

Programming  by  Default  •  But  how 
many  agencies  have  such  showmen? 
Or,  if  they  do.  actually  use  them  effec- 
tively? More  and  more  I  hear  reports 
from  various  agency  people  of  so-called 
"jury  pilot  screenings"  where  members 


from  virtually  every  department  attend 
and  offer  comments  and  criticisms. 
After  viewing  several  pilots,  a  pool  of 
the  comments  indicates  no  outstanding 
approval  of  any  single  pilot,  so  two  or 
more  are  chosen  for  screening  to  the 
client.  Consequently,  with  no  solid 
recommendation  from  the  agency,  the 
client  becomes  involved  in  an  elimina- 
tion contest  and  a  program  ends  up  on 
the  air  by  default. 

Client  screening  itself  can  add  con- 
fusion to  this  system  of  program  selec- 
tion. Television,  being  such  a  prime 
selling  vehicle,  receives  the  attention  of 
not  only  the  advertising  director  but  the 
heads  of  sales,  marketing  and  merchan- 
dising as  well.  Their  comments  can  be 
extremely  valid  in  pinpointing  negative 
elements  in  a  program  that  would 
hinder  their  sales  objectives.  But  such 
comments,  valid  as  they  are,  seldom 
have  anything  to  do  with  the  value  of 
the  show  in  terms  of  consumer  interest. 

Competence  Respected  •  We  have 
found  that  clients  do  not  want  yes  men. 
They  respect  competence  and  are  only 
too  anxious  to  be  sold  off  their  objec- 
tions if  it  results  in  successful  program- 
ming. I  was  told  of  a  good  example  of 
this  regarding  the  recent  trend  in  west- 
erns. After  practically  a  year  of  ram- 
pant criticism  regarding  the  number  of 
horse  operas  on  the  air,  they  became  a 
program  classification  to  shy  away 
from.  However,  one  agency  after  view- 
ing a  new  western  show  submitted  it  to 
its  client  for  sponsorship.  The  client  ex- 
pressed his  objections:  They  would  be 


William  B.  Templeton,  b.  June  2,  1918, 
San  Francisco.  Went  to  College  of  In- 
dustrial Chemistry  and  Engineering, 
Manila.  He  is  one  of  the  youngest 
members  of  Broadcast  Pioneers,  having 
started  at  KGO  San  Francisco  in  1929. 
Prior  to  joining  Bryan  Houston  Inc.,  he 
was  production  manager  of  radio-tv  de- 
partment at  Kudner  where  he  produced 
Milton  Berle's  radio  show  and  was  di- 
rector on  the  Berle  tv  show.  His  Bryan 
Houston  Inc.  shows  have  included  the 
Jackie  Gleason  Show,  Comedy  Hour. 
Oh  Susanna,  Mr.  &  Mrs.  North  among 
others.  He's  married,  has  four  children. 


getting  in  on  a  downward  trend.  Every 
columnist  was  lampooning  horse  and 
saddle  shows  and  the  public  in  general 
had  had  its  fill  and  would  not  watch. 
However,  the  agency  countered  with 
statistics  and  judgments  that  reversed 
the  client's  feeling.  The  result  was  a 
top-rated  show.  The  client  reached  a 
vast  audience  for  his  sales  message  and 
was  delighted.  The  big  difference  to  this 
story  is  that  the  client  had  an  agency 
with  competent  people  who  would  give 
him  the  kind  of  competence  he  needed 
and  he  knew  he  could  rely  on. 

The  result  of  the  jury  system  of  series 
selection  usually  ends  up  with  the 
lowest  common  denominator  of  judg- 
ment: A  compromise  of  opinions — 
which  adds  up  to  mediocrity.  This  is 
not  to  discredit  the  fact  that  some  con- 
sulting is  healthy  and  should  be  en- 
couraged, for  as  great  a  danger  as  the 
jury  system  would  be  the  "one-man 
dictatorial  selection." 

Just  as  a  matter  of  good  common 
sense  and  purse-string  philosophy,  it 
would  seem  that  showmanship  rather 
than  juries  should  be  utilized  in  any 
final  selections. 

Regardless  of  whether  or  not  a  client 
views  one  or  more  pilot  films,  he  should 
be  entitled  to  a  showman's  judgment 
and  the  benefit  of  his  comments  upon 
which  he  can  base  his  evaluation  for  an 
expenditure  that  represents  the  greatest 
portion  of  his  ad  budget. 

How  do  you  tell  a  good  showman 
from  a  bad  one?  There's  one  sure  way. 
Track  record! 


.  .  .  and  the  choice  of  show  should  be  left  to  showmen 
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heard  this  news  first  on  ABC  RADIO 


FIRST! 


FIRST! 


FIRST! 


ABC  Radio  News  brings  first 
word  of  Pope  John's  election 
to  American  public. 


ABC  Radio  News  reports 
Lebanese  President  Chamoun's 
appeal  for  help  in  Mid-East  crisis. 


ABC  Radio  News  reports 
Charles  de  Gaulle  will  bid  for 
leadership  of  French  government. 


1958:  Year  of  tension  and  crisis.  Far  East,  Mid-East, 
Latin  America,  U.S.A.  Almost  every  part  of  the  world 
was  news.  And  in  this  memorable  year  ABC  Radio 
News  made  news  by  consistently  scooping  its  com- 
petition. The  news  beats  above  are  but  three  examples. 

One  hundred  and  twenty-five  ABC  reporters  and 
overseas  correspondents  bring  the  news  to  the  Ameri- 
can public  almost  as  swiftly  as  it  happens.  Twenty- 
one  foreign  news  bureaus  —  from  Moscow  to  Tokyo, 
from  London  to  Cairo  —  probe  for  news  twenty-four 
hours  a  day,  seven  days  a  week. 

ABC's  domestic  bureaus  —  staffed  by  such  distin- 
guished personalities  as  John  Daly,  Quincy  Howe, 
Edward  P.  Morgan,  John  W.  Vandercook,  John 


Secondari  and  Bill  Shadel  —  report  and  analyze  world 
and  national  news. 

Today's  news  is  made  —  and  changed  —  with  great 
frequency.  Major  news  breaks  can't  wait  even  for 
regularly  scheduled  news  programs.  With  ABC's  ex- 
clusive News  Alert  System,  ABC  stations  can  broad- 
cast news  flashes  instantly.  No  matter  where  the  news 
is  made,  their  audiences  keep  up  with  the  people, 
places  and  events  of  the  hour  —  within  seconds. 

People  depend  on  radio  for  news.  And  over 
25,000,000  different  people  listen  to  ABC's  award- 
winning  news  staff  each  month.*  These  people  rec- 
ognize ABC's  leadership  in  news  reporting.  So  do 
ABC  affiliates  and  advertisers. 


ABC 

'According  to  the  A.  C.  Nielsen  Company 


RADIO  NETWORK 
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HARRIS  THUMPS  FOR  BIGGER  PROBE 

Oversight  also  urges  legal,  internal  overhaul  of  FCC  machinery 


Sweeping  changes  in  the  Communi- 
cations Act  and  internal  practices  with- 
in the  FCC  were  recommended  in  the 
final  report  of  the  Legislative  Oversight 
Subcommittee,  filed  with  the  House  of 
Representatives  Saturday  (Jan.  3). 

While  the  1958  investigations  were 
extremely  rough  on  the  broadcasting 
industry,  authority  for  a  continued  and 
broader  investigation  was  asked  during 
the  new  Congress.  It  was  not  specified 
whether  the  Oversight  Subcommittee, 
which  officially  expired  Saturday,  in  its 
present  form  should  be  continued  and 
Chairman  Oren  Harris  (D-Ark.)  refused 
to  comment  on  this  phase. 

There  were  no  big  surprises  (Broad- 
casting, Dec.  29,  1958)  in  the  docu- 
ment as  finally  approved  by  a  majority 
of  the  subcommittee  following  a  mara- 
thon 12-hour  session  last  Wednesday. 

Recommendations  —  and  there  were 
many,  far  reaching  legislative  and  future 
investigation  proposals — made  in  the  re- 
port were  reported  as  unanimous.  How- 
ever, minority  reports  were  submitted 
on  certain  language  used. 

Specific  legislative  recommendations 
of  the  report  affecting  only  the  FCC 
(five  other  agencies  also  were  covered): 

•  A  provision  that  no  negotiations 


for  sale  or  purchase  of  a  station  could 
be  entered  into  without  first  notifying 
the  Commission  and  receiving  its  ap- 
proval. The  Commission  then  would  be 
required  to  make  public  the  intended 
negotiations  and  the  purchase  price.  The 
Communications  Act  provision  which 
prohibits  the  FCC  from  considering  the 
public's  interest  in  approving  transfers 
would  be  repealed.  Also,  the  FCC  would 
be  required  to  hold  a  public  hearing  in 
all  transfers  unless  it  made  a  prior  find- 
ing that  the  public  interest  would  be 
served  by  the  station  sale. 

•  Direct  or  indirect  payoffs  to  com- 
peting applicants  would  be  prohibited, 
except  for  proved  out-of-pocket  ex- 
penses. When  one  or  more  applicants 
do  withdraw,  upon  payment  of  ex- 
penses, competing  applications  would 
be  accepted  within  30  days. 

•  The  provision  separating  members 
of  the  Commission  from  its  staff  would 
be  repealed.  "It  is  anomalous  that  the 
general  counsel  of  this  Commission  can- 
not freely  consult  with  the  Commission 
once  a  matter  has  reached  the  so-called 
adjudicatory  posture,"  the  report  states. 

•  A  public  hearing  would  be  required 
before  the  issuance  of  any  tv  license, 
even  if  there  is  only  one  applicant,  and 


all  parties  would  be  given  the  right  to 
appear. 

•  Repeal  of  the  provision  authorizing 
commissioners  to  accept  honorariums. 

Other  legislative  proposals,  affecting 
all  six  agencies  investigated  by  the  sub- 
committee, recommend  a  congressional- 
passed  code  of  ethics;  civil  and  criminal 
penalties  for  ex  parte  contacts  and  at- 
tempts to  influence  the  agencies;  all 
written  communications  from  members 
of  Congress  and  others  be  made  a  part 
of  the  public  record;  effective  authority 
for  the  commissions  to  enforce  their 
own  rules  and  regulations.  On  the  latter 
point,  the  report  states: 

"Violators  presently  know  that  they 
can  keep  the  fruits  of  their  violations 
and  go  scot  free  because  the  drastic 
nature  of  existing  sanctions  prevents 
their  effective  application.  .  .  ." 

In  a  move  to  make  the  independent 
agencies  more  "independent"  from  the 
executive,  the  report  recommends  that 
the  commissioners  elect  their  own  chair- 
man, who  would  serve  in  that  position 
for  a  maximum  of  three  years.  Under 
present  law,  the  President  appoints  the 
FCC  chairman  as  well  as  those  of  most 
of  the  other  agencies.  The  President, 
however,  would  be  given  the  authority 


m  21 

Harris  Wolverton  O'Hara  Mack  Williams  Hale 

Seven  of  nine  Oversight  Committee  members  who  drafted  report  are  above:  Flynt,  Moulder  missed  picture; 
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Moss,  Heselton  missed  meeting. 
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to  remove  a  commissioner  from  office 
for  malfeasance  or  neglect  of  duty,  but 
for  no  other  reason. 

All  the  commissions  would  be  re- 
quired to  grant  or  deny  any  motion 
within  60  days  after  its  filing.  However, 
upon  due  notice,  the  Commission  may 
extend  this  period  for  120  days  and  if 
no  action  is  taken  during  that  period, 
the  petition  shall  be  considered  denied. 

FCC  Told  To  Clean  Own  House  • 
The  Commission  was  told  to  take  sev- 
eral steps  on  its  own,  without  the  need 
for  legislation,  to  improve  its  opera- 
tions. Among  them: 

A  rule  requiring  that  there  be  filed 
annually  a  list  of  all  broadcast  patents 
held  by  manufacturers. 

Investigate  all  outstanding  antitrust 
matters  within  its  jurisdiction  which 
bear  upon  the  fitness  of  a  station  owner 
to  hold  a  license.  "The  Commission  has 
paid  little  or  no  attention  to  its  statutory 
responsibility  in  this  area,"  the  report 
stated.  All  things  being  equal,  preference 
should  be  given  to  local  applicants. 

Review  its  technical  standards  to  in- 
sure "that  such  standards  .  .  .  are  not 
tied  in  with  a  patent  or  other  monopoly 
enjoyed  by  one  or  more  manufacturers 
or  licensees." 

Re-examine  its  standards  and  criteria 
for  comparative  hearings  to  insure  that 
they  are  "consistently  applied  in  cases 
with  the  same  or  similar  sets  of  facts." 

Take  steps  to  eliminate  the  excessive 
length  of  records  and  opinions  and  un- 
reasonable delay  in  proceedings. 

An  investigation  should  be  made  of 
alleged  violations  of  legal  codes  by  at- 
torneys practicing  before  the  FCC  with 
"appropriate  disciplinary  action." 

A  review  by  the  Commission  itself  of 
the  some  30  tv  cases  in  which  the  sub- 
committee said  it  found  instances  of 
ex  parte  contacts  and  improper  influ- 
ences. 

The  report  took  a  swipe  at  the  FCC 
because  of  the  "quality  and  content" 
of  the  annual  report  sent  to  Congress. 
"The  Commission  has  done  little  more 
than  supply  the  minimum  amount  of 
report  material  required  .  .  ."  the  report 
states. 

Still  another  recommendation  would 
have  an  individual  commissioner  writ- 
ing the  FCC  decisions,  rather  than  dele- 
gating this  duty  to  the  Office  of  Opinions 
&  Reviews.  The  opinion  would  be  signed 
by  the  writing  commissioner,  with  the 
duty  rotated  on  a  regular  basis. 

Further  Investigation  Needed  •  The 
report  said  the  subcommittee's  work  is 
far  from  completed,  and  listed  25  mat- 
ters affecting  the  FCC  needing  further 
study.  "The  record  of  our  subcommittee 
and  the  information  in  its  files  which 
have  not  been  developed  at  hearings," 
the  congressmen  stated,  "impels  us 
also  to  recommend  that  such  commit- 


tee [parent  Commerce  Committee]  or 
subcommittee  should  undertake  and 
complete  further  legislative  inquiry.  .  .  ." 

A  study  of  the  use  of  the  entire  spec- 
trum and  a  determination  as  to  its  allo- 
cation and  use  is  urgently  needed,  the 
report  stated.  "The  public  interest  re- 
quires that  this  study  and  determination 
be  made  objectively  by  the  legislative 
branch  rather  than  the  executive  be- 
cause of  the  natural  predisposition  of 
the  executive  to  favor  its  own  interest 
in  the  matter,"  the  report  said.  A  part 
of  this  study,  it  was  recommended, 
should  include  an  investigation  of  the 
uhf-vhf  situation. 

The  report  also  asked  that  the  sub- 
committee be  given  new  life  to  investi- 
gate the  25-year-old  clear  channel  prob- 
lem; the  licensing  of  networks  "since 
they  provide  a  very  considerable  amount 
of  the  programs  which  stations  them- 
selves broadcast,  and  over  which  they 
[stations]  have  no  content  control"; 
"nuisance  filings"  of  strike  applications; 
option  time  agreements  and  their  rela- 
tionship to  the  duty  of  individual  broad- 


First  of  many 

At  least  one  anti-pay  tv  bill  will 
be  introduced  the  first  day  of  the 
86th  Congress,  convening  Wednes- 
day (Jan.  7).  Rep.  Oren  Harris  CD- 
Ark. )  said  last  week  he  had  several 
bills  to  be  introduced  the  first  day 
and  a  pay  tv  measure  is  one  of  them. 

Rep.  Harris,  chairman  of  both  the 
House  Commerce  Committee  and  its 
Legislative  Oversight  Subcommittee, 
said  legislation  designed  to  carry  out 
recommendations  of  the  Oversight 
report  would  not  be  ready  this  week. 
This  will  follow,  he  said,  in  the  im- 
mediate future. 

 I 

casters  to  control  the  programming  of 
his  station;  multiple  ownership  of  sta- 
tions, and  "the  centralization  of  eco- 
nomic power  resulting  from  technical 
developments  in  the  broadcast  field." 

Continuation  of  the  subcommittee  is 
needed,  the  report  stated,  so  that  an 
investigation  can  be  made,  on  a  com- 
mission-by-commission basis,  of  their 
internal  administrative  setup,  the  func- 
tioning of  each  of  its  divisions  and 
branches  and  the  responsibilities  dele- 
gated to  others;  the  means  employed  in 
the  making  of  Commission  policy  and 
the  procedure  followed  in  publishing 
policy  statements  and  changes;  the  man- 
ner in  which  examiners  are  appointed 
and  assigned  to  cases,  and  the  technical 
qualifications  of  examiners. 

Other  necessary  future  investigations 
cited  in  asking  that  the  subcommittee's 
work  be  continued: 

The  effect  of  court  decisions  on  con- 


gressional intent  in  forming  the  agen- 
cies. 

Whether  the  Commission  has  neglect- 
ed its  obligations  to  the  public  by  failing 
to  make  thorough  investigations  of  ap- 
plicants, licensees,  or  has  it  depended 
on  information  furnished  by  the  com- 
peting parties. 

A  thorough  study  for  the  reasons  in 
variations  from  established  criteria. 

Whether  the  Commission's  internal 
organization  is  such  that  a  superior  au- 
thority is  vested  in  a  single  staff  em- 
ploye to  the  extent  that  such  individ- 
ual is  able  to  designate  what  material 
is  presented  to  the  Commission  in  rule- 
making or  adjudicatory  proceedings. 

What  is  necessary  to  strengthen  the 
independence  of  the  Commission  from 
the  White  House. 

Whether  the  Commission  should  be 
required  to  submit  its  budget  and  leg- 
islative requests  through  the  Budget 
Bureau. 

What  measures,  if  any,  are  needed 
to  separate  the  legislative,  executive 
and  judicial  functions  of  the  Commis- 
sion. 

Whether  excessive  paperwork,  ex- 
pense and  delay  in  Commission  pro- 
ceedings can  be  eliminated. 

Whether  the  Commission  takes  re- 
prisals against  persons  or  companies 
who  challenge  its  actions. 

The  method  of  assigning  examiners 
and  of  changing  assignments  to  ascer- 
tain whether  examiners  are  sometimes 
assigned  with  the  view  of  insuring  a 
predetermined  result. 

The  procedures  for  handling  cases 
between  the  filing  of  the  initial  decision 
and  the  final  report  to  ascertain  whether 
they  are  needlessly  cumbersome  and 
time  consuming. 

To  what  extent  final  decisions  are 
based  on  staff  memorandums,  analyses 
or  recommendations  which  are  not 
available  to  all  parties. 

Support  of  Recommendations  •  "Our 
hearings  have  brought  to  light  certain 
fundamental  weaknesses  which  if  not 
corrected  will  lead  to  lack  of  public 
confidence  in  the  efficiency  and  integ- 
rity of  the  .  .  .  commissions,"  the  re- 
port stated  in  support  of  its  recom- 
mendations. "The  proposals  we  advance 
are  aimed  at  eliminating  flagrant  abuses 
and  certain  conditions  and  practices 
which  are  conducive  to  the  fostering  of 
improper  ex  parte  conduct. 

"The  recommendations  also  include 
measures  to  strengthen  the  commis- 
sions, contribute  to  their  more  efficient 
operations  and  to  insure  faithful,  un- 
grudging administration  of  the  statutes 
in  the  manner  intended  by  Congress. 
.  .  .  Congress  must  also  make  certain 
that  improper  fraternization  or  pres- 
sures are  not  permitted.  Otherwise,  the 
administrative  commissions  may  be  con- 
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Make  us  prove  it!  Ready? 

In  the  last  year,  our  steady  viewers  have  given  us 
Pulse  ratings  ranging  from  12  to  15  out  of  15  top 
shows.  They've  given  us  top  ratings  on  our  originated 
multi-weekly  shows.  92  %  of  our  area  people  reach  us 
through  their  TV  sets! 

This  has  gone  on  so  long  that  we're  sure  we  have 
to  know  why.  After  all,  we're  part  of  the  community 
— our  veteran  staff  people  have  served  on  Boy  Scouts, 
P.T.A.  and  Community  Chest  for  more  than  a  decade 
— and  we  all  think  alike.  You  don't  overpower  folks 
out  here  —  you  don't  double-talk  and  triple-spot 

ONE   OF  AMERICA'S  GREAT 

Reaching  and  Holding  2,887,420  People  — 


them.  You're  all  neighbors,  in  one  of  the  richest,  high- 
est home-owning  urban,  suburban  and  ex-urban  areas 
in  the  country.  So  you  go  heavy  on  public  service, 
programming  for  people  and  civic  affairs.  You  earn 
your  way — and  your  loyalties. 

This  is  a  climate  in  which  audience  response  to  in- 
telligent merchandising  offers  even  greater  rewards 
than  the  figures  show — and  George  P.  Hollingbery 
has  some  mighty  impressive  ones.  Ask  him  why 
America's  17th  market  is  |_|  |  Q 

CBS 

AREA  STATIONS 

in  41  Counties  of  3  States 

Canne,  t    f  J 


even  bigger  than  it  looks! 


Broadcast  to  a 
CONCENTRATED 
MICHIGAN 
AUDIENCE 


Monday  Thru  Friday 

12:00  Noon-6:00  P.M. 
Monday  Thru  Friday 

WPON 

39 

46.5 

Sta.  B 

24.1 

14.0 

Sta.  C 

11.9 

8.1 

Sta.  D 

10.0 

5.4 

C.  E.  Hooper,  May,  1958 


The  station  serving 


in 


CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 


verted  into  Washington  branch  offices 
of  the  regulated  industry,  or  instru- 
ments of  over  aggressive  seekers  of  spe- 
cial privileges." 

The  report  concluded  that  one  of  the 
most  effective  steps  to  strengthen  the 
FCC  and  other  agencies  is  to  have  as 
commissioners  and  key  personnel  "men 
of  unquestioned  ability  and  character. 
.  .  .  We  strongly  urge  that  appointment 
to  commissionerships  be  removed  from 
politics.  .  .  .  The  national  public  inter- 
est requires  that  the  Executive  appoint 
as  commissioners  men  of  independence, 
experience  and  attainment  in  the  field 
of  activities  they  are  called  upon  to 
administer." 

Although  no  specific  recommenda- 
tions were  made,  the  report  said  the 
tenure  and  compensation  of  commis- 
sioners should  be  such  to  attract  and 
keep  the  most  capable  men.  The  report 
further  stated  that  it  is  not  enough  to 
tell  the  Commission  that  its  decisions 
must  be  based  on  the  public  interest. 
"One  of  our  important  recommenda- 
tions is  that  a  thorough  study  be  made 
of  the  various  statutes  conferring  dis- 
cretion upon  a  commission  with  a  view 
toward  establishing  more  precise  stand- 
ards to  control  the  exercise  of  such 
discretion,"  the  report  said. 

Not  a  Congressional  Subject  •  The 
committee  kicked  out  of  the  report  a 
provision  calling  for  an  investigation  of 
tv  programming,  urged  by  at  least  one 
member.  "That  gets  into  censorship, 
and  I  don't  think  that  is  a  proper  subject 
for  Congress,"  Rep.  Harris  said  when 
asked  why  the  proposed  investigation 
was  squelched.  The  chairman  stressed 
the  subcommittee  has  in  no  way  tried 
to  tell  the  FCC  what  to  do  in  any  given 
case. 

On  the  proposed  60-day  limit  for 
the  FCC  to  act  on  motions,  Rep.  Harris 
said  "one  of  the  problems  that  caused 


so  much  turmoil  has  been  the  continued 
delays,  giving  rise  to  ex  parte  ap- 
proaches." 

A  large  percentage  of  the  report  deals 
with  testimony  before  the  subcommittee 
in  the  Miami  ch.  10  case,  Pittsburgh  ch. 
4,  Boston  ch.  5,  Springfield,  111. — St. 
Louis  ch.  2  shift,  and  others  while  in- 
corporating conclusions  reached  by  the 
subcommittee.  It  was  on  this  point  that 
some  members  balked  at  signing  the 
complete  report. 

Rep.  Joseph  P.  O'Hara  (R-Minn.) 
said  this  narrative  began  "picking  on 
individuals.  I  am  not  going  to  be  a  party 
to  that."  He  said  a  minority  report 
would  be  submitted  by  himself  and  Rep. 
Charles  Wolverton  (R-N.  J.),  but  that 
he  did  not  know  whether  other  GOP 
members  would  sign  the  dissident  opin- 
ion. 

Rep.  John  Bennett  (R-Mich.)  stated 
he  was  in  general  agreement  with  the  re- 
port but  that  he  "has  a  few  comments 
and  reservations"  which  he  intends  to 
file. 

Members  of  the  subcommittee  in- 
clude Democratic  Reps.  Harris,  John 
Bell  Williams  (Miss.),  Peter  Mack  (111.), 
John  J.  Flynt  (Ga.),  John  Moss  (Calif.) 
and  Morgan  Moulder  (Mo.);  Republi- 
can Reps.  O'Hara,  Wolverton,  Bennett, 
Robert  Hale  (Me.)  and  John  Heselton 
(Mass.).  All  except  Reps.  Moss  and 
Heselton  were  present  for  the  Tuesday 
closed  session  which  gave  a  final  ap- 
proval to  the  report. 

Many  of  the  reporfs  recommenda- 
tions apply  to  the  Federal  Power  Com- 
mission, Federal  Trade  Commission, 
Securities  &  Exchange  Commission, 
Civil  Aeronautics  Board  and  Interstate 
Commerce  Commission  as  well  as  the 
FCC.  Individual  recommendations  also 
were  made  for  each  of  the  other  agen- 
cies, although  the  FCC  was  the  target 
of  a  majority  of  the  proposals. 


HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  126,085,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Dec.  19-25. 
This  is  how  they  spent  their  time: 

69.0%    (86,999,000)  spent  1,664.9  million  hours    Watching  Television 

55.2%    (79,590,000)  spent     975.8  million  hours    Listening  to  Radio 

72^8%    (91^790,000)  spent     380.6  million  hours    Reading  Newspapers 

31  1%    (39  212, 000)  spent     189.4  million  hours    Reading  Magazines 

25  5%    (32^103,000)  spent     415.7  million  hours    Watching  Movies  on  Tv 

22.3%    (28^107,000)  spent     112.4  million  hours    Attending  Movies* 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  and  quarterly  "Activity"  report,  from  which  these 
weekly  figures  are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  cate- 
gories and  shows  the  duplicated  and  unduplicated  audiences  between  each  specific  medium. 
Copyright  1958  Sindlinger  &  Co.  t  Hour  totals  are  weekly  figures.  People— numbers  and  per- 
centages— are  figured  on  an  average  daily  basis.  *  All  people  figures  are  average  daily  tabula- 
tions for  the  week  with  exception  of  the  "attending  movies"  category  which  is  a  cumulative 
total  for  the  week.  Sindlinger  tabulations  are  available  within  two  to  seven  days  of  the  inter- 
viewing week. 

SINDLINGER'S  SET  COUNT:  As  of  Dec.  1,  Sindlinger  data  shows:  (1)  112,743,000 
people  over  12  years  of  age  have  access  to  tv  (89.4%  of  the  people  in  that  age  group); 
(2)  43,693,000  households  with  tv;  (3)  48,184,000  tv  sets  in  use  in  U.S. 
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JVJAMES  garner 

Star  of  "Maverick" 


^WILL  HUTCHINS 

$+ar  °f  "Sugarfoot" 


/y  PETER  BROWN 

ylk    Star  of  "Lawman" 


THE  TOP 
GUNS 
WERE  IN 
TOWN 


It  happened  on  December  14,  1958!  A  fitting  climax  to  the  exciting 
opening  promotion  of  the  NEW  KVII-TV,  K-7  in  Amarillo,  Texas. 
Four  of  Warner  Bros.-ABC's  top  stars  headlined  a  K-7  telethon  to 
benefit  Multiple  Sclerosis  research!  The  Texas  Panhandle  was 
branded  —  and  properly  —  in  what  one  Amarillo  agency  man  called 
"the  most  professional  and  exciting  program  ever  televised  locally". 

Amarillo  and  the  High  Plains  are  coming  to  expect  —  and  receive 
—  BIG  things  from  K-7.   In  just  eight  weeks,  Channel  7  has: 
new  ownership  and  management,  ABC  interconnection,  a  tremendous 
new  programming  day,  full  power  of  316,000  watts  from  the  area's 
highest  tower,  and  a  promotion  campaign  that  has  the  whole 
town  talking! 

So  now,  the  TV  picture  in  Amarillo  and  the  four-state  marketing 
area  it  serves  has  changed!  The  dynamic  new  force  is  K-7  TV, 
where  the  most  enthusiastic  television  people  in  Texas  are  now  hard 
at  work  on  even  bigger  plans  to  hold  the  air  of  excitement 
created  by  the  "BIG  SWITCH". 

Let  your  Boiling  man  give  you  the  full  story  of  a  station  that  is 
DIFFERENT  —  a  station  that  can  SELL  your  advertiser's  product! 


KVII-TV  e 


channel  7  •  amarillo,  texas 

C.  R.  "Dick"  Watts,  Vice  President  &  General  Manager 
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Which  "twin 
gets  your  WAVE? 

WAVE  Radio  celebrated  its  25th  Anniversary  on 
December  30  —  WAVE-TV  its  10th  on  November  24 
*ch  of  these  remarkable  sister  stations  wins  the  cake  in  its  category  because 


WAVE-TV,  Channel  3,  the  first  television  station  in  Kentucky,         :  _ 


is  also  first  in  ratings  —  first  in  coverage  — 
first  in  number  of  listeners  —  first  in  values  for  advertisers. 
WAVE  RADIO,  famed  for  a  quarter  century  as  the  Louisville  area's 
prestige  regional  station,  still  gives  you  all  the  richest  part  of  Kentucky  — 
without  the  cost  of  covering  Chicken  Bristle,  Big  Bone,  Gravel  Switch,  etc.! 


WAVE 


radio    VYM  V   I-  television 

LOUISVILLE,  KENTUCKY 

Both  Represented  by  NBC  Spot  Sales   
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BROADCAST  ADVERTISING 


MASSEY-FERGUSON  PLOWS  INTO  TV 


Major  farm  equipment  maker  hopes  to  reap 
rich  sales  crop  from  first  tv  planting 


Country-wide  audiences,  starting  this 
weekend  (Jan.  10),  will  be  introduced 
to  the  "Massey-Ferguson  kind  of  a 
man." 

What's  he?  Well.  "When  a  man 
works  the  land,  He's  a  special  kind  of 
man;  He's  a  doer,  not  a  talker;  He's  a 
cultivatin'  man;  He's  a  get  up  early, 
Keep  'em  rolling,  Massey-Ferguson  kind 
of  a  man." 

So  go  the  lyrics,  set  against  a  back- 
ground of  stirring  march  music,  theme 
of  the  1959  broadcast  advertising  cam- 
paign of  farm  equipment  maker  Massey- 
Ferguson  Inc.  (U.S.  Industrial  division 
of  Massey-Ferguson  Ltd.,  Toronto). 
He's  obvious,  the  Massey-Ferguson 
man.  He's  the  farmer  who  tills  the  soil, 
and  who,  incidentally,  is  the  customer 
M-F  seeks  for  its  full  line  of  farm  im- 
plements (combines,  tractors,  harvesting 
equipment,  pickers,  rakers,  mowers, 
plows,  planters,  seeders,  tillers,  etc.). 

First  Time  Tv  User  •  While  the  tv- 
radio  audience  will  be  introduced  to 
this  Massey-Ferguson  "kind  of  a  man," 
the  tv  medium  itself  will  be  in  contact 
for  the  first  time  with  a  top  national 
advertiser  never  before  in  television. 

In  fact,  Massey-Ferguson  claims  to 
be  the  first  farm  equipment  manufac- 
turer to  use  network  tv  (it  has  a  com- 
mitment for  the  weekly  Jubilee,  USA 
on  ABC-TV,  Saturdays,  8-9  p.m.,  start- 
ing Jan.  10,  and  running  through  Oct. 
31,  1959,  end  of  the  firm's  fiscal  year). 
And  Massey-Ferguson  is  no  weak  sister 
in  the  field — it's  the  world"s  second  larg- 
est farm  equipment  maker,  ranking  next 


to  the  giant  International  Harvester. 

For  its  job  of  harvesting  farm  custo- 
mers by  television,  Massey-Ferguson 
will  spend  this  year  "well  over  $1.5 
million,"  actually  closer  to  $2  million 
in  the  broadcast  media  when  adding  the 
60-70  radio  stations  on  which  it  sponsors 
10-15  minutes  of  farm  information  in- 
cluding news,  events  of  special  interest, 
weather  and  market  data.  The  total 
broadcast  expenditure  probably  will 
be  40-50%  of  the  total  U.S.  ad  budget. 

Before  tv,  the  company  chiefly  used 
radio  and  farm  magazines,  and,  says 


Hollywood  'shoots'  Massey-Ferguson  Man 

Stanley  S.  Roberts,  general  advertising 
manager  at  Massey-Ferguson,  of  the 
new  sponsorship  on  ABC-TV,  "This  is 
a  momentous  step  by  our  company  .  .  . 
to  present  our  1959  line  of  products  .  .  . 
in  new,  unique  and  exciting  ways."  The 
tv  medium,  he  continues,  is  ideally 
suited  for  the  task  of  telling  "The  Mas- 
sey-Ferguson Story,"  permitting  graphic 
demonstration  of  equipment  features 
to  farm  homes  as  well  as  supplying  "the 
type  of  entertainment  they  enjoy." 
The  company — it's  worldwide  with 


142  plants  in  17  countries,  operates  an 
industrial  division  from  Wichita  in  the 
U.S. — and  its  agency,  Needham,  Louis 
&  Brorby  (services  the  U.S.  division), 
Chicago,  set  out  to  inject  excitement 
into  the  commercials. 

Go-Getting  Man  •  The  musical 
theme  is  basic  to  the  ad  campaign,  pre- 
senting the  image  of  the  customer  as 
a  special  kind  of  a  man  who  is  a 
"staunch,  go-getting  man  of  the  soil." 
Last  November,  the  agency  and  Artie 
Fields  Productions,  Detroit,  went  to 
work  on  lyrics  and  music  and  in  Chi- 
cago recorded  (at  Universal  Recording 
Studios)  the  march  as  well  as  arrange- 
ments in  prairie,  square  dance  and  mood 
tempo,  using  separately  a  band,  orches- 
tra and  eight-man  chorus. 

At  the  same  time,  filming  was  un- 
derway at  Massey-Ferguson's  experi- 
mental farm  at  Ann  Arbor,  Mich., 
showing  tractors,  plows,  cultivators  and 
other  equipment  in  operation.  Pro- 
ducer of  this  footage  was  Chris  Ford 
of  NL&B. 

In  the  beginning  of  December,  a 
mammoth  operation  followed.  Tons  of 
Massey-Ferguson  equipment  were  sent 
to  California  for  filming  commercials 
in  Los  Angeles  and  Stockton.  Before 
the  L.A.  shooting,  Robert  Hadley, 
M-F's  chief  photographer  and  technical 
adviser  for  the  commercial  production; 
James  Steer,  Mr.  Hadley's  assistant, 
and  agency  producer  Thomas  D. 
Thomas  searched  the  L.A.  area  for  a 
suitable  outdoor  location.  This  wasn't 
easy,  notes  the  agency,  because  the 
farm  had  to  look  like  a  midwest  locale 
even  though  the  shooting  was  in 
California. 

The  location  was  found  and  foot- 
age for  several  commercials  shot,  in- 


March  tempo  theme  •  Chorus  (1)  and  band  (center)  take 
cue  from  control  room  (r)  including  (1  to  r)  Stanley  S. 
Roberts,  (seated,  glasses),  M-F  general  advertising  manager; 
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George  Oliver  (standing,  glasses),  NL&B  vice  president-ac- 
count supervisor;  Kenneth  C.  T.  Snyder,  agency  vice  presi- 
dent, and  T.  D.  Thomas,  agency  producer. 
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KOMO 

RADIO  and 

TELEVISION 

take  pleasure  in  announcing 
the  appointment  of 

THE  KATZ  AGENCY 

as  their 

NATIONAL 

SALES 
REPRESENTATIVE 

EFFECTIVE 
JANUARY  1, 1959 

KOMO-AM  50,000  Watts  1,000  kc  KOMO-TV  Channel  4  Serving  Seattle  and  Western  Washington 


Big  picture:  It  takes  helicopter,  airport  runway  to  film  tractor  commercial 


eluding  some  indoor  farm  scenes  (which 
meant  that  walls  of  a  room  had  to  be 
moved  from  the  studio  to  the  farm  lo- 
cation to  retail  authenticity).  Filming 
was  by  Lou  Lilly  Productions  in  Holly- 
wood. 

From  there  the  production  experts 
and  a  16-man  camera  crew  moved  to 
Stockton.  There  footage  was  taken  by 
the  crew  (Schnitzer-Lawrence  Produc- 
tions, Hollywood)  at  the  Drais  ranch 
(which  served  as  location  for  scenes  in 
"The  Big  Country"  movie). 

Tractors  in  Tempo  •  Next  came  the 
biggest  commercial  production  chore: 
Filming  at  the  Stockton  airport  where 
62  pieces  of  farm  machinery  were 
lined  up  and  shot  as  they  paraded 
down  the  runways  (two  or  three  run- 
ways were  closed  off  for  most  of  the 
2V2  days  of  shooting).  Camera  work 
was  from  various  angles  including  from 
a  helicopter.  M-F  personnel  as  well  as 
college  and  high  school  agricultural 
students  were  pressed  into  service  to 
drive  the  equipment  in  the  "parade." 
This  particular  commercial  runs  for 
about  a  minute  with  little  voice  except 
for  a  brief  word  from  an  announcer; 
nearly  all  of  the  commercial  is  made 
up  of  the  vehicles  parading  to  the 
tempo  of  march  music. 

Another  commercial  is  called  "the 
letter."  This  is  built  around  a  farmer 
who  is  writing  to  his  dealer  extolling 
the  virtues  of  his  new  M-F  tractor  but 
complaining  that  his  son-in-law  bor- 
rows it  all  the  time  for  a  neighboring 
farm  and  suggesting  the  dealer  ought 
to  make  a  sale.  Clincher:  There's  a 
commotion  in  the  barnyard,  the  farmer 
sees  son-in-law  driving  a  new  tractor 
and  excitingly  pointing  out  its  features; 
the  farmer  smiles,  crumples  up  the  let- 
ter and  tosses  it  into  the  wastepaper 
basket. 

According  to  the  sponsor's  blue- 
print, about  30  or  40  different  tv 
commercials  will  be  produced,  all 
aimed  for  the  farm  audiences. 

To  hammer  the  word  home  locally, 
dealers  have  been  encouraged  to  cut-in 
at  the  end  of  the  program  to  identify 
themselves. 

Also  assisting  in  the  commercial  con- 


cepts and  production:  NL&B's  James 
G.  Cominos,  vice  president  in  charge 
of  tv-radio;  Scott  Keck,  vice  president 
and  director  of  tv-radio;  Kenneth  C.  T. 
Snyder,  vice  president  and  director  of 
commercial  production;  George  Oliver, 
vice  president  and  account  supervisor, 
and  Willard  Johannsen,  account  execu- 
tive. In  addition  to  producers  Thomas 
and  Ford  of  the  agency,  others  work- 
ing on  the  commercials  were  writers 
Robert  Polatsek  and  Jack  Trindl  and 
art  director  George  Lundy. 

Reflects  NL&B:  "The  entire  com- 
mercial tv  approach  that  Massey- 
Ferguson  is  following  is  unique  and 
distinctive  in  the  field  of  farm  equip- 
ment manufacturing,  as  well  as  in  the 
advertising  field.  It  is  gigantic  in 
scope  .  .  ."  or,  in  other  words,  again 
as  expressed  by  the  agency:  "Designed 
was  a  television  commercial  'package' 
achieving  a  balance  between  a  'nuts 
and  bolts'  and  an  emotional  approach. 

"In  general,  film  commercials  took 
the  role  of  establishing  the  emotional 
facet  of  the  campaign;  of  establishing 
visually  and  audibly  the  'Massey- 
Ferguson  man' — a  composite  picture  of 
today's  farmer,  progressive  and  for- 
ward-looking, yet  retaining  a  heritage 
of  decades  of  American  farming." 

SWITCH  AT  Y&R 

Programs,  timebuying 
combined  in  new  dept. 

Young  &  Rubicam,  the  country's  third 
largest  agency  in  radio-tv  billing,  is 
overhauling  its  broadcast  buying  and 
programming  functions. 

Basic  in  the  reorganization  (effective 
Jan.  1)  is  the  consolidation  of  all  time- 
buying  and  programming  activity  into  a 
single  unit  that  will  be  known  as  the 
"radio-television  department." 

Official  word  of  the  change  in  organi- 
zational concept  came  Wednesday  (Dec. 
31)  from  Y&R  President  George  H. 
Gribbin  who  announced  new  posts  for 
Peter  G.  Levathes,  who  has  been  vice 
president  of  media,  and  Robert  P. 
Mountain,  vice  president  of  radio-tv. 

Under  the  new  setup,  Mr.  Levathes 


will  head  the  expanded  radio-tv  depart- 
ment (and  for  the  "time  being"  will 
continue  also  as  director  of  media) .  Mr. 
Levathes  has  been  with  Y&R  since 
1953.  Mr.  Mountain,  with  the  agency 
20  years,  moves  to  vice  president  in 
charge  of  new  business  (see  Week's 
Headliners,  page  10). 

Old  Gap  Shut  •  At  most  large  agen- 
cies, particularly  in  Y&R's  billing  league, 
there  is  a  distinct  separation  of  radio-tv 
programming  (or  at  some  agencies,  the 
radio-tv  production  function)  and  time- 
buying,  which  is  a  part  of  the  media  de- 
partment. At  Y&R,  timebuying  (includ- 
ing network  and  spot)  had  become  an 
integral  part  of  media. 

Mr.  Levathes  last  week  explained  the 
change  as  a  consequence  of  a  "natural 
growth"  in  the  broadcast  media,  noting 
that  the  new  way  of  doing  radio-tv 
business  at  the  agency  should  centralize 
activities.  Timebuying  and  program- 
ming, said  he,  had  become  "insep- 
arable." 

Mr.  Levathes  emphasized  that  the  tv 
business  has  changed,  noting  "an  agen- 
cy no  longer  buys  a  naked  piece  of 
time,"  and  that  shows  now  are  put 
together  by  packagers  and  networks 
with  "time  segments  of  the  shows  and 
the  types  of  shows  intertwined." 

Mr.  Levathes  was  chief  architect  of 
ABC-TV's  Operation  Daybreak  in 
which  six  Y&R  clients  enrolled  as 
charter  day  sponsors  at  a  total  52- 
week  rate  of  $13.3  million.  In  an  inter- 
view last  summer,  Mr.  Levathes  defend- 
ed Y&R's  interest  in  Operation  Day- 
break and  its  purchases,  labeling  various 
charges  such  as  one  that  Y&R  would 
in  effect  be  operating  as  a  fourth  tv 
network  in  the  daytime,  as  "sheer  and 
utterly  irresponsible  nonsense"  (Broad- 
casting, July  21,  1958). 

Department  Specifics  •  As  to  whether 
or  not  additional  people  will  be  assigned 
to  the  new  radio-tv  department,  Mr. 
Levathes  said  that  it  was  too  early  to 
say  because  details  are  not  set. 

Y&R  has  been  billing  at  the  $95,  mil- 
lion level  in  radio-tv,  is  a  leading  agency 
among  those  handling  network  cv  shows 
(billed  about  $62.5  million  in  network 
television  last  year)  and  its  combined 
radio-tv  servicing  accounts  for  approxi- 
mately 45  %  of  overall  billing. 

Medic  ban  in  effect 

Any  commercial  appearance  of  tv's 
"men  in  white"  violates  NAB's  Tv  Code. 

The  association's  ban  on  use  of  actors 
to  portray  physicians,  nurses  or  dentists 
in  spots  promoting  medical,  dental  and 
related  products  became  effective  Jan.  1 . 
Code  officials  have  been  working  with 
the  303  tv  stations  and  three  networks 
that  subscribe  to  code  provisions  to  de- 
velop enforcement  techniques. 

Six  months  grace  was  given  following 
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PREVIEW 


93  dogs  and  seven  hours  produce  10-second  tv  spot  •  This  dog  scene 
was  conceived  at  Benton  &  Bowles  for  the  Gaines  Div.  of  General  Foods 
Corp.  When  B&B  artist  Mort  Leav  drew  an  assortment  of  dogs  in  a 
sketch  just  for  the  howls,  it  created  much  barking  of  delight  at  the  agency. 
Result:  The  agency  incorporated  the  scene  as  the  key  for  a  new  tv  commer- 
cial. 

Benton  &  Bowles  took  seven  hours  to  pose  the  dogs  for  the  scene  in  the 
commercial.  The  canines,  all  pedigreed,  ranged  from  a  10-lb.  "toy"  poodle 
to  a  190-lb.  St.  Bernard.  Total  of  23  breeds  is  represented.  The  scene 
dramatizes  research  for  the  new  product's  meal  "nuggets"  that  "taste  and 
smell  to  dogs  like  real  beef  while  delivering  an  even  better  than  beef  nourish- 
ment." Depicted:  A  gathering  of  the  "canine  supreme  court"  maintained  at 
the  company's  research  kennels  at  Kankakee,  111.,  which  provides  "dog 
acceptance"  trials  to  all  new  products. 

The  commercials  debut  Jan.  8  and  will  be  seen  on  all  Gaines  network 
shows  on  CBS-TV  (Ann  Sothern,  Zane  Grey  and  December  Bride).  B&B's 
producer:  Nick  DeMarco. 

The  Gaines  spots  will  have  to  bite  into  a  very  competitive  tv  dog  fight. 
Guild,  Bascom  &  Bonfigli  placed  its  fox  terrier  on  a  psychiatrist's  couch  for 
the  Rival  dog  food  commercial  (Broadcasting,  Dec.  15,  1958)  and  Gardner 
Adv.  put  its  perky  pooch  in  a  railroad  dining  car,  a  Thunderbird  and  a 
drive-in  restaurant  to  illustrate  that  if  the  dog  had  his  own  bark  he  would 
choose  Ralston  Purina's  new  dog  chow  (Broadcasting,  Sept.  8,  1958). 


adoption  of  the  white-coat  ban  during 
the  summer  (Broadcasting,  June  23, 
1958).  This  was  designed  to  allow  time 
for  revision  and  replacement  of  white- 
coat  films  already  in  use. 

NAB's  Tv  Code  Review  Board  will 
meet  Jan.  23  in  Washington  to  review 
staff  monitoring  reports  on  commercials 
and  programs.  The  board  will  meet 
again  during  the  NAB  convention  to  be 
held  March  15-18  in  Chicago.  Board 
members  are  Roger  W.  Clipp,  Triangle 
Stations,  chairman;  Mrs.  Hugh  Mc- 
Clung,  KHSL-TV  Chico,  Calif.;  Rich- 
ard A.  Borel,  WBNS-TV  Columbus, 
Ohio;  E.  K.  Hartenbower,  KCMO-TV 
Kansas  City,  and  Donald  H.  McGan- 
non,  Westinghouse  Broadcasting  Co. 
Edward  H.  Bronson  is  code  affairs  di- 
rector. 

FSR  plans  May  1  move 

Relocation  of  Fuller  &  Smith  &  Ross 
to  new  and  expanded  New  York  Cor- 
porate headquarters  on  or  about  May 
1  was  made  known  to  agency  employes 


last  Wednesday  noon  (Dec.  31).  An- 
nouncement by  FSR  President  Robert 
E.  Allen  was  made  via  a  6-city  closed- 
circuit  radio  hookup.  Believed  to  be  the 
first  such  use  of  closed-circuit  for  inter- 
agency communication,  the  radio  talk 
also  covered  FSR's  plans  to  expand  its 
broadcast  operations. 

The  agency  moves  from  230  Park 
Ave.  to  the  34th  and  35th  floors  of  the 
Tishman  Bldg.  at  666  Fifth  Ave.,  which 
also  houses  such  agencies  as  Benton  & 
Bowles  and  Ted  Bates  &  Co.  The  move 
will  complete  an  18-month  long  na- 
tionwide rehousing  plan  that  has  seen 
FSR  move  into  new  quarters  in  San 
Francisco,  Chicago,  Pittsburgh  and 
Cleveland. 

Mr.  Allen,  in  his  yearend  report  to 
the  employes,  said  FSR's  new  broadcast 
plant  would  be  one  of  the  most  modern- 
ized in  the  industry.  There  will  be  com- 
plete tv  studio  facilities  for  pre-testing 
of  commercials,  color  videotape  banks, 
closed-circuit  tv  and  am-fm  radio  sys- 
tems linking  all  conference  rooms  and 
the  executive  offices. 


Union  Oil  using  vtr 

Union  Oil  Co.  of  California  this  week 
becomes  the  first  advertiser  to  use  vi- 
deotape for  the  distribution  of  its  spon- 
sored programs  to  stations  used  in  a 
regional  tv  campaign.  Union's  half- 
hour  weekly  series,  76  Sports  Club,  now 
is  being  taped  at  KTTV  (TV)  Los 
Angeles  for  distribution  to  23  other 
stations  in  the  West,  Alaska  and  Hawaii 
for  broadcast  in  early  evening  time 
periods  considered  a  most  likely  slot 
to  reach  the  all-family  audience  for 
which  the  tv  series  is  designed. 

The  series  originally  was  broadcast 
on  a  West  Coast  regional  network  of 
ABC-TV  stations  and  moved  in  the  fall 
to  CBS  Television  Pacific  Network.  Dif- 
ficulties in  time  clearance  prompted  the 
move  from  network  to  spot,  it  was  said. 
Under  the  new  set-up,  the  programs  will 
be  recorded  on  videotape  at  KTTV  and 
the  tapes  distributed  to  stations  equipped 
to  broadcast  them.  Stations  not  so 
equipped  will  receive  the  series  by  kine- 
scopes. Agency  is  Young  &  Rubicam, 
Los  Angeles. 

KTTV  will  repeat  its  Thursday  tele- 
casts (8-8:30  p.m.)  on  Saturday  morn- 
ings at  10  a.m.  All  other  stations  are 
scheduled  for  only  a  single  telecast  per 
week. 

AGENCY  APPOINTMENTS 

«  General  Foods  Ltd.,  Toronto,  Ont., 
appoints  McKim  Adv.  Ltd.,  Toronto,  as 
third  agency  to  handle  its  products, 
along  with  Baker  Adv.  Ltd.,  and  Mc- 
Connell,  Eastman  &  Co.  Ltd.,  both  To- 
ronto. McKim  is  assigned  Maxwell 
House  coffee,  Baker's  chocolate  prod- 
ucts, Instant  Sanka  coffee,  Instant 
Postum,  Certo  and  Certo  crystals. 

•  Hertz  Corp.,  Chicago,  names  Need- 
ham,  Louis  &  Brorby,  that  city,  for  its 
truck  and  car  leasing  services  with  esti- 
mated $1  million  billings.  Campbell- 
Ewald  Co.,  Detroit,  continues  to  handle 
Hertz'  Rent-A-Car  operation. 

•  Bronte  Champagne  &  Wines  Co.,  De- 
troit, names  W.  B.  Doner  &  Co.,  that 
city. 

•  Procter  &  Gamble  Co.,  Cincinnati, 
names  Grey  Adv.,  N.Y.,  for  its  Big 
Top  peanut  butter,  effective  January 
1959,  replacing  Compton  Adv.,  NY. 

•  Ward  Baking  Co.,  N.Y.,  appoints  Grey 
Adv.,  to  handle  its  cake  line,  replacing 
J.  Walter  Thompson  Co.,  there.  JWT 
will  continue  to  handle  Ward's  Tip  Top 
bread. 

•  Dolce  Cosmetics,  S.F.,  names  Mitch- 
ell, Murray  &  Horn,  that  city. 

•  Oakite  Productions  Inc.,  N.Y.,  names 
Richard  K.  Man  off,  NY.,  for  its  pack- 
aging division. 
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1  THE  NBC 
RADIO  NETWORK 

keeps  America  on  top  of  the 
latest  happenings  the  whole 
world  over  with  fast,  accurate, 
dramatic  news,  flashed  by  400 
NBC  News  correspondents  sta- 
tioned in  70  nations. 

■  Every  hour,  throughout  the 
day  and  evening,  NBC  Radio's 
NEWS  OF  THE  HOUR  pre- 
sents a  complete  news  summary, 
featuring  on-the-spot  reports. 

■  At  all  times,  NBC's  HOT 
LINE  is  on  the  alert,  standing 
by  to  switch  listeners  right  to 
the  scene  of  big  news,  wherever 
it  happens,  whenever  it  happens. 

■  NBC  News  is  constantly  at 
work  on  special  background  re- 
ports that  give  full  perspective 
on  the  headline  of  the  moment. 

This  is  the  kind  of  news-coverage 
that  the  American  public  relies 
upon  network  radio  to  bring 
them-the  kind  that  only  a  net- 
work can  bring  them.  This  is  the 
kind  of  coverage  they  know  they 
will  always  find  on  an  NBC 
Radio  station. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network. 


FORMULA  FOR  THE  IDEAL  STATION? 


THE  MEDIA 


New  Motivational  Research  study  digs 
beneath  the  ratings  to  learn  what  people 
would  like  'dream'  radio  station  to  be 


The  outlines  of  what  may  be  a  new 
"radio  station  of  tomorrow"  emerged 
last  week  from  a  far-ranging  study  of 
audience  attitudes,  preferences  and  re- 
sponses. 

The  exploration  of  what  audiences 
look  for  in  radio  programming — and 
what  kind  of  programming  best  satisfies 
them — was  part  of  a  detailed  study  con- 
ducted for  KPRC  Houston  by  Dr.  Er- 
nest Dichter's  Institute  for  Motivational 
Research. 

"Our  research  findings,"  the  report 
asserts,  "indicate  that  the  public  is 
dreaming  of  a  new  type  of  radio  sta- 
tion. Unconsciously  people  want  a  com- 
bination of  the  virtues  of  the  network 
stations  and  of  the  local  stations.  They 


wish  to  be  guided  by  the  authority,  re- 
liability and  the  vast  resources  of  the 
network  stations,  but  they  also  wish  to 
be  entertained,  stimulated  and  exhila- 
rated by  the  more  informal,  perhaps 
less  professional,  but  warmer,  more  in- 
timate approaches  and  programming  of 
the  smaller  local  stations." 

These  and  similar  conclusions  were 
based  on  studies  in  Houston,  but  Insti- 
tute authorities  said  they  felt  the  "dream 
station"  is  much  the  same  in  the  minds 
of  people  throughout  the  U.S.,  at  least 
in  principle.  The  Houston  audience, 
they  felt,  is  typical  of  all  radio  audi- 
ences, and  its  needs  similar  to  those  of 
audiences  elsewhere.  Through  this  study, 
described  as  the  most  exhaustive  of  its 


nature  ever  conducted  in  radio,  they 
hazarded  that  "we  are  beginning  to 
touch  fundamental  facts  about  the  fu- 
ture of  radio." 

Results  of  the  study  were  released  in 
full  to  Broadcasting  even  though  the 
detailed  findings  were  not  universally 
favorable  to  KPRC.  Jack  Harris,  vice 
president  and  general  manager  of 
KPRC-AM-TV,  authorized  the  release. 

Mr.  Harris  said  the  study  was  com- 
missioned because  "at  KPRC  we  have 
felt  for  sometime  the  need  for  better 
tools  of  qualitative  research  to  enable 
us  to  program  more  directly  in  response 
to  the  needs  of  today's  radio  audience" 
and  because  "we  have  also  felt  that  ad- 
vertisers and  agencies  needed  much 
sharper  tools  to  enable  them  to  make 
intelligent  buys  in  today's  radio  market- 
place." He  said  the  study  yielded  "in- 
valuable information"  for  the  expansion 
of  KPRC's  services  as  well  as  "material 
of  great  value  to  advertisers  and  agen- 
cies." 

Needs  and  Desires  •  The  report  lists 
10  "basic  need  constellations"  which 
"influence  or  even  determine  the  listen- 
er's reactions  to  particular  radio  pro- 
grams and  stations."  These  are  needs 
(1)  for  orientation  within  the  world  in 
which  he  lives;  (2)  for  escape;  (3)  for 
emotional  identification  with  others  and 
other  human  needs;  (4)  for  individual- 
ism; (5)  to  express  aggression;  (6)  to  feel 
moral;  (7)  for  a  heightened  sense  of  life, 
excitement,  emotional  situations;  (8)  for 
relaxation  and  daydreaming;  (9)  for 
coping  with  personal  problems  and  for 
lessons  in  daily  living  and  (10)  for 
coping  with  intellectual  and  spiritual 
problems. 

"Whenever  listeners  talk  about  radio 
programs,"  the  report  declares,  "they 
express  their  desire  to  fulfill  one  of 
these  needs  or,  more  exactly,  a  constel- 
lation of  these  needs.  It  is  evident,  for 
instance,  that  news  programs  gratify  a 
person's  need  for  orientation  and  focus- 
ing; that  most  Wild  West  programs  grat- 
ify the  need  to  express  aggression;  that 
mystery  programs  are  a  vehicle  for  the 
need  to  escape;  or  that  glamorous  spec- 
tacular programs  or  rock-and-roll  music 
create  a  heightened  sense  of  life. 

"...  The  effectiveness  of  a  radio  pro- 
gram is  determined  by  the  degree  to 
which  it  satisfies  one  or  more  of  these 
need  constellations.  Whenever  listeners 
criticize  a  program,  what  they  are  say- 
ing is  that  the  program  fails  to  give 
them  the  psychological  satisfactions  they 
need.  Whenever  they  praise  a  program, 


IF  PUBLIC  DIRECTED  PROGRAMS  .  .  . 

As  part  of  its  depth  study  for  KPRC  Houston,  the  Institute  for  Motiva- 
tional Research  let  respondents  play  program  director,  asking  them  to  say 
whether  they  wished  to  increase,  decrease  or  keep  unchanged  the  number 
of  programs  in  specific  categories.  Results  are  shown  below.  IMR  cautioned 
that  in  this  phase  the  number  of  respondents  was  not  large  enough  to 
permit  the  results  to  be  taken  "completely  textually,"  but  felt  the  results 
nevertheless  gave  "a  very  good  indication  of  general  preference  trends." 
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BROADCASTING,  January  5,  1959 


,  THE  NBC 
RADIO  NETWORK 

is  on  the  spot -whatever  the 
season,  whatever  the  sport- 
bringing  America  one  exciting 
first-hand  report  after  another. 
Baseball  and  boxing,  tennis  and 
track,  horse-racing,  sailboat-rac- 
ing, golf -even  bocchi- they're 
all  part  of  the  jampacked  NBC 
schedule.  Each  season  there  are 
specials  like:  the  Rose  Bowl 
Game,  the  World  Series,  the 
U.  S.  Open  Golf  Tournament, 
Forest  Hills'  Tennis  Champion- 
ships, in  fact,  just  about  every 
major  event  of  the  year.  Week- 
end games  and  special  features 
on  monitor,  interviews,  sports 
roundups,  and  the  Friday  night 
fights  complete  the  schedule. 

For  sports-loving  America, 
here's  week-in,  week-out  on-the- 
spot  reporting  that  only  a  net- 
work could  provide. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network. 


■  ■■ 


they  express  their  happiness  over  feel- 
ing the  psychological  fulfillment  in 
some  essential  respects." 

Thus,  the  report  concludes,  the  "psy- 
chological effectiveness"  of  a  station  de- 
pends on  the  number  of  needs  it  satis- 
fies and  on  how  well  it  satisfies  them. 

On  the  overall  question  of  what 
people  need  and  want  from  radio — and 
consequently  of  what  the  "dream  sta- 
tion" of  the  future  may  be — the  report 
offers  a  number  of  findings  and  conclu- 
sions, some  of  which  have  been  the 
subjects  of  controversy  for  a  long  time. 
Among  them: 

•  "Radio  in  itself  as  a  medium  is 
felt  to  be  a  more  moral  instrument  than 
tv.  This  is  because  radio  enables  listen- 
ers to  go  about  their  work,  duties  and 
chores  while  listening,  while  tv  immo- 
bilizes them  and  takes  them  away  from 
their  duties. 

•  ".  .  .  Soap  operas  are  becoming 
increasingly  controversial.  In  our  ma- 
terial we  have  noticed  the  trend  away 
from  listening  to  soap  operas,  especially 
on  the  part  of  women  in  their  20's. 

•  ".  .  .  The  need  for  relaxation 
emerged  from  our  material  as  one  of 
the  most  widely  felt  needs.  Respondent 
after  respondent  stressed  that  one  of 
the  main  functions  of  radio  is  to  pro- 
vide an  opportunity  for  catching  breath, 
simmering  down  and  just  spending  time 
pleasantly.  We  also  find  that  in  this 
area  radio  has  probably  greater  possi- 
bilities to  satisfy  the  audience  than  tv. 
A  significant  portion  of  our  sample 
commented  spontaneously  that  tv  re- 
quires too  much  attention;  it  glues  the 
viewer  to  his  seat  and  demands  too 
active  a  participation. 

•  "More  and  more  people  turn  to 
radio  for  daily  services  such  as  finding 
out  the  right  time,  the  temperature,  the 
weather,  shopping  news,  etc.  This  is  a 
very  fertile  area  for  the  future  of  radio. 
.  .  .  Here — on  the  level  of  personal 
services — there's  a  whole,  large,  un- 
tapped area  which  will  be  of  the  great- 
est importance  in  the  future  develop- 
ment of  radio. 

•  In  trying  to  meet  people's  need  to 
express  aggression,  "radio  is  at  a  disad- 
vantage compared  to  tv.  Most  of  the 
detective  stories  and  westerns  as  seen 
and  heard  over  tv  enable  the  listener 
to  participate  emotionally  in  a  much 
more  intense  manner  and  thus  to  ex- 
perience much  deeper  emotional  satis- 
factions." 

•  "It  is  a  well-known  fact,  which 
was  again  confirmed  in  this  study,  that 
people  react  not  only  to  the  music  they 
hear  over  the  radio  but  also  to  the  [per- 
sonality who  handles]  the  music.  .  .  . 
They  want  a  feeling  of  intimacy,  of 
person-to-person  communication  from 
the  personalities  on  the  radio  station — 
even  if  all  the  individual  is  doing  is 


supplying  a  little  conversation  and  chit- 
chat between  records.  The  smoothness, 
professional  air,  timing  and  charming 
intimacy  with  which  a  disc  jockey  in- 
troduces comments  on  and  occasionally 
interrupts  the  records  he  plays  can 
make  all  the  difference  in  the  world. 

•  "We  know  that  there  is  a  renewed 
nationwide  interest  in  radio.  To  take 
advantage  of  this  new  interest,  one  of 
the  main  tasks  of  the  radio  industry  is 
to  make  up  for  its  lack  of  visual  dimen- 
sions by  exploiting  and  revitalizing  its 
vast  sound  possibilities.  .  .  .  Since  sound 
is  radio's  element,  it  is  in  the  realm  of 
sound  that  exploration  and  imaginative 
accomplishment  are  especially  impor- 
tant." 

Regarding  KPRC  and  the  Houston 
market  specifically,  the  study  found 
loyalty  "widely  divided  among  a  num- 
ber of  stations."  The  report  says  "the 
audience  tends  to  feel  that  KPRC,  in 
association  with  a  national  network 
[NBC],  offers  the  most  reliable  cover- 
age of  important  national  and  interna- 
tional events,  and  that  it  has,  in  general, 
an  aura  of  authenticity  and  depth.  At 
the  same  time,  most  listeners  tend  to 
feel  that  the  independent  stations  have 
more  warmth,  offer  more  fun  and  are 
closer  to  understanding  the  day-by-day 
needs  of  the  local  audience." 

KPRC,  the  report  continues,  has  "an 
exceptionally  sharp  image,"  is  looked 
upon  as  "serious,  expert,  professional, 
conservative,  dignified,  rich,  reputable, 
educational,  'high  class',"  and  yet  also  is 
seen  as  "old-fashioned,  less  entertaining 
and  less  exciting  than  most  other 
Houston  stations." 

Its  commercials  are  considered  by 
listeners  to  be  "more  reliable,  more 
believable  and  more  trustworthy  than 
commercials  of  any  other  station  in 
Houston."  KPRC's  network  affiliation 
is  regarded  as  promoting  "the  feeling 
that  its  commercials  have  exceptional 
authority  and  trustworthiness." 

The  station's  programs  are  "deeply 
appreciated"  and  "accepted  as  com- 
pletely authoritative  in  the  areas  of 
news,  news  commentary,  educational 
programs,  classical  music — in  all  the 
intellectual  and  spiritual  areas." 

Listeners  who  prefer  KPRC  over 
other  stations  appear  in  many  ways  to 
fit  the  image  pattern  reported  for  the 
station  itself:  "Among  the  KPRC  de- 
votees we  are  likely  to  find  a  higher 
proportion  of  people  from  upper-level 
occupations,  professions  and  social 
classes  as  well  as  a  higher  proportion 
of  thought  leaders,  trend  setters  and 
community-active  people  .  .  .  than 
among  the  audiences  of  any  other  sta- 
tion." The  "typical"  KPRC  fan  is  de- 
scribed as  "likely  to  be  older  than  the 
major  portion  of  listeners  to  other 
stations  .  .  .  unlikely  to  be  in  her  20's 


unless  she  has  better  than  average 
education,  occupational  and  economic 
status.  He  or  she  is  least  likely  to  be 
a  teenager." 

In  another  phase  of  the  study  the 
Institute  found  that  60%  of  the  re- 
spondents agreed  either  "slightly"  or 
"strongly"  that  "advertising  on  a  net- 
work-owned station  is  dull,  but  more 
likely  to  be  truthful  and  honest."*  By 
the  same  proportion  there  was  "slight" 
or  "strong"  agreement  that  "you  are 
more  likely  to  hear  unreliable  commer- 
cials on  an  independent  station." 

Regarding  KPRC's  ability  to  serve 
the  "basic  need  constellations,"  the  re- 
port finds  that,  "within  the  competitive 
climate,"  the  station  is  "strongly  posi- 
tive" in  meeting  listeners'  needs  for 
orientation  and  focusing,  their  need  to 
feel  moral  and  the  need  for  coping  with 
intellectual  and  spiritual  problems;  "av- 
erage" in  gratifying  the  needs  for  emo- 
tional identification,  relaxation,  individ- 
ualism, coping  with  everyday  problems 
and  emotional  identification  and  com- 
panionship; "below  average"  in  satisfy- 
ing the  need  for  a  heightened  sense  of 
life,  and  "negative"  in  meeting  the  needs 
for  escape  and  to  express  aggression 
("except  in  terms  of  sports  coverage"). 

The  motivational  study  was  author- 
ized, officials  explained,  to  determine 
the  radio  needs  of  the  Houston  market, 
to  learn  KPRC's  relative  strengths  and 
weaknesses  in  meeting  those  needs,  and 
to  find  signposts  to  further  improve- 
ment. They  said  that  as  a  result  the  first 
of  a  series  of  programming  changes 
would  start  today  (Ian.  5)  with  the  ad- 
dition of  a  new  d.j.,  Johnny  Edwards, 
in  the  9-11  a.m.  spot,  the  addition  of 
Tommy  Jerrell  to  the  local  news  staff, 
addition  of  "Doc"  Rhuman,  a  farm  ex- 
pert, to  the  farm  department  staff,  and 
the  introduction  of  additional  features 
in  the  early-morning  and  late  afternoon 
Tim  and  Bob  shows. 

*  Although  the  report  uses  the  term  "net- 
work-owned station"  as  quoted  in  the  fore- 
going paragraph,  KPRC  is  not  network 
owned.  It  is  affiliated  with  NBC,  but  is 
owned  by  the  "Houston  Post." 

Networks,  AFM  to  talk 

The  American  Federation  of  Mu- 
sicians is  scheduled  to  open  negotia- 
tions with  the  radio-tv  networks  next 
week  on  a  new  contract  to  replace  the 
current  five-year  pact  that  expires 
Jan.  31. 

AFM  is  reported  to  be  seeking  one 
provision  that  would  prohibit  the 
making  of  recorded  tracks  in  England, 
Germany,  France  and  other  foreign 
countries  for  use  in  network  program- 
ming. It  is  understood  the  networks 
will  press  for  the  elimination  of  so- 
called  "house"  orchestras  (on  staff)  in 
return  for  using  a  certain  amount  of 
live  music  in  prime  evening  hours 
on  tv. 
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.  THE  NBC 
RADIO  NETWORK 

this  month  launched  image 
Russia.  For  four  consecutive 
weeks,  four  nights  a  week,  an 
hour-and-a-half  each  night, 
image  Russia  is  exploring  every 
aspect  of  Soviet  life.  Listeners 
hear  the  actual  voices  of  Russia's 
leaders,  of  people  who  have 
traveled  in  the  USSR.  They  visit 
the  theatres,  laboratories,  labor 
camps.  They  hear  from  Amer- 
ican Communists  and  from 
former  Communists  who  fled 
Russia  for  the  West.  After  a 
complete,  objective,  factual  anal- 
ysis, they  will  be  able  to  draw  in- 
formed conclusions  of  their  own. 

Through  special  broadcasts  like 
image  Russia,  and  regularly- 
scheduled  programs  like  night- 
line,  MONITOR,  MEET  THE  PRESS, 

and  the  national  farm  and 
home  hour,  NBC  Radio  keeps 
America  informed.  In  1958 
alone,  NBC  audiences  heard: 

Secretary  of  Agriculture  Benson 
on  farm  problems.  Nehru  on  the 
8th  anniversary  of  the  Indian 
Republic.  Senator  John  Ken- 
nedy on  education.  Vice  Presi- 
dent Nixon  on  his  South  Ameri- 
can trip.  Ghana's  Prime  Minis- 
ter Nkrumah  on  the  future  of 
Africa's  newest  country. 

Only  a  radio  network  could  offer 
public  affairs  coverage  of  such 
immediacy  and  magnitude. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network. 


CBS  FLIPS  PCP  SWITCH  TODAY 

New  radio  plan  gets  85%  affiliate  support 


CBS  Radio's  new  Program  Consoli- 
dation Plan  goes  into  effect  today  (Jan. 
5),  with  network  officials  reporting 
notable  acceptance  by  both  affiliates 
and  sponsors. 

There  was  one  new  affiliate  defection 
last  week,  however.  WTAG  Worcester, 
Mass.,  a  basic  affiliate  since  1943,  an- 
nounced it  was  resigning  because  of 
PCP. 

But  President  Arthur  Hull  Hayes  said 
stations  representing  more  than  85% 
of  the  network  rate  card — the  mini- 
mum goal — had  confirmed  their  accept- 
ance of  the  plan,  under  which  CBS 
Radio  trims  and  regroups  its  program- 
ming and  pays  affiliates  primarily  in 
newscasts  for  local  sale  rather  than  in 
money  (Broadcasting,  Nov.  3,  1958). 

Sales  Vice  President  John  Karol  as- 
serted that  new  and  expanded  com- 
mitments totalling  $4.4  million  in  net 
billings  had  been  signed  since  PCP  was 
announced  two  months  ago.  He  said 
"it  has  become  indisputably  clear  that 
[PCP]  will  continue  to  accelerate  the 
addition  of  leading  national  advertisers 
to  CBS  Radio's  sponsor  roster." 

Cancellation  Notices  •  Officials  said 
they  were  unable  to  estimate  numer- 
ically how  many  of  their  200  affiliates 
have  signed  for  PCP.  They  confirmed, 
however,  that  the  network  sent  can- 
cellation notices  to  13  affiliates  who 
had  indicated  they  would  not  clear  net- 
work programming  satisfactorily.  They 
declined  to  identify  the  13,  asserting 
that  one  had  since  signed  and  explain- 
ing that  they  didn't  want  to  make  it 
more  difficult,  by  naming  names,  for 
others  to  change  their  minds. 

President  Hayes  said  that  "accept- 
ance by  some  of  the  [unsigned]  stations 
has  been  delayed  by  the  unavailability 
of  key  executives  at  this  season  of  the 
year.  The  few  stations  which  may  de- 
cide or  have  elected  not  to  subscribe 
to  the  plan  will  continue  to  carry  our 
programs  under  the  terms  of  their 
existing  affiliation  contracts  for  a  period 
of  six  months.  During  this  period  we 
will  make  affiliation  agreements  with 
other  stations  in  these  markets  as  re- 
placements so  that  our  advertisers  may 
continue  to  receive  complete  nation- 
wide coverage." 

Network  authorities  also  reported 
that  allowances  were  being  made  for 
affiliates  which  could  not  clear  the 
complete  network  schedule  because  of 
existing  local  commitments  but  which 
planned  to  clear  as  soon  as  these  com- 
mitments could  be  rearranged. 

WTAG's  Herbert  L.  Krueger,  vice 
president  and   general  manager,  an- 
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nounced  his  station's  decision  to  dis- 
affiliate, next  June,  last  Wednesday  after 
a  WTAG  board  meeting.  The  letter  of 
resignation  to  CBS  was  quoted: 

"We  consider  the  barter  plan  con- 
trary to  our  concepts  of  responsible 
broadcasting.  We  feel  we  have  no  right 
to  trade  away  control  of  the  station's 
policies,  programs  or  prices.  We  also 
have  no  desire  to  do  so. 

"Despite  our  regard  for  the  person- 
nel of  the  CBS  organization  and  our 
respect  for  its  accomplishments  we  do 
not  feel  that  under  the  new  plan  WTAG 
could  best  live  up  to  its  responsibilities 
to  its  public  or  to  its  advertisers.  Nor 
do  we  feel  that  the  new  plan  advances 
the  best  interests  of  the  broadcasting 
industry." 

CBS  Radio  is  known  to  have  lost  at 
least  two  other  affiliates  as  a  direct  result 
of  PCP.  WJR  Detroit  blasted  the  plan, 
said  it  would  disaffiliate  next  spring 
(Broadcasting,  Nov.  24,  1958)  and 
WSAN  Allentown  switched  to  NBC 
(Broadcasting,  Dec.  15,  1958),  effec- 
tive yesterday  (Jan.  4).  Network  offi- 
cials said  these  are  the  only  definite 
casualties  to  date. 

New  Contracts  •  Latest  advertiser 
contracts,  listed  by  Mr.  Karol  in  an 
announcement  being  released  today 
(Jan.  5),  include  Sterling  Drug  (through 
Thompson-Koch)  for  three  2Vz  -minute 
units  of  daytime  serials  a  week  for  13 
weeks  starting  today;  California  Pack- 
ing Corp.  (McCann-Erickson,  San 
Francisco),  twenty  2 Vi  -minute  units  of 
daytime  dramas  a  week  for  seven  weeks 
starting  Jan.  12;  Lever  Bros.'  Surf 
(BBDO),  seven  2Vi  -minute  units  of 
daytime  serials  for  13  weeks  starting 
today  and  Lever's  Dove  toilet  bar 
(Ogilvy,  Benson  &  Mather),  fourteen 
2%  -minute  units  per  week  for  two 
weeks  starting  today. 

EDWARD  J.  NOBLE 

Largest  single  owner 
of  stock,  ABC  officer 

Edward  J.  Noble,  chairman  of  the 
finance  committee  and  largest  single 
stockholder  of  American  Broadcasting- 
Paramount  Theatres,  died  Dec.  28  at 
his  home  in  Greenwich,  Conn.,  at  the 
age  of  76.  He  had  been  in  poor  health 
for  more  than  a  year. 

Mr.  Noble's  career  spanned  industry, 
finance,  public  service  and  philanthropy 
as  well  as  broadcasting.  He  was  chair- 
man of  the  board  of  Beechnut-Life  Sav- 
ers Inc.  and  at  AB-PT  was  on  the  exec- 
utive committee  as  well  as  chairman  of 


Mr.  Noble:  "Serve  public  interest" 

the  finance  committee. 

Mr.  Noble  merged  ABC  with  United 
Paramount  Theatres  in  1953  to  form 
AB-PT.  He  acquired  the  network  in 
1943  for  $8  million.  When  the  merger 
with  UPT  was  completed,  it  was  called 
a  $25  million  deal.  He  had  bought  the 
network — then  called  the  Blue — from 
NBC,  which  was  operating  both  the 
Blue  and  the  Red  Networks  but  was 
required  by  FCC's  chain  broadcasting 
regulations  to  dispose  of  one. 

Stock  Holdings  •  At  his  death  Mr. 
Noble  owned  approximately  75%  of  the 
preferred  and  8%  of  the  common  stock 
of  AB-PT.  Much  of  his  holdings,  espe- 
cially in  common  stock,  was  in  the 
name  of  the  Edward  John  Noble  Foun- 
dation, which  he  founded  in  1940  and 
which  has  made  many  substantial  con- 
tributions for  educational,  religious  and 
charitable  purposes.  Mr.  Noble  and  Earl 
E.  Anderson,  vice  president  and  secre- 
tary of  Beechnut-Life  Savers  and  also 
on  the  AB-PT  board,  were  trustees  of 
the  foundation. 

When  he  bought  the  Blue  Network, 
re-named  ABC  in  1944,  Mr.  Noble  said 
that  especially  in  broadcasting  "serving 
the  public  interest,  convenience  and 
necessity  is  not  just  a  phase,"  but  "an 
obligation  and  a  duty."  Under  his  own- 
ership, during  which  he  served  as  board 
chairman,  ABC  never  paid  a  dividend 
and  he  never  received  a  salary. 

He  had  entered  the  radio  ownership 
ranks  in  1941  by  acquiring  WMCA 
New  York.  He  sold  it  when  he  bought 
ABC. 

Built  Life  Savers  •  With  a  partner, 
he  bought  the  Life  Saver  mint  candy 
property  from  a  Cleveland  manufactur- 
er in  1913  and  built  it  into  a  multi- 
million-dollar business.  It  was  merged 
with  Beechnut  Packing  Co.  in  1956. 

Mr.  Noble  was  born  Aug.  8,  1882,  in 
Gouverneur,  N.Y.,  and  received  his 
A.B.  from  Yale  in  1905.  He  held  honor- 
ary LLD  degrees  from  St.  Lawrence  U. 
(1939)  and  Syracuse  U.  (1955). 
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N.Y.  MEDIA  FIGHT 

It  gets  hot  as  radio-tv 
dispute  paper  claims 

The  traditional  broadcast  vs.  print 
media  war  is  destined  to  get  hotter 
following  settlement  Dec.  28  of  the 
19-day  old  New  York  newspaper  de- 
liverers' strike,  it  was  learned  last  week. 

With  New  York's  nine  dailies  re- 
suming publication  last  Monday,  the 
publishers  said  they  had  lost  some  $25 
million  in  combined  circulation  and  ad- 
vertising revenue  ($17  million  due  to 
advertising,  $8  million  in  circulation). 
To  underscore  their  plight,  the  news- 
paper faction  quoted  statistics  compiled 
by  such  diverse  organizations  as  the 
New  York  City  Dept.  of  Commerce,  the 
Federal  Reserve  Board  and  executives 
of  leading  department  stores  that  indi- 
cated a  $10  million  drop  in  retail  sales 
during  the  strike  period. 

These  claims  were  challenged 
promptly  by  officials  of  both  the  Radio 
Advertising  Bureau  and  the  Television 
Bureau  of  Advertising.  The  two  trade 
associations  were  working  overtime  last 
week  assembling  what  one  RAB  ex- 
ecutive termed  an  "arsenal  of  fact." 
The  first  shot  won't  be  fired  for  some 
time  yet.  RAB  and  TvB  both  are  prim- 
ing their  ammunition  before  squeezing 
the  trigger.  But  this  much  was  indi- 
cated: 

The  RAB  Position  •  RAB  "shortly"' 
will  produce  one  of  its  biggest  mail- 
ings— a  four-page  newsletter  that  will 
analyze  the  effects  of  the  strike.  RAB 
member  stations  will  distribute  them 
among  retailers  in  their  respective  areas. 
It  will  accuse  the  newspaper  industry  of 
attempting  to  exaggerate  the  effect  of 
the  strike  by  saying  that  many  major 
New  York  advertisers  did  better  this 
Christmas  than  the  year  before — and 
without  spending  a  penny  in  news- 
papers. 

The  RAB  newsletter  further  will  say 
— it's  understood — that  the  important 
question  is  not  how  much  higher  sales 
were  this  Yuletide  than  last,  but  that 
newspapers  are  not  indispensable  in 
selling  merchandise  that  in  normal  times 
is  promoted  100%  in  newspapers. 

Citing  the  results  of  newspaper 
strikes  in  Pittsburgh  (1950),  Tacoma 
(1952),  New  York  (1953)  and  Detroit 
(1956),  the  RAB-Philadelphia  analysis 
concluded:  "Each  time  the  results  have 
been  the  same;  a  dramatic  demonstra- 
tion that  the  absence  of  newspapers  is 
by  no  means  crippling — even  for  the 
retailer  accustomed  to  spending  all  his 
advertising  dollars  in  this  form  of  cus- 
tomer communication." 

The  TvB  Position  •  TvB  as  of  last 
week  hadn't  yet  made  up  its  mind  how 
to  most  effectively  make  use  of  its 
storehouse  of  facts  and  figures,  whether 


to  answer  through  an  official  statement 
by  TvB  President  Norman  E.  Cash  or 
a  mailing  similar  to  RAB's.  But  TvB's 
analysis  shows  that: 

Store  volume  increased  in  the  city 
proper  from  3-5%  during  the  Dec.  1-24 
period  and  these  increases  were  dwarfed 
by  the  boom  in  the  suburbs — an  ex- 
tension of  a  national  trend.  Though 
the  strike  began  Dec.  9,  the  newsprint 
and  advertising  blackout  did  not  set  in 
until  Dec.  1 1 .  Yet,  during  that  peak  buy- 
ing period — when  most  retail  ads  would 
have  been  placed — TvB  found  suburban 
store  sales  brought  total  dollar  volume 
for  the  Greater  New  York  area  up 
7-9%  over  a  similar  1957  period. 

In  citing  the  Federal  Reserve  Board's 
claim  that  department  store  sales  in 
New  York  were  up  6%  for  the  week 
ending  Dec.  13  but  down  3%  the  fol- 
lowing week,  TvB  warned  against  the 
"variables"  in  this  week-to-week  com- 
parison. For  example,  said  TvB,  the 
second  week  of  December  1957  saw 
New  Yorkers  stripped  of  subway  trans- 
portation; yet  the  "pent-up  buying 
power  skyrocketed  the  following  week's 
business  15%  in  the  New  York  area." 
This,  contends  TvB,  means  that  while 
department  stores  may  be  "down  3%," 
they  are  down  3%  from  an  abnormal 
1957  high  of  plus  15 — in  short — they 
weren't  down  at  all. 

The  Fairchild  Index  •  TvB  makes 
liberal  use  of  the  findings  of  the  Fair- 
child  index  of  retail  buying  power.  It 
is  issued  by  Fairchild  Publications, 
which  publishes  Women's  Wear  Daily 
and  other  print-slanted  and  retail- 
oriented  newspapers  and  magazines. 
Findings  for  the  week  ended  Dec.  27 
(day  before  the  end  of  the  strike)  show- 
that  retail  sales  on  a  national  level  ( 1 7 
major  cities  reporting)  tie  New  York 
with  San  Francisco  in  second  place, 
with  sales  up  27%  in  both  cities.  Lead- 
ing in  retail  increases  was  Philadelphia 
with  a  29%  gain;  third  was  Detroit  with 
a  21%  gain,  followed  by  Chicago. 
Cleveland,  Minneapolis-St.  Paul  and 
Los  Angeles  as  the  top  retail  markets. 
Asks  Women's  Wear  Daily  in  its  news 
columns:  Isn't  it  necessary  to  re-evaluate 
the  quantity  of  newspaper  advertising 
during  the  Christmas  season? 

More  RTDG  talks 

The  two-year  contract  between  the 
Radio  &  Television  Directors  Guild  and 
ABC,  NBC  and  CBS  expired  Wednes- 
day (Dec.  31)  but  the  deadline  for 
negotiations  was  extended  to  Jan.  14. 
Talks  have  been  held  since  Dec.  4 
[Broadcasting,  Dec.  8,  1958]  but 
"scant  progress"  has  been  achieved  to 
date.  RTDG  is  said  to  be  stressing  pro- 
visions in  a  new  contract  that  would 
prevent  possible  unemployment  result- 
ing from  increasing  use  of  videotaped 
programs  and  commercials. 


New  AFTRA  pact  set 
for  L.A.  o&o  outlets 

Staff  announcers  with  a  year's  sen- 
iority at  network  owned  and  operated 
stations  in  Los  Angeles  will  receive  an 
increase  in  minimum  pay  from  $155  to 
$167.50  a  week  under  a  new  agreement 
reached  last  week  between  the  stations 
and  the  Los  Angeles  chapter  of  Ameri- 
can Federation  of  Radio-Television  Art- 
ists. Pay  for  beginning  staff  announcers 
rises  to  $155.50  a  week  under  the  two- 
year  pact.  It  is  retroactive  to  Nov.  16, 
1958,  and  runs  through  Nov.  15,  1960, 
AFTRA  reported. 

Agreement  covers  AFTRA  members 
at  three  radio  stations — KABC  (ABC). 
KNX  (CBS)  and  KHJ  (Don  Lee-Mu- 
tual)— and  three  tv  stations — KABC-TV 
(ABC).  KNXT  (TV)  (CBS)  and  KRCA 
(TV)  (NBC).  No  distinction  is  made 
between  announcers  at  radio  or  at  tv 
stations  in  the  agreement,  which  raises 
in-shift  commercial  fees  by  10%  and 
in-shift  participation  program  fees  by 
5%. 

Freelance  minimum  fees  are  in- 
creased from  $66  to  $70  for  a  one-hour 
program,  with  freelance  sportscasters 
getting  a  10%  increase.  Staff  announc- 
ers are  to  be  paid  freelance  scale  for 
work  done  out  of  shift.  Announcers 
will  also  get  a  10%  premium  for  work- 
ing in  the  midnight-to-6  a.m.  period. 

For  taped  programs,  either  audio  or 
video,  a  staff  announcer  taping  pro- 
grams in-shift  for  broadcast  at  out-of- 
shift  times  but  within  his  workweek, 
will  receive  no  extra  payment,  provided 
another  staff  announcer  is  assigned  to 
the  show  at  the  time  of  broadcast.  If 
the  show  is  broadcast  on  the  announc- 
er's day  off,  however,  he  is  to  be  paid 
either  the  freelance  or  overtime  rate. 

AFTRA's  insistence  that  a  standby 
announcer  be  assigned  to  any  program 
taped  by  a  staff  announcer  who  is  not 
on  duty  at  the  time  of  broadcast,  al- 
though accepted  by  the  network-owned 
stations,  has  been  vigorously  opposed 
by  the  four  independent  tv  stations  in 
Los  Angeles— KCOP  (TV),  KHJ-TV. 
KTLA  (TV)  and  KTTV  (TV).  Then- 
position,  as  presented  by  Harry  Warner, 
counsel  for  KTLA,  is  that  this  is  feath- 
eibedding  and  a  violation  of  the  Lea 
Act.  Negotiations  are  continuing  be- 
tween these  stations  and  AFTRA,  but 
with  little  progress  toward  an  agree- 
ment reported. 

Reruns  of  taped  programs  at  the 
o&o  Los  Angeles  stations  are  to  carry 
fees  of  75%  of  the  original  each  for 
the  second  and  third  broadcasts.  50% 
for  the  fourth,  fifth  and  sixth  perform- 
ances, 10%  for  the  seventh  and  5% 
for  all  further  plays.  For  syndicated 
taped  programs  a  similar  scale  goes 
into  effect. 
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And  ABC  is  the  only  network...  whose  evening  ratings  are  np 


And  in  the  daytime  ?     ABC-TV's  ratings  for  the  7th  and  8th 

Daybreak  are  np  30%  over  the  pre 


network  4  nights  of  the  week...  Sunday, Tuesday.Thursday,  Friday. 


vious  Nielsen  Report.** 


Each  of  the  other  2  networks,  sad  to  say,  is  down! 


*  Nielsen  Average  Audience  per  minute  all 
sponsored  programs,  Sunday  through  Saturday, 
7:30-10:30  PM  N.Y.T.  for  2  weeks  ending  Dec- 
ember 6,  1958  vs.  same  period  one  year  ago. 

**  Nielsen  Average  Audience  per  minute,  Mon- 
day through  Friday,  11:00 AM- 4-- 00  PM  (local 
time)  for  2  weeks  ending  December  6,  1958. 

ABC  TELEVISION 


CHANGING  HANDS 


A  TRACK  RECORD  OF  STATION  SALES, 


 The  following  sales 

ANNOUNCED      of  JMion  fnterem 

were  announced  last  week.  All  are  sub- 
ject to  FCC  approval. 

•  KSAL  Salina,  Kan.:  Sold  to  James 
Stuart  by  KSAL  Inc.  for  $350,000. 
KSAL  Inc.  is  owned  by  John  P.  and 
the  estate  of  Sidney  Harris,  owners  of 
six  newspapers  and  KIUL  Garden  City, 
Kan.  Mr.  Stuart  also  owns  KFOR 
Lincoln  and  KRGI  Grand  Island,  both 
Nebraska,  and  KMNS  Sioux  City, 
Iowa.  The  sale  was  handled  by  Black- 
burn &  Co.  KSAL  is  on  1150  kc  with 
5  kw,  directional  antenna  night,  and 
is  afMated  with  MBS. 


APPROVED 


The  following  trans- 
fers of  station  inter- 
ests were  approved  by  the  FCC  last 
week.  Also  see  For  the  Record,  page 
78. 

•  WKTV  (TV)  Utica  and  WKAL 
Rome,  both  New  York:  Sold  to  Mid- 
New  York  Broadcasting  Corp.  by  My- 
ron J.  Kallet  and  others  for  $4  million 


plus  employment  of  W.  T.  MacNeilly, 
one  of  transferors,  as  a  consultant  at 
$30,000  per  year  for  at  least  10  years 
and  agreement  to  purchase  certain  real 
estate  for  $100,000.  Gordon  Gray  is 
president  of  transferee  corporation,  ma- 
jority stock  of  which  is  held  by  Paul  F. 
Harron  and  wife.  Transferee  officials 
have  interests  in  WORL  Boston,  WALL 
Middletown,  N.Y.,  WSPB  Sarasota, 
Fla.,  WGR-AM-TV  Buffalo,  N.Y., 
WROC-TV  Rochester,  N.Y.;  and  the 
corporation  is  60%  owner  of  WSVA- 
AM-FM-TV  Harrisonburg,  Va.,  and 
half  owner  of  WNEP-TV  Scranton,  Pa. 
WKTV  (TV)  is  on  ch.  2  and  has  a  pri- 
mary NBC-TV  affiliation.  WKAL  is  on 
1450  kc  with  250  w  and  is  affiliated 
with  MBS. 

•  KFRE-AM-TV,  KFRM  (FM)  Fres- 
no, Calif. :  Sold  to  Triangle  Publications 
by  Paul  R.  Bartlett  and  others  for  $3 
million.  This  grant  is  conditioned  to 
action  the  Commission  might  take  in 
ch.  12  Fresno  rule  making  proceedings. 
It  was  made  without  prejudice  to  any 


MIDWEST 

Daytimer  making  excellent  profit.  One 
station  market.  Owns  good  real  estate. 
29%  down  balance  on  easy  terms. 

NORTHWEST 

Booming  market.  Fulltime  facility  on  low 
frequency.  Only  station  in  city.  Grossing 
over  $100,000  annually.  50%  interest 
and  attractive  management  contract 
available  to  owner-manager  for  $20,- 
000  cash. 

FLORIDA 

Powerful  regional  facility  in  a  major 
Florida  market.  Reasonable  down  pay- 
ment and  flexible  terms  depending  on 
buyer's  qualifications. 


NEGOTIATIONS 


FINANCING 


$100,000 


$nofooo 


$400,000 


APPRAISALS 


RADIO  -  TV  -  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C  OFFICE     MIDWEST  OFFICE 
James  W.  Blackburn  H.  W.  Cassill 

Jack  V.  Harvey  William  B.  Ryan 

Joseph  M.  Sitrick  333  N.  Michigan  Avenue 

Washington  Building  Chicago,  Illinois 

Sterling  3-4341  Financial  6-6460 


SOUTHERN  OFFICE 
Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 
Atlanta,  Georgia 
JAckson  5-1576 


WEST  COAST  OFFICE 

Colin  M.  Selph 
California   Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 


action  arising  out  of  the  Network  Study 
Staff  report.  Triangle  owns:  WNHC- 
AM-FM-TV  New  Haven,  Conn., 
WNBF-AM-FM-TV  Binghamton,  N.Y., 
WFIL-AM-FM-TV  Philadelphia, 
WFBG-AM-FM-TV  Altoona,  Pa.,  and 
WLYH-TV  Lebanon,  Pa.  Comr.  Robert 
Bartley  abstained  from  voting  in  this  de- 
cision. The  sale  was  handled  by  Howard 
Stark.  KFRE-TV  is  on  ch.  12  and  is 
affiliated  with  CBS-TV.  KFRE  is  on 
940  kc  with  50  kw,  directional  antenna 
different  pattern  day  and  night  and  is 
affiliated  with  CBS.  KFRM  (FM)  is  on 
93.7  mc  with  68  kw. 

•  WVIP  Mt.  Kisco,  and  WNRC-AM- 
FM  New  Rochelle,  N.Y.:  WVIP  sold 
by  Martin  Stone  and  E.  Monroe  O'Flyn 
and  WNRC-AM-FM  sold  by  Martin 
Stone  to  VIP  Radio  Inc.  (Martin  Stone, 
president)  for  an  aggregate  amount  of 
$325,000.  VIP  Radio  Inc.  is  50% 
owned  by  Plymouth  Rock  Publications. 
Plymouth  Rock  is  in  turn  owned  by 
multiple  owner  John  H.  Whitney. 
Comr.  Robert  Bartley  did  not  partici- 
pate in  this  decision.  WVIP  is  on  1310 
kc  with  1  kw,  directional  antenna  day. 
WNRC  is  on  1460  kc  with  500  w,  day. 
WNRC-FM  is  on  93.5  mc  with  1  kw. 

•  KIDO  Boise,  Idaho:  Sold  to  Mesabi 
Western  Corp.  (William  E.  Boeing  Jr., 
president,  owner  of  KWLK  Longview, 
Wash.)  by  KIDO  Inc.  for  $181,000. 
KIDO  is  on  630  kc  with  5  kw,  direc- 
tional antenna  different  pattern  day  and 
night,  and  is  affiliated  with  NBC. 

•  WCMB-AM-TV  Harrisburg,  Pa.: 
Sold  to  Hudson  Broadcasting  Corp. 
(James  A.  McKenna  Jr.,  president,  has 
interest  in  KEVE  Minneapolis,  Minn.) 
by  Edgar  T.  Shepard  (Rossmoyne 
Corp.)  for  $160,000.  Also,  at  the  elec- 
tion of  Shepard,  Rossmoyne  Corp.  will 
pay  him  $10,000  over  a  five  year  period 
as  consultant  and  $37,500  over  the 
same  period  not  to  compete.  WCMB- 
TV  is  on  ch.  71.  WCMB  is  on  1460  kc 
with  5  kw,  directional  antenna  different 
pattern  day  and  night  and  is  affiliated 
with  MBS. 

•  WEZL  Richmond,  Va.:  Sold  to 
WEZL  Inc.  (Ben  Strouse,  Samuel  E. 
Feldman  and  Leon  B.  Back)  by  Wil- 
liam E.  Benns  Jr.  and  Barbara  Benns 
for  $111,000.  Mr.  Strouse  has  interests 
in  WEBB  Baltimore,  WWDC-AM-FM 
Washington,  D.C.,  and  WMBR-AM- 
FM  Jacksonville,  Fla.  WEZL  is  on 
1590  kc  with  5  kw,  day. 

•  WBUZ  Fredonia,  N.Y. :  Sold  to  Dun- 
kirk-Fredonia  Broadcasting  Inc.  (H.  K. 
Williams  III,  president)  by  Louis  W. 
Skelly  for  $67,500.  Comr.  Robert  Bart- 
ley dissented,  asking  for  clarification  of 
this  grant's  position  in  the  Commis- 
sion's diversification  policy.  WBUZ  is 
on  1570  kc  with  250  w.  day. 
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HEAR 
YE 

YE 


It  pleases  Shreveport's  first  television  station 
to  announce  the  appointment  of 

Messrs.  HARRINGTON,  RIGHTER  and 

PARSONS,  Incorporated, 
as  ye  official  national  representatives 
ffective  the  first  day  of  January 

in  the  year  of  our  Lord, 
Nineteen  Hundred  and  Fifty-nine. 
All  within  the  sound  of  my  voice  take  note  .... 
....  Hear  Ye  ....  Hear  Ye  .  .  .  . 


(3D  channel 


shreveport,  la. 


Now  represented  by  HARRINGTON,  RIGHTER  and  PARSONS,  INC. 
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 GOVERNMENT  

CAPITOL  HILL  FORECAST:  STORMIER 


86th  Congress  will  probably  stir  up  record  radio-tv  activity 


Still  on  rubbery  legs  from  the  rigors 
of  the  last  session  of  Congress,  broad- 
casters and  the  FCC  face  no  respite  as 
the  86th  Congress  prepares  to  open. 
In  fact,  indications  are  that  an  even 
more  radio-tv-minded  Capitol  Hill  will 
be  primed  to  top  the  85th  Congress 
when  all  existing  records  for  industry 
investigations  and  hearings  were  broken. 

There  probably  will  be  one  big  differ- 
ence in  the  old  and  new  Congresses: 
A  majority  of  the  industry  hearings 
may  be  concentrated  in  Sen.  Warren 
Magnuson's  (D-Wash.)  Senate  Com- 
merce Committee  in  a  shift  from  Rep. 
Oren  Harris'  (D-Ark.)  Legislative 
Oversight  Subcommittee. 

While  week  after  week  of  hearings 
were  held  in  1958  involving  the  FCC 
and/ or  broadcasters — and  over  150  in- 
dustry bills  were  introduced — not  a 
single  major  piece  of  legislation  was 
passed.  While  the  85th  Congress  failed 
to  turn  its  talk  into  action,  current  con- 
gressional temperament  is  such  that 
several  important  changes  in  the  Com- 
munications Act  are  freely  predicted. 
Leaders  of  both  houses  have  stated 
privately  and  publicly  that  the  ills 
turned  up  by  Rep.  Harris'  investigations 
must  be  cured  through  legislation. 

The  tv  industry  will  continue  to  bear 
the  brunt  of  attack  after  attack  from 
members  of  Congress.  And,  as  a  result, 
the  public  will  continue  to  foot  the  bill 
for  investigations  of  everything  from 
television  ratings  to  a  possible  death  of 
the  FCC.  According  to  a  Broadcasting 
estimate  (Broadcasting,  March  17, 
1958),  the  cost  to  the  government  went 
as  high  as  $12,000  for  just  one-day's 
session  of  last  year's  lengthy  House  in- 
vestigations. 

Starting  point  for  the  Senate  probably 
will  be  New  York  hearings  on  tv  ratings, 
with  the  FCC  to  be  placed  on  the 
carpet  soon  afterward  for  questioning 
on  what  it  has  or  has  not  done  to  solve 
the  allocations  problem. 

Rep.  Harris  has  promised  January 
hearings  by  his  House  Commerce  Com- 
mittee on  pay  tv  (also  a  lead-off  subject 
in  1958).  The  committee  also  will  have 
for  early  action  recommendations  made 
in  the  report  of  its  Oversight  Subcom- 
mittee (see  story,  page  31). 

Listed  below  are  Senate  and  House 
committees  which  will  be  active  with 
broadcasting  legislation  during  1959. 
In  addition,  several  other  committees 


will  receive  bills  for  consideration  which 
will  include  provisions  affecting  radio- 
tv.  All  bills  introduced  in  the  85th 
Congress  are  dead  and  must  be  sub- 
mitted again  to  receive  further  con- 
sideration. 

Senate  Interstate  &  Foreign  Com- 
merce Committee  •  Chairman  Mag- 
nuson,  in  private  conversations,  has 
outlined  a  busy  schedule  for  radio-tv 
and  FCC  matters  during  the  first  session 
of  the  86th  Congress.  Under  the  gun, 
but  not  necessarily  in  the  order  of  im- 
portance: allocations,  tv  ratings,  cor- 
rective FCC  legislation,  community 
television-translators-boosters,  spectrum 
study,  pay  tv,  financial  aid  to  educa- 
tional tv,  direct  regulation  of  networks, 
advertising  of  alcoholic  beverages,  and 
Barrow  recommendations. 

It  is  an  open  secret  that  individual 
members  of  the  committee  are  dis- 
pleased with  the  FCC  for  not  taking  a 
positive  step  in  solving  the  allocations 
problem.  The  committee  repeatedly  has 
asked  for  a  Commission  report  on 
progress  in  allocations.  The  FCC  each 
time  has  begged  off  replying  until  it 
receives  the  Television  Allocations 
Study  Organization  report — now  due. 

Reports  two  weeks  ago  (Closed  Cir- 
cuit, Dec.  22,  1958)  had  the  FCC  no 
nearer  an  allocations  solution — nor 
agreement  on  what  course  to  pursue— 
than  it  was  when  the  freeze  was  lifted 


Sen.  Magnuson:  Focus  shifts  to  him 


in  1952.  On  this  point,  the  Commission 
received  a  verbal  lashing  last  spring 
from  Sen.  John  Pastore  (D-R.I.)  and 
other  committee  members. 

A  spokesman  at  the  FCC  last  week 
said  the  commissioners  have  wrestled 
with  the  allocations  situation  "time  and 
time  again."  He  said  the  Commission 
is  in  a  "position"  to  send  something  to 
the  committee  but  did  not  indicate  if 
any  definite  steps  or  planned  action 
would  be  included. 

Committee  Plan  •  The  Committee 
will  have  an  allocations  report  of  its 
own  for  consideration.  Special  counsel 
Kenneth  Cox  is  scheduled  to  submit 
his  conclusions  and  recommendations 
in  the  near  future.  Mr.  Cox  also  is  to 
file  a  report,  prior  to  the  allocations 
study,  on  CATV  and  tv  service  to 
sparsely-populated  areas. 

This  is  a  pet  project  of  many  mem- 
bers of  Congress  from  the  Northwest, 
whose  states  rely  on  CATV  or  some 
other  means  for  tv  service.  Several  have 
demanded  that  the  FCC  authorize 
boosters  on  vhf  channels  and  legalize 
current  outlawed  operations  under 
Commission  rules.  Several  bills  of  this 
nature,  unless  the  FCC  takes  prior 
positive  action,  are  sure  to  be  intro- 
duced. 

The  Commission  consistently  has 
maintained  it  has  no  authority  over 
CATV.  Counsel  Cox,  it  is  believed,  will 
take  the  opposite  view  in  his  report.  He 
believes  the  Commission  has  jurisdic- 
tion through  that  part  of  the  Communi- 
cations Act  giving  the  FCC  authority 
to  explore  and  develop  new  develop- 
ments in  communications.  It  is  this 
section  the  FCC  has  cited  to  Congress 
in  claiming  it  cannot  authorize  pay  tv. 

Barrow  Report  •  Sen.  Magnuson  said 
the  committee  also  still  is  awaiting  FCC 
recommendations  on  the  Barrow  report 
— which  has  been  hanging  fire  for  18 
months.  In  previous  appearances  before 
the  committee,  the  Commission  has  re- 
fused to  comment  on  recommendations 
made  in  the  Barrow  report,  but  prom- 
ised to  take  a  stand  "no  later  than 
January  1959." 

On  the  proposed  spectrum  study. 
Sen.  Magnuson  said:  "I  still  think  that 
we  have  to  take  a  look  at  that  spec- 
trum." He  indicated  this  would  be  one 
of  the  first  items  to  be  considered  by 
the  committee  and  that  some  changes 
would  be  necessary  in  the  bill  passed 
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New  arena  for  livelier  acts  •  When  FCC  and  radio-tv 
spokesmen  are  called  before  the  Senate  Commerce  Com- 
mittee this  year,  they  will  have  a  big,  new  hearing  room  in 
which  to  testify.  The  committee  has  moved  from  its  cramped 
quarters  on  the  gallery  floor  of  the  Capitol  to  Room  5108 

last  summer  by  the  Senate.  It  was  in- 
troduced by  Sen.  Charles  Potter 
(R-Mich.),  who  was  defeated  for  re- 
election. He  said  the  committee  would 
discuss  the  spectrum  proposal  with  the 
House  before  any  measure  is  approved. 

Sen.  Magnuson  thought  the  report  of 
the  President's  special  committee  would 
not  negate  the  necessity  for  a  study  but 
would  be  a  starting  point  for  Congress. 
President  Eisenhower  appointed  a  five- 
man  committee  in  November  (Broad- 
casting, Nov.  24,  1958)  "to  review  the 
role  of  the  federal  government  in  the 
management  of  telecommunications." 

Commission  Correctives  •  And,  some 
type  of  corrective  FCC  legislation  is 
almost  sure  to  come  from  the  committee 
following  hearings  on  the  subject. 
"We've  just  got  to  have  some  kind  of 
bill  on  these  commissions  [FCC  as  well 
as  others],"  Sen.  Magnuson  said.  He 
said  the  Senate  undoubtedly  would  re- 
ceive many  bills  on  ex  parte  contacts, 
code  of  ethics,  improper  pressures,  term 
of  office  of  commissioners  and  appoint- 
ment of  chairman  and  other  matters 
brought  up  by  Oversight  hearings. 

Still  active  in  committee  files,  and  due 
for  consideration  according  to  Sen. 
Magnuson,  is  a  "ripper"  bill  abolishing 
the  FCC.  It  was  drafted  last  spring  but 
was  never  introduced.  The  Washington 
Democrat  said  this  bill  and  all  the 
others  introduced  will  be  explored  in 
public  hearings.  The  committee  then 
will  report  out  a  measure  combining 
the  desired  features  of  all  those  under 
consideration,  he  said.  Actually  many 
of  the  bills  on  influence,  ex  parte  con- 
tacts, etc.,  will  be  referred  to  other 
committees  such  as  Judiciary. 

Sen.  Mike  Monroney  (D-Okla.),  a 
member  of  the  Commerce  Committee 


of  the  New  Senate  Office  Bldg.  The  telephone  remains  the 
same:  Capitol  4-3121,  Ext.  5115.  Planning  seating  arrange- 
ments for  the  new  committee  room,  which  will  feature  a 
public  address  system,  are  Ed  Jarrett  (1),  the  committee's 
chief  clerk,  and  Nick  Zapple,  communications  expert. 

a  network  regulation  bill.  A  former 
chairman  of  the  Commerce  Committee, 
he  was  defeated  for  re-election  and  will 
not  be  a  member  of  the  86th  Congress 
— but  his  network  regulation  bill  in 
some  form  probably  will  be. 

Sen.  Paul  Douglas  (D-Ill.)  has  stated 
that  he  is  considering  some  sort  of  net- 
work regulation  bill  if  the  FCC  does  not 
take  what  he  would  consider  to  be  a 
favorable  action  in  the  AFTRA-NBC 
fight  over  the  alleged  cutback  of  locally- 
originated  programming  on  the  net- 
work's WNBQ  (TV)  Chicago.  Sen. 
Douglas,  the  union  and  several  Illinois 
congressmen  have  protested  to  the 
FCC,  as  well  as  NBC. 

"Tyranny"  Hit  •  A  protest  also  has 
gone  to  Sen.  Magnuson's  committee  and 
he  has  promised  to  look  into  the  matter 
during  the  new  Congress.  Sen.  Mon- 
roney did  not  indicate  he  is  in  favor  of 
FCC  regulation  of  the  networks  but 
charged  the  networks  are  encroaching 
more  and  more  on  local  station  time. 
This,  he  said,  confines  local  advertisers 
to  station  breaks  in  telling  their  sales 
stories  and  results  in  a  "tyranny  of  na- 
tional over  local  interests.  This  results 
in  sterile  programs  which  reflect  only 
the  time-worn  script  ideas  which  orig- 
inate in  Hollywood  and  New  York," 
Sen.  Monroney  stated. 

Sen.  Magnuson  said  he  expects  the 
committee  to  receive  several  bills 
against  pay  tv  and  "I  suppose  we  will 
have  hearings."  Sen.  Strom  Thurmond 
(D-S.C),  committee  member,  was  one 
of  the  chief  Senate  pay  tv  foes  in  the 
past  Congress  and  introduced  both  a 
bill  and  resolution  banning  this  method. 

The  distilling  industry  received  a  pat 
on  the  back  from  Sen.  Magnuson  for 
refusing  to  buy  radio-tv  time.  He  said 


and  its  Communications  Subcommittee, 
said  he  thought  the  Senate  should  wait 
and  let  the  House  make  the  first  step 
in  corrective  FCC  legislation.  Citing  the 
Oversight  Subcommittee,  he  pointed 
out  it  has  carried  the  ball  in  the  past 
and  should  be  allowed  to  do  so  in  the 
future.  However,  he  said  there  is  with- 
out doubt  a  need  for  corrective  legisla- 
tion. 

The  committee  several  weeks  ago  an- 
nounced January  hearings  in  New  York 
on  tv  rating  services.  For  most  of  the 
past  year,  this  has  been  a  one-man  cru- 
sade by  Sen.  Monroney  but  of  late  Sen. 
Magnuson  also  has  become  interested. 
In  fact,  the  hearings  originally  were 
scheduled  for  December  but  were  post- 
poned because  both  senators  could  not 
be  present. 

Rating  Impact  •  A  one-day  session  on 
ratings  was  held  last  spring  with  presi- 
dents of  five  rating  services  testifying. 
At  the  New  York  hearings,  the  network 
presidents  and  others  such  as  former 
NBC  president  Pat  Weaver  will  be 
witnesses.  "We  can't  legislate  against  tv 
ratings  but  we  owe  it  to  the  public  to 
point  out  the  effect  of  ratings  on  pro- 
gramming,*' Sen.  Magnuson  said.  The 
public  should  know  just  how  the  ratings 
are  used  in  determining  programming 
and  the  size  and  accuracy  of  samples, 
he  stated. 

Sen.  Monroney  is  working  for  an 
industry-wide  agreement  on  the  type  of 
base  to  be  used  in  ratings.  He  has  been 
a  critic  of  the  alleged  "life  and  death" 
hold  ratings  maintain  over  program- 
ming for  over  a  year.  "Are  ratings  the 
Ten  Commandments  for  program- 
ming?" he  asked. 

For  the  past  two  Congresses,  Sen. 
John  W.  Bricker  (R-Ohio)  has  authored 
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liquor  advertising  on  radio  and  tv  would 
give  drys  a  stronger  arguing  point  in 
their  campaign  to  ban  advertising  alco- 
holic beverages  in  interstate  commerce. 

The  chairman  predicted  Senate  ap- 
proval early  in  the  year  on  his  bill,  to 
be  re-introduced,  granting  each  state 
up  to  $1  million  for  etv.  The  bill  was 
approved  by  the  Senate  last  spring  but 
died  in  the  House  Commerce  Com- 
mittee. 

Power  Balance  •  During  the  past 
Congress,  there  were  eight  Democratic 
and  seven  Republican  members  of  the 
Commerce  Committee.  With  the  heavy 
influx  of  new  Democratic  senators,  the 
party  in  power  is  expected  to  get  10  of 
the  15  committee  seats.  All  Democratic 
committee  members  are  returning  (leav- 
ing two  vacancies),  while  four  of  the 
seven  Republican  members  (the  other 
three  were  not  up  for  re-election)  were 
defeated,  also  leaving  two  seats  open. 

Sen.  Pastore,  as  chairman  of  the 
Communications  Subcommittee,  during 
last  winter  and  spring  sat  for  lengthy 
hearings  on  a  bill  which  would  prevent 
networks  and  stations  from  owning 
stock  in  BMI.  Sen.  Pastore  has  sent  the 
hearing  record  to  both  Justice  and  FCC 
for  comment  and  neither,  as  yet,  has 
replied.  However,  the  bill  was  attacked 
openly  by  Sen.  Pastore  and  Sen.  George 
Smathers  (D-Fla.)  stated  he  has  no  pres- 
ent plans  to  reintroduce  it. 

Senators-elect  Clair  Engle  (D-Calif.), 
Frank  E.  Moss  (D-Utah)  and  Howard 
W.  Cannon  (D-Nev.)  are  known  to  be 
seeking  the  two  seats  open  to  their 
party  on  the  committee.  Sen.  Magnu- 
son  said  that  Sen.  Engle,  who  moves 
over  from  the  House,  has  first  priority 
because  of  his  service  in  the  lower  body 
(although  he  was  not  a  member  of  the 
House  Commerce  Committee).  The 
chairman  also  said  he  would  like  to 
have  Sen.  Moss  on  the  committee.  The 
chances  of  Sen.  Cannon  are  considered 
slim  since  Sen.  Alan  Bible  (D-Nev.) 
already  is  a  member. 

Sen.  Andrew  Schoeppel  (R-Kan.)  will 
move  up  to  ranking  minority  member, 
replacing  Sen.  Bricker.  He  said  there 
had  been  no  discussions  as  to  what  Re- 
publicans would  be  assigned  to  the  two 
committee  vacancies.  John  M.  McElroy, 
Sen.  Bricker's  administrative  assistant, 
will  replace  Bert  Wissman  as  minority 
clerk  of  the  committee  [Closed  Cir- 
cuit, Dec.  22,  1958].  Mr.  Wissman 
will  remain  on  the  committee's  profes- 
sional staff. 

Subcommittee  on  Legislative  Over- 
sight of  House  Commerce  Commit- 
tee •  This  investigative  body  exposed 
FCC  and  broadcasting  linen  during 
1958  hearings  which  began  in  February 
and  continued  sporadically  through  De- 
cember. The  committee's  past  has  been 
a  stormy  one — both  internally  and  ex- 


ternally— and  its  future  is  up  to  the  new 
Congress. 

The  subcommittee  was  established  in 
March  1957  with  a  $250,000  appropria- 
tion to  determine  if  federal  regulatory 
agencies  are  carrying  out  their  duties  as 
Congress  intended.  The  House  appro- 
priated an  extra  $60,000  last  August  for 
its  use  during  adjournment. 

Meeting  in  Washington  last  week  to 
draft  their  final  report  (see  page  31), 
the  members  recommended  that  the  in- 
vestigative body  be  continued  during  the 
86th  Congress. 

Whether  the  scope  of  1959  investiga- 
tions will  be  the  same  as  those  in  1958 
remains  to  be  seen.  However,  members 
returning  to  the  new  Congress  have 
publicly  stated  the  subcommittee  has 
only  scratched  the  surface  in  its  planned 
investigations.  It  will  be  necessary  for 
the  full  House  to  approve  the  subcom- 
mittee's continuance.  While  there  will 
be  opposition  from  individual  members 
of  Congress,  the  House  is  expected  to 
go  along  with  the  subcommittee's  own 
recommendation. 

There  has  been  some  talk  of  disband- 
ing the  Oversight  Subcommittee  as  such 
and  continuing  its  work  under  an  ex- 
isting Commerce  Committee  subcom- 
mittee. Rep.  Harris  in  the  past  has  rec- 
ommended this  course. 

Broad  Impact  •  Work  of  the  subcom- 
mittee has  had  far-reaching  effects  on 
the  FCC  in  particular  and  the  broad- 
casting industry  in  general.  The  courts 
have  returned  tv  cases  to  the  Commis- 
sion as  a  result  of  testimony  before  the 
subcommittee  and  the  FCC  has  re- 
opened others  on  its  own  motions. 

The  subcommittee  thoroughly  aired 
the  Miami  ch.  10  grant.  As  a  result, 
then  Comr.  Richard  A.  Mack  resigned, 
the  record  was  re-opened  and  the  FCC 
now  has  before  it  a  special  examiner's 
recommendation  that  the  grant  to  Na- 
tional Airlines  be  revoked.  Also  com- 
ing under  subcommittee  scrutiny  in  pub- 
lic hearings  were  tv  grants  in  Boston 
(ch.  5),  re-opened  by  the  FCC;  Pitts- 
burgh (ch.  4),  and  the  shift  of  ch.  2 
from  Springfield,  111.,  to  St.  Louis.  Sev- 
eral other  cases  were  mentioned  in  sub- 
committee proceedings  —  and  many 
others  (over  30) — were  investigated  but 
no  full  hearings  were  held. 

Most  of  the  charges  before  the  con- 
gressional body  concerned  improper 
pressure  against  the  FCC,  ex  parte  con- 
tacts between  commissioners  and  liti- 
gants, gifts  to  commissioners  and  un- 
authorized disclosure  of  FCC  actions. 

Rep.  Morgan  Moulder  (D-Mo.) 
started  1958  as  chairman  of  the  sub- 
committee. He  "resigned"  in  February 
soon  after  the  chief  counsel,  Bernard 
Schwartz,  had  been  fired  as  the  after- 
math of  a  bitter  and  well-publicized 
fight  with  the  subcommittee  members. 
Rep,  Harris  replaced  Rep.  Moulder  as 


chairman.  Rep.  Moulder  remained  on 
the  committee.  Other  Democratic 
members  are  Reps.  John  Bell  Williams 
(Miss.),  John  Moss  (Calif.),  Peter  F. 
Mack  (111.)  and  John  J.  Flynt  (Ga.). 

Rep.  John  Bennett  (R-Mich.)  is  the 
only  minority  subcommittee  member 
who  returns.  Three  Republicans  retired 
— Reps.  Charles  Wolverton  (N.J.),  Jo- 
seph P.  O'Hara  (Minn.)  and  John  Hes- 
elton  (Mass.)— while  Rep.  Robert  Hale 
(Me.)  was  defeated. 

House  Commerce   Committee  •  If 

Chairman  Harris  sticks  to  announced 
plans,  the  first  1959  performance  of 
this  body  will  be  a  repeat  of  January 
1958  hearings  on  pay  tv.  Last  summer, 
Rep.  Harris  prevailed  on  the  FCC  to 
withhold  approval  of  a  toll  test  until 
the  86th  Congress  could  take  action. 
At  that  time,  he  promised  hearings 
early  in  January  and  the  FCC  agreed 
not  to  act  until  the  new  Congress  ad- 
journs its  first  session  the  following 
summer. 

In  preparing  for  the  hearings,  Rep. 
Harris  last  fall  queried  professional 
football  and  baseball  teams  and  pay 
tv  proponents  on  what  negotiations, 
contracts  or  plans  had  been  formu- 
lated. The  congressman  has  received 
replies  but  they  weren't  revealed. 

Rep.  Harris,  and  many  other  mem- 
bers of  his  committee,  are  outspoken 
foes  of  pay  tv.  Observers,  therefore,  be- 
lieve the  committee  will  report  out  a 
bill  early  in  the  session  banning  any 
form  of  over-the-air  pay  tv. 

It  has  not  been  announced  whether 
the  full  committee  or  the  Communica- 
tions Subcommittee,  also  headed  by 
Rep.  Harris,  will  sit  for  the  pay  tv  hear- 
ings. After  the  sessions  a  year  ago  on 
the  same  subject,  Rep.  Harris  stated 
privately  that  there  would  be  no  more 
hearings  conducted  by  the  full  com- 
mittee because  of  its  size,  33  members. 
It  is  felt  with  33  interrogators,  the  pro- 
ceedings get  out  of  hand  and  the  chair- 
man loses  control. 

Spectrum  Study  •  Another  major 
broadcast  item  facing  the  committee 
will  be  the  formation  of  a  special  com- 
mission to  make  a  spectrum  study — a 
controversial  issue  in  the  latter  stages  of 
the  85th  Congress.  The  Commerce  Com- 
mittee last  August  approved  a  White 
House-amended  version  of  the  Senate- 
passed  Potter  bill  which  immediately 
ran  into  stiff  opposition  from  broadcast- 
ers. The  bill  was  scheduled  for  full 
House  consideration  the  last  week  of  the 
86th  Congress  but  was  withdrawn  when 
the  unexpected  opposition  arose. 

Like  Sen.  Magnuson,  Rep.  Harris 
has  stated  that  such  a  study  is  neces- 
sary. However,  the  first  move  during 
the  n  w  Congress  probably  will  be  made 
by  the  Senate.  Rep.  William  Bray  (R- 
Ind.),  author  of  a  spectrum  study 
measure  in  the  past  Congress,  said  last 
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KETV  Delivers 
First  Place  Time  Periods 
in  Omaha!* 


First ...  in 
quarter  hours 
when  all  3 
Omaha  Stations 
compete ! 

First ...  in 

Share  of 

Audience, 

6  P.M. -Midnight, 

Sun. -Sat! 


First ...  in 
Omaha's  choice 
of  Movie 
Entertainment ! 


ONE-WEEK 

FOUR-WEEK 

KETV 

i6oy2 

KETV 

147 

Station  B 

105 

Station  B  

.  .130 

Station  C 

....1351/2 

Station  C  

124 

ONE-WEEK 

FOUR-WEEK 

KETV 

 42.4 

KETV 

36.2 

Station  B 

 27.2 

Station  B   

31.8 

Station  C 

Station  C.   

.31.7 

Movie  Masterpiece 

(Starts  9:35  P.M.) 

ONE-WEEK 

FOUR-WEEK 

(average) 

(average) 

KETV 

24.5 

KETV 

16,6 

9:35  Movie  Cumulative  rating:  70.6! 

Late  Movie  Cumulative  rating:  40.4! 

Act  promptly  to  buy  minutes  and  breaks  with  ratings  averaging  in 
the  upper  20s  and  30s,  adjacent  to  leading  ABC-TV  network  shows 
and  Omaha's  highest-rated  movies. 

*Nov 


Ben  H.  Cowdery,  President 
Eugene  S.  Thomas,  V.  P.  &  Gen.  Mgr 


Omaha  World-Herald  Station 
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Pat  Conway 
Richard  fias 
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TERRITO 


Dinah  Shore  Chevy  Show. .  7  times  in  8  surveys ! 


:  BEAT  I  Love  Lucy  . . . 

BEAT  The  Californians 

BEAT  Pat  Boone  

BEAT  Bob  Cummings. , 

BEAT  U.  S.  Steel  Hour. 

BEAT  Person  to  Person 

L  and  always  BEAT  Suspicion,  George  Gobel,  Colt  .45, 
m"    Welk's  Top  Tunes,  Eddie  Fisher,  Your  Hit  Parade, etc. 


13  times  in  13  surveys! 
12  times  in  13  surveys! 
11  times  in  13  surveys! 
11  times  in  13  surveys! 
11  times  in  13  surveys! 
10  times  in  13  surveys! 


Nielsen.  Oct.  *57  thru  Apr.  "58 


OUTSTANDING  RATINGS  IN 
MARKETS  LARGE  AND  SMALL 

Detroit  San  Diego  Baltimore 


27.9  25.4 


Apr.  '58  j 


"I  read  Ad  Age  religiously" 


says  DONALD  R.  KEOUGH 

Director  of  Advertising 
Paxton  and  Gallagher  Co. 


"For  my  money,  Advertising  Age  gives  more 
advertising  news,  more  currently,  than  any  other 
publication  I  read.  Anyone  in  the  coffee  business  knows 
with  what  dazzling  rapidity  deals  are  introduced, 
new  promotions  originated,  etc.  In  this 
wheeling-dealing  business,  we  frequently  pick  up 
competitive  information  from  Ad  Age  almost 
as  fast  as  our  own  sales  force  reports  it  to  us. 
Of  course,  I  read  Ad  Age  religiously." 


Time  after  time,  admen  freely  tell  us  they  never  miss  an  issue 
of  Advertising  Age  because  it  brings  them  "more  advertising 
news,  more  currently."  What's  more,  they  value  the  penetrating 
analyses  of  trends,  and  file  (for  repeated  reference)  the  special 
roundups  and  surveys.  That's  why,  when  it  comes  to  reaching 
most  of  the  executives  of  importance  to  you — those  who 
influence  as  well  as  those  who  activate  major  broadcasting  deci- 
sions— you  can  count  on  Ad  Age. 

The  Paxton  and  Gallagher  Co.,  for  example,  has  found  broad- 
cast media  effective  in  telling  their  Butter-Nut  coffee  story. 
Many  of  the  firm's  radio  franchises  have  run  continuously  for 
more  than  twenty  years,  and  a  major  portion  of  this  coffee 
concern's  ad  budget  is  allotted  to  television.  Expenditures  for 
spot  tv  alone  topped  $811,000  during  1957.* 

Every  Monday,  7  paid-subscription  copies  of  Ad  Age  bring 
the  news,  trends  and  developments  of  marketing  to  Paxton  and 
Gallagher  and  its  agency,  the  Buchanan-Thomas  Advertising  Co. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its  tremen- 
dous penetration  of  advertising  with  a  weekly  paid  circulation 
currently  reaching  over  12,500  agency  people  alone,  its  intense 
readership  by  top  executives  in  national  advertising  companies 
— and  you'll  recognize  in  Ad  Age  a  most  influential  medium  for 
swinging  broadcast  decisions  your  way. 

isinn  Bureau  i-t  Advertising,  Inc. 
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DONALD  R.  KEOUGH 

Mr.  Keough  has  served  the  Paxton  and 
Gallagher  Co.  in  both  sales  and  ad- 
vertising. Starting  in  1950,  he  man- 
aged the  display  department  for  two 
years,  after  which  he  became  assistant 
sales  and  advertising  manager  for  the 
Omaha  coffee  concern.  He  was 
advanced  to  his  present  position  in 
November,  1957.  Under  Mr.  Keough's 
advertising  management,  Paxton  and 
Gallagher  has  had  remarkable  success 
with  the  use  of  humor  in  radio  com- 
mercials for  its  new  Instant  Butter-Nut 
coffee.  More  than  1,000,000  jars  were 
sold  after  five  weeks  of  the  light  ap- 
proach in  commercials  introducing  this 
product. 

Away  from  guiding  advertising  cam- 
paigns, Mr.  Keough  is  a  family  man 
who  devotes  much  of  his  leisure  time 
to  civic  organizations  and  service 
clubs.  Among  his  community  interests 
are  the  Red  Cross  Blood  Program,  the 
South  Omaha  Youth  Center  and  the 
Serra  Club,  which  fosters  the  entrance 
of  young  men  into  the  Catholic  priest- 
hood. 


week  he  was  undecided  on  whether  he 
would  re-introduce  the  measure. 

House  committee  leadership  does  not 
share  the  enthusiasm  of  the  Senate 
Commerce  Committee's  chairman  for 
his  proposal  of  financial  aid  to  educa- 
tional tv.  In  fact,  some  congressmen  ex- 
pressed outright  disapproval  of  the  bill 
last  summer.  Rep.  Harris'  committee 
also  will  be  required  to  pass  on  all  legis- 
lation introduced  as  a  result  of  the  work 
of  its  Legislative  Oversight  Subcom- 
mittee (see  above). 

Perennials  •  As  in  past  Congresses, 
the  committee  undoubtedly  will  receive 
legislation  on  such  subjects  as  prohib- 
iting the  advertising  of  alcoholic  bever- 
ages in  interstate  commerce,  prohibiting 
broadcasting  of  horse  race  or  lottery 
information,  changes  in  FCC  rules  re- 
garding multiple  ownership,  CATV  sys- 
tems, increase  in  license  periods  of  ra- 
dio-tv  stations,  limited  proportion  of 
commercial  time  broadcast  and  repeal 
of  Sec.  309  (c)  of  the  Communications 
Act  (protest  provision). 

Seven  of  the  15  Republican  members 
of  the  committee  during  the  85th  Con- 
gress either  were  defeated  or  did  not 
run  for  re-election.  All  of  the  1 8  Demo- 
cratic members  will  be  back  for  the 
new  Congress,  but  because  of  the  new 
congressional  ratio,  the  majority  party 
is  expected  to  receive  21  seats  on  the 
committee  with  the  GOP  representation 
dropping  to  12. 

Rep.  John  Bennett  (R-Mich.)  jumps 
four  places  to  become  ranking  minority 
member,  replacing  retiring  Rep.  Charles 
Wolverton  (R-NJ.).  Commerce  Com- 
mittee members  also  retiring  were  Reps. 
Joseph  P.  O'Hara  (R-Minn.)  and  John 
W.  Heselton  (R-Mass.).  Defeated  were 
Reps.  Robert  Hale  (R-Me.),  John  V. 
Beamer  (R-Ind.),  Joseph  L.  Carrigg 
(R-Pa.)  and  Will  E.  Neal  (R-W.  Va.). 

Rep.-elect  David  S.  King,  Utah  Dem- 
ocrat, is  known  to  be  seeking  a  seat  on 
the  committee.  There  probably  will  be 
three  majority  and  four  minority  seats 
open. 


Legal  &  Monetary  Affairs  Subcom- 
mittee of  House  Government  Opera- 
tions Committee  •  This  eight-member 
investigative  body,  headed  by  Rep. 
John  Blatnik  (D-Minn.),  will  bear 
watching  by  broadcasters  during  the 
86th  Congress.  Not  generally  known  is 
the  fact  that  the  Blatnik  group  was 
poised  to  launch  an  all-encompassing 
investigation  of  the  FCC  prior  to  for- 
mation of  the  Oversight  Subcommittee. 

Preliminary  work  already  had  been 
done  along  this  line  but  the  subcommit- 
tee bowed  out  in  favor  of  the  Harris 
subcommittee.  And  now,  with  the  fu- 
ture of  Legislative  Oversight  in  doubt, 
the  Legal  &  Monetary  unit  again  is 
prepared  to  carry  the  ball. 

Advertising  Probes  •  During  the  past 
two  years,  the  subcommittee  devoted  a 
good  deal  of  its  time  to  false  and  mis- 
leading advertising.  Last  summer,  it  is- 
sued three  separate  reports  severely 
chastising  the  FTC  for  its  alleged  fail- 
ure to  crack  down  on  advertising  claims 
of  weight-reducing,  tranquilizer  and 
dentrifice  manufacturers  (Broadcast- 
ing, Aug.  25,  18,  1958). 

Antitrust  Subcommittee  of  House 
Judiciary  Committee  •  When  the  Sec- 
ond Session  of  the  85th  Congress  con- 
vened a  year  ago,  this  body  was  await- 
ing action  by  the  FCC  and  Justice  Dept. 
on  recommendations  made  in  the  Bar- 
row report  and  the  subcommittee's  own 
Celler  report  (Broadcasting,  June  10, 
1957).  Presumably  the  subcommittee 
still  is  waiting  because  neither  body  has 
taken  any  positive  steps  on  either  report. 

The  subcommittee  made  some  strong 
recommendations  of  its  own,  especially 
on  network  option  time  and  must-buy 
practices,  18  months  ago,  none  of 
which  have  been  carried  out — or  for 
that  matter,  turned  down — by  the  FCC. 
Rep.  Celler,  chairman,  has  made  no 
statement  on  any  planned  action. 

Again  this  year,  the  subcommittee 
will  be  asked  to  deal  with  legislation 
exempting  professional  sports  from 
antitrust  law. 

Sports  Supporters  •  An  amendment 
removing  language  in  the  Celler  bill 
which  called  for  exemption  of  those 
phases  of  professional  sports  "reason- 
able and  necessary"  only  was  pushed 
through  on  the  House  floor  by  Reps. 
Francis  Walter  (D-Pa.),  Kenneth  Keat- 
ing (R-N.Y.)  and  others.  A  staff  report 
released  today  (Jan.  5)  by  the  subcom- 
mittee includes  a  draft  of  a  proposed 
across-the-board  code  of  ethics  for  for- 
mer and  current  government  officials 
(see  page  60). 

Broadcasters  were  actively  against  the 
measure  as  it  passed  the  House. 

The  subcommittee  plans  early  hear- 
ings on  conflict-of-interest  proposals  as 
related  to  Title  18  of  the  U.S.  Code. 
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Travel  Notes  •  During  a  fall  trip  to 
Europe,  Rep.  Celler  took  a  careful  look 
at  that  continent's  television  operations 
(Closed  Circuit,  Dec.  21,  1958).  The 
chairman  long  has  been  a  critic  of  cer- 
tain network  operations,  but  came  back 
singing  the  praises  of  this  country's 
overall  system.  The  subcommittee  staff 
currently  is  digesting  information  com- 
piled on  the  trip. 

Rep.  Celler,  personally,  is  expected 
to  continue  his  all-out  fight  against  pay 
tv.  He  was  one  of  the  first  members  of 
Congress  to  take  a  public  stand  against 
it. 

All  members  of  the  subcommittee 
except  Rep.  Keating,  who  was  elected 
to  the  Senate,  were  re-elected.  The 
current  make-up  consists  of  four  Demo- 
crats and  three  Republicans  and  there 
has  been  no  word  as  to  whether  this 
ratio  will  be  changed.  Rep.  William  M. 
McCulloch  (R-Ohio)  moves  up  to  rank- 
ing minority  member,  replacing  Rep. 
Keating. 

Antitrust  Subcommittee  of  Senate 
Judiciary  Committee  •  Headed  by  Sen. 
Estes  Kefauver  (D-Tenn.),  this  body  ef- 
fectively stopped  last  summer's  steam- 
roller on  behalf  of  the  sports  antitrust 
exemption.  The  subcommittee  held  a 
month  of  hearings  and  in  early  August 
tabled  the  bill  passed  by  the  House 
(Broadcasting,  Aug.  4,  1958).  The  rea- 
son given  was  that  senators  were  not 
satisfied  with  the  Celler  bill  and  there 
was  not  enough  time  to  draft  a  sub- 
stitute. 

Sen.  Thomas  Hennings  (D-Mo.), 
member  of  the  subcommittee  and 
author  of  S  4070  (companion  to  the 
Celler  bill),  is  undecided  on  whether  to 
reintroduce  his  measure.  A  subcom- 
mittee spokesman  stated  last  week  there 
would  be  no  definite  plans  for  continu- 
ing the  sports  hearings  until  after  the 
new  committee  had  been  formed.  It 
was  his  belief  the  Senate  body  should 
wait  until  the  House  again  has  acted 
on  a  sports  bill.  He  made  it  plain  a 
majority  of  the  senators  did  not  favor 
an  exemption,  including  a  possible  ra- 
dio-tv  blackout,  such  as  contained  in 
the  bill  that  died  with  the  end  of  the 
86th  Congress. 

He  said  the  baseball  people  should 
compromise  with  opponents  of  last 
year's  measure.  "They  wanted  to  be 
above  the  law,"  he  said.  "Are  they  will- 
ing to  come  down  from  that  position?" 

It  has  been  reported  that  Sen. -elect 
Keating  plans  to  re-introduce  a  sports 
measure.  All  members  of  the  commit- 
tee will  return  for  the  86th  Congress 
which  makes  it  doubtful  if  Sen.  Keating 
will  be  seated  on  Judiciary. 

The  parent  Judiciary  Committee, 
headed  by  Sen.  James  Eastland  (D- 
Miss.),  undoubtedly  will  receive  sev- 
eral bills  on  reforms  in  government 
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agencies,  including  the  FCC.  A  spokes- 
man said  hearings  on  such  measures 
would  have  to  be  planned  as  the  bills 
are  received. 

House  Rules  Committee  •  Observers 
are  predicting  that  one  of  the  first  in- 
tramural fights  in  the  new  House  will 
be  an  effort  to  curb  the  power  of  the 
chairman  of  the  Rules  Committee.  The 
charge  has  frequently  been  made  in  the 
past  that  any  legislation  the  chairman, 
Rep.  Howard  Smith  (D-Va.),  does  not 
favor  will  not  stand  a  chance  of  clearing 
the  Rules  Committee  to  be  placed  on 
the  House  agenda. 

A  move  currently  is  underway  to  re- 
store the  21 -day  rule,  thrown  out  by  a 
Democratic-controlled  House  in  1951. 
It  would  permit  a  bill  bottled  up  in  the 
Rules  Committee  for  21  days  to  be  con- 
sidered on  the  floor  on  the  motion  of  a 
chairman  or  ranking  minority  member 
of  the  committee  which  has  jurisdiction. 

The  committee  undoubtedly  will  be 
asked  to  consider  bills  which  would  re- 
move House  Speaker  Sam  Rayburn's 
(D-Tex.)  ban  on  radio-tv-still  camera 
coverage  of  House  proceedings  and 
committee  meetings.  Four  such  meas- 
ures were  introduced  in  the  past  Con- 
gress. None  of  them  ever  saw  the  light 
of  day. 

Excise  Taxes  Subcommittee  of  House 
Ways  &  Means  Committee  •  As  in  the 

past  Congress,  this  subcommittee  un- 
doubtedly will  be  faced  with  several 
bills  designed  to  remove  or  reduce  the 
10%  excise  tax  on  radio  and  television 
sets.  Of  14  such  measures  pending  last 
August,  a  majority  placed  emphasis  on 
removal  of  the  tax  on  all-channel  sets 
only  as  an  impetus  to  uhf. 

Heavy  pressures  were  brought  to 
bear  during  the  last  two  years  on  be- 
half of  removal  of  the  uhf  tax,  but, 
despite  a  reported  favorable  climate  13 
months  ago,  the  measure  did  not  get 
out  of  committee.  Among  those  urging 
repeal  of  the  uhf  tax  were  the  chair- 
men of  the  Senate  and  House  Com- 
merce Committees. 

Rep.  Wilbur  Mills  (D-Ark.),  chair- 
man of  the  full  committee,  announced 
Dec.  1 1  that  no  plans  would  be  formu- 
lated until  after  the  new  Congress  has 
been  organized.  Rep.  Aime  Forand 
(D-R.I.)  is  chairman  of  the  Excise  Taxes 
Subcommittee. 

Senate  Constitutional  Rights  Subcom- 
mittee   of   Judiciary    Committee  • 

Chairman  Thomas  Hennings  (D.-Mo.) 
has  announced  the  subcommittee  will 
hold  hearings  this  month  on  the  public's 
right  to  information  in  government  files. 
Sen.  Hennings  feels  that  HR  2767, 
which  was  approved  by  the  85th  Con- 
gress and  signed  into  law  by  the  Presi- 
dent (Broadcasting,  Aug.  18,  1958), 
does  not  plug  the  loopholes  available  to 
government  "bureaucrats"  seeking  to 
withhold  information. 


Just  a  fortnight  ago,  Sen.  Hennings 
charged  that  President  Eisenhower  lent 
his  support  to  a  "startling  and  danger- 
ous" belief  that  government  officials  are 
free  to  withhold  information  the  public 
should  have.  He  stated,  writing  in  the 
Federal  Bar  Journal,  that  the  President 
subscribed  to  this  theory  in  signing  HR 
2767,  introduced  by  Rep.  John  Moss 
(D-Calif.).  The  bill  amends  a  1798 
"housekeeping"  statute  to  prevent  its 
use  as  the  basis  for  withholding  infor- 
mation. 

The  Missouri  Democrat,  during  the 
85th  Congress,  introduced  his  own  free- 
dom of  information  bill,  S  921,  which 
will  be  the  basis  for  the  new  hearings. 
News-gathering  media  were  strong  in 
their  support  of  the  Moss  bill,  but  its 
effect  on  government  secrecy  is  some- 
what dubious.  There  still  are  some  80 
statutes  on  the  books  which  authorize 
secrecy  of  one  kind  or  another. 

FCC  HITS  BOOSTERS 
No  new  ones;  old  ones 
have  to  go  in  90  days 

The  FCC  last  week  served  notice  it 
will  prosecute  the  operators  of  vhf  tv 
boosters  which  go  on  the  air  from  now 
on.  The  Commission  said  it  also  will 
take  legal  steps  to  halt  operation  of  vhf 
boosters  now  on  the  air  if  they  don't 
indicate  within  90  days  their  intention 
to  convert  to  uhf  translators  or  some 
other  type  of  authorized  tv  station. 

The  Commission  ordered  a  halt  to 
vhf  booster  operation  after  dismissing 
a  petition  by  the  governor  of  Colorado 
for  reconsideration  of  the  FCC's  June 
1 957  order  which  rejected  proposals  for 
authorization  of  vhf  boosters  and  ter- 
minated rulemaking  which  proposed 
vhf  and  uhf  "repeater"  operation. 

Comr.  T.A.M.  Craven  issued  a  sep- 
arate statement  disagreeing  with  the 
majority  except  for  the  provision  to 
defer  action  against  vhf  booster  opera- 
tors. He  said  he  felt  the  FCC  "can  and 
should  establish  reasonable  rules  pro- 
viding for  the  authorization  of  vhf 
boosters  on  a  practical  basis."  Comr. 
John  S.  Cross  concurred  in  the  FCC 
decision,  but  said  he  feels  the  Commis- 
sion should  have  adopted  an  alternative 
course,  suggested  by  him,  which  would 
have  authorized  existing  vhf  boosters 
to  continue  for  two  to  three  years  if 
they  meet  "certain  specified  technical 
conditions  designed  to  prevent  inter- 
ference." He  called  his  plan  "a  more 
reasonable  period  of  time  for  a  change- 
over." 

Waiting  Legal  Backing  •  The  FCC 

said  it  has  withheld  action  to  compel 
the  unlicensed  vhf  boosters  to  cease 
operation  pending  litigation,  "in  which 
it  has  now  been  determined  that  the 
emanations  from  these  types  of  stations 
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are  radio  transmissions  within  the  pur- 
view of  the  Communications  Act  and 
thus  may  not  be  operated  without  a 
license  by  the  Commission,  and  pend- 
ing the  rulemaking  proceedings,  now 
terminated,  in  which  it  has  been  deter- 
mined that  vhf  boosters  and  translators 
should  not  be  licensed." 

The  FCC's  jurisdiction  over  un- 
licensed vhf  boosters  was  established  in 
a  decision  on  the  Bridgeport,  Wash., 
case,  decided  by  the  U.S.  Court  of  Ap- 
peals for  the  District  of  Columbia  in 
1957  (Broadcasting,  May  6,  1957). 

The  FCC  said  last  week  that  "now 
that  jurisdiction  has  been  confirmed  and 
it  has  been  finally  determined  that  vhf 
boosters  should  not  be  licensed,  the 
Commission  must  discharge  its  respon- 
sibilty  in  regulating  radio  transmis- 
sions." But,  the  FCC  added,  it  is  not 
disposed  to  take  such  "hasty  action"  as 
to  preclude  orderly  transition  to  li- 
censed operation.  Therefore,  a  "reason- 
able" time  (90  days)  is  being  allowed 
for  conversion  and  if  an  application  has 
not  been  made  by  then  the  FCC  will 
take  necessary  legal  steps  to  halt  un- 
licensed vhf  booster  operation.  The 
FCC  will  not  delay  appropriate  en- 
forcement actions  against  any  new  vhf 
booster  operation,  the  statement  said. 

Third  Time  Around  •  The  FCC 
noted  that  its  action  of  last  week  was 
the  third  time  it  has  denied  requests  for 
such  "low  powered  devices"  in  the  vhf 
band.  It  added: 

"The  Commission  has  found  that  the 
provision  now  contained  in  the  Com- 
mission's Rules  for  the  licensing  of  tv 
translators  in  the  uhf  tv  band  meets  the 
needs  of  small  remote  communities  for 
a  low  cost  method  of  obtaining  tv  re- 
ception. In  view  of  the  potentiality  of 
serious  interference  to  television  service 
and  other  services,  including  services 
devoted  to  the  protection  of  life  and 
property,  which  are  allocated  to  the 
very  congested  vhf  band,  the  Commis- 
sion could  not  conclude  that  the  pub- 
lic interest  would  be  served  by  licensing 
vhf  boosters  or  repeater  stations." 

Voice  From  the  Hill  •  Sen.  Gordon 
Allott  (R-Colo.)  last  week  denounced 
the  FCC  tv  booster  ruling. 

"The  problems  raised  are  perhaps  not 
so  great  for  the  booster  operators,"  Sen. 
Allott  said,  "as  they  are  for  hundreds 
of  Colorado  home  owners  in  isolated 
communities  who  will  be  without  tv  or 
who  must  pay  to  convert  their  present 
receivers  or  buy  new  ones." 

Sen.  Allott  said  he  had  asked  the 
FCC  for  more  time  "to  work  out  this 
situation  or  find  a  more  acceptable  so- 
lution." If  the  FCC  does  not  agree  to 
this  request,  the  Coloradan  declared,  "I 
will  consider  legislation  to  do  the  job 
properly." 
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MORE  HILL  CENSURE  FOR  FCC 

Report  by  House  Antitrust  Subcommittee 
points  finger  at  FCC  on  ethics  question 


The  House  Antitrust  Subcommittee 
today  (Jan.  5)  is  releasing  its  second 
staff  study  on  conflict  of  interest  legis- 
lation. And  as  has  been  the  case  fre- 
quently in  recent  congressional  reports, 
the  FCC  again  takes  a  rap  on  the 
knuckles. 

In  strongly  recommending  a  code 
of  ethics  for  all  executive  employes, 
the  report  specifically  cites  the  FCC, 
saying:  "It  is  regrettable  that  legislative 
prodding  should  still  be  necessary  to 
induce  this  agency  to  adopt  a  code  of 
ethics." 

The  report,  in  three  parts,  deals  with 
(1)  more  than  50  conflict-of-interest 
and  code  bills  introduced  in  the  85th 
Congress,  (2)  a  detailed  study  and 
analysis  of  the  rules  adopted  by  fed- 
eral departments  and  agencies  (includ- 
ing the  FCC)  to  prevent  conflicts  of 
interest  among  members  and  employes 
and  (3)  a  proposed  code  of  ethics 
(including  draft  of  a  bill)  for  the  agen- 
cies. 

The  staff  study  also  recommends 
enactment  of  HR  12547.  introduced  in 
the  last  Congress  by  subcommittee 
Chairman  Emanuel  Celler  (D-N.Y.), 
which  would  revise  and  strengthen 
criminal  laws  on  conflict  of  interest  and 
bribery. 

What's  Wanted  •  Effect  of  the  recom- 
mendations, the  report  states,  would 
include: 

"Administrative  penalties,  including 
discharge,  for  employes  who  engage  in 
unethical  conduct. 

"Suspension  or  disbarment  of  repre- 
sentatives who  violate  rules  governing 
the  activities  of  former  employes. 

"Disqualification  for  contracts  and 
grants  of  private  parties  who  engage  in 
unethical  conduct  in  dealing  with  the 
government." 

FCC  Target  •  Covering  all  govern- 
ment departments  and  agencies,  the 
report  singles  out  only  the  FCC  for  in- 
dividual criticism.  In  addition  to  the 
all-encompassing  ethics  bills  introduced 
in  the  past  Congress,  it  notes  that 
several  others  would  apply  to  the  Com- 
mission alone. 

"Although  the  focus  of  the  present 
study  is  primarily  upon  government- 
wide,  as  distinguished  from  individual 
agency  problems  of  conflict  of  interest, 
it  may  be  noted  that  the  Antitrust  Sub- 
committee has  long  been  concerned 
over  practices  characterizing  the  con- 
duct of  the  business  of  the  Federal 


Communications  Commission."  the 
report  states. 

Rep.  Celler"s  bill  is  the  desired  solu- 
tion, the  report  concludes,  and  other 
bills  that  go  beyond  its  proposals 
"would  add  unduly  to  the  already 
formidable  array  of  criminal  enactments 
in  this  area." 

In  supporting  its  recommendation 
that  Congress  legislate  a  code  of  ethics, 
the  report  states  that  a  number  of  prac- 
tices within  the  agencies  are  contrary 
to  the  public  interest.  "These  practices 
place  a  burden  on  a  public  officiars 
impartiality  in  his  conduct  of  official 
business,  tempt  him  to  place  his  private 
interests  ahead  of  the  interests  of  the 
government,  unfairly  prejudice  mem- 
bers of  the  public  in  dealing  with  the 
government,  and  generate  distrust  and 
suspicion  of  the  federal  service,"  the 
report  continues. 

"In  order  to  remove  any  doubt  about 
the  impropriety  of  this  type  of  conduct 
.  .  .  Congress  should  enact  a  code 
establishing  clear  and  unambiguous 
minimum  standards  of  honesty  and 
fair  dealing  in  the  conduct  of  govern- 
ment business  and  require  the  vigorous 
enforcement  of  this  code  by  govern- 
ment administrators.  .  .  . 

"Implementation  in  response  to  the 
needs  of  particular  situations  may  be 
left  to  the  agencies.  Nor  should  such 
a  code  provide  criminal  penalties.  Ex- 
isting laws  .  .  .  will  adequately  penalize 
more  serious  offenses.  The  proposed 
code  should,  however,  authorize  de- 
cisive disciplinary  action  for  violation, 
to  be  administered  by  agency  heads." 

"Improper"  Conduct  •  The  proposed 
code  labels  "improper"  for  a  govern- 
ment official  or  employe:  (1)  Accept- 
ance of  gifts,  discussion  of  future  em- 
ployment or  frequent  or  expensive 
social  engagements  "with  any  person 
outside  the  government  with  whom  he 
transacts  business  .  .  .;"  (2)  personal 
business  transactions  or  private  arrange- 
ments for  personal  profit  through  his 
office;  (3)  divulgence  of  confidential 
information;  (4)  acquisition  or  retention 
of  conflicting  interests  and  engagement 
in  conflicting  activities;  (5)  transaction 
of  official  business  in  the  presence  of 
a  disqualifying  interest,  and  (6)  any 
appearance  of  anything  improper  in 
personal  affairs. 

Under  provisions  of  the  code,  a 
former  government  official  would  be 
prohibited  forever  from  "changing 
sides"  in  a  litigated  case  or  from  ap- 
pearing before  his  former  agency  for 


1959  is  going  to 
be  a  great  year! 

Startingtoday, 

with  the  launching 

of  CBS  Radio's 
new  Program  m 

Consolidation  Plan, 
network  and 
spot  advertisers 
will  reach  the 
biggest  audiences 
in  years  on  the 
stations  of  the  < 
CBS  Radio  Network 


(Tftis  is  i/ie  network  which,  over  the  past  U  months, 
has  delivered  an  average  of  44  percent  larger  comnu  i  ci 
minute  NRI  audiences  than  the  second  network!) 


Leading  affiliates 
coast-to-coast 
endorse  new  plan 

"The  new  plan  is  a  big-  step 
forward  for  the  preservation 
of  the  kind  of  radio  which  the 
public  can  get  only  through  a 
strong  network  and  its  affil- 
iated stations.  The  result  is 
bound  to  be  bigger  audiences 
for  station's  and  network's 
advertisers." 

CLYDE  W.  REM  BERT,  Pres. 
KRLD  Radio  Corp.,  KRLD.  Dallas 
(Owned  by  Dallas  Times  Herald) 

"Delighted  with  this  forward- 
looking  step  in  radio  broad- 
casting. This  new  relationship 
between  the  network  and  its 
affiliates  brings  a  dynamic 
new  concept  in  programming 

•to  the  American  public  and 
will  result  in  even  greater 

'  values  to  advertisers." 

JOHN  S.  HAYES,  Pres. 
Washington  Post  Broadcast  Div. 
WTOP,  Washington,  D.C. 

"We  have  long  had  confidence 
in  the  values  to  our  stations 
of  affiliation  with  the  CBS 
Radio  Network.  Our  enthusi- 
asm is  even  greater  now  be- 
cause of  the  potential  we  see 
in  the  new  CBS  Radio  plan. 
In  our  opinion  it  provides  for 
ideal  blending  of  local  cre- 
ativity with  the  admitted  ex- 
cellence of  network  program- 
ming, news  service  and  spe- 
cial events." 

FRED  BOHEN,  Pres. 
Meredith  Companies 
WHEN,  Syracuse;  WOW,  Omaha; 
KRMG,  Tulsa;  KCMO,  Kansas  City 

"Our  two  stations  affiliated 
with  CBS  Radio  Network  are 
enthusiastic  about  PCR  It 
will  keep  intact  the  important 
public  service  programming 
and  the  best  of  entertainment 
programming,  and  will  pro- 
vide a  greatly  expanded  news 
service.  These  are  exactly  the 
things  we  want  from  a  net- 
work to  complement  local 
programming." 

C.  WREDE  PETERSMEYER, 
Pres.,  Corinthian  B'dcasting  Corp. 
WISH.lnd.;  WANE,  Ft.  Wayne 

"Delighted  to  know  plan  is  all 
set.  I'm  confident  it  will  do 
what  it  sets  out  to  do :  deliver 
bigger  network  and  local  au- 
diences to  our  stations." 

LEE  B.  WAILES,  Exec.  Y.P. 
Storer  Broadcasting  Company 
WGBS,  Miami;  WAGA,  Atlanta; 

WWVA,  Wheeling 

".  .  .  Unites  the  strongest  fea- 
tures of  network  service  with 
the  intimate  appeal  of  local 
programming,  and  we  predict 
a  new  high  in  WCCO-CBS 
Radio  audience  acceptance." 

LARRY  HAEG,  Gen.  Mgr. 
Midwest  Badio-Telcrisinv,  In.-. 

WCCO,  Minneapolis 


"The  network's  programming 
sets  a  station  above  run-of- 
the-mill  stations.  And  this 
new  plan  will  give  advertisers 
better  clearances.  It  is  a  good 
solution  to  a  fairly  rough  sit- 
uation both  for  network  and 
stations.  I  feel  this  puts  us  all 
in  a  healthier  condition." 

HUGHB.  TERRY,  Pres. 
Aladdin  Broadcast i na  Corp. 

KLZ,  Denver 
(Owned  by  Time,  Inc.) 

"Very  enthusiastic  about  PCR 
Sure  it  will  work  out  for  the 
benefit  of  both  of  us." 

ROBERT  W.  D VMM,  Pres. 
K ROY,  Inc.,  Sacramento 

".  .  .  Looking  forward  to  this 
new  arrangement.  Feel  more 
certain  than  ever  it  should 
prove  of  great  value  to  our 
listeners  and  profitable  to  all 
of  us— especially  advertisers." 

RICHARD  A.  BOREL,  Pres. 
RadiOhio,  Inc.,  WBNS,  Columbus 
(Owned  by  Columbus  Dispatch) 

"Advertisers  in  our  market 
gain  maximum  sales  results 
through  PCR  KSL  personal- 
ity programming  plus  CBS 
Radio  Network  features  add 
up  to  an  unbeatable  selling 
combination." 

JAY  W.  WRIGHT,  Exec.  VP. 
Radio  Service  Corporation  of  Utah 
KSL,  Salt  Lake  City 

".  .  .  Let  me  add  that  the  way 
we  feel  about  the  new  Plan  is, 
'Now  you're  talking!'  1959 
should  be  quite  a  year.  Pros- 
pects for  bigger  audiences 
and  revenues  look  good." 

ROGER  W.  CLIPP,  Gen.  Mgr. 

Radio-Television  Die. 
Triangle  Publications,  Inc. 
WNBF.Binghamton 

"One  aspect  I  like  about  it  is 
its  definiteness." 

LESLIE  C.  JOHNSON,  V.  Pres. 
The  Rock  Island  B'dcasting  Co. 

WHBF,  Rock  Island 

"As  well  as  building  larger 
program  audiences  for  both 
local  and  network  advertisers, 
one_  of  the  most  important 
parts  of  plan  is  the  hourly  na- 
tional and  international  news 
service  plus  the  news  in  depth 
CBS  News  programs.  This 
will  give  more  and  better  in^ 
formation  to  listeners  in  our 
area  than  any  other  station." 

CHARLES  C.  CALEY,  Pres. 
WMBD,  Inc.,  WMBD,  Peoria 

"A  fine  plan  and  it's  going  to 
give  advertisers  even  bigger 
values  than  before." 

TOM  CHAUNCEY,  Pres. 
KOOL  Radio-Television,  Inc. 

KOOL,  Phoenix 

"The  first  real  advance  in  a 
quarter  of  a  century  to  make 
network  radio  more  valuable 
and  useful  to  the  public  and 
advertiser.  We  applaud  it." 

WALTER  J.  ROTHSCHILD 
Secy.-  Treas.,Lee  Broadcasting,  Inc. 
KGLO, -Mason  City;  WTAD,  Quincy 


two  years  after  leaving  government 
service. 

Attorneys  and  others  appearing  be- 
fore the  FCC  and  other  agencies  would 
be  prohibited,  under  the  proposed  code, 
from  (1)  making  gifts  to,  discussing 
future  employment  of,  or  becoming  un- 
duly involved  socially  with  government 
officials;  (2)  seeking  to  obtain  con- 
fidential information  from  the  govern- 
ment; (3)  unethically  employing  former 
government  officials,  and  (4)  making 
ex  parte  representations  to  agency 
members  or  employes  regarding  litigated 
cases. 

The  code  would  give  an  agency 
chairman  the  authority  to  dismiss  em- 
ployes, disbar  private  representatives 
of  applicants  and  disqualify  applicants. 

Rep.  Celler's  Antitrust  Subcommittee 
already  has  announced  it  would  hold 
hearings  on  conflict-of-interest  legisla- 
tion during  the  new  Congress.  Today's 
staff  study  is  a  follow-up  to  a  report 
released  last  March  on  the  same  sub- 
ject. 

New  Miami  bid  opposed 

The  FCC  Broadcast  Bureau  and  gen- 
eral counsel  last  week  jointly  opposed  a 
petition  by  Elzey  Roberts  asking  per- 
mission to  file  as  a  new  applicant  for 
Miami  ch.  10  and  to  intervene  in  the 
FCC's  current  proceeding  on.ch.  10. 

The  statement  noted  that  until  the 
FCC  acts  on  the  initial  decision  in  the 
case  (Broadcasting,  Dec.  8,  1958)  and 
it  has  been  passed  on  by  the  appeals 
court  which  remanded  it  for  rehearing, 
the  present  licensee,  Public  Service  Tv 
Inc.,  "remains  the  grantee"  and  there 
would  be  "little  point"  in  accepting  ap- 
plications which  can't  be  processed. 
Until  such  a  time  when  the  FCC  would 
have  to  consider  the  legality  or  advis- 
ability of  receiving  new  applications, 
the  statement  said,  "we  can't  see  how" 
any  potential  applicant  for  ch.  10  as  an 
intervenor  would  materially  "enhance" 
the  FCC's  ability  to  deal  with  the  ques- 
tion. 

NAB  wants  say  on  vtr 

NAB  wants  a  chance  to  state  its 
views  in  the  drawn-out  National  Labor 
Relations  Board  study  of  videotape 
jurisdictional  problems.  American  Fed- 
eration of  Television  &  Radio  Artists 
seeks  exclusive  jurisdiction  from  NLRB 
over  persons  making  vtr  commer- 
cials. Screen  Actors  Guild  opposes  the 
AFTRA  plea. 

Charles  H.  Tower,  NAB  broadcast 
personnel-economics  manager,  asked 
NLRB  Dec.  31  for  permission  to  enter 
the  vtr  proceedings  as  an  intervenor, 
stating  its  desire  to  protect  the  interests 


of  tv  stations.  NAB  is  interested  in  sta- 
tion vtr  activity,  not  agency  or  network 
contracts.  It  contends  AFTRA  is  asking 
blanket  power  which  could  upset  long- 
established  bargaining  patterns  based  on 
local  single-employer  negotiations  rather 
than  national  multi-employer  bargain- 
ing as  requested  by  AFTRA. 

In  another  labor  proceeding,  NAB 
has  asked  the  Wage-Hour  Division, 
Labor  Dept.,  for  more  flexibility  to 
small-station  operators  in  pay  and  hours 
for  radio-tv  announcers  who  also  sell 
advertising. 

Government  notes 

•  Tomah-Mauston  Broadcasting  Inc., 
which  received  grant  for  500-w  day- 
timer  on  1390  kc  in  Tomah,  Wis.,  last 
October,  stayed  after  protest  by  WRDB 
Reedsburg,  Wis.,  last  November,  asked 


U.S.  Court  of  Appeals  in  Washington 
last  week  to  unfreeze  stay.  Grantee 
claimed  FCC  has  discretion  in  matter, 
does  not  have  to  clamp  lid  on  building 
pending  outcome  of  protest. 
•  A  construction  permit  for  ch.  17  in 
Bakersfield,  Calif.,  was  granted  by  FCC 
last  week  to  Kern  County  Broadcast- 
ing Co.  Authorization  was  without  pre- 
judice to  such  action  the  Commission 
might  take  as  a  result  of  a  court 
decision  involving  ch.  29  KBAK-TV. 
Also,  the  FCC  reserved  the  right  to 
substitute  for  ch.  17  another  channel 
which  may  as  a  result  of  current  rule 
making  be  assigned  to  Bakersfield.  The 
FCC  also  denied  a  motion  by  KBAK- 
TV  for  a  stay  of  action  on  the  Kern 
application  pending  final  determination 
of  the  KBAK-TV  petitions  requesting 
deletion  of  ch.  10  in  Bakersfield  or  the 
addition  of  ch.  8  there. 


PLAYBACK  quotes 


WORTH  REPEATING 


As  Welcome  As  Can  Be 

Judge  Thomas  J.  Faulconer  Jr.,  of 
Marion  County  (lnd.)  Criminal  Court, 
like  his  predecessor,  Judge  Saul  I.  Rabb 
[Government,  Dec.  6],  promises  there 
will  be  no  restrictions  on  electronic  news 
coverage  of  his  court  proceedings  pro- 
viding it  operates  "within  the  bounds  of 
propriety."  The  judge,  who  will  preside 
over  the  January  trial  of  Mrs.  Connie 
Nicholas  (charged  with  the  murder  of 
Forrest  Teel),  told  Bob  Hoover,  mobile 
news  chief  of  WIBC  Indianapolis: 

"I  figure  the  taxpayers  are  my  bosses. 
They  put  me  in  office  and  they  have  a 
right  to  know  what  goes  on  in  my  court. 
My  courtroom  is  a  small  one.  I  can't  ac- 
commodate a  big  crowd  and  if  I  could  I 
would  not  expect  people  to  lay  off  work 
just  to  come  and  hear  a  trial.  They  can't 
afford  it  and  it  would  not  be  fair  to  their 
bosses.  Therefore,  I  will  encourage  the 
media  that  will  acquaint  my  bosses  with 
what  is  going  on  in  my  court.  Radio,  tv 
and  newspaper  cameras  are  as  welcome 
as  can  be. 

"The  constitution  has  many  provi- 
sions. Three  of  which  I  will  mention  in 
passing.  Number  one  is  freedom  of  the 
press.  Number  two  is  the  right  of  a 
defendant  to  a  speedy,  impartial  and 
fair  trial  and  number  three  is  a  man's 
right  to  privacy.  I  know  that  newsmen, 
radio,  tv  or  newspaper,  are  just  as  in- 
terested in  protecting  a  defendant's 
rights  as  they  are  in  defending  their 
own. 

"I'll  expect  their  cooperation  in  regard 
to  the  above.  I  shall  expect  them  to  stay 
within  the  bounds  of  propriety.  If  the 
mark  is  overstepped  I  shall  take  prompt 


steps  to  oust  the  individual  or  individuals 
guilty.  Dignity  must  prevail  in  my  court- 
room. We  are  all  working  for  a  living 
and  we  can  continue  in  our  individual 
veins  of  effort  if  all  cooperate.  Just 
remember  that  when  a  defendant  enters 
my  courtroom  he  is  as  innocent  as  you 
or  me  until  proven  guilty  beyond  any 
reasonable  doubt." 

Anti-Tv  Snobs  Snubbed 

Scrip ps-Howard  staff  writer  Andrew 
Tully,  after  a  "long  diet  of  holiday  cock- 
tail parties,  [is]  fresh  out  of  patience 
with  a  common  bore  of  the  canape  cir- 
cuit .  .  .  the  anti-tv  snob."  Mr.  Tully 
notes  in  his  syndicated  column: 

Some  day  I'm  going  to  challenge  one 
of  those  types  to  spell  "cat."  Tv  is  a  bum 
a  lot  of  the  time  .  .  .,  but  on  frequently 
increasing  occasions  it  is  a  whopping 
entertainment  value. 

Two  or  three  hours  a  week  I  find 
something  entertaining  or  stimulating 
on  my  17-inch  screen  and  that  makes 
the  set  a  bargain. 

The  kid  who  is  allowed  to  watch  tv 
five  or  six  hours  a  day  is  flirting  with 
permanent  idiocy,  but  the  parent  who 
okays  such  a  schedule  already  has 
achieved  that  stature.  "But  it's  so 
pernicious,"  says  one  lady  of  my  ac- 
quaintance. "It  makes  children  watch- 
ers rather  than  do-ers." 

Baloney.  Three  of  my  kids  play  the 
piano  with  considerable  affection.  A 
fourth  has  her  head  in  a  book  several 
hours  a  day.  .  .  . 

A  tv  set  presumably  can  ruin  a 
child.  But  so  can  too  much  oatmeal  or 
an  overdose  of  Euclid. 

BROADCASTING,  January  5,  1959 


New  BTA-500R/1R  500-  and  1000-wah 
transmitters  in  a  choice  of  colors:  red,  blue, 
green,  and  dark  umber  gray. 


NO  NEUTRALIZATION  REQUIRED 

Tetrodes  throughout  simplify  the  tuning. 

BUILT-IN  PROVISION  FOR  REMOTE  CONTROL 

Terminal  strips  are  provided  in  the  transmitter  for  connection  of  a 
remote-control  unit. 

BI-LEVEL  MODULATION 

The  very  low  order  of  distortion  results  in  improved  soundability. 
FEWER  TUBES 

Smaller  tube  inventory  means  reduced  cost  of  operation. 
ACCESSIBILITY 

Vertical  construction  permits  easy  access  for  maintenance. 
SIMPLIFIED  TUNING 

Only  one  tuning  control— on  the  front  panel.  All  operating  controls  are 
conveniently  located  on  front,  at  both  sides  of  door. 


NEW 

RCA 

500-  AND 

1000-WATT  AM 

TRANSMITTERS 

pace  the 
latest  trends ! 


The  design  philosophy  behind  these  ne^ 
broadcast  transmitters  is  based  on  years  c 
experience  in  developing  the  most  reliable  c 
broadcast  transmitters,  but  the  features  ar 
radically  new.  Simplified  tuning,  reduced  insta 
lation  time,  and  built-in  provision  for  remot 
control  are  some  of  the  improvements.  Als 
included  in  the  design  are  provisions  for  remot 
Conelrad  switching. 


ASE  OF  ACCESS 

All  tubes  can  be  reached  from  the  front 
by  merely  opening  the  door.  Access  to 
the  rear  is  provided  through  two  inter- 
locked panels  behind  the  transmitter. 
These  panels  are  easily  removed  with 
thumbscrew  fasteners.  Typical  RCA 
vertical  construction  permits  easy  ac- 
cess and  maintenance.  Removable  base 
makes  the  transmitter  easy  to  move. 

NEW  OSCILLATOR 


Three  switchable  temperature  controlled  crystal  units,  a  spare  on  tl 
main  frequency,  plus  one  for  automatic  Conelrad  switching  are  inco 
porated  in  the  new  crystal  oscillator  of  both  transmitters.  Six  thuml 
screws  hold  the  etched  oscillator-buffer  circuit  board  to  the  excit 
subassembly.  All  oscillator  and  buffer  connections  are  made  through 
plug  type  terminal  strip.  Frequency  stability  is  ±  5  cycles  for  the  ne 
RCA  crystal  units. 

SIMPLIFIED  POWER  INCREASE 

The  exciter  unit  is  the  nucleus  of  the  basic  transmitter;  all  low-lev 
rf  and  audio  stages  are  built  into  a  single  unit  used  in  both  500-  ar 
1000-watt  transmitters.  Thus,  power  increase  is  made  easier. 

For  further  information  about  these  and  other  transmitters,  call  the  nearest  RCi 
Broadcast  Representative.  In  Canada  call:  RCA  VICTOR  Company  Limited,  Montrea 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.J. 


FUNCTIONAL  COLOR  STYLING 

Fits  into  any  surroundings  through  choice  of  color  for  doors— blue, 
green,  red  or  gray. 


PROGRAMMING 


NO  PLATEAU  IN  SIGHT  FOR  TV  FILM 


Competition  to  intensify  as  medium  matures; 
tv  tape,  international  market  growing  factors 


The  volume  of  business  grossed  by  tv 
film  distributors  in  1958  was  "sub- 
stantially higher"  than  in  1957  and  the 
outlook  for  1959  is  even  more  promis- 
ing. 

This  evaluation  of  the  past  year  and 
a  projection  into  1959  was  provided 
Broadcasting  in  a  roundup  of  opinion 
of  leading  tv  film  distributors.  Other 
pertinent  observations  offered: 

•  In  some  instances,  though  gross 
sales  were  higher,  net  sales  did  not  rise 
commensurately  or  even  were  lower  in 
1958  because  of  increased  overall  costs 
of  production  and  distribution. 

•  The  year  1959  is  likely  to  be  the 
"most  competitive"  since  the  advent  of 
tv  because  the  medium  has  reached 
full  maturity  in  terms  of  set  ownership, 
coverage  and  intensity  of  viewing,  and 
tv  films  cannot  rely  heavily  on  the  tv 
growth  factor. 

•  There  is  a  likelihood  of  a  rash  of 
mergers  among  the  smaller  and  medium- 
sized  tv  film  syndicators,  who  cannot 
operate  profitably  in  the  more  competi- 
tive climate  of  1959. 

•  By  the  end  of  the  year,  more  tv 
film  companies  will  have  either  entered 
videotaped  production  and  distribution 
or  formulated  plans  to  move  into  tape, 
growing  with  VTR  installations  at  sta- 
tions. 

•  The  international  market  will  be- 
come a  more  important  sales  target  in 
1959. 

This  is  the  yearend  situation  for  some 
of  the  leading  tv  film  companies. 

Independent  Television  Corp.  •  This 
company  was  formed  last  September 
when  the  Jack  Wrather  Organization, 
in  association  with  Associated  Television 
Ltd.,  British  program  contractor,  bought 
Television  Programs  of  America  for 
$11,350,000.  A  spokesman  said  TP  A 
,had  "a  fine  year,"  but  ITC  is  looking 


to  the  future.  Jack  Wrather,  board 
chairman  of  ITC,  regards  1959  as  "a 
year  of  building  and  preparation  for  a 
strong  foundation  for  the  future."  By 
1960,  Mr.  Wrather  believes  ITC  "will 
lead  the  field  of  American  companies 
in  national  and  international  tv." 

California   National   Productions  • 

Total  sales  in  1958  were  at  a  record 
high,  soaring  above  those  of  1957  by 
80%  and  over  those  of  1956  by  125%. 
Earl  Rettig,  CNP  president,  believes 
that  sales  will  go  even  higher  in  1959 
and  has  set  a  sales  target  of  $16  million 
for  this  year.  CNP,  he  said,  invested  $9 
million  on  new  programs  during  1958, 
many  of  which  still  will  be  on  the  air 
in  1959.  At  least  three  new  but  not 
further  identified  series  are  planned  for 
1959. 

Ziv  Television  Programs  •  An  opti- 
mistic outlook  for  Ziv  during  1959  is 
based  on  the  record  of  1958.  John  L. 
Sinn,  president,  reported  that  total  sales 
in  1958  rose  by  32%  over  1957,  "it- 
self a  banner  year."  Mr.  Sinn  views  the 
following  as  the  most  important  task 
for  1958:  "The  development  of  new 
ideas  and  the  men  to  implement  them 
with  imaginative,-  top-quality  produc- 
tion"— now  that  tv  films  cannot  depend 
upon  the  medium's  growth  factor  to 
help  sell  films.  During  1958,  Ziv  Tv 
released  two  series  for  network  show- 
ing and  seven  for  syndication. 

National  Telefilm  Assoc.  •  NTA  re- 
ported an  increase  in  its  gross  income 
in  its  1958  fiscal  year  amounting  to 
almost  $15.5  million,  said  to  be  an  in- 
crease of  41.2%  over  the  1957  fiscal 
year  volume.  Ely  A.  Landau,  board 
chairman,  believes  that  1959  will  be 
"even  more  promising"  but  noted  that 
top-quality  production  and  star  values 
must  be  present  in  film  series  more  than 
ever  before.  NTA  is  one  film  organiza- 


tion that  intends  to  accelerate  its  plans 
in  the  tape  field.  Through  its  subsidiary, 
Telestudios  Inc.,  New  York,  NTA  will 
announce  after  the  first  of  the  year  a 
schedule  of  program  series  to  be  taped 
both  in  New  York  and  Hollywood.  The 
stock  of  NTA  is  to  be  acquired  by  Na- 
tional Theatres  sometime  this  year  but 
NTA  will  operate  with  its  present  man- 
agement. 

MCA-TV  Film  Syndication  Div.  • 

Business  at  MCA-TV  during  1958  was 
"highly  satisfactory,"  according  to  a 
company  spokesman.  He  noted  that  by 
the  end  of  the  year  MCA-TV  had  "al- 
most" recouped  the  $50  million  it  com- 
mitted to  pay  Paramount  Pictures  for 
the  feature  film  library  it  acquired  at 
mid-year.  The  library  now  is  in  27  mar- 
kets, he  reported,  and  since  many  of 
the  major  markets  are  still  in  negotia- 
tion, the  potentialities  of  1959  are  "very 
interesting."  One  indication  of  MCA- 
TV's  expansion  plans  for  1959  and  the 
future  is  the  acquisition  recently  of  the 
Universal-International  physical  plant 
for  $11.25  million  for  productions  by 
the  MCA-TV  subsidiary,  Revue  Produc- 
tions. The  company  plans  to  announce 
several  new  tv  film  series  for  1959 
shortly. 

CBS  Films  •  Total  sales  during  1958 
rose  over  those  of  1957  by  more  than 
30% .  Sam  Cook  Digges,  vice  president- 
administration,  looks  forward  to  an 
"even  better  year,"  and  based  on  sales 
expectation,  CBS  Films  plans  to  intro- 
duce seven  new  series  and  produce  sev- 
eral new  pilot  films.  CBS  Films  enters 
1959  with  the  largest  budget  in  its  his- 
tory, according  to  Mr.  Digges.  He  noted 
that  during  the  past  year  the  company 
released  four  new  series  and  said  the 
company  was  "particularly  pleased"  that 
its  product  attracted  several  large  re- 
gional advertisers  to  tv  for  the  first  time. 

Screen  Gems  Inc.  •  The  1958  fiscal 
year  of  Screen  Gems,  ended  last  June 
30,  was  the  highest  in  sales  volume  in 
company   history,   amounting  to  $28 
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million  as  against  $22  million  in  1957. 
SG's  overall  syndication  operation,  cov- 
ering both  series  and  feature  films,  ac- 
counted for  a  100%  boost  in  sales  vs. 
the  1957  fiscal  year.  Ralph  Cohn,  SG 
president,  thinks  the  outlook  for  1958 
is  most  reassuring,  both  domestically 
and  internationally.  Mr.  Cohn  cited  one 
development  at  SG  he  considered  im- 
portant during  1958:  The  marriage  of 
the  film  and  motion  picture  business. 
In  this  connection,  he  noted  that  SG 
had  hired  top-level  producers  and  direc- 
tors from  both  the  tv  and  motion  pic- 
ture industries,  adding  that  one  comple- 
mented the  other  and  assured  SG  of  a 
flow  of  high-value  productions. 

ABC  Films  •  Business  at  ABC  Films 
during  1958  rose  by  about  62%  over 
that  of  1957,  attributed  largely  to  its 
network  sales  of  Man  With  a  Camera 
and  Meet  McGraw,  and  an  increased 
catalogue  of  filmed  properties  offered 
for  syndication.  George  Shupert,  presi- 
dent, believes  1959  is  "a  most  promis- 
ing year"  and  said  ABC  Films  plans  to 
produce  several  new  series  in  associa- 
tion with  Joseph  Schenck  Enterprises, 
the  first  of  which  is  "One  Step  Beyond," 
which  will  be  carried  on  ABC-TV  as 
Alcoa  Presents  under  the  sponsorship 
of  the  Aluminum  Co.  of  America.  ABC 
Films  believes  the  international  market 
will  become  increasingly  important,  and 
in  this  connection  recently  hired  Joseph 
Smith  as  director  of  international  oper- 
ations. 

United  Artists  Television  Corp.  •  In 

1959  UA  may  become  a  major  force 
in  syndication  though  at  present  it  has 
no  intention  of  selling  its  five  tv  film 
series  on  a  syndicated  basis.  It's  gearing 
its  product — representing  an  aggregate 
$9  million  in  production  commitments 
— to  network  and  national  advertisers 
and  hopes  to  close  its  first  deal  "soon." 
But  since  it's  shooting  all  series  at  a 
39-installment  clip  (rather  than  on  a 
cautious  pilot  basis)  it  seems  likely  that 
if  no  national  network  sale  seems  immi- 
nent, UA  is  prepared  to  shift  into  syn- 
dication. Properties  now  before  the 
cameras:  Dennis  O'Keefe  Show,  The 
Troubleshooters,  Hudson's  Bay,  Na- 
tional Airport,   Tales  of  the  Vikings. 

KPRS  sued 

ASCAP  announced  last  week  that 
three  of  its  members  have  filed  suit 
for  copyright  infringement  against 
KPRS  Kansas  City.  The  plaintiffs  al- 
lege that  copyrighted  songs  were  per- 
formed without  authorization  and  are 
asking  the  U.S.  District  Court  for  the 
Western  District  of  Missouri  to  restrain 
the  defendant  from  performing  the 
songs  in  the  future  and  to  award  dam- 
ages of  not  less  than  $250  for  each 
unauthorized  performance,  plus  court 
costs  and  attorneys'  fees. 
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Stockholders  to  vote 
on  NT  buy  of  NTA 

National  Theatres  Inc.,  Los  Angeles, 
which  has  obtained  court  sanction  of  its 
plan  to  acquire  the  stock  of  National 
Telefilm  Assoc.,  New  York,  will  hold 
a  special  stockholders'  meeting  in  Los 
Angeles  Monday  (Jan.  8)  to  vote  on 
the  proposal. 

The  final  legal  barrier  was  removed 
over  Christmas  when  Federal  Judge 
Edmund  L.  Palmieri  signed  an  order, 
approving  the  acquisition  plan.  Judge 
Palmieri  acted  after  receiving  assurance 
from  NT  that  NTA  would  purchase  the 
50%  interest  of  the  20th  Century-Fox 
Corp.  in  the  NTA  Film  Network 
(Broadcasting,  Dec.  29,  1958).  This 
stipulation  was  dictated  by  the  Justice 
Dept.  because  an  association  between 
Fox  and  NT,  which  formerly  was  the 
theatre  exhibition  arm  of  Fox,  might 
contravene  the  consent  decree  of  the 
motion  picture  industry. 

NT  stockholders  already  have  re- 
ceived a  proxy  statement,  outlining  the 
terms  under  which  the  company  would 
obtain  the  stock  of  NTA  (Broadcast- 
ing, Dec.  22,  1958).  The  proposal  calls 
for  NTA  stockholders  to  be  offered 
an  $11  debenture  and  a  warrant  to 
purchase  V4  of  a  share  of  National 
Theatres'  common  stock  for  each  share 


of  NTA  stock.  NT  directors  already 
have  approved  an  agreement  to  obtain 
approximately  15%  of  NTA  stock 
from  its  principal  stockholders  (Ely  A. 
Landau,  board  chairman;  Oliver  A. 
Unger,  president  and  Harold  Goldman, 
executive  vice  president)  on  the  same 
basis. 

UA  in  giant  deal 

Multi-million  dollar  deal  between 
United  Artists  Corp.  and  Aubrey 
Schenck  and  Howard  W.  Koch — calling 
for  production  of  tv  and  theatrical  film 
properties — was  signed  last  week. 
Messrs.  Schenck  &.Koch  had  been  UA 
contract  producers  under  former  Bel- 
Air  Productions  Banner,  will  rename 
their  venture  as  Olympia  Productions 
Inc.  First  tv  series  for  UA-TV  Distribu- 
tion-financing will  be  Miami  Under- 
cover, to  be  shot  at  Desilu  studios. 

Syndicators  welcomed 

The  Television  Bureau  of  Advertising 
is  opening  up  its  membership  ranks  to 
include  tv  film  syndicators  as  associate 
members.  Effective  immediately,  film 
syndicators  are  offered  access  to  all  TvB 
sales,  research,  sales  promotion  and  de- 
velopment materials.  Full  details  are 
available  from  William  B.  MacRae, 
TvB  director  of  station  relations.  444 
Madison  Ave..  New  York  22. 


PRESCRIPTION 

TO  ELIMINATE  "F.  &  S.  J.  V."  HEADACHES 

If  the  billion  dollar  Fresno  and  San  Joaquin  Valley 
gives  you  buyers  headache  or  various  other  assorted 
ills,  eliminate  the  pain,  the  strain,  by  using  KJEO-TV, 
the  ALL-FAMILY  TV  Station.  With  a  choice  selection 
of  10,  20  and  60  second  avails  in  addition  to  program, 
KJEO-TV  has  solved  many  buyers  problems,  it  could 
solve  yours.  Call  your  H-R  Man  today. 


NOBEL  PRIZEMEN  ON  NBC-TV 

'Continental  Classroom'  largest  academic 
conclave  world  has  ever  known:  Sarnoff 


Continental  Classroom,  NBC-TV's 
early-morning  course  in  atomic-age 
physics,  has  lined  up  seven  Nobel 
Prize  winners  to  appear  as  guest  in- 
structors in  coming  months. 

Robert  W.  Sarnoff,  NBC  board  chair- 
man, is  announcing  the  lineup  in  his 
latest  "Letter"  to  radio-tv  editors,  being 
released  today  (Jan.  5).  "Wouldn't  any 
university  in  the  world  trade  its  parch- 
ment birthright  for  a  physics  depart- 
ment of  that  calibre?"  he  asked. 

He  said  about  270,000  high  school 
and  college  students  and  teachers,  busi- 
nessmen, housewives  and  others  tune 
daily  to  Classroom,  conducted  by 
Dr.  Harvey  E.  White  of  the  U.  of  Cal- 
ifornia at  Berkeley  and  presented  at 
6:30-7  a.m.  on  weekdays.  This  audience, 
Mr.  Sarnoff  noted,  is  "hardly  more 
than  a  single  rating  point,  but  still  the 
largest  academic  conclave  the  world 
has  ever  known  and  one  that  would 
take  Dr.  White  more  than  1,300  years 
to  instruct  if  he  were  to  divide  it  into 
five  standard  college  classes  a  day." 


Classroom,  designed  to  help  over- 
come the  "critical,  even  menacing, 
shortage  in  this  country  of  qualified 
physics  instructors,"  was  described  by 
Mr.  Sarnoff  as  "the  most  dramatic  and 
perhaps  the  most  useful  of  all  post- 
Sputnik  efforts  to  close  the  perilous  gap 
in  America's  science  education." 

Yet,  he  said,  "It  is  not  particularly 
dramatic  or  difficult  on  NBC's  part.  We 
offer  technical  facilities,  production 
know-how,  air  time  and  an  existing  na- 
tional lineup  of  stations."  The  Ameri- 
can Assn.  of  Colleges  for  Teacher  Ed- 
ucation is  "a  knowledgeable  partner," 
and  eight  other  organizations  and  com- 
panies help  financially.  "I  think  our 
principal  contribution  is  that  we  exist," 
Mr.  Sarnoff  asserted.  "Only  because  of 
our  structure  as  a  national  network, 
able  to  reach  Americans  everywhere, 
can  this  massive  infusion  of  scientific 
knowledge  be  attempted." 

He  reported  that  149  stations  carry 
the  program,  250  colleges  and  univer- 
sities offer  full  academic  credit  for  the 


course,  5,000  high  school  teachers  and 
teachers-in-training  are  registered  en- 
rollees,  and  27,000  others  have  sent  in 
50  cents  each  for  a  syllabus. 

The  seven  Nobel  Prize  winners  set 
by  Dr.  White  to  appear  as  guests  are 
Dr.  Walter  H.  Brattain  of  Bell  Labs 
(Nobel  Prize  1956);  Dr.  Polykarp 
Kusch,  Columbia  U.  (1955);  Dr.  Isidor 
I.  Rabi,  Columbia  U.  (1944);  Dr.  Felix 
Block,  Stanford  U.  (1952);  Dr.  Glenn 
T.  Seaborg,  U.  of  California  (1951); 
Dr.  Carl  D.  Anderson,  California  In- 
stitute of  Technology  (1936)  and  Dr. 
Edwin  M.  McMillan,  U.  of  California 
(1951).  They  are  slated  to  make  single 
appearances,  starting  in  February. 

PROGRAM  NOTES 

•  Gross-Krasne-Sillerman  Inc.,  N.  Y., 
reports  that  plans  for  its  new  Fate 
anthology  series  calls  for  simultaneous 
production  in  Europe  and  Hollywood. 
Some  episodes  in  39-program,  half-hour 
series  will  be  filmed  in  Europe  while 
others  are  being  produced  in  Holly- 
wood, starting  in  January.  GKS  believes 
simultaneous  filming  will  speed  up  pro- 
duction and  thereby  reduce  shooting 
time;  broaden  production  scope  (inter- 
national location  shooting)  and  widen 
story  material  possibilities. 
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•  CBS-TV  will  introduce  an  hour-long 
dramatic  series,  Rawhide,  on  Jan.  9 
(Fri.,  8-9  p.m.)  under  the  sponsorship 
of  Lever  Bros,  and  Pharmaceuticals 
Inc.,  it  was  announced  last  week  by 
William  H.  Hylan,  CBS-TV  executive 
vice  president  of  sales  administration 
(Broadcasting.  Dec.  29.  1958).  The 
agency  for  Lever  Bros,  is  J.  Walter 
Thompson  Co.,  New  York,  and  for 
Pharmaceuticals  Inc.,  Parkson  Adv., 
New  York.  CBS-TV's  Trackdown 
moved  out  of  the  Friday,  8-8:30  p.m. 
period  last  week  and  will  be  presented 
on  Wednesday,  8:30-9  p.m..  effective 
Jan.  28. 

•  Wilding-Tv  Div.  of  Wilding  Picture 
Productions,  Chicago,  has  allocated 
$1  million  for  expansion  of  equipment 
and  facilities  used  in  making  tv  com- 
mercials, announced  Joseph  Morton, 
general  manager  of  newly-created  divi- 
sion, who  also  reported  40%  increase  in 
tv  commercial  revenue  for  Wilding  in 
1958  over  previous  year. 

•  Vincent  Michaels  Inc..  new  "'radio 
ads"  service  offering  advertising  mats 
to  radio  stations  for  newspaper  promo- 
tion of  local  programs,  has  been  opened 
by  Michael  Bogen.  specialist  in  syndi- 
cated ad  mats,  at  21  E.  28th  St.,  New 
York  16.  Telephone:  Murray  Hill 
3-7803. 


On  NBC-TV: 

Jan.  5-9,  12-14  (2-2:30  p.m.)  Truth  or 
Consequences,  participating  sponsors. 

Jan.  5-9,  12-14  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Jan.  5,  12  (10-10:30  p.m.)  Arthur  Murray 
Party,  P.  Loril lard  through  Lennen  &  Newell. 

Jan.  6  (8-9  p.m.)  Eddie  Fisher  Show,  Liggett 
&  Myers  through  McCann-Erickson. 

Jan.  7,  14  (8:30-9  p.m.)  The  Price  Is  Right, 
'   Speidel  through  Norman,  Craig  &  Kummel  and 
j  Lever  Bros,  through  J.  Walter  Thompson  Co. 
Jan.  7,  14  (9-9:30  p.m.)  Milton  Berle,  Kraft 
Foods  Co.  through  J.  Walter  Thompson  Co. 

Jan.  8   (9:30-10   p.m.)   Ford   Show,  Ford 
through  J.  Walter  Thompson  Co. 
|      Jan.  8  (10:30-11  p.m.)  Masquerade  Party, 
l  P.  Lorillard  through  Lennen  &  Newell. 

Jan.  9  (7:30-8  p.m.)  Northwest  Passage, 
sustaining. 

Jan.  9  (8-9  p.m.)  Ellery  Queen,  RCA  through 
Kenyon  &  Eckhardt. 
Jan.  10  (8-9  p.m.)  Perry  Como  Show,  par- 
i  ticipating  sponsors. 

Jan.  11  (4  p.m.  to  conclusion)  Ninth  An- 
nual Pro  Bowl  Football  Game,  Liggett  &  Myers 
through  Dancer-Fitzgerald-Sample  and  Mercury 
'<   Div.  of  Ford  Motors  through  Kenyon  &  Eck- 
i  hardt. 

Jan.  11  (7:30-8  p.m.)  Music  Shop  With 
Buddy  Bregman,  sustaining. 

Jan.  11  (8-9  p.m.)  Steve  Allen  Show,  du 
Pont  through  BBD0,  Timex  through  Peck, 
Greyhound  through  Grey  and  Polaroid  through 
Doyle  Dane  Bernbach. 

Jan.  12  (8:30-9:30  p.m.)  Bell  Telephone 
Hour,  Bell  Telephone  through  N.  W.  Ayer  & 
i  Son. 

Jan.  13  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt. 


AN  entirety  New 
FREQUENCY  MONITOR 


GUARDS  THE  ACCURACY  OF  YOUR  DIAL 
POSITION  WITHIN  ±2  PARTS  IN  A  MILLION 


What's  new? — A  vacuum  type  crystal  eliminates  air  gap  adjustments  and 
time  consuming  installation  procedures — a  new  simplified  circuit  built  around 
Gates  solid  process  printed  wiring  for  greater  accuracy  and  prototype 
uniformity — may  be  direct  connected  or  "off  the  air"  monitored* — 100% 
parts  accessibility  with  hinge-down  front  panel — blanket  type  heater  for 
absolute  even  heat  distribution  to  vacuum  crystal  and  oscillator  components — 
simplified  extension  for  remote  control,  just  add  the  second  meter  for  up 
to  20  miles  of  line,  nothing  else. 

There  are  a  host  of  other  new  features,  of  course,  as  this  fully  FCC  ap- 
proved Gates  M4990  frequency  monitor  is  entirely  new! 

Price  in  the  United  States  is  only  $765.00.  Delivery  is  prompt.  If  you  are 
just  starting,  specify  the  Gates  M4990  Frequency  Monitor.  If  you  need  a 
replacement,  the  Gates  M4990  is  the  only  truly  new  monitor  in  recent  years. 
For  additional  information,  write  today  for  brochure  No.  84. 

Remember,  in  radio  broadcasting,  you  can  always  expect  the  new  from 
Gates  .  .  .  leader  in  creative  engineering. 
'Whip  antenna  for  off  air  monitoring  optional  accessory. 
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FANFARE 


Supermarkets  thrive 
on  KTTV  (TV)  formula 

Early  last  year  KTTV  (TV)  Los 
Angeles  discontinued  Star  Shoppers,  a 
five-year-old  series  of  weekday  morning 
telecasts  from  Southern  California  su- 
permarkets. Out  the  window  with  the 
program  went  the  backbone  of  the  sta- 
tion's merchandising  program. 

In  a  search  for  a  new  merchandising 
approach,  Jack  O'Mara,  director  of 
KTTV  merchandising  and  promotion, 
and  his  associates  approached  the  prob- 
lem by  asking  and  answering  the  basic 
question,  "What  is  merchandising?" 
Their  answer:  "Merchandising  is  what 
a  medium  can  do  to  help  its  advertisers 
move  their  products."  It  was  the  foun- 
dation for  KTTV's  new  PM  (Product 
Movement)  Plan,  now  proven  in  op- 
eration. 

Under  the  PM  Plan,  KTTV's  adver- 
tisers may  choose  14  specific  merchan- 
dising aids.  They  select  the  help  they 
want  in  amounts  determined  by  the 
value  of  the  advertising  they  purchase 
on  KTTV.  A  "value  point"  scale  is 
used. 

Participating  at  the  retail  end  are  19 
foodstore  chains  with  more  than  300 
supermarkets.  Merchandising  aids  of- 
fered (each  with  value  point  "prices")  in- 
clude: calls  on  key  buyers;  consumer 
surveys  conducted  in  stores  and  by 
telephone;  store  displays;  trade  mailings; 
distribution  checks,  and  Spotlight  Boxes 
and  Value  Vouchers  in  the  stores' 
printed  advertising,  which  offer  KTTV- 
advertised  items  at  special  discount 
prices. 

Each  merchandising  service  has  its 
own  price  in  value  points.  These  points 
are  charged  against  the  total  points 
earned  by  the  advertiser  through  his 
total  time  purchases  on  KTTV  in  each 
13 -week  cycle. 

Stores  participating  in  the  PM  Plan 
also  earn  points  which  are  redeemed  as 


credit  towards  the  purchase  of  time  on 
KTTV.  When  a  store  offers  a  discount 
price  on  an  item  through  the  Value 
Voucher  in  its  newspaper  ad,  the  sta- 
tion credits  the  store  with  half  the  value 
of  the  discount  for  each  item  sold. 
When  the  47-store  Thriftimart  chain  of- 
fered Post  cereals  at  a  special  price  of 
5  cents  for  a  21  cents  package  and  sold 


Measurable  Results  •  KTTV's 
PM  Plan  produces  proof  of  ad 
impact  for  Tom  Desmond  (r), 
Colgate-Palmolive  Co.  household 
products  division  manager,  and 
Chuck  Martin,  KTTV  merchan- 
dising manager. 


14,000  boxes,  KTTV  gave  the  store  a 
credit  of  8  cents  a  box,  or  $1,120,  to- 
ward the  purchase  of  time  on  KTTV. 
The  40  stores  of  the  Fox  Markets  chain 
used  Spotlight  Boxes  in  its  newspaper 
ads  to  offer  Yuban  coffee  at  a  reduction 
of  30  cents  a  pond.  In  a  four-day  period 
68,000  sales  were  made  and  Fox  Mar- 
kets earned  a  KTTV  time  credit  of 
$10,200. 

An  outstanding  characteristic  of  the 
PM  Plan  is  its  flexibility,  Mr.  O'Mara 


claims.  A  client  wanting  a  special  pro- 
motion assist  outside  the  14  points  of- 
fered will  find  that  KTTV  can  provide 
it,  he  adds.  One  advertiser  preferred 
to  have  its  own  salesmen  handle  ar- 
rangements for  store  displays.  The  ad- 
vertiser conducted  a  contest  among  its 
salesmen  and  KTTV  provided  the 
prizes,  charged  at  two  value  points  per 
dollar  retail  price. 

Documentary  proof  of  the  effective- 
ness of  the  PM  Plan  is  offered  by  Mr. 
O'Mara  as  he  points  to  the  thousands 
of  redeemed  Value  Vouchers  received 
by  the  station  at  the  conclusion  of  any 
promotion.  He  says,  "We  have  tried  to 
develop  a  plan  stripped  of  all  pretense 
and  fluff,  a  plan  which  at  every  step  of 
the  way  tries  to  document  precisely  the 
results  obtained." 

The  PM  Plan  has  been  in  operation 
eight  months  now.  Some  of  the  prod- 
ucts for  which  it  has  been  used  are: 
Value  Vouchers — Scott  Paper  prod- 
ucts, Vel,  Heinz  soups,  MJB  coffee, 
White  King  soap;  Spotlight  Boxes — 
Alka  Seltzer,  Olympia  beer,  Yuban  cof- 
fee, Clorox,  Schlitz  beer;  Displays — 
Colgate,  Baker's  chocolate  and  Jif  pea- 
nut butter. 

Supermarket  chains  participating  in 
the  plan  range  from  the  47-market 
Thriftimart  to  the  2-market  Shopping 
Basket  group  located  in  Southern  Cali- 
fornia. 

Young  ideas  on  KTVU  (TV) 

KTVU  (TV)  Oakland,  Calif.,  is  giv- 
ing a  youthful  production  firm  a  chance 
to  show  what  it  can  do. 

The  company  is  Alpha  Productions, 
a  project  of  Junior  Achievement,  the 
youth  organization  that  establishes  busi- 
nesses for  its  members.  For  13  weeks 
starting  Jan.  18,  Alpha  will  have  a  live 
Sunday  afternoon  series  on  KTVU.  The 
young  company  creates,  produces  and 
sells  ($15  for  a  minute  spot,  compared 
with  KTVU's  $300  rate)  the  entire 
series.  Alpha  stockholders  get  profits 
at  conclusion  of  the  project. 

Ad  Week  kits  available 

Advertising's  role  in  the  nation's 
economy  will  have  the  support  of  radio 
and  television  in  an  intensive  promotion 
effort  to  launch  Advertising  Week  (Feb. 
8-14).  Participation  in  the  all-media 
campaign  was  planned  by  radio-tv  ex- 
ecutives and  Benton  and  Bowles,  agency 
for  the  nationwide  project.  The  ma- 
terial to  be  offered  to  networks  and 
stations  will  advance  the  theme:  "More 
jobs,  better  products,  lower  prices.  Ad- 
vertising works  for  you!" 

The  radio  kit,  including  a  record  with 


United  Press  International  k 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfi  m 
Build  Ratings  ^ 
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NTA'S  DREAM  PACKAGE 

of  85  feature  films  from  the 
studios  of  20th  Century-Fox 
and  other  important  producers 


announcements  by  well-known  person- 
alities, a  campaign  jingle  and  scripts  for 
live  broadcasts,  is  available  at  $2.  The 
tv  kit  consists  of  one-minute  and  20- 
second  films  and  an  eight-second  ID 
spot,  and  costs  $12.  Both  kits  are 
available  from  Advertising  Federation 
of  America,  250  W.  57th  St.,  New 
York  19,  N.Y.  Advertising  Assn.  of 
the  West  is  co-sponsor  of  Advertising 
Week. 

State  to  use  WMTR  report 

A  departure  from  the  usual  "straight 
facts"  treatment  of  a  tragic  automobile 
collision  was  prepared  by  Bob  Stoepker. 
news  director  of  WMTR  Morristown, 
N.J.  The  listener  impact  was  such  that 
a  tape  recording  of  his  report  has  been 
selected  for  use  in  a  pilot  program  to 
teach  safe  driving  in  New  Jersey's  pub- 
lic high  schools.  Mr.  Stoepker  reported 
the  deaths  of  four  teenaged  boys  in  a 
head-on  crash  from  the  viewpoint  of  a 
parent  who  "suddenly  sees  17  years  of 
work  and  dreams  snuffed  out  in  a  few 
violent  moments."  The  original  news- 
cast was  rebroadcast  twice  that  same 
day,  and  a  number  of  Morris  County 
high  schools  fed  the  report  through  their 
intercom  systems  for  the  students  to 
hear.  This  resulted  in  a  request  from 
the  state's  traffic  safety  director,  J. 
Raymond  Manahan,  for  a  tape  to  use 
in  a  planned  driver  education  program. 


Call  letters  greet  WISN 

A  lot  can  be  said  on  a  postcard  if 
you  have  the  time  and  patience  of  the 
winner  in  contest  conducted  by  WISN 
Milwaukee.  The  station  invited  listeners 
to  write  "WISN"  as  many  times  as  pos- 
sible on  the  message  side  of  a  card 
measuring  5Vi  by  3Vk  inches  and  offered 
a  $100  cash  first  prize.  A  salesman  at 
Wisconsin  Magneto  Co.  wrote  the  call 
letters  11,839  times  by  using  10  well- 
sharpened  No.  9  drawing  pencils  with 
a  magnifying  glass,  and  the  feat  re- 
quired 80  spare-time  hours  of  work, 
according  to  WISN. 

NBC  demonstrates  slogan 

NBC  Radio  has  sent  a  ball-and-cup 
game  to  advertisers  and  agencies  as  the 
"clincher"  of  a  five-week  campaign  to 
popularize  the  network's  "engineered 
circulation"  concept — that  advertising 
on  NBC  Radio  is  timed  to  reach  listen- 
ers during  responsive  periods.  The  game 
is  designed  to  illustrate  the  campaign 
slogan:  "The  trick  is  in  the  timing." 

WKCB-WKCQ  (FM)  pucksters 

The  Berlin  (N.H.)  Maroons,  an  ama- 
teur hockey  team,  are  playing  this  sea- 
son under  the  banner  of  WKCB-WKCQ 
(FM)  Berlin,  Richard  P.  McKee,  the 
stations'  owner,  has  announced.  Under 
station  management,  the  Maroons  will 
play  teams  throughout  New  England 
and  New  York. 


Tv  Movie  Missionary  •  Starlet 
Sandy  Warner  holds  up  some  of  the 
Paramount  footage  KNXT  (TV)  Los 
Angeles  charged  her  with  promoting 
for  a  movie  splash  starting  this  week. 


To  herald  12  major  motion  pictures 
premiering  on  KNXT,  "Miss  Para- 
mount Week"  has  been  calling  on 
the  press,  riding  in  holiday  parades, 
appearing  at  public  functions  and 
posing  for  lots  of  pictures. 

Backing  up  its  front  woman. 
KNXT  sent  up  a  plane  over  the 
New  Year's  Day  Rose  Bowl  parade 
with  an  exclusive  sky-writing  fran- 
chise to  reach  an  expected  1.5  mil- 
lion parade  watchers.  Also  in  the 
Paramount  Week  promotion  kit: 
$50,000  worth  of  air  promotion  time, 
18,000  lines  in  local  newspapers, 
four  pages  in  Tv  Guide,  giant  bus 
posters,  market  cards,  direct  mail, 
bottle  labels,  billboards  and  a  full- 
scale  publicity  campaign  in  news- 
papers and  magazines. 

The  12  Paramount  Week  features 
are  being  shown  on  the  weeknight 
Early  Show  and  Big  Hit  Movies,  Sat- 
urday's Fabulous  52  show  and  a  Sun- 
day film  program.  Paramount  Week 
movies  star  Bing  Crosby,  Bob  Hope. 
Fredric  March,  Herbert  Marshall, 
Barbara  Stanwyck,  Jack  Benny,  Fred 
MacMurray,  Claudette  Colbert,  Mar- 
lene  Dietrich  and  others. 


Each  and  every  one  of  the  85 
feature  films  in  this  distin- 
guished group  offers  a  sales 
and  rating  dream!  top-flight, 
stars ,  first-rate  pictures . 

THIS  ABOVE  ALL 


CALL  NORTHSIDE  777 

James  Stewart,  Lee  J.  Cobb,  Richard  Conte 

MOTHER  WORE  TIGHTS 

Betty  Grable,  Dan  Dailey 

THE  RAINS  CAME 

Tyrone  Power,  Myrna  Loy 

HEAVEN  CAN  WAIT 

Gene  Tierney,  Don  Ameche 

CALL  OF  THE  WILD 

Clark  Gable,  Loretta  Young 

ROAD  TO  GLORY 

Fredric  March,  Lionel  Barrymore 

For  the  full  story, 

get  in  touch  today  with  .  .  . 

MTA  NATIONAL  TELEFILM 
HI  H  ASSOCIATES,  INC., 
10  Columbus  Circle.  New  York  19 


f: 


J  Houston  ™ 

"•ijy 


KTRK-TV,channell3 


ADVERTISING  IN 
b|  BUSINESSPAPERS 
MEANS  BUSINESS 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated 
Business  Publications 
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Prize  Promotions  •  These  took  $5,- 
000  top  prizes  in  NBC-TV's  affiliate 
contest  for  daytime  promotion 
(Broadcasting,  Dec.  29,  1958).  The 
presentation  of  KOA-TV  Denver, 
winner  in  the  basic  affiliate  class,  is 
by  Dean  Faulkner,  station  promotion 
manager.  Peggy  Cooper  of  WITN 
(TV)  Washington,  N.C.,  directed  the 
winning  campaign  in  the  contest 
among  optional  affiliates. 

The  winning  formulas: 

KOA-TV  built  its  campaign 
around  a  ditty,  "All  Day  Every  Day 
it's  NBC  on  KOA-TV,"  which  was 
recorded  by  local  personalities  and 
used  in  a  number  of  ways.  The  tune 
was  background  for  all  sustaining 
station  breaks  for  3 1  days. 

NBC  daytime  also  was  promoted 
in  8,769  lines  of  advertising  in  two 
dailies  and  10  weeklies  plus  the  local 
Tv  Guide,  in  five  to  eight  one-minute 


spots  a  day  on  KOA-TV  plus  pro- 
motion on  local  live  shows,  and  four 
times  a  day  on  KOA  Radio.  A 
KOA-TV  viewer  contest  offered  an 
expense-paid  week  in  Havana  and 
50  lesser  prizes,  for  best  answers  to 
"'why  I  like"  specific  NBC-TV  day- 
time shows  (50,000  entry  blanks 
distributed).  Banners,  cards,  store 
displays  and  other  aids  also  were 
used. 

WITN  promoted  the  network  day 
lineup  in  210  one-minute  spots 
placed  on  seven  independent  radio 
stations,  by  "Miss  North  Carolina" 
and  WITN  personalities  on  WITN 
shows,  by  a  "Keyhole  Contest"  offer- 
ing prizes  for  correct  identification 
of  NBC-TV  stars  from  partial  photo- 
graphs; 1,797  announcements  on  the 
station  and  an  airplane  towing  a 
banner. 

Other  WITN  attention-getters: 
2,751  lines  of  advertising  in  18  news- 
papers plus  the  local  Tv  Guide,  a 
parade  with  high  school  band,  a 
bannered  railroad  caboose  on  one 
and  two-day  stopovers  in  nine  cities, 
telephone  promotion  by  women's 
clubs  in  eight  counties  (10,023  calls 
in  13  towns)  and  5,000  program 
schedules  plus  other  mail  matter. 


RADIO-TELE-LUXEMBOURG 

GIVES  ADVERTISERS  COVERAGE  OF 

BELGIUM  and  NETHERLANDS  Over  1,000,000  Radio  Homes 

England.  .2,800,000  Radio  Homes  France.  .  .3,500,000  Radio  Homes 
Germany  Ruhr;  Rhineland-Pfalz 

WE  HAVE  NOT  LOST  AN  AMERICAN 
ADVERTISER  IN  OVER  10  YEARS! 

Advertisers   now  using  RADIO-TELE-LUXEMBOURG 

•  Aqua  Velva  •  Frigidaire  •  Nescafe  •  Philips  Yeast 

•  Colgate  Palmolive      •  Tide  •  MacCormick  «  Toni 

•  Lux  •  Prom  •  Carters  •  White  Rain 

•  Gillette  *  Singer  •  Watermans 

And  others 

GUY  BOLAM  MU  5-1300 

AMERICAN  SALES  &  SERVICING  AGENCY  370  Lexington  Ave. 


No  escape 

There  may  be  a  long  road  awindin" 
but  stop  in  Ponca  City  and  pick  up  a 
package  at  Aunt  Lucy's.  This  is  the 
sort  of  message  wives  of  traveling  sales- 
men in  the  WKY  Oklahoma  City  listen- 
ing area  can  relay  to  husbands  via  the 
public  service  program,  Service  for 
Salesmen,  broadcast  four  times  each 
weekday.  WKY  points  out  that  Okla- 
homa City  is  headquarters  for  many 
distributorships  which  have  salesmen 
whose  homes  are  in  that  city  but  who 
travel  the  entire  Southwest  on  their 
jobs.  Emergency  messages  from  sales- 
men's families  are  scheduled  at  times 
they  are  likely  to  be  on  the  road,  at 
8:30  a.m.  and  12:30,  5:30  and  9:30  p.m. 

WQAM  prods  tourist  inflow 

When  WQAM  Miami  learned  that 
the  Eastern  Airlines  strike  was  slowing 
down  the  annual  tide  of  winter  vaca- 
tioners to  that  city,  the  station  set  out 
to  revive  sountbound  traffic.  It  launched 
a  week-long  "Operation  Air  Space" 
campaign  in  which  listeners  were  urged 
to  write  to  their  friends  and  relatives 
up  north  to  emphasize  the  fact  that 
seats  were  still  available  on  the  other 
airlines  serving  the  city.  With  air- 
plane seats  going  begging,  according  to 
WQAM,  there  was  no  reason  why  the 
strike  should  keep  northerners  from 
enjoying  Florida  weather. 

Better  underwater,  they  say 

KJH-TV  Los  Angeles  has  taken  steps 
to  see  that  tv  editors  get  the  most  out 
of  its  feature  this  week  (Jan.  5-11)  on 
Channel  9  Movie  Theatre.  To  con- 
dition them  for  Howard  Hughes'  "Un- 
derwater," starring  Jane  Russell,  KHJ- 
TV  has  sent  along  enrollment  certifi- 
cates for  a  1 5-hour  course  at  the  Amer- 
ican Institute  of  Diving.  The  potential 
students  also  have  been  provided  with 
rubber  flippers,  goggles  and  a  snorkle 
by  the  station.  KHJ-TV's  accompany- 
ing letter  explains:  "We  feel  you  will 
enjoy  the  picture  more  if  you  have  the 
proper  equipment  and  training.  .  .  . 
Motto  for  the  picture  is:  'It's  better 
underwater!'  " 

WJR  sends  sound  samples 

A  free  demonstration  record  of 
sample  radio  commercials  developed  by 
the  Recording  and  Production  Div.  of 
WJR  Detroit  is  being  offered  to  adver- 
tisers and  agencies  in  a  direct  mail 
piece.  The  promotion  disc  features 
WJR's  staff  of  composers,  writers,  musi- 
cians, vocalists,  announcers  and  pro- 
ducers in  a  variety  of  commercial  ap- 
proaches and  effects.  Jimmy  Clark, 
composer  and  arranger,  heads  the  divi- 
sion and  Ned  Nolan  is  chief  recording 
engineer. 
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RCA  SALES  NEAR  1957  RECORD 

Sarnoff  reports  profit  $2  a  share  in  '58 


A  year-end  statement  issued  last  week 
by  Brig.  Gen.  David  Sarnoff,  RCA  board 
chairman,  points  out  that  increased  sales 
in  the  fourth  quarter  of  1958  gave  RCA 
an  annual  volume  of  business  approxi- 
mating the  record  high  of  $1,176  bil- 
lion achieved  in  1957. 

Gen.  Sarnoff  reported  that  profits 
during  1958  will  total  about  $2  a  share, 
compared  with  $2.55  in  1957.  The 
RCA  board  of  directors,  he  said,  de- 
clared the  same  dividend  as  last  year 
— $1.50  (25  cents  a  quarter  regular 
and  50  cents  extra).  Gen.  Sarnoff  in- 
terpreted this  action  as  "an  indication 
of  RCA's  improving  profit  picture  and 
of  the  confidence  of  the  board  in  the 
corporation's  prospects  for  1959  and 
subsequent  years."  Dividends  to  stock- 
holders for  1958.  he  added,  amounted 
to  $23,886,000. 

"The  new  year  begins  with  definite 
indications  of  new  peaks  in  the  produc- 
tion of  goods  and  services,  consumer 
income  and  spending,  and  constructive 
outlays,"  Gen.  Sarnoff  declared.  "The 
outlook  for  1959  indicates  a  good  year 
for  business  and  for  a  continuing 
growth  of  the  American  economy." 

Gen.  Sarnoff  noted  that  sales  to  the 
government  in  1958  totaled  about  $300 
million,  which  he  described  as  a  14% 
increase  over  1957.  He  said  the  back- 
log of  government  orders  at  year-end 
is  approximately  $300  million,  an  in- 
crease of  $50  million  during  1958. 

NBC  Gains  Cited  •  He  reported  that 
NBC  registered  "board  gains"  during 
1958,  and  added: 

"For  the  eleventh  straight  year,  na- 
tional advertisers  invested  more  heavily 
than  ever  before  in  NBC's  television 
network  and  NBC-TV  again  led  all 
networks  in  number  of  sponsors.  Gross 
time  sales  in  1958  exceeded  the  previous 
year  by  11%,  more  than  double  the 
network's  volume  of  five  years  ago. 

"NBC  reaffirmed  its  faith  in  radio  by 
developing  a  wider  variety  of  new  pro- 
grams and  formats.  Toward  the  end  of 
1958,  NBC  Radio  had  48%  of  all 
measured  radio  network  sponsored  time, 
and  commercial  radio  business  was  up 
20%." 

Gen.  Sarnoff  commented  upon  the 
expansion  in  and  the  growing  impor- 
tance of  the  electronics  field,  pointing 
out  that  the  industry,  in  the  past  12 
years,  has  grown  at  a  rate  more  than 
six  times  that  of  the  national  economy 
as  a  whole.  He  described  electronics 
as  a  $14  billion  a  year  industry  and 
observed  that  RCA,  as  a  pioneer  in 
the  field,  has  made  significant  contribu- 
tions in  this  area. 


Tv  via  Satellites?  •  In  this  connec- 
tion, Gen.  Sarnoff  disclosed  that  RCA 
is  investigating  possible  uses  for  special- 
purpose  satellites,  including  a  relay  sta- 
tion for  international  television,  and 
orbital  post  offices  and  weather  sta- 
tions. 

Among  RCA's  major  achievements  of 
1958,  listed  by  Gen.  Sarnoff,  were:  the 
introduction  of  almost  100  new  prod- 
ucts, including  the  first  fully-transis- 
torized, general-purpose  electronic  data 
processing  system  (RCA  501);  the  in- 
troduction of  stereophonic  sound  to 
the  popular  market  with  the  first  com- 
plete line  of  stereo  high-fidelity  instru- 
ments and  a  stereo  tape  cartridge  pro- 
viding four  times  as  much  music  as 
the  standard  tape;  the  development  of 
an  automatic  checkout  system  that  will 
reduce  the  "countdown"  time  for  the 
Atlas  ICBM;  the  development  of  a 
new  micromodule  concept  in  electronic 
circuitry  that  makes  possible  the  reduc- 
tion of  many  military  items  to  one-tenth 
— and  in  some  cases  to  one-thousandth 
— their  present  bulk. 

Tv  stereo  by  Motorola 

Motorola  Inc.,  Chicago-based  elec- 
tronics manufacturer,  claims  to  have 
developed  the  world's  first  compatible 
stereophonic  sound  system  for  tele- 
vision. The  company  unveiled  a  four- 
unit  "Home  Entertainment  Center"  at 
the  opening  of  the  Winter  Home  Fur- 
nishings Show  in  Chicago's  Merchan- 
dise Mart  Sunday  (Jan.  4).  It  consists 
of  a  stereo  unit  with  tape  cartridge,  fm 
radio  and  record  player;  tv  receiver, 
and  two  speaker  boxes. 

The  stereo  tv  sound  system  was  dem- 
onstrated by  means  of  closed  circuit, 
utilizing  cable  feeds  from  WGN-TV 
that  city.  The  first  few  minutes  of  a 


10  Millionth  Set  •  RCA  board 
chairman  Brig.  Gen.  David  Sar- 
noff (1)  is  pictured  with  RCA 
consumer  products  executive  vice 
president  P.  J.  Casella  beside  the 
company's  10  millionth  tv  set. 
The  model  is  a  color  receiver 
fresh  off  the  production  line  at 
Bloomington,  Ind.  Sitting  on  top 
of  it  is  a  1946  monochrome  set, 
RCA's  first  production  model. 


quarter-hour  test  program  were  aired 
monaurally.  Transmission  was  then  con- 
verted to  stereo  through  Motorola  de- 
coding adapter  equipment. 

A  Motorola  spokesman  pointed  out 
that  the  FCC  has  not  yet  devised  stand- 
ards for  stereo  tv.  For  that  reason,  he 
noted,  the  demonstration  was  a  closed 
circuit  transmission  utilizing  multiplex- 
ing techniques.  The  system  includes  two 
tracks  each  for  sound  and  video.  The 
complete  "Homecenter"  is  valued  at  be- 
tween $500  and  $700. 

The  program  was  videotaped  earlier 
on  Ampex  recording  facilities  and  fed 
by  WGN-TV  via  cable  to  the  Merchan- 
dise Mart.  The  system  was  devised  by 
Motorola's  engineering  staff  working 
closely  with  WGN-TV  technical  rep- 
resentatives. 
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Advertisers 

•  Walter  C.  Fisher  has  been  ap- 
pointed marketing  director  of  Norge 
Div.  of  Borg-Warner  Corp.,  Chicago, 
with  responsibility  for  all  home  ap- 
pliance advertising,  merchandising  and 
related  activities.  James  D.  Dougherty 
was  named  sales  manager  and  will  di- 
rect all  Norge  distributing  and  field  sales 
force  operations.  Both  Mr.  Fisher  and 
Mr.  Dougherty  have  been  with  Norge 
since  1954  in  various  sales  and  mer- 
chandising positions. 

•  John  D.  Morrissey,  formerly  adver- 
tising manager  of  Stephan  F.  Whitman 
&  Son  Inc.,  Philadelphia,  to  Miles  Prod- 
ucts, division  of  Miles  Labs,  Elkhart, 
Ind.,  as  assistant  advertising  manager. 

•  John  Schell,  manager  of  press  rela- 
tions, General  Foods  Corp.,  promoted 
to  new  post  of  assistant  manager,  GF 
public  relations.  He  will  direct  and  co- 
ordinate three  newly-reorganized  areas 
of  press,  PR,  corporate  PR  and  editorial 
publications,  respectively,  headed  by  W. 
A.  (Sandy)  Macfarlane,  Marius 
Scopton  and  Roger  Dakin. 

•  Russell  A.  Applegate,  assistant  to 
advertising  department  director,  E.  I. 
du  Pont  de  Nemours,  retires  after  32 
years  with  company. 

Agencies 

•  Edward  A.  Gumpert,  general  prod- 
uct manager  of  toilet  articles  division, 
Colgate-Palmolive  Co.,  to  v.p.  and 
chairman  of  marketing  plans  commit- 
tee, Geyer,  Morey,  Madden  &  Ballard, 
N.Y.  Mr.  Gumpert  served  with  now- 
defunct  Duane  Jones  agency  from  1941- 
46  (excluding  war  duty),  joined  Na- 
tional Biscuit  Co.,  later  went  with 
Carnation  Co. 

•  Richard  Bean,  formerly  associate 
media  director,  McCann-Erickson, 
N.Y.,  to  plans  board  of  Warwick  & 
Legler,  N.Y.,  as  v.p.  and  media  director, 
succeeding  H.  H.  Dobberteen,  re- 
signed. 

•  Hugh  L.  Lucas,  formerly  v.p.  of 
Foote,  Cone  &  Belding,  Chicago,  and 
Kensinger  Jones,  formerly  tv  copy 
group  supervisor  of  Leo  Burnett,  Chica- 
go, named  v.p.'s  of  tv-radio  depart- 
ment, Campbell-Ewald,  Detroit. 

•  John  Doherty,  account  executive  at 
Ted  Bates  &  Co.  (and  prior  to  1950 
assistant  manager  of  radio-tv  at  Ben- 
ton &  Bowles)  elected  to  v.p.  at  Bates. 
Also  named  v.p.'s:  Stewart  P.  Brown, 
creative  supervisor  with  Bates  since 
1956,  before  that  with  McCann-Erick- 


son and  Benton  &  Bowles,  and  Jules 
J.  Dickely,  copy  supervisor  at  Bates. 

•  Arthur  L.  Terry,  since  1943,  media 
director  in  Detroit  office  of  Kudner 
agency,  to  media  director,  Detroit  office, 
of  newly-formed  Geyer,  Morey,  Mad- 
den &  Ballard  Inc. 

•  Kelso  M.  Taeger,  director  of  media, 
McCann-Erickson,  Detroit,  elected  v.p. 

•  Jack  Cummings,  formerly  produc- 
tion manager  of  Honig-Cooper,  Har- 
rington &  Miner,  S.F.,  named  head  of 
agency's  new  department  of  administra- 
tive control,  effective  Feb.  1.  Tom 
Nason  promoted  to  manager  of  me- 
chanical production  department.  Ce- 
celia Miller,  assistant  secretary  of 
corporation,  adds  duties  of  assistant 
treasurer. 

•  Arnold  Leeds,  formerly  producer 
with  Dancer-Fitzgerald-Sample,  N.Y.,  to 
Kenyon  &  Eckhardt,  as  commercial  pro- 
ducer. 

•  Andrew  Stewart,  executive  v.p.  of 
Denhard  &  Stewart,  N.Y.,  elected  presi- 
dent. 

•  Lawrence  C.  Puchta,  formerly 
senior  account  executive  with  McCann- 
Erickson,  N.Y.,  to  Kenyon  &  Eckhardt, 
N.Y.,  in  similar  capacity. 

•  Thomas  C.  Dillon,  v.p.,  BBDO, 
N.Y.,  elected  treasurer,  succeeding 
Fred  B.  Manchee,  resigned.  Clayton 
Huff,  assistant  treasurer,  elected  v.p. 

•  David  A.  Barba,  recent  graduate  of 
Art  Center  School,  L.A.,  to  Kenyon  & 
Eckhardt,  N.Y.  as  assistant  art  director. 

•  Richard  Jackson  to  Detroit  office  of 
Grant  Adv.  as  copywriter. 

•  Greer  L.  (Bud)  Watts,  formerly  of 
Long  Bank  Note  Co.,  Atlanta,  Ga.,  to 
Henderson  Adv.,  Greenville,  S.C.,  as 
account  manager.  George  D.  Hastings, 
formerly  research  director  of  Ralph  H. 
Jones  agency,  Cincinnati,  to  Henderson 
in  similar  capacity. 

•  Robert  M.  O'Brien  resigns  as  south- 
west representative  of  Community  Club 
Services  Inc.,  N.Y.,  to  return  to  Sacra- 
mento, Calif.,  to  form  company  dealing 
with  merchandising,  advertising  and 
sales  promotion. 

•  Roy  R.  Stewart,  formerly  business 
representative  of  Appleton  (Wis.)  Post- 
Crescent,  to  Brady  Co.,  Appleton  ad- 
vertising agency,  as  director  of  media 
and  research  department. 

•  Lloyd  N.  (Larry)  Newman,  ac- 
count executive  of  Adrian  Bauer  &  Alan 
Tripp  Inc.,  Philadelphia  advertising  and 


public  relations  agency,  promoted  to 
public  relations  manager. 

•  Joyce  B.  Kelly,  previously  with 
Quaker  Maid  Co.  to  Kenyon  &  Eck- 
hardt as  assistant  home  economist  in 
merchandising  department. 

•  Whitney  Hartshorne,  formerly  v.p. 
and  personnel  director,  Erwin  Wasey, 
Ruthrauff  &  Ryan,  appointed  manager 
of  media  and  research  placement  divi- 
sion, Jobs  Unlimited,  New  York  adver- 
tising placement  firm. 

Networks 

•  William  P.  Munro,  assistant  to  presi- 
dent of  CBS  International  since  1954, 
appointed  v.p.  of  CBS  division. 

•  Court  McLeod,  director  of  traffic 
operations  and  supervisor  of  sales  serv- 
ice, ABC-TV's  western  division  tv  opera- 
tion, named  administrative  manager, 
program  department,  ABC-TV  western 
division. 

•  Robert  Trout,  CBS  News  cor- 
respondent, elected  president  of  Assn. 
of  Radio  &  Tv  Analysts.  Other  officers: 
Bill  Downs,  CBS,  and  John  Mac- 
Vane,  United  Nations,  v.p.'s;  Blair 
Clark,  CBS,  secretary,  and  Cesar 
Saerchinger,  treasurer.  New  members 
of  executive  board  include  retiring  Pres- 
ident Quincy  Howe,  ABC;  H.  V.  Kal- 
tenborn,  NBC,  and  Leon  Pearson, 
NBC.  New  members  elected  to  associa- 
tion are  Don  Goddard,  ABC;  Wilson 
Hall,  NBC,  and  Bill  Shadel,  ABC. 

•  Mike  Wallace,  under  contract  to 
ABC,  signs  MBS  contract  to  become 
narrator  of  The  World  Today  (Mon.- 
Fri.,  8:05-30  p.m.),  succeeding  West- 
brook  Van  Voorhis,  takeover  date  un- 
certain. While  Mr.  Wallace's  ABC  con- 
tract runs  through  April,  network  has 
agreed  to  Mr.  Wallace's  two-network 
run. 

•  Edwin  S.  Friendly  Jr.,  CBS-TV 
daytime  program  director  since  March 
1957,  named  producer  of  CBS-TV's 
The  Jimmy  Dean  Show,  relinquishing 
former  title  to  return  to  active  pro- 
ducing. 

Stations 

•  Col.  Joseph  Harvey  Long,  95, 
board  chairman  of  Huntington  (W.Va.) 
Publishing  Co.  {Herald-Dispatch,  Ad- 
vertiser and  Herald-Advertiser,  and 
WSAZ-AM-TV),  died  Dec.  28  follow- 
ing long  illness  in  Huntington.  Col. 
Long,  whose  publishing  career  in  Hunt- 
ington spanned  65  years,  also  founded 
WCHS  Charleston,  W.Va. 
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How  WSB-TV  tower  was  modi- 
fied for  new  TF-12AL  antenna 

1.  Existing  tower  inspected,  damaged 
members  replaced,  all  bolts  tightened. 

2.  New  guy  pulloffs  installed,  diagonals 
and  girts  reinforced. 

3.  New  guy  anchor  material  installed. 

4.  New  guys  installed  and  tensioned. 

5.  Existing  14-layer  channel  2  super-gain 
antenna  and  AM  antenna  removed,  all 
tower  steel  above  798'  level  removed. 

6.  New  steel  installed  above  798'  level. 

7.  New  RCA  TF-12AL  antenna  and  new 
side-mounted  Collins  FM  antenna  installed. 

8.  New  transmission  lines  installed  where 
required. 

9.  All  guys  retensioned. 

10.  All  areas  affected  by  modification 
repainted. 


Our  antenna  is  brand  new 
but  we've  transmitted 
from  this  Dresser- Ideco 
tower  since  1951 


"I'm  Bob  Holbrook,  Chief  Engineer  for  WSB-TV, 
Atlanta.  Recently  we  decided  to  replace  our  original 
antenna  with  a  new  RCA  TF-12AL  and  increase  our 
overall  tower  height  17'. 

"As  a  result  of  these  changes,  we  have  noted  not 
only  the  increase  in  coverage  radius  anticipated  and 
improved  fill-in  of  the  entire  area,  but  a  marked  im- 
provement in  the  quality  of  the  transmitted  picture. 
We  feel  that  this  installation  has  made  full  use  of  the 
advanced  technology  in  antenna  and  transmission  line 
design. 

"The  change-over  was  a  complex  job  and  required 
extensive  modification  of  the  tower  Dresser-Ideco 
built  for  us  in  1951.  To  assure  a  structurally-sound 
installation,  we  called  in  Dresser-Ideco  to  plan  the 
changes.  They  calculated  the  alterations  in  the  tower 
and  guys  necessary  to  support  the  new  equipment  and 
designed  and  fabricated  the  new  tower  members 
needed.  Then  Dresser-Ideco  supplied  the  erection  con- 
tractor with  detailed  drawings  and  instructions  for 
making  the  modifications  and  installing  the  new 
equipment. 

"Dresser-Ideco  worked  from  the  original  drawings 
and  design  calculations  for  our  tower  and  gave  thf 
modification  job  the  same  careful  attention  that  im- 
pressed us  when  they  built  the  original  tower.  The  new 
antenna  installation  moved  along  at  a  fast  pace,  with 
completion  on  schedule." 

Dresser- Ideco's  unique  tower  modification  service 
is  available  to  all  Dresser-Ideco  tower  owners.  A  per- 
manent file  is  maintained  of  all  tower  drawings  and  de- 
sign calculations.  This  modification  service  is  anothei 
of  the  many  exclusive  extras  you  get  when  you  specif} 
Dresser-Ideco,  the  nation's  most  experienced  towei 
builder.  Call  your  broadcast  equipment  representative 
or  contact  us  direct.  Write  for  Tower  Catalog  T-57. 


The  Dresser-Ideco  radar  antenna  structure  in  the  center  of  the  deck  c 
this  Texas  tower  is  another  example  of  the  variety  of  towers  designe 
and  fabricated  by  Dresser-ldeco's  large,  diversified  Tower  Divisioi 
This  installation  is  off  the  north  Atlantic  coast,  east  of  Cape  Cod. 


Dresser-Ideco  Camp* 

DIVISION  OF  DRESSER  INDUSTRIES,  INC. 
TOWER  DIVISION,  DEPT.  T-84,  875  MICHIGAN  AVE. 


ny 


COLUMBUS  8,  OHIO 


Riding  high  with  Balaban  •  Top  salesmen  at  the  Balaban  stations  will 
be  riding  in  Cadillacs  in  1959,  announced  Executive  Vice  President  John  F. 
Box.  Mr.  Box,  also  group  managing  director,  revealed  that  winners  in  an 
incentive  contest  at  each  station  would  be  awarded  Cadillacs.  First  winner 
was  Dan  Hereford  (above,  left),  account  executive  at  WIL  St.  Louis,  who 
is  receiving  keys  from  William  McKibben,  assistant  to  vice  president  of  WIL. 


•  Hugh  M.  O'Neill,  member  of  board 
of  directors  of  Cleveland  Broadcasting 
Inc.  (WERE-AM-FM  Cleveland), 
elected  chairman  of  board,  replacing 
late  Herbert  Gleitz. 

•  Norman  H.  Stewart,  on  sales  staff 
of  WFAA-AM-FM  Dallas  for  past 
three  years,  appointed  national  sales 
manager  for  stations. 

•  James  R.  Osborn, 
formerly  account  ex- 
ecutive at  WCBS-TV 
New  York,  to  WXIX 
(TV)  Milwaukee  as 
general  sales  manager 
of  CBS  o&o  station. 

•  Hugh  D.  LaCrosse, 
with  WKRC-AM-FM- 

Mr.  Osborn  TV  Cincinnati  since 
1 942,  promoted  to 
chief  engineer  of  all  three  stations,  re- 
placing Ralph  Mlaska,  elevated  to 
home  office  of  Radio  Cincinnati  Inc. 
( WKRC-AM-FM-TV;  WTVN-AM-TV 
Columbus,  Ohio;  WBRC-AM-TV  Birm- 
ingham, Ala.,  and  WKYT  (TV)  Lex- 
ington, Ky.). 


•  Lloyd  Webb,  for- 
merly manager  of 
WAIT  Chicago,  ap- 
pointed general  sales 
manager  at  WJJD, 
Plough  station  in 
that  city. 


•  Al  Weeks,  sales 
Mr.  Webb  manager,      K  B  A  M 

Longview,  Wash.,  promoted  to  station 
manager. 

•  James  W.  Whatley  appointed  na- 
tional sales  director  of  WETU  Wetump- 
ka,  Ala. 


McClenahan 


•  Monte  Strohl,  for  past  year  man- 
ager of  Cascade  Broadcasting's  KEPR- 
TV  Pasco,  Wash.,  appointed  sales  man- 
ager, Cascade  television  division.  Wil- 
liam Grogan,  KEPR-TV  sales  manager 
past  two  years,  to  succeed  Mr.  Strohl 
as  station  manager. 

•  William  E.  Mc- 
Clenahan, formerly 
general  sales  manager 
o  f  WKOW-AM-TV 
Madison,  Wis.,  ap- 
pointed executive  v.p. 
and  general  manager 
of  WQUB  Galesburg. 
111.,  effective  Feb.  4. 
Mr.  McClenahan  was 
previously  owner  of  his  own  station 
representative  firm  and  commercial 
manager  of  KCRG-TV  Cedar  Rapids, 
Iowa. 

•  Charles  Quillian.  formerly  of 
WLLY  Richmond,  Va.,  to  WJBW  New 
Orleans,  recently  acquired  Tarlow 
Assoc.  station,  as  managing  director. 
Ken  Manley,  formerly  of  WHYE 
Roanoke,  Va.,  and  George  Fennell, 
formerly  of  WHIL  Medford,  Mass.,  to 
WJBW  as  operations  manager  and  air 
personality,  respectively.  Jim  Clark 
formerly  of  WTOB  Winston-Salem. 
N.C.,  to  WHYE  as  program  director. 

•  Jim  Hamby  promoted  from  local  sales 
manager  to  sales  manager  of  KTSA 
San  Antonio. 

•  Tom  Rounds,  producer  at  WINS 
New  York,  appointed  news  center 
supervisor. 

•  Jack  Wagner,  former  d.j.  at  KHJ 
Los  Angeles,  appointed  program  direc- 
tor of  KBIQ  (FM)  Los  Angeles. 
Deirdre  Harrison,  previously  with 
Needham,  Louis  &  Brorby,  N.Y.,  be- 


comes executive  secretary  of  KBIQ. 
KBIQ  is  expected  to  begin  broadcast- 
ing about  Feb.  15. 

•  Mark  Foster,  formerly  with  WCOP 
Boston  and  KLIF  Dallas,  to  WGST 
Atlanta  as  program  director,  replacing 
Ivan  Miles,  resigned  in  November. 

•  Arnold  W.  Peterson,  associate  farm 
service  director  of  WOW-AM-TV 
Omaha,  Neb.,  since  1953,  promoted  to 
farm  service  director. 

•  Vernon  Goldsmith,  formerly  with 
David  O.  Alber  Assoc.,  N.Y.,  to 
WNEW-TV  New  York  press  informa- 
tion department.  Herbert  Dorfman. 
in  WNEW-TV  press  department,  adds 
duties  of  associate  producer. 

•  Merle  H.  Tucker  resigns  as  direc- 
tor of  New  Mexico  tourist  bureau  to 
return  to  his  station,  KGAK  Gallup, 
N.M. 

•  Verne  Freeman,  with  WJQS  Jack- 
son, Miss.,  past  15  months,  named  as- 
sistant manager  of  station. 

•  John  F.  Lewis,  WBAL-TV  Balti- 
more news  director,  named  chairman 
of  freedom  of  information  committee 
of  Radio-Tv  News  Directors  Assn. 
Other  appointments:  James  Bennett, 
KLZ-AM-TV  Denver,  vice  chairman; 
Nick  Basso,  WSAZ-TV  Huntington, 
W.Va.,  board  liaison;  Edward  Ryan, 
WTOP-AM-FM  Washington;  Sam  Zel- 
man,  KNXT  (TV)  Los  Angeles;  Gabe 
Pressman,  WRCA-AM-FM  New  York; 
Ray  Moore,  WSB-TV  Atlanta,  Ga.; 
William  Sheehan,  WJR-AM-FM  De- 
troit, and  Bill  Minshall,  WIS-TV  Co- 
lumbia, S.C.,  all  members. 

•  Paul  Tripp,  creator  of  "Mr.  I. 
Magination"  character,  to  WOR-TV 
New  York,  as  host  of  Looney  Tunes, 
children's  program. 

•  Conway  Robinson,  farm  program 
director  of  WBAL-AM-TV  Baltimore, 
named  director  for  northeast  region  of 
National  Assn.  of  Radio  &  Tv  Farm 
Directors. 

•  Jim  Meyers,  formerly  of  WSJS 
Winston-Salem,  N.C.,  to  WTOP-AM- 
FM  Washington  as  host  of  nightly 
Sugar  '«'  Spice  program,  featuring  re- 
corded music  interspersed  with  his  piano 
stylings. 

•  Gordon  (Bud)  Park,  formerly  of 
WBRB  Mt.  Clemens,  Mich.,  to  WJRT 
(TV)  Flint,  Mich.,  as  announcer. 

•  Kenneth  I.  Tredwell  Jr.,  v.p.  and 
managing  director  of  WBTV  (TV) 
Charlotte,  N.C.,  re-elected  secretary- 
treasurer  of  Charlotte  Executives  Club 
for  1959. 

•  Harry  Silverman  placed  in  charge 
of  sales,  WCRB  Music  Service,  back- 
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ground  music  service  using  facilities  of 
WCRB-AM-FM  Waltham,  Mass. 

•  Dick  Ashby,  formerly  of  CBS-TV, 
Los  Angeles,  to  KNXT  (TV),  that  city, 
as  associate  producer. 

•  Leontine  Rita  Keane,  formerly  as- 
sistant to  executive  secretary  of  WTVS 
(TV)  Detroit,  Mich.,  to  Wayne  State 
U.'s  radio-tv  staff  as  publicity  director 
for  radio  and  television. 

•  Jeffrey  L.  Myles,  formerly  supervi- 
sor of  Kine-recordings  for  Canadian 
Broadcasting  Corp.,  to  educational  sta- 
tion WGBH-TV  Boston  as  manager  of 
technical  operations. 

•  John  Bassett,  formerly  air  personal- 
ity of  WBZ  Boston,  to  WORL.  that  city, 
in  similar  capacity. 

•  Bill  Davis  to  KGW  Portland.  Ore., 
as  air  personality. 

•  Samuel  (Mike)  McClellan,  for- 
merly news  director  of  WPCT  Putnam. 
Conn.,  to  news  department  of  WICE 
Providence.  R.I. 

•  Jack  Friel.  formerly  of  Armed 
Forces  Network,  Frankfurt.  Ger..  to 
WHEC  Rochester,  N.Y.,  as  air  per- 
sonality. 

Representatives 

•  James  P.  Smith,  formerly  field  rep- 
resentative assistant  area  manager,  Proc- 
ter &  Gamble,  named  assistant  to  exec- 
utive v. p. -sales  manager  of  Adam 
Young  Inc..  N.Y. 

•  Bob  Lefko,  formerly  account  exec- 
utive at  WTAP  (TV)  Parkersburg. 
W.Va.,  has  joined  New  York  staff  of 
Rambeau.  Vance,  Hopple,  station  rep- 
resentative firm,  in  similar  capacity. 

Programming 

•  Hugh  F.  Gage  appointed  v. p.  in 
charge  of  Eastern  sales  division  in  New 
York,  Wilding  Picture  Productions,  suc- 
ceeding Ted  Westermann  who  remains 
as  v. p.  Clifford  F.  Weake,  account 
executive,  appointed  manager  of  mid- 
west sales  division  of  Wilding  in  Chi- 
cago, succeeding  Mr.  Gage. 

•  Henry  P.  Long,  formerly  v. p.  in 
charge  of  film  syndication  division. 
Music  Corp.  of  America,  and  Robert 
Lang,  formerly  assistant  to  radio-tv  di- 
rector, BBDO.  N.Y.,  put  in  charge  of 
new  San  Francisco  office  of  National 
Telefilm  Assoc. 

•  Abe  Mandell  named  manager  of 
international  sales  in  western  hemi- 
sphere for  Independent  Television 
Corp.,  N.Y.  He  previously  was  with 
Ziv  Tv  Sales,  earlier  operated  theatres 


and  worked  with  theatrical  distributors 
in  Far  East.  Mr.  Mandell  also  will 
handle  special  sales  projects  in  Far  East. 

•  John  Peyser,  veteran  tv  director  re- 
cently with  CBS-TV,  has  signed  multiple 
telefilm  contract  with  Screen  Gems, 
where  he  has  been  directing  most  Be- 
hind Closed  Doors  programs. 

•  Clarence  Greene  and  Russell 
Rouse,  motion  picture  producing  team, 
signed  to  long-term  contract  by  Screen 
Gems  to  produce  several  tv  series,  be- 
ginning with  Underworld,  based  on  ad- 
ventures of  undercover  agent. 

•  Bob  McNear,  previously  MGM-TV 
representative  in  San  Francisco,  appoint- 
ed midwest  sales  representative  for 
MGM-TV  film  commercials,  Chicago. 

Equipment  &  Engineering 

•  A.  R.  (Hoppy)  Hopkins,  broadcast 
equipment  sales  executive  for  RCA,  re- 
tires after  30  years  with  corporation. 
For  last  10  years,  Mr.  Hopkins  headed 
broadcast  and  tv  department.  RCA  En- 
gineering Products  Div.  He  intends  to 
engage  in  broadcast  management  con- 
sulting work. 

•  Bernard  Menkes,  formerly  sales 
engineer  with  Blonder-Tongue  Labs, 
Newark,  to  Dumont  Labs,  Clifton,  N.J., 
as  field  applications  engineer  for  Du- 
mont industrial  tubes. 

•  John  R.  Rishel  Jr.,  marketing  man- 
ager of  consumer  products  division, 
Philco  Corp.,  Phila.,  promoted  to 
general  manager  of  merchandising  in 
that  division,  replacing  James  J.  Shal- 
low, resigned. 

•  John  D.  Michael,  specialist  on 
sound  systems,  to  executive  sales  staff 
of  distributor  division,  Quam  Nichols 
Co.  (speakers,  other  electronic  com- 
ponents), Chicago. 

•  Andrew  J.  Vadasz,  with  General 
Electric  since  1943,  named  future  sys- 
tems engineer  with  GE's  communica- 
tion products  department,  Syracuse, 
N.Y. 

•  J.  K.  Gannett  resigns  from  The 
Austin  Co.,  Cleveland  engineers  and 
builders,  after  43  years  with  company 
and  15  years  as  v. p.  in  charge  of  engi- 
neering and  research. 

•  Vice  Adm.  Charles  B.  Momsen 
(USN,  ret.)  named  consultant  on  staff 
of  v.p.  in  charge  of  engineering.  Bendix 
Aviation  Corp.,  Detroit. 

•  G.  A.  Kious,  receiving  systems  en- 
gineer for  General  Electric,  appointed 
manager  of  military  equipment  engi- 
neering for  communications  products 
department. 


Now!  50,000  waffs 


Henry  I.  Chnstal  Co 
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AMPEX  351 

WITH 

ALL  NEW  ELECTRONICS 

SEE  YOUR  AMPEX  DEALER 


854  Charter  Street 
Redwood  City 


JUST  AROUND 
THE  CORNER 


A  HAZARD  THAT 

NEVER  SLEEPS- 

the  accusation  of 


LIBEL-SLANDER 
PIRACY-PLAGIARISM 
INVASION  OF  PRIVACY 
COPYRIGHT  VIOLATION 


Directed  at  Station,  Staff, 
Speaker,  Talent,  Sponsor 

You  can't  recapture  the  WORDS 
but  you  CAN  INSURE 

and  hold  possible  Dollar  Loss 
within  non-embarrassing  limits. 
Learn  about  our  UNIQUE 
EXCESS  POLICY 

which  does  the  job 
at  surprisingly  low  cost. 

FOR    DETAILS    AND  RATES 
WRITE 


EMPLOYERS 
REINSURANCE 
CORPORATION 

21   WEST  TENTH  STREET 
•KANSAS  CITY,  MO. 


FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Dec.  24  through  Dec.  30:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
—unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ. 


New  Tv  Stations 

ACTION  BY  FCC 

Kern  County  Bcstg.  Co.  (%  Edward  E. 
Urner,  1709  30th  St.)  Bakersfield,  Calif.— 
Granted  cp  for  new  tv  station  to  operate 
on  ch.  17;  ERP  233  kw  vis.  and  126  kw  aur.; 
ant.  660  ft.  without  prejudice  to  such  action 
as  Commission  may  take  as  result  of  decision 
of  U.  S.  Court  of  Appeals  for  District  of 
Columbia  Circuit  in  Bakersfield  Bcstg.  Co. 
v.  United  States  and  FCC,  and  that  Com- 
mission may,  without  further  proceedings, 
substitute  for  ch.  17  such  other  channel  as 
may  be  assigned  to  Bakersfield  as  result  of 
rule  making  proposals  currently  pending 
before  Commission.  By  letter,  denied  motion 
by  Bakersfield  Bcstg.  Co.  (KBAK-TV,  ch. 
29),  Bakersfield,  for  stay  of  action  on  Kern 
application  pending  final  determination  with 
respect  to  petitions  for  rule  making  filed 
by  KBAK-TV  requesting  deletion  of  ch.  10 
from  that  city  or,  in  alternative,  that  ch.  8 
be  added  there. 

APPLICATION 
Pembina,  N.  D. — Community  Radio  Corp. 

ch.  12  (204-210  mc);  ERP  21.05  kw  vis.  10.50 
kw  aur.;  ant.  height  above  average  terrain 
373  ft.,  above  ground  373  ft.  Estimated  con- 
struction cost  $144,100,  first  year  operating 
cost  $141,000  revenue  $150,000.  P.  O.  address 
%  R.  Lukkason,  Box  1110,  Grand  Forks,  N.  D. 
Studio  location  Pembina.  Transmitter  loca- 
tion approximately  seven  miles  west  of 
Pembina.  Geographic  coordinates  48°  59'  42" 
N.  Lat.,  97°  24'  26"  W.  Long.  Trans.-ant.  RCA. 
Legal  counsel  Lyon,  Wilner  &  Bergson, 
Washington.  Consulting  engineer  C.  J. 
Thomforde,  Grand  Forks.  Applicant  is 
licensee-owner  of  KNOX  Grand  Forks  and 
71%  owner  of  KNOX-TV  there.  Announced 
Dec.  30. 


Existing  Tv  Stations 


ACTION  BY  FCC 
WAST  (TV)  Albany,  N.  Y. — Granted  tem- 
porary authority  to  March  30,  1959,  to  op- 
erate tv  station  WTRI  on  ch.  35,  with  facili- 
ties previously  authorized  in  cp  in  Albany 
simultaneously  with  and  as  satellite  to  sta- 
tion WAST,  in  order  to  provide  time,  if 
necessary,  for  viewing  public  to  reorient 
existing  tv  receiving  antennas  or  to  put  up 
new  outdoor  receiving  antennas  for  the 
best  reception  on  ch.  13.  Announced  Dec.  30. 


Translators 

Eugene  W.  Roelle,  John  T.  Pierce,  d/b  as 
Teleservice  Co.  (3582  Calkins  Ave.)  Rose- 
burg,  Ore.— Granted  cp  for  new  tv  transla- 
tor station  to  operate  on  ch.  83  to  translate 
programs  of  KOIN-TV  (ch.  6),  Portland. 

Ocean  View  Tv  Translator  Inc.  (Evelyn 
A.  Liles,  secretary,  Route  1,  Box  154,  Coos 
Bay,  Ore.)  Empire,  North  Bend  and  Charles- 
ton,'Ore. — Granted  cp  for  new  tv  translator 
station  to  operate  on  ch.  75  to  translate  pro- 
grams of  KOIN-TV    (ch.  6),  Portland. 

Upper  Lehigh  Translator  Service  Corp. 
(%  J.  S.  Costenbader,  820  Lafayette  Ave., 


Palmerton,  Pa.)  Palmerton,  Slatedale,  Slat- 
ington,  Pa. — Waived  Section  4.702(c)  with 
respect  to  mileage  separation  and  granted 
cp  for  new  tv  translator  station  on  ch.  79  to 
translate  programs  of  WOR-TV  (ch.  9),  New 
York,  N.  Y.;  conditioned  that  same  term- 
inate with  commencement  of  operation  of 
tv  station  on  ch.  65  at  Shamokin,  Pa.,  or  at 
any  other  location  involving  separations 
from  the  translator  station  less  than  those 
required  by   Section  4.702. 


New  Am  Stations 

ACTIONS  BY  FCC 
St.  Helena,  Ore. — L.  Berenice  Brownlow — 
Granted  1600  kc,  1  kw  D.  P.  O.  address  Box 
457,  St.  Helena.  Estimated  construction  cost 
$14,300,  first  year  operating  cost  $25,000, 
revenue  $32,000.  Mr.  Brownlow  also  has 
interest  in  KPUG  Bellingham  (25%)  and 
KSEM  Moses  Lake  (19%),  both  Washington, 
and  KBAR  Burley,  Idaho  (10%).  Announced 
Dec.  30. 

Walhalla,  S.  C— Oconee  Bcstg.  Co. — Grant- 
ed 1460  kc,  500  w  D.  P.  O.  address  Box  986, 
Tryon,  N.  C.  Estimated  construction  cost 
$18,958,  first  year  operating  cost  $22,500,  rev- 
enue $36,800.  Owners  are  Edithe  Mooneyham 
and  Dorothy  Friend.  Announced  Dec.  30. 

APPLICATIONS 

Morro  Bay,  Calif.— Elbert  H.  Dean  and 
B.  L.  Golden  600  kc.  1  kw.  D.  P.  O.  address 
5226  N.  Teilman  Ave.,  Fresno,  Calif.  Esti- 
mated construction  cost  $16,337,  first  year 
operating  cost  $21,000,  revenue  $33,000.  Mr. 
Dean  is  chief  engineer,  KARM-AM-FM 
Fresno;  Mr.  Golden  is  former  owner  of 
KEAP  Fresno.  Announced  Dec.  30. 

Cocoa,  Fla. — Jack  Siegel  1480  kc.  1  kw.  D. 
P.  O.  Address  1736  Buena  Vista  Ave.  Holly 
Hill,  Fla.  Estimated  construction  cost  $12,- 
370,  first  year  operating  cost  $60,000,  revenue 
$70,000.  Mr.  Siegel  also  is  50%  owner  of 
WMFJ  Daytona  Beach  and  25%  owner  of 
WALT  Tampa,  both  Florida.  Announced 
Dec.  30. 

EUijay,  Ga.— C.  E.  Hyde  1330  kc.  500  w.  D. 
P.  O.  address  Box  396,  Murphy,  N.  C.  Esti- 
mated construction  cost  $14,705,  first  year 
operating  cost  $30,000,  revenue  $35,000.  Mr- 
Hyde,  attorney-businessman,  is  sole  owner. 
Announced  Dec.  29. 

Caldwell,  Idaho— Christian  Bcstg.  Co.  of 
Idaho  790  kc.  1  kw.  D.P.O.  address  11635  S.W. 
Highway  217,  Tigard,  Ore.  Estimated  con- 
struction cost  $18,274,  first  year  operating 
cost  $48,000,  revenue  $66,000.  Equal  partners 
are  F.  Demcy  Mylar,  50%  owner  of  KRWC 
Forest  Grove,  Ore.,  and  Harold  Shaw,  dec- 
orator-designer. Announced  Dec.  30. 

Indianapolis,  Ind. — Sands  Bcstg.  Corp.  1150 
kc.  1  kw.  D.  P.  O.  address  6262  Mass.  Ave. 
Estimated  construction  cost  $22,100,  first 
year  operating  cost  $50,000,  revenue  $65,000. 
Owners  are  Tommy  Sutton,  50%,  (16.13% 
interest  in  WAVI  Dayton,  Ohio);  Boris  F. 
Sokol,  25%,  (3.2%  interest  in  WAVI),  and 
Leland  Charles,  25%,  in  building  supplies, 
etc.  Announced  Dec.  29. 

Omaha,  Neb. — Delta  Bcstg.  System  Inc. 
96.1  mc,  3.42  kw.  P.  O.  address  13273  Ventura 
Blvd.,  North  Hollywood,  Calif.  Estimated 
construction  cost  $12,920,  first  year  operating 
cost  $15,589,  revenue  $20,813.  Owners  are 
NBC  engineers  Dale  F.  Applegate,  Edward 
Pontes  and  Harold  V.  Flood,  each  31.25%, 
and  Richard  H.  Burton,  attorney,  6.25%. 
Announced  Dec.  29. 

Albuquerque,  N.M.— Bernalillo  Bcstg.  Co. 
860  kc.  1  kw.  D.  P.  O.  address  1315  Con- 
tinental Nat'l.  Bk.  Kl  Bldg.,  Fort  Worth, 
Tex.  Estimated  construction  cost  $20,945, 
first  year  operating  cost  $55,000,  revenue 
$60,000.  Oscar  E.  Reeder,  sole  owner,  is  in 
accountancy.  Announced  Dec.  29. 

Willoughby,  Ohio— Radio  Quests  Inc.  1330 
kc.  500  w  D.  P.  O.  address  1193  Burridge 
Ave  Mentor,  Ohio.  Estimated  construction 
cost  $50,668,  first  year  operating  cost  $45,000, 
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revenue  $50,000.  Applicants  are  Mr.  and 
Mrs.  Kenneth  S.  Mapes,  greenhouse  owners. 
'60.60)   and  others.  Announced  Dec.  23. 

Stayton,  Ore.— Edward  C.  McElroy  Jr. 
1580  kc.  250  w  D.  P.  O.  address  Rt.  1,  Box 
829,  Dallas,  Ore.  Estimated  construction  cost 
$10,000,  first  year  operating  cost  $24,000. 
revenue  $30,000.  Mr.  McElroy,  sole  owner, 
is  sales  manager,  KPLK  Dallas.  Announced 
Dec.  29. 

Existing  Am  Stations 

ACTION  BY  FCC 

WHDH  Inc.,  Boston,  Mass. — Granted  ap- 
plications for  remote  pickup  broadcast  base 
and  mobile  station  to  be  used  with  WHDH- 
AM-FM-TV  (ch.  5)  stations;  without  prej- 
udice to  such  action  as  Commission  may 
take  as  result  of  hearing  ordered  by  Com- 
mission on  Dec.  4,  1958,  issued  pursuant  to 
decision  of  U.  S.  Court  of  Appeals  for  Dis- 
trict of  Columbia  Circuit  in  Massachusetts 
Bay  Telecasters  Inc.  v.  FCC.  Comr.  Craven 
not  participating.  Announced  Dec.  24. 

APPLICATIONS 
WAAY  Huntsville,   Ala. — Cp   to  increase 
daytime  power  from  5  kw  to  50  kw,  install 
new  trans. 

KWFC  Hot  Springs,  Ark.— Cp  to  change 
power  from  500  w,  N-l  kw,  day  to  250  w, 
N-500  w,  day;  change  from  DA-N  to  Non- 
DA;  change  ant. -trans,  location  and  delete 
remote  control  operation  of  trans. 

WSTC  Stamford,  Conn. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans. 

WTRL  Bradenton,  Fla. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans. 

WCYN  Cynthiana,  Ky.— Cp  to  increase 
power  from  100  w  to  250  w  (unl.). 

WMDN  Midland,  Mich. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans. 

KBZY  Salem,  Ore.— Cp  to  increase  day- 


time power  from  250  w  to  1  kw  and  install 
new  trans. 

WHAP  Hopewell,  Va. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans. 

New  Fm  Stations 

ACTIONS  BY  FCC 
Fitchburg,  Mass. — Wachusett  Bcstg.  Corp. 
—Granted  104.7  mc,  20  kw.  P.O.  address  455 
Main  St.  Estimated  construction  cost  $16,000, 
first  year  operating  cost  $1,200.  Applicant  is 
licensee  of  WFGN  Fitchburg.  Announced 
Dec.  30. 

Columbus,  Ohio — Radio   Columbus  Inc. — 

Granted  96.3  mc,  26  kw.  P.O.  address  % 
Radio  Cincinnati  Inc.,  800  Broadway,  Cin- 
cinnati. Estimated  construction  cost  $16,550, 
first  year  operating  cost  $5,000.  Applicant  is 
licensee  of  WTVN  Columbus.  Announced 
Dec.  30. 

Pittsburgh,  Pa.— WPIT  Inc.— Granted  101.5 
mc,  19  kw.  P.O.  address  213  Smithfield  St. 
Estimated  construction  cost  none — equip- 
ment on  hand.  First  year  operating  cost 
$2,500.  Applicant  is  licensee  of  WPIT  Pitts- 
burgh. Announced  Dec.  30. 

Columbia,  S.C.— Palmetto  Radio  Corp.— 
Granted  104.7  mc,  3.403  kw.  P.O.  address 
Box  5307.  Estimated  construction  cost  $12,- 
495,  first  year  operating  cost  SI, 248.  Ap- 
plicant is  licensee  of  WNOK  Columbia.  An- 
nounced Dec.  30. 

APPLICATIONS 

Mountain  View,  Calif.— Foothill  Jr.  College 
Dist.,  *88.5  mc,  28.8  w.  P.O.  address  %  Aria 
L.  DeHart,  150  El  Camino  Real.  Estimated 
construction  cost  S4.500,  first  year  operating 
cost  $400.  Announced  Dec.  30. 

Darien,  Conn. — Independent  Bcstg.  Co., 
94.3  mc,  720  w.  P.O.  address  Box  1.  Estimated 
construction  cost  $14,300,  first  year  operating 
cost  $20,000,  revenue  S25.000.  Owners  are 
Guilford  E.  Morrell,  technician  (280); 
Walter  F.  Ranchinsky,  employe  of  WNHC 


New  Haven  (28%);  Grace  Peters,  chemist 
(24%),  and  others.  Announced  Dec.  29. 

Hartford,  Conn. — Greater  Hartford  Bcstg. 
Inc.,  106.9  mc,  6.58  kw.  P.O.  address  338 
Asylum  St.  Estimated  construction  cost 
$45,000,  first  year  operating  cost  320,000. 
revenue  $10,000.  Applicant  is  licensee  of 
WCCC  Hartford.  Announced  Dec.  30. 

Park  Forest,  HI.— Rich  Township  High 
School,  *88.1  mc,  10  w.  P.O.  address  % 
Walter  E.  Hunter,  Sauk  and  Westwood. 
Estimated  construction  cost  S2.400,  first  year 
operating  cost  $100.  Announced  Dec.  29. 

Mt.  Kisco,  N.Y.— Radio  Mt.  Kisco  Inc., 
105.7  mc,  12  kw.  P.O.  address  494  Lexington 
Ave.  Estimated  construction  cost  $32,189, 
first  year  operating  cost  $10,000,  revenue 
$10,000.  Applicant  is  licensee  of  WVIP  Mt. 
Kisco.  Announced  Dec.  30. 

San  Juan,  P.R.— Dept.  of  Education,  *89.7 
mc,  840  w.  P.O.  address  %  R.  Delgado- 
Marquez,  Box  306,  Hato  Rey,  P.R.  Estimated 
construction  cost  $10,000.  Proposed  fm  trans, 
would  be  operated  by  staff  of  *WIPR-TV 
San  Juan.  Announced  Dec.  29. 

Ownership  Changes 

ACTIONS  BY  FCC 

KFRE-AM-FM-TV  Fresno,  Calif.— Granted 
transfer  of  control  from  Paul  R.  Bartlett, 
et  al.,  to  Triangle  Publications  Inc.;  con- 
sideration $3,000,000;  conditioned  that  grant 
is  (1)  subject  to  such  action  as  Commission 
may  deem  warranted,  if  any,  as  result  of 
final  determination  in  pending  rule  making 
proceedings  relating  to  ch.  12  in  Fresno,  and 
(2)  without  prejudice  to  such  action  as 
Commission  may  deem  warranted  as  result 
of  its  final  determinations  with  respect  to 
conclusions  and  recommendations  set  forth 
in  Network  Study  Staff  report.  Triangle 
Publications  now  owns  WNHC-AM-FM-TV 
New  Haven,  Conn.;  WNBF  -  AM  -  FM  -  TV 
Binghamton,  N.Y.;  WFIL-AM-FM-TV  Phila- 
delphia. Pa.;  WFBG-AM-TV  Altoona,  Pa., 
and  WLBR-TV  Lebanon.  Pa.  Comr.  Bartley 
abstained  from  voting.  Announced  Dec.  30. 


WESTERN 

$400,000 
Metropolitan  Weste 
market  facility  with  e 
ceptional  record  of  vc 
ume  and  profits  that  can 
be  improved  in  this  rap 
idly  expanding  area 
$400,000  with  attractive 
terms  available  to  quali 
fied  buyer. 


GULF  COAST  DAYTIMER 

580,000 
This  is  the  only  radio  sta- 
tion in  the  market  and  is 
located  in  one  of  the  top 
growth  counties  in  the  Na- 
tion. $40,000  down  with 
the  balance  on  terms. 


MID-WEST  DAYTIMER 
$90,000 
For  quick  action.  Profit- 
able daytimer  for  own- 
er-operator. $20,000 
down,  long  terms  if  ad- 
ditional collateral  avail- 
able. 


MID-WEST  FULLTIMER 
$225,000 
Low  frequency,  with 
5000  watt  power.  Top 
ratings  in  the  market. 
Currently  profitable  with 
good  potential.  29°o 
down  and  terms. 


SOUTHERN 
5100,000 
fulltime  250 
ving  three  cities. 


vatter 
Good 


HAMILTON  •  STUBBLE  FIELD  TWINING  and  Associates,  Inc. 


BROKERS  —  RADIO  AND  TELEVISION  STATIONS  —  NEWSPAPERS 


SAN  FRANCISCO 
1 1 1  Sutter  St. 
EX  2-5671 


DALLAS 

Fidelity  Union  Lrfe  Bldg. 
Rl  8-1175 


CHICAGO 

Tribune  Tower 
DE  7-275* 


CLEVELAND 

2414  Terminal  Tov 
TO  1-6727 


WASHINGTON,  D.  C. 

1737  DeSales  St.,  N.W. 
EX  3-3456 
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Equipping  a 
Radio  Station  ? 


Get  More  Coverage 
With  The  New  RCA 

500-  and  1000- Watt 

AM  Transmitters 

The  ability  of  these  new  500-  and 
1000-watt  AM  transmitters  to 
achieve  and  maintain  a  higher 
average  level  of  modulation  as- 
sures more  program  coverage. 
Simplified  tuning,  ease  of  instal- 
lation, built-in  provisions  for  re- 
mote control,  and  low  operating 
cost  make  the  RCA  Type  BTA- 
500/1R  your  best  transmitter  buy. 
Color  styling  adds  harmony  to 
station  decor— a  choice  of  red, 
green,  blue,  or  grey  doors.  What- 
ever your  equipment  needs- 
SEE  RCA  FIRST! 

Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.  0-22,  Build- 
ing 15-1,  Camden,  New  Jersey. 

RADIO  CORPORATION 
of  AMERICA 


KIDO  Boise,  Idaho — Granted  assignment 
of  licenses  to  Mesabi  Western  Corp.  (Wil- 
liam E.  Boeing  Jr.,  president,  owner  of 
KWLK  Longview,  Wash.);  consideration 
$181,000.  Announced  Dec.  30. 

WBUZ  Fredonia,  N.Y.— Granted  assign- 
ment of  license  to  Dunkirk-Fredonia  Bcstg. 
Inc.  (H.  K.  Williams  III,  president);  con- 
sideration $67,500.  Comr.  Bartley  dissented 
with  following  statement: 

"Assignee  gives  as  its  reason  for  request- 
ing Commission  consent  to  this  assignment 
of  license  that  'Operation  of  radio  station 
will  provide  needed  diversification  of  as- 
signee's interests  in  field  of  public  com- 
munications and  will  enable  it  to  better 
serve  public  needs.' 

"If  this  means,  as  facts  would  appear  to 
indicate,  that  community's  only  radio  sta- 
tion will  now  be  taken  over  by  community's 
only  newspaper  (owned  by  the  assignee), 
then  assignee  apparently  confuses  Commis- 
sion's policy  of  diversification  of  ownership 
of  media  of  mass  communications  in  public 
interest,  with  'diversification'  of  its  own 
private  interests. 

"I  would  not  grant  consent  to  this  assign- 
ment until  full  showing  had  been  made  by 
the  applicants  with  respect  to  public  inter- 
est factors  involved  in  Commission's  diver- 
sification policy."  Announced  Dec  30. 

WSNB  Islip,  N.Y.— Granted  transfer  of 
control  from  George  E.  Klein  Sr.  and  Jr.  to 
Seymour  Malman;  consideration  $6,000  for 
additional  20%  interest.  Announced  Dec.  30. 

WVIP  Mt.  Kisco,  N.Y.;  WNRC-AM-FM 
New  Rochelle,  N.Y.— Granted  transfer  of 
control  of  (1)  WVIP  from  Martin  Stone  and 
E.  Monroe  O'Flyn  and  (2)  WNRC-AM-FM 
from  Martin  Stone,  both  to  VIP  Radio  Inc. 
(Martin  Stone,  president),  which  is  50% 
owned  by  Plymouth  Rock  Publications;  in- 
volves stock,  notes  and  other  considerations 
aggregating  $325,000.  Comr.  Bartley  not  par- 
ticipating. Plymouth  Rock  Publications  is 
owned  by  John  H.  Whitney,  who  has  inter- 
est in  WISH-AM-TV  Indianapolis;  WANE- 
AM-TV  Ft.  Wayne;  KOTV  (TV)  Tulsa- 
KGUL-TV  Houston,  and  KBET-TV  Sacra- 
mento. Announced  Dec.  30. 

WKTV  (TV)  Utica,  N.Y.;  WKAL  Rome, 
N.Y. — Granted  transfer  of  control  from 
Myron  J.  Kallet,  et  al.,  to  Mid-New  York 
Bcstg.  Corp.;  consideration  $4,000,000  plus 
employment  of  W.  T.  MacNeilly,  one  of 
transferors,  as  consultant  at  $30,000  per  year 
for  at  least  10  years  and  agreement  to  pur- 
chase certain  real  estate  for  $100,000.  Gordon 
Gray  is  president  of  transferee  corporation, 
majority  stock  of  which  is  held  by  Paul  F. 
Harron  and  wife.  Different  transferee  of- 
ficials have  interest  in  WORL  Boston,  Mass.; 
WALL  Middletown,  N.Y.;  WSPB  Sarasota 
Fla.;  WGR-AM-TV  Buffalo,  N.Y.;  WROC-TV 
Rochester,  N.Y.,  and  corporation  is  60% 
owner  of  WSVA-AM-FM-TV  Harrisonburg, 
Va.,  and  half  owner  of  WNEP-TV  Scranton, 
Pa.  Transfer  includes  auxiliaries.  Announced 
Dec.  30. 

WCMB-AM-TV  Harrisburg,  Pa.— Granted 
transfer  of  control  from  Edgar  T.  Shepard 
Jr.,  to  Hudson  Bcstg.  Corp.  (James  A.  Mc- 
Kenna  Jr.,  president,  has  interest  in  KEVE 
Minneapolis,  Minn.);  consideration  $160,000 
and,  at  election  of  Mr.  Shepard,  Rossmoyne 
Corp.  will  pay  him  $10,000  over  five-year 
period  as  consultant  and  $37,500  over  same 
period  not  to  compete.  Announced  Dec.  30. 

WEZL  Richmond,  Va. — Granted  assign- 
ment of  license  from  William  E.  Benns  Jr., 
and  Barbara  Benns  to  WEZL  Inc.  (Ben 
Strouse,  Samuel  E.  Feldman  and  Leon  B. 


Back);  consideration  $111,000.  Mr.  Strouse 
has  interest  in  WEBB  Baltimore,  Md.; 
WWDC  -  AM  -  FM  Washington,  D.C.,  and 
WMBR-AM-FM  Jacksonville,  Fla.  An- 
nounced Dec.  30. 

WRON  Rencoverte,  W.Va.— Granted  trans- 
fer of  control  from  Charles  E.  Springer  to 
James  E.  Venable;  consideration  $42,409  for 
84.2%  interest.  Announced  Dec.  30. 


APPLICATIONS 

KXLA  Pasadena,  Calif.— Seeks  assignment 
of  license  from  Pacific  Coast  Bcstg.  Co.  to 
Eleven  Ten  Bcstg.  Corp.  (Donald  R.  Cooke, 
sole  owner)  for  $900,000  plus  or  minus  ad- 
justments. Mr.  Cooke  is  station  representa- 
tive. Announced  Dec.  30. 

WZFM  (FM)  Jacksonville,  Fla.— Seeks  as- 
signment of  license  from  Radio  Jax  Inc. 
to  Irving  Glick,  for  $110,000.  Mr.  Glick  is 
general  manager-salesman,  WZOK  Jack- 
sonville. Announced  Dec.  29. 

WCTW  (FM)  New  Castle,  Ind.— Seeks 
transfer  of  control  of  licensee  (Courier- 
Times  Inc.)  from  Adaline  B.  Chambers  and 
Robert  S.  Hunter  Jr.,  as  trustees,  to  Walter 
S.  Chambers  Jr.  et  al  (all  stockholders) 
through  termination  of  voting  trust  An- 
nounced Dec.  29. 

WNOS-AM-FM  High  Point,  N.  C— Seeks 
assignment  of  license  from  Statesville  Bcstg. 
Co.  to  Charles  E.  Doss,  commercial  man- 
ager, WROM  Rome,  Ga.,  for  $67,500.  An- 
nounced Dec.  30. 

WJMO  Cleveland,  Ohio — Seeks  assignment 
of  license  from  Friendly  Bcstg.  Co.  (Rich- 
ard Eaton)  to  Preston  G.  Tuschman  for 
$250,000.  Mr.  Tuschman  is  steel  products 
company  manager.  (Application  is  contin- 
gent on  grant  of  WSRS-AM-FM  application 
below.)  Announced  Dec.  29. 

WSRS-AM-FM  Cleveland  Heights,  Ohio- 
Seeks  assignment  of  license  from  WSRS 
Inc.  to  Friendly  Bcstg.  Co.  (Richard  Eaton) 
for  $306,000  plus  consultant's  fee  of  $20,000 
per  year  for  five  years.  Mr.  Eaton,  holder 
of  multiple  broadcast  interests,  has  applied 
for  sale  of  WJMO  Cleveland  [see  above] 
Announced  Dec.  29. 

WMOD  Moundsville,  W.  Va.— Seeks  trans- 
fer of  positive  control  of  licensee  (Miracle 
Valley  Bcstg.  Co.)  from  Donald  W.  Leven- 
son  to  John  T.  Taylor,  formerly  34%  owner, 
who  will  increase  ownership  to  nearly 
100%.  Purchase  price:  $19,000.  Announced 
Dec.  29. 


Hearing  Cases 


FINAL  DECISION 

By  order.  Commission  adopted,  and  made 
effective  immediately,  initial  decision  of 
November  14  and  granted  L.  Berenice 
Brownlow  cp  for  new  am  broadcast  station 
in  St.  Helens,  Ore.,  to  operate  on  1600  kc, 
1  kw,  daytime  only. 

OTHER  ACTIONS 


By  memorandum  opinion  and  order.  Com- 
mission granted  motion  by  Shelby  County 
Bcstg.  Co.,  Shelbyville,  Ind.,  and  enlarged 
issues  in  proceeding  on  its  am  application 
and  that  of  Rounsaville  of  Cincinnati  Inc. 
(WCIN),  Cincinnati,  Ohio,  involving  1480 
kc.  Comrs.  Bartley,  Craven  and  Cross  dis- 
sented. Announced  Dec.  30. 

By  memorandum  opinion  and  order,  Com- 
mission denied  joint  petition  by  Oklahoma 
Television  Corp.  and  Coastal  Television  Co. 
for  reconsideration  of  Sept.  17  memorandum 


ALLEN 


COMPANY 


NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


WASHINGTON 
1625  Eye  Street,  N.W. 
NAtional  8-1990 

NEW  YORK 

60  East  42nd  Street 
MUrray  Hill  7-4242 

CHICAGO 

35  East  Wacker  Drive 

RAndolph  6-6760 
DENVER 

1 700  Broadway 

AComa  2-3623 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices  ME.  8-5411 

1735  DeSoles  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,   N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial    Radio    Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS    CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 

Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St. — Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
61 7  Albee  Bldg.      Executive  3-461  i 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


JAMES  C.  McNARY 

Consulting  Engineer 
National   Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.  Fort  Evans 

1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military   Rd.,    N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box   2468,    Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING   RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(o  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION   and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


er vice 


irect 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 


CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.  W. 
Washington   10,  D.  C. 

Practical  Broadcast,  TV  Electronics 
courses.  Write   ForVree  Catalog'  spec- 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING   RADIO  ENGINEERS 
1052  Warner  Bldg.   National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,   International  Airport 
San    Francisco    28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 


RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  298,  Arcade  Bldg., 
St.  Louis  1,  Mo.       Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations   •  Applications 
Petitions  •  Licensing  Field  Service 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242      NEptune  4-9558 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


PETE  JOHNSON 

CONSULTING  am-fm-tv 
ENGINEERS 
Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


COLLECTIONS 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV— Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commissions 
STANDARD  ACTUARIAL 
WARRANTY  CO. 
220  West  42nd  St.,  N.  Y.  36,  N.  Y 
 LO  5-5990 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Dec.  31 


Lie. 

3,270 


CP 

Not  on  air 

107 

117 
103 


TOTAL  APPLICATIONS 
For  new  stations 

597 
70 

107 


TOTAL 

516s 
36' 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Dec.  31 

VHF  UHF 

Commercial                                                    435  81 

Non-Commercial                                             28  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Nov.  30 

AM  FM  TV 

Licensed  (all  on  air)  3,270  544  4311 

CPs  on  air  (new  stations)  45  27  812 

CPs  not  on  the  air  (new  stations)  108  115  105 

Total  authorized  stations  3,423  686  666 

Applications  for  new  stations  (not  in  hearing)  456  34  49 

Applications  for  new  stations  (in  hearing)  119  30  58 

Total  applications  for  new  stations  575  64  107 

Applications  for  major  changes  (not  in  hearing)  433  29  37 

Applications  for  major  changes  (in  hearing)  48  1  17 

Total  applications  for  major  changes  481  30  54 

Licenses  deleted  0  0  0 

CPs  deleted  ill 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

2  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

1  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


for  clearer,  stronger, 
more  flexible  FM 
signal  transmission 


HIGHEST  QUALITY 
FM  TRANSMISSION  THROUGH 
CUSTOM  CONSTRUCTION 

The  Collins  37M  FM  Ring  Antenna  gives  you 
maximum  FM  signal  transmission.  The  antenna 
is  pre-tuned  to  your  operating  frequency.  Up 
to  12  rings  can  be  used. 

The  antenna  can  be  mounted  on  the  side  or  top 
of  any  tower.  The  37M  is  lightweight  and  com- 
pact. Its  streamlined  construction  and  simple 
electrical-mechanical  design  give  you  maximum 
installation  flexibility. 

Write  or  call  your  Collins  Representative  for 
more  information  on  the  Collins  37M  FM  Ring 
Antenna.  Your  free  copy  of  "Collins  Broadcast 
Equipment"  catalog  will  also  be  sent  upon  re- 
quest. 


COLLINS  RADIO  COMPANY 

CEDAR  RAPIDS    •    DALLAS    •  BURBANK 


opinion  denying  leave  to  amend  their  appli- 
cations to  specify  alternate  ant.  site,  waive 
certain  rules  and  enlarge  issues  in  proceed- 
ing on  their  applications  for  new  tv  stations 
to  operate  on  ch.  12  in  New  Orleans,  La., 
and  Supreme  Bcstg.  Co.,  for  mod.  of  cp  of 
station  WJMR-TV  New  Orleans,  to  change 
from  ch.  20  to  ch.  12.  Announced  Dec.  30. 

By  memorandum  opinion  and  order,  Com- 
mission denied  motion  by  M.V.W.  Radio 
Corp.,  San  Fernando,  Calif.,  to  delete  certain 
issues  in  am  proceeding.  Announced  Dec.  30. 

By  order,  Commission  granted  petition  by 
Broadcast  Bureau  for  reconsideration  of 
Nov.  21  Commission  order  which  adopted 
and  made  effective  immediately  Oct.  3 
initial  decision  granting  application  of 
Grady  M.  Sinyard  for  new  am  station  to 
operate  on  1010  kc,  500  w,  DA,  D,  in  New 
Boston,  Ohio;  and  corrected  initial  decision 
to  delete  any  reference  to  the  use  of  direc- 
tional antenna.  Announced  Dec.  30. 

By  order,  Commission  dismissed  as  moot 
(1)  'question  certified  to  it  by  hearing  exam- 
iner for  advice  as  to  whether  L.E.U.  Bcstg. 
Co.,  Jet  Bcstg.  Co.,  and  WERC  Bcstg.  Corp. 
were  entitled  to  indefinite  continuance  of 
hearing  on  their  applications  for  new  tv 
stations  to  operate  on  ch.  66  in  Erie,  Pa. 
for  pendency  of  tv  rule  making  proceedings 
and  (2)  petition  by  Broadcast  Bureau  to 
dismiss  applications  without  prejudice  or 
to  remove  them  from  hearing  status  and 
place  impending  file  as  contingent  applica- 
tions. Announced  Dec.  24. 

By  order,  Commission  granted  joint 
request  by  WMBO  Inc.  (WMBO)  and  Au- 
burn Publishing  Co.  (WMBO-FM),  Auburn, 
N.  Y.,  for  extension  of  time  to  Feb.  2,  1959, 
to  file  applications  for  renewals  of  licenses 
of  those  stations.  WMBO  -AM-FM  had 
sought  reconsideration  of  a  May  22  grant 
to  Herbert  P.  Michels  for  new  am  station 
(WAUB)  to  operate  on  1000  kc,  1  kw,  day,  in 
Auburn,  because  of  economic  impact,  to 
which  Commission's  July  30  order  afforded 
them  an  evidentiary  hearing.  Commissioner 
Hyde  voted  for  grant  to  regular  time  for 
filing  renewals.  Announced  Dec.  30. 

Valley  Bcstg.  Co.,  Lehighton,  Pa.,  Miners 
Bcstg.  Service  Inc.,  Kingston,  Pa. — Desig- 
nated for  consolidated  hearing  applications 
for  new  am  stations  to  operate  on  1150  kc, 
1  kw,  DA,  day.  Announced  Dec.  30. 

Routine  Roundup 

BROADCAST  ACTIONS 

By  Broadcast  Bureau 
Action  of  Dec.  24 
KPBA  Pine  Bluff,  Ark.— Granted  assign- 


ment of  license  to  Radio  Pine  Bluff  Inc. 
Actions  of  Dec.  23 
WREC-AM-TV  Memphis,  Tenn.— Granted 
assignment  of  licenses  to  WREC  Bcstg.  Serv- 
ice Inc. 

WOKS  Columbus,  Ga.— Granted  assign- 
ment of  cp  to  "OK  Radio  Inc." 

WEEU  Reading,  Pa.— Granted  mod.  of  li- 
cense to  operate  trans,  by  remote  control 
while  using  directional  ant.  nighttime;  con- 
ditions. 

WFIL  Philadelphia,  Pa.— Granted  cp  to 
install  new  aux.  trans.;  remote  control  per- 
mitted while  employing  directional  ant. 

WKTY  La  Crosse,  Wis.— Granted  cp  to 
replace  expired  permit  for  change  in  power 
from  1  kw,  N  and  D  to  1  kw-5  kw-LS; 
change  from  DA-1  to  DA-2;  make  changes 
in  DA  system. 

WNHC  New  Haven,  Conn. — Granted  cp  to 
make  changes  in  ant.  system. 

WBKV-FM  West  Bend,  Wis.— Granted  cp 
to  make  changes  in  transmitting  equipment 
and  change  ERP  to  18  kw;  condition. 

KNAF  Fredericksburg,  Tex.  —  Granted 
mod.  of  cp  to  change  type  trans. 

KBJT  Fordyce,  Ark.— Granted  mod.  of  cp 
to  change  type  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KSEL 
Lubbock,  Tex.,  to  6-20-59;  WMOZ  Mobile. 
Ala.,  to  5-10-59;  KBJT  Fordyce.  Ark.,  to 
4-6-59. 

Actions  of  Dec.  22 

KRNT-TV  Des  Moines,  Iowa — Granted 
mod.  of  license  to  decrease  aur.  ERP  to  158 
kw,  and  make  minor  equipment  changes. 

WBRC-TV  Birmingham,  Ala. — Granted  cp 
to  make  equipment  changes  to  permit 
WTAF  (FM)  to  utilize  existing  WBRC-TV 
transmission  lines  and  ant.  as  radiating  sys- 
tem for  fm  station. 

WLBZ-TV  Bangor,  Me.— Granted  cp  to 
change  ERP  to  51.3  kw  vis.,  25.7  kw  aur., 
make  changes  in  equipment;  ant.  640  ft. 

KQED  San  Francisco,  Calif.  —  Granted 
mod.  of  cp  to  change  type  ant. 

WFCR  Fairfax,  Va. — Granted  mod.  of  cp 
to  make  changes  in  DA  system. 

WVEC-TV  Hampton,  Va.— Granted  exten- 
sion of  completion  date  to  7-4-59. 

Action  of  Dec.  18 

WFPO  Stroudsburg,.  Pa. — Granted  change 
in  remote  control  authority. 

ACTIONS  ON  MOTIONS 
By  Commissioner  Rose!  H.  Hyde  on  Dec.  29 

Granted    petition    by    Coral  Television 

Continued  Page  87 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 

•  SITUATIONS  WANTED  20<?  per  word — $2.00  minimum  •  HELP  WANTED  25  c1  per  word — $2.00  minimum. 

•  All  other  classifications  30c  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted 


Attention  all  managers,  sales  managers, 
salesmen,  program  directors,  disc  jockeys, 
production  men,  engineers  and  combo  men! 
Are  vou  ready  for  the  big  time?  America's 
fastest  growing  radio  group  needs  qualified 
and  experienced  personnel  in  all  of  the 
above  categories  for  major  market  stations. 
If  you  are  interested  in  a  career  with  top 
pay  and  manv  extra  benefits,  tell  us  all  in 
your  first  letter.  All  replies  will  be  held  con- 
fidential.  Sorrv.  but  we  can  not  return  tapes. 
Reply  Box  722G.  BROADCASTING. 


Modern  radio's  outstanding  chain  expand- 
ing. Number  one  station  top  ten  market  add- 
ing live-ware,  fast-paced  announcers,  hard- 
hitting salesmen.  Rush  tape,  snapshot,  data. 
General  Manager  Box  133H,  BROADCAST- 
ING. 


This  is  Macomb  .  .  .  The  home  of  WKAI 
Radio  and  Western  Illinois  University.  Ac- 
cepting applications  experienced  personnel. 
Engineer,  announcer,  sportscaster.  program 
director,  salesman.  Send  full  details  to  Bob 
Douglas. 


Management 


Assistant  manager.  Jack  of  all  radio  trades 
to  wTork  directly  with  general  manager  in 
administering  operation  in  medium-small 
Kentucky  market.  Following  essential:  abil- 
ity to  get  along  with  people,  follow-up  of 
details-details-details,  announcing  i  may  have 
short  shift — send  no  tapes ) ,  operation  of  all 
studio  equipment,  creation  and  production 
of  ideas  for  sales  force,  etc.  Send  full  resume 
including  past  earnings.  Replies  treated  con- 
fidentially. Box  221H.  BROADCASTING. 


Suburban  New  York  sales  manager,  oppor- 
tunities unlimited  in  nation's  fastest  grow- 
ing area.  Write  or  call  WHTG,  Asbury  Park. 
New  Jersey. 


Sales 


Salesman  wanted  to  take  over  account  list 
now  worth  S7000  per  year  with  great  oppor- 
tunity to  increase  this  in  solid,  progressive 
station,  midwest.  Now  1  kw,  soon  5  kw. 
Opening  created  by  staff  promotion.  Box 
111H.  BROADCASTING. 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  w-atts,  24 
hours  a  day.  Genuine  ground-floor  opportun- 
ity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data.  General  Mana- 
ger Box  134H,  BROADCASTING. 


Outstanding  local  station,  staff  of  20,  50,000 
metropolitan  market,  needs  experienced,  ag- 
gressive salesman.  Must  be  high  tvpe  man 
interested  in  permanent  future.  Merchan- 
dising background  essential,  outstanding 
sales  ability  a  must.  Box  198H,  BROAD- 
CASTING. 


Top  independent  station,  major  midwest 
market,  has  immediate  opening  for  a  real 
salesman  who  wants  to  make  5-figure  money. 
Excellent  opportunity  for  commercial  man- 
ager in  smaller  market  to  double  his  earn- 
ings. Chances  for  advancement  in  manage- 
ment good.  Box  215H.  BROADCASTING. 


1000  watt  Washington  state  daytimer  needs 
top  salesman.  Real  producer  can  be  sales 
'.-.  =  r.^=er  60  r  .ens   Bom  234H.  BROAD- 

CASTING. 


Metropolitan  market  in  southern  New  Eng- 
land area  looking  for  aggressive,  experi- 
enced salesman.  Salary  plus  incentive.  Will 
take  over  some  existing  accounts.  Send 
resume  and  availability.  Excellent  oppor- 
tunities for  earnings  and  advancement  with 
independent  music  and  news  station.  Box 
240H.  BROADCASTING. 


RADIO 


Help  Wanted— (Cont'd) 


Sales 


NBC  regional  vhf  tv  has  openings  for  men 
who  want  big  territory,  liberal  commission, 
no  competition.  Presently  our  sales  staff 
just  cannot  cover  our  ^-million-home 
area.  Box  260H.  BROADCASTING. 


California,  KCHJ,  Delano.  Serves  1,300.000. 
Increasing  sales  staff. 


Wanted:  Peddler  or  peddlers  (salesmen)  — 
order  takers  need  not  apply.  Central  Cali- 
fornia, 5,000  watt.  Mutual.  Contact  Frank 
Flynn,  Box  717,  Merced.  California. 


For  Top  Flight  salesman  only — We  need  3 
men  willing  to  travel  in  protected  terri- 
tories. Each  man  should  live  within  200  miles 
of  Atlanta,  Chicago  and  Dallas.  Our  new  tv 
and  radio  properties  are  proven  and  offer 
a  man  a  large  earning  potential.  Liberal 
drawing  account  and  commissions  with  a 
respected  firm.  Will  only  consider  men  with 
previous  sales  experience  in  tv  or  radio. 
Write  a  full  resume  with  references  to  Rich- 
ard H.  Ullman,  Inc.,  295  Delaware  Ave.,  Buf- 
falo 2,  New  York. 


Announcers 


Wanted:  Staff  announcer  for  1000  watt  east- 
ern Ohio  station  w/background  of  sports  an- 
nouncing. Send  tape,  resume  and  picture. 
Box  807G,  BROADCASTING. 


Greater  Pittsburgh  area  station,  member  of 
growing  chain,  seeking  staff  announcer  with 
minimum  of  2  years  experience,  good  em- 
ployment record,  good  personal  background. 
Quality  operation  that  demands  quality 
work.  Excellent  wages  and  opportunity  to 
move  up.  Send  resume,  tape  and  photo  im- 
mediately. Box  928G.  BROADCASTING. 


Radio-announcer,  1st  phone.  Excellent  sal- 
ary and  chance  for  rapid  promotion  in  3- 
station  network  in  Reeky  Mountain  area. 
Send  letter,  tape  and  other  information.  Box 
970G.  BROADCASTING. 


Stable,  creative  announcer  with  first  phone, 
or  mature  versatile  deejay  with  production 
spot  experience.  No  top  40,  no  rock  'n  roll. 
News  gathering  and  writing  ability  desir- 
able but  secondary  at  present  in  expanding 
Illinois  kilowatt.  Good  pay  for  competent 
man.  Bonus,  insurance,  sick  leave,  many 
fringe  benefits.  List  age,  education,  experi- 
ence in  detail.  Box  143H,  BROADCASTING. 


New  south  Florida  station  metropolitan 
market  needs  3  di's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
start.  Send  tape,  references,  resume!  Box 
251H.  BROADCASTING. 


Full  power  vhf  in  south  has  opening  for 
radio  man  with  tv  ambitions.  Send  tape, 
photo  to  Box  259H.  BROADCASTING. 


KBUD,  Athens,  Texas  seeking  experienced, 
mature  announcer.  $325.00  month. 


One  hour  from  L.A.  combination  man,  first 
ticket,  good  pay.  Send  tape  and  references 
to  Box  1520.  Oxnard.  California.  Immedi- 
ately! 


Experienced  announcer  for  resort  area,  good 
on  commercials  and  news.  Fast  operation. 
Send  tape  and  details  to  McGregor,  KBHS, 
Hot  Springs.  Arkansas. 


Wanted,  experienced  announcers  for  radio- 
tv  operation  with  authoritative  presentation 
that  sells  for  our  advertisers.  Send  details 
to  Eli  Daniels,  KRSD,  Rapid  City,  S.D. 


RADIO 


Help  Wanted— (Cont'd) 


Announcers 


Aggressive  station  in  midwestern  market 
has  excellent  opportunity  for  alert,  go- 
getting  young  personality.  Send  tape,  re- 
sume, photo,  salary  requirements  to  Jim 
Holston,  WANE.  Fort  Wayne.  Indiana. 


Florida  top  music  station  wants  full  time 
disc  personality.  Send  tape  full  information 
WDVH,  P.O.  Box  289.  Gainesville,  Florida. 


Announcer  with  first  phone.  No  mainte- 
nance. Permanent.  Mail  tape,  photo,  resume 
to  WEBY,  Milton,  Fla. 


Immediate  opening  experienced  announcer. 
Full  time  independent  station.  Modern 
studios,  new  equipment,  some  combo.  Adult 
station  in  all  America  city.  No  rock  and 
roll.  Rush  audition,  resume,  salary  require- 
ments, WGIL,  Galesburg.  Illinois. 


Technical 


Immediate  opening  for  first  class  engineer 
who  can  also  sell  and  service  accounts  in 
mid-south.  Top  pay  with  growing  organiza- 
tion. Box  255H,  BROADCASTING. 


Immediate  opening  for  chief  engineer  for 
one  of  Montana's  leading  stations.  250  watt 
RCA  equipped  with  alternate  main  transmit- 
ter. Good  pay.  Good  working  conditions. 
Excellent  medical  hospital,  pension  plan. 
Contact  I.  A.  Elliot,  Manager,  KATL,  Miles 
City,  Montana. 


Chief  engineer  for  light  afternoon  announc- 
ing shift  and  maintenance.  WHIT,  New 
Bern.  N.  C. 


Engineer-announcer,  1st  phone,  accent  main- 
tenance. All  new  Gates  equipment.  Mini- 
mum announce  schedule.  Contact  Bob  Doug- 
las, WKAI  Radio,  Macomb,  Illinois.  Temple 
3-4129. 


Immediate  opening  for  engineer-announcer. 
Staff  announcing  and  maintenance.  Call 
Jimmy  Childress,  WMSJ,  Sylva,  N.C. 


Production-Programming,  Others 


Needed:  Top  program  director  to  program 
full  time  250  watt  station  in  medium  size 
mid-west  market.  Must  be  good  morning 
man,  willing  to  spend  up  to  4  hours  on  air. 
An  all-around  radio  man  will  have  perma- 
nent position  in  wonderful  family  town. 
Send  tape,  date  willing  to  start  and  com- 
plete references  to  Box  959G.  BROADCAST- 
ING. 


Ohio  station  needs  experienced  pd  who 
knows  programming,  local  news,  station  pro- 
motion, commercial  spot  and  program  pro- 
duction. Send  complete  information  re  past 
experience,  personal  history,  tape,  photo 
and  references.  Material  held  confidential 
and  will  be  returned.  Box  182H,  BROAD- 
CASTING. 


Outstanding  local  station,  staff  of  20,  50.000 
metropolitan  market  needs  program  idea 
and  production  man.  Ability  to  develop  lo- 
cal programming  and  produce  programs  es- 
sential. Future,  unlimited.  Send  complete 
background  information,  photo  and  tape, 
also  experienced  local  news  man.  Box  199H, 
BROADCASTING. 


Opening  after  January  1  for  good  newsman 
with  good  delivery.  Must  be  able  to  report, 
write  and  air  the  news  in  one  of  midwest's 
best  medium  market  radio  tv  newsrooms. 
5  kw  radio,  full  power  vhf  tv  affiliated  with 
NBC.  Guaranteed  income  plan  double  time 
for  holidays,  etc.  Send  tape,  oicture,  and 
salary  required.  Box  207H,  BROADCAST- 
ING. 
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Grantham  School  of  Electronics  specializes  in 
F.C.C.  license  preparation,  teaching  you  either 
by  correspondence  or  in  resident  classes.  Cor- 
respondence training  is  conducted  from  Wash- 
ington, Hollywood,  and  Seattle;  also,  resident 
DAY  and  EVENING  classes  are  held  in  all 
three  cities.  Regardless  of  whether  you  enroll 
by  correspondence  or  in  a  resident  class,  we 
train  you  quickly  and  well  — NO  previous 
training  required.  A  beginner  may  qualify 
for  his  first  class  F.C.C.  license  in  as  little  as 
twelve  weeks. 

Our  FREE  booklet.  Careers  in  Electronics, 
gives  complete  details  of  our  training  —  either 
home  study  or  resident  classes.  This  booklet 
tells  how  we  prepare  you,  quickly,  to  pass 
F.C.C.  examinations.  For  your  free  copy  of 
this  booklet,  clip  the  coupon  below  and  mail  it 
to  the  Grantham  School  nearest  you. 

WASHINGTON     Grantham  Sch001  °'  Electronics 

Dp  821 -19th  Street,  N.W. 

■  U.  Wachincrtnn  E    n  P 


HOLLYWOOD  Grantham  School  of  Electronics 

nmi  ir  1505  N.  Western  Avenue 

UMLir.  Hollywood  27,  California 

SEATTLE  Grantham  School  of  Electronics 

WAQU  408  Marion  street 

« Aon.  Seattle  4,  Washington 

MAIL  TO  SCHOOL  NEAREST  YOU 


.  GRANTHAM  SCHOOL  OF  ELECTRONICS 


□  Home  Study,  Q  Resident  Classes 


RADIO 

RADIO 

Help  Wanted— (Cont'd) 

Situations  Wanted —  (  Cont'd  ) 

Production-Programming,  Others 

Announcers 

Music  firm  seeks  young  man  with  musical 
background  and  radio,  television  and  ad- 
vertising agency  contacts  for  purpose  of 
popular  standard  music  catalog  exploitation. 
Write  Box  219H,  BROADCASTING,  stating 
experience. 


RADIO 


Situations  Wanted 


Experienced  young  man,  currently  running 
vast  highly  successful  and  varied  music 
production  service  blanketing  entire  broad- 
casting industry  for  large  corporation.  Seek- 
ing opportunity  as  music  and  program  di- 
rector with  possibility  of  business  affiliation. 
Wide  national  credits  and  proven  commer- 
cial knowhow.  Box  177H,  BROADCASTING. 


Management 


Sales  manager-general  manager.  15  years  in 
radio  station  sales,  local,  regional,  national. 
Thorough  knowledge  all  phases  station 
operation.  Highest  radio  industry  refer- 
ences. Box  701G.  BROADCASTING. 

Manager.  Thoroughly  experienced  legman 
type  manager.  Good  imagination  and  con- 
cept leading  to  good  volume  of  business. 
Box  195H,  BROADCASTING. 

Small  market  manager  or  sales  manager. 
South  or  southerners  preferred.  Box  197H, 
BROADCASTING. 


Hard  hitting,  aggressive  sales  and  program 
minded  general  manager  of  5  kw  metropoli- 
tan market  of  over  \'2  million  would  con- 
sider change  to  same  size  or  larger  market 
in  sales  manager  or  general  manager  capac- 
ity. Have  came  up  through  the  ranks  of 
announcing,  writing,  programming,  farm 
service  and  an  excellent  9  year  record  of 
radio  and  tv  sales.  Prefer  upper  midwest. 
Box  235H,  BROADCASTING. 


Broadcast  executive  available  due  to  station 
sale.  Extremely  able,  capable  with  20  years 
experience,  including  sales  manager,  gen- 
eral manager  in  radio  and  television, 
medium  and  metropolitan  markets.  Top 
references,  married,  college  graduate,  age 
42.  Replies  confidential.  Resume  available. 
Box  243H,  BROADCASTING. 


Have  contract  book,  will  travel,  to  station 
with  best  offer!  Producer,  prefer  sales  man- 
ager job,  previous  experience  as  such. 
Young,  family,  sincere,  good  references. 
Box  244H,  BROADCASTING. 


Sales  manager,  professional  radio  advertis- 
ing salesman.  Experienced  all  phases  local 
radio.  Desire  good  job,  top  organization.  Re- 
quire substantial  compensation.  Good  refer- 
ences, experience  includes  sales  manager, 
i  promotion  manager.  Under  30,  family.  Box 
245H,  BROADCASTING. 


Sales  manager  for  combination  local,  na- 
tional, regional  assignment.  Proven  record 
Box  250H,  BROADCASTING. 


General  manager— Expert  in  formula  radio. 
Wants  large  market  station.  Running  top 
formula  station  medium  market  3V2  years. 
Box  256H,  BROADCASTING. 

Manager,  13  years  experience  in  all  phases 
of  radio.  37,  married  and  family  man.  Best 
references.  Box  257H,  BROADCASTING. 

Sales 

Experienced  salesman— background  14  years 
sales  management,  announcing,  congenial 
worker.  Box  222H,  BROADCASTING. 

Good  sales  technique.  Prefer  deal  including 
air  work.  Versatile.  Write  copy.  Operate 
board.  Box  226H,  BROADCASTING. 


Announcer,  third  class  ticket,  10  years  ex- 
perience. A-l  voice.  Married.  Box  959F, 
BROADCASTING. 

Sports  announcer  basketball,  baseball,  foot- 
ball. Excellent  voice,  finest  of  references. 
Box  547G,  BROADCASTING. 


Ten  years  experience:  AM  and  some  tv  and 
announcing,  prefer  far  west.  Box  163H, 
BROADCASTING. 

We're  a  deejay.  That  is,  I'm  an  us.  We're  an 
unbreakable  set.  Let  us  know  (uh,  better 
let  me  know— I  don't  trust  the  others)  if 
you've  a  slot  open,  preferably  after  mid- 
night. We'll  air-sell  for  you  and  entertain 
your  listeners,  all  for  the  paltry  sum  of 
$150.  Box  237H,  BROADCASTING. 

Experienced  announcer  with  first  phone 
would  like  opportunity  to  brush  up  on  main- 
tenance. No.  top  40.  Also  have  had  training 
in  tv.  Box  216H,  BROADCASTING. 

Experienced  St.  Louis  sportscaster  seeks 
bigger  challenge.  Hard  working,  writes  own 
material.  Play-by-play  all  sports.  Radio,  tv. 
Box  218H,  BROADCASTING. 

Cold  winters— ouch!  Want  position  in  Los 
Angeles,  California  area.  Newscasting  spe- 
cialist of  highest  quality.  Present  salary 
$130.00  weekly.  Six  years  experience.  No 
commercial  problems.  Age  26,  married,  two 
children.  Box  224H,  BROADCASTING. 

Announcer,  mature.  Sales  minded.  Good  re- 
lated background.  Operate  board.  Coopera- 
tive. Box  225H,  BROADCASTING. 

Spirituals-folk  music  specialist.  Good  back- 
ground. Staff  announcer.  Versatile.  Coopera- 
tive. Box  227H,  BROADCASTING. 

Negro  deejay,  smooth  patter,  smart  produc- 
tion; handle  controls.  References.  Tape.  Box 
228H,  BROADCASTING. 


Announcer.  Modern  sound.  Experienced. 
Styled  for  California,  Boston,  Washington 
Philadelphia.  Box  229H,  BROADCASTING. 


230H,  BROADCASTING. 

Women's  programs — announcer-writer-direc- 
tor, good  general  background.  Cooperative 
versatile.  Box  231H,  BROADCASTING. 


Girl-dj  announcer.  Run  own  board.  Can 
sell  too.  Eager,  capable— production,  pub- 
licity, promotion.  Steady,  no  bad  habits 
Box  232H,  BROADCASTING. 

Unusual,  relaxed  delivery.  Perfect  night  o>- 
all  nite.  News,  experienced.  Box  233H, 
BROADCASTING 

Ten  years,  solid  references.  Veteran  with 
college.  All  phases  announcing.  Finest  pro- 
fessional background.  Prefer  night  work. 
Box  236H,  BROADCASTING. 

Personality  dj — imaginative  performer — ex- 
cellent news  and  commercial  delivery. 
Friendly  style  makes  listeners  friends.  $8000. 
No  sign-on,  please.  Box  238H,  BROADCAST- 
ING. 

Available  now.  5  years  experience.  DJ,  news, 
sports.  Play-by-play.  Married.  Box  239H, 
BROADCASTING. 

Have  1  year  experience  as  dj  and  news  di- 
rector, will  travel.  Married,  21,  draft  free. 
Good  reference.  Box  241H,  BROADCAST- 
ING. 

Gospel  programs,  announcer/producer.  Good 
background.  Capable  commercial  staff 
duties.  Box  247H,  BROADCASTING. 

News-special  events-plus.  Announcer-pro- 
ducer-writer. Radio  and  tv.  Box  248H. 
BROADCASTING. 

Announcer.  Nearly  fourteen  years  experi- 
ence in  the  midwest,  nine  years  at  the 
present  station.  Would  like  to  relocate  in 
the  midwest  at  a  large  well  established  sta- 
tion. Thirty-one  years  old,  family  man,  ex- 
cellent references.  Present  salary  $6500. 
Box  252H,  BROADCASTING. 

Sports  and  staff  announcer.  Play-by-play 
pd  six  years  experience,  college  graduate. 
24,  married,  dependable,  top  references,  no 
habits,  prefer  south.  Charles  Phillips,  1314 
Bihlman  Drive,  Portsmouth,  Ohio.  Phone 
EL  3-6905. 
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 RADIO   TELEVISION    FOR  SALE 

Situations  Wanted — (Cont'd)  Help  Wanted — (Cont'd)  Stations — (Cont'd) 


Announcers 


Several  years  experience  in  news,  con- 
tinuity, engineering,  music  library,  announc- 
ing and  office  boy  work.  Some  college, 
strong  in  news,  commercials  and  dj  work, 
but  still  looking  for  experience.  Box  663. 
Gary,  Indiana. 


Politician  wants  announcer-sales  combo; 
young,  college,  graduate  broadcasting  school, 
personality  plus,  likes  everyone,  excellent 
dresser,  reply:  P.O.  Box  1732,  Boston  5, 
Mass. 


Will  work  to  please.  Run  own  board.  Versa- 
tile. Will  locate  anywhere.  Tape,  resume. 
Augie  Ronald.  6044  S.  Knox.  Chicago. 


Technical 


Engineer  ten  years  experience  desires  to  re- 
locate soon.  Prefer  south  or  west,  but  con- 
sider elsewhere.  Prefer  chief's  position.  Box 
264H,  BROADCASTING. 


Experienced  engineer-announcer,  mainte- 
nance, new  sound.  Box  265H,  BROADCAST- 
ING. 


Production-Programming,  Others 


Newsman — competent  reporter,  writer,  7 
years  radio-newspaper  experience,  profes- 
sional delivery,  best  references,  college,  car, 
working,  interested  radio  and/or  tv.  Box 
200H,  BROADCASTING. 


Photographer:  3  years  experience,  all  phases, 
primarily  news,  age  24.  Box  220H,  BROAD- 
CASTING. 


Radio  copywriter,  11  years  radio-tv,  de- 
pendable, male,  family.  Make  offer.  Box 
253H,  BROADCASTING. 


TELEVISION 


Help  Wanted 


Sales 


New  tv  station  hungry  for  capable  men  who 
can  sell.  We  don't  lack  prospects,  just  man- 
power. This  is  a  southern  vhf  network  af- 
filiate. Box  261H,  BROADCASTING. 


Announcers 


Staff  announcer  radio  and  tv,  New  York 
state.  Able  to  "hard  sell"  when  necessary, 
operate  as  combination  man  on  radio,  handle 
some  in-studio  sports  reporting.  Box  171H. 
BROADCASTING. 


Tv  staff  announcer:  good  appearance  and 
personality.  Send  pictures,  tape,  and  details 
to  Don  Stone.  KTTV,  Sioux  City,  Iowa. 


Technical 


Experienced  chief  engineer  for  midwest  CBS 
station.  Top  salary.  Excellent  working  con- 
ditions. Stock  option  plan.  Administrative 
and  construction  experience  essential.  Per- 
sonal interview  a  requisite.  Include  educa- 
tional background,  television  commercial  ex- 
perience, past  earnings,  record  and  refer- 
ences. Box  120H,  BROADCASTING. 


Well  established  mid-southern  vhf  station 
has  excellent  opening  for  licensed  video  en- 
gineer. Please  send  complete  resume  and  re- 
cent photo.  Box  172H,  BROADCASTING. 


Television  transmitter  engineer,  first  class 
license,  operational  and  maintenance  ex- 
perience with  RCA  transmitter  essential. 
Top  salary  to  right  man.  Give  full  details  of 
experience.  Box  202H,  BROADCASTING. 


Television  transmitter  supervisor  to  take 
charge  of  personnel,  operations  and  main- 
tenance of  RCA  TT25BL  transmitter.  Great 
Lakes  location,  start  S125  per  week.  Write 
Box  203H,  BROADCASTING,  including  com- 
plete qualifications. 


Production-Programming,  Others 


Commercial  artist-copywriter  needed  by 
rapidly  growing  vhf  in  new  southern  mar- 
ket. Send  samples  of  work.  Box  262H. 
BROADCASTING. 


Creative  director  for  expanding  vhf.  Ex- 
perience in  programming,  film  and  contin- 
uity. Top  level  job.  Will  work  with  adver- 
tisers and  salesmen  in  building  program- 
ming for  KCRG-TV,  Cedar  Rapids,  Iowa. 
State  salary  requirements.  Write  Redd  Gard- 
ner, General  Manager. 


Promotion  assistant  with  some  experience 
for  KCRG-TV,  Cedar  Rapids.  Iowa.  State 
starting  salary  and  background  in  reply. 
Unusual  opportunity  to  really  learn  promo- 
tion and  publicity  work  for  stable  person. 
Write  Redd  Gardner,  General  Manager. 


TELEVISION 


Situations  Wanted 


Management 


Station  manager.  Will  guarantee  increased 
profits  in  six  months  plus  steady  20^  profit 
margin  or  20<~r  increase  over  1958  in  twelve 
to  twenty-one  months  in  return  for  small 
percentage  or  stock  escrow  arrangement. 
Over  decade  successful  television  experi- 
ence organizing  and  reorganizing  major  and 
small  market  stations.  Seeking  immediate 
change  and  permanent  location  for  best 
reasons.  Box  246H,  BROADCASTING. 


Announcers 


Tv  personality.  Personal  interview  only. 
Over  20  years  in  two  top  northeastern  sta- 
tions. Currently  employed.  Box  217H. 
BROADCASTING. 


Looking  for  a  trained  seal?  Perhaps  not, 
but  how  about  a  trained  seal  who  does  his 
own  work?  Here's  a  top  notch  newsman, 
who  delivers  the  goods  at  the  typwriter, 
on  the  scene  reporting,  is  tops  on  the  air, 
and  a  preferred  commercial  announcer. 
Presently  news  director  with  high  ranking 
CBS  outlet.  Reason  for  making  a  change: 
low-paying  market.  It  may  be  I'm  what 
you're  looking  for.  Write  Box  242H.  BROAD- 
CASTING and  I'll  tell  all. 


Technical 


Married,  28,  recently  graduated  from  tv 
school.  Have  first.  Willing  to  travel.  Have 
training  but  need  experience.  Seek  employ- 
ment in  tv  station  or  transmitter.  Box  254H. 
BROADCASTING. 


Production-Programming,  Others 


Production  manager:  8  years  radio-tv:  film, 
directing,  announcing.  Currently  production 
manager  small  market  tv.  Married,  30,  vet. 
grad.  Will  relocate  anywhere.  Box  185H. 
BROADCASTING. 


Writer-producer-director.  Practical  experi- 
ence, local  regional.  Creative.  Versatile.  Co- 
operative. Box  249H.  BROADCASTING. 


FOR  SALE 


Stations 


True :  Top  Alabama  station  in  excellent  area. 
S95.000  cash  for  quick  sale.  Own  six  acres 
city  land,  equipment  and  buildings.  Good 
billing.  250  watt  fulltime.  Owners  separat- 
ing. Box  131H,  BROADCASTING. 


Pacific  northwest  1000  w  daytimer  with  c.p. 
for  5000  w.  Attractive  city  of  33,000.  Trading 
area  population  100,000.  Grossing  S70.0OO  a 
year.  Real  estate  with  excellent  studio  and 
transmitter  facilities  included.  Down  pay- 
ment of  $24,000  will  handle.  Box  258H, 
BROADCASTING. 


Southwestern  500  watt  daytimer,  single  sta- 
tion market.  Over  500  retail  businesses; 
equipment  only  two  years  old.  Excellent  op- 
portunitv  for  owner-manager.  S40.000  cash 
for  quick  sale.  Box  266H,  BROADCASTING. 


KCHS,  Truth-or-Consequences,  New  Mexico 
now  for  sale  at  S47.000.  Bet  this  won't  last 
all  year  going  down  Sl.OOO  per  week.  Box 
351,  Truth-or-Consequences,  New  Mexico. 


Southeast  monopoly  market,  newspapers 
and  55^  radio  station,  S150.00O,  terms.  Chap- 
man Company,  1182  West  Peachtree,  Atlan- 
ta, Ga. 


Redding,  California  250  w  full  time.  For  par- 
ticulars write:  Kal  Lines,  1095  Market  Street, 
San  Francisco,  California. 


Mid  Atlantic  state  metropolitan  market, 
S275.000,  terms.  Chapman  Company,  1270 
Avenue  of  Americas,  New  York,  N.  Y. 


Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport.  Iowa.  Sales,  purchases,  apprais- 
als, handle  with  care  and  discretion.  Expe- 
rienced. Former  radio  and  television  owners 
and  operators. 


Great  Plains  state  medium  market,  8203,000, 
$60,000  down  payment.  Chapman  Company. 
1182  West  Peachtree,  Atlanta,  Ga. 


Write  now  for  our  free  bulletin  of  outstand- 
ing radio  and  tv  buys  throughout  the  United 
States.  Jack  L.  Stoll  &  Associates,  6381  Hol- 
lywood Blvd.,  Los  Angeles,  Calif. 


§17,000  down  payment  will  buy  Gulf  state 
small  market  station  (2),  total  prices  S35.000 
and  S67.500.  Chapman  Company,  1182  West 
Peachtree,  Atlanta,  Ga. 


Equipment 


Three  235  foot  Ideco  self-supporting  towers, 
transmission  lines,  coupling  units.  Austin 
lighting  chokes,  lights.  First  class  condition. 
S10.000.  Ready  for  shipment  in  January. 
Write  KCBQ,  San  Diego,  California. 


3  PT6-R  rack-mount  Magnecorders,  in  good 
operating  condition,  with  remote  control 
provisions.  S275.00  per  unit,  or  all  three  for 
S750.00.  1-C  am  frequency  monitor  complete 
with  spare  tubes  for  S100.00.  One  Stancil 
Hoffman  M-5-A  minitape  recorder,  less  bat- 
teries, in  good  working  condition,  for  S75.00. 
Contact  Ellis  Feinstein,  Chief  Engineer. 
KMED,  Medford,  Ore. 


Standard  program  library.  Includes  com- 
mercial and  music  sections,  indexed  catalog. 
16" — 33  rpm  unbreakable  discs,  75^  never 
used.  Cost  S1600.  First  fair  offer.  WAYE. 
Baltimore. 


Am  transmitter:  Gates  BC-IF  1000  watt. 
Less  than  three  years  old.  Perfect.  Have  in- 
creased power.  S3.0OO  fob.  WEBY,  Milton. 
Fla. 


Generators — gasoline,  two  units  with  auto- 
matic changeover  and  regulators.  One  48 
kw.  240  vac,  3  phase.  Other  20  kw.  120/240 
vac  single  phase.  Best  offer.  WHOO.  Or- 
lando, Florida. 


Collins  300G  transmitter  250  watts,  on  650 
kc  at  present.  Less  xtals.  Good  shape  with 
tubes.  A  complete  7000  watt  ac  power  plant 
for  emergency  use.  tower  lighting  chokes, 
flasher  unit  and  antenna  tuner  unit.  All  in 
one  bundle  for  S1250.00  cash  and  you  come 
and  get  it.  Write  Box  4248,  Capitol  Hill  Sta- 
tion. Oklahoma  City.  Okla.  or  call  Forrest 
5-6358. 


1 — GE  10  watt  fm  educational  channel  (89.1 
mcl  broadcast  transmitter  including  match- 
ing pedestal  cabinet  base.  Superb  condition, 
used  approximately  4  months,  has  been  in 
storage.  S950.OO.  Audex  Company.  1439  W. 
Lake  St.,  Minneapolis  8,  Minnesota.  TAylbr 
7-3993. 


Power  supplies,  220V.,  3PH.,  50/60  cy..  AC/ 
DC  overloads,  100A.  Contactors,  6  taps  3750V. 
to  8250V.  DC.  AT  3.45A;  transformer  30KVA. 
40C,  6  rectifiers,  full-wave:  brand  new, 
overseas  packed,  complete.  Water  circula- 
tors. HF  transmitters  10,  15  &  40KW.,  new 
and  used.  Bargains.  George  Belling  Elec- 
tronics. 770  West  Grand  Ave.,  Oakland 
Calif. 
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FOR  SALE 


MISCELLANEOUS 


TELEVISION 


Equipment — (Cont'd) 


Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W.E.,  Bliley 
and  J-K  holders,  regrlnding,  repair,  etc.  BC- 
604  crystals.  Also  am  monitor  service.  Na- 
tionwide unsolicited  testimonials  praise  our 
products  and  fast  service.  Eidson  Electronic 
Co.  Box  31,  Temple,  Texas. 


Magnecorders :  PT6J8A,  PT6AH,  PT6-R,  814 
etc.,  specify  fully.  Walter  Hoffman,  511 
South  5th  Street,  Las  Vegas,  Nevada. 


Television,  monitors.  We  manufacture  the 
most  widely  accepted  monitors  in  broadcast 
and  industrial  applications.  Delivered  under 
several  trade  names.  Tilted  front,  plug-in 
construction.  8"— $195.00,  14"— $215.00,  17"— 
$219.00.  21"— $259.00.  Miratel,  Inc.,  1080  Di- 
onne  St.,  St.  Paul,  Minn. 


WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator.  Box  841G,  BROADCASTING. 


AM  radio  station  low-band  frequency,  1  kw 
or  more  of  power  covering  one  of  the  top 
U.S.  15  markets.  Send  full  details,  price, 
coverage,  power  and  assets.  All  information 
will  be  held  in  strict  confidence.  Box  160H, 
BROADCASTING. 


Equipment 


Western  Electric  consoles  model  23,  turn- 
tables, microphones  and  what  have  you.  Box 
736G,  BROADCASTING. 


DuMont  fm  exciter  type  5067B  for  trans- 
mitter 1000/2000.  Want  cameras,  transmit- 
ters, studio-terminal  equipment.  Also  want 
am-fm  transmitters.  Box  113H,  BROAD- 
CASTING. 


Fm  broadcast  transmitter,  1  to  2  kw.  Also, 
monitor,  cables,  antenna.  State  condition, 
type  and  price.  Russ  Reid,  KGDN,  Seattle 
33,  Washington. 


Cash  paid  for  kilowatt  fm  transmitter,  eight 
bay  antenna,  and  monitors.  Rush  details. 
KMHT,  Marshall,  Texas. 


Remote  amplifier,  tape  recorders,  auto- 
matic program  level  amplifier,  fm  monitor. 
WHCI-FM,  Hartford  City,  Indiana. 


Tube  checker,  signal  generator,  noise  and 
distortion  meter,  good  condition  only.  Write 
to  G.  L.  Marcotte,  WSKI,  Montpelier,  Ver- 
mont. Give  make,  age,  price. 


Magnecorders.  State  original  cost,  condition 
and  price.  Suite  2,  511  South  5th  Street, 
Las  Vegas,  Nevada. 


Transmitter,  500  or  500/1000  w.  high-level- 
modulated,  plus  other  equipment.  Send  com- 
plete details.  Desert  Broadcasting,  4150  Arch 
Dr.,  Apt.  22,  North  Hollywood,  Calif. 


Wanted — 3  or  5  kw  used  fm  transmitter,  fm 
antenna,  frequency  monitor,  modulation 
monitor.  Must  be  in  good  condition.  Con- 
tact Arthur  Prosper,  Central  Missouri  State 
College,  Warrensburg,  Missouri. 


INSTRUCTION 


F.C.C.  first  phone  preparation  by  corres- 
pondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write:  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W„  Washing- 
ton, D.  C. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
January  7,  March  4,  June  24,  Sept.  2,  and 
Oct.  28.  For  information,  references  and 
reservations  write  William  B.  Ogden  Radio 
Operational  Engineering  School,  1150  West 
Olive  Avenue,  Burbank,  California. 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  1025  Lincoln  Street,  Den- 
ver 3,  Colorado. 


RADIO 


Help  Wanted 

Announcers 


MORNING  MAN 
WANTED 

We're  looking  for  the  right  D.J.  to 
handle  our  morning  shift.  He  must 
have  some  experience  on  the  morning 
trick  at  a  small  station  and  be  bright 
and  imaginative.  If  he  can  also  handle 
our  P.D.  job  so  much  the  better.  Salary, 
depending  on  his  ability  and  experi- 
ence, can't  be  tremendous  to  start  but 
there's  lots  of  room  for  the  right  man 
in  our  growing  chain  of  3  stations. 
Reply  with  resume  of  past  experience 
and  references  to: 

Harry  D.  Peck 
General  Manager 
Radio  Station  KODY 
North  Platte,  Nebraska 


Mr.  Electronic 
Engineer 

You  May  Have 

the  qualifications  which  could  make  you 
a  vital  part  of  our  expanding  R/D  staff. 

Your  choice  with  one  of  the  nation's  lead- 
ing electronic  manufacturers  in  any  one 
of  these  fields. 

•  Transistor  Circuits 

•  SSB 

•  Phasor  and  RF  Network 

•  High  Power  Transmitters 

•  Fatigue  Amplifiers 
»  Electro-mechanical 

Contact 

N.  L.  Jochem,  Director  of  Engineering 
Box  P-3 

GATES  RADIO  COMPANY 
Quincy,  Illinois 

A  subsidiary  of 
Harris-lntertype  Corporation 


Help  Wanted 


Sales 


EXPERIENCED 
TV  FILM  SALESMAN 
WANTED 

Leading  film  company  needs  man  to 
cover  Ohio,  Indiana,  Kentucky.  Applicant 
must  be  familiar  with  territory  and  live 
in  it.  Portfolio  of  news  shows  and  reruns. 
Draw  plus  expenses.  Send  resume. 
Box  223H,  BROADCASTING 


FOR  SALE 


Stations 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Av«.,  N.W. 
Washington  7,  D.  C. 


15%  of  original  cost  ($65,000  &  $240,- 
000)  will  buy  two  DuMont  uhf  tv  trans- 
mitters, complete  and  in  like-new  condi- 
tion. Other  tv  equipment  available.  Send 
us  your  requirements. 

Lehigh  Machinery  Co.,  Allsntown,  Pa. 


INSTRUCTION 


Dollar  for  Dollar 

you  can't  beat  a  classified 
ad  in  getting  top-flight  per- 
sonnel. 


Technical 


Equipment 


SELECTED 

ANNOUNCERS 
AVAILABLE 

Trained,  reliable  men  and  women, 
graduates  of  the  Detroit  School  of 
Announcing  and  Speech  are  inter- 
ested in  acquiring  experience.  Com- 
plete information  including  audition 
tapes  sent  on  request.  Let  us  help 
you  find  the  right  man  for  your  staff. 
There  is  no  charge  for  this  service. 
Write 

DETROIT  SCHOOL 
of 

ANNOUNCING  AND  SPEECH 

138  Duffield,  Detroit  1,  Mich. 
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Corp..  South  Miami,  Fla.,  for  extension  of 
time  to  Jan.  7,  1959,  to  file  responses  to  fol- 
lowing pleadings  in  Miami-Perrine-South 
Miami,  Fla.,  eh.  6  proceeding:  (1)  Motion 
by  South  Florida  Amusement  Co.  to  dismiss 
application  of  Coral;  (2)  Petition  by  South 
Florida  to  enlarge  issues;  (3)  Petition  by 
South  Florida  to  enlarge  issues  to  determine 
whether  Publix  Tele.  Corp.  is  legally  and 
financially  qualified  to  construct  and  operate 
its  proposed  station;  (4 J  Petition  by  Publix 
to  enlarge  issues  to  determine  whether  Coral 
is  financially  and  technically  qualified  to 
construct  and  operate  its  proposed  station, 
and  (5)  Petition  by  Coral  to  enlarge  issues 
to  determine  whether  Publix  is  legally  and 
financially  qualified  and  whether  South 
Florida  is  financially  qualified  to  construct 
and  operate  their  proposed  stations. 

Granted  petition  by  The  Bridgeport  Bcstg. 
Co.  (WICC).  Bridgeport,  Conn.,  for  exten- 
sion of  time  to  Jan.  12,  1959,  to  file  excep- 
tions to  initial  decision  in  proceeding  on  its 
am  application. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  dates  shown 

Closed  record  in  proceeding  on  application 
of  Irving  Braun  iWEZY),  Cocoa,  Fla.,  after 
receiving  and  admitting  into  evidence  revi- 
sion of  his  Exhibit  No.  1.  Action  Dec.  19. 

Rescheduled  hearing  scheduled  for  9  a.m., 
Jan.  12,  to  10  a.m.  on  same  date  in  proceed- 
ing on  am  application  of  Kenneth  G.  Prather 
and  Misha  S.  Prather,  Boulder,  Colo.  Action 
Dec.  24. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Dec.  29 

Scheduled  prehearing  conference  for  Jan. 
12.  1959,  at  11  a.m.,  on  am  application  of 
Jack  L.  Goodsitt  (WTO J),  Tomah,  Wis. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Dec.  24 

Granted  joint  motion  by  all  parties  (ex- 
cept Broadcast  Bureau)  to  postpone  pre- 
hearing conference  in  proceeding  on  am 
application  of  The  Tobacco  Valley  Bcstg. 
Co.,  Windsor,  Conn.;  postponed  conference 
scheduled  for  Jan.  5  to  date  to  be  set  by 
subsequent  order  of  examiner  pending  ac- 
tion by  Commission  on  application  of  Tele- 
color  Corp.,  party  respondent. 


By  Hearing  Examiner  H.  Gifford  Irion 
on  Dec.  24 

Continued  hearing  from  Jan.  15  to  Jan.  28 
in  proceeding  on  application  of  Tucumcari 
Television  Co.,  for  new  tv  translator  station 
in  San  Jon,  N.M. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  Dec.  23 

Ordered  that  transcript  of  hearing  shall 
be  deemed  corrected  if  no  objection  is  filed 
within  period  specified  in  proceeding  on  am 
application  of  Beacon  Bcstg.  Corp.,  Salis- 
bury, Md. 

By  Commissioner  Rosel  H.  Hyde  on  Dec.  23 

Dismissed  petitions  by  Valley  Telecasting 
Co.  (WFRV-TV,  ch.  5)  and  Norbertine  Fath- 
ers (WBAY-TV,  ch.  2),  both  Green  Bay, 
Wis.,  to  enlarge  issues  and  by  M  &  M  Bcstg. 
Co.  (WMBV-TV,  ch.  11),  Marinette,  Wis.,  for 
expedited  consideration  and  establishment 
of  fixed  and  expedited  schedule  for  final 
Commission  consideration  of  application  of 
M  &  M  to  move  trans,  site,  increase  ant. 
height  and  ERP;  petitions  have  been  with- 
drawn. 

Granted  petition  by  Eastern  States  Bcstg. 
Co.,  Hamden,  Conn.,  for  further  extension 
of  time  to  seek  review  of  adverse  rulings  of 
hearing  examiner  to  Feb.  23,  1959,  in  pro- 
ceeding on  its  am  application,  et  al. 

Granted  petition  by  WKAT  Inc.  for  ex- 
tension of  time  to  Jan.  14,  1959,  to  file  ex- 
ceptions to  presiding  officer's  initial  deci- 
sion in  Miami,  Fla.,  tv  ch.  10  proceeding. 

Granted  petition  by  Broadcast  Bureau  and 
general  counsel  for  extension  of  time  to 
Dec.  23  to  file  replies  to  petition  by  Elzey 
Roberts  for  leave  to  file  application  for  cp 
for  new  tv  station  to  operate  on  ch.  10, 
Miami,  Fla.,  and  other  relief. 

Granted  petition  by  James  M.  Tisdale 
(WVCH),  Chester,  Pa.,  for  extension  of 
time  to  Jan.  2,  1959,  to  file  opposition  to 
petition  by  Huntington-Montauk  Bcstg.  Co. 
(WGSM),  Deer  Park,  L.I.,  N.Y.,  for  rehear- 
ing in  proceeding  on  latter's  am  application. 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  6,  1959,  to  file 
pleading  in  reply  to  opposition  to  petition 
to  enlarge  issues  by  Fisher  Bcstg.  Co.,  in 


proceeding  on  its  application  for  new  tv  sta- 
tion to  operate  on  ch.  2  in  Portland,  Ore., 
et  al. 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  file  exceptions  and  re- 
ply exceptions  to  Dec.  24  and  Jan.  14,  re- 
spectively, in  proceeding  on  am  application 
of  Town  and  Country  Radio  Inc.,  Rockford, 
111. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Dec.  23 

Cancelled  prehearing  conference  sched- 
uled for  Dec.  29  in  proceeding  on  applica- 
tion of  WKOX  Inc.,  for  fm  facilities  in 
Framingham,  Mass. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Dec.  23 

Granted  request  by  Broadcast  Bureau  for 
extension  of  time  from  Dec.  30  to  Jan.  6 
to  file  proposed  findings  in  proceeding  on 
am  applications  of  Fox  Valley  Bcstg.  Co., 
Geneva,  111.,  et  al. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  date  shown 

Scheduled  for  hearing  following  proceed- 
ings: Jan.  21  am  application  of  Jack  L. 
Goodsitt  (WTOJ),  Tomah,  Wis.  Action  Dec. 
18. 

By  Hearing  Examiner  J.  D.  Bond  on  Dec.  22 

Granted  petition  by  Coastal  Television  Co. 
for  leave  to  amend  its  application  for  new 
tv  station  to  operate  on  ch.  12  in  New  Or- 
leans, La.,  to  make  substitution  among 
partners  comprising  that  company. 
By  Hearing  Examiner  Forest  L.  McClenning 
on  Dec.  22 

Scheduled  prehearing  conference  for  Jan. 
12  in  proceeding  on  am  application  of  Los 
Banos  Bcstg.  Co.,  Los  Banos,  Calif. 
By  Hearing  Examiner  Herbert  Sharfman 
on  Dec.  22 

Granted  petition  by  Harvard  Radio  Bcstg. 
Co.  (WHRB-FM),  Cambridge,  Mass.,  for 
leave  to  amend  its  application  to  specify 
95.3  mc  in  lieu  of  105.5  mc,  and  application 
as  amended  is  removed  from  hearing  status; 
retained  in  hearing  status  application  of 
WKOX  Inc.,  for  new  Class  B  fm  station  to 
operate  on  105.7  mc  in  Framingham,  Mass. 


LAWRENCE  B.  TAYLOR,  INC. 

Consultants,  Analysts  and  Systems  Planners 
in  the  field  of  Automation  for  business  and  industry 
announce  the  establishment  of  a  specialized 

BROADCASTING  DIVISION 

under  the  direction  of  veteran  broadcasting  executive 

J.  G.  (Gil)  Paltridge 

The  services  offered  Station  Management  by  the  Broadcasting 
Division  include  consultation,  analysis,  planning  and  supervision 
of  automational  procedures  in  Traffic,  Accounting,  Scheduling, 
Logging  and  Technical  Operations. 

Lawrence  B.  Taylor,  Inc.  Lawrence  B.  Taylor,  President 

National  Headquarters  •  1247  Howard  Avenue  •  Burlingame,  California 
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Wc^illioi*  jf&  or  not  


Florida's  population  gains  continue  to  make  good  news 


ie  of  last  winter's  hottest  news  sto- 
s  was  the  cold  spell  in  Florida.  Just 
aut  every  one  learned  it  was  the  state's 
tgest  "cold  snap"  in  43  years.  Pre- 
rtions  were  many  that  the  effect 
uld  seriously  cut  the  flow  of  new 
idents  and  set  back  Florida's  rapidly 
sanding  economy.  But  what  hap- 
led?  People  kept  right  on  coming  at 
ate  of  over  18  thousand  per  month. 
Florida's  year-in,  year-out  popula- 
n  growth  was  not  curtailed.  It  still 
is  on.  Despite  record  cold  weather 
i  its  widespread  publicity  some 
5,000  people  moved  here  in  1958.  A 
n  in  one  year  equal  to  the  popula- 
n  of  Spokane  or  Youngstown. 
Not  all  of  these  new  residents  are 
irees  either.  Far  from  it.  Twenty- 
en  percent  are  in  the  under-18  age 


group.  Forty -five  percent  are  in  the 
18  to  44  age  group.  Twenty-one  per- 
cent are  45  to  64.  Only  seven  percent 
are  65  years  and  over.  Florida  is  grow- 
ing with  young  families  and  with  an 
active  earning  and  spending  popula- 
tion that  is  building  a  prosperous  mar- 
ket for  goods  and  services. 

Add  to  these  significant  numbers 
the  8  million-plus  tourists  who  visit 
Florida  yearly  and  you  have  an  idea 
of  its  broad  economic  base.  Four  and 
a  half  million  resident  Floridians  with 
per-capita  incomes  topping  all  other 
southeastern  states,  plus  the  additional 
buying  power  of  one  billion,  three  hun- 
dred million  tourist  dollars  per  year. 
The  total  is  making  Florida's  retail 
sales  volume  grow  even  faster  than  its 
population— $5  billion,  900  million  in 


1957,  according  to  Sales  Management 
figures.  A  29%  jump  in  2  years.  Pre- 
liminary figures  for  1958  show  retail 
sales  well  ahead  of  1957. 

Last  winter  the  big  news  from  Flor- 
ida was  cold  weather.  But  the  good 
news  was  its  continuing  dynamic  econ- 
omic expansion.  One  that  even  a  43-year 
record  cold  spell  did  not  unbalance. 

For  news  of  prime  interest  to  the 
millions  still  looking  toward  Florida — 
for  vacations,  for  living,  for  business 
and  investment — it  will  pay  you  to 
keep  an  eye  on  its  progress.  For  factual 
details  on  any  aspect  of  Florida  econ- 
omy, simply  write: 

State  of  Florida  Development  Commission 
515-S  Caldwell  Building 
Tallahassee,  Florida 


YEAR    'ROUND    LAND    OF    GOOD  LIVING 


OUR  RESPECTS  TO  .  .  . 

Henry  Miner  Schachte 


Of  an  early  winter  evening  the  view 
from  Henry  Schachte's  office  on  the 
21st  floor  of  Lever  House  is  striking  in 
its  beauty.  The  lights  of  the  RCA 
Bldg.  off  to  the  right,  the  Empire  State 
Bldg.  sequined  in  the  distance,  Grand 
Central  Terminal  ahead  and,  if  the  ex- 
pression may  be  pardoned  in  Lever 
House,  the  Colgate-Palmolive  Bldg. 
down  the  street — all  these  add  up  to 
one  of  the  most  spectacular  views  in 
nighttime  New  York. 

But  the  scenery,  much  as  he  enjoys 
it,  is  not  the  reason  Henry  Schachte 
may  be  found  so  often  in  his  office  after 
nightfall.  The  fact  is  that  he  likes  to 
work.  It  often  brings  him  to  the  office 
early,  not  before  the  sun  is  up — he  isn't 
that  much  addicted  to  work — but  before 
many  occupants  have  arrived  in  the 
buildings  he  looks  out  on. 

Mr.  Schachte  is  advertising  vice  presi- 
dent of  Lever  Bros.,  and  as  such  pre- 
sides over  an  advertising  budget  of  more 
than  $80  million  a  year,  of  which  an 
estimated  75  to  80%  is  spent  in  tele- 
vision. He  currently  is  serving  also  as 
chairman  of  the  board  of  the  Assn.  of 
National  Advertisers,  a  post  to  which  he 
rose  last  November  after  several  years 
in  a  variety  of  important  board  and 
committee  assignments.  These,  hinting 
the  range  of  his  personal  and  profes- 
sional interests,  have  included  the  radio- 
tv  committee,  the  magazine  committee, 
the  advertising  research  committee,  the 
executive  and  finance  committee  and 
the  advertising  management  committee. 
Against  this  sort  of  background  there 
seems  little  reason  to  argue — or  belabor 
— the  point  that  he  likes  to  work. 

Adman's  Beginning  •  Henry  Miner 
Schachte  was  born  46  years  ago  next 
Monday,  on  Jan.  12,  1913,  in  Pitts- 
field,  Mass.,  the  son  of  William  and 
Susie  Schachte.  His  father  was  an  elec- 
trical engineer  at  General  Electric  Co., 
and  after  school — Williams  College, 
class  of  1935 — young  Henry  went  to 
GE,  too,  though  not  in  the  electrical 
line. 

He  started  as  an  industrial  copy- 
writer, first  at  the  Pittsfield  plant  and 
later  in  the  advertising  department  in 
Schenectady.  He  won  the  transfer  not 
because  of  any  industrial  copy  he 
turned  in,  but  through  what  might  be 
termed  social  copy.  He  was  asked  to 
write  a  notice  for  a  cocktail  party, 
which  happened  to  be  on  top  of  the  in- 
coming pile  within  view  of  a  visiting  ad- 


vertising executive  from  Schenectady. 
The  visiting  executive  liked  it  and  ar- 
ranged his  transfer. 

This  was  about  1938,  and  from  in- 
dustrial copy  he  moved  into  corporate 
advertising,  becoming  manager  of  gen- 
eral corporate  advertising  before  he  left 
in  1942. 

When  he  left,  it  was  to  go  to  Young 
&  Rubicam  as  a  copywriter  on  the 
Westinghouse  Electric  Co.  account.  A 
month  later  Y&R  gave  up  Westinghouse 
and  took  back  General  Electric — but  a 
rule  of  the  shop  was  that  no  one  who 
had  worked  on  Westinghouse  could 
work  on  GE.  This  left  him,  or  so  he 
feared,  out  of  a  job  after  only  a  month 
at  Y&R.  The  dilemma  was  solved,  how- 
ever, with  his  transfer  to  the  contact 
department,  where  he  rose  to  account 
executive  on  the  Borden  Co.  account. 

Agency  to  Account  •  Two  years  later, 
in  1945,  he  moved  over  to  Borden  as 
assistant  to  the  director  of  advertising, 
subsequently  becoming  director  of  the 
department.  He  left  this  post  in  1953  to 
join  Bryan  Houston  agency  as  senior 
vice  president,  leaving  in  June  1955  to 
become  Lever  Bros.'  advertising  vice 
president.  Less  than  a  year  later  he  was 
elected  to  the  Lever  board  of  directors. 

As  Lever's  advertising  vice  president, 
Mr.  Schachte  performs  two  basic  func- 
tions: (1)  he  is  consultant  to  the  general 
management  and  the  marketing  divi- 
sions of  the  company;  (2)  he  has  ad- 
ministrative responsibility  for  the 
media,  promotion,  packaging,  public 
relations  and  marketing  research  de- 
partments. 

Mr.  Schachte  has  been  in  ANA  for 
14  years,  during  which  time  he  has  run 
up  a  record  which  seems  to  justify  the 
philosophy  he  expressed  when  asked  to 
define  his  objectives  as  ANA  chair- 
man. "What  you  do  in  ANA,"  he  says, 
"is  not  done  during  your  one  year  as 
chairman,  but  over  a  long  period  of 
membership." 

He  does  have  some  general  areas  that 
he  is  exploring  with  the  thought  that 
specific  programs  may  be  worked  out 
to  improve  them.  One  of  these  is  cre- 
ativity, an  intangible  whose  importance 
he  feels  has  been  submerged  in  ANA's 
concentration  on  such  other  fields,  how- 
ever important,  as  marketing  and  adver- 
tising management. 

Need  for  Creativity  •  The  growth  of 
advertising  and  especially  television,  he 
points  out,  makes  it  "much  harder  to  be 


a  good  student  of  creative  advertising 
today  that  it  has  ever  been" — and  this 
at  a  time  when  "it  has  never  been  more 
important  to  be  a  good  student  of  it." 
It  is  ANA's  obligation  to  promote  re- 
sultful  advertising,  he  notes. 

If  ANA  should  turn  out  a  study  of 
creativity  even  approaching  the  magni- 
tude of  its  recently  completed  work  on 
advertising  management  which  was  con- 
ducted under  the  chairmanship  of  Mr. 
Schachte,  it  could  become  known  as 
the  definitive  job  to  date.  The  adver- 
tising management  studies,  in  prepara- 
tion for  three  years  at  a  cost  of  $200,- 
000,  produced  a  series  of  seven  guide- 
books which  many  experts  regard  as  the 
greatest  step  ever  taken  toward  more 
effective  advertising. 

Mr.  Schachte  was  married  in  1933  to 
Marie  Hill  of  his  native  Pittsfield.  They 
have  four  children:  Peter,  24,  a  senior 
at  Emerson  College  in  Boston,  where  he 
is  studying  television;  Judy,  22,  who  is 
married  to  Gary  Malkin  and  lives  at 
Weston,  Conn.;  Henry  Jr.,  21,  a  student 
at  the  Rhode  Island  School  of  Design, 
and  Susan,  17,  in  Marymount  Academy 
at  Tarrytown,  N.  Y. 

The  Schachtes  have  a  home  at 
Weston,  Conn.,  where  they  spend  their 
weekends,  and  an  apartment  in  New 
York,  near  his  office,  for  weekdays. 
Mr.  Schachte's  hobby  is  reading,  espe- 
cially history,  and  he  also  is  a  member 
of  the  Fairfield  Hunt  Club  in  Connecti- 
cut and  the  Williams  College  Club.  In 
addition  to  his  ANA  activities,  which 
have  included  representation  on  the 
Advertising  Research  Foundation  board 
for  three  years,  vice  chairmanship  of 
ARF  for  one  year  and  chairman  for 
one,  he  served  last  year  as  radio-tele- 
vision chairman  of  the  national  United 
Community  campaign. 


Lever's  tv-minded  ad  boss  is  now  chairman  of  the  ANA 


BROADCASTING,  January  5,  1959 


89 


EDITORIALS  

Searching  for  'the  answer' 

THOUGHTFUL  (and  sometimes  desperate)  radio  broad- 
casters have  been  looking  for  "the  answer"  ever  since 
television  -arose  to  chill  their  spines  10  years  ago.  What  sort 
of  programming,  they  wanted  to  know,  will  hold  audiences 
and  keep  sponsors  happy  against  the  glamor  of  tv? 

In  the  intervening  decade  most  of  the  panic  has  disap- 
peared, for  radio  has  proved  indestructible — to  a  great 
extent  because  not  one  but  many  answers  to  the  program- 
ming question  have  been  found  and  put  to  work. 

The  latest  large-scale  search  for  answers  has  just  been 
completed.  This  is  a  depth  study  commissioned  by  KPRC 
Houston  and  conducted  by  the  Institute  for  Motivational 
Research.  The  findings,  reported  elsewhere  in  these  pages, 
give  what  IMR  officials  regard  as  a  strong  clue  to  the 
kind  of  programming — in  short,  the  kind  of  station — that 
radio  listeners  want  to  hear.  What  they  want,  says  IMR, 
is  a  combination  of  "the  authority,  reliability  and  the  vast 
resources  of  the  network  stations"  and  the  "more  informal, 
perhaps  less  professional,  but  warmer,  more  intimate  ap- 
proaches and  programming  of  the  smaller  local  stations." 

That  is  what  IMR  researchers  found  in  Houston.  Whether 
they  would  find  the  same  desires  in  Albuquerque  or  Pocatello 
or  Chicago  we  do  not  profess  to  know.  IMR  officials  think 
they  would.  But  in  many  ways  this  is  less  significant  than 
the  attitude  behind  the  study — the  station's  desire  to  find 
out  how  it  can  serve  its  public  better,  backed  by  a  willing- 
ness to  spend  what  must  have  been  a  substantial  sum  to 
get  this  information. 

This  is  a  notable  but  by  no  means  isolated  example  of 
radio's  continuing  effort  to  improve  itself  by  improving  its 
service  to  its  audiences.  The  search  for  "the  answer"  has 
been  conducted  by  many  stations  in  many  ways.  And  at  the 
network  level,  CBS  Radio  just  this  week  is  putting  into 
effect  what  it  regards  as  its  own  answer,  the  "Program 
Consolidation  Plan,"  just  as  other  networks  have  devised 
different  solutions  in  the  past. 

Broadcasters  must  continually  re-examine  programs  and 
audiences  to  make  sure  they  are  in  tune  with  each  other. 
KPRC  has  made  a  significant  contribution,  not  only  by 
adding  to  basic  radio  research  but  also  by  calling  attention, 
through  its  example,  to  this  need  for  constant  reappraisal 
and  improvement.  Constantly  beset  as  we  are  by  claims  of 
supremacy,  even  incomparability,  we  cheerfully  add  a  special 
commendation  to  KPRC  for  its  having  released  the  findings 
unexpurgated  when  in  fact  it  could  hardly  be  pleased,  com- 
petitively, with  some  of  them. 

Oversight  overtones 

AFTER  the  gyrations  and  bombast  which  animated  the 
,  investigations  of  the  House  Oversight  Subcommittee 
during  the  past  year,  it  comes  as  no  surprise  to  find  that 
the  report  to  Congress  of  the  Committee's  majority  em- 
bodies a  mixture  of  good,  indifferent  and  preposterous  legis- 
lative recommendations. 

Those  who  had  hoped  that  the  subcommittee  would  rec- 
ommend its  own  demise  are  obviously  disappointed.  The 
majority  wants  the  work  to  continue,  and  asks  for  ad- 
ditional funds,  though  the  Oversight  unit  itself  might  not 
be  continued.  By  whatever  name  it  may  be  called,  it  would 
still  be  objectionable  if  it  continued  its  reckless  course  of 
admitting  hearsay  testimony  and  of  permitting  reputations 
to  be  besmirched  without  proper  opportunity  for  rebuttal. 

It  was  to  be  expected  the  majority  would  go  all  out 
against  ex  parte  contacts.  Practitioners  and  applicants,  as 
well  as  Congressmen,  should  know  such  practices  are  im- 
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proper  and  unethical,  but  they  won't  end  until  politics  are 
eliminated  from  administrative  government  and  commis- 
sioners are  appointed  for  longer  tenures. 

All  to  the  good  are  the  majority  recommendations  that 
direct  and  indirect  pay-offs  (strike  applications)  be  prohib- 
ited; that  the  artificial  barrier  between  the  FCC  and  its 
staff  be  eliminated;  that  decisions  on  motions  be  issued  in 
60  days  to  end  hinder-and-delay  tactics  and  that  the  FCC 
show  greater  consistency  in  the  application  of  its  criteria 
in  deciding  cases.  There  is  merit  too  in  the  recommendation 
that  the  chairman  be  selected  by  the  FCC  itself,  although 
we  have  misgivings  about  limiting  the  chairman's  term  to 
three  years. 

In  the  area  of  the  preposterous  is  the  proposal  that  FCC 
approval  must  be  obtained  before  anyone  can  negotiate 
to  purchase  an  existing  station  and  that  hearings  must 
automatically  be  held.  This  is  even  more  untenable  than 
the  old  Avco  procedure,  whereby  facilities  would  go  to  the 
highest  and  best  qualified  bidder.  After  a  trial  period, 
this  provision  was  repealed  in  1952  upon  insistence  of  the 
FCC,  licensees  and  Congress  too. 

On  the  one  hand,  the  majority  proposes  to  eliminate  red 
tape  and  paper  work,  and  then,  in  its  transfer  proposal,  it 
would  add  infinitely  more.  An  automatic  hearing  on  trans- 
fer alone,  without  regard  to  the  FCC's  prior  approval  to 
negotiate,  would  mean  perhaps  a  two-year  delay  in  each 
instance.  Consider  the  social  and  economic  changes  likely 
to  occur  in  a  two  year  span.  This  provision,  if  adopted, 
would  probably  discourage  transfers  to  the  point  of  freezing 
ownerships. 

The  majority  is  to  be  commended  on  one  conclusion. 
It  flatly  rejected  a  proposal  that  television  programming 
be  investigated,  properly  concluding  that  this  invaded  for- 
bidden areas  and  constituted  censorship. 

The  majority  report  should  be  appraised  in  proper  legis- 
lative juxtaposition.  It  is  a  report  of  a  subcommittee  to  the 
full  Interstate  &  Foreign  Commerce  Committee.  The  chair- 
man of  both  is  Oren  Harris  (D.-Ark.).  Before  there  can  be 
action,  legislative  hearings  must  be  held.  We  have  no  doubt 
that  many — probably  most — of  the  Oversight  Committee 
recommendations  will  be  washed  out.  Those  that  are  whole- 
some and  in  the  interest  of  better  administration  and  better 
regulation,  should  be  adopted. 


Drawn  for  BROADCASTING   by   Sid  Hix 


"Put  a  dress  on  her.  His  first  tv  fight  comes  up  Friday." 
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SEE  THE  HIGHLIGHTS 


statistics  are  frequently  way  over  our  head,  but  when  it  comes  to  our  submarine  series,  THE  SILENT  SERVICE, 
we  get  along  swimmingly. Even  mathemaddicts  of  the  first  water  get  a  splash  out  of  figures  like  these:  Series  I 
of  THE  SILENT  SERVICE  is  still  churning  up  the  seas,  tying  the 
opposition  in  knots.  And  Series  II,  according  to  latest  available  ARB 
Reports,  is  making  even  greater  headway  in  America's  leading  markets 
than  Series  1-11%  higher  ratings,  16%  greater  share-of-audience!* 

■  If  one  of  these  series  isn't  sailing  for  you,  you're  missing  the  boat!         California  national  productions,  inc. 

*NEW  YORK,  LOS  ANGELES,  CHICAGO,  PHILADELPHIA,  BOSTON,  CLEVELAND,  SAN  FRANCISCO,  PITTSBURGH,  WASHINGTON,  D.  C,  BUFFALO,  SEATTLE-TACOMA,  HOUSTON-GALVESTON 


NBC  TELEVISION   FILMS  A  DIVISION  OF 

CNP 


It 


To  sell  Indiana, 
you  need  both 
the  2nd  and  3rd 
ranking  markets. 

NOW 
ONE  BUY 

delivers  both  — 
AT  A  10% 


in  Indiana! 


Advertisers  anxious  to  gather  speed  in  Indiana,  ride  double 
into  this  lively  sales  place.  They  sweep  across  two  major 
markets  — Fort  Wayne  and  South  Bend  -  Elkhart  —  on  one 
combination  fare  which  saves  10%.  They  thus  "cut  the  ice" 
in  a  rich  interurbia  of  340,000  TV  homes— bigger  than  T.A.'s 
43rd  market*.  Over  1,688,000  people  — more  than  Arizona, 
Colorado  or  Nebraska.  Effective  Buying  Income,  nearly  $3 
billion  — and  it's  yours  with  just  one  budget-saving  buy! 

*  Sources:  Television  Age,  May  19,  1958;  Sales  Management 
Survey  of  Buying  Power,  May  1958. 
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KRLD-TV  IS  FIRST  again! 

FIRST  IN  AUDIENCE:  ARB's  latest  Dallas-Fort  Worth  report  shows  that  KRLD-TV  domi- 
nates m  audience  share  from  sign-on  Sunday  morning  to  sign-off  Saturday  night  The 
N.elsen  Station  Index  (November,  1958)  also  shows  more  TV  homes  watch  KRLD-TV 
than  any  other  station  in  the  Dallas-Fort  Worth  area! 

FIRST  IN  POPULARITY:  The  latest  Dallas  Telepulse  lists  15  out  of  the  top  18  once-a-week 
shows  and  seven  of  the  top  ten  multi-weekly  shows  -  all  on  KRLD-TV. 

FIRST  IN  AREA  OF  COVERAGE:  KRLD-TV,  with  its  low-band  channel,  and  telecasting 
w.th  max.mum  power  from  its  tremendous  tower  (1,685  feet  above  average  terrain) 
has  the  largest  circulation  of  any  station  in  the  southern  United  States! 


MAXIMUM  POWER 


The  Branham  Company,  Exclusive  Representative. 


HERALD  STATIONS 


JOHN  W.  RUNYON 
Chairman  of  the  Board 


CLYDE  W.  REMBERT 
President 


closed  circuit; 


Cue  from  moviemen  •  Concept  for 
establishment  of  Washington  associa- 
tion to  represent  all  tv  networks  (Lead 
Story,  page  31)  had  its  origin  several 
years  ago  but  was  brought  sharply  into 
focus  last  spring  in  connection  with 
Soviet-U.S.  cultural  program  exchange. 
Networks  had  to  deal  individually  while 
motion  picture  producers  were  repre- 
sented by  Eric  Johnston,  president  of 
Motion  Picture  Assn.  He  got  things  ac- 
complished; networks  were  at  loose 
ends. 

PCP  and  integration  •  Though  board 
of  directors  of  CBS  Radio  Affiliates 
Assn.  endorsed  network's  new  Program 
Consolidation  Plan  (Broadcasting, 
Nov.  3 ) ,  there's  no  guarantee  that  board 
members'  adoption  for  own  use  will  be 
unanimous.  At  least  one  member, 
Joseph  K.  Close  of  WKNE  Keene, 
N.H.,  was  still  undecided  last  Friday, 
said  he  hoped  to  reach  decision  over 
weekend  as  to  whether  to  go  along  or 
give  up  affiliation.  Meanwhile,  however, 
he  cleared  for  PCP  programs  last  week 
as  new  concept  was  put  into  effect,  and 
network  officials  said  they  were  confi- 
dent that  acceptances,  which  they 
pegged  at  85%  mark,  would  grow. 

According  to  inside  CBS  Radio 
sources,  decision  of  WRVA,  Richmond 
50,000  watter,  to  drop  its  network  af- 
filiation was  not  basically  because  of  ob- 
jections to  Program  Consolidation  Plan 
but  to  tone  of  network's  news,  notably 
on  hot  integration  issue.  Disaffiliation 
was  ordered  from  top  at  Larus  &  Bros. 
Co.  which  owns  WRVA.  WRVA-TV, 
which  is  CBS  affiliated,  is  controlled  by 
Larus  &  Bros.  Co.  but  has  more  than 
40  minority  stockholders. 

Briefcase  packed  •  Richard  A.  Solo- 
man,  assistant  FCC  general  counsel, 
awaiting  clearance  for  post  with  anti- 
trust division,  Justice  Dept.  Mr.  Solo- 
mon is  chief  of  litigation  division  of 
FCC  General  Counsel's  office. 

Actions  on  Barrow  Report  •  FCC  this 
week  will  give  final  reading  to  proposed 
new  language  which  would  recognize 
network  option  time  as  "reasonably 
necessary"  (story  page  63).  Commis- 
sion had  hoped  to  give  approval  to  final 
draft  last  Friday  but  absence  of  Comr. 
Lee  caused  postponement.  Prior  vote 
(Broadcasting,  Jan.  5)  was  4-3  in 
favor  of  option  time  provision. 

Other  controversial  provisions  of 
Barrow  Report,  subject  to  FCC  review, 
probably  will  be  disposed  of  quickly. 
At  this  writing,  here's  way  it  looks: 
Status  quo  on  multiple  ownership;  sub- 


stitution of  "minimum-buy"  in  lieu  of 
"must-buy"  (this  is  academic  since  CBS 
and  NBC  already  have  dropped  "must- 
buy"  and  ABC-TV  never  had  it);  disal- 
lowance of  spot  representation  for  af- 
filiated stations  by  networks. 

More  problems  •  Assignment  of  new 
members  to  congressional  committees 
will  be  made  this  week  with  all  indica- 
tions pointing  to  enlarged  Senate  com- 
mittees. If  this  comes  to  pass,  make-up 
of  new  Senate  Commerce  Committee 
will  be  increased  from  15  to  17  mem- 
bers. This  would  mean  11  Democrats 
and  6  Republicans  (old  ratio:  8-7)  on 
new  committee,  leaving  three  majority 
and  three  minority  openings. 

Better  measurements  •  New  war  on 

ratings  will  be  declared  this  week  by 
Richard  A.  Moore,  president  of  KTTV 
(TV)  Los  Angeles.  In  speech  before 
Chicago  Broadcast  Advertising  Club 
Jan.  15  he'll  urge  that  word  "ratings" 
be  stricken  from  tv  vocabulary  and  that 
instead  of  using  ratings  tv  measure  its 
audiences  cumulatively  to  find  out  how 
many  different  people  tune  to  programs 
over  period  of  month  or  more. 

Letter  from  an  elder  •  Former  Sen. 
Clarence  C.  Dill,  Washington  Democrat 
who  co-authored  Radio  Act  of  1927, 
which  as  to  its  radio  provisions  is  sub- 
stantially law  today,  has  written  FCC 
members  supporting  proposal  to  elim- 
inate clear  channels  through  duplication 
(Broadcasting,  Dec.  15,  1958).  He 
pointed  out  that  more  than  30  years 
have  passed  since  he  first  began  urging 
old  Radio  Commission  to  "wipe  out 
these  clear  channels."  He  called  them 
"tremendous  waste  of  radio  facilities" 
and  said  old  Commission  followed 
theories  of  engineers  of  that  period  in- 
stead of  "using  common  sense  and 
making  a  practical  allotment  of  the 
wavelengths." 

In  same  letter,  Mr.  Dill  suggested 
FCC  use  "common  sense  judgment"  and 
permit  local  tv  service  to  "geograph- 
ically handicapped  people"  through 
use  of  on-channel  vhf  boosters.  FCC 
announced  (Broadcasting,  Jan.  5)  that 
such  boosters  are  illegal  and  that  it 
will  prosecute  operators  who  do  not 
desist  within  90  days. 

Fore  and  aft  support  •  Young  &  Ru- 
bicam's  Peter  G.  Levathes,  who  espouses 
selective  buy  into  network  period  flanked 
in  schedule  by  high-audience  shows  and 
then  placing  program  with  good  poten- 
tial track  record  in  the  slot  (also  see 
page  34),  is  negotiating  with  ABC-TV 
on  just  that  situation  in  Friday  night. 


Y&R  seeks  9-9:30  period  for  Thomas  J. 
Lipton,  would  fill  with  Tombstone  Ter- 
ritory (Ziv  show  that  did  well  on  ABC- 
TV  last  season).  Period  now  flanked  by 
Disney  show  and  77  Sunset  Strip,  both 
up  in  ratings,  while  Man  With  a  Cam- 
era, now  occupying  slot,  is  down  and 
slated  to  depart  in  early  March. 

Clear  channel  case  •  What  FCC  will 
do  about  duplication  of  half  or  all  exist- 
ing 24  clear  channels  likely  will  be  held 
in  abeyance  pending  further  comments 
from  interested  parties.  Rather  than  hold 
public  hearing,  it's  indicated  Commis- 
sion is  disposed  to  ask  for  written  com- 
ments. FCC  originally  had  proposed 
duplication  of  12  of  existing  24  chan- 
nels, making  them  I-B's  but  last  month 
(Broadcasting,  Dec.  15,  1958)  issued 
proposed  revised  rulemaking  whereby 
all  24  clears  would  be  reduced  to  I-B 
status  which  would  permit  duplicated 
nighttime  operation  at  specified  sites. 

Where  Noble's  stock  goes  •  It  ap- 
pears likely  that  when  estate  of  Edward 
J.  Noble  is  settled,  bulk  of  his  AB-PT 
stock — he  was  largest  single  shareholder 
— will  wind  up  in  Edward  John  Noble 
Foundation,  which  he  set  up  in  1940 
for  educational,  religious  and  charitable 
purposes.  He  owned  most  of  outstand- 
ing AB-PT  preferred  and  about  8%  of 
its  common,  but  most  of  common  was 
in  name  of  foundation  already.  It's  also 
understood  that  Earl  E.  Anderson,  AB- 
PT  board  member  and  trustee  of  foun- 
dation along  with  Mr.  Noble,  has  been 
selected  to  serve  as  financial  director  of 
foundation,  which  will  have  capital  in- 
vestment conservatively  estimated  at  $20 
million  when  estate  has  been  settled. 

Manhunt  •  Norman  E.  (Pete)  Cash, 
president  of  Television  Bureau  of  Ad- 
vertising, spent  better  part  of  last  week 
in  Chicago,  screening  candidates  to 
head  new  office  in  that  city.  Target 
date  for  opening  Chicago  office:  Feb.  1 . 

Two  ways  to  the  farm  •  International 
Harvester's  Farm  Equipment  Div.,  far 
from  enviously  eyeing  Massey-Fergu- 
son's  network  tv  plans  and  other  pene- 
tration into  broadcast  media  (Broad- 
casting, Jan.  5),  is  happy  with  results  of 
its  own  highly-developed  use  of  radio  at 
economical  cost.  IH  sponsors  news, 
market  and  variety  programs  (ranging 
5  to  30  minutes)  in  over  100  markets. 
Results  in  terms  of  flexibility,  audience 
acceptance  and  merchandising  and  fol- 
low-through for  dealer  sales  are  re- 
portedly excellent.  Total  annual  radio 
budget:  $600,000.  Agency:  Aubrey, 
Finlay,  Marley  &  Hodgson,  Chicago. 
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videotape  o 


air  it  anytime> 


The  South's  largest  department  store,  Rich's  of  Atlanta, 
is  among  the  many  taking  advantage  of  WAGA-TV's  new 
Videotape  facilities,  for  greater  selling  impact.  For  instance, 
programs  were  taped  right  in  Rich's  own  store  during 
slow  traffic  periods  in  November;  then  they  were  aired  on 
WAGA-TV  at  the  height  of  the  Christmas  buying  season  .  .  . 
when  the  potential  was  greatest  and  when  crowds  at  the 
store  made  live  programming  impossible. 

It'll  pay  you  to  move  to  WAGA-TV,  where  more  top  movies, 
more  modern  equipment,  more  coverage,  and  more  merchan- 
dising add  up  to  more  selling  power  in  57  Georgia  counties. 
See  your  KATZ  man  today 


WAGA-TV      WSPD-TV      WJW-TV      WJBK-TV  WITI-TV 

Atlanta  Toledo  Cleveland  Detroit  Milwaukee 


WEEK  IN  BRIEF 


Why  they  go  thataway  •  With  the  move  of  tv  com- 
mercials   to   film,   advertisers   and   agencies  naturally 
W-  looked  toward  Hollywood  where  there  are  both  facili- 

|  ties  and  a  craftsmanship  gained  from  many  years  of 
movie-making.  That's  how  John  G.  Cole  sums  it  up  in 
Monday  Memo.  Page  27. 

Tv  networks  may  hire  fireman  •  All  three  are  talking 
Mr.  Cole  of  forming  special  association,  with  Ex-Sen.  Charles 

Potter  in  charge,  to  put  out  some  of  the  anti-network  fires  burning  in 
Washington.   Page  31. 

Tv  cornering  on  Madison  Ave.  •  It  uproots  Y&R's  former  way  of  doing 
business;  a  recap  of  tv's  status  in  the  "big"  radio-tv  agency,  and  a  special 
interview  with  Peter  Levathes,  chosen  to  make  the  changes.  Page  34. 

Media-marketing  team  •  At  Cunningham  &  Walsh,  it's  felt  this  is  where 
the  future  lies.  McEvoy  views  the  integrated  media-marketing  concept. 
Page  35. 

And  now,  another  merger  •  Latest  combine  is  Fletcher  Richards, 
Calkins  &  Holden  Inc.,  billing  $35  million.  Page  42. 

Play-Doh's  do  re  mi  •  Tv  spot  advertising  and  imagination  converts 
Cincinnati's  ailing  Kutol  products  into  prosperous  Rainbow  Crafts  Inc. 
Page  45. 

NBC-TV  follows  suit  •  Network's  abandonment  of  "must-buy"  for 
"minimum-buy"  plan  comes  after  similar  CBS-TV  decision  last  month, 
and  goes  into  effect  in  mid-March.  Page  59. 

RAB's  new  sales  tool  •  Crop-off  in  newspaper  penetration  of  homes  in 
retail  trading  areas  surrounding  nation's  top  50  markets  is  shown. 
Page  60. 

Tough  on  options  •  Looks  like  Commission  will  adopt  tough  report  on 
option  time,  but  will  conclude  by  narrow  margin  that  it  is  reasonably 
necessary  for  tv  networking.   Page  63. 

Cox,  FCC  at  odds  •  Staff  report  to  Senate  Commerce  Committee  main- 
tains Commission  has  jurisdiction — and  must  exercise  it — over  CATV 
systems  and  that  vhf  boosters  should  be  legalized.  FCC  has  taken  op- 
posite view  on  both  matters.  Page  64. 

Rules  for  the  sky  •  New  Space  Service  under  consideration  by  FCC; 
Commission  invites  comments  on  potential  allocations,  running  from  25 
mc  to  31,000  mc.  Page  69. 

ASCAP  objectives  unveiled  •  Radio  station  music  license  rates  would 
go  up,  double  in  some  cases,  but  society  says  its  "willing"  to  take  one-year 
extensions  at  old  rates.  Broadcasters  call  in  Justice  Dept.,  hint  legal 
action.  Page  72. 

Boom  in  culture  •  Millions  across  the  nation  are  benefiting  from  school 
and  college  courses  broadcast  by  commercial  tv  stations.  A  depth  study 
of  the  broadcasting  industry's  role  in  modern  education.  Page  76. 
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IIPOSTATHS 

JUNO 
PROTECTOR 
OF  WIVES 


JUNO  (Gr.-Hera),  the  wife  of 
Jupiter,  was  assigned  by  the  Greeks 
the  chore  of  looking  after  married 
women.  Frankly,  we  don't  see  how  she 
had  much  time  to  give  to  the  job,  busy 
as  she  was  checking  out  her  suspicions 
about  Jupiter  and  his  various  amours. 
No  matter— whenever  a  Greek  help- 
meet found  things  a  bit  sticky  around 
the  old  homestead,  she  turned  to  Juno 
with  an  appeal  for  help.  Evidently 
Juno's  concern  for  wives  paid  off,  as 
she  was  much  venerated. 

But  Juno  can't  hold  a  candle  to 
the  concern  we  at  WCKY  feel  for 
housewives—  Cincinnati  housewives, 
that  is.  We  spend  our  days  entertain- 
ing them  with  good  music,  giving  them 
the  latest  news  and  special  features, 
because  we  know  that  housewives  con- 
trol the  family  purse,  and  spend  the 
major  portion  of  family  money.  As  a 
result,  WCKY  has  a  large  audience  of 
housewives.  The  June- July  '58  Nielsen 
showed  that  73%  of  our  audience  is 
composed  of  housewives,  who  lend  an 
attentive  ear  to  sponsors'  messages, 
and  that's  why  smart  sponsors  such  as 
Kroger  and  Albers  (the  two  largest 
food  chains  here)  buy  WCKY. 

 And  if  you  want  to  sell 

Cincinnati  housewives  your  product, 
don't  call  Juno— call  Tom  Wefstead  at 
WCKY's  New  York  office,  or  AM 
Radio  Sales  in  Chicago  and  the  West 
Coast,  who'll  show  you  that  WCKY  is 
your  best  buy  to  reach  Cincinnati 
housewives. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 
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than  any  other  Tulsa  advertising  medium! 


X&MGt-  SO,000  WATTS 
TULSA.  OKLAHOMA 
O.S  COA/TOU/Z  740  /f.C. 


KANJS 


I" 


MO, 


ARK. 


These  days,  astute  time-buyers 
(like  nearly  everyone  else!)  want 
more  for  their  money.  You  get  it 
when  you  buy  Regional  KRMG 
in  Tulsa,  the  rich  oil  capital  of  the 
world.  KRMG's  big  coverage, 
audience  responsiveness  and  su- 
perior salesmanship  are  seen  in 
one  success  story  after  another. 
Example:  a  recent  one-week  pro- 
motion pulled  87,312  postcards! 
More  facts?  Contact  General 
Manager  Frank  Lane  or  your 
nearest  John  Blair  representative. 


PRIMARY  MARKET  DATA 

i  (Excluding  Oklahoma  City  Metropolitan  Area) 


... 


State 

Oklahoma  

Missouri  

Arkansas  

Kansas  

Texas  

Totals  ... 

Source:  Consumer  Markets 


KANSAS  CITY  KCAAO 

SYRACUSE  WHEN 

PHOENIX  KPHO 

OMAHA  WOW 

TULSA  KRAAG 


Total 

1955 

1955 

1955 

Counties 

Population 

Radio  Families 

Passenger  C 

57 

1,573,300 

377,600 

492,900 

13 

365,300 

115,100 

104,100 

12 

279,400 

82,500 

64,300 

7 

190,100 

64,400 

68,200 

4 

26,400 

8,000 

9,100 

93 

2,434,500 

747,600 

738,600 

Retail  Sales 

$2,214,091,000 
41,946,000 
243,522,000 
213,821,000 
27,497,000 
2,740,877,000. 


.00 
.00 
00 
00 
00 
00 


KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 


Katz 


The 
The 
The 
John  Blair  &  Co 
John 


Agency 
Katz  Agency 
Katz  Agency 
Blair-TV 
lair  &  Co. 


Meredith  Stations  Are  Affiliated  With  BETTER  HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 
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LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE    •     DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  31 

•  Business  briefly 


AFM,  recorders  sign 
new  5-year  contract 

Agreement  on  new  five-year  contract 
between  American  Federation  of  Musi- 
cians and  major  recording  companies, 
announced  Friday  (Jan.  9),  establishes 
for  first  time  pension  fund  for  musicians 
used  in  recording  sessions,  also  effects 
sizable  scale  increase.  Non-symphonic 
sidemen  stand  to  gain  47%  increase  in 
combined  payment  and  pension  fund; 
musicians  used  in  symphonic  sessions 
will  better  themselves  by  combined 
30%  rise  in  payment  and  pension  fund. 

Presently  earning  about  $41  per  ses- 
sion, pop  musicians  under  terms  of  new 
contract  will  get  $48,  after  first  18 
months,  $51,  after  five-year  period,  $60. 
Manufacturers  will  contribute  5%  to 
new  pension  fund,  eventually  will  up 
contribution  to  10%.  Symphonic  musi- 
cians, presently  earning  $38  per  session, 
will  go  to  $42  and  record  companies 
will  contribute  8%  of  this  to  pension 
fund.  Contract  also  covers  arrangers, 
orchestrators,  copyists,  etc.,  and  in- 
sures credit  line  for  arrangers  on  album 
jackets.  AFM's  next  move:  network 
renegotiation. 

Babbitt  plans  campaign 
to  increase  co-op  radio 

B.  T.  Babbitt  Inc.— fresh  from  hav- 
ing absorbed  Charles  Antell  Inc.,  Balti-. 
more — is  bent  on  increasing  dealer  use 
of  radio-tv.  With  bulk  of  Babbitt's  $3.5 
million  budget  tied  up  in  broadcast, 
cleanser  firm  Friday  (Jan.  9)  announced 
"new  and  evolutionary"  co-op  ad  plan 
whereby  dealers  get  paid  in  advance  for 
any  co-op  advertising  they  might  plan 
this  year. 

Reportedly  unhappy  about  reticence 
of  dealers  to  use  radio-tv,  Babbitt  under 
new  plan  offers  to  make  available  its 
agency,  Brown  &  Butcher,  to  aid  in  pre- 
paring tv  films,  radio  spot  announce- 
ments in  return  for  which  it  expects 
"advertising  that  will  move  merchandise 
rather  than  the  usual  .  .  .  tv  commercials 
of  at  least  10  seconds  duration."  Co-op 
contributions  will  be  computed  upon 
consumer  purchases  of  various  Babbitt 
products  (Bab-O,  Glim,  Cameo,  Air 
Gene,  Hep,  etc.)  by  unit.  Thus,  for 
quarter  beginning  April  1  (when  new 
plan  gets  under  way),  dealer  will  get  12 
cents  per  case  of  Bab-O,  25  cents  per 
12  cans  of  Cameo  sold,  etc.  Contracts 
are  renewable  by  quarters  and  Babbitt 
allows  dealers  who  do  not  wish  to  par- 


ticipate (there  now  being  more  rigid 
inspections  and  more  stringent  demands 
for  proof  of  performance)  may  continue 
under  present  Babbitt  co-op  plan. 

Church  files  for  Miami 

Second  new  application  for  Miami 
ch.  10  was  filed  late  last  week  by  Miami 
Church  of  Religious  Science,  a  "non- 
sectarian,  non-profit  corporation,"  af- 
filiated with  International  Church  of 
Religious  Science.  Applicant  said  it 
would  negotiate  for  facilities  of  present 
licensee,  WPST-TV,  which  it  felt  were 
worth  about  $750,000,  and  if  unsuc- 
cessful, would  build  new  station. 

Educational  tv  fund 
revived  in  Senate 

Sen.  Warren  Magnuson  (D-Wash.), 
with  co-sponsorship  of  Sen.  Andrew 
Schoeppel  (R-Kan.)  Friday  (Jan.  9)  re- 
introduced bill  (S-12)  which  would  al- 
locate up  to  $1  million  in  federal  funds 
to  each  state  for  educational  tv.  Meas- 
ure was  passed  by  Senate  in  past  Con- 
gress but  failed  to  clear  House. 

Rep.  Richard  Poff  (D-Va.)  introduced 
HR  216,  which  tightens  federal  laws 
relating  to  ex  parte  contacts  and  at- 
tempts to  influence  FCC.  Rep.  Emanuel 
Celler  (D-N.  Y.)  plans  to  introduce 
today  (Jan.  12)  two  measures  which 
would  carry  out  recommendations  of 
staff  report  to  his  Judiciary  Committee 
[Broadcasting,  Jan.  5].  One  will  tighten 
conflict  of  interest  laws  for  federal 
officials  and  the  second  bill  drafts  an 
across-the-board  code  of  ethics  for 
Executive  Branch. 


•  People 


•  George  W.  Chane  appointed  RCA 
v.p.  for  finance  and  management  en- 
gineering, charged  with  responsibility 
for  all  corporate  financial  activities  and 
reporting  to  RCA  President  John  L. 
Burns.  Ernest  B.  Gorin  continues  as  v.p. 
and  treasurer.  Howard  L.  Letts  named 
v.p.  and  controller.  With  company  since 
1929,  he  most  recently  was  vice  presi- 
dent for  business  affairs  of  NBC-TV. 
Mr.  Letts  succeeds  Walter  S.  Holmes, 
who  resigns  to  become  comptroller  of 
C.I.T.  Messrs.  Gorin  and  Letts  will  re- 
port to  Mr.  Chane. 

•  Stanley  L.  Spero,  general  sales  man- 
ager, KMPC  Los  Angeles,  and  Robert 
H.  Forward,  program  director,  elected 
vice  presidents. 


North  American  Cigarette  Mfgs.,  New 
York,  whose  ads  for  new  Diplomat 
cigarettes  haven't  minced  words  about 
cancer,  reportedly  is  preparing  exten- 
sive blitz  campaign  to  promote  new  pop- 
ular-priced pack.  Currently  retailing  at 
40  cents  per  pack,  Diplomats  will  bow 
with  28-cent  pack.  Its  agency,  Robert 
M.  Marks  Adv.,  N.Y.,  also  is  banking 
on  potential  impact  from  articles  now 
being  prepared  by  Reader's  Digest  and 
Consumer's  Reports,  says  "all  media 
will  be  used." 

•  General  Mills  (cereals),  Minneapolis, 
via  Dancer-Fitzgerald-Sample,  N.Y., 
and  R.J.  Reynolds  Tobacco  (Camel 
cigarettes),  Winston-Salem,  N.C., 
through  William  Esty,  N.Y.,  alternate 
sponsors  of  Lawman  (ABC-TV,  Sun. 
8:30-9  p.m.),  renewing  for  balance  of 
52  weeks  (started  in  October).  Also  re- 
newed on  ABC-TV:  Harold  Ritchie  Inc. 
(Bryl-Cream),  Clifton,  N.J.,  alternate 
weeks  of  Cheyenne  (Tues.  7:30-8:30 
p.m.).  Kenyon  &  Eckhardt,  N.Y.,  is 
Ritchie's  agency. 

•  P.  Ballantine  &  Sons  (ale),  Newark, 
N.J.,  through  William  Esty,  N.Y.,  to- 
day (Jan.  12)  begins  52-week  schedule 
of  40  20-second  spots  weekly  on  Con- 
cert Network,  all-fm  lineup  of  four 
o&o  FMs:  WNCN  New  York,  WBCN 
Boston,  WHCN  Hartford  and  WXCN 
Providence. 

TASO  board  to  review 
vhf-uhf  technical  study 


Report  of  Televison  Allocations 
Study  Organization  will  be  reviewed  by 
TASO  board  Jan.  24,  board  decided  at 
meeting  Friday  in  Washington.  TASO 
report,  culminating  two  year  study  of 
vhf  and  uhf  propagation  by  industry 
technical  personnel,  was  delivered  to 
board  members  at  year's  end,  makes  no 
recommendations.  Hope .  is  to  submit 
quantitative  and  qualitative  analysis  to 
FCC  by  next  month.  Board  agreed  to 
continue  support  of  TASO  until  com- 
pletion of  directional  antenna  study, 
which  may  take  about  30  days. 

Present  at  Friday's  meeting  were: 
Harold  Fellows  and  Thad  Brown,  NAB; 
Ralph  Steetle  and  Cyril  M.  Braum, 
Joint  Council  on  Educational  Tv;  Capt. 
Henry  E.  Bernstein  and  William  L. 
Reynolds,  EI  A;  Ernest  Jennes,  AMST; 
William  Putnam  and  John  English, 
Committee  on  Competitive  Tv. 
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WEEK'S  HEADLINERS 


Mr.  Petry 


Mr.  Voynow 


Mr.  Nierman       Mr.  Jahncke 


Mr.  Maillefert 


■■HHBHH     Edward  E.  Voynow,  executive  v. p.  of  Ed- 
ward Petry  &  Co.  N.Y.,  today  (Jan.  12) 
becomes  president  of  station  representative 
1     firm.   Martin  L.  Nierman,  v. p.  of  tele- 
f\     vision,  elevated  to  executive  v. p.  and  chair- 
man   ol    newly-created    tv    plans  board. 
Edward  Petry,  president,  becomes  chair- 
man of  board  and  new  executive  commit- 
tee. Other  major  promotions  are  Ernest 
Lee  Jahncke  Jr.  to  v. p.  and  assistant  to 
board  chairman,  and  Betty  Doyle,  assistant  treasurer,  to 
secretary  and  treasurer.  William  Maillefert  continues  as 
v. p.  in  charge  of  radio  and  adds  duties  of  chairman  of  new 
radio  plans  board.   Mr.  Petry  explained  that  creation  of 
executive  committee  and  plans  boards  for  both  radio  and 
tv  "will  lend  depth  to  our  company's  structure."  He  added 
that  he  was  particularly  pleased  that  "every  phase  of  this 
expansion  and  all  of  these  promotions  can  be  made  from 
within  our  own  organization." 

Nat  Wolff,  partner  in  Don  W.  Sharpe 
Enterprises,  returns  to  Young  &  Rubicam 
as  v.p.  Program  expert  is  being  added  to 
Y&R's  new  radio-tv  department  headed  by 
Peter  G.  Levathes,  v.p.  and  director,  to 
whom  Mr.  Wolff  reports  (see  page  34).  Mr. 
Wolff  was  v.p.  of  agency  for  five  years, 
leaving  in  1956  to  join  NBC  as  director  of 
program  development.  In  1957  he  became 
partner  in  packaging  firm  that  has  de- 
veloped such  shows  as  Peter  Gunn,  Yancy  Derringer  and 
The  Green  Peacock.  In  joining  Y&R  he  relinquishes  all  out- 
side activities.  At  one  time  he  was  an  artists  representative 
responsible  for  developing  motion  picture  stars  and  active 
in  production  of  radio  and  tv  programs. 


George  Chatfield,  executive  v.p.,  Wil- 
liam Esty  Co.,  has  joined  Benton  &  Bowles 
as  senior  v.p.  and  member  of  board  of 
directors  and  plans  board.  Mr.  Chatfield 
is  veteran  of  19  years  with  Lever  Bros,  and 
1 1  years  in  agency  supervisory  capacities. 
At  B&B  the  former  Esty  executive  will 
take  over  responsibilities  as  management 
account  supervisor. 


Mr.  Wolff 


Mr.  Chatfield 


Robert  A.  Schmid,  widely  known  radio-tv  veteran,  joins 
Headley-Reed  Co.  as  v.p.  of  both  radio  and  tv  divisions  of 
station  representation  firm,  effective  today  (Jan.  12).  He 
will  have  headquarters  at  firm's  New  York  offices,  750 
Third  Ave.  Mr.  Schmid,  owner  of  WESC  Greenville,  S.C., 
was  administrative  v.p.  in  charge  of  advertising,  research 
and  public  relations  and  on  board  of  directors  of  Mutual 
until  network  was  sold  by  RKO  Teleradio  in  1957,  and 


earlier  served  in  other  MBS  key  posts  including  station 
relations  v.p.  He  also  was  v.p.  of  RKO  Teleradio  and  v.p. 
and  board  member  of  General  Teleradio,  RKO  station 
operating  division.  More  recently,  Mr.  Schmid  was  v.p. 
for  station  relations  for  NTA  Film  Network.  He  will 
continue  as  owner  of  WESC. 

Charles  C.  (Bud)  Barry,  v.p.  in  charge 
of  tv  (MGM-TV)  for  Loew's  Inc.,  has 
resigned  and  is  expected  to  head  NTA 
Film  Network.  Loew's  acceptance  of  Mr. 
Barry's  resignation  was  made  official  in  an- 
nouncement Friday  (Jan.  9),  and  he 
leaves  post  Jan.  16.  Mr.  Barry,  v.p.  in 
charge  of  radio  and  tv  programming  for 
NBC  and  before  that  similar  post  with 
ABC,  was  named  by  Loew's  in  April  1956 
to  organize  and  head  its  new  MGM-TV  Department.  Mr. 
Barry  presumably  will  become  president  of  NTA  Film  Net- 
work and  will  report  to  Ely  A.  Laudau  who  now  holds  this 
post  in  addition  to  board  chairmanship  of  NTA,  N.Y. 

Van  Beuren  W.  De  Vries,  v.p.  of  Trans- 
continent  Television  Corp.  and  general 
manager  of  WGR-TV  Buffalo,  N.Y.,  as- 
sumes additional  duties  of  general  manager 
of  WGR,  effective  Thursday  (Jan.  15). 
Nat  L.  Cohen,  formerly  station  manager, 
will  continue  as  general  sales  manager  of 
WGR.  Mr.  De  Vries  was  previously  with 
KWFT-TV    (now    KSYD-TV )  Wichita 


Mr.  Barry 


Mr.  De  Vries 


Falls,  Tex.,  and  WMAL-TV  Washington. 


Mr.  Danzig 


He  joined  WGR  in  June  1954  as  program  manager  and  was 
named  general  manager  in  1957.  Mr.  De  Vries  was  elected 
v.p.  of  Transcontinent  in  February  1958. 

Jerry  A.  Danzig,  v.p.  of  NBC  Radio 
programming,  named  to  vacant  post  of 
v.p.,  participating  programs,  NBC-TV, 
network  President  Robert  E.  Kintner  an- 
nounced last  week.  With  NBC  since  May 
1955  (initially  as  NBC  o&o  stations  plan- 
ning and  development  director),  Mr. 
Danzig  formerly  was  with  CBS  Radio  and 
CBS-TV.  He  was  also  with  MBS,  having 
entered  broadcasting  in  1935  at  WOR  New 
York,  then  MBS  flagship  station.  Last  head  of  NBC-TV 
participating  programs  was  William  Sargent,  who  resigned 
last  fall  to  become  executive  at  TelePrompTer  Corp. 

D.  A.  Noel,  formerly  busi- 
ness manager  of  Memphis 
division,  RKO-Teleradio 
Pictures  Inc.  (WHBQ-AM- 
TV),  promoted  to  general 
manager  of  WHBQ-TV,  and 
Boone  Nevin,  formerly 
general  sales  manager  of 
WHBQ-AM-TV,  promoted 
Mr.  Noel  Mr.  Nevin  to    general    manager  of 

WHBQ.  Mr.  Noel  has  been  with  Memphis  division  for  past 
eight  years  while  Mr.  Nevin  joined  WNBQ  sales  staff  in 
1951.  Dual  appointments  followed  promotion  last  month 
of  William  H.  Grumbles  from  manager  of  both  stations  to 
v.p.  of  RKO  and  his  transfer  to  headquarters  staff  in  New 
York  (Broadcasting,  Dec.  22,  1958). 
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Two-fisted  drama  with  a  one-two  puncl 


Created  and  produced  by  Robert  Maxwell, 
famed  creator  of  Lassie, 

and  combining  for  the  first  time 
dynamic  action  adventure  and  intense  human  interest 
in  a  brand-new  series. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Avenue  •  New  York  22  •  PLaza  5-2100 


VERTICAL  BLANKING  INTERVAL- 
TEST  SIGNAL  KEYER 
1008-A 


The  Telechrome  Model  1008-A  Vertical  Blanking  Interval  Keyer  is  a  self- 
contained  portable  unit  that  makes  possible  transmission  of  television 
test  and  control  signals  between  frames  of  a  TV  picture.  Any  test  signal 
(multiburst,  stairstep,  color  bar,  etc.)  may  be  added  to  the  composite 
program  signals.  The  keyer  will  operate  anywhere  in  the  TV  system 
and  operates  from  composite  video,  sync,  or  H  &  V  drive.  The  test 
signals  are  always  present  for  checking  transmission  conditions  with- 
out impairing  picture  quality.  The  home  viewer  is  not  aware  of  their 
presence. 

These  continuous  reference  signals  may  be  used  in  connection  with 
various  Telechrome  devices  for  automatic  correction  of  video  level, 
frequency  response,  envelope  delay,  differential  gain  and  differential 
phase. 

IMPORTANT:  Checking  after  programming  is  costly  and  at  best  highly 
inefficient  since  conditions  constantly  vary.  The  Telechrome  Vertical 
Interval  Keyer  minimizes  post-program  checking  and  overtime  ex- 
penses. It  provides  instant  indication  of  deteriorating  video  facilities 
so  that  corrective  measures  can  be  undertaken  immediately  —  manually 
or  automatically  during  programming. 

Now  in  use  by  CBS,  NBC,  ABC,  BBC  ITA  (Brit.),  NHK  (Japan) 

Write  for  Specifications  &  Details 


28  RANK  K  DRIVE 

AMITYVIllE,  N  Y. 

Lincoln  1-3600 

Cablt  A  i.i...  COIORTV 
TWX:  AMITYVIUE  NY 
Cali*  ,  State  2  7479 
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Test  signal  is  thin  line  between  frames.  All  test 
signals  can  be  transmitted  during  vertical  blank- 
ing portion  of  video  signal. 


AT  THE  FRONTIERS  OF  ELECTRONICS 

'estern  engineering  Division — 13633  Victory 

dwest  Engineering  Division — 106  W    St  CI 


1003-C  VIDEO  TRANSMISSION 
TEST  SIGNAL  GENERATOR 

Completely  self-contained,  portable.  Produces 
multi-frequency  burst.-stairstep,  modulated  stair- 
step, white  window,  composite  sync.  Variable 
duty  cycle.  Regulated  power  supply.  12V4"  stand- 
ard rack  mounting  or  in  carrying  case.  Integrates 
with  above  model  1008-A  Test  Signal  Keyer. 


Integrates  with  model  1008-A  to  recognize  in- 
coming test  signals.  Deletes  incoming  test  sig- 
nals and/or  adds  new  test  signals. 


"  JAXIE"  SAYS, 

"YOUR  BEST 
NIGHTIME  MINUTES 
IN  JACKSONVILLE 
ARE  ON  WFGA-TV  " 


■ 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

JANUARY 

:'Jan.  13 — Broadcasters  representing  stations  af- 
filiated with  networks  scheduled  to  meet  with 
Attorney  General  Rogers  in  Washington.  (See 
CLOSED  CIRCUIT,  Jan.  5.) 

*Jan.  13 — Radio  &  Television  Executives  Society, 
weekly  Timebuying  &  Selling  Seminar-Luncheon, 
12:15  p.m.,  Hawaiian  Room,  Hotel  Lexington,  New 
York.  Topic,  "Saturation  Tv  and  Radio."  Speakers, 
I.  L.  Eskenasy,  vice  president  of  Lestoil  Inc.,  and 
Joseph  Scheideler,  executive  vice  president,  Bryan 
Houston  Inc. 

Jan.  16-17 — National  board  meeting  of  American 
Women  in  Radio  &  Television,  Waldorf-Astoria 
New  York. 

Jan.  16-17— Mutual  Advertising  Agency  Network, 
quarterly  business  meeting  and  administrative 
workshop,  Plaza  Hotel,  New  York. 

Jan.  17 — Oklahoma  Broadcasters  Assn.,  winter 
meeting,  Hotel  WMI  Rogers,  Claremore.  Rep.  Ed 
Edmondson  (R-Okla.)  will  be  principal  speaker; 
his  talk  will  be  fed  over  a  40-station  state  radio 
hookup.   KWPR  Claremore  is  host  station. 

Jan.  17-18 — Seventh  annual  meeting  of  Retail 
Advertising   Conference,   Palmer  House,  Chicago. 

Jan.  18-21 — Newspaper  Advertising  Executives 
Assn.,  annual  convention,  Edgewater  Beach  Hotel, 
Chicago. 

*Jan.  19 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673. 

*Jan.  19 — Radio  &  Television  Executives  Society's 
Newsmaker"  luncheon,  12:30  p.m.,  Ballroom 
Hotel  Roosevelt,  New  York.  U.S.  Ambassador  to 
the  U.N.  Henry  Cabot  Lodge  will  speak  on  inter- 
national relations. 

Jan.  20 — Screen  Producers  Guild  awards  dinner 
Beverly  Hilton  Hotel,  Los  Angeles. 

*Jan.  23 — NAB's  Tv  Code  Review  Board  will  meet 
at  association's  Washington  headquarters.  Enforce- 
ment of  "men  in  white"  ban  against  actors'  por- 
trayals of  doctors,  dentists  and  nurses  will  be 
reviewed.  Ban  went  into  effect  Jan.  1. 

5  Jan.  23 — Oral  argument  scheduled  before  FCC 
en  banc  on  Indianapolis  ch.  13  grant  held  by 
Crosley  Broadcasting  Corp.  Case  remanded  by  U.S. 
Court  of  ApDeals  for  District  of  Columbia  on 
ground  that  FCC  Comr.  T.A.M.  Craven  should  not 
have  voted  since  he  did  not  hear  oral  argument. 

"Jan.  23 — Broadcasters  Promotion  Assn.  steering 
committee  meets  in  WGN-AM-TV  Chicago  studios. 

*Jan.  24 — Broadcasters  Promotion  Assn.  board 
holds  first  meeting  under  new  BPA  President 
Charles  A.  Wilson  at  the  Kungsholm  Restaurant, 
Chicago. 


Jan.  23-25 — Mid-winter  conference  of  Advertis- 
ing Assn.  of  the  West,  Rickey's  StuJio  Inn,  San 
Jose,  Calif. 

Jan.  23-25 — American  Women  in  Radio  &  Tele- 
vision (Great  Lakes  area)  will  meet  in  Detroit. 

Jan.  27-29 — South  Carolina  Radio  &  Television 
Broadcasters  Assn.,  winter  convention,  Hotel  Wade 
Hampton,  Columbia.  Members  of  General  As- 
sembly will  be  entertained  at  Jan.  28  banquet. 

Jan.  28-29— Georgia  Radio  &  Tv  Institute,  spon- 
sored by  Georgia  Assn.  of  Broadcasters  and  Henry 
W.  Grady  School  of  Journalism,  U.  of  Georgia  at 
Athens. 

Jan.  29 — Cooperative  advertising  workshop,  Assn 
of  National  Advertisers,  Hotel  Pierre,  New  York. 

*Jan.  30 — Oral  argument  scheduled  before  FCC 
en  banc  on  Seattle  ch.  7  grant  held  by  Queen 
City  Broadcasting  Co.  (KIRO).  Case  reopened  on 
petition  for  reconsideration  filed  by  KXA  and 
KVI,  both  Seattle. 


FEBRUARY 

Feb.  1-6 — Winter  meeting  of  American  Institute 
of  Electrical  Engineers,  Statler  Hilton  Hotel,  New 
York,  includes  four  sessions  devoted  to  radio  and 
tv  experiments  and  operations.  NBC  and  CBS 
videotape  installations  will  be  described. 

Feb.  2-6 — Combined  NAB  boards  will  meet  at 
Hollywood  Beach  Hotel,  Hollywood  Beach,  Fla. 
Semi-annual  session  opens  Feb.  2  with  Tv  Finance 
Committee;  Feb.  3,  General  Fund  and  Member- 
ship Committees;  Feb.  4,  Tv  Board;  Feb.  5,  Radio 
Board;  Feb.  6,  combined  Tv  and  Radio  Boards. 

*  Feb.  5-April  30 — Thursday  evenings,  13-week 
seminar  in  operations  research  for  advertising  and 
marketing  personnel,  sponsored  by  Advertising 
Research  Foundation,  at  site  to  be  announced. 

Feb.  5-8 — Hi-fi  Show,  Shoreham  Hotel,  Washing- 
ton. The  newest  in  stereo  and  reproducing  gear 
will  be  on  display. 

Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad- 
vertising Assn.  of  the  West. 

*Feb.  15 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  United  States  scheduled  in 
U.  S.  District  Court,  Washington.  Motions  for 
trial  to  be  held  in  Miami  are  pending. 

Feb.  17-20 — Audio  Engineering  Society,  annual 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

Feb.  24-25 — NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 


MARCH 

*  March  2 — Boston  ch.  5  rehearing  scheduled  to 
begin.  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.   Examiner:  Judge  Horace  Stern. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18.  Tentatively  scheduled — address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  .  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler-Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 


*  Indicates  first  listing  in  Datebook 


You'll  find  a  lineup  of  top  shows  to 
use  in  sending  your  sales  message 
into  the  booming  North  Florida-South 
Georgia  television  area.  This  rich  $1V2 
billion  market  is  ready  and  receptive 
...  so  move  in  with  minutes  on: 

★  RESCUE    EIGHT — Mondays — 7:30  to 
8:00  PM 

★  HONEYMOONERS  — Tuesdays— 10:30 
to  11:00  PM 

★  BOLD  VENTURE 

Reach  deep  for  results  and  reach  for 
WFGA-TV.  It's  your  best  buy  in  the 
Jacksonville  Metropolitan  Market. 

For  further  information  on  ons  minute 
availabilities,  call  Ralph  Nimmons  in 
Jacksonville  at  ELgin  6-3381  or  contact 
your  nearest  P.G.W.  "Colonel." 

BASIC   NBC  AND  SELECTED 
ABC  PROGRAMMING 

Represented  nationally  by 
Peters,  Griffin,  Woodward,  Inc. 


WFGA-TV 

Channel  12 

Jacksonville,  Florida 

FLORIDA'S 
COLORFUL  STATION 
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Since  CBS  Radio 
announced  PCP, 
U.  S.  advertisers 
have  invested 

$4,136,000  in 

new  and  expanded 
schedules  on  the 
CBS  Radio  Network. 


f 

Program  Consolidation  Plan, 
effective  January  5,  is  the 
j      first  major  forward  step  to 
;     assure  network  advertisers 
of  larger  national  audiences. 
These  greater  values  are 
created  through  uniform 
station  clearances,  news 
every  hour  on  the  hour  and 

tmore  effective  sequencing 
of  entertainment  programs. 
Full  details  on  request. 


New  multi-million  dollar 
investment  in  CBS  Radio 
Network  from  industry  leaders 
like:    Bristol-Myers  Co., 
California  Packing,  Fram 
(Filter)  Corporation,  General 
Electric  (Lamp  Division) , 
Lever  Brothers,  Lewis-Howe 
Co.,  Q-Tips  Sales  Corp., 
Standard  Packaging  Corp. , 
Stewart-Warner  Corp. (Alemite 
Division),  and  many  others. 


m*9ic 


and 
watch 


your 

sales 

soar 


/ 


more  later. 


What's  the  Outlook  for  '59? 

BROADCASTING'S  February  9  issue  called  Perspective  '59  will 
give  you  an  exhaustive,  comprehensive  inquiry  into  every 
area  of  broadcast  advertising  including  features  like  this: 

•  Exclusive  report  of  tv-radio  net  time  sales  for  1958. 

•  J.  Walter  Thompson's  Arno  Johnson  analysis  of  tv-radio 

volume  in  '59  in  relationship  to  economic  trends. 

•  Nielsen  report  on  attitudes  of  tv-radio  audiences. 

•  Feature  Film  Supply  .  .  .  How  long  will  it  last? 

•  Videotape.  Revolutionizing  tv  production  in  '59. 

•  RAB's  Kevin  Sweeney  and  TvB's  Norman  Cash  reports. 

These,  and  other  important  contents  including  our  regular  spot 
news  coverage,  make  the  February  9  issue  an  outstanding  ad- 
vertising value. 

Deadline:  January  30;  Regular  rates 

WIRE  or  PHONE  nearest  BROADCASTING  office  for  your  reser- 
vation now.   24,000  circulation. 


OPEN  MIKE 


The  new  size  fits 

editor: 

I  found  the  new  format  of  Jan.  5 
most  readable  and  most  enjoyable.  Con- 
gratulations on  your  forward  step. 

Allan  Sacks 

Media  Buyer 

J.  Walter  Thompson 

New  York 

editor: 

Congratulations  on  the  "new"  Broad- 
casting which  came  to  my  desk  this 
morning.  I  like  your  new  size  and  new 
format. 

Eugene  Katz,  President 
The  Katz  Agency 
New  York 


I  like  it  very  much. 

Frank  Stanton,  President 
CBS 

New  York 

editor: 

I  noted  with  pleasure  your  new  for- 
mat this  morning,  and  I  immediately 
realized  that  Broadcasting  is  now  an 
even  better  book  than  before. 

Although  the  new,  smaller  size  is 
symbolic  of  a  larger  press  run  to  you. 
to  me  it  means  a  more  convenient, 
easier  handling  magazine.  And  the  new, 
more  functional  division  of  topics 
makes  for  faster  reading  and  quicker 
reference  .  .  . 

Frank  M.  Headley 
President 

H-R  Representatives 
New  York 

editor: 

...  I  was  very  much  delighted  with 
the  new  and  smaller  format.  Congratula- 
tions .  .  . 

Russel  Woodward 
Executive  Vice  President 
Peters,  Griffin,  Woodward 
New  York 

editor: 

Heartiest  congratulations  on  your 
new  format.  While  it  makes  for  easier 
reading,  as  long  as  the  contents  continue 
at  the  past  excellent  levels,  Broadcast- 


BROADCASTING 


SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35tf  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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* . .  Knight  of  the  Turntable 


Background  Courtesy  Detroit  Institute  of  Arts 


Represented  by  Headley-Reed 


norr 


new  WKMH 

sensation  in  Detroit! 

Conrad  Patrick,  shown  above,  is  WKMH's  newest  daytime  personality. 
His  immense  popularity  was  proved  dramatically  in  Pat's  Name  The 
Show  Contest,  planned  and  executed  locally  by  WKMH  for  Frigidaire. 
Names  poured  into  Detroit  by  the  thousands  from  all  over  southeastern 
Michigan.  Here,  Pat  awards  first  prize  to  Mrs.  Margaret  Burcar 
for  her  entry— "PAT'S  PLATTER  PALACE."  This  popular  program 
(mornings  and  afternoons,  Monday  thru  Saturday)  is  one  more 
reason  why  WKMH  is  your  best  buy  in  the  rich  Detroit  market. 

BROADCASTING  CORPORATION 


Michigan 


WSAM  & 
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7<£e  Vok  Gelt 

Bell-loving  Iowa  has  upped  his 
audience  a  mammoth  150%. 


)  *7<*te  u/t  t&e 

Fully  40%  more  men,  women  and 
kteenagers  are  spending  their  listening 
p    hours  with  KSO.  And  we're  handing 
over  this  ever-booming  audience  to  our 
ever-happy  advertisers  at  lowest  CPM  in 
KSO  history  —  as  low  as  $.73  per 
Mmmmmm. 


THAT'S  WHY  IN  OES  MOINES  IT'S 


LARRY  BENTSON  TONY  MOE  JOE  FLOYD 

President        Vice-Pres.-Gen.  Mgr.  Vice-Pres. 


ing  will  continue  to  be  both  textbook 
and  "must"  reading  for  everyone  in- 
terested in  our  industry. 

Robert  W.  Ferguson 
Executive  Vice  President 
WTRF-TV  Wheeling,  W.  Va. 

editor: 

I  like  the  new  format!  Broadcasting, 
always  a  readable  magazine,  is  now 
better  organized  and  greater  than  ever! 

Ben  Strouse 

President 

WWDC  Washington,  D.  C. 

editor: 

Congratulations  on  coming  up  with 
an  even  more  useful,  handy  and  in- 
formative product.  I  am  delighted  to 
see  a  tighter  editorial  format  and  I 
like  your  Broadcast  Advertising 
section.  It  makes  a  lot  of  sense. 

John  H.  Eckstein 

Vice  President 

Wexton  Co. 

New  York 

editor: 

.  .  .  The  new  format  will  make  Broad- 
casting as  valuable  as  ever,  a  lot  easier 
to  live  with  in  '59. 

Martin  Katz 

Director,  Sales  Development 

Blair-Tv 

New  York 

editor: 

...  It  looks  good,  real  good  .  .  . 
Gene  Plotnik 
Screen  Gems 
New  York 

editor  : 

Congratulations  on  your  new  format. 
I  find  it  to  be  much  more  convenient 
and  comprehensive,  making  all  the  im- 
portant news  of  the  industry  instantly 
available.  May  I  also  take  this  oppor- 
tunity to  thank  you  for  permitting  me 
to  do  the  Monday  Memo  on  fm  [Dec. 
15,  1958].  The  response  was  unbe- 
lievable. Calls  and  letters  poured  in 
from  all  over  the  country,  including 
Alaska. 

Joe  Gans 
President 
Joe  Gans  &  Co. 
New  York 

Atlantic  City  slip  shows 

EDITOR : 

There  is  an  obvious  error  in  the 
tabulation  of  revenue  incomes  for  At- 
lantic City  as  listed  in  Broadcasting 
[Dec.  29,  page  63].  It  is,  of  course,  self- 
evident  that  network  income  in  a  city 
of  this  size  would  not  be  $110,515  (I 
should  know!)  but  the  total  revenue 
for  the  market  seems,  from  my  anal- 
ysis, to  be  about  correct. 

Fm  wondering  if  there  was  a  typo 


or  transposition  here  and,  if  so,  what 
the  correct  figures  for  each  category 
would  be.  Will  you  let  me  know? 
Jerome  Sill 

WFPG  Atlantic  City,  N.  J. 

[EDITOR'S  NOTE:  The  error  was  made  by 
FCC,  not  by  BROADCASTING.  Upon  re- 
checking  their  work  sheets,  FCC  economists 
discovered  that  one  Atlantic  City  station 
submitted  its  financial  report  with  aU  time 
sales  listed  under  the  network  category. 
Hence,  all  categories  of  time  sales  in  At- 
lantic City  as  reported  by  the  FCC  in  its 
1957  financial  report  are  incorrect.  The 
Commission  says  it  would  require  too  much 
work  to  rep-oce-s  the  fi"rur°s.  Th's  also 
means  that  the  FCC's  total  U.S.  network, 
spot  and  local  time  sales  are  inaccurate  by 
an  unknown  (but  not  substantial)  margin.] 

Listener  is  best  critic 

EDITOR : 

Since  the  advent  of  broadcast  adver- 
tising and  particularly  since  television 
has  arisen  on  the  scene,  it  has  become 
a  playful  pastime  for  persons  not  di- 
rectly associated  with  advertising  to 
castigate  agencies  and  networks  for  the 
quality  of  programming. 

In  addition  to  the  diatribes  of  these 
loquacious  "culturists",  I  have  observed, 
over  the  past  few  months,  similar  out- 
bursts from  members  of  the  advertising 
fraternity.  Frankly,  when  we  start  taking 
pot  shots  at  ourselves,  it  is  time  for 
an  "agonizing  reappraisal." 

Those  persons  who  have  directed 
these  attacks  at  television  programming 
are  the  very  same  people  who  are  most 
influential  in  placing  the  current  fare 
on  television.  Sure  there  is  room  for 
criticisms  and  it  would  be  a  sad  day 
for  the  television  industry  when  we 
cease  experimenting  and  searching  for 
better  and  more  diversified  program- 
ming. 

However,  in  addition  to  criticizing, 
we  should  simultaneously  be  prepared 
to  offer  constructive  suggestions  which 
would  overcome  our  objections. 

It  should  be  pointed  out  that,  in  the 
face  of  all  of  this  adverse  publicity  re- 
garding programming  on  the  networks, 
we  have  constantly  observed  that  view- 
ers spend  an  increasing  amount  of  time 
watching  television  year  after  year. 

To  all  who  cry  about  dullness  and 
safeness  in  programming,  I  can  only  say 
that  there  is  no  better  critic  than  the 
viewer.  He  will  let  us  all  know  whether 
he  likes  a  program  or  not — and  very 
quickly. 

Certainly,  television  programming 
can  improve  and  it  has  over  the  years, 
but  instead  of  constantly  attacking  it, 
shouldn't  we  present  suggestions  that 
can  be  accepted  by  all  networks,  agen- 
cies, advertisers  and  the  American  pub- 
lic? 

Lee  M.  Rich 

Vice  President  in  Charge 

of  Media 
Benton  &  Bowles 
New  York 
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FULL.  POWER: 
VI DEO-31 6,000  WATTS 
AUDIO-158,000  WATTS 
ANTENNA  HEIGHT— 1008' 


CHANNEL 

brings  you 
coverage  with 

resultful  penetration 

in  Michigan's  "golden  triangle"  area! 

WILX-TV,  affiliated  with  NBC,  is  the  only  television  station  giving 
City  Grade  reception  to  the  three  major  Michigan  cities  of  Jackson, 
Lansing  and  Battle  Creek.  This  rich  and  heavily  populated  "Golden 
Triangle"  area  has  never  before  been  reached  by  any  single  station! 


look  at  this  coverage! 

Total  State  Excluding  Metropolitan  Detroit 

B  Signal  Area 

Population  43.4% 

TV  Households  44.0% 

Households  44.7% 

Farm  Population  34.1% 

look  at  this  resultful  penetration! 

Total  State  Excluding  Metropolitan  Detroit 

B  Signal  Area 

Retail  Sales  47.3% 
Retail  Food  Sales  44.7% 
Retail  Drug  Sales  48.6% 


Retail  Automotive  Sales  50.3% 
Retail  Filling  Stations  46.3% 
Gross  Farm  Income  39.9% 


Michigan's  Golden  Triangle  is  a  major  market. 
In  total  population  it  ranks  just  below  the  10th 
largest  metropolitan  area*  and  in  TV  homes, 
ranks  just  below  the  27th  market  area  *  *  in  the 
nation.  Well  worth  considering  .  .  .  just  check 
those  figures  again ! 


WILX-TV 

1© 


prime  time  now  available! 

RIGHT  NOW.  .  .  is  the  time  to  contact 

VENARD,  RINTOUL  &  McCONNELL,  INC. 
for  complete  market  information 


CHANNEL 


SERVING  MICHIGAN'S 

GOLDEN  TRIANGLE 


LANSING 

BATTLE  \ 

CREEK  \ 

JACKSON 


WOR  RADIO 
STUDY  ADDS 
A  NEW 
DIMENSION 
TO  COST- 
PER-IOOO 


Advertisers  have  akvays  been  aware  of 
the  shortcomings  of  buying  radio  on  a 
strictly  cost-per-1000  basis.  Everyone 
realizes  that  the  lowest  cost-per-1000  does 
not  necessarily  produce  the  greatest  sales 
results  for  the  dollars  invested.  Why  ? 
WOR's  new  study  "The  New  York  House- 
wife" gives  the  first  statistical  evidence. 

The  study,  nearly  a  year  in  the  making, 
analyzes  the  housewife  audience  of  8  major 
New  York  radio  stations.  Although  the 
housewife  may  listen  to  many  stations, 
she  is  a  loyal  listener  to  some  and  not  to 
others;  she  is  more  personally -interested 
in  some;  she  is  more  receptive  to  some; 
she  is  more  attentive  to  some  and  she 
relies  on  one  more  than  another.  The  way 
she  listens  to  a  station  is  bound  to  affect 
her  response  to  its  advertising. 


There's  a  big  difference  in  the  type  of  housewife  listener  each  New  York  station 
delivers.  For  example,  in  comparison  with  a  top-rated  music/news  independent, 


WOR  RADIO  DELIVERS 


30%    MORE  LOYAL  LISTENERS 


54% 
41% 
78% 


MORE  PERSONALLY  - 
INTERESTED  LISTENERS 

MORE  RECEPTIVE  LISTENERS 
MORE  ATTENTIVE  LISTENERS 


PER 
1000 

HOUSEWIVES 
REACHED 


WOR's  study  also  sheds  new  light  on  the  housewife's  shopping  habits.. . 

•  HOW  MUCH  SHE  SPENDS  AND  WHEN  SHE  SHOPS 

•  HER  EXPOSURE  TO  RADIO  AND  NEWSPAPER  ADVERTISING 
PRIOR  TO  SHOPPING 

•  THE  LENGTH  OF  TIME  BETWEEN  ADVERTISING  EXPOSURE 
AND  SHOPPING 

. . .  important  information  that  demonstrates  why  advertisers  should  make  radio 
their  primary  choice.  Ask  your  WOR  RADIO  representative  for  your  copy  of 
"THE  NEW  YORK  HOUSEWIFE  "  study. 

WOR  RADIO  710 


fm  98.7 


A  Division  of 


RK<5> 


Teleradio  Pictures.  Inc. 


Serving  more  advertisers  than  any  other  station  in  New  York 


MONDAY  MEMO 

from  JOHN  G.  COLE,  commercial  production  director,  Sullivan,  Stauffer,  Colwell  &  Bayles,  Hollywood 


Hollywood's  high  budget  commercials:  No  waste 


Let's  face  it.  Hollywood  puts  much 
more  than  just  a  good  deal  of  the 
elusive  ingredient  called  glamor  in  those 
tv  commercials  you  pay  so  much  for. 
And  there  is  a  rational  basis  for  the 
cost. 

Want  a  daisy  field  in  December?  A 
skating  rink  in  July?  A  62-ft.  cobalt 
blue  backing  for  a  dance  number?  A 
western  street?  A  waterfall,  a  grand 
opera  set  or  a  thousand  miles  of  all- 
weather  "location"  country?  You  can 
have  them  in  Hollywood  for  your  tv 
commercials. 

The  scope  and  size  of  Hollywood's 
facilities  are  major  reasons  for  the 
rapid  growth  of  California's  commercial 
film  production.  Today  this  is  a  multi- 
million  dollar  industry  and  lots  of  those 
dollars  are  moving  west.  But  scope  and 
size  are  only  two  of  the  reasons. 

Actually,  the  ""Westward  Ho"  really 
started  more  than  five  years  ago  when 
advertisers  became  fully  aware  of  the 
advantages  of  film  over  live  commer- 
cials. They  wanted  the  excellence  of 
photography,  the  control  and  the  preci- 
sion that  only  film  can  bring  to  tv  ad- 
vertising. Naturally  they  went  to  the 
film  capital. 

New  York  Still  Headquarters  •  This 
is  not  to  suggest  that  New  York  is  no 
longer  the  headquarters  for  tv  commer- 
cials. It  is.  More  than  50%  of  the  com- 
mercials filmed  today  are  done  in  New 
York,  30-40%  on  the  West  Coast  and 
the  rest  in  Chicago.  But  for  certain 
film  commercials,  Hollywood  offers 
great  advantages. 

It's  been  suggested,  although  never 
proved,  that  more  money  is  spent  per 
commercial  in  Hollywood  than  any 
place  else.  It  figures.  Why  go  3,000 
miles  unless  you're  involved  in  some- 
thing big  or  unusual.  And  most  of  the 
items  call  for  cost  money — location- 
shooting,  stars  and  production  numbers. 

This  is  not  to  suggest  that  money  is 
thrown  around  carelessly  in  Holly- 
wood. Hard-headed  manufacturers, 
agency  people,  producers  and  direc- 
tors feel  they  more  than  get  back  in 
increased  sales  what  they  invest. 

Shortly  after  filmed  commercials 
started  being  shot  in  quantity  in  Holly- 
wood, the  advent  of  big-program  origi- 
nation on  the  West  Coast  began — 
Studio  One,  Playhouse  90,  Matinee 
Theatre,  etc.  And  hundreds  of  actors, 
actresses,  actresses,  announcers  and 
models  headed  for  the  sun. 
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About  this  time,  both  the  established 
Hollywood  celebrities  and  the  new  tv- 
made  star  began  to  get  into  the  com- 
mercial act.  There  is  probably  not  a 
viewer  alive  who  hasn't  heard  a  western 
star  plug  his  sponsor's  brand,  a  movie 
lovely  extol  a  cosmetic  or,  for  that  mat- 
ter, almost  any  Hollywood  actor  talk 
about  anything  from  spark  plugs  to 
soap. 

From  6  to  150  •  Ten  years  ago  there 
weren't  more  than  a  half-dozen  tv  film 
concerns  on  the  West  Coast  (now  there 
are  something  like  150).  Of  these  few, 
there  was  only  one  major  motion  pic- 
ture company  who  took  the  business 
seriously — Universal-International.  To- 
day, almost  every  major  in  Hollywood 
— Fox,  MGM,  Warner's,  Disney,  etc. 
— is  involved  in  the  production  of  tv 
commercials.  The  giants  of  the  program 
package  industry — Desilu,  Revue,  Four 
Star,  etc. — also  have  hopped  on  the 
commercial  band  wagon. 

Like  the  major  studios,  the  big  pack- 
agers are  involved  in  varying  degrees. 
Some  have  set  up  complete  independent 
departments  and  actively  solicit  busi- 
ness. Others  are  interested  only  in 
servicing  their  program  clients. 

So  these  are  some  of  the  reasons  for 
Hollywood's  increasing  activity  in  tv 
commercials — more  scope  and  size  in 
facilities,  more  film  and  less  live,  more 
important  program  origination,  popular- 
ity of  star-spoken  commercials  and  the 
advent  of  the  majors  in  the  field. 

There  is  a  final  reason,  vitally  im- 
portant but  much  harder  to  define.  It 
really  should  be  called  "craftsmanship" 
and  reflects  the  expert  technical  know- 
how  developed  over  almost  half  a  cen- 

John  G.  Cole  began  his  advertising 
career  in  mid-'30s  in  copy  dept.  and 
radio  production  at  Gardner  Adv.,  St. 
Louis,  moving  to  Compton  Adv.,  N.Y., 
in  1939  as  copywriter  on  Procter  & 
Gamble.  In  1941  he  returned  as  director 
of  Vox  Pop  show  for  Ruthrauff  &  Ryan. 
For  eight  years  he  was  radio  director 
and  tv  supervisor  (Ellery  Queen,  The 
Shadow,  Aunt  Jenny,  Arthur  Godfrey, 
Big  Town,  Four  Star  Revue,  etc.),  the 
last  three  as  head  of  radio-tv  produc- 
tion for  R&R.  He  went  west  in  1953  as 
assistant  director  of  Hollywood  office 
of  Sullivan,  Stauffer,  Colwell  &  Bayles. 
He  added  to  present  duties  as  tv  com- 
mercial activity  increased. 


tury  of  film  making  in  Hollywood.  It's 
the  kind  of  craftsmanship  you  can  see 
in  an  animated  commercial  produced 
by  H-B  Enterprises  (Bill  Hanna  and  Joe 
Barbera,  who  in  20  years  as  co-heads 
of  MGM's  cartoon  division  won  7 
Academy  Awards  and  17  nominations). 
The  kind  of  craftsmanship  in  a  Helen 
Rose  creation.  Miss  Rose  is  the  inter- 
nationally-known designer  who,  among 
other  things,  ran  up  that  little  number 
Grace  Kelly  wore  at  her  wedding.  The 
kind  of  craftsmanship  in  a  special  effect 
or  optical  work  created  by  Roy  Sea- 
wright.  A  partner  in  Cascade  Pictures 
of  California  Inc.,  he  made  history  by 
making  people  disappear  in  the  "Top- 
per" movies. 

300  Years  of  Experience  •  If  you're 
statistically  minded,  you  could  probably 
figure  out  that  the  12  or  15  technicians 
on  an  average  Hollywood  commercial 
set,  each  with  20  to  30  years  of  tech- 
nical experience  in  film  making,  means 
approximately  300  years  of  film  know- 
how  at  your  disposal.  For  a  piece  of 
celluloid  advertising  of  less  than  60  sec- 
onds, that's  a  lot  of  craftsmanship! 

The  Horace  Greeley  tag  is  on  tv 
commercials  for  sure  and  it's  getting 
bigger  every  year.  And  it's  been  a  good 
thing  for  the  industry  as  a  whole. 
Hollywood  has  learned  a  lot  about  ad- 
vertising in  the  last  10  years.  (It  took 
a  while  to  convince  West  Coasters  that 
the  client's  package  insert  was  as  im- 
portant as  that  establishing  panoramic 
dolly  shot.) 

Hollywood  is  making  its  contribution 
of  scope,  glamor  and  know-how.  And 
many  smart  advertisers  have  found  this 
combination  pays  off. 
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RUSS  VAN  DYKE  MARY  JANE  CHINN 


PAUL  RHOADES  BILL  RILEY  AL  COUPPEE 


WIN  DOUGLASS         RON  SHOOP         BILL  JOHNSON 


)0P 


DON  SOLIDAY  GORDON  GAMMACK 


WALT  RENO  TED  HAZARD 


THIS  IS  TELEVISION 
IN  DES  MOINES 

Iowa's  lively  center 
of  business  activity 


ON  CAMERA!  That's  the  way  this  "know-how,  go-now"  station 
keeps  pace  with  all  that's  going  on  now  in  Des  Moines.  "Now"  television 
.  .  .  "this  minute"  television  .  .  .  spontaneous  .  .  .  vital  .  .  .  television  that 
dominates  this  big-money,  free-spending  market. 

THE  ENTHUSIASM  FOR  KRNT-TV's  "MAN  ALIVE!" 
PROGRAMMING  creates  enthusiasm  for  advertised  products  .  .  . 
generates  buying  excitement  that  shows  up  on  the  cash  register.  Buy 
the  station  most  people  watch  most  .  .  .  the  station  far  more  people  de- 
pend on  for  accurate  news  ...  the  station  with  the  most  believable 
personalities,  according  to  Central  Surveys,  Inc. 

YOUR  CAMPAIGN  IS  LIVE  ...  LIVELIER  ...  LIVELIEST 

.  .  .  sure  of  success  when  you  place  it  on  KRNT-TV,  CBS-affiliated  to  give 
viewers  an  eyeful  ...  so  ably  represented  by  Katz.  Complete  program 
listings  every  month  in  SRDS. 


THE  DES  MOINES  TELEVISION  MARKET: 

KRNT-TV  effectively  covers  41  of  the  richest  counties  in  Iowa  with  324,000 
homes,  88.4%  of  them  with  one  or  more  TV  sets.  Retail  sales  $1,229,064,000. 
Facts  compiled  from  Television  Magazine  Market  Data,  1958,  and  Survey  of  Buying 
Power,  1958. 
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"Our  family  has  been  tuned  to  WRC  almost  exclu- 
sively since  we  came  to  this  area  several  years  ago.  .  .  .  Al  Ross  is  a  particular  favorite  of 
mine.  .  .  .  I  have  never,  ever  heard  fatigue,  worry,  anger  or  any  other  negative  tones  in  his 
voice.  .  .  .  Was  glad  to  hear  Willard  Scott's  voice  after  a  too-long  absence.  Do  you  think  Eddie 
Walker  and  he  will  team  up  again  as  they  did  in  a  past  show,  'Two  At  One'?  They  are  good 
on  their  own  but  it's  a  riot  when  they  get  together.  Sort  of  a  Bob  and  Ray  bit  with  added  local 
flavor. .  .  .  I  spend  99%  of  my  time  at  home  listening  to  WRC  and  caring  for  our  five  children. 
.  .  .  Your  announcers  are  of  particular  influence  on  me.  I  feel  as  if  they  are  my  own  particu- 
lar friends  and  tend  to  quote  them  to  my  husband.  . .  .  Thank  you  so  much  for  selecting  such  a 
wonderful  group  of  friends  for  the  listening  public. . . .  Very  truly  yours,  Mrs.  Patricia  Strong 
(U221-72nd  Ave.,  handover  Hills,  Maryland)"  ^^^m^^^ 


Mrs.  Strong's  unsolicited  letter  is  another  glowing  tribute  to  the  around-the-clock  attraction  (and  sales  impact)  of  WRC  Radio. 
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TV  NETWORKS'  OWN  BUCKET  BRIGADE 


•  All  three  may  join  to  fight  the  fires  in  Washington 

•  Ex-Sen.  Potter  may  be  picked  as  new  association  head 


Formation  of  a  Washington-head- 
quartered association  of  the  television 
networks,  to  be  headed  by  a  public  figure 
of  the  stature  of  former  Sen.  Charles 
E.  Potter  of  Michigan,  is  under  active 
consideration. 

The  purpose  would  be  to  put  out  at 
least  some  of  the  fires  that  Washington 
has  been  lighting  under  networks  for 
the  past  several  years. 

While  confirmation  of  the  selection 
of  Sen.  Potter  as  the  networks'  Wash- 
ington front  man  was  lacking,  it  was 
learned  that  during  the  past  few  weeks 
he  has  been  consulted  individually  by 
top  executives  of  CBS,  NBC  and  ABC. 
Conversations  centered  around  an  or- 
ganization that  presumably  would  be 


not  unlike  the  Motion  Picture  Assn., 
representing  the  Hollywood  producers, 
which  Eric  Johnston  heads. 

Mr.  Potter,  a  Republican  who  lost 
out  in  last  November's  Democratic 
landslide,  has  been  offered  a  number  of 
high  government  posts  by  the  Eisen- 
hower administration  and  some  private 
industry  positions  but  so  far  has  re- 
jected them.  But  he  is  definitely  in- 
terested in  the  Washington  network  rep- 
resentation on  a  policy  level. 

If  the  plan  materializes — and  there 
was  every  indication  last  week  that  it 
would — it  would  not  interfere  with  the 
existing  Washington  network  personnel 
or  organizations.  These  offices  would 
function  as  usual.   Nor  would  the  in- 


tent be  to  interfere  with  the  broad 
trade  association  functions  of  the  Na- 
tional Assn.  of  Broadcasters,  in  which 
all  three  tv  networks  hold  memberships. 

Virtually  since  the  emergence  of  tele- 
vision as  a  significant  entity  a  decade 
ago,  the  networks  have  been  subjected 
to  heavy  pressures  from  Congress,  the 
regulatory  authorities  and  the  Dept.  of 
Justice.  The  creation  of  a  Potter  office, 
drawing  upon  the  background  and  ex- 
perience of  the  well-liked  and  highly 
respected  former  legislator,  would  be 
for  the  openly  expressed  purpose  of 
creating  a  better  network  image  both 
on  the  Washington  scenes  and  na- 
tionally. 

Discussion  has  centered  around  estab- 


Charles  E.  Potter,  the  man 
under  consideration  to  head  a 
new  association  of  television 
networks,  has  been  one  of  the 
most  broadcasting-minded  mem- 
bers of  Congress  in  recent  years. 
This  was  true  both  for  Rep. 
Potter  (1947-52)  and  Sen.  Pot- 
ter (November  1952-Jan.  3, 
1959),  although  he  was  much 
more  active  in  broadcast  matters 


Mr.  Potter  during  his  six-plus  years  in  the 

Senate. 

Sen.  Potter  asked  for  and  received  the  chairmanship 
of  the  Senate  Commerce  Committee  Communications 
Subcommittee  during  the  Republican-controlled  83rd 
Congress.  In  this  position,  he  was  chairman  at  the 
start  of  an  investigation  of  the  "status  and  development 
of  the  uhf  channels  in  the  U.S.,"  begun  in  March  1954. 

This  investigation  later  was  broadened  many  times, 
taking  in  all  phases  of  television,  and  still  continues  in 
the  86th  Congress.  When  the  Democrats  took  over 
control  of  the  84th  Congress  in  January  1955,  Sen. 
Potter  stepped  down  as  chairman  but  remained  on 
the  Communications  Subcommittee  and  active  in  radio- 
tv  matters. 

It  was  in  July  1954  that  Sen.  Potter  first  recom- 
mended a  special  group  to  study  the  use  of  the 
spectrum  and  during  the  85th  Congress  he  introduced 
a  measure  calling  for  a  special  commission  to  in- 
vestigate the  government's  use  of  its  spectrum  space. 

The  Potter  Resolution  originally  received  wide  indus- 


try support  and  last  spring  passed  the  Senate  without 
serious  opposition.  However,  the  House  Commerce 
Committee  late  in  the  session  reported  out  an  amended 
version  of  Sen.  Potter's  bill  which  brought  stiff  and 
effective  opposition  from  the  broadcasting  industry. 

As  amended  by  White  House  suggestions  the  House 
version  of  the  Potter  bill  would  have  shifted  emphasis 
of  the  proposed  spectrum  study  from  military  to 
civilian  usage.  Although  placed  on  the  House  Calendar, 
the  bill  never  reached  the  floor  because  of  the  opposi- 
tion that  arose.  A  spectrum  study  has  been  placed  high 
on  the  priority  list  for  the  new  Congress  by  the  chair- 
men of  both  Commerce  Committees. 

A  second  Potter  bill  in  the  past  Congress  would 
have  repealed  Sec.  309  (c)  (protest  provision)  of  the 
Communications  Act.  While  a  senator,  he  was  an  out- 
spoken foe  of  pay  tv  and  staunch  supporter  of  broad- 
casting in  its  uphill  fight  to  gain  equal  access  with 
print  media  to  congressional  proceedings  and  the 
courts. 

The  43-year-old  senator  was  defeated  for  re-election 
last  November  by  Michigan  Democratic  Lieutenant 
Governor  Philip  A.  Hart.  Before  entering  politics,  Mr. 
Potter  was  a  social  worker  in  his  native  Michigan.  He 
lost  both  lower  legs  in  Germany  during  World  War 
II  and  later  won  national  recognition  as  a  vocational 
rehabilitation  advisor  for  the  Labor  Dept. 

In  January  1952,  while  still  a  representative,  he 
was  named  one  of  the  10  outstanding  young  men  in 
the  U.S.  by  the  Junior  Chamber  of  Commerce.  Mr. 
Potter  is  a  graduate  of  Michigan  State  Normal  College 
and  holds  two  honorary  doctorate  degrees. 
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WILS 


FIRST  IN  AUDIENCE 

. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 

With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 

WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 
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lishment  of  a  relatively  small  Washing- 
ton organization,  perhaps  comprising 
two  assistants  in  addition  to  Sen.  Pot- 
ter, which  would  function  as  the  "Tele- 
vision Network  Assn."  or  some  similar 
descriptive  title.  If  this  idea  is  found 
not  suitable,  then  presumably  Sen.  Pot- 
ter would  be  retained  as  an  over-all  con- 
sultant to  the  networks,  with  the  three 
existing  organizations  underwriting  the 
costs. 

Because  of  intramural  conflicts  among 
segments  of  its  membership,  NAB  has 
been  unable  to  fight  the  battles  of  the 
networks,  except  where  their  interests 
coincided  with  those  of  television  as  a 
whole.  This  has  nettled  the  individual 
networks,  although  there  have  been  no 
recent  incidents  which  have  threatened 
the  withdrawal  of  any  of  them  from  the 
NAB.  The  thought  has  been  advanced 
that  creation  of  the  Potter  office  would 
help,  rather  than  undermine,  the  NAB 
since  it  would  eliminate  one  of  the  most 
basic  sources  of  membership  discord. 

The  Potter  arrangement  presumably 
would  not  entail  the  former  legislator's 
appearance  before  Congressional  com- 
mittees or  the  FCC.  The  individual  net- 
works, when  called  upon,  would  appear 
through  their  executive  echelons  as  in 
the  past.  But  they  would  have  the 
benefit  of  Mr.  Potter's  counsel  on  mat- 
ters removed  from  the  sphere  of  busi- 
ness or  facilities  competition. 

The  Potter  office  plan  is  understood 
to  have  the  enthusiastic  support  of  both 
CBS  and  ABC.  NBC  is  represented  as 
being  in  favor  of  a  Washington  con- 
sultancy, but  apparently  is  as  yet  unde- 
cided as  to  whether  it  should  take  the 
trade  association  format  outlined,  or  an 
out-and-out  consultancy. 

NBC  now  has  a  consulting  arrange- 
ment in  Washington  with  F.  M. 
(Scoop)  Russell,  who  relinquished  his 
NBC  vice  presidency  last  June  after  29 
years  as  the  network's  Washington  of- 
ficer. CBS  is  represented  in  Washing- 
ton by  Joseph  H.  Ream,  vice  president, 
who  formerly  was  executive  vice  presi- 
dent of  the  parent  company.  ABC's 
Washington  vice  president  is  Robert  H. 
Hinckley,  former  assistant  secretary  of 
Commerce  and  former  chairman  of  the 
Civil  Aeronautics  Board  (in  the  Roose- 
velt administrations). 

The  trouble  they're  in 

In  the  past  few  years  trouble  has  hit 
the  networks  from  the  Congress,  the 
Dept.  of  Justice  and  the  FCC. 
Here  are  some  of  the  -trouble  spots: 
•  The  House  Antitrust  Subcommittee 
in  1957  issued  a  report  questioning  the 
antitrust  legality  of  option  time,  must- 


buys,  affiliation  agreements  and  multi- 
ple station  ownership.  At  the  time  the 
subcommittee  said  it  would  watch  FCC 
regulation  in  those  areas. 

•  Within  months  Kenneth  Cox,  spe- 
cial counsel  to  the  Senate  Commerce 
Committee,  viewed  the  same  practices 
with  misgiving.  Mr.  Cox,  like  the  House 
Antitrust  Subcommittee,  raised  anti- 
trust questions.  It  was  before  the  Com- 
merce Committee,  in  hearings  that  pre- 
ceded Mr.  Cox'  report,  that  Richard 
A.  Moore,  president  of  the  independent 
KTTV  (TV)  Los  Angeles,  lit  the  first 
fire  to  singe  the  networks  with  carefully 
prepared  testimony  accusing  the  net- 
works of  antitrust  violations. 

•  In  October  1957  the  special  FCC 
Network  Study  Group  under  the  chair- 
manship of  Roscoe  Barrow,  produced  a 
massive  indictment  of  many  network 
practices.  The  Barrow  Report  recom- 
mended, among  other  things,  the  aboli- 
tion of  option  time  and  must-buys,  li- 
censing of  networks  by  the  FCC  and 
limitation  of  station  ownership. 

The  FCC  has  only  now  begun  serious 
consideration  of  action  under  the  Bar- 
row proposals.  Its  first  step  will  be 
the  issuance  of  a  report  on  option 
time,  due  this  week  (see  page  63).  This 
report,  as  prepared  for  the  final  vote, 
finds  option  time  necessary  for  the  net- 
works but  disadvantageous  in  some  re- 
spects to  stations,  advertisers  and  in- 
dependent program  firms. 

•  Whatever  report  the  FCC  adopts 
on  option  time  will  be  sent  to  the  Dept. 
of  Justice  for  comment,  under  a  com- 
mitment the  FCC  made  last  year.  At 
that  time  antitrust  officials  of  the  Dept. 
of  Justice  let  it  be  known  they  regarded 
option  time  as  a  per  se  violation  of  the 
antitrust  laws  but  said  they  would  defer 
action  until  the  FCC  did  something 
about  the  Barrow  Report. 

•  In  each  of  the  past  several  Con- 
gresses a  bill  has  been  introduced  by 
Sen.  John  Bricker  (R-Ohio)  to  place  the 
networks  under  regulation  of  the  FCC. 
Mr.  Bricker  was  defeated  last  Novem- 
ber, but  there  is  a  chance  his  bill  or  one 
like  it  will  be  reintroduced.  The  House 
Legislative  Oversight  Committee  has 
proposed  an  investigation  into  the  ques- 
tion of  network  regulation.  Sen.  Paul 
Douglas  (D-Ill.)  has  said  he  may  in- 
troduce such  legislation. 

•  Sen.  A.S.  Mike  Monroney  (D- 
Okla.),  a  member  of  the  Senate  Com- 
merce Committee,  has  announced  he 
will  hold  hearings  soon  in  New  York  on 
television  program  ratings.  It  will  be 
the  ratings  of  network  programs  that  get 
the  principal  if  not  entire  attention 
there. 


NBC-TV  scuttles  must-buy  page  59 

FCC:  Yes-but  on  option  time.  .  .  .  page  63 
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BROADCAST  ADVERTISING 


DOES  Y&R  SETUP  FORECAST  TREND? 

•  Y&R  explains  why  it  centralized  most  tv  functions 

•  Other  agencies  pivot  moves  on  medium's  growing  power 

•  The  warning:  agencies  must  sprint  to  keep  up  with  tv 


The  mounting  dominance  of  tele- 
vision among  the  country's  top  advertis- 
ing agencies  is  significantly  illustrated 
by  Young  &  Rubicam's  radical  over- 
haul of  the  way  it  conducts  its  broad- 
cast business.  The  agency  started  out 
the  year  by  centralizing  network  time- 
buying,  tv  programs  and  selection  of 
time  periods  into  an  expanded  radio-tv 
department  (Broadcasting,  Jan.  5). 

Y&R's  deference  to  the  growing 
importance  of  television  is  not  an 
isolated  phenomenon.  It  is  supported 
by  other  current  moves  in  the  top  half- 
dozen  broadcast  agencies  as  well  as 
being  documented  by  recent  public 
comments  from  some  of  their  broad- 
cast executives. 

Behind  the  actions  and  awareness — 
as  culled  from  talks  with  several  agency 
executives — is  this  warning:  Even  the 
large-billing  agency  must  be  on  its 
toes  to  live  (and  in  some  cases,  survive) 
with  tv.  Television  is  growing  in  size, 
importance  and  complexity;  its  demands 


are  greater  on  advertisers'  budgets  and 
on  agency  creativity. 

Considerable  light  was  thrown  upon 
this  situation  by  Peter  G.  Levathes, 
vice  president  in  charge  of  Y&R's  new- 
ly-expanded radio-tv  department,  in  a 
special  interview  last  week. 

Show's  the  Thing  •  Mr.  Levathes 
says,  "today  in  tv,  the  show's  the  thing." 
And  his  sentiment  recently  has  been 
echoed  elsewhere.  McCann-Erickson, 
for  example,  the  No.  2  radio-tv  agency, 
has  hired  Sylvester  L.  Weaver,  former 
NBC  head,  as  a  tv  consultant;  Benton 
&  Bowles'  Tom  McDermott,  vice  presi- 
dent in  charge  of  tv  programming,  has 
stressed  the  need  for  agencies  to  select 
strong  programs  and  keep  them  up 
there,  while  the  showmanship  of  J. 
Walter  Thompson's  Dan  Seymour, 
vice  president  and  director  of  the  ra- 
dio-tv department,  is  credited  with  a 
large  share  of  the  success  of  that  agen- 
cy, No.  1  in  the  broadcast  media. 

The  essential  ingredient  in  Y&R's 


Y&R's  Peter  Levathes:  he  tells  why  agency  is  putting  most  tv  activities  into  one  department 


move:  all  network  buying  of  time  as 
well  as  shows  and  selection  of  time 
periods  will  be  handled  by  the  new 
radio-tv  department.  Contractual  mat- 
ters, negotiations,  etc.,  also  will  be 
handled  by  the  department.  Left  in 
media  for  the  time  being  at  least  will 
be  the  actual  purchase  of  spot  but  not 
the  compilation  of  availabilities  and 
scheduling. 

The  reaction  of  agency  executives 
checked  was  overwhelmingly  favorable 
to  the  Y&R  reorganization,  though 
agency  spokesmen  were  careful  to  point 
out  that  what  is  best  for  Y&R  might 
not  be  for  others. 

The  consensus,  however,  was  that 
this  was  a  step  in  the  right  direction. 
Agency  people  saw  in  the  Y&R  move 
a  way  of  resolving  a  particular  prob- 
lem that  can  exist  between  media  and 
programming,  particularly  heightened 
by  the  rise  of  tv. 

Treacherous  Ground  •  Some  caution 
was  expressed  in  applying  the  Y&R 
principle  to  all  of  the  leading  radio-tv 
agencies.  It's  noted  that  each  agency 
provides  exceptions  to  the  rule,  that 
any  generalization  of  programming  and 
media  functions  can  prove  treacherous. 
The  approaches  at  the  various  agencies 
are  affected  in  no  small  measure  by 
the  individual  accounts  involved  (a 
Lever,  a  P&G,  a  cosmetic  account 
would  be  handled  differently  than  one 
which  is  primarily  in  print). 

Most  leading  agencies  since  the  early 
50's  have  integrated  buying  (both  net- 
work and  spot).  By  "integrated,"  the 
agency  means  buying  via  account 
groups.  Some  notable  examples  are  J. 
Walter  Thompson,  Benton  &  Bowles 
and  Ted  Bates.  Y&R's  approach  is  to 
retain  this  system  of  buying  in  media 
while  in  the  new  radio-tv  department, 
programming  specialists  each  will  be 
assigned  accounts.  Under  this  system, 
every  account  will  have  its  tv  expert. 

To  take  two  of  the  agencies:  at  J. 
Walter  Thompson  there's  a  fine  line 
drawn  between  radio-tv  programming 
and  media,  though  they  work  closely. 
Programming  people  in  general  ne- 
gotiate for  shows  and  time,  deal  with 
program  sources  and  networks,  while 
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media  people  buy  network  and  spot, 
supervise  contractual  agreements  and 
clearances  and  provide  research  (in- 
cluding study  of  the  time  period). 

At  Ted  Bates  &  Co.,  the  philosophy — 
implemented  by  Radio-Tv  Vice  Presi- 
dent Richard  A.  R.  Pinkham — is  that 
programming  should  be  headed  by  a 
programming  executive,  that  his  depart- 
ment should  not  only  pick  network  pro- 
grams and  supervise  their  negotiation, 
but  also  should  be  charged  with  pur- 
chasing decisions.  Mr.  Pinkham's  de- 
partment recommends  network  shows 
and  purchases  network  participations  as 
well  as  time  slots.  Media — headed  by 
Vice  President  Edward  A.  Grey — heads 
all  spot  activity,  follows  up  the  signing 
of  programming  contracts  by  Mr. 
Pinkham's  department  and  similarly 
follows  up  where  Mr.  Pinkham's  pro- 
gramming people  leave  off. 

Details  of  the  Y&R  moves  as  well  as 
a  general  discussion  of  the  tv  ad  busi- 
ness from  an  agency's  point  of  view 
are  contained  in  the  interview  with  Mr. 
Levathes,  a  summary  of  which  follows: 

Y&R's  New  Look  •  Two  elaborate 
departments — programming  and  media 
— developed  at  Y&R  over  the  past  five 
or  six  years.  Programming  dealt  with 
program  content,  while  media  handled 
all  facilities,  business  affairs  and  pur- 
chasing aspects  of  shows  and  time 
period.  (Similar  organizational  set  up 
at  several  large-billing  agencies.) 

The  basic  change:  All  of  these  func- 
tions— except  for  the  production  of  tv 
commercials  and  the  actual  purchase 
of  spot — are  combined  in  the  new 
radio-tv  department.  The  purchase  of 
spot  may  be  resolved  differently,  but  for 
now  it  is  part  of  media. 

Mr.  Levathes'  unit  will  concentrate 
on  the  show  business  side  of  tv  pro- 
gramming and  functions  mainly  in  the 
selection  and  purchase  of  shows  and  the 
determination  of  the  time  period. 

Actually,  in  the  past  year  the  two 
departments  in  practice  had  merged 
and  during  this  time  the  agency  had 
been  considering  a  formal  consolida- 
tion. (Right  now,  Mr.  Levathes  also  con- 
tinues as  head  of  media  but  it  is  ex- 
pected a  new  director  will  be  appointed. 

(Mr.  Levathes,  who  was  vice  presi- 
dent of  media,  on  Jan.  1  was  appointed 
to  his  new  radio-tv  department  post. 
He  reports  to  Y&R  President  George 
H.  Gribbin.  Robert  P.  Mountain,  who 
was  vice  president  of  radio-tv,  was  as- 
signed to  vice  president  in  charge  of 
new  business  [Broadcasting,  Jan.  5]. 

( Last  week  the  reorganization  moved 
ahead  another  notch  with  the  return  to 
Y&R  of  Nat  Wolff,  a  programming 
expert  who  has  served  also  with  NBC- 
TV  and  was  active  in  his  own  package 
firm  [Week's  Headliners,  page  10]. 
Mr.  Wolff  reports  to  Mr.  Levathes.) 
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COMMERCIALS  AOS 
AND  PROGRAMS 


THE  PRODUCT       WHERE  TO  SELL 
PACKASE.PRICE.      WHEN,  AND  TO 
DEALS  WHOM 


REACH  CIRCULATION 
FREQUENCY  RATES.SIZE 


Cunningham  &  Walsh's  lateral  play  •  A  view  of  the  integrated  media- 
marketing  team  was  presented  at  last  Tuesday's  (Jan.  6)  timebuying  and 
selling  seminar  of  the  Radio  &  Television  Executives  Society  in  New 
York.  The  speaker:  Newman  McEvoy,  senior  vice  president  and  director 
of  media,  Cunningham  &  Walsh,  New  York.  His  topic:  "The  Media- 
Marketing  Team." 

How  the  team  communicates  "laterally"  under  direction  of  the  account 
supervisor  or  "marketing  coordinator"  is  illustrated  by  the  sketch  above. 

Mr.  McEvoy  said  that  marketing  research  indicates  when  and  where 
to  spend  ad  dollars,  developing  detailed  market  profiles  of  age,  sex, 
geographic  variance,  economic  factors,  merchandising  and  pricing'.  The 
marketing  expert  decides  what's  an  affordable  level  of  advertising  and  what 
are  realistic  advertising  expenditures  per  sales  unit.  The  media  expert 
then  supplies  answers  to  what  media  are  to  be  used  and  in  what  combina- 
tion, with  the  planning  taking  into  effect  rates,  coverage,  cost-per-thousand, 
reach,  frequency,  editorial  environment  and  other  factors. 

From  the  system  of  "lateral  communication,"  Mr.  McEvoy  said,  "all 
members  of  the  agency  team  benefit  by  getting  a  well-rounded  view  of 
the  problem." 


The  Whys  in  Change  •  Mr.  Levathes 
makes  it  plain  that  the  new  radio-tv 
program  unit  will  concentrate  on  the 
show  business  facet  of  tv  programming. 

There  are  at  least  six  important 
reasons  why  Y&R  changed  its  approach 
to  the  television  medium: 

•  So  that  one  department  would 
select  and  purchase  all  broadcast  shows. 

•  To  avoid  a  "twilight"  zone  in  juris- 
diction between  the  media  and  radio-tv 
departments. 

•  To  permit  people  who  do  business 
with  Y&R  on  tv  matters  to  go  to  a 
central  source. 

•  Because  a  program's  content  and 
its  location  on  a  network  schedule  are 
more  related  than  ever  before,  these 
facets  should  be  dealt  with  together, 
not  separately. 

•  To  permit  greater  specialization. 

•  To  make  for  efficient  and  prompt 
decisions — particularly  in  nighttime 
schedules  where  the  need  for  swift 
evaluation  is  mandatory. 

Advertiser  Concepts  •  There  has 
been  a  gradual  merger  of  time  and 
program,"  Mr.  Levathes  says,  noting 
that  tv's  emergence  has  changed  ad- 
vertiser concepts. 

An  advertiser  commitment  for  ex- 
clusive sponsorship  of  a  program  is 
impractical  in  most  instances.  He  notes 
that  the  occupancy  of  a  time  period  for 
an  advertiser  has  become  more  compli- 


cated because  of  multiple  sponsorship. 

He  illustrates  the  magnitude  of  tv 
today  by  estimating  that  a  52-week 
hourly  show  if  sponsored  by  only  one 
advertiser  would  mean  a  $10-12  million 
investment.  Thus,  usually  other  people 
— other  sponsors — must  be  accommo- 
dated within  the  time  period.  "Time 
and  talent  have  become  inseparable." 

Mr.  Levathes  emphasizes  that  a 
show's  value  can  change  with  a  shift 
in  time  period  (that  is,  in  the  location  on 
the  schedule)  or  with  a  change  in  con- 
tent. And,  in  fact,  he  declares,  these 
two  essentials  are  what  now  determine 
a  tv  buy. 

As  more  problems  and  complications 
arise  in  tv  the  need  for  greater  speciali- 
zation appears,  Mr.  Levathes  finds. 
With  a  greater  concentration  on  the 
broadcast  media,  there  actually  is  a 
smaller  group  of  key  people  involved 
at  the  agency  and  thus  decisions  can 
be  more  effective  and  prompt. 

Top-Notch  Staff  •  Mr.  Levathes,  how- 
ever, is  aware  that  effectiveness  comes 
not  only  from  departmental  organiza- 
tion but  the  people  in  it.  He  says,  "We 
have  a  top-notch  staff  in  our  radio-tv 
department — the  most  skilled  craftsmen 
in  the  agency  business." 

The  tv-radio  unit  at  Y&R  will  be  built 
around  these  key  executives:  Mr. 
Levathes,  Mr.  Wolff,  Everett  H.  Erlick 
(has  handled  contracts  and  other  tv 

is 


legalities);  Norman  Glenn  (background 
in  research,  show  business  and  media); 
David  Levy  (a  writer,  some  20  years 
with  Y&R  and  experience  in  just  about 
every  department  in  the  agency),  and 
Wick  Crider  (a  tv  program  expert). 
Mr.  Erlick,  a  vice  president,  was  in 
media;  Mr.  Glenn,  a  vice  president,  is  a 
radio-tv  supervisor;  Mr.  Levy,  a  vice 
president,  is  an  associate  director  and 
Mr.  Crider  is  a  radio-tv  supervisor. 

Does  Y&R  expect  the  change  to  help 
its  tv  billing  grow?  Mr.  Levathes  says, 
"We  expect  to  have  the  finest  tv  depart- 
ment in  the  business,  so  impressive  to 
the  trade  and  to  clients  that  our  busi- 
ness will  be  bigger." 

Mr.  Levathes  says  he  believes  in  the 
medium,  considering  tv  "as  one  of  the 
most  productive  the  world  has  ever 
known — it  has  not  yet  scratched  the 
surface."  Television,  he  continues,  has 
been  "strapped  by  radio  traditions." 
Opportunities  to  sell  goods  through 
television  are  "unlimited,"  he  finds. 
"We  will  experiment  with  television, 
find  new  and  different  ways  to  use  it." 

Tv  More  Basic?  •  While  Y&R's  tv 
billing  should  go  up  (currently  the 
broadcast  level  is  $95-100  million),  tv 
will  not  siphon  away  client  money  from 
other  media  but  will  become  a  more 
basic  consideration.  "We  are  aware," 
Mr.  Levathes  observes,  "that  tv  has 
special  peculiarities  to  achieve  certain 
advertising  objectives." 

Asked  about  agency  control  of  pro- 
gramming, Mr.  Levathes  answers:  "The 
greatest  control  an  agency  has  on  tv 
shows  is  in  its  buying  choice." 

The  radio-tv  department,  according 
to  Mr.  Levathes'  sketch,  will  deal  with 
both  the  networks  and  packagers.  Prime 
prerequisite  will  be  "is  it  a  good  show, 
does  it  fit  the  need  of  the  advertiser?" 
While  audience  delivery  (circulation)  is 
important,  there  are  other  "dimensions" 
to  be  considered.  These  will  be  under 
the  direct  control  of  the  Y&R  broadcast 
specialists. 

Tv  today  has  become  "truly  com- 
petitive," Mr.  Levathes,  a  chief  achi- 
tect  of  Operation  Daybreak  on  ABC- 
TV,  observes.  With  three  networks  now 
providing  nationwide  coverage,  "the 
show  is  the  thing."  By  simply  studying 
the  Nielsen  pocketpiece,  one  can  chart 
"peaks  and  valleys"  of  program  au- 
dience, Mr.  Levathes  points  out,  adding, 
"Give  them  [the  public]  the  show  and 
they  will  find  it." 

That  Flick  of  the  Dial  •  An  agency 
must  be  able  to  evaluate  the  nighttime 
schedule  swiftly — a  flick  of  the  dial  can 
lose  millions  of  potential  customers  for 
a  product. 

At  one  time,  Mr.  Levathes  empha- 
sizes, it  was  a  tv  station  manager  or 
operator  who  was  the  program  chooser 
— picking  what  the  public  could  watch. 
With  three  or  more  tv  stations  in  a  mar- 


ket, the  public  now  is  the  selector — 
"an  agency  must  be  more  careful  about 
choice." 

Y&R,  whose  client  roster  boasts  tv's 
blue  chips,  points  to  the  following  night- 
time shows  as  standouts  in  strength: 
Maverick  and  Cheyenne  on  ABC-TV; 
Gunsmoke  and  Alfred  Hitchcock  Pre- 
sents on  CBS-TV;  the  Goodyear  show 
on  NBC-TV  and  The  Lineup  on  CBS- 
TV,  among  others. 

Watching  "Daybreak"  •  Of  "Opera- 
tion Daybreak,"  Mr  Levathes  says  Y&R 
still  believes  it  was  launched  on  a 
"sound  premise,"  that  its  ratings  seem 
to  be  going  up  but  that  the  agency  will 
watch  OD  carefully,  particularly  in  the 
next  two  months — "It  takes  longer  for 
things  to  percolate  in  the  daytime." 

Mr.  Levathes  says  the  main  advan- 
tage of  film  is  that  it  permits  the  pro- 
ducer to  bring  all  creative  elements  to- 
gether at  one  time  and  to  store  them 
until  the  most  favorable  time  period. 
He  predicts  a  future  for  videotape  too 
and  Y&R  is  watching  it  closely. 

Single  rating  system 
called  suicide  path 

Broadcasting  would  be  taking  the 
shortest  path  to  "suicide"  if  it  discarded 
its  present  four  or  five  rating  systems  in 
favor  of  "head-counting"  such  as  that 
performed  in  the  newspaper  field  by  the 
Audit  Bureau  of  Circulations,  Dr. 
Sydney  Roslow,  director  of  The  Pulse 
Inc.,  told  the  Washington  Ad  Club  last 
week.  Dr.  Roslow  thus  challenged  the 
position  taken  by  George  Abrams,  Rev- 
Ion  advertising  vice  president,  that  radio 
and  television  have  need  for  a  single  re- 
search organization  such  as  the  ABC 
in  a  talk  to  the  club  last  month  (Broad- 


Roslow:  Sees  sorrow  in  tv  head-counting  plan 


casting,  Dec.  15,  1958). 

Dr.  Roslow  cited  the  reduction  in 
number  of  newspapers  in  the  face  of 
rising  population  and  income  as  results 
stemming  from  the  "blind  reliance"  by 
newspapers  and  the  print  buyer  on 
circulation  figures  alone.  "Head  count- 
ing," he  said,  "kills  competition  be- 
cause it  ignores  all  other  facts  about 
the  quality  of  the  audience." 

Dr.  Roslow  contrasted  the  drop  in 
number  of  newspapers  with  the  steady 
growth  in  number  of  both  radio  and  tv 
stations  since  the  advent  of  the  two 
broadcast  media.  He  attributed  this  dif- 
ference largely  to  the  single  service 
(ABC)  in  the  publishing  field  and  the 
multiple,  competitive  services  in  broad- 
casting. Such  multiple  research,  he  said, 
helps  define  the  station  and  program 
image  to  the  audience  and  the  charac- 
teristics and  qualities  of  the  audience  to 
the  advertiser  and  station. 

Test  census  Feb.  20 

Test  census  enumerations  for  1960 
will  be  conducted  in  Catawba  and 
Rutherford  counties  in  western  North 
Carolina  by  the  U.  S.  Census  Bureau 
starting  Feb.  20.  At  every  fourth  house- 
hold interviewers  will  leave  a  form  ask- 
ing if  there  is  a  radio  set  and  how 
many;  a  tv  set  and  how  many. 

The  Census  Bureau  has  turned  down 
industry  requests  to  include  fm  radio 
and  uhf  tv  questions. 

The  bureau  will  use  a  new  technique 
in  the  advance  census  report  form. 
This  form  contains  basic  census  ques- 
tions and  will  be  distributed  to  house- 
holds in  advance  of  the  regular  house- 
to-house  canvass,  giving  the  family  a 
chance  to  assemble  information  about 
each  member  in  advance  of  the  census 
taker's  visit.  The  radio-tv  questions  are 
contained  in  a  special  report  form 
along  with  other  questions  on  house- 
hold equipment.  They  are  to  be  mailed. 

Test  questionnaires  will  be  mailed  to 
the  census  processing  center  at  Jeffer- 
sonville,  Ind.,  where  they  will  be  edited, 
coded  and  microfilmed. 

Sawdon  adds  Stanley 

Frank  B.  Sawdon,  vice  president  and 
director  of  Robert  Hall  Clothes  and 
president  of  Frank  B.  Sawdon  Adv.,  has 
resigned  his  position  with  Robert  Hall 
"to  expand  the  (Sawdon)  agency."  At 
the  same  time  Mr.  Sawdon  announced 
expansion  has  begun  with  acquisition 
of  F.  B.  Stanley  Adv.  Co.,  effective  im- 
mediately. All  Stanley  personnel  are 
being  absorbed  in  the  Sawdon  organi- 
zation with  Stanley  Syman  becoming 
executive  vice  president  and  Ardien 
Rodner,  vice  president  and  media  direc- 
tor. Mr.  Sawdon  also  has  signed  a  long- 
term  consultant  contract  with  Robert 
Hall  Clothes. 
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MORE  WOVBUGS  for  your  bankroll! 


Agency  personnel  all  over  America  are  saving  them  —  because  the  ones 
who  save  the  most  Wovbugs  will  receive  — 

A  FREE  ROUND  TRIP  TO  ROME  VIA  KLM  AIRLINES* A  14-DAY  WEST 
INDIES  CRUISE  FROM  NEW  YORK  VIA  THE  HOME  LINES  "ITALIA" 

These  are  first  and  second  prizes  respectively.  But  there  are  loads  of 
other  sensational  prizes,  too.  Like  a  1959  Royal  Portable  typewriter; 
many  beautiful  Helbros  watches;  dozens  of  magnificent  Italian  ceramics 
and  glassware. 

Wovbugs  are  so  easy  to  save.  They're  everywhere.  On  all  WOV  ads  — 
all  WOV  literature  —  even  on  the  envelopes  and  letters  we  send.  There's 
nothing  to  write.  Nothing  to  buy.  Just. save  the  most  Wovbugs  by  Feb.  12, 
1959  and  you  win. 

Wovbugs  are  the  world's  finest  people.  So  save  them  and  good  luck! 
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WCRB  cuts  out  liquor 

WCRB  Boston,  good-music  station 
that  has  defied  NAB  and  blue-nose 
bans  against  hard  liquor  advertising, 
did  a  turnabout  last  week  and  reluctant- 
ly decided  to  cease  its  liquor  advertis- 
ing. 

Theodore  Jones,  WCRB  operator, 
wrote  Harold  E.  Fellows,  NAB  presi- 
dent, that  Federal  Liquors  Ltd.  had 
been  given  two-weeks  notice  to  dis- 
continue featuring  Nuyens  vodka  and 
cordials  (Broadcasting,  Oct.  27, 
1958).  At  the  NAB  fall  conference  in 
Boston  Oct.  20  Mr.  Fellows  had  chided 
broadcasters  "who  sell  their  birthright 
for  a  $20  bill."  WCRB  was  on  the  air 
at  the  time  with  its  vodka  commercials, 
heard  11-12  p.m. 

Said  Mr.  Jones,  an  abstainer,  in  his 
letter  to  Mr.  Fellows,  "We  have  had 
no  adverse  comment  from  the  public 
directly.  The  only  adverse  mail  has 
come  from  the  publishing  of  two  criti- 
cal articles  in  the  Christian  Science 
Monitor.  One-fourth  of  all  such  mail 
supports  our  stand." 

Observing  it  is  "unfair  discrimina- 
tion" in  view  of  liquor  advertising  in 
other  media,  he  termed  it  "hypocriti- 
cal" to  allow  beer  and  wine  as  moderate 
beverages  in  view  of  the  number  of 
beer  and  wine  alcoholics  in  hospitals. 
He  said  he  would  endorse  a  law  to  out- 
law liquor  advertising  in  all  forms  in 
all  media. 

Why  the  switch?  "Because  of  the 
many  implications  involved"  and  "out 
of  consideration  for  NAB  views,"  Mr. 
Jones  said.  He  added,  "After  deep 
thought  on  the  possible  effects  such  a 
policy  as  ours  may  have  on  people  in 
general,  on  the  industry  as  a  whole,  on 
national  legislation  in  particular  and 
because  it  might  affect  the  FCC  in 
future  actions  we  have  decided  to  dis- 
continue our  hard  liquor  advertising." 

New  accounts  to  DR&J 

Two  new  cosmetics  accounts  that 
will  be  announced  "shortly"  by  Dowd, 
Redfield  &  Johnstone  Inc.,  New  York, 
and  Boston  affiliate  John  C.  Dowd  Co. 
(Closed  Circuit,  Jan.  5)  last  week 
were  learned  to  be  George  W.  Luft 
Co.  and  John  Robert  Powers  Products 
— both  relatively  small  advertisers 
when  compared  with  giants  like  Revlon, 
Factor,  et  al.  However,  DR&J  will  have 
some  Gillette  toiletries  business,  ac- 
cording to  reliable  sources.  Already  in 
the  shop  and  about  to  be  tested  is  a 
new  men's  hair  spray. 

Luft  (Tangee  lipsticks)  will  move 
over  from  Calkins  &  Holden,  which 
offsets  this  loss  by  "acquiring"  ex- 
DR&J  executive  vice  president  Edmund 
F.  Johnstone.  Powers  has  been  serv- 
iced by  Doner  &  Peck  Adv.,  New  York. 


LATEST  RATINGS 


TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2  weeks  ending  Dec.  6 
TOTAL  AUDIENCE 


Rank 

1.  Wagon  Train 

2.  Gunsmoke 

3.  Wonderful  Town  (9pm) 

4.  Have  Gun,  Will  Travel 

5.  Perry  Como 

6.  Maverick 

7.  Ed  Sullivan 

8.  High  Adventure — L.  Thomas 

9.  Perry  Mason 
10.  Danny  Thomas 

Rank 

1.  Wagon  Train 

2.  Gunsmoke 

3.  Wonderful  Town  (9  p.m.) 

4.  Have  Gun,  Will  Travel 

5.  Perry  Como 

6.  Maverick 

7.  Pro  Football  (Sat.) 

8.  High  Adventure  (Lowell  Thomas) 

9.  Ed  Sullivan 
10.  Perry  Mason 


18,096 
16,400 
16,400 
16,008 
15,921 
15,095 
15,095 
15,008 
14,964 
14,921 

'o  Homes 
42.7 
38.4 
38.2 
37.6 
37.3 
36.5 
35.7 
35.6 
35.3 
35.3 


AVERAGE  AUDIENCE 


Gunsmoke 

Wagon  Train 

Have  Gun,  Will  Travel 

Danny  Thomas 

I've  Got  a  Secret 

Rifleman 

Wells  Fargo 

Maverick 

Texan 

Real  McCoys 


No.  Homes 
(000) 
15,573 
15,008 
14,921 
13,833 
13,703 
15,659 
13,616 
13,181 
12,876 
12,702 


Perry  Como   (NBC-171):    participating  spon- 
sors, Sat.  8-9  p.m. 
Desilu    Playhouse    (CBS-113):  Westinghouse 

(M-E),  Mon.  10-11  p.m. 
Gunsmoke     (CBS-173):     Liggett     &  Myers 

(D-F-S),  alternating  with  Remington  Rand 

(Y&R)  Sat.  10-10:30  p.m. 
Have    Gun,    Will    Travel    (CBS-148):  Lever 

(JWT),  Whitehall  (Bates),  Sat.  9:30-10  p  m 
High  Adventure  (CBS-157):  Delco  (C-E)  Dec 

6,  7:30-8:30  p.m. 
I've  Got  a  Secret  (CBS-197):  Reynolds  (Esty) 

Wed.  9:30-10  p.m. 
Maverick  (ABC-132):  Kaiser,   Drackett  (both 

(Y&R),  Sun.  7:30-8:30  p.m. 
Perry  Mason  (CBS-140)  participating  sponsors 

Sat.  7:30-8:30  p.m. 
Garry   Moore   (CBS-174):    Kellogg  (Burnett) 

Revlon  (La  Roche),  Pittsburgh  Plate  Glass 

(BBD0),  Tues.  10-11  p.m. 
Pro    Football    (NBC-173):    Liggett   &  Myers 

(D-F-S),  Mercury  (K&E),  Sat.  3  p.m.-con- 

clusion. 

Real    McCoys    (ABC-131):    Sylvania  Electric 
Products  (JWT),  Thurs.  8:30-9  p.m. 


Rank 

1.  Gunsmoke 

2.  Wagon  Train 

3.  Have  Gun,  Will  Travel 

4.  Rifleman 

5.  Danny  Thomas 

6.  I've  Got  a  Secret 

7.  Wells  Fargo 

8.  Maverick 

9.  Real  McCoys 
10.  Texan 

Copyright  1959  A.  C. 


Homes 
36.4 
35.4 
35.0 
33.1 
32.3 
32.3 
32.0 
31.9 
30.7 
30.4 


TOP  10  NETWORK  PROGRAMS 

Tv  report  for  Dec.  1-7 


1 

Rank 


Desilu  Playhouse 
Danny  Thomas 
Perry  Como 
Loretta  Young 
Gunsmoke 
Wyatt  Earp 
Wagon  Train 
Have  Gun,  Will  Travel 
Wells  Fargo 
Garry  Moore 


Desilu  Playhouse 
Danny  Thomas 
Loretta  Young 
Perry  Como 
Wyatt  Earp 
Gunsmoke 
Wagon  Train 
Have  Gun,  Will  Travel 
Wells  Fargo 
Maverick 


Tv  Homes 

(000) 
12,139 
11,984 
11,912 
11,834 
11,298 
11,060 
10,526 
10,295 
10,135 
9,996 

%  Homes 
35.1 
34.2 
33.9 
33.8 
33.1 
32.7 
30.6 
30.3 
29.7 
29.3 


Copyright  1959  Videodex  In 


Rifleman  (ABC-142):  Miles  Labs  (Wade), 
Ralston  Purina  (Gardner),  Procter  &  Gamble 
(B&B),  Tues.  9-9:30  p.m. 

Ed  Sullivan  (CBS-159):  Mercury  (K&E),  East- 
man Kodak  (JWT),  Sun.  8-9  p.m. 

Texan  (CBS-176):  Brown  &  Williamson 
(Bates),  Mon.  8-8:30  p.m. 

Danny  Thomas  (CBS-189):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Wagon  Train  (NBC-180):  Ford  Motors  (JWT) 
alternating  with  Nabisco  (M-E),  Wed.  7:30- 
8:30  p.m. 

Wells  Fargo  (NBC-163)  American  Tobacco 
(SSC&B),  alternating  with  Buick  Dealers  of 
America  (M-E),  Mon.  8:30-9  p.m. 

Wonderful  Town  (CBS-181):  Westclox  (BBD0), 
Carlings  (Lang),  Fisher  &  Stashower,  Proc- 
ter &  Gamble  (Grey),  Nov.  3rd  10-12  p.m. 

Wyatt  Earp  (ABC-159):  General  Mills  (D-F-S), 
Procter  &  Gamble  (Compton),  Tues.  8:30-9 
p.m. 

Loretta  Young  (NBC-144):  Procter  &  Gamble 
(B&B),  Sun.  10-10:30  p.m. 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  Jan.  1-7  as  rated  by  the  multi-city  Arbitron  instant  rat- 
ings of  American  Research  Bureau. 


DATE 

PROGRAM  and  TIME 

NETWORK 

RATING 

Thurs.,  Jan.  1 

The  Real  McCoys  (8:30  p.m.) 

ABC-TV 

20.2 

Fri.,  Jan.  2 

Person  to  Person  (10:30  p.m.) 

CBS-TV 

28.4 

Sat.,  Jan.  3 

Have  Gun,  Will  Travel  (9:30  p.m.) 

CBS-TV 

27.4 

Sun.,  Jan.  4 

Loretta  Young  do  p.m.) 

NBC-TV 

24.3 

Mon.,  Jan.  5 

Ann  Sothern  (9:30  p.m.) 

CBS-TV 

30.5 

Tues.,  Jan.  6 

Rifleman  (9  p.m.) 

ABC-TV 

24.7 

Wed.,  Jan.  7 

I've  Got  a  Secret  (9:30  p.m.) 

CBS-TV 

25.2 
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There's  WJXT  in  Jacksonville,  where  the  lookout 
on  the  beaches  isn't  even  as  exciting  as  the  business 

outlook.  Printers'  Ink  sums  it  up:  "An  economically 
balanced  community,  its  trends  point  to  one  direction 

only  and  that's  up."  Our  closest  competition  in  this 
booming  regional  center  reaches  less  than  half  the 
66  counties  covered  by  WJXT  in  South  Georgia  as  well 
as  Northeast  Florida.  Even  inside  Jacksonville  itself, 
WJXT  earns  a  thundering  lead  of  69%  mornings, 
90%  afternoons  and  71%  at  night!  In  terms  of 
TV  sets:  110,000  more!  In  terms  of  weekly  audience: 
IK  times  more!  In  terms  of  top  shows: 

33  out  of  40  (and  all  10  of  the  top  local  shows). 
In  any  terms,  there's  more,  much  more  to 

JACKSONVILLE,  FLORIDA 

An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 

Operated  by  The  Washington  Post  Broadcast  Division: 

WJXT  Channel  4,  Jacksonville,  Florida     WTOP  Radio  Washington,  D.  C.      WTOP-TV  Channel  9,  Washington,  D. 


TWO  MORE  AGENCIES  MERGE 

Richards  joins  with  Calkins  &  Holden 
combining  billings  of  $35  million 


With  1959  not  even  two  weeks  old,  it 
already  looks  like  a  busy  year  for  agency 
marriage  broker  Robert  C.  Durham. 
With  the  ink  still  wet  on  contracts  unit- 
ing Donahue  &  Co  with  Keyes,  Madden 
&  Jones  and  Geyer  Adv.  with  Morey, 
Humm  &  Warwick,  Durham  Assoc.  last 
Friday  (Jan.  9)  tied  another  knot. 

Effective  this  week:  Fletcher  D.  Rich- 
ards Inc.  (billing  $22  million),  New 
York,  and  Calkins  &  Holden  (billing 
$13  million),  New  York,  unite  to  be- 
come Fletcher  Richards,  Calkins  & 
Holden  Inc.  Both  agencies  had  been 
energetically  seeking  merger — though 
not  with  each  other  until  just  recently. 
C&H  had  been  having  "long  talks"  with 
Burke  Dowling  Adams  Inc.  this  fall,  and 
when  these  failed  to  jell,  C&H  talked 
marriage  with  Edward  H.  Weiss  &  Co., 
Chicago  (Broadcasting,  Dec.  22, 
1958).  Richards  had  reportedly  been 
meeting  off-and-on  with  MacManus, 
John  &  Adams  top  brass  (Closed  Cir- 
cuit, Nov.  10,  1958)  and  while  a  po- 
tential merger  in  that  direction  seems 
temporarily  stalled,  a  Richards  official 
indicated  the  "door  ...  is  not  closed. 
We'll  concentrate  on  first  things  first." 

The  FDR-C&H  union  was  not  made 
without  its  sacrifices,  it  is  learned. 
Definitely  slated  to  resign  Calkins  & 
Holden  is  the  prestige-laden  "21" 
brands  account  in  that  its  hard  liquor 
line  conflicts  with  Richards'  National 
Distillers  account.  Still  indefinite:  dis- 
position of  C&H's  blue-chip  Boeing  air- 
plane account.  Its  objection  to  the  use 
of  BDA  radio-using  clients  Delta  and 
Scandinavian  airlines  of  competing 
Douglas    aircraft    products    aided  in 


aborting  the  C&H-BDA  merger;  it 
might  be  similarly  dismayed  by  Rich- 
ards' heavy  radio-user  Eastern  Air- 
lines, which  recently  ordered  a  fleet  of 
Douglas  DC-8  jets,  and  despite  East- 
ern's willingness  to  consider  the  Boeing 
jet,  might  fly  off  elsewhere. 

Something  Old,  Something  New  •  Ob- 
viously, many  details  remain  to  be 
ironed  out.  Both  agencies  have  united 
on  a  joint  "plans  committee"  to  take 
up  such  matters  as  branch  office  reloca- 
tion and  delegation  of  executive  respon- 
sibilities in  media  and  other  levels. 
Richards  maintains  expansive  head- 
quarters at  10  Rockefeller  Plaza,  New 
York;  offices  at  221  N.  LaSalle  St.,  Chi- 
cago; 550  Sherbrooke  W..  Montreal; 
6233  Hollywood  Blvd.,  Los  Angeles; 
and  58  Sutter  St.,  San  Francisco.  C&H 
headquarters  at  247  Park  Ave.,  New 
York,  maintains  offices  at  the  Prudential 
Plaza,  Chicago,  Citizens  National  Bank 
Bldg.,  Los  Angeles,  and  the  Vance  Bldg. 
in  Seattle. 

There  seems  to  be  little  doubt  over 
who  is  marrying  whom.  Named  to  the 
top  posts  in  the  new  combine  are 
Fletcher  D.  Richards  (president)  and 
Bradley  A.  Walker  (board  chairman). 
Paul  R.  Smith,  incumbent  C&H  presi- 


Sales  up  7%  in  N.Y. 
despite  paper  strike 

Despite  sizable  losses  in  certain  pro- 
motional and  phone-order  items,  New 
York  department  store  December  sales 
came  out  ahead  of  1957's— in  the  face 
of  a  19-day  newspaper  blackout,  reports 
the  Federal  Reserve  Bank  of  New  York. 
The  bank  last  week  reported  dollar  sales 
for  the  crucial  Dec.  1-24  shopping  sea- 
son were  up  7%  over  1957's  pre-Yule- 
tide  shopping  period. 

The  Dec.  10-28  strike  knocked  out 
nine  New  York  dailies  and  affected  all 
retail  advertisers  in  Greater  New  York, 
many  of  whom  promptly  shunted  ad 
dollars  to  radio-tv  (Broadcasting,  Dec. 
29,  et  seq.).  Registering  a  particularly 
heavy  gain  were  suburban  shopping 
areas — up  14% — confirming  Television 
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dent,  becomes  vice  chairman  of  the 
board;  C&H  Board  Chairman  J.  Sher- 
wood Smith  will  be  chairman  of  the 
executive  committee.  Directly  under 
them:  Edmund  C.  Johnstone,  who  quit 
his  partnership  in  Dowd,  Redfield  & 
Johnstone  (Broadcasting,  Dec.  15, 
1958)  and  joined  C&H  only  two  weeks 
ago,  ostensibly  to  effect  the  called-off 
merger  between  C&H  and  Weiss.  Mr. 
Johnstone  will  be  executive  vice  presi- 
dent. Senior  vice  presidencies  go  to  the 
following:  Ernest  A.  Gray  (FDR),  Wil- 
liam A.  Chalmers  (C&H),  Ellsworth  D. 
Hill  (FDR),  Walter  B.  Geoghegan 
(C&H),  Maitland  Jones  (FDR),  John 
Shepherd  (FDR)  and  Masis  Seklemian 
(C&H).  The  last  was  executive  vice 
president  of  Seklemian  &  North,  which 
was  absorbed  last  year  by  C&H. 

Expected  to  head  combined  tv-radio 
operations  is  Seymour  J.  Frolick,  radio- 
tv  vice  president  of  F.  D.  Richards, 
with  second-in-command  C&H's  incum- 
bent broadcast  chief,  Norman  Gladney. 

(Merlin  E.  [Mike]  Carlock,  vice  chair- 
man of  the  board  at  C&H  resigned  that 
agency  several  months  ago  following 
collapse  of  talks  with  BDA,  subsequent- 
ly became  board  chairman  of  BDA. 

Principal  broadcast  accounts  in  the 
new  agency:  Eastern  Airlines,  J. A. 
Foiger  &  Co.,  U.S.  Rubber  Co.,  and 
Canadian  subsidiary,  Dominion  Rub- 
ber Co.,  Bavarian  Brewing  Co.  and 
heavy  line  of  food  accounts  serviced  out 
of  Richards'  former  Harris-Harlan- 
Wood  Div.  on  the  West  Coast. 


Mr.  Richards 


Mr.  Smith 


Mr.  Johnstone 


Mr.  Frolick 


Bureau  of  Advertising,  which  a  fort- 
night ago  declared  that  the  strike ,  didn't 
hurt  merchants  as  badly  as  newspapers 
contended,  since  the  balance  of  sales 
shifted  from  downtown  to  out-of-town. 

Weather  Factor  •  Also  -  helping  ac- 
count for  the  dollar  sales  increase — 
aside  from  tv-radio — was  favorable 
weather;  in  1957,  bad  weather  and  an 
8-day  subway  strike  that  began  Dec.  9 
caused  a  New  York  sales  decline  of 
3-4%;  this  drop  was  offset  somewhat  by 
a  suburban  store  increase  of  5%. 

The  Reserve  Bank  arrives  at  its  5% 
increase  by  comparing  week-by-week 
percentage  changes  with  corresponding 
1957  periods.  For  the  week  ended  Dec. 
6  (pre-strike),  retail  dollar  sales  were 
4%  higher  than  in  1957;  a  10%  gain 
was  reported  for  the  week  ended  Dec. 
13 — three  days  after  the  strike  began; 
the  following  week  (ended  Dec.  20) 


sales  were  down  6%,  but  jumped  22% 
for  the  final  week  ended  Dec.  27. 
Thus,  while  lack  of  newspaper  ads 
caused  a  sharp  reversal  for  a  brief  spell, 
a  last  minute  sales  spurt  (largely  in 
suburbia)  kept  Christmas  1958  from 
becoming  a  season  of  retailer  woe.  The 
bank's  analysts  do  not  analyze  the  ef- 
fect of  media  on  sales. 

Chicago  agency  forms 

Formation  of  Terry,  Gray-Schwartz 
8c  Harris,  new  Chicago  advertising 
agency,  as  a  result  of  the  merger  of  Ron 
Terry  Productions  and  Gray-Schwartz 
Adv.,  has  been  announced  by  Ron 
Terry,  president,  and  Marvin  Gray, 
treasurer.  George  J.  Harris  is  vice 
president.  Headquarters:  5875  N. 
Lincoln  Ave.,  Chicago.  Telephone: 
Longbeach  1-4428. 
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HAT  IVIAI\fco  A  lYlA RIVET ; 

People?      Industry?  Location? 


provides  them  all  in  the 

GOLDEN  OHIoTaLLEY 


591,020  TV  homes*,  2,957,100  people 
.  .  .  progressive,  regionally  patriotic,  with 
a  remarkably  high  ownership  of  homes  and 
cars,  wide  tastes,  fast  buying  tempo,  and  an  effective 
buying  income  totaling  $3,774,764,000. 
An  area  of  tremendous  soft  coal  fields,  unlimited  agricultural  resources, 
and  spectacular  production  powerhouses  in  every  type  of  industry. 
The  center  of  low-cost  transportation,  the  very  heart  of  the  booming  Ohio 
River  Valley  .  .  .  WHTN-TV's  powerful  antenna  reaches  out  to 
cover  its  5  prime  cities  spread  out  in  89  counties,  4  state?. 
Don't  miss  this  ready-made  market  .  .  .  supersaturated  with  manpower, 
burgeoning  with  industry,  -'sold"  on  WHTN-TV.  Get  the  dollars 
and  cents  story  RIGHT  NOW  from  Petrv. 


WHTN-TV 


Huntington-Charleston,  West  Virginia  • 
A  Cowles  Operation    •    CBS  Basic  • 


The  only  full-powered  station  in  this  Golden  Valley 
Nationally  represented  fay  Edward  Petry  &  Co.,  Inc. 


'It  just  hit  me! 


WCIA  is  the  J+5th  tv  market! 


MID- AMERICA'S  strategically  lo- 
cated AREA  market . . . 
Equidistant  from  Chicago,  St.  Louis, 
and  Indianapolis. 

NCS  #3  again  proves  WCIA's  pre- 
dominant audience  in  BLOOM- 
INGTON,  CHAMPAIGN-URBANA, 
DANVILLE,  DECATUR,  and 
SPRINGFIELD  and  the  54  rich 
counties  which  constitute  the  na- 
tion's 45th  TV  Market. 
This  single  AREA  contains  more 
PEOPLE  and  MORE  MONEY  than 
such  entire  states  as  Arizona,  Ar- 
kansas, Colorado  or  Oregon. 


WCIA 

CHAMPAIGN,  ILL. 


CHANNEL 

& 

CHAMPAIGN 

P.  Hollingbery, 
Representative 

^^^^  CHAMPAIGN 
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PLAY-DOH  +  TV  =  REAL  DOUGH 

Video  puts  over  new  use  for  old  product 


It's  just  not  enough  to  build  a  better 
mousetrap;  you've  got  to  tell  the  world 
about  it.  Finding  this  out — happily  so 
— is  Cincinnati's  Rainbow  Crafts  Inc., 
which  in  two  years  has  kneaded  suc- 
cess out  of  failure,  racking  up  an  800% 
sales  increase  and  ascribing  this  success 
to  the  adroit  use  of  local  tv  spot. 

Four  years  ago,  Joseph  S.  McVicker. 
fresh  out  of  Brown  U..  fell  heir  to  a 
failing  family  enterprise;  his  late  father's 
Kutol  Products  Co..  engaged  in  the 
manufacture  of  a  dough-like  wall  clean- 
ing substance,  had  seen  sales  plummet 
to  S 1 80,000  when  young  McVicker  was 
struck  by  a  thunderbolt.  Musing  his  sad 
fate  one  afternoon.  Joe  McVicker 
watched  his  two-year  old  daughter  play- 
ing with  Kutol,  suddenly  realized  that 
here,  indeed,  was  an  ideal  "educational 
toy.''  He  tried  it  out  at  his  sister-in- 
law's  community  nursery  school  in 
Mountain  Lakes,  N.J..  subjected  it  to 
all  sorts  of  lab  tests  and  in  1955,  sold 
some  of  the  material — by  now  named 
"Play-Doh,"  to  the  Cincinnati  school 
system  for  art  class  use. 

But  sales  were  slow;  that  year.  Play- 
Doh  brought  in  only  $23,000.  The  fol- 
lowing year,  spurred  by  some  retail 
store  orders  (among  them,  Washing- 
ton's Woodward  &  Lothrop  and  Chica- 
go's Marshall  Field  &  Co.),  young  Mc- 
Vicker improved  his  product,  added 
colors  to  the  compound,  repackaged, 
repriced  Play-Doh  to  meet  the  public's 
pocketbook.  Sales  in  1956  were  nearly 
11  times  greater:  5250,000. 

But  Play-Doh  wasn't  content  to  stop 
there.  Joe  McVicker  hired  an  agency. 
Cincinnati's  Farson,  Huff  &  Northlich. 
The  agency  recommended  testing  tv 
spot.  "We  did  it  all  wrong."  an  official 


of  Rainbow  Crafts  said  last  week,  "but 
it  turned  out  right."  The  company 
started  out  modestly  with  its  tv  test — 
in  the  summer  months — a  most  unlike- 
ly time  of  year  to  advertise  toys. 
Despite  the  handicap  of  a  summer  tv 
campaign,  requests  for  information 
poured  into  WEHT  (TV)  Evansville. 
Ind..  the  test  station.  FH&N  started 
buying  other  spots  shortly  thereafter. 

The  Dough  in  Play-Doh  •  That  year 
(1957)  Rainbow  Crafts  (as  the  company 
was  renamed  to  suit  the  colors  in  the 
product)  spent  a  total  of  $45,000  on  tv. 
Sales  shot  up  another  six-fold,  to  a  gross 
$1,478,000.  Last  year,  the  tv  budget 
jumped  to  $150,000 — and  sales  showed 
it.  Another  sizable  increase  was  regis- 
tered: nearly  double  to  $2,250,000.  This 
coming  year.  Rainbow  Crafts  intends  to 
spend  $185,000  in  tv. 

Emboldened  by  its  Evansville  experi- 
ment, Rainbow  Crafts  in  1958  decided 
to  remain  on  tv  past  Christmas,  a  move 
which  now  is  developing  into  some  sort 
of  pattern.  The  firm  has  reason  to  let 
it  so  develop.  For  sales  in  January  1958 
hit  $246,000 — an  astounding  feat  con- 
sidering that  traditionally,  the  peak  sales 
month  for  toy  advertisers  is  November. 
(November  1957  sales:  $199,880). 

Last  year,  Play-Doh  bought  time  on 
the  following  stations:  WOR-TV  New 
York,  WNTA-TV  Newark,  WGN-TV 
Chicago,  KTLA  (TV)  Los  Angeles. 
KPIX  (TV)  San  Francisco.  WBZ-TV 
Boston.  WCCO-TV  Minneapolis. 
CKLW-TV  Detroit,  WSB-TV  Atlanta. 
WFIL-TV  Philadelphia,  WEWS  (TV) 
Cleveland,  WTTG  (TV)  Washington 
and  KMOX-TV  St.  Louis.  By  mid- 
year 1958  Play-Doh  had  achieved  na- 
tional distribution,  landing  in  just  about 


ACTIVITY 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Dec  26-Jan  1 
This  is  how  they  spent  their  time: 

r??'^'2«2!  Sp6nt  1'849'6  miMi0n  h0urst Watching  Television 

57.1%     (72,077,000)  spent  1,044.8  million  hours    Listening  to  Radio 

78.2%    (98,712,000)  spent     408.7  million  hours    Reading  Newspapers 

29.3%    (36,985,000)  spent     174.6  million  hours    Reading  Magazines 

23.4%    (29,538,000)  spent     355.6  million  hours    Watching  Movies  on  Tv 

28.0%    (35,323,000)  spent     144.2  million  hours    Attending  Movies" 

DDnhAe^At^a,l^COmpiled  by  Sindlin9er  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
oKUADLAbTJNG  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7  000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  and  quarterly  "Activity"  report  from  which  these 
weekly  figures  are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  cate- 
gories, and  shows  the  duplicated  and  unduplicated  audiences  between  each  specific  medium. 
Copyright  1958  Sindlinger  &  Co.  f  Hour  totals  are  weekly  figures.  People— numbers  and  per- 
centages—are figured  on  an  average  daily  basis.  *  All  people  figures  are  average  daily  tabula- 
tions for  the  week  with  exception  of  the  "attending  movies"  category  which  is  a  cumulative 
total  for  the  week.  Sindlinger  tabulations  are  available  within  two  to  seven  days  of  the  inter- 
viewing week. 

SINDLINGER'S  SET  COUNT:   As  of  Jan.  1,  Sindlinger  data  shows:   (1)  113,297,000 

people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  group)- 
(2)  43,977,000  households  with  tv;  (3)  48,543,999  tv  sets  in  use  in  the  U.S. 
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In  Detroit:  CKLW-TV  clown  sells  Play-Doh 


every  five-and-dime  store,  plus  1,800 
other  jobbers.  Since  all  times  bought 
were  on  local  children's  shows,  Mr.  Mc- 
Vicker insisted  on  live  delivery.  "After 
all,"  he  says,  "filmed  spots  are  timed 
to  the  split  second.  A  filmed  one-minute 
spot  runs  58  seconds  on  the  nose.  Some- 
times, a  live  pitchman  will  let  his 
enthusiasm  carry  the  ball,  sometimes 
will  talk  about  the  product  for  as  much 
as  four  minutes." 

Last  Dec.  26,  Mr.  McVicker  sent 
his  retailers  a  telegram.  It  read:  "Don't 
buy  Play-Doh  hand-to-mouth,  don't 
cross  out  Play-Doh  because  the  holidays 
are  over.  We'll  move  Play-Doh  for  you 
via  tv  advertising  in  a  'Christmas  in 
January-February'  promotion."  Thus, 
Rainbow  Crafts  renewed  the  1 5  stations. 
By  springtime,  Rainbow  Crafts  intends 
to  add  another  10  stations.  "The  end," 
Rainbow  Crafts  said  last  week,  "is  no- 
where in  sight." 

Hot  problem  in  Omaha 

Allen  &  Reynolds,  Omaha,  Neb., 
agency,  has  a  "hot  problem." 

Lyle  DeMoss,  ex-assistant  manager 
of  WOW  Omaha  who  recently  joined 
the  agency  as  radio-tv  director,  has 
asked  stations  to  help. 

The  Allen  &  Reynolds  problem — it 
must  place  a  10-week  radio  campaign 
for  a  food  client  in  a  hurry. 

In  a  letter  to  a  list  of  stations  Mr. 
DeMoss  loaded  his  plea  for  succor 
with  this  intriguing  question: 

"What  is  your  best  unpublished  pack- 
age buy  of  daytime  20-second  spots?" 

Said  one  radio  station: 

"It's  the  worst  kind  of  rate-cutting." 

Mr.  DeMoss'  letter  pleads  tolerance 
for  his  haste.  He  wrote: 

"I  am  sorry  to  be  rushing  at  you  for 
the  first  time  with  my  panic  button 
down.  ...  We  want  the  best  and  the 
most  we  can  get  for  our  client's  adver- 
tising dollar — to  prove  that  local  radio 
is  the  most  productive  medium.  .  .  ." 
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Now!  50,000  waffs 


hristal  Co'  Inc.  ^/^C 


THE  KOBY  RECORD 

IS  TOPS 
IN  SAN  FRANCISCO 


Forget  the  others— because  the  hit  num- 
ber in  San  Francisco  is  85.4%  (Adults 
in  Audience  Composition— June  Niel- 
sen). KOBY  is  the  top  seller— keeps  its 
loyal  San  Francisco  audience  in  a  buy- 
ing frame  of  mind!  No  double  spotting! 
10%  discount  when  buying  KOBY — 
and  KOSI,  Denver! 

10,000  Watts 
in 

San  Francisco 

See  PETRY—  and  gef  on  fhe 
KOBY  Hif  Paradel 

For  Greenville,  Miss.-WGVM 

Mld-Amerlca  Broadcasting  Co. 


KOBY] 


Hertz  hikes  ad  budget; 
$1 .6  million  for  spot 

The  Hertz  idea  is  getting  around — 
broadcast  mediawise.  A  recent  spon- 
sor of  world  and  business  news  shows 
on  network  radio,  the  car  and  truck 
rental-leasing  company  also  is  plunking 
over  $1,650,000  into  saturation  spot  tv 
for  1959. 

A  national  advertising  budget  of  $5 
million  is  being  announced  today  (Jan. 
12)  by  Joseph  J.  Stedem,  executive 
vice  president  of  Hertz  Corp. 

The  allocation,  representing  an  in- 
crease over  the  $4,250,000  budget  for 
1958,  will  include  a  52-week  tv  spot 
drive  in  the  11  key  cities  which  ac- 
count for  64%  of  all  Hertz  Rent-A- 
Car  business.  The  campaign,  to  start 
late  this  month,  includes  ID's  and  20- 
and  60-second  spots.  Largest  portion  of 
the  budget  goes  into  the  Rent-A-Car 
program,  handled  by  Campbell-Ewald. 
Needham,  Louis  &  Brorby  has  inher- 
ited the  truck  and  car  leasing  account 
(Broadcasting,  Jan.  5,  1958);  Foote, 
Cone  &  Belding  handles  Hertz  Rent-A- 
Plane  System  Inc. 

Hertz  started  national  advertising  in 
1947  with  an  outlay  of  $242,000.  It 
spent  $2.6  million  on  national  media 
in  1957  and  last  year  invaded  network 
radio  with  a  schedule  of  five-minute 
news  segments.  Hertz  matched  its  $4,- 
250,000  budget  in  1958  with  a  substan- 
tial amount  for  local  advertising,  for  a 
combined  expenditure  of  $8  million. 
On  that  basis,  Hertz  overall  advertis- 
ing in  1959  will  hit  about  $10  million. 
By  1962,  Mr.  Stedem  said,  it  expects 
to  spend  $8,250,000  for  national  ad- 
vertising alone. 

Schedule  of  spot  announcements  is 
expected  to  vary  in  the  1 1  key  markets 
but  Hertz  claims  it  will  deliver  a  total 
of  27,632,810  weekly  commercial  im- 
pressions. A  separate  car  and  truck 
lease  advertising  program  (administered 
by  NL&B)  will  account  for  about  $1 
million  in  national  and  local  expendi- 


Howard  account  shifts 

An  account  casualty  was  encoun- 
tered last  week  by  the  newly  merged 
North  Adv.  and  Alfred  J.  Silberstein- 
Bert  Goldsmith  Inc.  (Broadcasting, 
Dec.  22,  1958).  Announced:  Appoint- 
ment by  Howard  Clothes  Inc.  of  Mogul, 
Lewin,  Williams  &  Saylor  Inc.,  New 
York,  effective  immediately.  Howard, 
a  chain  of  73  clothing  stores  through- 
out the  East  and  Midwest,  is  understood 
to  bill  approximately  $800,000.  It  had 
been  a  fairly  heavy  radio  user  through 
the  Silberstein-Goldsmith  agency  but 
had  not  been  placing  its  regular  amount 
of  radio  copy  on  the  air  for  the  past  few 
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months.  Print  advertising  had  been 
handled  by  the  client  direct. 

The  account  does  not  conflict  with 
Barney's  Clothes,  one  of  the  first  ac- 
counts serviced  by  the  former  Emil 
Mogul  Co.,  in  that  Barney's  is  a  New 
York  outlet  only;  Howard's  principal 
outlets — outside  of  New  York — are 
Chicago,  Detroit,  Boston,  Philadelphia, 
Washington,  D.C.,  Buffalo,  N.Y.,  and 
Miami,  Fla. 

Tax  immune'  ad  fund 
urged  for  'bad  years' 

Congress  should  realize  that  adver- 
tising "can  play  a  unique  role"  in  sta- 
bilizing the  present  American  economy 
and  should  modify  the  tax  code  to  per- 
mit establishment  of  a  non-deductible 
reserve  for  advertising  not  regarded  as 
accumulated  earnings  and  profits,  a  tax 
lawyer  told  the  American  Marketing 
Assn.  convention  in  Chicago  a  fortnight 
ago. 

Robert  A.  Schulman,  partner  in  the 
law  firm  of  Wenchel,  Schulman  &  Man- 
ning, asserted  that  "many  businesses, 
especially  closely-held  corporations, 
would  welcome  an  opportunity  to  set 
aside  additional  funds  earmarked  for 
future  advertising  which  would  be  im- 
mune from  attack  under  Sec.  53 1  of  the 
tax  code."  He  noted  that  such  reserves 
would  "provide  a  ready  source  of  cash 
for  advertising  in  bad  years." 

Mr.  Schulman  appeared  at  a  panel 
session  moderated  by  Melvin  Brorby, 
senior  vice  president  of  Needham, 
Louis  &  Brorby  Inc.,  Chicago.  The  sub- 
ject of  "Advertising  as  a  Stabilizing 
Influence  in  Our  Economy"  highlighted 
AMA's  41st  national  conference  at  the 
Morrison  Hotel  Dec.  28-30. 

One  Firm's  Ad  Philosophy  •  Thomas 
C.  Morrill,  vice  president  of  State  Farm 
Mutual  Insurance  Co.,  explained  his 
firm's  advertising  philosophy,  claiming, 
"In  our  business  effective  advertising, 
efficient  operations  and  low  cost  to  the 
customer  go  hand-in-hand." 

Martin  R.  Gainsbrugh,  chief  econ- 
omist of  the  national  industrial  confer- 
ence board,  felt  advertising  outlays  can 
contribute  to  greater  economic  stability 
if  they  are  "increasingly  viewed  as  in- 
vestment" like  research  and  develop- 
ment. 

American  Cyanamid  Co.'s  reliance 
on  "the  total  marketing  concept"  was 
explained  by  Burton  F.  Bowman,  mar- 
keting director  for  its  agricultural  di- 
vision. He  cited  the  company's  Tv  Farm 
Newsreel  on  50  tv  stations  in  high  in- 
come farm  areas  as  an  example  of  "pin- 
pointing" programming  to  individual  in- 
dustries and  areas  for  animal  feed 
supplements  and  other  agriculture  prod- 
ucts. 
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KPRC  No.  1  for  NEWS 


"I  turn  that  station  on 
when  I  want  to  find 
out  what's  new— 
what's  happening." 


KPRC  No.  1  for  ADVERTISERS 


"When  they  advertise 
something  on  that 
station  I  feel  I  can 
believe  them!" 


KPRC 

57% 


STATION 

30% 


80% 
60% 
40% 
20% 


KPRC  No.  1  for  BELIEV ABILITY 

"You  can  generally 
believe  them  and  trust 
what  you  have  heard." 

KPRC 

78% 

„„,„„           C  STATION 
STATION         ono/  D 

STATION 

39% 

— 

80% 
60% 
40% 
20% 


Should  you  like  further  information  on  this 
revealing  Dichter  Probe,  wire,  write  or 
phone.  A  printed  booklet,  "The  People  Talk 
Back  to  Radio"  will  be  forwarded,  posthaste. 

EDWARD  PETRY  &  CO.,  Inc. 

NATIONAL  REPRESENTATIVES 


I 
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THE  1958  STORY  ■  In  1958,  America 

grew  and  so  did  American  television  and  so  did  America's 
first  television  network.  Starting  its  second  decade  of  com- 
mercial service,  the  NBC  Television  Network  placed  new 
benchmarks  along  the  path  of  progress: 

NBC  introduced  "Continental  Classroom,"  the  first 
nation-wide  television  course.  Carried  by  149  stations, 
accepted  for  full  academic  credit  by  205  colleges  and  uni- 
versities, viewed  by  270,000  Americans,  this  course  in 


Atomic  Age  Physics  was  universally  described  as  a  bold 
experiment  in  the  nation's  interest. 

NBC  News,  through  its  300  correspondents  stationed 
around  the  world,  responded  to  the  explosive  events  of  1958 
with  a  20%  increase  in  news  coverage. 

NBC  Special  programs,  covering  a  broad  range  of  enter- 
tainment and  informational  forms,  paced  the  entire  industry 
with  nearly  100  separate  productions. 

NBC  flew  the  proud  ensign  of  color  almost  alone,  tele- 


j  basting  a  record  total  of  664  hours  of  color  programs. 

NBC  logged  a  record  300  hours  covering  a  variety  of  the 
iaation's  foremost  sports  events. 

:  NBC's  average  daytime  program  increased  its  audience 
yy  15%  more  homes;  its  average  evening  program  by  10% 
nore  homes. 

i  NBC  reached  its  all-time  high  in  gross  time  sales,  sur- 
passing 1957  by  13%.  A  record  total  of  205  sponsors  gave 
tfBC  the  largest  gross  dollar  increase  of  any  network.  At 


year's  end,  NBC  led  all  networks  in  evening  sponsored  time. 

The  true  measure  of  a  network's  greatness  lies  in  the 
totality  of  its  service.  One  measure  of  that  totality  is  the 
recognition  accorded  a  network's  programming  by  respon- 
sible independent  groups  with  different  interests.  In  1958 
NBC,  its  programs  and  its  personalities,  received  more 
awards  than  any  other  network. 

NBC  TELEVISION  NETWORK 


AIR  LET  OUT  OF  ANTI-TV  BALLOONS 


Feniger:  Time  Inc.'s  magazine  charges 
are  paradox  of  own  radio-tv  programs 
Huntington:  print  measurements  obsolete 


If  Time  Inc.  is  going  to  throw  rocks 
at  television,  it  had  better  get  its  own 
transmitters  out  of  the  target  area. 

This  in  essence  was  the  advice  last 
week  of  Jerome  Feniger,  Cunningham 
&  Walsh  vice  president,  in  a  speech 
answering  attacks  on  tv  in  Time  Inc.'s 
December  Fortune  and  Christmas  issue 
of  Life  (Broadcasting,  Nov.  24,  Dec. 
22,  1958). 

In  a  speech  to  the  Philadelphia  Tele- 
vision-Radio Advertisers  Club  last 
Thursday  Mr.  Feniger  cited  the  Decem- 
ber program  schedules  of  the  four 
Time  Inc.  television  stations:  KLZ-TV 
Denver,  WTCN-TV  Minneapolis, 
WFBM-TV  Indianapolis  and  KTVT 
(TV)  Salt  Lake  City. 

"If  Time  really  feels  that  network  tv 
is  doing  such  a  bad  job,"  he  said,  "it 
is  possible  they  might  want  to  consider 
dropping  their  network  ties  and  pro- 
gram their  stations  independently  with 
the  sort  of  shows  which  would  uplift 
the  over-all  character  of  the  medium." 

Local  Opportunities  •  Noting  that 
"even  network  stations  have  opportuni- 
ties to  program  locally  in  time  periods 
which  the  network  does  not  fill,"  Mr. 
Feniger  said  he  found  substantial  use 
of  feature  and  other  films  on  three 
Time  stations.  Moreover,  he  said,  while 
KLZ-TV  puts  little  stress  on  films,  its 
shows  "are  devoted  almost  exclusively 


C&W's  Feniger:  plants  his  own  'Time'  bomb 


to  good  entertainment  with  very  little 
emphasis  on  the  exciting  cultural  stand- 
ards that  Fortune  and  Life  feel  the 
medium  should  uphold." 

He  emphasized  that  he  did  not  con- 
sider any  of  the  Time  stations'  program- 
ming "bad,"  but  rather  "not  the  sort  of 
thing  Fortune  pleads  for  in  its  printed 
columns  attacking  the  medium."  He 
said: 

"Let  me  state  very  carefully  my  feel- 
ing that  all  four  of  these  television  sta- 
tions .  .  .  are  doing  an  excellent  job  of 
serving  the  public  in  their  viewing  areas. 
Each  of  these  stations  is  managed  by 
highly  competent  and  well-trained  per- 
sonnel and,  I  am  sure,  contributes  a  sub- 
stantial profit  to  Time  Inc.  What  they 
do  and  do  well  is  to  program  their  sta- 
tions to  attract  substantial  audiences 
and  to  do  a  good  job  in  their  respective 
markets." 

As  a  number  of  other  tv  authorities 
have  done,  Mr.  Feniger  offered  rebuttal 
to  claims  and  charges  in  the  Fortune 
piece,  which  he  characterized  as  "criti- 
cism which  is  emotional,  irrational  and 
self-serving,"  and  also  pointed  up  omis- 
sions and  conflicting  statements  in  the 
Life  treatment  of  tv. 

He  also  quoted  Ford,  Westinghouse 
and  Lever  Bros,  among  "some  of  the 
major  television  advertisers"  which 
"have  taken  issue"  with  the  Fortune 
thesis:  listed  16  "outstanding"  programs 
on  network  tv  in  the  two-week  span 
covered  by  the  Life  issue,  and  called  at- 
tention to  major  programming  (and 
major  expenditures)  by  networks  in 
noncommercial,  educational  news  and 
public  service  areas.  NBC-TV's  Con- 
tinental Classroom,  CBS-TV's  sched- 
uling of  major  news  and  information 
programs  in  prime  evening  time  and  its 
$16.8  million  expenditures  on  news  and 
public  affairs  programming  last  year 
("just  under  25%  of  the  total  annual 
CBS  program  costs")  were  offered  as 
examples. 

FCC  Nominations  •  "You  might 
think  that  certain  compliments  would 
be  in  order  for  the  heads  of  the  net- 
works for  some  of  these  projects,"  Mr. 
Feniger  observed.  "However,  this  is  not 
the  case.  They  are  constantly  spend- 
ing more  and  more  time  in  Washing- 
ton appearing  before  Congressional 
committees,  the  FCC  and  similar 
groups." 

The  C&W  executive  pleaded  the  ad- 
vantages of  having  "someone  with  ex- 


tensive broadcasting  experience"  on 
FCC — "preferably  an  elder  statesman 
of  the  business  who  could  be  convinced 
that  this  would  be  a  great  contribution 
to  American  broadcasting  on  his  part." 

He  mentioned  Don  Thornburgh  of 
WCAU-AM-TV  Philadelphia,  Ed 
Kobak,  business  consultant  and  former 
MBS  president  and  station  owner;  Jack 
Van  Volkenburg,  former  CBS-TV  presi- 
dent, and  Niles  Trammell,  former  NBC 
president,  as  the  "type"  of  man  "who 
could  render  greater  service"  on  the 
FCC.  He  emphasized  that  he  had  talked 
to  none  of  these  men  about  his  sugges- 
tion. 

Mr.  Feniger  said  he  considered  cur- 
rent FCC  commissioners  "most  capable 
and  dedicated  public  servants"  but  that 
"their  dedication  might  be  greatly  aided 
by  the  presence  on  the  FCC  of  someone 
with  thorough  and  extensive  broadcast- 
ing experience. 

"I  am  sure  that  a  panel  could  be  de- 
veloped of  15  outstanding  broadcasters 
from  which  I  would  hope  that  one 
could  be  selected  and  appointed  by  the 
President  to  serve  on  the  FCC.  I  strong- 
ly feel  that  only  in  this  way  can  the 
problems  of  the  broadcasting  industry 
be  translated  to  the  FCC  and,  through 
the  FCC,  to  Congress." 

Everybody  Can  Help  •  Mr.  Feniger 
urged  the  members  of  his  audience  to 
"take  the  opportunities  that  present 
themselves  in  our  every-day  business 
lives  to  reaffirm  the  basic  solidarity  of 
American  broadcasting  today."  In  this 
way,  he  said,  "we  would  all  make  a  sub- 


Huntington:  don't  compare  apples  &  oranges 
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58.5%  OF  AUDIENCE 
IN  INDIANAPOLIS! 

59%  OF  AUDIENCE  IN  CHICAGO! 


YANKEE  DOODLE  DANDY 
PULLS  LIKE  CRAZY! 

This  smash  hit  musical  is  rolling  up  sensational  ratings  and 
stations  are  enthusiastic.  Hugh  Kibbey  of  WFBM  wires: 
"YANKEE  DOODLE  DANDY  SPECIAL  SHOWING  ON 
XMAS  DAY  HUGE  SUCCESS.  MUCH  FAVORABLE 
REACTION  AND  ALREADY  WE  HAVE  POTENTIAL 
BANKROLLER  FOR  REPEAT  SHOWING  JULY  4." 

Remember,  this  gold  mine  is  available  only  up  to  July  5, 
for  two  showings  only. 
Schedule  one  showing 
right  away  and  a  second 
for  a  perfect  Fourth  of 
July  tie-in.  It's  your 
best  chance  for  a  local 
SPECTACULAR  success. 


WFBM,  INDIANAPOLIS 

Dec.  25,  5  pm  to  7  pm  18.0  VS.  6.4,  3.4,  2.9 

WBBM,  CHICAGO 
Dec.  6, 10  pm  to  midnight  28.4  VS.  8.7, 8.3, 3.0 


NEW  YORK 
345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO 
75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS 

1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES 
9110  Sunset  Blvd.,  CRestview  6-5886 


I  I 

UNITED  ARTISTS  ASSOCIATED,  INC. 


PREVIEW 

Silent  film  stars  in  new  tv  spots  •  "My  achin'  back!"' 
cries  the  woman  cleaning  the  bathtub  (and  in  the 
quick,  jerky  movement  of  the  old  "flickers").  To  the 
rescue:  Wolley  Segap,  the  animated  figure  created  by 
Cunningham  &  Walsh,  New  York,  for  client  AT&T, 
which  when  spelled  backward  comes  out  Yellow  Pages. 

A  new  set  of  commercials — six  20-second  films,  two 
one-minute  and  two  ID's — was  prepared  by  C&W  using 
actual  film  footage  shot  during  silent  film  days. 

The  idea  of  Robert  Swiskow,  C&W  creative  supervi- 
sor and  writer,  at  first  looked  easy  to  put  into  operation. 
But  it  took  months  of  fruitless  searching  through 
Hollywood's  film  vaults  (nearly  a  million  feet  of  silent 
films  were  viewed)  until  fortune  smiled  in  New  York. 
Through  the  help  of  a  silent  movie  buff,  collectors 
throughout  the  country  were  contacted  and  film  found  to 
fill  the  bill.  But  not  until  agency  people  screened  footage 
by  the  thousands  via  a  hand  viewer.  Since  silent  film 
was  nitrate  coated  and  28  mm  the  film  had  to  be 
cleaned,  rejuvenated.  The  film  was  refurbished  frame- 
by-frame,  put  on  35  mm  composite  fine  grain,  printed 
frame-by-frame  (and  then  placed  on  16  mm). 


The  timetable:  The  search  for  silent  film  started  in 
May;  it  was  the  middle  of  October  before  film  was 
obtained  and  the  commercials  were  produced  last  month. 
Animation  was  begun  at  the  end  of  August  before  the 
agency  had  found  suitable  live  action  footage. 

This  business  was  risky,  of  course,  because  of  quality 
loss.  But  enough  footage  was  saved  to  make  the  set 
of  commercials.  A  problem  was  to  keep  established  the 
idea  of  Wolley  Segap  coming  to  the  rescue  and  at  the 
same  time  establishing  the  "situation." 

The  commercials  go  on  the  air  throughout  the  U.S. 
this  month  (at  various  dates),  14  Bell  System  com- 
panies having  purchased  them. 

All  of  the  film,  the  agency  notes,  is  actual  1915-20 
vintage,  and  came  mostly  from  serials.  C&W  looked 
over  the  original  "Perils  of  Pauline"  in  the  process  but 
the  film  was  not  suitable. 

The  firm  responsible  for  animation  and  other  produc- 
tion: Pelican  Films,  New  York  (Chris  Ishii  is  animation 
director);  other  credits:  Mr.  Swiskow;  Gerry  Gedney, 
film  producer;  William  LaCava,  C&W's  vice  president 
in  charge  of  commercial  production. 


stantial  contribution  not  only  to  the 
growth  of  our  industry  but  to  the  over- 
all well-being  of  a  vitally  sound  com- 
munications industry." 

Huntington  Scorches  Outmoded 
Measurements  •  A  charge  that  many  of 
their  colleagues  are  living  in  the  past 
was  put  to  media  research  people  last 
week  by  George  Huntington,  vice 
president-general  manager  of  Television 
Bureau  of  Advertising,  in  addressing  a 
discussion  group  of  the  American 
Marketing  Assn.  in  New  York. 

Mr.  Huntington's  remarks  were  in 
the  nature  of  "equal  time"  granted  to 
answer  Howard  Hadley,  research  vice 
president  of  the  American  Newspaper 
Publishers  Assn.'s  Bureau  of  Advertis- 
ing, who  criticized  broadcast  research 
before  the  same  group  last  November 
(Broadcasting,  Nov.  10). 

His  thesis  was  that  print  media  meas- 
ure themselves  by  standards  developed 
before  the  time  of  tv  competition,  and 
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yet,  competitively,  measure  tv  by  mod- 
ern techniques  which  break  audiences 
into  components.  The  intent,  he  said, 
is  to  credit  newspapers  and  magazine 
advertising  with  full  circulation  while 
fractionalizing    broadcast  audiences. 

Mr.  Huntington,  in  an  openly  com- 
petitive speech,  traced  media  research 
from  1915,  the  date  of  the  first  Audit 
Bureau  of  Circulations  report  (and  the 
date  at  which  he  said  many  research 
people  quit  refining  techniques),  up  to 
the  present  development  of  the  various 
broadcast  rating  services  and  methods. 
He  credited  the  early  Cooperative 
Analysis  of  Broadcasting  (in  1930)  with 
a  major  refinement  of  broadcast  meas- 
urement, and  the  Starch  magazine 
studies  (1932)  and  newspaper  reading 
studies  (1939)  with  doing  the  same  for 
those  media.  The  last  named  report 
continued  until  1950,  when  television 
was  beginning  to  show  its  competitive 


strength,  and  then  "someone  decided 
that  everything  that  was  needed  to  be 
known  about  newspaper  ad  readership 
was  known  .  .  .  and  ratings  stopped." 

Mr.  Huntington  moved  his  research 
history  up  to  the  mid-1950s,  when  he 
said  print  media  "rediscovered"  the 
page-traffic  measurements  of  the  '30s 
and  "started  a  magic  technique  of 
multiplication." 

Turning  to  the  controversy  of  cost- 
per-thousand,  the  TvB  spokesman  de- 
clined to  admit  comparison  of  tv  with 
other  media  unless  it's  determined 
which  of  many  possible  c-p-m's  are  at 
issue.  The  tv  industry,  he  said,  is  pre- 
pared to  furnish  them  on  the  basis  of 
homes,  or  people,  or  customers  or  any 
other  combination  the  research  man 
wants.  His  parting  question:  "Cost-per- 
thousand  requires  two  things:  a  meas- 
ure of  the  cost  and  a  measure  of  the 
thousand.  What  will  we  use  for  the 
thousand  of  print?" 
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it  takes  TALENT  brother  .  .  .  and 


TALENT 


TALENT  THAT  SELLS 

on  the  station  where  the  most 
important  sound  is  your  commercial 


INI 


WPEN  programs  believable,  selling,  Iocs 
personalities  24  hours  a  day,  7  days  a  weel 
Talent— that's  why  more  local  and  more  natiom 
advertisers  buy  WPEN  than  any  othe| 
Philadelphia  radio  station. 

Represented  nationally  by  GILL-PERNA 


Gillette  bats  tops  in 
tv  network  lineup 

Gillette  razors  and  blades,  longtime 
sponsor  of  the  World  Series,  last 
October  earned  the  No.  1  brand  spot  in 
the  tv  network  timebuying  elite.  Pick- 
ing up  the  tab  for  the  baseball  classic 
gave  Gillette  first  place  after  the  month 
of  September  when  it  failed  to  even 
rank  in  the  top  15.  According  to  brand- 
listed  figures  released  by  Television  Bu- 
reau of  Advertising,  Gillette  spent  $1.2 
million. 

Anacin  tablets,  also  over  $1  million 
in  Ootober,  ranked  second  in  the  TvB 
monthly  report  of  network  tv  expendi- 
tures (gross).  The  data  is  compiled  by 
Leading  National  Advertisers  and 
Broadcast  Advertiser  Reports. 

In  the  product  classification,  food 
and  food  products  with  an  estimated 
expenditure  of  nearly  $10  million 
topped  all  classifications  for  the  month 
and  reached  a  cumulative  total  for  the 
10  months  of  more  than  $88.3  million. 

Increases  in  gross  time  billings  ac- 
cording to  day  parts  were  reported: 


nighttime  was  up  2.9%  in  October  and 
11.1%  in  January-October  and  daytime 
increased  13.9%  in  October  and  7.6% 
in  the  10-month  period. 

In  the  top  15  network  tv  advertisers, 
Gillette  also  boosted  its  corporate  bill- 
ing, ranking  second  in  October  with 
more  than  $2.5  million.  Procter  & 
Gamble  with  over  $4.3  million  was  No. 
1  for  the  month.  There  were  six  adver- 
tisers spending  $2  million  or  more,  and 
six  spending  $1  million  or  more.  The 
three  others  in  the  top  15  spent  only 
a  shade  under  $1  million. 

TOP  15  IN  OCTOBER 

BY  COMPANY 


1. 

Procter  &  Gamble 

$4,336,333 

2. 

Gillette 

2,580,645 

3. 

American  Home  Products 

2,285,194 

4. 

Lever  Bros. 

2,191,293 

5. 

Colgate-Palmolive 

2,074,237 

6. 

General  Motors 

2,073,132 

7. 

General  Foods 

1,694,651 

8. 

R.  J.  Reynolds  Tobacco 

1,293,957 

9. 

P.  Lorillard 

1,249,679 

10. 

Ford  Motor 

1,227,480 

11. 

Bristol-Myers 

1,179,313 

12. 

General  Mills 

1,116,824 

13. 

Chrysler 

971,660 

14. 

Liggett  &  Myers  Tobacco 

944,371 

15. 

Sterling  Drug 

908,584 

1. 

Gillette  razors,  blades 

$1,226,797 

2 

Anacin  tablets 

1  015,820 

Viceroy  cigarettes 

665  929 

4' 

Chevrolet  passenger  cars 

633,585 

5. 

Prestone  anti-freeze 

629,361 

6. 

Kent  cigarettes 

621,788 

7. 

Tide 

545  797 

& 

Bufferin 

544,849 

<)\ 

Dristan 

531,984 

10 

Camel  cigarettes 

512,721 

11. 

Colgate  regular, 

aerosol  dental  cream 

503,329 

12. 

L&M  filter  tip  cigarettes 

434,554 

13. 

Bulova  watches 

429,447 

14. 

Paper  Mate  pens 

428,165 

15. 

Winston  cigarettes 

427,805 

NETWORK  TV  GROSS  BILLINGS  BY  DAY  PARTS 

October 

Percent 

1957  1958  Change 

$15,902,171  $18,160,470  +13.9 
13,216,979  15,562,691  +17.7 
2,685,192  2,597,779  -  3.3 
33,366,117  34,343,147  +  2.9 
$49,268,288  $52,503,617  +  6.6 


Daytime 
Mon.-Fri. 
Sat.  &  Sun. 
Nighttime 
Total   


January-October 

Percent 

1957            1958  Change 

Daytime     $125,841,692  $135,417,972  +  7.6 

Mon.-Fri.    107,666,104    115,992,136  +  7.7 

Sat.  &  Sun.  18,175,588     19,425,836  +  6.9 

Nighttime     292,619,395    325,202,285  +11.1 

Total         $418,461,087  $460,620,257  +10.1 


Agriculture  &  Farming   

Apparel,  Footwear  &  Access  $ 

Automotive,  Automotive  Access.  &  Equipment 

Beer,  Wine  &  Liquor   

Building  Materials,  Equipment  &  Fixtures 

Confectionery  &  Soft  Drinks   

Consumer  Services   

Entertainment  &  Amusement   

Food  &  Food  Products   

Gasoline,  Lubricants  &  Other  Fuels   

Horticulture   

Household  Equipment  &  Supplies   

Household  Furnishings   

Industrial  Materials   

Insurance   

Jewelry,  Optical  Goods  &  Cameras   


NETWORK  TV  GROSS  BILLINGS  BY  PRODUCT  TYPE 

October             Jan. -Oct.  October 

1958                 1959  1958 

—  $        51,347  Medicines  &  Proprietary  Remedies    5,493,348 

408,491            4,195,508  Office  Equipment,  Stationery  &  Writing 

5,177,861          44,859,401  Supplies    836,830 

388,475            5,117,856  Political    171,491 

331,337            1,919,793  Publishing  &  Media    — 

871,453           7,311,434  Radios,  Tv  Sets,  Phonographs,  Musical 

255,181            2,376,085  Instruments  &  Access   1,029,552 

—  249,989  Smoking  Materials    5,925,967 

9,911,800          88,312,529  SoapSi  cleaners  &  Polishes    5,084,438 

403,970            2,247,878  Sporljng  Goods  &  joys    203,806 

IP  1708™  Toiletries  &  Toilet  Goods    9,044,095 

2'3?3i673          ^jisfsl  [-el    Hotels  &  Resorts    249,402 

1  551  890          14,580,800  Miscellaneous    801,075 

665',173           5,861,781  7~T^ZT77^ 

1,226,201            8,642,595  Total   $52,503,617 

LMA-BAR:  Gross  time  cost  only 


Jan. -Oct. 
1958 
45,109,009 

5,820,237 
255,515 
827,833 

6,770,055 
49,268,172 
51,105,266 

1,161,248 
82,486,057 

2,159,193 

7,008,588 

$460,620,257 


•  Business  briefly 

Time  Sales 

•  R.  T.  French  Co.,  Rochester,  N.Y., 
plans  pre-Lenten  spot  tv  campaign  on 
behalf  of  its  dry  spaghetti  sauce  mix, 
starting  this  month.  Agency  is  Compton 
Adv.,  New  York.  Advertising  calls  for 
schedules  in  20  metropolitan  markets: 
Rochester,  New  York,  Chicago,  Phila- 
delphia, Los  Angeles,  Pittsburgh, 
Cleveland,  Seattle,  Indianapolis,  Buffalo, 
San  Diego,  Portland  (Ore.),  Baltimore, 
Syracuse,  Columbus,  Charleston  (W. 
Va.),  Washington  (D.C.),  San  Francis- 
co, Boston  and  Cincinnati.  French  has 
maintained  steady  spot  radio  campaign 
for  Contadina  tomato  sauce  to  promote 
mixes  requiring  addition  of  tomato 
sauce. 

•  Continental  Casualty  Co.,  Chicago, 
opens  ad  campaign  Thursday  (Jan.  15) 
for  its  "65-Plus"  hospital-surgical  in- 


surance in  New  York,  New  Jersey, 
Connecticut,  Pennsylvania,  Delaware, 
Maryland,  Ohio  and  Washington,  D.C. 
(selling  senior  citizens  on  health  insur- 
ance). Estimate  is  that  more  than 
$200,000  will  go  for  radio-tv  spots 
calling  attention  to  coupon  ads  in  news- 
papers, with  campaign  running  2V2 
weeks  and  newspapers  getting  nearly 
65%  of  budget,  radio-tv  remainder. 
Used  will  be  50  eight-seconds  and  25 
one-minutes  featuring  Westbrook  Van 
Voorhis  and  Charles  Coburn.  Bulk  of 
ads  to  be  concentrated  in  1 1  major  mar- 
kets. George  H.  Hartman  Co.,  Chicago, 
is  agency. 

•  Oldsmobile  Div.,  General  Motors 
Corp.,  which  late  last  year  announced 
it  would  sponsor  the  Bing  Crosby  Golf 
Tournament  on  ABC-TV  Jan.  18  at 
5:30-7  p.m.,  last  week  supplemented 
this  purchase  by  announcing  its  agency, 
D.  P.  Brother  &  Co.,  Detroit,  had 
added  ABC  Radio  to  the  lineup.  Where- 


as ABC-TV  will  present  crucial  finale 
of  tourney,  radio  will  broadcast  high- 
lights during  contest. 

•  The  Equitable  Life  Assurance  Society 
of  the  U.S.,  N.Y.,  will  sponsor  a  month- 
ly 90-minute,  live  dramatic  series  on 
CBS-TV  next  fall.  Entitled  Biography, 
show  will  present  stories  of  persons 
rising  to  great  achievements  against 
heavy  odds.  Agency  is  Foote,  Cone  & 
Belding,  N.Y.,  which  acquired  the  ac- 
count (once  print-oriented)  late  last  fall 
from  Kenyon  &  Eckhardt,  N.Y. 

•  New  and  renewal  business  amounting 
to  more  than  $1.5  million  gross  was 
placed  on  NBC-TV's  Today  (Mon.- 
Fri.  7-9  a.m.)  and  The  Jack  Paar  Show 
(Mon.-Fri.  11:15  p.m.-l  a.m.)  by  11 
advertisers  during  the  past  two  weeks. 
Advertisers  include  Tex  Stern's  Nurs- 
eries Inc.,  Sandura  Co.  Inc.,  Hagan 
Chemicals  and  Controls  Inc.,  Magnus 
Organ     Co.,     Kayser-Roth  Corp. 
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Collins  Broadcast  transmitters  are  pretested  for  "audio  proof  of  performance" 


You  get  the  finest,  most  thoroughly 
tested  broadcast  transmitter  available 
when  you  select  Collins.  Each  Collins 
broadcast  system  is  operated  at  your 
exact  frequency  and  load  before  ship- 
ment. 

Data  obtained  during  the  pre-test 
is  compiled  into  an  11-page  "test  his- 


tory". This  history  remains  with  the 
transmitter  and  serves  as  written 
proof  of  pre-test  performance.  It  helps 
station  technicians  save  installation 
costs  and  time. 

Collins  superiority  is  determined 
by  many  factors  —  thorough  final 
testing  and  complete  audio  proof-of- 


performance  are  not  the  least  of  these 
—  and  are  exclusive  with  Collins. 

For  complete  information  about 
Collins  transmitters,  and  your  free 
"Collins  Broadcast  Equipment"  cata- 
log, write  or  call  Collins  Radio  Com- 
pany, Broadcast  Sales  Division,  315 
Second  Avenue  S.E.,  Cedar  Rapids, 
Iowa. 


COLLINS    RADIO   COMPANY     •     CEDAR  RAPIDS 


DALLAS 


B  U  R  B  A  N  K 


(hosiery),  Jackson  &  Perkins  (flowers 
and  fruits),  National  Presto  Industries 
Inc.,  General  Electric  Co.,  Studebaker- 
Packard  Corp.,  Pharma-Craft  Corp., 
and  Coopers  Inc. 

•  Two  regional  advertisers  are  latest 
purchasers  of  Independent  Television 
Corp.'s  Sergeant  Preston  of  the  Yukon 
syndicated  series  for  21  markets,  bring- 
ing total  markets  for  series  to  95. 
Colonial  Stores  of  Atlanta  (food  chain) 
bought  series  for  17  markets,  and 
Henry  Heide  Inc.  (candy)  bought  for 
New  York,  Chicago,  Philadelphia,  De- 
troit and  Boston. 

•  George  H.  Luft  Co.  (Tangee  beauty 
products),  Long  Island  City,  N.Y.,  in 
its  first  use  of  network  radio  in  six 
years,  has  signed  for  The  Walter 
Winchell  Show  over  Mutual  (Sun.  6- 
6:15  p.m.),  starting  yesterday  (Jan. 
11).  Agency:  Compton  Adv.,  N.Y. 

•  Bayuk  Cigars  Inc.,  Philadelphia,  be- 
gan sponsorship  last  Friday  (Jan.  9)  of 
Phillies  Jackpot  Bowling,  a  new  sports 
program  with  Leo  Durocher  as  m.c, 
over  NBC-TV  immediately  after  the 
Friday  boxing  telecasts  (approximately 
10:45-11  p.m.).  Agency:  Feigenbaum 
&  Wermen  Adv.,  Philadelphia. 

•  Waverly  Fabrics  Co.,  N.Y.,  is  spon- 
soring Monday  and  Tuesday  segments 
of  Decorating  Wavelengths  (NBC  Ra- 
dio, Mon.-Fri.  8:30-8:35  p.m.),  a  pro- 
gram on  home  decoration  with  NBC  an- 
nouncer, Ben  Grauer  and  his  wife,  Me- 
lanie  Kahane,  an  interior  and  industrial 
designer,  starting  Jan.  5.  Agency:  Ehr- 
lich,  Neuwirth,  Sobo  Inc.,  N.Y. 

Agency  appointments 

•  Procter  &  Gamble  appoints  Dancer- 
Fitzgerald-Sample,  N.Y.,  for  its  new 
White  Cloud  bathroom  tissue  made  by 
P&G's  Charmin  Paper  Products  Co. 
subsidiary. 

•  Revlon  Inc.,  N.Y.,  appoints  Heine- 
man,  Kleinfeld,  Shaw  &  Joseph  Inc., 
that  city,  to  handle  its  Thin-Down 
formula  for  weight  reduction  and 
figure  control. 

•  Paxton  &  Gallagher  Co.  (Butter-Nut 
coffee),  Omaha,  Neb.,  appoints  Tatham- 
Laird  Inc.,  Chicago,  as  its  national 
agency  except  for  west  coast  operations 
which  will  be  handled  by  DArcy  Adv., 
St.  Louis.  DArcy  appointment  is  effec- 
tive immediately,  T-L,  March  1.  Switch 
from  Buchanan-Thomas  Adv.,  Omaha, 
ended  a  34-year  relationship. 

•  Paine,  Webber,  Jackson  &  Curtis, 
N.Y.,  investment  banking  and  broker- 
age company,  appoints  Albert  Frank- 
Guenther  Law  Inc.,  that  city. 

•  Reynolds  Metals  Co.,  Richmond,  Va., 


lames  Los  Angeles  office  of  Lennen  & 
Newell  Inc.  for  its  Decorative  Foil  and 
Arrow  Brands  divisions. 

•  Catherine  Clark's  Brownberry  Ovens 
Inc.  (bread,  other  bakery  products), 
Oconomowoc,  Wis.,  appoints  Clinton  E. 
Frank  Inc.,  Chicago.  Bosch  Brewing 
Co.,  Houghton,  Mich.,  also  names 
Frank. 

•  Detroit  Times  (owned  and  operated 
by  Hearst  Corp.)  appoints  MacManus, 
John  &  Adams,  Bloomfield  Hills,  Mich., 
succeeding  Luckoff  &  Wayburn  Inc., 
Detroit. 

•  Standard  Brands  (Instant  Chase  & 
Sanborn  coffee),  N.Y.,  begins  four- 
week  saturation  campaign  on  Mutual 
today  (Jan.  5),  using  participation  on  two 
newscasts  and  20-second  adjacencies  to 
two  other  newscasts.  Agency:  Compton 
Adv.,  N.Y. 

•  General  Baking  Co.,  NY.,  has  ap- 
pointed Compton  Adv.  as  its  agency. 

•  Also  in  advertising 

o  Tilds  &  Cantz,  Los  Angeles  adver- 
tising agency,  plans  to  open  a  mid- 
western  office  in  Chicago  primarily  to 
service  a  new  account,  Lake  States  Im- 
ports, midwestern  distributor  of  Renault 
automobiles.  Tilds  &  Cantz  also  handles 
advertising  for  two  other  Renault 
distributors,  John  Green  Corp.  in  the 
Southwest  and  Northwest  Inc.  in  the 
Northwest. 

•  N.  W.  Ayer  &  Son  Inc.,  Philadelphia, 
has  signed  a  long-term  lease  agreement 
with  Rockefeller  Center  Inc.  for  28,000 
sq.-ft.  of  office  space  in  the  new  Time 
&  Life  Bldg.  now  under  construction  in 
New  York  on  the  Avenue  of  Americas 
between  50th  and  51st  Sts.  The  move, 
scheduled  for  the  fall  of  1959,  will  con- 
solidate Ayer's  New  York  operation  in 
one  building. 

•  Clinton  E.  Frank  Inc.  announces  en- 
largement of  Chicago  offices,  moving 
art,  media  and  production  departments 
into  5,000  sq.  ft.  of  new  space  on  the 
13th  floor  of  Merchandise  Mart.  Agency 
also  has  realigned  and  redecorated  pent- 
house offices  atop  Mart  and  will  retain 
research  and  accounting  departments  on 
15th  floor. 

•  Peter  Finney,  formerly  executive  v.p. 
and  director  of  Southern  Adv.  Inc.,  Lex- 
ington, Ky.,  announces  opening  of  his 
own  advertising  agency,  Peter  Finney  & 
Co.,  Miami,  with  offices  at  529  W. 
Flagler  St.  Agency,  according  to  Mr. 
Finney,  will  concentrate  on  business,  in- 
dustry and  tourism  in  South  Florida 
and  Latin  America. 

•  Henderson  Adv.  Agency,  Greenville, 


S.  C,  plans  construction  of  two-story 
office  building  to  include  more  than  10,- 
000  sq.  ft.  of  space  at  total  investment 
of  $175,000.  Occupancy  is  planned  by 
June  1959. 

•  Larue,  Cleveland  Inc.,  advertising 
agency,  has  been  formed  in  Detroit,  an- 
nounces President  Robert  Larue. 
Agency,  comprised  of  former  employes 
of  Holden,  Chapin,  Larue  Inc.,  is  lo- 
cated at  16418  W.  McNichols  Rd.,  De- 
troit 35,  Mich. 

•  Alan  Alch  ,  writer-director-producer 
for  Freberg  Ltd.,  L.A.,  and  previously 
with  Guild,  Bascom  &  Bonfigli,  S.F.,  has 
organized  his  own  firm  to  write  and 
produce  creative  advertising,  with  head- 
quarters at  Samuel  Goldwyn  Studios, 
1141  N.  Formosa,  Hollywood. 

•  Goodman  &  Rouse  Inc.,  Beverly 
Hills,  Calif.,  has  moved  to  8350  Santa 
Monica  Blvd.  Telephone:  Oldfield 
6-6200. 

•  Eisaman-Johns  Adv.  on  Jan.  15  is 
moving  into  new  and  larger  offices  in 
Taft  Bldg.,  1680  N.  Vine  St.,  Holly- 
wood. 

•  Lennen  &  Newell  has  moved  its 
Southern  California  office  to  9033  Wil- 
shire  Blvd.,  Beverly  Hills,  Calif.  Tele- 
phone: Crestview  1-7221. 

•  Kennedy,  Walker  &  Wooten  Inc., 
Beverly  Hills,  Calif.,  following  resigna- 
tion of  Eugene  Wooten,  changes  its 
name  to  Kennedy/Walker/Inc,  ef- 
fective Jan.  15.  Mr.  Wooten,  one  of  the 
founders  of  the  agency  in  1955,  retired 
because  of  ill  health  and  need  of  addi- 
tional time  to  devote  to  his  private  inter- 
ests. 

•  Goodman  &  Rouse,  Los  Angeles 
agency  formed  last  August  by  Mort 
Goodman  and  Art  Rouse,  moved  Jan. 
5  to  larger  quarters  at  8350  Santa 
Monica  Blvd.,  LA.  46.  Telephone: 
Oldfield  6-6200. 

•  Western  States  Advertising  Agencies 
Assn.  has  chosen  "New  Dimensions  in 
Advertising"  as  the  theme  of  its  1959 
annual  conference,  to  be  held  April 
23-25  at  the  Oasis  Hotel  in  Palm 
Springs,  Calif. 

•  General  Public  Relations  Inc.  (Ben- 
ton &  Bowles  subsidiary),  has  closed 
its  Los  Angeles  office  after  two  years. 
Burns  W.  Lee,  executive  vice  president, 
has  taken  over  offices  at  697  S. 
Hobart  Blvd.  for  the  present  and  re- 
activated his  own  firm,  Burns  W.  Lee 
Assoc.,  which  was  discontinued  when 
he  merged  forces  with  GPR.  Ted  Shields 
is  principal  associate  of  the  Lee  or- 
ganization and  Jacqueline  de  l'Eau 
Brown  is  radio-tv  manager. 
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THE  CAT  IS  OUT  OF  THE  BAG! 


§ 


1959's 
Brightest 
Television 
Star- 

FELIX 
THE  CAT 


260  brand  new  adventure  cartoons 
are  now  in  FULL  PRODUCTION 
for  TV  debut  in  September,  1959 

Unique  continuing  format  of 
FOUR-MINUTE  episodes  .  .  . 
NEW  stories  .  .  .  NEW  characters  .  .  . 
designed  specifically  for  television  .  .  . 
produced  in  beautiful  Eastman  Color  . 
or  striking  black  and  white. 

|  Audition  screenings  by  appointment: 

Call  or  wire: 

Richard  Carlton,  Vice  President 
in  Charge  of  Sales 

TRANS-LUX  TELEVISION  CORP. 
625  MADISON  AVE.,  N.  Y.  C. 
Phone:  PLaza  1-3110-1-2-3-4 


THE  MOST  IMPORTANT  NEW  TV  SHOW  FOR  CHILDREN  IN  THE  PAST  FIVE  YEARS!  -j 


"Imagin' 


me  goin'  ta  collidge!"  W JAR-TV  made  nationwide  headlines  recently  when  it 
initiated  a  live  TV  course  on  the  history  and  philosophy  of  communism.  Full 
academic  credit  was  given  by  Providence  College  and  enthusiastic  letters  poured 
in.  Daring,  imaginative,  unorthodox  local  programming  like  this  is  the  biggest 
single  reason  why  WJAR-TV  consistently 
walks  off  with  the  lion's  share  of  the 

audience  in  the  Providence  Market.  Cock^of-the-walk  in  the  PROVIDENCE  MARKET 
NBC    •    ABC    -    Represented  by  Edward  Petry   &  Co.,  Inc 


£  WJAR-TV 


CHANNEL  10 
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THE  MEDIA 


NBC-TV  GOES  'MINIMUM  BUY' 

'Must  buy*  now  banished  from  tv  networks 


NBC-TV  last  week  followed  the 
precedent  of  the  other  two  tv  networks 
and  announced  that  on  March  15  it 
will  abandon  its  "must  buy"  policy  of 
selling  network  time  and  institute  a 
"minimum  buy"  plan.  ABC-TV  has  had 
a  minimum  buy  system  in  effect  since 
the  network  began  operation  and  CBS- 
TV  announced  its  own  minimum  buy 
plan  last  month,  effective  March  1 
(Broadcasting,  Dec.  15,  Closed  Cir- 
cuit, Dec.  1). 

NBC-TV  is  notifying  advertisers  their 
orders  for  network  option  time  periods 
will  be  acceptable  if  they  include  sta- 
tions with  hourly  rates  totaling  at  least 
$95,000  in  Class  A  time  periods  or 
Class  C  hourly  network  rates  totaling 
$42,500  or  more.  The  Class  A  mini- 
mum is  74.6%  and  the  Class  C  mini- 
mum 66.8%  of  the  full  network  rates 
for  the  207  NBC-TV  stations  in  the 
U.S. 

Smaller  lineups  will  not  be  unac- 
ceptable but  will  be  subject  to  case-by- 
case  approval  by  NBC,  which  will  con- 
sider "the  practical  needs  of  national 
advertisers  with  unusual  marketing 
problems."  No  change  will  be  made  in 
network  standards  of  program  and  ad- 
vertising suitability  and  other  public 
interest  considerations. 

"Basics,"  "Optionals"  Out  •  After 
March  15,  NBC-TV  affiliates  no  longer 
will  be  listed  as  "basic"  or  "optional." 
NBC-TV's  must  buy  policy  required 
option  time  orders  to  include  all  basic 
affiliates,  of  which  there  were  57  on 
Jan.  1,  but  in  practice,  NBC  said,  line- 
ups bought  by  advertisers  have  been 
far  in  excess  of  this  list. 

The  Barrow  Report  to  the  FCC  had 
recommended  a  minimum  buy  instead 
of  a  must  buy  policy  for  networking 
and  NBC  Board  Chairman  Robert  W. 
Sarnoff,  testifying  before  the  FCC  on 
this  report  in  March  1958,  said  such  a 
change  would  not  seriously  disrupt 
NBC-TV  operations,  the  network  noted. 

Substantial  flexibility  in  station  selec- 
tion and  continued  maintenance  of  the 
network  as  a  national  medium  will 
result  from  the  NBC-TV  move,  Walter 
D.  Scott,  vice  president,  tv  network 
sales,  said.  He  noted  NBC-TV  adver- 
tisers have  been  ordering  lineups  total- 
ing considerably  more  than  the  new 
minimum  purchases  and  expressed  con- 
fidence they  will  continue  to  do  so  "to 
obtain  optimum  efficiency  in  terms  of 
national  coverage  and  penetration." 
Current  Class  A  lineups  are  well  above 
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Mr.  Sarnoff:  sees  no  disruption 

$100,000  and  typical  daytime  rates  are 
above  $42,500  in  Class  C  hourly  rates, 
he  said. 

CBS  STARTS  ITS  PCP 

$350,000  of  business 
signed  in  first  week 

CBS  Radio's  new  Program  Consoli- 
dation Plan  moved  through  its  first  week 
last  week,  and  officials  of  the  network 
reported  continuing  satisfaction  with  its 
reception  by  both  affiliates  and  adver- 
tisers. 

Another  $350,000  in  new  business 
was  signed  during  the  week,  according 
to  sales  vice  president  John  Karol,  who 
a  week  earlier  had  reported  $4.4  mil- 
lion signed  since  plans  for  PCP  were 
announced  two  months  before  (Broad- 
casting, Jan.  5). 

Officials  also  described  themselves  as 
pleased  with  affiliate  acceptance.  They 
said  another  one  of  the  13  affiliates  to 
whom  they  sent  cancellation  notices  had 
reconsidered  and  signed  up — this  in  ad- 
dition to  one  who  reconsidered  the  pre- 
ceding week — and  that  a  third  had  made 
a  counter-offer  which,  while  not  ac- 
ceptable, gave  them  hope  that  the 
station  might  go  all  the  way  and  en- 
dorse the  plan. 

They  made  plain — as  station  relations 
vice  president  William  Schudt  did  in 
the  cancellation  notices  he  sent  out — 
that  "the  same  contract"  was  being  of- 


fered all  affiliates,  with  special  deals  for 
none. 

Unconfirmed  reports  circulated  that 
KTRH  Houston  was  leaving  the  net- 
work, and  it  was  confirmed  that  this 
was  one  of  the  stations  which  had  been 
given  cancellation  notice.  Network  of- 
ficials said  they  had  had  no  further 
official  word  from  KTRH  about  the 
contract,  but  did  have  indirect  indica- 
tions that  led  them  to  think  the  station 
planned  to  go  along  with  PCP. 

In  his  cancellation  letters  Mr.  Schudt 
told  unsigned  stations  that  "we  have  no 
recourse  but  to  give  notice  of  termina- 
tion effective  July  1  [six  month's  notice 
was  required]."  He  told  the  stations 
"you  have  our  assurance  of  continued 
service  under  your  current  agreement 
until  the  effective  date  of  termination." 
He  also  left  the  way  open  for  stations 
to  reconsider. 

"I  can  tell  you  that  this  is  the  most 
difficult  decision  we  have  ever  had  to 
make,"  his  letters  said.  "We  hoped  we 
had  found  a  clean-cut  workable  solu- 
tion to  our  network-station  relationship 
— not  just  another  patching  job — a  solu- 
tion which  all  our  affiliates  could  en- 
dorse. To  you  and  the  few  others  who 
have  not  accepted  the  plan,  we  can  only 
express  our  regret  that  such  a  long  and 
pleasant  relationship  must  end. 

"We  appreciate  that  your  decision  is 
based  on  sound  business  judgment  and 
what  you  consider  to  be  the  best  inter- 
ests of  your  station.  However,  if  you 
think  there  is  any  area  for  further  dis- 
cussion or  any  additional  information 
we  could  furnish  which  might  cause 
you  to  reconsider  your  decision,  you 
may  be  certain  we  will  be  only  too 
happy  to  meet  with  you  at  your  con- 
venience for  such  a  discussion. 

"In  any  case,  on  behalf  of  Art  Hayes 
[network  president],  the  CBS  Radio 
radio  staff  and  myself,  I  would  like  to 
express  our  appreciation  for  your  co- 
operation during  our  years  of  associa- 
tion and  extend  to  you  our  very  best 
wishes  for  your  continued  success." 

The  $350,000  in  new  business  an- 
nounced by  CBS  Radio  last  week,  was 
placed  by  Ex-Lax,  Lever  Bros,  and  Mu- 
tual of  Omaha.  Ex-Lax  (through  War- 
wick &  Legler)  bought  six  weekly  units 
of  daytime  dramatic  programs  for  13 
weeks  starting  today  (Jan.  12);  Lever, 
for  Good  Luck  margarine  (through 
Ogilvy,  Benson  &  Mather),  signed  for 
22  units  a  week  in  daytime  drama  and 
news  programs  for  13  weeks  starting 
last  week  and  Mutual  of  Omaha 
(through  Bozell  &  Jacobs)  bought  11 
weekly  segments  of  dramatic  and  sus- 
pense programs  plus  five  weekly  units 
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of    news    for    eight    weeks  starting 
March  1. 

PCP,  in  which  CBS  Radio  reduced 
and  regrouped  its  programimng  and 
put  station  payments  primarily  on  a 
program  rather  than  cash  basis,  went 
into  effect  Jan.  5. 

Treyz  claims  ABC-TV 
now  fully  competitive 

After  a  year  of  decision — 1958 — 
ABC-TV  has  effectively  narrowed  the 
gap  between  it  and  the  other  two  tv 
networks,  ABC-TV  President  Oliver 
Treyz  stated  last  week.  He  noted  that 
increase  of  ABC-TV  primary  affiliates 
to  88  (from  79),  increase  of  live  cover- 
age to  86.5%  (from  82.7%)  and  ABC- 
TV's  addition  of  "the  largest  single 
block  (of  programming)  ever  started  at 
one  time" — its  now-famous  "Daybreak" 
concept — all  added  up  to  one  thing: 
ABC-TV  grew  "at  a  rate  far  faster  than 
the  industry  as  a  whole." 

ABC-TV,  now  covering  the  top  33 
markets  (and  77  out  of  the  top  100), 
has  increased  its  client  roster  from  50 
to  63,  also  has  "nearly  doubled"  the 
number  of  commercial  hours  sold:  From 
27  in  1957  to  48  in  1958. 

As  such,  Mr.  Treyz  noted,  ABC-TV 
had  fully  realized  its  "five  year  plan" 
drawn  up  in  1953  when  ABC  merged 
with  United  Paramount  Theatres.  Ob- 
ject: to  become  fully  competitive  within 
five  years. 

Optimism  also  was  expressed  by  Ed- 
ward J.  DeGray,  vice  president  in 
charge  of  ABC  Radio.  He  said  the  net- 
work closed  out  1958  with  a  23%  gain 
in  sponsored  time  over  last  year  and  a 
12%  audience  gain. 

'Chicago  Sun-Times' 
Purchases  'Daily  News 

Knight  Newspapers  Inc.,  which  owns 
broadcast  properties,  last  Monday,  (Jan. 
5)  sold  the  Chicago  Daily  News  to  the 
Chicago  Sun-Times  for  an  estimated 
$18  million. 

Majority  control  of  the  News  was 
sold  to  Field  Enterprises  Inc.  at  $50  a 
share.  Over  75%  of  481,293  outstand- 
ing shares  were  held  by  Knight  News- 
papers Inc.,  members  of  the  Knight 
family  and  executives  and  employes  of 
the  Knight  chain.  Minority  sharehold- 
ers will  be  offered  $50  a  share. 

John  S.  Knight  stated  his  chain  of 
newspapers  and  radio-tv  properties 
"will  continue  to  expand  in  areas  where 
the  demands  upon  my  personal  super- 
vision will  not  be  as  insistent."  Mr. 
Knight,  who  bought  control  of  the 
News  in  1944,  at  one  time  owned 
27.7%  interest  in  WIND  Chicago.  The 
station  was  later  sold  to  Westinghouse 
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Broadcasting  Co.  for  $5.3  million 
(Broadcasting,  Sept.  3,  1956). 

Knight  radio-tv  properties  include 
substantial  minority  interests  in  WAKR- 
AM-FM-TV  Akron,  Ohio,  and  WCKR- 
WCKT  (TV)  Miami.  A  Knight  execu- 
tive reports  present  plans  do  not  now 
call  for  the  acquisition  of  additional 
broadcast  properties. 

Field  Enterprises  was  active  in  broad- 
cast properties  about  10  years  ago,  but 
gradually  divested  its  interests  in  a 
radio  retrenchment  program.  Carl 
Weitzel,  executive  vice-president  of 
Field  Enterprises,  stated  his  company 
has  no  plans,  at  present,  to  re-enter  the 
broadcast  field. 

SUBURBAN  READING 
RAB  has  new  ammo 
for  war  on  newspapers 

A  new  sales  tool,  designed  to  help 
radio  stations  sell  more  effectively 
against  their  newspaper  competitors,  is 
being  announced  today  (Jan.  12)  by  Ra- 
dio Advertising  Bureau. 

It's  a  study  of  newspaper  penetration 
of  the  growing  suburban  areas  of  the  na- 
tion's top  50  markets.  In  the  average 
market,  it  shows,  all  newspapers  com- 
bined reach  only  42.2%  of  the  homes 
in  the  retail  trading  zone.  In  some 
markets  the  combined  newspaper  cover- 
age is  less  than  20%  of  the  retail  trading 
zone  homes,  RAB  reported. 

The  Bureau  offered  this  breakdown 
of  homes  covered  by  newspapers  in  a 
major  West  Coast  market,  one  of  the 
nation's  top  10: 

RETAIL  TOTAL 
CITY      TRADING  BOTH 
NEWSPAPER       ZONE        ZONE  ZONES 
PAPER  A  21.5%       13.7%  15.9% 

PAPER  B  34.7  13.9  19.8 

PAPER  C  30.1  5.6  12.5 

PAPER  D  26.4  2.9  9.6 

PAPER  E  54.2  35.0  45.1 

TOTAL 

UNDUPLICATED 

COVERAGE        59.3  30.8  41.0 

For  an  East  North  Central  market,  in 
the  top  20,  comparable  figures  were 
given  as  follows: 

RETAIL  TOTAL 
CITY       TRADING  BOTH 
NEWSPAPER       ZONE        ZONE  ZONES 
PAPER  A  45.4%       26.7%  39.3% 

PAPER  B  37.1  17.8  30.9 

PAPER  C  37.8  13.9  30.1 

TOTAL 

UNDUPLICATED 

COVERAGE        77.0  42.9  66.0 

RAB  President  Kevin  B.  Sweeney 
said,  "The  fact  that  the  figures  prove  a 
severe  drop-off  in  newspaper  outside- 
city  penetration  is  not  surprising — this 
has  been  general  advertising  industry 
knowledge  for  years.  But  what  this  an- 
alysis does  offer  the  advertiser  is  an  at- 
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a-glance,  exact  measurement  of  that 
drop-off  factor.  So  far  as  we  know,  this 
has  never  been  made  available  before 
for  the  top  50  markets." 

By  comparison  with  the  newspaper 
figures,  A.  C.  Neilsen  Co.  data  show 
that  more  than  89%  of  all  radio  homes 
— which  means  virtually  all  homes — 
are  reached  in  a  week  by  radio. 

The  RAB  study  is  being  distributed 
to  member  stations,  networks  and  sta- 
tion representatives  and  also  will  be 
made  available  to  national-level  adver- 
tising agencies,  RAB  said. 

KCOP  (TV)  replacing 
struck  technicians 

KCOP  (TV)  Los  Angeles  is  replacing 
striking  members  of  Local  45,  Inter- 
national Brotherhood  of  Electrical 
Workers  with  new  "permanent"  em- 
ployes, Manager  Alvin  G.  Flanagan  has 
said.  The  station  continues  with  oper- 
ations normal. 

The  strike  was  sanctioned  by  Los 
Angeles  Central  Labor  Trades  Council 
comprising  all  AFL-CIO  unions  and 
AFM  Hollywood  Local  47  has  "sug- 
gested" that  its  members  respect  IBEW 
picket  lines,  with  some  doing  so  but 
other  musicians  continuing  to  perform 
at  KCOP.  AFTRA  expects  to  consider 
its  official  stand  at  tonight's  board 
meeting. 

Changing  Hands 

Announced  •  The  following  sale  of  a 
station  interest  was  announced  last 
week.  It  is  subject  to  FCC  approval: 

•  KGDE  Fergus  Falls,  Minn.:  Sold  to 
Carroll  Crawford  and  Kingsley  Murphy 
Jr.  (interest  in  KRNT-TV  Des  Moines 
through  40%  ownership  of  station  by 
father's  estate)  by  Harold  L.  Dell  for 
$124,000.  The  sale  was  handled  by 
Blackburn  &  Co.  KGDE  is  on  1250  kc 
with  1  kw,  day,  500  w,  night,  direc- 
tional antenna  night,  and  is  affiliated 
with  MBS. 

Approved  •  The  following  transfer  of 
a  station  interest  was  approved  by  the 
FCC  last  week  (also  see  For  The  Rec- 
ord, page  99): 

•  KNAC-TV  Fort  Smith,  Ark. :  Sold  to 
Donald  W.  Reynolds  (49%  stock- 
holder) by  Harry  Pollock  for  $595,000 
for  the  remaining  51%.  Mr.  Reynolds, 
newspaper  publisher,  is  the  permittee 
of  KHAD-TV  Laredo,  Tex.,  and  has 
controlling  interests  in  KOLO-AM-TV 
Reno,  KLRJ-TV  Henderson,  and 
KORK  Las  Vegas,  aU  Nevada,  and 
KFSA  Fort  Smith  and  KBRS  Spring- 
dale,  both  Arkansas.  Comrs.  Rosel 
Hyde,  Robert  Bartley  and  Frederick 
Ford  dissented  in  this  grant  on  the 
concentration  issue.  KNAC-TV  is  on 
ch.  5  and  is  affiliated  with  CBS-TV. 


NEGOTIATIONS 


FINANCING 


Experience  is  gained  through 
active  participation.  It  takes 
years  to  gain  the  experience 
that  insures  the  complete  sat- 
isfaction of  buyer  and  selle'r. 
This  experience  is  typified  in 
every  Blackburn  and  Com- 
pany transaction. 


APPRAISALS 


RADIO  -  TV  -  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C  OFFICE 
James  W.  Blackburn 
Jock  V.  Harvey 
Joseph  M.  Sitrick  3 
Washington  Building 
STerltng  3-4341 


MIDWEST  OFFICE 

H.  W.  Cassill 
William  B.  Ryan 
13  N.  Michigan  Avenue 
Chicago,  Illinois 
Financial  6-6460 


SOUTHERN  OFFICE 
Clifford  B.  Marshall 
Stanley  Whitaker 
Healey  Building 
Atlanta,  Georgia 
JAekson  5-1576 


WEST  COAST  OFFICE 

Colin  M.  Selph 
California   Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 


Qfe  are  pleased  to  announce,  as  brokers, 
our  most  recent  major  transaction: 


$3,000,000 

KFRE  Radio  &  Television  Stations 
.  Fresno,  California 

Sold  To 

TRIANGLE  PUBLICATIONS,  INC. 


HOWARD  E.  STARK 

^Brokers  ^  (Consultants 

5D  East  5Bth  Street      New  York,  N.Y.      ELddradd  5-04D5 


BROADCASTING,  January  12,  1959 


61 


AFTRA,  Chicago  o&o's 
agree  on  new  contract 

Members  of  the  Chicago  chapter  of 
American  Federation  of  Tv  &  Radio 
Artists  last  Thursday  ratified  terms  of 
a  new  two-year  agreement  with  local 
network  o  &  o  outlets,  plus  WGN-AM- 
TV  and  WLS.  The  local  also  approved 
the  national  network  pact. 

In  addition,  the  local  set  machinery 
in  motion  for  opening  discussions  with 
Chicago  independent  (or  so-called 
Class  "B")  stations  about  Feb.  1.  Their 
contracts  with  AFTRA  expire  April  1, 
1959. 

Basic  feature  of  pacts  negotiated  with 
ABC's  WBKB  (TV),  NBC's  WNBQ 
(TV)  and  WMAQ,  CBS'  WBBM-AM- 
TV,  WGN-AM-TV  and  WLS  Inc. 
(owned  by  American  Broadcasting- 
Paramount  Theatres  Inc.  and  Prairie 
Farmer  Inc.)  is  a  $20  increase  in  week- 
ly base  pay  of  staff  announcers — from 
$170  to  $190.  Pay  of  announcers  at 
WLS,  affiliated  with  both  ABC  and 
MBS,  will  be  raised  from  $160  to  $180. 

AFTRA-Chicago  also  won  a  limita- 
tion on  the  number  and  length  of  sta- 
tion break  announcements  for  radio-tv 
within  any  60-minute  segment.  Staff 
announcers,  heretofore  paid  for  such 
announcements  in  participation  pro- 
grams, also  will  receive  premium  pay 
for  commercials  in  station  break  time. 
Announcements  are  limited  to  70  sec- 
onds each  and  four  per  hour.  This  pro- 
vision was  a  feature  of  tv  contracts 
negotiated  two  years  ago. 

Sports  announcers  will  receive  a  flat 


$  1 00  fee  per  sports  event  broadcast  in- 
stead of  announcers'  rates  under  pre- 
vious pacts.  Stations  also  acceded  to 
the  union's  request  for  a  minimum  13 
weeks  of  employment  to  establish  eli- 
gibility for  AFTRA's  multiple  program 
discount  structure.  Another  provision: 
150%  increase  in  rates  for  transcrip- 
tions used  in  non-metropolitan  Chicago 
areas. 

AFTRA  spokesmen  declined  to  spell 
out  demands  to  be  made  on  inde- 
pendent stations  in  forthcoming  talks. 
Their  salaries  range  between  $120  and 
$160  and  agreements  are  expected  to 
vary  among  independent  stations. 

AFTRA  also  announced  last  week 
that  its  New  York  local  has  ratified  the 
contract,  agreed  upon  by  the  union 
and  networks  several  weeks  ago 
(Broadcasting,  Dec.  29,  1958).  The 
balloting  was  held  last  Monday  (Ian. 
5)  and  was  to  be  followed  by  contract 
ratification  meetings  in  Chicago  last 
Thursday  (Ian.  8)  and  in  Los  Angeles 
on  Wednesday  (Ian.  14). 

Baltimore  stations 
get  ad  tax  refund 

Baltimore  radio  and  tv  stations  re- 
ceived refunds  totaling  $69,415  from 
the  City  of  Baltimore,  based  on  taxes 
collected  by  the  city  before  its  adver- 
tising tax  was  held  unconstitutional 
(Broadcasting,  Oct.  20.  1958). 

Total  refunds  of  more  than  $1.1 
million  were  made  by  the  city  council, 
with  two  major  newspaper  firms  re- 
ceiving over   $1    million.  Newspapers 


Around  the  world  in  eighty  minutes  •  The  National  Press  Club  in 
Washington,  D.C.,  played  host  to  six  NBC  newsmen,  home  from  their 
world-wide  beats,  at  a  luncheon  last  week,  following  which  there  was  a 
brisk  80-minute  report  and  question-answer  session  on  the  international 
scene.  Grouped  around  National  Press  Club  President  lohn  Horner  (c), 
of  the  Washington  Evening  Star,  are  (from  left) :  Cecil  Brown,  Tokyo; 
Welles  Hangen,  Cairo;  loseph  C.  Harsch,  London;  Edwin  Newman,  Paris; 
Irving  R.  Levine,  Moscow,  and  lohn  Rich,  Berlin. 


and  broadcasters  are  in  turn  making 
refunds  to  advertisers. 

Among  refunds  to  broadcast  stations: 
WFBR  $10,766;  WEBB  $3,639;  WIZ- 
TV  $12,013;  WITH  $12,627;  WMAR- 
TV  $1,290;  WCBM  $10,490;  WBAL- 
TV  $15,432;  WBMD  $3,158. 

The  city  taxing  ordinance  had  speci- 
fied that  the  levy  on  radio-tv  stations 
applied  to  the  sale  of  time  intended  for 
the  state  of  Maryland.  WMAR-TV 
took  the  position  from  the  start  that  it 
would  only  collect  taxes  on  political 
time,  contending  other  broadcast  ad- 
vertising was  intended  for  viewers  out- 
side as  well  as  inside  the  state  line.  As 
a  result  its  city  refund  was  much  less 
than  those  paid  other  stations. 

Ed  Noble's  will  filed 

The  will  of  Edward  I.  Noble,  largest 
single  stockholder  of  American  Broad- 
casting-Paramount Theatres,  left  $3 
million  to  his  widow,  established  a  $2 
million  trust  fund  for  his  daughter,  Mrs. 
lune  Noble  Smith,  and  after  a  number 
of  smaller  bequests  left  the  rest  to  the 
Edward  lohn  Noble  Foundation.  The 
will,  filed  for  probate  last  week  in 
Greenwich,  Conn.,  did  not  indicate 
either  the  disposition  to  be  made  of  his 
AB-PT  stock  or  the  total  worth  of  the 
estate.  Mr.  Noble,  who  died  Dec.  28  at 
the  age  of  76  (Broadcasting,  Ian.  5), 
owned  about  75%  of  the  preferred  and 
8%  of  the  common  stock  of  AB-PT. 
Much  of  this,  especially  in  common 
shares,  was  in  the  name  of  the  founda- 
tion, which  he  set  up  in  1940  and 
which  has  made  many  contributions  for 
educational,  religious  and  charitable 
purposes. 

•  Media  notes 

•  KTLA  (TV)  Los  Angeles  announces 
program  rates  have  been  increased 
33%,  to  a  base  rate  of  $2,000  for  an 
hour  of  Class  A  time  (6:30-11  p.m.)  in 
rate  card  #9,  effective  Jan.  1,  1959. 
Current  advertisers  receive  six  months 
protection  against  imposition  of  the  new 
rate  scale,  first  increase  in  KTLA  time 
charges  since  Oct.  15,  1955,  Dick  Jol- 
liffe,  general  sales  manager,  said  in  an- 
nouncing the  new  card. 

•  Keystone  Broadcasting  System  an- 
nounces addition  of  seven  affiliates  (new 
total:  1,051):  KBRV  Soda  Springs,  Ida.; 
WLDS  lacksonville,  111.;  WHLT  Hunt- 
ington, Ind.;  WDOE  Dunkirk,  N.  Y.; 
WLSB  Copperhill,  Tenn.;  KBCS  Grand 
Prairie,  Texas,  and  KRSC  Othello, 
Wash. 

•  XETV  (TV)  Tijuana,  Mex.  (San  Di- 
ego), appoints  William  Nietfeld  & 
Assoc.,  San  Diego,  to  handle  its  ex- 
ploitation and  public  relations. 
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 GOVERNMENT  

IT'S  YES-BUT  ON  OPTION  TIME 

FCC  set  to  rule  network  practice  necessary  but  not  very  nice 


A  critical  analysis  of  option  time  and 
how-4t-£[Ilegedly  serves  television  net- 
works— and  in  great  part  disserves  sta- 
tions and  the  public — has  been  virtually 
adopted  by  the  FCC. 

But  the  FCC  majority — a  slim,  one- 
vote  majority  it  appeared  at  the  end 
of  last  week — toned  down  the  harsh 
judgment  implicit  in  the  basic  portion 
of  the  document  by  concluding  that 
option  time  is  reasonably  necessary  for 
television  networking. 

The  report  on  option  time  was  to  be 
the  subject  of  a  session  of  the  Commis- 
sion Friday.  Because  of  the  absence  of 
Comr.  Robert  E.  Lee,  final  acceptance 
of  the  memorandum  was  put  off  to 
Wednesday  of  this  week. 

If  present  lines  hold,  it  is  estimated 
that  the  document  will  be  accepted  by  a 
majority  vote.  Comrs.  Robert  T.  Bartley 
and  Frederick  W.  Ford  reportedly  are 
the  unwavering  minority.  Comr.  Rosel 
H.  Hyde  is  not  committed. 

If  and  when  accepted,  the  statement 
of  principles  on  option  time  will  be 
submitted  to  the  Justice  Dept.  for  its 
consideration.  The  Justice  Dept.  in- 
formed the  FCC  last  April  that  in  its 
opinion  option  time  was  an  out-and- 
out  violation  of  the  antitrust  laws. 

Need  for  Options  •  The  key  finding, 
it  is  understood,  is  that  option  time  is 
required  to  permit  networks  to  assure 
national  advertisers  of  a  national  lineup 
of  stations. 

Although  the  study  states  that  many 
stations  probably  would  be  more  inter- 
ested in  network  affiliation  without  op- 
tion time,  the  absence  of  this  agreement 
giving  networks  first  call  on  certain 
hours,  primarily  the  prime,  nighttime 
hours,  would: 

•  Cause  uncertainty  in  both  pro- 
gramming and  sales  effort. 

•  Cause  a  "checkerboarding"  of 
clearances  which  might  result  in  the 
eating  away  of  network  service. 

•  Cause  networks  to  go  into  red  ink 
operation  since  loss  of  business  has  a 
dual  impact  on  network  economics — 
loss  of  revenue  from  the  advertiser,  and 
the  cost  to  the  network  of  continuing 
to  program  the  time  period. 

•  Cause  a  decline  in  network  pro- 
gram quality,  since  advance  planning 
would  be  impossible  and  financial  losses 
would  cause  networks  to  be  more  con- 
servative in  underwriting  first-rate  pro- 
grams. 

•  Cause  the  decline  of  live  programs. 
Among  other  points  understood  to 


be  made  by  the  report  is  the  opinion 
that  option  time  does  not  play  a  signifi- 
cant part  in  competition  among  the  three 
major  tv  networks. 

The  report  finds  that  option  time 
works  to  the  disadvantage  of  non- 
network  organizations  like  independent 
program  producers,  film  syndicators, 
station  representatives  and  also  non- 
network  advertisers  using  national  or 
local  spot.  Not  only  are  they  excluded, 
generally,  from  prime  hours,  but  the 
threat  of  the  56-day  pre-emption  by  net- 
works of  option  time  makes  these  ad- 
vertisers chary  of  buying  prime  time 
on  an  affiliated  station. 

Station  Scarcity  •  The  report  ac- 
knowledges that  the  principal  problem 
is  the  lack  of  comparable  facilities  in 
key  markets. 

It  is  agreed  that  the  public  benefits 
from  the  quality  of  programs  served 
by  networks. 

Threaded  throughout  the  discussion 
of  option  time  is  the  implication  that 
under  present  network  practices,  sta- 
tions do  not  have  freedom  to  program 
as  they  would  like. 

It  is  agreed,  however,  that  a  network 
affiliation  is  desirable,  for  without  one, 
many  stations  would  operate  at  a 
marginal  if  not  a  loss  level.  The  net- 
work, the  report  states,  provides  a  pro- 
gram service  that  is  of  importance  to 
the  station — and  after  the  free  hours 
pays  the  station  for  carrying  these  com- 
mercial programs. 

Contradictions  Claimed  •  The  option 
time  findings  include  one  section  on  the 
contradictory  position  of  networks  and 
stations  in  their  economic  affairs. 

Networks  affiliate  with  stations  for 
the  purpose  of  establishing  a  package 
for  national  advertising,  yet  networks 
also  sell  spot  business  through  their 
spot  representation;  stations  affiliate 
with  networks  for  national  advertising, 
yet  also  seek  national  spot  business 
through  their  representatives.  Even  film 
syndicators  exhibit  this  dual  trait:  They 
often  sell  their  products  to  a  network 
for  national  exposure;  at  the  same  time 
they  are  syndicating  their  products  to 
individual  stations  for  spot  business. 

Independent  program  producers  are 
limited  sharply  in  prime  evening  hours, 
the  report  states,  because  about  66%  % 
of  the  total  nighttime  viewing  audience 
is  focused  in  the  three  hours  usually 
considered  option  time.  This  leaves  only 
a  third  of  the  night  time  audience 


available  for  non-network  programs,  it 
points  out. 

The  benefits  of  option  time  for  in- 
dependent program  syndicators  is  also 
discussed,  although  it  is  presumed  that 
syndicators  could  not  provide  the  entire 
range  of  services  proffered  by  a  network 
and  thus  would  have  little  to  offer  a 
station  in  competition  with  a  network 
affiliation. 

Although  station  representatives  have 
benefited  from  the  worth  of  adjacen- 
cies to  network  programs,  it  is  found 
that  in  the  main  they  have  suffered  be- 
cause networks  have  prime  hours  sewed 
up  under  option  agreements  with  affili- 
ates. 

Film  syndicators  also  have  suffered, 
the  report  states,  because  with  most  of 
the  prime  hours  optioned,  and  with  the 
shortage  of  facilities,  they  must  con- 
centrate on  the  less  financially  attractive 
hours,  with  a  resulting  concentration 
on  small-budget  programs  which  bring 
in  smaller  profits. 

Revision  Under  Review  •  The  re- 
port under  consideration  on  Friday  is 
the  second  draft  of  the  option  time  find- 
ings. The  first  draft  was  submitted  last 
November,  and  caused  a  heated  debate 
among  the  commissioners  (Broadcast- 
ing, Dec.  1).  The  subject  was  reviewed 
several  times  since  then,  the  last  times 
being  Dec.  31  and  Jan.  2. 

The  35-page,  single  space  document 
was  written  by  the  Commission's  Office 
of  Network  Study.  This  group  was 
established  in  the  fall  of  1957  following 
the  culmination  of  the  two-year,  $221,- 
000  investigation  of  television  networks 
by  a  1 3-man  staff  headed  by  Dean 
Roscoe  Barrow  of  the  U.  of  Cincinnati 
Law  School. 

The  ONS  is  headed  by  Warren  Baum, 
an  economist.  Mr.  Baum  was  a  mem- 
ber of  the  original  network  study  staff. 
Other  staff  members  still  working  on 
the  program  section  of  the  report  are 
attorneys  Ashbrook  P.  Bryant  and 
James  F.  Tierney.  ONS  advisers  are 
Dean  Barrow  and  Drs.  Louis  H.  Mayo 
and  Jesse  Markham,  the  latter  two  also 
having  been  members  of  the  study  staff. 

Capitol  Hill  ethics 

Sen.  Kenneth  Keating  (R-N.  Y.)  last 
week  criticized  a  staff  report  of  the 
House  Antitrust  Subcommittee  for  fail- 
ing to  recommend  a  code  of  ethics  for 
members  of  Congress  as  well  as  other 
federal  officials. 
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COX  ASKS  BOOSTERS,  REIN  ON  CATV 


Staff  council's  report  to  Senate  Commerce 
Committee  recommending  vhf  boosters,  tight 
control  over  CATV  is  at  odds  with  FCC  views 


The  FCC  must  exert  strict  controls 
over  community  antenna  television  sys- 
tems and  should  allow  vhf  boosters 
which  do  not  cause  interference,  a  staff 
report  to  the  Senate  Commerce  Com- 
mittee by  special  counsel  Kenneth  Cox 
has  recommended. 

Both  of  the  above  recommendations 
are  in  direct  conflict  with  the  FCC's 
own  views.  The  Commission  has  dis- 
avowed any  jurisdiction  over  CATV 
and  just  two  weeks  ago  (Broadcasting, 
Jan.  5)  for  the  third  time  ruled  that  vhf 
boosters  are  illegal  and  ordered  them 
either  to  shift  to  uhf  within  90  days  or 
go  off  the  air. 

Scheduled  for  release  today  (Jan.  12), 
the  report  covers  the  problems  of  sup- 
plying adequate  tv  service  for  sparsely- 
populated  areas  of  the  U.  S.  Specific 
fields  covered  include  CATV,  satellites, 
translators,  boosters  and  private  and 
common-carrier  microwave  facilities. 

Mr.  Cox  stated  the  Commission  must 
take  immediate  action  to  solve  the  prob- 
lems "even  though  no  solution  presents 
itself  which  does  not  involve  injury  or 
loss  for  someone.  ...  If  the  Commission 
fails  to  act  promptly,  the  problems  will 
grow  in  number  and  difficulty  and  in- 
superable obstacles  to  the  fullest  possible 
service  to  the  public  may  be  erected." 

Throughout  his  report,  Mr.  Cox 
stressed  the  desirability  of  a  truly  local 
station  over  a  system  providing  im- 
ported signals  of  stations  located  many 
miles  away. 

"The  Commission  may  be  able  in- 
directly to  enhance  the  possibility  of 
successful  operation  of  tv  stations  in 
small  communities  by  encouraging  the 
development  of  more  economical  equip- 
ment, by  building  industry  awareness  of 
the  problem  and  by  stimulating  policies 
on  part  of  networks,  agencies  and  adver- 
tisers .  .  ."  counsel  Cox  stated.  "The 
Commission  should  keep  the  goal  of  the 
greatest  degree  of  local  service  always 
in  the  forefront  in  all  its  deliberations 
and  actions." 

He  stated  the  FCC  has  been  fairly 
successful  in  bringing  tv  service  to  90% 
of  the  American  people  but  "it  has  been 
notably  less  successful  in  attaining  the 
objective  of  widespread  local  service." 
Only  about  25%  of  the  cities  allocated 
channels  actually  have  operating  sta- 
tions, he  said.  There  are  a  substantial 
number  of  cities  which  would  have  a 
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reasonable  chance  to  sustain  at  least 
one  station  were  it  not  for  problems 
raised  by  action,  or  lack  of  action,  by 
the  Commission  in  the  allocations  field." 

Why  the  Delay?  •  Mr.  Cox  hit  the 

"apparently  haphazard  manner"  in 
which  the  FCC  decided  that  it  has  no 
jurisdiction  over  CATV.  "It  appears 
that  the  last  pleading  ...  in  this  case 
had  been  filed  in  August  1956  .  .  .  so 
the  long  delay  in  announcing  a  decision 
[in  April  1958]  seems  difficult  to  under- 
stand," he  stated.  "The  opinion  is  some- 
what unsatisfactory.  ...  It  is  difficult 
to  see  how  the  Commission  can  dis- 
charge its  overall  responsibilities  with- 
out authority  over  this  important  aspect 
of  tv  service." 

Mr.  Cox  said  the  Commission's  at- 
titude on  boosters  "was  clearly  not  cal- 
culated to  win  public  cooperation."  The 
FCC's  action,  he  stated,  was  motivated 
by  a  proper  concern  over  the  danger  of 
interference.  "The  Commission  failed 
to  step  in  and  provide  a  sound  scheme 
of  regulation  for  boosters,  he  said,  "and 
when  their  spread  seemed  to  create 
dangers  of  serious  interference,  it  sought 
simply  to  stamp  them  out  without  pro- 
viding any  reasonable  alternative." 

The  FCC  is  charged  by  statute  to 
make  sure  boosters  do  not  create  inter- 
ference, the  attorney  stated,  but  it 
should  operate  on  the  principle  that 
interference  is  not  to  be  assumed  but 
must  be  proved.  "If  vhf  boosters  are 
technically  feasible,  as  seems  demon- 
strated by  their  operations  to  date,  the 


Counsel  Cox:  unhappy  with  rural  tv  service 


Commission  should  accept  them  .  .  . 
which  means  authorizing  such  facilities 
under  proper  rules." 

Unfair  Competition  •  Several  recent 
actions  by  the  FCC  in  authorizing  other 
types  of  tv  services  in  communities  al- 
ready served  by  a  local  station  "may  be 
said  to  make  the  competition  unfair"  to 
the  local  station,  Mr.  Cox  stated.  "It  is 
therefore  quite  understandable  that  the 
broadcasters  who  appeared  before  the 
committee  feel  that  they  have  been  sub- 
jected to  unfair  competition  by  CATV 
systems — especially  where  that  competi- 
tion has  been  rendered  more  severe  by 
action  on  the  part  of  the  FCC,"  the  re- 
port stated. 

Mr.  Cox  mentioned  several  specific 
cases  in  which  this  charge  was  made. 

The  report  also  backed  the  conten- 
tions of  some  small-market  broad- 
casters that  the  FCC,  through  its  ac- 
tions, has  indirectly  changed  its  table 
of  allocations  and  altered  its  rules.  "It 
seems  incredible  that  the  Commission 
.  .  .  appears  to  be  on  the  verge  not  only 
of  acquiescing  in  such  changes  but 
actually  encouraging  them  without  ever 
facing  up  to  a  decision  of  the  underly- 
ing policy  questions  involved,"  Mr.  Cox 
stated. 

He  then  added: 

"While  it  may  be  true  that  the  FCC 
has  not  altered  any  formal  rule  ...  it 
seems  clear  that  the  Commission  has 
permitted,  or  has  itself  effected,  sub- 
stantial changes  in  the  competitive  situ- 
ations facing  the  stations  concerned  [12 
instances  were  cited]."  He  said  it  was 
quite  natural  that  boosters,  satellites,  etc. 
were  established  when  it  was  discovered 
that  the  FCC's  channel  assignments  left 
several  "white"  areas  throughout  the 
country. 

"All  of  these  devices  have  their 
merits  and  their  drawbacks,"  he  said. 
"It  is  quite  probable  that  all  of  them 
will  be  needed  to  provide  maximum 
service  to  the  public — at  least  for  some 
time.  Under  these  circumstances  it 
seems  clear  that  the  Commission  should 
have,  and  should  vigorously  exercise, 
regulatory  power  over  all  of  these  al- 
ternative means  of  bringing  television 
service  to  the  public.  It  is  difficult  to 
see  how  the  Commission  can  perform 
its  duties  to  the  public — and  effectuate 
the  will  of  Congress — without  such 
broad  and  inclusive  authority,  because 
these  various  services  interact  upon 
each  other  in  many  ways.  It  is  unfair 
to  impose  standards  of  public  service 
on  part  of  those  who  furnish  television 
service  to  the  public  while  leaving 
others  similarly  engaged  free  of  all  such 
obligations.    It  seems  quite  clear  that 
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FIRST  IN  PULSE! 

For  the  Fifth  Straight  Time  —  KJAY  Action  Radio 
has  captured  the  Pulse  of  Topeka  —  Again  KJAY 
LEADS  in  total  share-of -audience  all  day  long  from 
6  AM  to  6  PM! 

(Topeka  Metro  Pulse,  October  195  8) 
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KJAY  offers  TOPEKALAND  advertisers  the  BUYER 
ACTION  formula.  General  Manager  Ed  Schulz  can 
give  you  this  formula,  or  nationally,  contact  KJAY's 
NEW  National  Reps  — 


Gill  -  Perna 


NEW  YORK,  CHICAGO.  DETROIT,  LOS  ANGELES,  SAN  FRANCISCO 
IN  ST.  LOUIS:  JACK  H EATH ERI NGTON 
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Serving  516,486  people  in 
22  rich  Kansas  Counties 


TOPEKA,  Kansas 


5000  WATTS 
1440  on  your  dial 


the  overall  television  industry  cannot 
thrive  and  grow,  to  the  greatest  ultimate 
public  interest,  if  it  continues  to  exist 
only  half  regulated." 

Help  From  Congress  •  Writing  his 
report  before  the  FCC  reached  its  final 
decision  on  CATV,  Mr.  Cox  said  if 
the  agency  decided  it  did  not  have 
jurisdiction  it  should  immediately  ask 
Congress  to  give  it  such  authority.  On 
the  same  problem,  he  said,  the  FCC 
should  give  careful  consideration  to 
cable  systems'  use  of  tv  programs  with- 
out permission  of  stations  or  networks. 
Steps  should  be  taken  to  assure  stations 
of  reasonable  exclusivity  for  program- 
ming in  their  respective  markets,  Mr. 
Cox  told  the  committee. 

"While  much  of  this  falls  within  the 
province  of  the  courts,  there  is  a  sub- 
stantial area  in  which  the  Commission 
should  act,"  he  said.  "In  particular 
[FCC]  should  give  immediate  attention 
to  the  advisability  of  requiring  special 
common  carriers  serving  CATV  systems 
to  furnish  proof  that  they  have  consent 
of  the  stations  whose  signals  they 
carry." 

Mr.  Cox  said  he  recognized  that  the 
FCC  already  is  overburdened  in  its 
workload  and  that  an  increase  in  staff 
and  appropriations  may  be  necessary 
to  carry  out  his  recommendations.  "The 
crying  need  is  for  prompt  investigation 
of  these  most  serious  trouble  spots  and 
the  making  of  decisions  best  fitted  to 
the  local  situation  in  each  case,"  he 
said.  "Beyond  that,  the  Commission 
should  exercise  greater  care  in  its  future 
actions  to  promote  maximum  serv- 
ice. .  .  ." 

Most  Pressing  Need  •  He  stated  the 
most  needed  FCC  action  at  the  present 
time  is  "the  matter  of  the  licensing  of 
special  microwave  common  carriers  to 
provide  CATV  systems  with  signals 
from  great  distances.  ...  It  would  ap- 
pear that  the  Commission,  in  the  past, 
has  dealt  with  these  microwave  applica- 
tions on  a  much  too  narrow  basis,  sim- 
ply looking  to  see  whether  the  usual 
financial,  character,  technical,  and  other 
standards  relative  to  a  true  common 
carrier  situation  are  met.  It  should  shed 
its  blinders  and  take  a  careful  look,  in 
each  case,  at  the  ultimate  use  to  which 
the  proposed  microwave  facilities  are 
to  be  put.  Where  the  primary  purpose 
of  constructing  such  facilities  is  to  feed 
distant  signals  to  CATV  systems,  the 
Commissions  should  determine  what  the 
resulting  impact  would  be  on  other 
television  services,  existing  or  pro- 
posed. .  .  . 

"In  some  instances,  perhaps,  it  may 
even  be  necessary  for  the  Commission 
to  reconsider  grants  heretofore  made 
where  it  clearly  appears  that  the  car- 
riers have  functioned,  and  will  con- 
tinue to  function,  only  as  auxiliaries  to 


CATV  systems  for  the  purpose  of  carry- 
ing the  signals  of  one  or  more  stations 
into  another  station's  primary  service 
area.  .  .  ." 

In  closing,  Mr.  Cox  said  the  Com- 
mission should  (1)  recognize  and  accept 
its  duty  to  effect  a  nationwide  tv  sys- 
tem, making  appropriate  use  of  all  avail- 
able devices  and  facilities;  (2)  seek  au- 
thority from  Congress  in  areas  where  it 
lacks  jurisdiction;  (3)  lay  down  clear 
rules  known  and  understood  by  all;  (4) 
develop  a  schedule  of  priorities  among 
the  various  forms  of  services  available, 
and  (5)  apply  the  broad  public  interest 
standards  to  each  individual  case. 

Mr.  Cox  still  owes  the  committee 
a  second  report,  due  in  the  immediate 
future,  on  allocations  in  general  and 
the  uhf-vhf  problem  in  particular.  Both 
are  part  of  a  five-year-old  study  by  the 
committee,  headed  by  Sen.  Warren 
Magnuson  (D-Wash.),  on  television. 
Sen.  Magnuson  has  been  prodding  the 
FCC  for  a  report,  past  due,  on  its  steps 
to  solve  the  uhf  dilemma.  After  this  is 
received,  the  committee  will  decide  the 
future  course  of  its  inquiry. 

Hawaii  sale  protested 

A  protest  and  petition  for  reconsid- 
eration of  the  FCC  approval  of  the  sale 
of  75.45%  of  KGMB-AM-TV  Honolu- 
lu, KHBC-AM-TV  Hilo  and  KMAU- 
TV  Wailuku,  all  Hawaii,  by  Consoli- 
dated Amusement  Co.  Ltd.  to  Hialand 
Development  Corp.  (Broadcasting, 
Dec.  8,  1958)  have  been  filed  by  Harry 
Weinberg,  1.6%  stockholder  in  Con- 
solidated, and  800  Corp.,  0.17%  stock- 
holder, of  which  he  is  stockholder  and 
president. 

Mr.  Weinberg  charged  that  the  sale 
of  all  assets  of  Consolidated  (theatres 
and  real  estate  and  75.45%  of  Hawai- 
ian Broadcasting  System  Ltd.,  licensee 
of  the  stations)  for  $8,088,249  plus 
assumption  of  obligations  constituted  a 
fraud  on  Consolidated  stockholders  be- 
cause the  company's  total  net  worth 
was  $9,481,470  and  the  sales  agreement 
thus  contained  a  "fraudulent"  under- 
statement of  as  much  as  $1,170,000,  or 
12.5%;  that  stockholders  were  not  in- 
formed of  an  "agreement"  with  Hialand 
by  which  J.  Howard  Worrall,  president 
of  the  stations  and  vice  president-di- 
rector of  Consolidated  and  3.5%  stock- 
holder, would  remain  as  president  of 
the  stations. 

Mr.  Weinberg  said  the  value  of  Con- 
solidated's  75.45%  stock  in  the  stations 
was  "at  least"  $1,950,000,  or  $470,- 
000  more  than  that  represented  to 
Consolidated  stockholders  by  directors 
in  seeking  stockholder  approval  of  the 
sale.  The  Honolulu  Star-Bulletin  owns 
the  other  24.55%  stock  in  the  stations. 


Newsmen  protected 
if  Dorn  bill  is  passed 

Rep.  Francis  E.  Dorn  (R-N.Y.) 
Wednesday  (Jan.  7),  the  first  day  of 
the  86th  Congress,  introduced  a  bill 
which  would  protect  newsmen  from  be- 
ing forced  by  courts  or  congressional 
committees  to  reveal  their  news  sources. 

The  move  came  too  late,  however,  to 
help  New  York  Herald-Tribune  radio- 
tv  columnist  Marie  Torre,  who  Monday 
began  a  10-day  sentence  in  the  Hudson 
County  (N.J.)  jail  for  refusing  to  tell 
a  district  court  the  source  of  a  state- 
ment about  actress  Judy  Garland. 

Rep.  Dorn's  bill,  which  had  not  been 
assigned  a  legislative  number  late  Thurs- 
day, would  exempt  (except  in  cases 
affecting  national  security)  reporters, 
writers  and  commentators  employed  by 
newspapers,  news  services,  syndicates, 
periodicals  and  radio  and  tv  stations  and 
networks.  He  said  the  measures  would 
help  insure  freedom  of  the  press  and 
strike  "a  blow  at  the  kind  of  secrecy 
which  can  cover  up  corruption  and 
scandal  in  government." 

Before  beginning  her  jail  sentence 
for  contempt,  Miss  Torre  said  she  hoped 
it  "will  lead  to  legislation  protecting  a 
newspaperman's  sources."  Twelve  states 
already  have  such  laws.  In  sentencing 
Miss  Torre,  Judge  Sylvester  J.  Ryan 
warned  that  she  may  be  sentenced  again 
if  she  still  refuses  to  name  her  source. 
This  could  come  about  if  attorneys  for 
Miss  Garland  again  ask  the  34-year-old 
mother  of  two  to  identify  the  unnamed 
CBS  vice  president  whom  Miss  Torre 
stated  in  her  column  made  the  con- 
troversial remark. 

CBS  last  week  made  its  first  official 
stand  in  the  Torre  case: 

"From  the  beginning,  CBS  has  made 
no  objection  to  Miss  Torre's  divulging 
the  source  of  her  story.  The  company 
has  been  unable  to  find  that  any  of  its 
executives  or  employes  made  any  state- 
ment to  Miss  Torre  concerning  Miss 
Garland.  CBS  has  never  claimed  that 
the  alleged  information  is  privileged 
and  does  not  now  make  such  claim. 
It  is  most  sympathetic  to  the  plight  of 
Miss  Torre  and  her  family  and  would 
do  anything,  if  it  could,  to  relieve  her." 

Prof.  Frank  Thayer  of  the  U.  of 
Wisconsin  School  of  Journalism  cited 
Miss  Torre's  conviction  as  illustrating 
the  need  for  "some  legal  formula"  to 
protect  newsmen  in  maintaining  a  con- 
findential  relationship  with  their  news 
sources.  Prof.  Thayer,  author  of  several 
books  on  laws  of  the  press,  said  such 
legislation  should  "grant  limited  pro- 
tection to  the  press  without  becoming 
an  invitation  to  careless  reporting,  dis- 
honesty and  pure  fraud." 
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"So  then  U.S.  Steel  invested  $770  million  in  us" 


An  American  baby  is  born  every  eight  seconds— 11,000  every  day— 4,000,000  a  year.  Our  population  will 
soon  be  over  200  million.  And  as  our  population  grows,  our  production  must  grow.  We'll  need  millions  of 
new  homes  .  .  .  new  schools  and  hospitals  .  .  .  new  highways  to  carry  75  million  motor  vehicles  by  1970 
...  not  to  mention  countless  appliances  and  conveniences  that  haven't  even  been  invented  yet! 

No  temporary  setback  can  stop  the  growing  needs  of  our  population.  That's  why  United  States  Steel 
has  gone  ahead  with  expenditures  totaling  $770  million  to  provide  more  and  better  steels  for  tomorrow's 
citizens.  This  is  the  practical  way  that  we've  demonstrated  our  faith  in  the  future. 


USS  is  a  registered  trademark 


United  States  Steel 
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K-7  AMARILLO  RATINGS 

UP  44% 

...AND..  IN  JUST  30  DAYS... 

OCTOBER  30  New  ownership  and  management  premieres  all-new  pro- 
gramming and  operational  plan  for  KVII-TV  against  two  strongly  entrenched 
competitors,  both  on  the  air  since  1953! 

NOVEMBER   30     One  month  later,  ARB  begins  regular  survey,  after 
the  new  K-7  pattern  in  operation  only  30  days! 


RESULTS 


K-7  OVERALL  SHARE  OF  AUDIENCE  UP  44%! 

K-7  6  PM-MIDNIGHT  SHARE  OF  AUDIENCE.  .  .UP  51%! 
K-7  6  TO  10  PM  SHARE  OF  AUDIENCE  UP  68%! 


The  dynamic  new  approach  to  television  in  Amarillo  taken  by  KVII-TV 
(K-7)  saw  the  initial  ratings  in  more  than  30  hours  of  programming 
DOUBLED,  and  ratings  sharply  increased  in  more  than  90%  of  the  rated 
time  periods.  K-7's  Movie  Spectaculars  are  the  highest  rated  movies 
IN  THE  MARKET !  K-7's  "All  Aboard  For  Fun"  is  the  highest-rated  local 
children's  program  IN  THE  MARKET ! 

IN  TOTAL  RATING  POINTS  .  . 
K-7  is  FIRST  on  Sunday,  Tuesday  and 
Thursdays  between  6  and  9:30  PM! 
3  DAYS  OUT  OF  7  . .  in  just  30  days  time. 

How  did  K-7  do  it  so  quickly?  By  combining  the  know-how  and  many 
years  of  experience  of  its  new  management  team — an  exciting  and 
expanded  program  schedule — and  the  most  forceful  promotion  campaign 
in  the  city's  history! 

These  are  only  the  FIRST  reports!  The  flexibility  of  the  NEW 
K-7  permits  the  addition  of  new  and  powerful  vehicles  where  a 
weak  point  appears.  Add  up  these  first  results— remembering 
that  K-7  is  now  full  power  with  316,000  watts— and  you've  got  a 
STORY !  All  done,  by-the-way,  without  gimmicks  or  give-aways. 
Get  the  COMPLETE  AND  EXCITING  story  of  the  new  K-7 
(KVII-TV)  from  your  Boiling  Man. 

kvii-tv  a 


C.  R.  'DICK'  WATTS 
VICE-PRES.  AND  GEN.  MGR. 


REPRESENTED  NATIONALLY  BY 
THE  BOLLING  COMPANY 
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SPACE  ALLOCATIONS  BLASTOFF 

FCC  opens  new  communications  era 
with  order  for  comments  this  month 
on  space-space,  space-earth  frequencies 


The  first  step  in  formally  recognizing 
the  age  of  space  communications  came 
last  week  when  the  FCC  issued  an  in- 
vitation to  industry  and  other  interested 
parties  to  file  comments  on  the  alloca- 
tion of  frequencies  for  space-to-space 
and  space-to-earth  radio  communica- 
tions. 

The  Commission  asked  for  comments 
quickly — by  Jan.  21. 

The  comments  will  be  used  to  estab- 
lish the  U.S.  position  for  the  forthcom- 
ing International  Telecommunications 
Conference  in  Geneva,  Switzerland, 
this  summer.  A  preliminary  study  will 
be  made  at  the  preparatory  meeting  of 
the  International  Consultative  Radio 
Conference  (CCIR)  to  be  held  in  Los 
Angeles  in  April.  The  official  U.S.  posi- 
tion then  will  be  made  by  the  U.S.  State 
Dept. 

The  FCC  emphasized  that  the  con- 
templated space  allocations  are  for  con- 
trol, telemetering,  positional  observation 
and  guidance  and  are  not  for  the  pur- 
pose of  communication  between  third 
parties. 

This  will  come  later. 

Rocketeer  Pressure  •  Proposals  for 
action  to  allocate  frequencies  for  space 
communications  were  submitted  to  the 
FCC  as  early  as  last  year,  when  Andrew 
G.  Haley,  acting  for  the  American 
Rocket  Society,  recommended  a  series 
of  frequencies  for  space  communica- 
tions. 

Mr.  Haley,  president  of  the  Interna- 
tional Astronautical  Society,  began  urg- 
ing international  consideration  of  this 
problem  as  far  back  as  1956. 

The  Commission  in  its  announcement 
last  week  stated  that  recommendations 
for  space  communications  allocations 
also  have  come  from  "cognizant"  gov- 
ernment agencies.  This  means,  it  is  un- 
derstood, the  National  Aeronautical  & 
Space  Agency  and  the  Dept.  of  Defense. 

It  was  emphasized  that  the  proposed 
Space  Service  and  Space-Earth  Service 
would  not  involve  "conventional"  air- 
craft, balloons,  missiles  or  rockets 
"which  are  limited  to  flight  between 
points  on  the  earth's  surface." 

Strictly  Space  •  The  services  are  for 
"natural  or  artificial  objects  such  as  the 
moon,  planets,  satellites  and  space  ve- 
hicles, maintaining  sustained  motion  be- 
yond the  major  portion  of  the  earth's 
atmosphere." 

The  notice  of  inquiry  listed  eight 
bands,  all  of  them  in  the  purely  govern- 


ment allocations  except  one,  100-150. 
This  last  includes  fm,  amateur  and  avia- 
tion frequencies  as  well  as  a  govern- 
ment allocation,  but  it  was  emphasized 
that  only  the  government  portion  of  this 
band  was  involved. 

The  100-150  mc  band  runs  as  fol- 
lows: 

100-108  mc,  fm;  108-118  mc,  aero- 
nautical radionavigation  (omni-direc- 
tional  radio  range);  118-132  mc,  aero- 
nautical mobile  (airdrome  control); 
132-144  mc,  government;  144-148  mc, 
amateur;  148-150  mc,  government. 

Other  frequency  bands  listed  were: 

25.6-25.65  mc,  1700-1725  mc,  1825- 
1850  mc,  2275-2300  mc,  8300-8400  mc, 
15,150-15,250  mc,  31,500-31,800  mc. 

Continuing  Preoccupation  •  The 
whole  question  of  space  communica- 
tions has  become  an  official  part  of  the 
agenda  of  the  CCIR.  The  subject  of 
space  transmissions  was  discussed  at  the 
CCIR  meeting  in  Geneva  in  August  last 
year,  and  placed  on  the  agenda  for 
further  study. 

These  are  the  subjects: 

(1)  Frequencies  suitable  for  penetra- 
tion of  the  lower  layers  of  the  earth's 
atmosphere  and  the  influences  on  these 
frequencies  of  meteorological  conditions 
dependent  on  time,  season  and  geogra- 
phical location.  Also  included  in  this 
question  are  what  changes  in  propaga- 
tion (e.g.,  direction)  can  be  expected  by 
penetration  of  the  troposphere,  and 
what  propagational  differences  may  be 
encountered  between  in-coming  and 
out-going  signals  relative  to  the  earth. 

(2)  The  optimum  frequencies  for  in- 
tercommunication between  any  two 
points  in  space,  and  what  measures  can 
be  taken  to  protect  from  interfer- 
ence signals  to  and  from  earth  satel- 
lites in  space,  particularly  in  the  high 
frequency  and  lower  portion  of  the  vhf 
bands. 

The  necessity  for  worldwide  alloca- 
tions for  space  communications  was 
pointed  up  by  the  Soviet  Union's  most 
recent  satellite,  Mechta  (Broadcasting, 
Jan.  5).  Officially,  Moscow  announced 
that  this  space  probe  was  broadcasting 
on  19.993,  19.995,  19.997  mc  and 
183.6  mc. 

American  sources  reported  having 
picked  up  this  satellite's  signals  on  70.2 
mc  and  on  212  mc. 

Hitting  Home  •  Three  of  these  fre- 
quencies are  smack  dab  in  the  U.S.  com- 
mercial television  bands:  70.2  mc  is  ch. 


Off  the  pad:  U.S.  Atlas  heads  toward  orbit 

4;  183.6  mc  is  ch.  8.  and  212  mc  is 
ch.  13. 

Officially  there  was  no  word  from 
the  Russian  Embassy  in  Washington  on 
this  usage  of  U.S.  tv  frequencies.  Un- 
officially, it  was  explained  that  the  sig- 
nals from  the  Mechta  satellite  were  so 
weak  that  they  could  not  cause  signifi- 
cant interference  during  its  limited 
time  over  the  United  States. 

The  frequency  108  mc  was  chosen 
internationally  for  satellites  put  into 
space  during  the  International  Geo- 
physical Year.  However,  Russia's  first 
Sputnik  broadcast  on  20  mc  and  40  mc. 
The  American  Atlas  used  132.435  mc 
and  132.905  mc  for  its  communications 
to  earth,  and  107.94  mc  and  107.97  mc 
for  tracking  (Broadcasting,  Dec.  22, 
1958).  The  132  mc  band  is  government, 
but  the  107  mc  band  is  the  top  of  the  fm 
allocation  (which  runs  88-108  mc). 
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Oversight  in  limbo 
during  preliminaries 

Radio-tv-FCC  investigations  by  the 
defunct  Legislative  Oversight  Subcom- 
mittee are  not  likely  to  pickup  again 
in  the  early  stages  of  the  86th  Congress, 
according  to  indications  given  last  week 
by  Chairman  Oren  Harris  (D-Ark.). 

Rep.  Harris,  also  head  of  the  parent 
House  Commerce  Committee,  last 
Wednesday  (Jan.  7)  introduced  a  reso- 
lution calling  for  continuance  of  the 
Commerce  Committee,  a  necessary  pro- 
cedural step  for  every  new  Congress. 

The  subcommittee  went  out  of  ex- 
istence Jan.  3  after  recommending  that 
its  investigations  be  continued  without 
specifically  asking  its  own  continuance 
(Broadcasting,  Jan.  5). 

Approximately  a  half-dozen  members 
of  the  subcommittee's  staff  still  were 
working  full-time  last  week  in  their 
George  Washington  Inn  offices.  They 
had  not  been  told  whether  or  not  they 
still  were  on  the  congressional  payroll. 
Chief  Counsel  Robert  Lishman  has  re- 
turned to  his  downtown  Washington 
position  with  a  private  law  firm. 

Also  last  Wednesday,  several  media 
bills  before  the  85th  Congress  were  re- 
introduced on  the  first  day  of  the  86th 
Congress.   Among  them: 

HR  31  by  Rep.  Hale  Boggs  (D-La.) 
would  amend  the  Federal  Corrupt  Prac- 
tices Act  of  1952. 

HR  32  by  Rep.  Boggs  would  appro- 
priate $1  million  to  each  state  for  ETV. 

HR  51  by  Rep.  Edward  P.  Boland 
(D-Mass.)  would  exempt  all-channel 
(uhf)  tv  sets  from  the  10%  excise  tax. 

HR  68  by  Rep.  Emanuel  Celler  (D- 
N.Y.)  and  HR  166  by  Rep.  Thomas 
J.  Lane  (D-Mass.)  to  prohibit  pay  tv. 

This  is  not  a  complete  list  because 
only  about  250  of  the  2,000  House  bills 
introduced  Wednesday  had  been  proc- 
essed and  assigned  numbers  Thursday. 

Oppose  Miami  request 

The  Justice  Dept.  and  the  FCC's  own 
general  counsel  last  week  entered  strong 
protests  to  a  request  by  an  original  ch. 
10  Miami  applicant  that  the  Commis- 
sion, when  it  holds  oral  argument  on 
Judge  Horace  Stern's  initial  decision, 
also  make  a  final  decision  on  the  grant. 

Both  protestants  maintained  the  FCC 
does  not  have  the  authority  to  take  the 
step  requested  by  North  Dade  Video 
Inc.  (Broadcasting,  Dec.  29,  1958) 
since  the  court  of  appeals,  in  returning 
the  case,  spelled  out  precise  issues  to  be 
considered.  Both  also  pointed  out  that 
the  court  kept  control  of  the  case  for 
itself. 

Justice  and  the  Commission  counsel 
maintained  that  the  North  Dade  pro- 
posal, rather  than  shortening  FCC  pro- 
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ceedings,  actually  would  greatly  pro- 
long and  complicate  a  final  decision. 
The  Justice  brief,  signed  by  antitrust  at- 
torney Robert  A.  Bicks,  stated  the  de- 
partment would  file  exceptions  to  the 
initial  decision  contending  that  disquali- 
fication of  North  Dade  and  two  of  the 
three  other  applicants  is  required  be- 
cause of  ex  parte  contacts. 

The  Department  also  would  disquali- 
fy winning  applicant  Public  Service  Tv 
Inc.  (owned  by  National  Airlines)  and 
WKAT  Inc.,  leaving  only  L.  B.  Wilson 
Inc.  (WCKY  Cincinnati)  eligible  for 
ch.  10.  Justice  maintained  the  record 
then  should  be  reopened  to  applications. 

Boston  re-hearing 
tentatively  March  2 

A  tentative  date  of  March  2  to 
begin  evidentiary  hearings  in  the  court- 
remanded  Boston  ch.  5  case  was 
reached  by  attorneys  for  the  FCC  and 
the  parties  competing  for  ch.  5  at 
a  prehearing  conference  last  week. 
Another  prehearing  conference  was  set 
for  Jan.  26  at  which  time  FCC  attor- 
neys expect  to  have  completed  gather- 
ing evidence  and  selection  of  witnesses. 

The  FCC  noted  its  case  on  ch.  5  will 
be  longer  in  preparation  than  that  on 
Miami  ch.  10  because  the  Boston  case 
was  not  so  fully  developed  by  the 
House  Legislative  Oversight  Subcom- 
mittee hearings  as  the  Miami  case. 

Attorneys  agreed  that  various  pre- 
paratory activities  after  Jan.  26  will 
take  about  three  weeks,  which  will  give 
the  hearing  examiner,  Judge  Horace 
Stern,  time  to  take  a  three-week  Carib- 
bean cruise  with  his  wife  and  daughter. 
Judge  Stern  had  told  the  attorneys  he 
was  willing  to  forego  the  cruise  if  hear- 


Senate  still  life 

Television  cameras  made  their 
maiden  appearance  in  the  Senate 
chamber  last  Tuesday  (Jan.  6) 
but  found  nobody  home.  Guards 
at  the  doors  made  sure  the  cham- 
ber stayed  empty  and  that  camera- 
men kept  their  sights  down.  The 
occasion  was  to  show  American 
tv  viewers  the  results  of  their 
voting  last  November:  a  prepon- 
derance of  empty  Democratic 
seats  (64)  and  a  little  more  than 
half  that  many  Republican  seats 
(34),  rearranged  from  the  more 
equal  sides  of  the  aisle  last  year. 
Tv  cameramen  were  admitted  in 
the  House  as  usual — only,  how- 
ever, for  swearing  in  of  members 
Wednesday  and  the  President's 
State  of  the  Union  address  to  the 
joint  Senate-House  session  Friday. 


ings  on  ch.  5  could  be  begun  at  an 
earlier  date.  The  FCC  estimated  the 
hearings  would  run  about  a  month. 

It  was  agreed  to  hold  the  hearings  in 
Washington  with  the  possibility  of  a 
few  days  hearings  in  Boston.  The  FCC 
said  it  has  no  access  to  the  Oversight 
Subcommittee  files  and  that  any  party 
which  desires  such  access  "may  want 
to  subpoena"  them,  since  the  FCC  does 
not  feel  they  will  be  otherwise  available. 

FCC  to  consider  new 
proposal  by  daytimers 

The  FCC  is  going  to  receive  com- 
ments to  determine  if  it  should  issue 
rulemaking  on  the  most  recent  proposal 
by  the  Daytime  Broadcasters  Assn.  Last 
week  comments  were  invited  by  April 
8  on  whether  daytime  am  stations 
should  be  authorized  to  operate  from 
6  a.m.  or  local  sunrise  (whichever  is 
earlier)  to  6  p.m.  or  local  sunset 
(whichever  is  later). 

The  Commission  cited  the  problems 
of  international  agreements  and  poten- 
tial interference  to  clear  channel  sta- 
tions and  asked  for  views  and  data  on 
these  matters. 

Comr.  Robert  T.  Bartley  concurred 
in  the  notice  of  inquiry  and  Comr.  Rob- 
ert E.  Lee  dissented.  Both  Mr.  Bartley 
and  Mr.  Lee  said  they  felt  the  Com- 
mission had  enough  information  to  pro- 
ceed with  rulemaking,  rather  than  the 
interim  inquiry  proceeding. 

The  FCC  last  week  by  separate  order 
also  denied  DBA's  petition  of  last  Oct. 
20  asking  reconsideration  of  FCC's 
denial  of  DBA's  earlier  proposal  to  per- 
mit daytimer  operation  from  5  a.m.  or 
local  sunrise  (whichever  is  earlier)  to  7 
p.m.  or  local  sunset  (whichever  is 
later).  At  the  same  time  the  FCC  dis- 
missed the  DBA  6  a.m. -6  p.m.  "alterna- 
tive" plan.  Comr.  Lee  concurred  in 
these  separate  actions. 

The  Commission  said  it  wasn't  given 
sufficient  "necessary  facts"  to  decide  on 
DBA's  alternative  request  and  that  its 
inquiry  may  "possibly"  warrant  rule- 
making looking  toward  "some  form  of 
extended  hours  of  operation  by  qualify- 
ing daytime  am  stations." 

Mack  trial  reslotted 

The  trial  of  former  FCC  Comr. 
Richard  A.  Mack  and  his  friend,  Thur- 
man  A.  Whiteside  was  rescheduled  last 
week  to  Feb.  1.5.  Both  were  indicted  by 
a  federal  grand  jury  for  conspiracy  to 
defraud  the  U.S.,  involving  the  granting 
of  ch.  10  Miami  to  National  Airlines. 
Attorneys  for  Messrs.  Mack  and  White- 
side have  asked  that  the  trial  be  held 
in  Miami.  The  Justice  Dept.  has  op- 
posed this.  Argument  on  these  motions 
may  be  held  in  U.S.  District  Court  in 
Washington  next  week. 
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Single  frame  from  a  KOB-TV  newsreel  on  DuPont  930  Film  shows  Albuquerque  fire  department  training  drill. 


For  good  news-shots  any  time  plus  the  best  TV  reproduction, 

we  use  only  Du  Pont  film" 


states  Bill  Tucker,  Photo-News  Director  and  Chief 
Photographer,  KOB-TV,  Albuquerque,  New  Mexico 

"Providing  film  coverage  of  news  events  as  they 
happen  means  that  on  a  given  day  we  must  be  pre- 
pared to  shoot  assignments  ranging  from  a  parade  to 
a  midnight  airplane  crash,"  says  Mr.  Tucker.  "In 
spite  of  these  varied  conditions,  our  exclusive  use  of 
DuPont  Type  930A  and  931 A  Motion  Picture  Film 
assures  us  of  consistent,  sharp  results." 

Mr.  Tucker  tells  us  that  he's  found  in  seven  years 


of  TV  filming  that  Du  Pont  film  stands  up  under  rapid 
development.  In  filming  local  news,  KOB-TV  has  often 
shown  newsreels  on  the  air  only  twenty  minutes  after 
shooting.  He  adds:  ''Even  more  important  is  our  need 
for  a  restrictive  gray  scale  and  sharp,  blue-black 
images  which  reproduce  better  on  TV.  In  this  respect, 
DuPont  gives  us  just  what  we  want." 

There's  a  DuPont  film  for  your  need!  For  more 
information,  write  to  Du  Pont,  2432-A  Nemours  Build- 
ing, Wilmington  98,  Delaware.  In  Canada:  DuPont 
of  Canada  Limited,  Toronto. 


Better  Things  for  Better  Living  .  .  .  through  Chemistry 
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PROGRAMMING. 


ASCAP  REVEALS  REASONABLE'  RATE 


But  station  men  charge  the  society's  tactics 
are  designed  to  'pressure'  them  into  accepting 
contract  extensions,  ask  Justice  Dept.  for  help 


Justice  Dept.  support  was  solicited 
last  week  in  behalf  of  radio  station 
operators  in  their  battle  for  "reason- 
able" rates  for  the  use  of  ASCAP 
music. 

This  move  came  to  light  as  ASCAP's 
version  of  "reasonable"  rates  was  re- 
vealed for  the  first  time:  rates  more 
than  double  those  paid  under  the  old 
licenses  in  the  case  of  top  stations,  and 
higher  than  the  old  in  all  cases. 

ASCAP  spelled  out  its  definition  of 
"reasonable"  in  letters  replying  to  sta- 
tions that  requested,  in  accordance  with 
the  ASCAP  consent  decree,  new  li- 
censes to  replace  those  that  expired 
Dec.  31,  1958.  But  the  society  said 
it  was  willing  to  extend  the  old  con- 
tracts for  one  year  without  change. 

Pressure  Seen  •  This  listing  of  higher 
"reasonable"  rates  while  offering  re- 
newals was  construed  in  broadcast  cir- 
cles as  a  tactic  calculated  to  pressure, 
if  hot  to  frighten,  broadcasters  into 
signing  the  one-year  extensions.  So  was 
another  ASCAP  move,  also  disclosed 
last  week,  which  told  some  stations  that 
they,  Were,  delinquent  in  their  payments 
to  ASCAP  and  therefore  could  get  no 
license  until  they  settled  up. 

The  threat  to  withhold  licenses  until 
fee  disputes  were  settled  was  accom- 
panied by  a  statement  of  what  the 
offer  would  be  when  these  station's  ac- 
counts were  put  in  order.  Informed 
sources  said,  this  procedure  in  particular 
had  been  called  fd  the  attention  of  the 
Justice  Dept.  on  the  ground  that  it 
violates  provision^  of  the  consent  de- 
cree.'Justice  attorneys  were  understood 
to  be  looking  into  the  questions  raised 
by  broadcasters. 

Stations  which  received  such  letters 
and  called  oh  their  All-Industry  Radio 
Music  License  Committee  for  advice 
were  told  that  ,  Emanuel  Dannett,  com- 
mittee counsel,  "is  of  the  opinion  that 
stations  have  a  right  to  the  benefits  of 
the  consent  decree  [provisions  requiring 
ASCAP  to  offer  licenses  upon  applica- 
tion] even  though  there  may  be  a  dis- 
pute as  to  the  amounts,  if  any,  owing 
ASCAP,  and  that  these  letters  are  con- 
trary to  the  provisions  of  the  consent 
decree." 

Procedures  Set  •  The  decree  stipulates 
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that  stations  may  apply  for  a  license 
and,  having  done  so,  may  continue  to 
use  ASCAP  music  while  "reasonable" 
rates  are  determined.  If  station  and 
ASCAP  do  not  come  to  terms  within 
60  days,  the  station  may  ask  the  court 
to  set  a  reasonable  fee.  This  is  the 
course  approved  by  the  All-Industry 
Committee,  headed  by  Robert  T.  Mason 
of  WMRN  Marion,  Ohio,  since  its 
negotiations  with  the  society  were 
broken  off  last  month  (Broadcasting, 
Dec.  8,  1958). 

Committee  authorities  estimated  last 
week  that  650  stations  contributing  to 


Committee's  Dannett:  consent  decree  applies 

its  support  had  applied  for  new  licenses 
and  would  go  along  with  the  proposed 
court  procedure,  although  they  conceded 
that  "a  few"  probably  would  sign  one- 
year  extensions. 

The  radio  networks  and  their  owned 
stations  already  have  signed  one-year 
renewals  in  separate  negotiations,  and 
ASCAP  has  said  that  about  50%  of  the 
nation's  local  stations — presumably  in- 
cluding approximately  1,000  whose 
ASCAP  contracts  reportedly  did  not  ex- 
pire Dec.  31 — have  signed  agreements 
extending  beyond  Jan.  1  (Broadcast- 
ing, Jan.  5). 

ASCAP's  letter  to  stations  applying 
for  new  licenses  contended  that  the  old 
rates  were  "imposed  on  the  society  by 


the  radio  industry  in  1941."  For  the 
blanket  licenses  that  most  stations  have, 
rates  are  2.25%  of  net  time  sales  for 
commercial  licenses,  plus  annual  sus- 
taining charges  of  12  times  the  highest 
half-hour  rate  if  the  station  grosses 
more  than  $150,000,  12  times  the  high- 
est quarter-hour  rate  if  the  gross  is 
$50,000  to  $150,000,  or  $12  if  the 
gross  is  under  $50,000. 

To  replace  these  rates,  ASCAP  said 
the  following  would  be  "reasonable" 
for  blanket  licenses  (and  All-Industry 
negotiators  said  this  was  the  first  time 
ASCAP  had  given  any  inkling  of  the 
specific  rates  it  wanted): 

"1.  For  stations  whose  annual  gross 
receipts  for  the  sale  of  broadcasting 
facilities  are  $50,000  or  less- — a  com- 
mercial fee  of  3%  and  a  monthly  sus- 
taining fee  equal  to  the  highest  one- 
minute  card  rate; 

"2.  For  stations  whose  annual  gross 
receipts  for  the  sale  of  broadcasting 
facilities  exceed  $50,000  but  do  not 
exceed  $150,000 — a  commercial  fee  of 
4%  and  a  monthly  sustaining  fee  equal 
to  twice  the  highest  one-minute  card 
rate; 

"3.  For  stations  whose  annual  gross 
receipts  for  the  sale  of  broadcasting 
facilities  exceed  $150,000 — a  commer- 
cial fee  of  5%  and  a  monthly  sustain- 
ing fee  of  three  times  the  highest  one- 
minute  card  rate." 

Per-Program  Fees  •  For  per-program 
licenses  (now  pegged  at  8%  for  com- 
mercial, with  varying  rates  for  sustain- 
ing) the  society  deems  "reasonable"  a 
"commercial  fee  of  10%  of  the  sum 
paid  for  the  station's  broadcasting  facili- 
ties by  sponsors  of  programs  in  which 
[ASCAP]  compositions  are  performed 
and  a  sustaining  fee  of  4%  of  the  sta- 
tion's highest  card  rates  which  would 
have  been  applicable  for  the  use  of 
its  broadcasting  facilities  in  connection 
with  such  programs  if  they  had  been 
commercial." 

The  letter  from  the  music  licensing 
organization  to  the  requesting  radio 
stations  continued: 

"Although  the  society  regards  the 
foregoing  rates  as  reasonable  .  .  .  the 
society  is  willing  to  extend  the  existing 
agreements  for  one  year  on  the  cur- 
rent basis.  This  will  give  an  opportunity 
to  discuss  the  many  problems  that  have 
arisen  as  a  result  of  changes  in  the 
industry  since  1941  in  the  light  of  con- 
ditions now  prevailing." 

With  each  letter  was  sent  a  one-page 
contract  form  which,  properly  signed. 

BROADCASTING,  January  12,  1959 


NCS  No.  3  CIRCULATION 


STATION 

DAYTIME 

NIGHTTIME 

DAILY 

WEEKLY 

DAILY 

WEEKLY 

WKZO-TV 

265,990 

390,330 

386,280 

472,250 

Station  B' 

202,190 

314,950 

304,780 

384,570 

Station  X 

152,910 

264,330 

222,400 

349,890 

BUT...  WKZO-TV  Will  Put  You 
On  The  Right  Track 
In  Kalamazoo -Grand  Rapids! 

NCS  No.  3  shows  that  WKZO-TV  runs  a  far  better  race 
in  Kalamazoo-Grand  Rapids  and  Greater  Western  Michigan 
than  any  other  station  —  606,780  television  homes, 
34  counties  in  Western  Michigan  and  Northern  Indiana. 
In  fact,  WKZO-TV  gives  you  more  homes  monthly,  weekly 
and  daily  than  any  other  Michigan  station  outside  of  Detroit! 
And  remember  that  by  adding  WWTV,  Cadillac,  to  your 
WKZO-TV  schedule  you'll  get  all  the  rest  of  Michigan 
worth  having] 

*Herb  Elliott,  20-year-old  Australian,  set  the  new  world's  record  of 
3  minutes,  54.5  seconds  on  August  6,  1958. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOLN-TV— LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 


WKZOTV 

100,000  WATTS     •     CHANNEL  3     •     lOOO'  TOWER 

Studios  in  Both  Kalamazoo  and  Grand  Rapids 
For  Greater  Western  Michigan 
Avery-Knodel,  Inc.,  Exclusive  National  Representatives 


IN  THEIR  OWN  TRUE  INTEREST  . 


Shouldn't  every  group  in  the  transportation  industry 
pursue  policies  like  these  in  1959  ? 

Make  no  effort  to  soak  a  competing  form  of  trans- 
portation with  more  taxes  in  the  hope  of  securing 
a  competitive  advantage.  The  shipper  pays  such 
taxes  on  behalf  of  the  ultimate  consumer. 


Attempt  to  better  its  business  and  relative  position 
in  transport  by  striving  energetically  to  improve 
its  service  to  shippers  and  receivers. 


Work  more  closely  with  other  forms  of  transport  in 
the  interest  of  the  shipper  and  of  the  country  as  a 
whole. 


AND  WOULDN'T  SUCH  POLICIES  BE 
GREATLY  IN  THE  PUBLIC  INTEREST? 

As  President  of  ATA,  I  can  say  with  complete  confidence 
that  we  will  be  found  adhering  to  these  policies.  They  are 
in  line  with  our  basic  principles  and  our  historical  position. 


AMERICAN  TRUCKING  ASSOCIATIONS,  INC. 


WASHINGTON  6,  D.  C. 
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would  extend  the  old  agreements  to  the 
end  of  this  year. 

Distortion  Charged  •  One  statement 
in  the  ASCAP  letter  was  quickly  chal- 
lenged by  the  All-Industry  Committee. 
The  letter  said:  "As  the  society  and 
the  so-called  All-Industry  Radio  Music 
License  Committee  seemed  to  agree, 
the  commercial  and  sustaining  licenses 
should  be  covered  in  a  single  agreement, 
rather  than  in  two  separate  agree- 
ments." A  prompt  denial  was  sent  by 
the  committee  to  its  subscriber  stations 
last  week: 

"This  is  a  complete  distortion  of  the 
committee's  position,"  the  committee 
said.  "In  our  conferences  with  ASCAP 
we  pointed  out  that  as  a  result  of 
changes  in  the  method  of  programming 
by  most  stations  there  is  no  need  for  a 
sustaining  license.  We  therefore  asked 
that  the  sustaining  fee  be  eliminated 
and  the  commercial  fee  reduced.  If 
our  request  had  been  granted  there 
would  be  no  further  need  for  two  li- 
censes, one  to  cover  commercial  pro- 
grams and  the  other  to  cover  sustain- 
ing. But  the  fact  is  that  ASCAP  rejected 
our  proposal.  We  never  suggested  that 
there  be  a  single  license  under  which 
both  the  commercial  fee  and  the  sus- 
taining fee  would  be  increased." 

The  committee  is  slated  to  meet 
Wednesday  (Jan.  14)  to  review  reaction 
to  date  and  consider  its  next  steps. 

MBS  regional  news 

Mutual  is  stepping  up  its  regional 
coverage  of  news  events  through  the 
use  of  two  network  feeds  to  affiliated 
stations  each  day  and  is  mapping  plans 
for  additional  feeds  from  its  eight 
bureaus  throughout  the  country. 

Starting  today  (Jan.  12),  Mutual  will 
make  use  of  early-morning  (7:35-7:45 
a.m.)  and  late-afternoon  (4:35-4:45 
p.m.)  closed-circuit  broadcasts  for  news 
feeds. 

Robert  F.  Hurleigh,  MBS  news  vice 
president,  reported  that  regional  news 
desks  have  been  established  at  the  net- 
work's Washington  and  New  York  news 
offices  for  processing  of  news  to  eight 
sections  of  the  country.  In  addition,  the 
network  is  in  the  process  of  setting  up 
regional  feed  points  from  its  eight 
bureaus. 

Mr.  Hurleigh  said  that  Mutual's  em- 
phasis on  news,  special  events  and 
sports  was  influenced  heavily  by  the 
conclusions  of  a  detailed  station  survey 
published  in  the  Nov.  26,  1956  issue  of 
Broadcasting.  Mr.  Hurleigh  explained: 

"It  was  this  survey  which  made  us 
realize  the  future  of  network  radio  lay 
in  providing  the  basic  programming  ele- 
ments a  station  could  not  get  for  itself. 
This  boiled  down  to  news  feeds  from 
places  where  news  actually  is  happen- 
ing," special  events  and  topnotch  sports. 


'Gaslight'  Shines  •  It  took  seven 
years  and  a  trip  before  the  U.S.  Su- 
preme Court  before  Barbara  Stan- 


wyck and  Jack  Benny  could  per- 
form this  scene  in  Mr.  Benny's  tv 
satire  of  the  MGM  motion  picture 
"Gaslight"  which  was  scheduled  on 
CBS-TV  last  night  (Jan.  11)  as  an 
episode  of  the  regular  Benny  pro- 
gram, 7:30-8  p.m. 

The  tv  film  was  made  in  1952  but 
MGM  felt  it  was  an  infringement  of 
property  rights  and  obtained  a  court 
order  keeping  it  off  the  air.  The  rul- 
ing was  appealed  and  went  to  the 
Supreme  Court  which  by  a  four-to- 
four  tie  upheld  MGM's  contention 
(Broadcasting,  Mar.  24,  Feb.  3, 
1958). 

After  that,  J&M  Productions,  the 
Benny  production  firm,  bought  a 
seven-year  license  from  MGM  to 
satirize  the  film  and  similar  play 
rights  from  the  author,  Patrick  Ham- 
ilton, who  lives  in  England.  Tv  film 
also  featured  Bob  Crosby,  Eddie 
(Rochester)  Anderson  and  Don  Wil- 
son in  addition  to  Miss  Stanwyck  and 
Mr.  Benny. 


He  added:  "Regional  news  is  a  major 
asset  to  a  local  station"  but  many  may 
not  have  the  resources  to  cover  a  sig- 
nificant development  on  their  own.  For 
a  network,  coverage  is  feasible." 

NT-NTA  deal  backed 

The  proposal  that  National  Theatres 
acquire  controlling  interest  in  National 
Telefilm  Assoc.  was  overwhelmingly  ap- 
proved (1,940,000  shares  for  to  less  than 
17,000  against)  at  a  special  meeting  of 
National  Theatres  stockholders  held 
Thursday  (Jan.  8)  in  Los  Angeles.  Na- 
tional Theatres  operates  some  300  mo- 
tion picture  theatres  in  19  states  and 
owns  WDAF-AM-TV  Kansas  City. 
NTA,  tv  film  distributor  is  licensee  of 
WNTA-AM-TV  Newark  and  KMSP- 
TV  Minneapolis-St.  Paul. 

The  vote  of  NT  shareholders  author- 
izes an  offer  to  NTA  stockholders  to 
acquire  their  common  stock  on  a  basis 
of  exchanging  $11  principal  amount  of 
NT  5Vi%  sinking  fund  subordinated 
debentures  due  March  1,  1974,  plus  a 
warrant  for  the  purchase  of  one  quarter 
share  of  National's  common  stock  for 
each  share  of  NTA  stock  exchanged. 
National's  offer  includes  the  exchange 
of  warrants  expiring  in  1962  for  out- 
standing NTA  warrants  also  expiring 
that  year.  An  application  has  been  filed 
with  the  FCC  for  approval  of  the  deal, 
needed  because  of  NT's  station  hold- 
ings. 

The  board  of  National  Theatres  on 
Thursday  declared  a  quarterly  dividend 
of  12V2  cents  per  share  on  outstand- 
ing common  stock,  payable  Feb.  5  to 
stockholders  of  record  Jan.  22. 


Telemeter  absorbed 

International  Telemeter  Corp.  has 
been  merged  into  Paramount  Pictures 
Corp.  and  will  operate  as  a  division  of 
Paramount  under  the  name  Interna- 
tional Telemeter  Co.  following  Para- 
mount's  acquisition  of  complete  owner- 
ship of  the  toll  tv  organization. 
Paramount  previously  held  90%  of  ITC 
stock.  Carl  Leserman,  ITC  board  mem- 
ber and  former  executive  vice  president, 
reportedly  was  the  largest  holder  of 
stock  acquired  by  Paramount.  Two 
ITC  subsidiaries,  Telemeter  Magnetics 
and  Palm  Springs  Community  Televi- 
sion Corp.,  have  become  direct  sub- 
sidiaries of  Paramount.  ITC  operations 
will  continue  under  the  direction  of 
Louis  A.  Novins,  company  president. 

Warner  status  unclear 

The  status  of  Jack  M.  Warner  at 
Warner  Bros.  Pictures,  if  any,  was  un- 
clear last  week.  On  Dec.  31  the  studio 
announced  that  Mr.  Warner  had  re- 
signed as  vice  president  in  charge  of  the 
company's  tv  and  commercial  division 
and  had  been  succeeded  by  his  assistant, 
David  DePatie. 

Mr.  Warner  denied  that  he  had  re- 
signed and  told  newsmen  that  he  had 
reported  for  work  Jan.  2  as  usual  but 
had  been  denied  admittance  to  his  of- 
fice. He  refused  to  comment  on  re- 
ports that  he  had  been  ousted  as  the 
result  of  a  family  feud.  His  father, 
president  of  the  company,  also  main- 
tained silence  on  the  affair.  At  week's 
end,  the  younger  Warner  could  not  be 
reached  through  the  studio  and  his  de- 
partment declined  to  comment. 
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TV  TOLLS  NATIONAL  SCHOOLBELL 


Importance  of  television  as  teaching  medium  is 

recognized  as  educators  and  telecasters  get  together 

on  more  than  300  commercial  stations  to  produce  classes 


Early  in  the  morning  of  Feb.  2 
WTOP-TV  Washington,  a  commercial 
station,  will  broadcast  the  first  lesson  in 
a  Russian  language  course  leading  to 
college  credits  at  George  Washington 
U.  in  the  nation's  capital. 

There's  nothing  unusual  about  this 
teaching  project.  It's  one  of  scores  of 
courses  being  taught  by  universities  and 
public  schools  over  the  facilities  of  sev- 
eral hundred  commercial  tv  stations. 

Commercial  stations  and  teachers  are 
cooperating  in  a  mutual  effort  to  pro- 
vide more  education  for  more  people. 
The  common  interest  in  the  public's 
cultural  level  is  increasing  as  broad- 
casters learn  how  to  broadcast  educa- 
tional programs  and  as  educators  learn 
how  to  teach  via  television  facilities. 

No  complete  figures  have  ever  been 
collected  on  the  number  of  courses 
taught  on  commercial  stations  or  the 
number  of  people  who  tune  in  regular- 
ly. A  top  tv  educator,  Ralph  Steetle, 
executive  director  of  Joint  Council  on 
Educational  Television,  observed,  "Edu- 
cators and  commercial  tv  stations  are 
increasingly  developing  cooperative  ap- 
proaches to  public  service  through  the 
television  medium." 

Stimulating  the  growth  of  tv  educa- 
tion is  the  excitement  of  the  new  missile 
era  and  the  increasing  thirst  for  knowl- 
edge— a  thirst  that  both  industry  and 
educational  interests  want  to  serve. 

Actually,  educational  tv  is  in  an  early 
stage  of  development.  Teaching  tech- 
niques still  are  experimental  but  prog- 
ress is  becoming  more  rapid  as  teachers 
learn  by  experience  and  as  professional 
educators  study  their  methods. 

1956  Tv  Survey  •  The  most  com- 
plete survey  of  commercial  telecourses 
was  made  in  1956  by  Gertrude  G. 
Broderick,  radio-tv  education  specialist 
of  the  Office  of  Education.  Based  on 
questionnaire  responses  from  about  half 
the  400-odd  commercial  stations  then 
operating  she  found  that  198  tv  stations 
were  offering  531  educational  tv  pro- 
gram series  in  144  cities. 

Dr.  Franklin  Dunham,  radio-tv  chief 
of  the  Office  of  Education,  said,  "The 
results  are  indicative  of  the  felt  respon- 
sibility of  standard  commercial  stations 
in  carrying  out  a  continued  policy  of 
public  service  to  their  respective  com- 
munities." 

Miss   Broderick's   figures   are  now 


nearly  three  years  old.  More  than  a 
hundred  stations  have  taken  the  air  in 
the  meantime,  indicating  the  figure  of 
1 98  stations  with  telecourses  is  now  well 
over  the  200  mark,  based  on  the  survey. 

These  figures  cover  only  half  the  op- 
erating stations.  An  estimate  of  the 
total  number  of  commercial  tv  stations 
that  offer  courses  in  cooperation  with 
organized  educational  institutions  and 
districts  might  pass  far  beyond  the  300- 
station  mark. 

The  federal  survey  was  based  on 
formal  instruction  programs  and  didn't 
pretend  to  touch  programs  whose  con- 
tent is  of  educational  value.  Tele- 
courses are  only  one  phase  of  the  pub- 
lic service  and  informational  program- 
ming provided  by  commercial  stations. 

While  television  isn't  a  panacea  for 
the  nation's  educational  ills,  Dr.  Dun- 
ham says,  it  has  two  important  traits  as 
a  teaching  medium:  it  is  immediate,  re- 
cording what  is  going  on  as  it  occurs; 
and  it  gives  the  eyes  an  added  dimen- 
sion by  viewing  what  is  going  on  from 
the  vantage  point  of  the  camera,  a  point 
the  average  person  can  hardly  attain 
unless  suspended  in  mid-air.  "These 
characteristics,"  he  added,  make  tv  an 
ideal  laboratory  assistant  and,  at  the 
same  time,  give  it  a  unique  intimacy  of 
presentation." 

Mrs.  A.  Scott  Bullitt,  president  of 
KING-TV  Seattle  and  other  Pacific 
Northwest  properties,  reflected  the  com- 
mercial position  in  the  Journal  of  the 
Assn.  for  Education  by  Radio-Televi- 
sion. She  puts  it  this  way: 

"If  a  commercial  staff  can  be  sensi- 
tive to  the  needs  of  a  sponsor,  it  also 
has  the  sensitivity  to  interpret  the 
needs  of  an  educator;  if  it  can  sell  tooth- 
paste and  news,  it  also  has  the  imagina- 
tion to  sell  books  and  ideas;  and  to  this 
end,  education  and  the  commercial  sta- 
tion can  be  completely  compatible  and 
the  experience  profitable  and  gratifying 
to  each." 

They'll  Be  Watching  •  Educators  in 
the  Washington,  D.C.  area  will  be 
watching  closely  the  WTOP-TV  and 
George  Washington  U.  course  on  the 
Russian  language  when  it  starts  Feb.  2. 
The  teacher  will  be  Vladimir  Tolstoy,  a 
descendant  of  Leo  Tolstoy,  Russian 
novelist.  Viewers  who  take  the  course 
via  their  tv  sets  will  receive  college 
credits  if  they  pass  the  exams,  which 


will  be  given  on  the  campus.  The  uni- 
versity's telecourse  enrollment  fee  is 
$75  ($15  for  non-credit  study). 

WTOP-TV  is  carrying  two  other  tele- 
courses for  high  school  credits:  short- 
hand and  typing.  Both  are  in  coopera- 
tion with  the  District  of  Columbia  pub- 
lic schools.  Over  1,300  registered  for 
the  weekly  shorthand  telecourse,  paying 
the  $12.50  to  enroll.  About  200  are 
taking  the  typing  telecourse. 

These  three  courses  involve  only  one 
station  in  one  area.  NBC-TV  is  network- 
ing educational  programs — its  new  Con- 
tinental Classroom  and  a  series,  now  in 
the  second  year,  operated  in  conjunc- 
tion with  Educational  Television  &  Ra- 
dio Center,  Ann  Arbor,  Mich.  Several 
regional  hookups  of  commercial  stations 
are  cooperating  with  universities. 

A  tremendous  amount  of  pedagogical 
television  centers  in  the  noncommercial- 
educational  tv  (etv)  stations  around  the 
nation.  Thirty-five  etv  outlets  are  de- 
voted to  teaching  on  a  non-commercial 
basis,  aided  by  funds  supplied  by  the 
Ford  Foundation  and  other  grants. 

Around  1 ,000  hours  a  week  of  class- 
room and  instruction  is  supplied  by 
these  stations.  Etv  has  been  operating 
through  the  FCC's  1952  allocation  of 
12%  of  the  tv  band  (250-odd  channels). 
The  35  operating  etv  stations  will  be 
joined  this  year  by  another  dozen  that 
are  well  along  in  construction,  accord- 
ing to  Mr.  Steetle. 

Combined,  the  commercial  and  etv 
stations  are  striving  to  work  out  a 
problem  created  by  two  factors;  the 
growing  shortage  of  teachers  and  class- 
rooms combined  with  the  new  apprecia- 
tion of  education's  basic  role  in  the 
modern  world. 

Then,  too,  there  is  the  continuing  de- 
sire for  enlightenment  among  those  who 
hold  high  school  and  college  diplomas. 
For  example,  a  religious  course  on 
WMAL-TV  Washington  numbers  many 
holders  of  post-graduate  degrees  as  well 
as  college  graduates.  The  course  pro- 
vides college  credits  at  American  U., 
in  Washington. 

Educated  Rebuffs  •  Commercial  tv 
stations  started  to  show  interest  in  the 
teaching  potential  of  their  facilities  in 
the  late  '40s  as  soon  as  their  electrons 
were  airborne.  Their  early  contacts  with 
educators  were  sometimes  rebuffed.  The 
move  for  special  etv  channels  in  the  tv 
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allocation  lead  to  irritation  in  both  com- 
mercial and  teaching  professions,  fanned 
by  extremists  on  both  sides. 

Even  so,  commercial  broadcasters 
started  to  work  out  arrangements  with 
public  schools  and  institutions  of  higher 
learning.  Progress  has  been  steady.  Un- 
fortunately there  appears  to  be  no  cen- 
tral agency  with  facilities  to  do  a  com- 
plete study  of  the  teaching  programs 
on  commercial  and  etv  stations.  The 
U.S.  Office  of  Education  survey  and  a 
Michigan  State  U.  study  are  helpful  but 
incomplete. 

Through  this  period  commercial 
broadcasters  have  provided  important 
segments  of  time  plus  facilities  to  teach- 
ing projects.  In  addition,  they  have  do- 
nated over  $6  million  in  tv  equipment 
to  educational  stations  and  community 
projects,  according  to  JCET.  (See  depth 
study  of  etv,  Broadcasting,  Nov.  11, 
1957,  "Educational  Television,  5  years 
and  $60  Million  Later.") 

Continental  Classroom  •  Perhaps  the 
most  extensive  telecourse  is  Continental 
Classroom,  NBC-TV  series  produced 
in  cooperation  with  American  Assn.  of 
Colleges  for  Teacher  Education,  Ford 
Foundation  and  Fund  for  the  Advance- 
ment of  Education.  Titled  "Atomic  Age 
Physics",  it  is  carried  on  149  stations 
(Mon.-Fri.,  6:30-7  a.m.)  and  is  avail- 
able for  college  credit  at  250  institu- 
tions. Designed  primarily  for  high 
school  science  teachers,  the  program 
started  last  Oct.  6  and  runs  to  June  5 
(Broadcasting,  Dec.  22,  1958). 

NBC-TV  estimates  about  270,000 
viewers  watch  the  program,  with  5,000 
high  school  teachers  registered  en- 
rollees.  In  charge  is  Dr.  Harvey  F. 
White,  U  of  California.  The  spring 
term  will  include  seven  Nobel  prize 
winners  as  guests. 

NBC  donates  the  time.  Two  founda- 
tions underwrite  production  costs  and 
several  corporations  (International 
Business  Machine  Corp.,  Pittsburgh 
Plate  Glass,  AT&T,  U.  S.  Steel)  defray 
line  costs.  The  network  claims  it  is 
"the  largest  academic  conclave  the 
world  has  ever  known."  An  offer  of  a 
syllabus  for  50  cents  brought  responses 
from  27,000  unregistered  viewers. 

Since  autumn  of  1957,  WCBS-TV 
New  York  has  broadcast  Sunrise  Se- 
mester, produced  in  cooperation  with 
New  York  U  Station  time  donated  to 
the  series  involves  a  potential  $350,000 
in  time  sales.  Production  costs  run 
around  $225,000  a  year. 

Semester  has  been  described  as  the 
first  tv  program  for  college  credit  in 
the  New  York  area.  In  1957-58  the 
telecourse  had  170  accredited  students 
who  paid  $75  for  the  course.  Daily 
audience  is  variously  estimated  between 
65,000  and  125,000.  The  1958-59  for- 
mat has  been  expanded.    During  the 
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WFIL-TV  'University'  in  eighth  year 


Eight  years  of  educational  tv  have 
convinced  the  management  of  WFIL- 
TV  Philadelphia  and  educators  rep- 
resenting a  score  of  colleges  and 
universities  in  the  area  that  educa- 
tors can  learn  much  from  commer- 
cial tv;  that  commercial  tv  can  learn 
much  from  teachers  and  that  the 
public  is  the  principal  beneficiary. 

WFIL-TV  started  its  famed  Uni- 
versity of  the  Air  Jan.  2,  1951.  It 
was  conceived  and  developed  through 
the  inspiration  of  Roger  W.  Clipp, 
general  manager. 

Ten  weekly  telecourses  are  offered 
(Mon.-Fri.,  9-9:20  a.m.,  9:20-9:45. 
a.m.),  prime  daylight  hours.  Courses 
are  17  weeks  in  duration,  two  se- 
mesters. Educators  drawn  from  27 
colleges  and  universities  conduct  the 
courses.  Students  can  ask  questions 
by  mail  or  phone.  The  list  of  insti- 
tutions includes  such  names  as  Bryn 
Mawr,  LaSalle,  Lehigh,  Pennsylvania 
State,  Rutgers,  Swarthmore,  U.  of 
Pennsylvania,  Princeton  Theological 
Seminary  and  Jefferson  Medical. 

Twice  yearly,  administrative  heads 
of  the  colleges  discuss  general  policy. 
A  steering  committee  includes  six 
educators  and  George  A.  Koehler, 
WFIL-TV  station  manager.  From 
WFIL-TV  the  program  has  spread 
to  other  Triangle  stations — WNBF- 
TV  Binghamton,  N.  Y.,  in  1955; 
WFBG-TV  Altoona,  Pa.,  in  1956; 
WNHC-TV  New  Haven,  Conn.,  and 
WLYH-TV  Lebanon,  Pa.,  in  1957. 

Courses  do  not  carry  college  credit 
but  the  idea  is  being  explored.  Mr. 
Koehler  said  the  institutions  are 
showing  increased  interest  in  tele- 
courses  each  year  though  they  have 
more  students,  are  busier  than  ever, 
have  less  time  for  out-of-classroom 
activities  and  do  not  need  the  promo- 
tional impetus  of  tv. 

WFIL-TV  has  lost  none  of  its 
teaching  enthusiasm  since  WHYY- 
TV,  non-commercial  educational  sta- 
tion, started  a  year  ago.  Partici- 
pating colleges  have  encouraged 
WFIL-TV  to  keep  its  longtime  series 
on  the  air.  WFIL-TV  also  broad- 
casts a  program  with  a  call-letterish 
connotation — Wiffil  Schoolhouse,  in- 
school  telecast  for  classroom  pro- 


duced (weekdays,  9:45-10  a.m.)  in 
cooperation  with  the  Philadelphia 
Board  of  Education,  adding  up  to  a 
full-hour  across-the-board  weekday 
educational  service. 

University  topics  include  basic  re- 
search, people  and  morals,  culture 
of  the  Middle  Ages,  economics,  edu- 
cation, diseases,  physics,  chemistry, 
practical  English  and  health,  to  name 
a  few. 

"WFIL-TV  has  proved  itself  to 
be  one  of  the  great  pioneers  in 
educational  television,"  said  Rev. 
Matthew  Sullivan,  S.J.,  dean  of  St. 
Joseph's  College.  "A  wonderful  op- 
portunity for  participating  institu- 
tions and  in  the  highest  tradition  of 
broadcasting  responsibility,"  added 
E.  Sculley  Bradley,  vice  provost  of 
U.  of  Pennsylvania. 

John  B.  Roberts,  radio-tv  division 
director  of  Temple  U,  said,  "The 
magnificent  thing  about  the  longtime 
WFIL-TV  effort  is  that  the  station 
devotes  one  solid  hour  each  day  to 
purely  educational  programs."  And 
Dr.  Millard  E.  Gladfelter,  Temple 
provost,  observed,  "WFIL-TV 
doesn't  merely  offer  its  facilities  to 
the  institutions — it  seeks  them  out, 
lets  them  decide  on  the  kind  and 
type  of  courses,  and  then  provides 
the  facilities."  Dr.  Allen  T.  Bonnell, 
vice  president  of  Drexel  Institute  of 
Technology,  found  gratification  in 
the  fact  that  "educators  have  learned 
as  well  as  taught." 


Dr.  Russell  C.  Erf),  of  Pa.  Military  College 


fall  it  was  heard  weekdays  (6:30-7 
a.m..  Sat.  7-8  a.m.).  Four  courses  are 
presented:  classical  civilization,  math, 
government  and  literature. 

First  School  Series  •  Commercial 
teaching  by  television  actually  is  in 
its  third  decade.  A  search  of  files  shows 
NBC  on  the  air  in  1935  with  a  science 
series  offered  in  cooperation  with  New 


York  U.  James  Rowland  Angell,  presi- 
dent emeritus  of  Yale  and  NBC  edu- 
cational advisor,  directed  the  project 
with  the  aid  of  Dr.  Dunham,  a  network 
staffer  before  he  became  radio-tv  chief 
of  the  U.  S.  Office  of  Education. 

The  teaching  technique  in  the  sixth 
floor  studio  at  Rockefeller  Center  was 
along  the  lines  of  the  Johns  Hopkins 

(PROGRAMMING)  77 


Wealth  of  etv  beamed  via  WPIX  New  York 


Commercial  television  is  an  edu- 
cational bargain  in  New  York  City. 

The  State  Education  Dept.  pays 
$225,000  for  WPIX  (TV)  facilities 
but  gets  free  time  that  has  a  poten- 
tial $2.2  million  rate-card  value. 

Having  once  considered  the  idea 
of  a  state  uhf  network  and  later 
purchase  of  a  commercial  vhf  sta- 
tion, the  state  appropriated  $600,- 
000  for  development  of  tv  education 
on  a  commercial  outlet  with  $350,- 

000  set  aside  for  a  12-county  opera- 
tion. 

Last  Sept.  22  WPIX  started  sup- 
plying educational  programs  seven 
hours  daily  (9:50  a.m.-5  p.m.),  a 
total  of  35  hours  a  week.  Educators 
ordered  1.600  hours  at  a  cost  of 
$225,000  for  facilities  only. 

Directing  the  service  is  the  New 
York  State  Regents  Project,  super- 
vised by  its  executive  director,  James 
R.  McAndrew,  veteran  tv  educator. 
Something  is  provided  for  nearly 
everyone,  including  teachers.  The 
project  has  a  split  personality — 
171/2  hours  weekly  for  classroom 
viewing,  IV/2  hours  primarily 
beamed  toward  home  viewers,  with 
some  overlap. 

About  2  million  school  children, 
60%  of  the  state's  total,  are  within 

1  00-mile  range  of  the  WPIX  tele- 
courses.  The  material  is  designed  to 
supplement  classroom  work. 

A  sample  day  of  programming  in- 
cludes: 

9:50  a.m.,  Hablemos  Espanol  (learning  to 
speak  Spanish),  grades  1-6;  10:10  a.m.,  math- 
ematics, grade  9,  equation  and  problem  solving; 
10:50  a.m.,  news  bulletins;  11  a.m.,  science, 
kindergarten  through  grade  2  (wheels  at  work, 
how  to  make  a  spring,  how  to  hold  a  toy 
parade);  11:20  a.m.,  English  (grade  12)  (Mac- 
beth, Act  III);  11:50  a.m.,  news  bulletins; 
noon,  Explorations  (a  series),  film,  Islands  of 
the  Frozen  Sea,  about  the  Queen  Elizabeth 
Islands  in  the  North  Arctic;  12:30  p.m.,  French 
Through  Tv  (via  Metropolitan  Educational  Tels- 


Science  Review,  broadcast  on  the  old 
DuMont  network  early  this  decade.  The 
potential  circulation  in  the  New  York 
area  in  1935  was  estimated  at  about 
50  sets. 

NBC  followed  on  Easter  Sunday, 
1936,  with  a  religious  broadcast,  in- 
cluding an  appearance  of  then  Mon- 
signor  Sheen  in  a  tv  version  of  NBC's 
Catholic  Hour  radio  program. 

When  tv  was  revived  toward  the 
end  of  World  War  II,  WOW-TV 
Omaha,  Neb.,  then  an  experimental  sta- 
tion, telecast  a  science  series  conducted 
by  Rev.  Roswell  C.  Williams,  S.J.,  of 
Creighton  U. 

Often  hailed  as  the  first  regular  tele- 


vision Assn.);  1  p.m.,  Fun  at  One  (pre-school 
education);  1:30  p.m.,  music,  grades  5-6,  learn- 
ing play  of  simple  woodwind  instruments;  1:50 
p.m.,  news  bulletins;  2  p.m.,  physics,  grades 
11-12/  alternating  currents;  2:30  p.m.,  Al- 
manac; 3-  p.m.,  lecture  on-  Latin  America  by  a 
professor;  4  p.m.,  Mathematics  for  teachers, 
and  4:30  p.m.,  Spotlight  on  Youth. 

It's  a  little  soon  to  offer  an  array 
of  success  stories,  but  there  are  many 
indications  the  series  is  effective. 
First,  the  educator-sponsors  are  talk- 
ing along  tv  summer-school  lines. 
Next,  the  idea  of  "total  tv  teaching" 
or  tv-only  instruction  is  getting  at- 
tention. 

Shortly  after  the  project  was 
started,  a  survey  showed  2,164 
schools  outside  New  York  City  and 
250  inside  the  city  reported  they 


Barbara  Yaoowski,  WPIX,  shows  rabbit's  growth 


course  carried  on  a  commercial  station 
is  the  U.  of  Michigan  Hour.  The  pro- 
gram was  developed  by  Harry  Bannis- 
ter, now  of  NBC  and  then  WWJ-TV 
manager;  Willard  Walbridge,  his  assis- 
tant (now  of  KTRK-TV  Houston;  see 
Our  Respects  page  109),  and  Garnet 
Garrison,  radio-tv  director  of  the  uni- 
versity. 

Programs  were  live,  starting  with  the 
opener  in  November  1950,  university 
professors  going  to  Detroit  for  the 
broadcasts.  Soon  as  many  as  900  view- 
ers were  paying  $1  for  each  semi- 
semester  (seven-week)  course. 

Other  universities  were  doing  pioneer- 
ing work.  WEWS  (TV)  Cleveland,  one 


were  using  programs.  That  was  three 
months  ago  when  the  program  was 
young.  American  Research  Bureau 
figures  showed  an  average  of  175,- 
000  sets  tuned  to  WPIX  during  ed- 
ucational hours. 

Educators  like  to  look  at  the  tele- 
courses  another  way.  They  emphasize 
the  cost  to  the  state  is  a  pittance 
in  comparison  with  the  money  need- 
ed for  school  facilities.  After  all, 
it  takes  about  $4  million  to  build  an 
average  high  school  in  the  area,  $1.5 
million  to  build  an  elementary 
school.  Moreover,  overcrowded 
schools  and  a  teacher  shortage  are 
acute  around  New  York,  perhaps 
worse  than  many  cities  and  towns 
around  the  nation.  There's  talk  of 
boosting  telecourse  time  to  40  hours 
a  week. 

In  metropolitan  New  York  80 
teachers  signed  for  New  Approach 
to  Mathematics,  an  in-service  train- 
ing course  for  teachers.  Those  com- 
pleting the  course  will  qualify  for  a 
pay  boost.  WTEN  (TV)  in  the  Al- 
bany-Troy-Schenectady  area  is  re- 
peating the  math  program,  with  60 
teachers  signed. 

All  but  five  of  the  35  WPIX  pro- 
grams are  programmed  live  from  the 
station's  42nd  St.  studios  in  Man- 
hattan. A  score  are  kinescoped  for 
use  elsewhere  on  commercial  out- 
lets and  closed-circuit  instruction 
facilities. 

Freeloading  prevails  in  parts  of 
New  Jersey  and  Connecticut  where 
schools  ask  for  program  log  informa- 
tion. About  $225,000  of  the  original 
$350,000  budget  was  earmarked  for 
WPIX,  with  $80,000  or  more  sub- 
let and  the  rest  allotted  for  miscel- 
laneous purposes.  Subcontracts  cover 
nine  separate  school  systems.  WPIX 
promotes  the  programming  at  its 
own  expense. 


of  the  more  active  commercial  educa- 
tors, took  the  air  with  programs  pro- 
duced in  conjunction  with  Western 
Reserve  U.  U.  of  Louisville  and  many 
others  were  interested.  WFIL-TV  Phil- 
adelphia began  University  of  the  Air 
Jan.  2,  1951  (see  page  77). 

The  Ann  Arbor  center  is  supplying 
telecourse  series  to  a  score  of  com- 
mercial stations  plus  the  35  operating 
etv  outlets.  Its  resources  include  over 
3,000  separate  programs,  part  of  near- 
ly 300  series.  Twice  weekly  for  two 
years  NBC-TV  has  been  transmitting 
center  programs  (Tues.,  10:30  p.m., 
Wed.,  6  p.m.)  over  its  national  network 
to  etv  outlets  as  well  as  to  commercial 
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VIDEOTAPE 


I: 


DYNAMIC 
NEW  DIMENSION 
IN  TV  ADVERTISING 


However  you  measure  it  -  quality,  convenience  or 
economy  —  tape  adds  new  dimensions  to  television 
advertising,  and  for  at  least  9  good  reasons: 

TAPE  OFFERS  THE  ADVANTAGES  OF  LIVE  TV 

•  Use  of  popular  local  personalities 

•  Conveys  a  sense  of  immediacy 

•  Permits  last  minute  copy  changes 


PLUS  THE  ADVANTAGES  OF  FILM 

•  Perfect  performance  every  time 

•  Accuracy  of  the  sponsor's  message 

•  Identical  commercials  in  all  markets 

AND  THE  ADVANTAGES  ONLY  TAPE  CAN  OFFER 

•  Immediate  viewing  of  the  recording 

•  Erasability  and  re-usability 

•  Change  audio  without  affecting  video 


EDWOOD    CITY,  CALIFORNIA 
Offices  and  representatives  In  principal 
cities  throughout  the  world 


VIDEOTAPE 


Proudly  displayed  by  progressive 
stations  in  major  markets  everywhere 


CORPORATION 


professional 
products  division 
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Big  story. 


WMT-TV.  represented  nation- 
ally  by  The  Katz  Agency, 
covers  over  half  of  the  tv 
families  in  Iowa,  dominates 
Cedar  Rapids,  Waterloo  and 
Dubuque,  three  of  Iowa's  six 
largest  cities. 


Chicago  teachers  who  appear  on  WGN-TV's  series  were  introduced  on  first  program 


A  television  course  designed  to 
teach  school  teachers  is  broadcast 
by  WGN-TV  Chicago  in  cooperation 
with  the  Chicago  Public  School  Sys- 
tem (Mon.-Fri.,  8:15-8:45  a.m.). 

Begun  last  Sept.  22,  the  series  is 
an  in-service  training  program  in 
reading  and  language  arts  for  teach- 
ers in  the  kindergarten-8th  grade 
range.  Final  exams  for  credit  are 
scheduled  Jan.  27  for  over  1,000 
teacher-students.  Nearly  7,000  teach- 
ers have  been  taking  the  course, 
many  using  it  as  a  refresher  course 
or  for  special  training.  A  new  math 
series  starts  Feb.  9. 

Chicago  Teachers  College  will 
grant  credits.  Fees  are  $30  a  semester 


for  non-Illinois  students.  Videotape 
repeats  are  available  for  those  unable 
to  catch  the  morning  programs. 

Dr.  Benjamin  C.  Willis,  superin- 
tendent of  Chicago  Public  Schools, 
described  the  telecourse  as  "a  drama- 
tic and  historic  contribution  to  good- 
reading  programs  in  the  greater 
Chicago  area."  He  praised  WGN-TV 
and  other  participants  for  their  '  out- 
standing cooperation." 

Ward  L.  Quaal,  station  vice  presi- 
dent and  general  manager,  said  the 
station  recognizes  the  telecourse  "as 
an  opportunity  to  make  a  practical 
and  pertinent  contribution  through 
our  facilities  to  the  nation's  pressing 
educational  problem." 


KTRK-TV,  channel  13 


MODEL  59—. 

MAGNETIC  FILM 
RECORDING/DUBBING 
SYSTEM 


A  completely 
transistorized, 
automatic  operat- 
ing magnetic 
film  and  optical 
sound  system  for 
professional 
heavy-duty  use. 
Supreme  quality 
at  low  cost. 
Write  for 
particulars. 


stations  in  cities  that  don't  have  etv 
stations.  Over  200  programs  have  been 
transmitted  in  this  period.  John  F. 
White,  former  head  of  WQED  (TV) 
Pittsburgh,  assumed  the  center's  presi- 
dency last  autumn.  The  programming 
is  emphasizing  special  programs  such 
as  UN  debates  and  Boston  Symphony 
concerts.  In  February  it  will  start  a 
cancer  research  series  pn  the  NBC-TV 
Tuesday  period. 

According  to  Mr.  Garrison,  the  U. 
of  Michigan's  current  telecourses  on  a 
score  of  stations  are  reaching  2  million 
viewers  a  week  across  the  nation.  Some 


of  its  programs  are  used  by  ERTC, 
serving  both  etv  and  commercial  sta- 
tions in  areas  without  etv  stations. 

In  1951  two  other  stations  joined 
WWJ-TV  and  a  Michigan  network  was 
operating.  WJIM-TV  Lansing  and 
WKZO-TV  Kalamazoo  were  joined  by 
others  and  currently  nearly  all  Michigan 
commercial  stations  are  networking 
the  university  hour  as  well  as  10  sta- 
tions between  Seattle  and  Boston.  The 
programs  have  been  done  on  kinescope 
since  the  university  set  up  its  own  sta- 
tions in  1954. 

Television  teaching  is  nationwide.  It 


KCMO-TV  uses  an  electronic  blackboard,  rear-screen  projection,  to  dramatize  tv  course 
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ranges  from  metropolitan  areas  to 
smaller  cities.  Each  month  new  pro- 
grams are  started,  sometimes  at  the 
suggestion  of  commercial  stations  and 
sometimes  by  educational  sources. 

All  four  commercial  stations  in  Wash- 
ington, D.  C,  have  been  active  in  their 
educational  programming.  WTOP-TV 
will  have  three  courses  on  the  air  when 
its  Russian  series  starts  Feb.  2.  WMAL- 
TV  has  a  telecourse  that  is  attracting 
wide  attention.  Titled  The  Life  and 
Teaching  of  Jesus,  it  is  offered  by 
American  U.  as  a  college-credit  course. 

Over  1,900  viewers  are  enrolled  in 
the  course  (Sat.,  12:30-1:30  p.m.),  200 
of  them  paying  $20  enrollment  to  the 
university  on  a  college-credit  basis.  If 
they  pass  the  Jan.  24  and  May  23  final 
exams,  taken  on  the  campus,  they  will 
receive  formal  credits.  The  other  1,700 
taking  the  course  paid  $2  for  a  syllabus. 
A  field  trip  to  Washington  National 
Cathedral  attracted  750  persons. 

Over  40%  of  the  enrolled  students 
have  college  degrees;  many  have  masters 
degrees.  The  program's  rating  has 
topped  Washington  stations  at  the  hour, 
according  to  American  Research  Bu- 
reau, with  the  exception  of  a  half-hour 
that  overlapped  an  NBC-TV  football 
game  in  December.  A  recent  program 
was  piped  to  New  York  for  review  by 
sponsors  and  foundations. 

WTTG  (TV)  Washington  is  telecast- 
ing Time  for  Science  (Mon.-Fri.  11:30- 
1 2  noon)  in  cooperation  with  the  Great- 
er Washington  Educational  Television 
Assn.  It  is  viewed  regularly  in  schools 
by  44,000  students  around  the  sixth- 
grade  level,  reaching  17  school  sys- 
tems. WTTG  supplies  the  time  and 
facilities  free.  Funds  for  the  teacher 
and  production  come  from  the  Eugene 
&  Agnes  E.  Meyer  Foundation.  The 
American  Institute  for  Research  is 
evaluating  the  series.  A  half-dozen 
county  systems  and  the  schools  of  the 
Washington  and  Richmond  (Va.) 
Archdioeceses  are  using  the  telecourse. 

WRC-TV  carried  The  Other  Two 
Billion,  a  series  in  cooperation  with 
George  Washington  U.  At  present  it 
broadcasts  NBC's  Continental  Class- 
room and  has  carried  some  of  the  pro- 
grams from  the  Ann  Arbor  center. 

KCMO-TV  Kansas  City  entered  the 
telecourse  scene  in  1954  with  a  program 
titled  Doors  of  Knowledge,  a  science 
series  produced  in  conjunction  with 
Rockhurst  College.  The  next  year  it 
created  a  legal  series,  You  and  the  Law, 
with  U.  of  Kansas  offering  full  college 
credit.  Two  years  ago  KCMO-TV's 
Discovery  series  induced  the  Kansas 
City  Board  of  Education  to  buy  tv  sets 
for  every  school.  KMBC-TV  and 
WDAF-TV  share  in  the  Kansas  City 
educational  programming. 

WBTV  (TV)  Charlotte,  N.C.,  Jan. 
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5  started  a  series  of  100  tv  literacy  pro- 
grams designed  to  teach  adults  how  to 
read  and  write.  A  score  of  Carolina 
counties  are  participating  along  with 
15  newspapers.  WKNO  (TV)  Memphis, 
an  etv  outlet,  originally  produced  the 
series.  Students  pay  $3.50  to  cover  cost 
of  books,  and  kits  are  supplied  teach- 
ers. WBTV  is  providing  air  time  and 
carrying  production  costs.  Jefferson 
Standard  Foundation  made  a  contribu- 
tion of  $1,500. 

Mohawk-Hudson  Council  on  Educa- 
tional Television  has  been  operating 
several  years  in  upstate  New  York, 
originally  carrying  programs  on  WGRB 
(TV)  Schenectady.  Its  Our  Inquiring 
Youth  series  on  WTEN  (TV)  in  the 
Albany-Troy-Schenectady  area  will  be 
supplemented  by  a  dental  health  pro- 
gram. 

In  western  Georgia  a  series  carried 
by  WRBL-TV  Columbus  originated 
with  the  Muscogee  County  School  Dis- 
trict. The  school  system  sent  two  teach- 
ers to  U.  of  Georgia  for  summer  train- 
ing. The  program  is  popular.  Educators 
and  station  are  delighted.  The  telecasts 
are  attracting  good  audiences,  meeting 
the  needs  of  schools.  The  PTA  groups 
are  buying  tv  sets  for  schools  not 
properly  equipped. 

New  York  and  Philadelphia  are  of- 
fering educational  programs  that  have 
attracted  wide  attention  (see  separate 
stories).  Educators  are  happy  that  mil- 
lions are  receiving  instruction  in  a 
modern  way,  though  some  still  figure 
this  new-fangled,  mercenary  medium  is 
only  interested  in  peddling  pills,  deter- 
gents and  beer  via  cow-punching  and 
six-shooters.  This  opposition  is  being 
broken  down  as  the  results  of  commer- 
cial telecourses  are  analyzed  and  re- 
viewed by  professional  educators. 

An  important  weapon  in  the  fight 
for  survival  has  developed  in  the 
atomic  age.  Its  influence  is  spreading 
and  will  continue  to  spread  through 
the  combined  skills  of  teachers  and 
broadcasters  from  Atlantic  to  Pacific. 


COL 

CASTING 

Here  are  the  next  10  days  of  network  color 
shows  (all  times  are  EST): 

On  NBC-TV: 

Jan.  12-16,  19-21  (2-2:30  p.m.)  Truth  or 
Consequences,  participating  sponsors. 

jan.  12-16,  19-21  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Jan.  12  (8:30-9:30  p.m.)  Bell  Telephone 
Hour,  Bell  Telephone  through  N.  W.  Ayer. 

Jan.  12,  19  (10-10:30  p.m.)  Arthur  Murray 
Party,  P.  Lorillard  through  Lennen  &  Newell. 

Jan.  13  (8-9  p.m.)  George  Gobel  Show, 
RCA  Whirlpool  through  Kenyon  &  Eckhardt. 

Jan.  14,  21  (8:30-9  p.m.)  Price  Is  Right, 
Speidel  through  Norman,  Craig  &  Kummel  and 
Lever  through  J.  Walter  Thompson. 

Jan.  14,  21  (9-9:30  p.m.)  Milton  Berle, 
Kraft  Foods  through  J.  Walter  Thompson. 

Jan.  15  (9:30-10  p.m.)  Ford  Show,  Ford 
Motors  through  J.  Walter  Thompson. 

Jan.  15  (10:30-11  p.m.)  Masquerade  Party, 
P.  Lorillard  through  Lennen  &  Newell. 

Jan.  16  (7:30-8  p.m.''  Northwest  Passage, 
sustaining. 

Jan.  16  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Jan.  17  (8-9  p.m.)  Perry  Como  Show,  par- 
ticipating sponsors. 

Jan.  18  (7:30-8  p.m.)  Music  Shop  With 
Buddy  Bregman,  sustaining. 

Jan.  18  (8-9  p.m.)  Steve  Allen  Show,  Timex 
through  Peck,  Greyhound  through  Grey,  Pola- 
roid through  Doyle  Dane  Bernbach  and  du 
Pont  through  BBD0. 

Jan.  18  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell  Ewald. 

Jan.  20  (8-9  p.m.)  Eddie  Fisher  Show, 
Liggett  &  Myers  through  IVIcCann-Erickson. 


Read  made  MGA  head 

Cecil  Read  has  been  elected  chairman 
of  the  board  of  Musicians  Guild  of 
America  by  the  MGA  board. 

The  union  board  also  elected  Justin 
Gordon  vice  chairman,  Ted  Nash  re- 
cording secretary  and  Larry  Sullivan 
treasurer.  Mr.  Read  also  was  appointed 
to  the  MGA  presidency,  a  full-time 
administrative  position. 

A  former  vice  president  of  the  Holly- 
wood local  of  the  American  Federation 
of  Musicians,  Mr.  Read  was  expelled 
from  AFM  for  leading  a  court  fight  to 
overthrow  the  union's  trust  fund  poli- 
cies. Last  March  he  was  one  of  the 
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organizers  of  MGA  (Broadcasting, 
Mar.  31,  1958)  and  has  been  acting 
chairman  since  then. 

Program  notes 

•  Five-year,  $3,235,000  contract  has 
been  signed  by  orchestra  leader  Sammy 
Kaye  and  programming  officials  of 
ABC-TV.  Mr.  Kaye,  currently  star- 
ring in  now-sustaining  Music  From 
Manhattan,  weekly  30-minute  show 
sponsored  through  Dec.  21  by  Manhat- 
tan Shirt  Co.,  will  be  exclusive  ABC- 
TV  talent  subject  to  26-week  renewal 
clauses.  Series  may  again  be  sponsored 
by  Manhattan  this  spring;  Doner  & 
Peck  Adv.,  New  York,  is  understood 
to  be  negotiating  renewal  after  a  winter 
hiatus. 

•  A  new  celebrity  film  series  will  be 
aired  by  NBC-TV  next  fall.  A  co-pro- 
duction deal  by  NBC-TV  with  Louis  F. 
Edelman  Productions  Inc.,  and  Barwyck 
Corp.,  calling  for  The  Barbara  Stan- 
wyck Theatre.  Miss  Stanwyck  will  make 
her  first  regular  appearance  on  tv  in 
the  anthology  series  which  goes  before 
the  cameras  this  April.  Mr.  Edelman  is 
executive  producer  of  The  Californians 
(NBC-TV),  Wyatt  Earp  (ABC-TV)  and 
Danny  Thomas  Show  (CBS-TV). 

•  Walden  Productions  has  secured  ex- 
clusive tv  rights  to  the  James  Thurber 
properties  and  will  produce  a  half-hour 
tv  film  series,  The  Secret  Life  of  James 
Thurber,  with  Arthur  O'Connell  as  male 
lead,  Jules  C.  Goldstone,  Walden  presi- 
dent, announced.  The  series  will  be 
financed,  distributed  and  presented  by 
Screen  Gems.  The  idea  was  developed 
by  Melville  Shavelson,  who  is  writing 
the  initial  program  and  will  serve  as 
story  consultant  for  the  full  series. 
James  Sheldon,  who  directed  the  first 
13  Mr.  Peeper  tv  films,  will  direct  the 
opening  installment  of  the  Thurber 
series,  which  goes  into  production  to- 
day (Jan.  12)  at  Columbia  studios  in 
Hollywood. 

•  Columbia  Records  Div.,  CBS  Inc., 
reports  that  1958  gross  sales  were  12% 
higher  than  in  1957,  marking  largest 
sales  year  in  company's  history.  Long- 
playing  records  account  for  68%  of 
Columbia's  total  sales. 

•  Quartet  Films  Inc.  has  moved  to  new 
quarters  at  5631  Hollywood  Blvd., 
Hollywood  28.  Telephone:  Hollywood 
4-9225. 

•  Animation  Inc.,  Hollywood  creators 
of  animated  tv  commercials  and  fea- 
ture film  specialties,  has  moved  into 
its  own  $100,000  facility  at  736  N. 
Seward  St. 


82  (PROGRAMMING) 


BROADCASTING,  January  12,  195V 


FATES  &  FORTUNES 


Advertisers 

•  James  D.  North,  marketing  man- 
ager, Jell-O  Div.,  General  Foods  Corp., 
and  George  E.  White,  manager  of 
operations,  GF's  Maxwell  House  Div., 
to  newly-created  posts  of  assistant  gen- 
eral managers,  Birds  Eye  Div.,  White 
Plains,  N.Y.  Bart  P.  Panettiere,  pre- 
viously marketing  research  manager, 
Jell-O  division,  appointed  director  of 
GF  research  services  department. 

•  Mort  Yanow,  formerly  radio-tv  di- 
rector of  Feigenbaum  &  Wermen  Adv., 
Phila.,  to  Bayuk  Cigars  Inc.,  that  city, 
as  director  of  radio-tv. 

•  Robert  L.  Kob,  sales  manager,  B. 
T.  Babbitt  Inc.,  elected  v.p. 

•  Jerome  S.  Weiss,  officer  of  Cory 
Corp.,  Chicago,  elected  to  board  of  di- 
rectors. 

•  John  J.  Louis,  formerly  senior  v.p. 
of  Needham,  Louis  &  Brorby,  Chi- 
cago, and  group  station  owner,  re- 
tained by  Pure  Oil  Co.  as  advertising 
counsel  to  merchandising  committee  and 
general  marketing  management  of  Chi- 
cago-based regional  advertiser. 

•  Arthur  W.  Lundell,  advertising 
manager,  ReaLemon-Puritan  Co.  (juice 
concentrates),  Chicago,  promoted  to 
v.p.  in  charge  of  advertising  and  market- 
ing. 

•  Jack  J.  Leener,  account  executive  at 
Stromberger,  LaVene,  McKenzie,  Los 
Angeles,  has  been  appointed  advertising 
manager  of  Tidewater  Oil  Co.,  S.F. 
He  succeeds  Fred  Wellmerling  who 
has  joined  San  Francisco  staff  of  Young 
&  Rubicam. 

•  Harry  J.  Watson,  assistant  to  direc- 
tor of  sales,  National  Biscuit  Co.'s 
special  products  division,  promoted  to 
promotion  manager. 

•  Herbert  J.  Goldstein,  formerly 
sales  promotion  and  advertising  man- 
ager, Columbia  phonographs  division, 
Columbia  Records,  to  S.  Augstein  & 
Co.,  N.Y.,  as  advertising  manager. 

•  Lester  P.  Helm  and  Max  Green 
promoted  to  western  area  and  eastern 
area  sales  managers,  respectively,  of 
Dr.  Pepper  Co.,  Dallas.  Bill  Kenyon 
continues  as  western  division  manager. 
Other  appointments:  Max  McNeil, 
southwestern  division;  Woody  Reeves, 
midwestern  division;  Joe  Capp,  south- 
ern division;  Stan  Curtis,  east  central 
division,  and  Hal  Stockstill,  north 
central  division. 


•  Frank  Hefter,  formerly  of  Com- 
munications Counselors  Inc.,  N.Y.,  to 
Hilton  Hotels  Corp.  as  assistant  direc- 
tor of  public  relations. 

•  John  H.  Allen,  formerly  active  in 
tv  functions  of  Illinois  Agricultural 
Assn.,  appointed  director  of  radio-tele- 
vision for  IAA. 

•  Gilbert  J.  Stanley,  formerly  with 
Celanese  Corp.,  N.Y.,  to  First  National 
City  Bank  of  N.Y.,  public  relations  de- 
partment working  on  television  adver- 
tising. 

Agencies 

•  John  Peace,  with  Wm.  Esty  Co., 
N.Y.,  for  18  years,  v.p.  since  1953  and 
chairman  of  operations  committee  since 
1957,  elected  first  v.p. 

•  William  F.  Maughan,  v.p.-treasurer, 
Dancer-Fitzgerald-Sample,  N.Y.,  named 
business  manager  of  agency,  under  ex- 
ecutive realignment  announced  earlier 
this  month  (Broadcasting,  Jan.  5). 

•  Walter  P.  Glenn,  v.p.,  Young  & 
Rubicam,  N.Y.,  appointed  director  of 
art  department,  succeeding  Fred  S. 
Sergenian,  who  retires  Jan.  16.  Jack 
Anthony,  v.p.  and  executive  art  super- 
visor, named  associate  director  of  de- 
partment. Carl  S.  Harris,  art  supervi- 
sor, succeeds  Mr.  Anthony  as  executive 
art  supervisor. 


•  Horace  E.  Curtis, 
formerly  v.p.  and 
management  supervi- 
sor, Benton  &  Bowles, 
N  .  Y  .  ,  to  Sullivan, 
Stauffer,  Colwell  & 
Bayles,  N.Y.,  as  v.p. 
on  American  Tobac- 
co Co.  account. 


Curtis 


•  Daniel  J.  Duffin,  public  relations 
director  in  Philadelphia  for  Erwin 
Wasey,  Ruthrauff  &  Ryan,  named  v.p. 
in  charge  of  client  public  relations  for 
EWR&R's  eastern  division  in  New  York. 

•  Hal  Dickens,  formerly  sales  man- 
ager of  radio  features  for  Walter 
Schwimmer  Co.,  Chicago,  to  Edward  H. 
Weiss  &  Co.,  that  city,  as  v.p.  in  charge 
of  merchandising.  Sam  Silberman, 
formerly  market  research  supervisor 
for  Toni  Co.,  Chicago,  division  of  Gil- 
lette Co.,  appointed  v.p.  and  director 
of  marketing  for  Weiss. 

•  William  L.  Lavicka,  45,  v.p.  and  ac- 
count executive  at  Donahue  &  Co., 
Chicago,  died  following  heart  attack 
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Jan.  1.  Mr.  Lavicka  was  to  have  joined 
Keyes,  Madden  &  Jones  as  v.p.  in 
absorption  of  D&C's  Chicago  office 
(Broadcasting,  Dec.  29,  1958). 

•  John  P.  McElroy,  account  execu- 
tive. Grant  Adv.,  Chicago,  promoted 
to  v.p. 

•  Gerald  Light,  account  group  head, 
McCann-Erickson  Inc.,  N.Y.,  named 
v.p. 

•  Joe  K.  Hughes,  with  Grant  Adv. 
past  three  years,  appointed  v.p.  and 
manager  of  agency's  Dallas  office,  suc- 
ceeding Robert  L.  Dellinger,  trans- 
ferred to  Grant's  Hollywood  office  as 
chairman  of  plans  board. 

•  Hugh  L.  Lucas  and  Kensinger 
Jones,  both  of  Campbell-Ewald,  N.Y., 
tv-radio  department,  elected  v.p.'s. 

•  Tkelso  M.  Taegertn,  media  director 
at  McCann-Erickson,  Detroit,  elected 
v.p. 

•  Harold  J.  McCormick,  Chester  A. 
Stover  and  Clyde  E.  Rapp,  appointed 
v.p.'s  at  Dancer-Fitzgerald-Sample, 
N.Y.  Latter  is  Dayton  office  head, 
former  are  in  New  York  headquarters. 

•  Stanley  T.  Peterson,  director  of 
marketing,  Cunningham  &  Walsh,  S.F., 
elected  v.p. 

•  John  H.  Byrne,  formerly  v.p.  in 
charge  of  MacManus,  John  &  Adams' 
international  division,  named  senior 
v.p.  and  executive  assistant  to  president, 
Hockaday  Assoc.,  N.Y. 

•  Ben  Norman,  national  director  of  tv 
production,  Doyle  Dane  Bernbach  Inc., 
L.A.,  has  resigned. 

•  George  H.  Lovitt,  v.p.,  Irving 
Gruber,  head  art  director  and  Stanley 
Aaron,  production  manager,  Franklin 
Spier  Inc.,  N.Y.,  elected  v.p. -directors. 

•  Baldwin  Garretson,  formerly  with 
St.  Georges  &  Keyes,  N.Y.,  to  Jones, 
Brakeley  &  Rockwell  Inc.,  N.Y.,  as 
v.p. 

•  Lester  S.  Rounds,  account  executive, 
and  Ed  Spitzer,  merchandising  direc- 
tor, Kudner,  N.Y.,  elected  v.p.'s. 

•  Paul  Bradley,  formerly  v.p.  in 
charge  of  New  York  office  of  Grant 
Adv.,  to  executive  capacity  in  mer- 
chandising department  of  Kenyon  & 
Eckhardt,  N.Y. 

•  Neil  McGreevey,  production  man- 
ager for  past  1 3  years  at  BBDO,  Chica- 
go, to  Clinton  E.  Frank  Inc.,  that  city, 


as  manager  of  production  and  traffic 
departments. 

•  Nancyann  Graham,  formerly  food, 
decorating  and  homemaking  editor  of 
NBC-TV's  Home  show,  appointed  di- 
rector of  home  economics  for  Mogul, 
Lewin,  Williams  &  Saylor  Inc.,  N.Y. 

•  William  B.  Phillips,  senior  media 
manager,  Ketchum,  MacLeod  &  Grove 
Inc.,  N.Y.,  media  department,  promoted 
to  director  of  department. 

•  David  Elledge,  formerly  in  art  de- 
partment, Benton  &  Bowles,  to  tv  art  di- 
rector, Ogilvy,  Benson  &  Mather,  both 
New  York. 

•  Earl  Kennedy  becomes  president  of 
Kennedy/Walker/Inc,  Beverly  Hills, 
Calif.  Richard  Barrett,  formerly  of 
Stromberger,  LeVene  &  McKenzie  Inc.. 
L.A.,  joins  K/W  as  copy  chief. 

•  Lloyd  N.  Newman,  account  execu- 
tive, Adrian  Bauer  &  Alan  Tripp,  N.Y., 
to  public  relations  manager. 

•  Lawrence  G.  Chait,  president  of 
Lawrence  G.  Chait  &  Co.,  New  York 
advertising  agency,  elected  to  board  of 
National  Sales  Promotion  Executives 
Assn.,  N.Y. 

•  Mrs.  Melina  Palmer,  formerly  with 
J.  Walter  Thompson,  to  creative  staff 
of  The  Bresnick  Co.,  Boston. 

•  Roy  Hunt,  formerly  art  director  of 
Anderson-McConnell  Adv.  and  West- 
Marquis,  both  Los  Angeles,  to  same 
post  with  Honig-Cooper,  Harrington  & 
Miner,  that  city. 

•  John  J.  Meskill,  formerly  media 
manager  of  Fletcher  D.  Richards,  N.Y., 
to  Marschalk  &  Pratt,  N.Y.,  as  associ- 
ate media  director. 

•  Rita  Wagner  Selden,  formerly  with 
Ellington  &  Co.  and  Ogilvy,  Benson  & 
Mather,  both  New  York,  to  Doyle  Dane 
Bernbach  copy  staff  in  that  city. 

•  James  P.  Hackett  has  resigned  from 
Associated  Press  to  join  Art  Flynn 
Assoc.,  N.Y.,  as  account  executive. 

Networks 

•  James  A.  Stabile,  director  of  talent 
and  program  contract  administration, 
NBC,  will  have  full  responsibility  in 
these  areas,  assuming  duties  of  James 
E.  Denning,  v.p.,  resigned. 

•  William  Phillipson,  50,  formerly 
partner  of  Henry  Jaffe  Enterprises  and 
general  manager  of  ABC  western  divi- 


sion, died  Jan.  1  in  University  Hospital, 
N.Y.,  following  short  illness. 

•  John  O.  Downey,  for  past  two  years 
program  director  of  WHCT  Hartford, 
to  CBS-TV  stations  division,  program 
department.  New  York. 

Stations 

•  Gibbs  Lincoln,  sales  manager  of 
KING  Seattle,  promoted  to  station  man- 
ager, assuming  duties  formerly  handled 
by  Otto  Brandt,  broadcast  division 
vice  president,  KING  Broadcasting  Co. 

•  Lloyd  B.  Taft,  for- 
H  merly  executive  v.p. 
of  Cincinnati  Times- 
Star  (sold  to  Cincin- 
nati Post  last  year), 
named  general  man- 
ager of  WBRC-AM- 
FM  Birmingham, 
Ala.,  succeeding 
Mr.  Taft  Robert   L.  Beving- 

ton,  to  WKRC-AM- 
FM  Cincinnati  as  gen- 
eral sales  manager. 
Stations  are  owned  by 
Radio  Cincinnati  Inc. 


•  Robert  J.  Lauben- 
gayer,  74,  president 
of  Salina  (Kan.)  Jour- 
Mr.  Bevington      nal  InC  j  and  KSAL 

Salina,  died  Dec.  26,  1958,  following 
heart  attack  in  St.  Francis'  Hospital, 
Topeka.  Mr.  Laubengayer  was  also 
active  in  starting  KTVH-TV  Hutchin- 
son, Kan. 

•  Paul  E.  Mills,  with  Westinghouse 
Broadcasting  Corp.  since  1936,  resigns 
as  midwest  tv  sales  manager  in  WBC's 
Chicago  office. 

•  Claud  O'Shields, 
WECT  (TV)  Wil- 
mington, N.C.,  station 
manager,  promoted  to 
general  manager. 

•  Richard  Foerster, 
formerly  with  Peters, 
Griffin,  Woodward, 

Mr.  O'Shields  Chicago,  station  repre- 
sentative, appointed  sales  manager  of 
WISN-TV  Milwaukee. 

•  Len  Ellis,  former  sales  manager  of 
WJOB  Hammond,  Ind.,  appointed  sta- 
tions manager  of  WJOB-AM-FM. 

o  Hal  Sundberg,  with  WMBD  Peoria. 
111.,  since  1953  and  director  of  sales 
since  1957,  named  station  manager. 
Bill  Mayer,  formerly  with  WRCV 
Philadelphia,  named  WMBD  program 
manager,  succeeding  William  Brown, 
to  regional  sales  representative. 
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•  Mort  Silverman, 
formerly  general  man- 
ager of  WJMR-AM- 
TV  New  Orleans,  to 
similar  capacity  at 
WJBO-AM  and 
WBRL-FM.  both 
Baton  Rouge.  La. 


Mr.  Silverman 


Elmer  F.  Will- 
rich,  with  WAMV  East  St.  Louis,  111., 
since  it  started  broadcasting  in  1935, 
appointed  general  manager. 

•  Harold  W.  Waddell,  formerly  sta- 
tion manager  of  WRCV  Philadelphia, 
to  WKBZ  Muskegon,  Mich.,  as  general 
manager. 

•  Darrell  Anderson,  part  owner- 
manager  of  KUDE  Oceanside,  Calif., 
to  KQDE  Renton,  Wash.,  in  similar 
capacity.  Bill  Harpel,  formerly  owner 
of  KXLE  Ellensburg,  Wash.,  to  KQDE 
as  part  owner  and  operations  manaeer. 
George  Hayes,  formerly  d.j.  of  KUDE, 
to  KQDE  as  program  director.  Wally 
Nelskog,  part  owner  of  KUDE, 
KQTY  Everett,  Wash.,  KQDY  Minot, 
N.D.,  and  KUDI  Great  Falls,  Mont., 
is  president  of  Seattle  Musicasters,  li- 
censee of  KQDE. 

•  Bernard  Goodman,  manager  of 
WKFM  (FM)  Chicago,  announces 
resignation  over  "differences  in  operat- 
ing policy"  of  station. 

•  Calvin  W.  Adams,  formerly  com- 
mercial manager  of  KELP  El  Paso,  to 
KWYK  Farmington,  N.M..  as  station 
manager. 

•  Bob  C.  Wagner,  formerly  general 
manager  of  WJMA  Orange,  Va.,  to 
WBRX  Berwick,  Pa.,  as  station  man- 
ager. 

•  John  Neeck,  WPIX  (TV)  New 
York  technical  director,  promoted  to 
engineering  supervisor. 

•  Dave  Gifford,  news  director  of 
WICU  Erie,  Pa.,  promoted  to  head  of 
WICU-AM-TV  news  departments. 

•  Dave  Vowell  resigns  as  assistant  di- 
rector of  public  relations  at  KTLA 
(TV)  Los  Angeles,  effective  Jan.  16. 
John  W.  Hilliard,  announcer  at 
KHVH-AM-TV  Honolulu,  to  announc- 
ing staff  of  KTLA. 

•  Robert  Nelson,  formerly  on  news 
staff  of  WSYR-AM-FM-TV  Syracuse, 
N.Y.,  to  WBZ  Boston  as  news  editor. 

•  Joseph  Winkler,  formerly  sales 
manager  of  WFLN-AM-FM  Philadel- 
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phia,  to  WCAU-AM-FM,  that  city,  as 
account  executive. 

•  Fred  Morgan  to  KVOO-TV  Tulsa, 
Okla.,  as  account  executive.  Bill  D. 
Blair  and  Don  Moore,  formerly  pro- 
gram director  of  KSWS-TV  Roswell, 
N.M.,  to  KVOO-TV  as  staff  an- 
nouncers. 

•  William  R.  Abeyounis,  formerly 
manager  of  WRRF  Washington,  N.C., 
to  W1TN  (TV) ,  that  city,  as  account  ex- 
ecutive. William  W.  Moore,  former- 
ly owner-manager  of  WHED  (now 
WOOW),  that  city,  succeeds  Mr. 
Abeyounis  at  WRRF. 

•  Richard  H.  Wheat,  formerly  sales 
representative  of  WREN  Topeka,  Kan., 
and  Vic  Hersh,  formerly  director  of 
WTOP-TV  Washington,  to  WGMS 
Washington  sales  staff. 

•  Deane  Banta,  formerly  of  KGO- 
AM-FM  San  Francisco,  to  KSAY,  that 
city,  in  sales  department. 

•  Bob  Lyte,  formerly  promotion  di- 
rector of  Tribune  Publishing  Co. 
(Tacoma  [Wash.]  News  Tribune, 
KTNT-AM-TV) ,  to  WCAR  Detroit  in 
similar  capacity. 

•  Fred  S.  Cox,  formerly  production 
director  of  KWWL-TV  Waterloo,  Iowa, 
to  WTVO  (TV)  Rockford,  111.,  as  an- 
nouncer-director. 

•  George  Cromwell,  formerly  pro- 
gram director  of  KOIL  Omaha,  Neb., 
to  KFBI  Wichita,  Kan.,  in  similar 
capacity. 

•  Robert  Shaw,  formerly  program  di- 
rector of  WGUY  Bangor,  Me.,  named 
news  director  of  WCSH  Portland,  Me. 
Lee  Quimby,  formerly  of  WSBS  Great 
Barrington,  Mass.,  to  WCSH  as  an- 
nouncer-newsman. 

•  Carl  Meyers,  formerly  with  WENE 


Endicott,  N.Y.,  to  WGLI-WTFM 
Babylon,  N.Y.,  sales  division. 

•  Barth  Nelson  to  WETZ  New  Mar- 
tinsville, W.  Va.,  to  handle  regional 
sales  and  new  remote  studio.  Don 
Hartline,  formerly  of  WFMJ  Youngs- 
town,  Ohio,  to  the  announcing  staff  of 
WETZ  as  d.j. 

•  Garry  Miller,  formerly  air  per- 
sonality of  WHKK  Akron,  Ohio,  to 
WTOL  Toledo  in  similar  capacity,  re- 
placing Brooks  Morton,  moving  to 
WTOL-TV. 

•  Roger  Boas  resigns  as  interviewer- 
moderator  of  KQED  (TV)  San  Francis- 
co public  affairs  show,  Profile:  Bay 
Area,  due  to  pressure  of  his  private 
business. 

•  Joel  Kane,  who  left  program  de- 
partment of  KNX  Los  Angeles  in  1955 
and  has  since  written  for  several  tv 
series,  rejoins  station  as  program 
writer. 

•  Edward  Cahill  to  engineering  staff 
of  WSVA-TV  Harrisonburg,  Va. 

•  George  Lorenz,  formerly  air  per- 
sonality of  WKBW  Buffalo,  to  WINE 
Kenmore,  N.Y.,  in  similar  capacity. 

•  Roscoe  L.  McCrary  to  KXLW  Clay- 
ton, Mo.,  as  air  personality. 

Representatives 

•  John  F.  Wade,  with  Avery-Knodel 
Inc.  for  past  ten  years,  named  director 
of  television  research  for  the  station 
representative  firm. 

Programming 

•  David  J.  Melamed,  formerly  execu- 
tive v.p.  of  Pathe  Labs,  affiliate  of 
Chesapeake  Industries  Inc.,  NY., 
named  v.p.  in  charge  of  business  affairs 
of  National  Telefilm  Assoc.,  N.Y. 


Mr.  Delaney 


•  James  F.  Delaney, 
ABC  Films,  N.Y., 
sales  executive,  ap- 
pointed eastern  divi- 
sion sales  manager; 
Richard  Hurley. 
|j  central  division  ac- 
JHl  count  executive  since 
1957.  named  Chicago 
sales  manager;  Al 
Lanken,  formerly  sales  representative 
of  Motorola,  Miami,  named  ABC  Films 
account  executive  covering  Carolinas, 
Georgia,  Florida  and  Virginia. 

•  Robert  Angus,  veteran  writer-direc- 
tor-producer, named  v.p.  in  charge  of 
production  for  California  Studios  as 
plans  for  firm's  expansion  of  produc- 
tion facilities  are  announced.  Mickey 
Gross,  former  manager  of  California 
Studios,  resigned  to  become  head  of 
new  personality  management  division  of 
Gross-Krasne. 

•  Lee  Cannon,  formerly  spot  sales 
manager  for  Television  Programs  of 
America,  named  central  division  man- 
ager of  Independent  Television  Corp. 
Other  ITC  appointments:  Alton 
Whitehouse,  with  TPA  for  five  years, 
most  recently  as  assistant  eastern  sales 
manager,  named  southeastern  division 
manager;  Leonard  Warager,  formerly 
with  California  National  Productions, 
named  northeastern  division  manager; 
Jack  Kelley,  previously  with  Katz 
Agency,  and  George  Stanford,  for 
3V2  years  account  executive  with  WPIX 
(TV)  New  York,  named  account  ex- 
ecutives. 

•  Edward  A.  Rogers,  formerly  execu- 
tive producer,  NBC-TV,  to  Independent 
Television  Corp.  as  director  of  produc- 
tion. 

•  Herman  Edel,  sales  manager,  Music 
Makers  Inc.,  N.Y.,  appointed  v.p.  in 
charge  of  sales  and  administration. 

•  Hal  Persons,  formerly  account  ex- 
ecutive, Harry  S.  Goodman  Produc- 
tions, appointed  account  supervisor, 
Van  Praag  Productions,  N.Y.  He  will 
also  handle  sales  promotion  and  pub- 
licity. 


•  Jerry  Simon,  eastern  promotion  man- 
ager, Warner  Bros.  Records  Inc.,  Bur- 
bank,  Calif.,  to  national  pop  singles 
promotion  manager.  Bob  Burrell, 
formerly  with  Columbia  Records  Div. 
of  CBS  Inc.,  to  WBR  as  special  promo- 
tions director  of  pop  singles. 


•  Bernard  (Russ)  Alben,  account  ex- 
ecutive, Doner  &  Peck  Adv.,  NY.,  to 


United  Press  International  news  produces! 
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Jayark  Films  Corp.,  N.Y.,  tv  film  syn- 
dicators,  as  director  of  advertising  and 
sales  promotion. 

•  Milton  Berle,  long-time  tv  enter- 
tainer and  present  star  of  NBC-TV's 
The  Kraft  Music  Hall,  was  to  be  named 
""comedian  of  the  century"  Jan.  10  by 
Sunair  Foundation  for  asthmatic  chil- 
dren for  holding  "the  star  spotlight  on 
television  longer  than  any  other  artist." 

•  James  V.  Kern  and  Robert  Altman 
signed  to  direct  three  Millionaire  tele- 
film stories  for  Don  Fedderson  Produc- 
tions, Hollywood.  Mr.  Kern  will  direct 
•'Old  Rockin'  Chair,"  Mr.  Altman. 
"Baby"  and  'The  Guy  in  the  Corner." 

•  Samuel  Bischoff  signed  by  Desilu 
Productions.  Hollywood,  to  produce 
remaining  13  segments  of  The  Texan, 
tv  western  series,  replacing  Jerry 
Stagg,  leaving  to  devote  full  time  to 
his  own  production  company. 

Equipment  &  Engineering 

•  Dr.  Charles  G.  Smith,  one  of  three 
founders  of  Raytheon  Mfg.  Co..  Walt- 
ham,  Mass.,  has  retired.  Dr.  Smith's 
most  notable  invention  was  in  1924 
when  he  devised  tube  that  converted 
household  electricity  fac)  into  form 
needed  by  radios  (dc). 


•  James  J.  Shallow. 
formerly  general  man- 
ager of  merchandi- 
sing, consumer  prod- 
ucts division.  Philco 
Corp.,  P  h  i  1  a  .  ,  ap- 
pointed v.p.  of  CBS- 
Hytron  and  general 
manager  of  Colum- 
bia Phonograph 
Dept..  N.Y.  CBS-Hvtron 
CBS  Inc. 


hi 


Mr.  Shallow 

s  division  of 


•  John  H.  Beedle  and  J.  Penn 
Rutherfoord  named  to  head  equip- 
ment and  systems  division  and  indus- 
trial apparatus  division  respectively  of 
Raytheon  Mfg.  Co.,  Waltham,  Mass. 
Divisions  were  formed  from  old  com- 
mercial equipment  division  of  which 
Mr.  Beedle  was  manager  and  Mr. 
Rutherfoord  was  assistant  manager. 

•  Joseph  R.  McCurdy,  for  past  ten 
years  v.p.,  RCA,  to  newly  created  post 
of  manager,  product  news  and  field  rela- 
tions. Joseph  Nolan,  formerly  man- 
ager, editorial  and  press  services,  to 
manager,  editorial  and  publications  serv- 
ices. 

•  Virgil  H.  Disney,  director  of  elec- 
trical engineering  research,  Armour  Re- 
search Foundation,  elected  president  of 
1959  National  Electronics  Conference 
fto  be  held  at  Hotel  Sherman.  Chicago. 
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Oct.  12-14).  He  is  representative  of 
Illinois  Institute  of  Technology  in  NEC 
functions.  Other  NEC  officers:  Law- 
rence W.  Vox  Tersch,  Michigan  State 
U.,  executive  v.p.;  George  E.  Anner, 
U.  of  Illinois,  secretary;  Gordon  J. 
Argall.  DeVry  Technical  Institute, 
treasurer,  and  Harold  E.  Ellithorn, 
U.  of  Notre  Dame,  assistant  treasurer. 

•  John  L.  Pfeffer,  assistant  general 
manager  of  Struthers-Dunn  Inc.,  Pit- 
man, N.J.,  relay  manufacturers,  ap- 
pointed president,  succeeding  Henry 
W.  Pfeffer,  retired. 

•  George  E.  Cummins,  formerly  in 
advertising  and  promotion  with  Associ- 
ated Press,  to  American  Geloso  Elec- 
tronics, N.Y.,  as  assistant  sales  and  ad- 
vertising manager. 

•  Thomas  Preston,  formerly  St.  Louis 
regional  manager  of  Crosley  Div.,  Avco 
Mfg.  Co.,  promoted  to  sales  training 
manager  of  Zenith  Radio  Corp.,  Chica- 
go. John  R.  Fortino,  formerly  of 
Magnovox  Co.,  Ft.  Wayne.  Ind.,  and 
Stanley  D.  Bartleman,  formerly  of 
Philco  Radio  Corp.,  Phila.,  to  Zenith 
field  sales  training  managers. 

•  Adolph  Brenner,  formerly  of  Pola- 
rad  Electronics  Corp.,  Long  Island  City. 
N.Y.,  to  Narda  Microwave  Corp., 
Mineola.  N.Y.,  as  project  engineer. 

•  Richard  E.  Putnam,  manager  of 
tv  studio  engineering  in  General  Elec- 
tric's  technical  products  department, 
Syracuse.  NY.,  elected  chairman  of 
Rochester  section  of  Society  of  Motion 
Picture  &  Tv  Engineers. 

Allied  Fields 

•  Dan  H.  Baer  promoted  from  assist- 
ant manager  to  manager  of  Los  Angeles 
office  of  Harshe-Rotman  Inc..  national 
public  relations  firm. 

•  Harvey  Spiegel,  with  Television 
Bureau  of  Advertising  since  1956,  and 
before  that  manager  of  research, 
Norman,  Craig  &  Kummel,  N.Y., 
named  director  of  research  of  TvB. 

•  Len  Hornsby,  formerly  group  sales 
manager  of  RAB,  to  Community  Club 
Services  Inc.,  N.Y.,  as  manager  of  na- 
tional sponsor  sales  relations. 

•  William  G.  Haworth,  formerly 
with  Hill  &  Knowlton,  and  previously 
public  relations  executive  of  General 
Motors  Corp.,  to  Creative  PR  Inc..  pub- 
lic relations  subsidiary  of  Anderson  & 
Cairns,  N.Y.,  as  account  executive. 

•  Harold  G.  Karn,  v.p.,  Premium 
Assoc.,  N.Y.,  elected  executive  v.p.  and 
general  manager. 


\      m  •     Mrs.     Vera  R. 

Glaser,  formerly 
news  secretary  for  ex- 
Sen.  Charles  Potter 
(R-Mich.),  appointed 
publicity  director  of 
women's  division  of 
Republican  National 
Committee.  Mrs. 
Glaser  also  will  help 
GOP  public  relations 
policy  and  stated  use  of  radio  and  tv 
will  be  increased. 


Mrs.  Glaser 

decide  overall 


•  Dr.  Melvtn  Gold,  formerly  account 
associate,  Crosley-SD  Surveys,  N.Y.,  to 
R.  H.  Bruskin  Assoc.,  market  research. 
New  Brunswick,  N.J.,  as  director  of 
sales  and  creative  development. 

•  Jack  Irish,  formerly  assistant  direc- 
tor of  station  relations,  Mutual,  to  Ra- 
dio Press,  N.Y,  in  station  relations  ca- 
pacity. 

•  Clay  Braun,  formerly  of  Adam 
Young  Inc.,  New  York  station  repre- 
sentative firm  and  ABC-TV,  to  Ameri- 
can Research  Bureau,  Beltsville,  Md.,  as 
western  account  representative,  replac- 
ing Gene  Thompson,  transferred  to 
ARB's  office  in  Washington  in  sales 
promotion  and  advertisers  service. 

•  Philip  G.  Loucks,  Washington  at- 
torney, and  Mrs.  Loucks  were  injured 
when  their  car  was  involved  in  four- 
car  collision  on  icy  highway  while  en- 
route  from  their  home  at  York,  Pa,  to 
Washington,  Jan.  2.  Mr.  Loucks  suf- 
fered broken  leg  and  two  fractured  ribs, 
along  with  lacerations.  Mrs.  Loucks 
suffered  leg  cuts  and  bruises.  Mr. 
Loucks  expects  to  return  to  his  Wash- 
ington office  in  three  weeks. 

•  Don  Young,  formerly  promotion 
manager  at  WBBM  Chicago,  to  A.  C. 
Nielsen  Co.,  that  city,  as  press  informa- 
tion director  for  food  and  drug  services. 

•  Lloyd  Larrabee  appointed  manager 
of  UPI  bureau  at  Austin,  Tex.,  replac- 
ing O.  B.  Lloyd  Jr.,  resigned  to  join 
staff  of  Sen.  Lyndon  Johnson  (D-Tex.). 

•  Rodney  Guilfoil,  UPI  San  Fran- 
cisco overnight  manager,  named  Paci- 
fic division  radio  editor.  Mr.  Guilfoil  is 
succeeded  by  Neal  Corbett,  assistant 
overnight  manager. 

International 

•  Douglas  Homersham,  director  of 
special  services  of  CJCA  Edmonton, 
Alberta,  to  creative  director  of  McCon- 
nell,  Eastman  &  Co.  Ltd.,  Edmonton, 
advertising  agency.  C.  Neville  York 
to  radio-tv  director  of  agency. 
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EQUIPMENT  &  ENGINEERING 


WIDE,  WIDE  COLOR 

New  big-screen  vistas 
in  Eidophor  tv  system 

New  vistas  in  large-screen  color  tv 
projection  were  seen  after  the  demon- 
stration of  the  improved  Eidophor  pro- 
jection system  at  the  Washington  meet- 
ing of  the  American  Assn.  for  the  Ad- 
vancement of  Science  (Broadcasting, 
Dec.  29). 

The  800  lb.  projector  was  used  four 
times  during  the  AAAS  meeting.  The 
first  was  a  demonstration  of  the  physical 
properties  of  light  and  color;  the  sec- 
ond, microsurgery  techniques;  the  third, 
physical  diagnosis,  and  the  fourth,  ex- 
perimental cardiac  surgery. 

The  Swiss-developed  system,  throw- 
ing a  12xl6-ft.  color  picture,  was  con- 
sidered satisfactory  to  the  several  hun- 
dred scientists  who  viewed  the  sessions. 
Size  and  contrast  range  (100:1)  were 
considered  excellent;  the  color  was  con- 
sidered somewhat  lacking  in  tone  qual- 
ities. 

Color  is  added  to  the  essentially 
black-and-white  system  through  the  use 
of  color  wheels  at  the  camera  and  pro- 
jector, using  a  441 -line,  field  sequential 
color  system. 

Invented  1939  •  Eidophor  was  in- 
vented in  1939  by  Dr.  Fritz  Fischer 
of  the  Swiss  Federal  Technological  In- 
stitute. It  was  improved  by  Dr.  Edgar 
Gretener  with  the  backing  of  CIBA 
Pharmaceutical  Products  Inc.  CIBA 
sponsored  the  showings  last  week  and 
plans  to  use  the  system  at  medical  meet- 


Eidophor's  projector  and  how  it  performed  in  Washington 


ings  in  San  Francisco  next  month  and 
in  April. 

The  basic  principle  of  Eidophor  is 
the  use  of  a  thin  film  of  oil  on  a 
concave  mirror.  An  electron  beam  from 
the  camera  scans  the  mirror  (and  the 
oil).  The  resulting  deformities  in  the  oil 
reflect  the  picture  through  a  special  grat- 
ing of  bar  mirrors  onto  the  screen.  The 
light  source  is  a  2,000  w  xenon  lamp. 
The  projector  unit,  expected  to  sell  for 
$13,000  for  monochrome  and  $16,000 
lor  color,  is  65x25x48-in.  Control 
equipment  is  housed  in  a  $366,000,  35- 
ft.-long    trailer.    Without    color,  the 


Eidophor  projects  a  32x24-ft.  picture. 
Camera  and  control  equipment  are 
manufactured  by  General  Electric  Co. 

Commercial  theatre  use  is  being 
undertaken  by  CIBA  in  conjunction 
with  20th  Century-Fox  Film  Corp.  Earl 
I.  Sponable,  Fox  chief  engineer,  said 
last  week  that  the  process  has  exciting 
possibilities  for  theatre  use. 

"This  will  not  replace  motion  pic- 
tures," Mr.  Sponable  said,  "but  we 
believe  many  people  would  pay  to  see 
a  first-class  show  in  color  at  the  time 
it  is  actually  being  performed." 


Electronic  leaders 
voice  expectations 

Midwest  electronic  leaders  took  the 
occasion  of  displays  and  demonstrations 
at  last  week's  International  Home 
Furnishings  Show  in  Chicago  (see  page 
90)  to  make  these  predictions  of  things 
to  come: 

Motorola  Inc.  •  Consumer  electronic 
products  sales  will  be  a  reflection  of  the 
whole  economy.  In  that  sense  it  will  be 
a  solid  year,  with  some  tendency  to 
inflation.  No  boom  year,  however. 

Retail  sales  of  consumer  electronics 
(home  and  car  radios,  tv  sets,  phono- 
graphs) will  total  $2,381,200,000  in 
1959 — up  20.6%  from  an  estimated 
$1,974,600,000  last  year. 

Specifics:  Unit  tv  set  sales  to  dis- 
tributors from  5.2  million  in  1958  to 
6  million — up  15.4%.  Stereophonic 
high  fidelity  sales  from  750,000  to  3 
million — up   300%.   Phonograph  hi-fi 


sets  from  3  million  to  1  million — down 
200%.  Others:  Car  radio  sales,  up 
28.9%;  clock  radios,  up  3.4%;  port- 
ables, up  8.6%,  and  table  models,  down 
7.4%.  At  Motorola:  All  sales  up  10% 
in  1959  over  last  year's  $200  million- 
plus  volume. 

Admiral  Corp.  •  The  industry 
reached  the  high  saturation  point  in  tv 
and  experienced  the  natural  dip  that 
followed.  Another  climb  is  now  evident, 
generated  by  replacements  and  second 
sets.  When  a  replacement  market  in- 
creases to  the  point  where  it  offsets  the 
decline  caused  by  saturation,  one  begins 
to  see  healthy  increase  in  total  sales. 

Specifics:  Industry  unit  sales  should 
hit  6  million  this  year.  No  predictions 
for  Admiral  on  electronics  but  Mr. 
Siragusa  estimates  20-25%  increase  in 
appliance  sales  the  first  quarter  of  1959 
over  same  period  last  year,  with  stress 
on  freezers. 

Zenith  Radio  Corp  •  No  industry 


electronics  estimates  but  predictions  for 
Zenith:  (1)  consolidated  sales  of  $53 
million  for  first  quarter— a  25%  in- 
crease over  that  period  in  1958;  (2)  a 
25%  jump  in  first  quarter  tv  set  produc- 
tion, with  output  of  consoles  53% 
ahead  of  last  year's  first  quarter;  (3) 
first  quarter  production  of  transistor 
portables  66%  ahead  of  last  year's 
period.  Zenith  plans  to  increase  produc- 
tion of  radios,  phonographs,  and  hi-fi 
stereo  instruments. 

GE's  Davis:  component 
sales  to  rally  in  '59 

An  optimistic  forecast  that  1959 
electronic  component  sales  will  offset 
"for  the  most  part"  1958  recession 
losses  has  been  made  by  L.  Berkley 
Davis,  general  manager  of  General 
Electric  Co.'s  electronic  components 
division  in  Owensboro,  Ky. 

Mr.  Davis  said  that  electronic  tube 
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dollar  volume  in  1959  will  increase 
5-10%  over  1958;  semiconductor  dollar 
sales  will  rise  30%  above  1958  and 
stereo  and  hi-fi  component  dollar  vol- 
ume will  also  shoot  up  by  30%. 

Receiving  tubes,  he  said,  will  rack 
up  1959  sales  of  $380  million— 10% 
above  1958  sales  of  $345  million- 
retrieving  a  loss  following  1957's  record 
$384  million.  Reason:  general  business 
activity  has  revived,  set  inventories  have 
dropped,  so  have  the  "excessive"  tube 
inventories  of  industrial  and  military 
equipment  manufacturers.  Commercial 
receiving  tube  sales  will  account  for 
$300  million  in  1959,  industrial  and 
military  tubes  about  $80  million;  Mr. 
Davis  also  said  "slightly  more  than 
half"  of  the  near  400  million  entertain- 
ment type  tubes  will  go  into  the  replace- 
ment market. 

Semiconductor  sales  in  1959,  he  pre- 
dicted, will  jump  from  1958's  $195 
million  to  $255  million,  with  the  largest 
dollar  growth  to  be  felt  by  sale  of 
rectifiers — to  go  up  50%  from  the 
1958  level  of  $33  million  to  $50  million. 
Transistor  market  will  be  bigger  still, 
jumping  from  $104  million  in  1958  to 
$140  million  in  1959.  Diodes  will  gain 
from  $50  million  in  1958  to  $65  mil- 
lion this  year. 

•  Technical  topics 

•  RCA  semiconductor  and  materials 
division,  Somerville,  N.J.,  announces  in- 
troduction of  new  germanimum  n-p-n 
alloy-junction  transistor  for  use  with 
audio  equipment  operating  from  ex- 
tremely small  input  signals,  such  as 
high-fidelity  preamplifiers,  tape  record- 
ers, microphone  preamplifiers  and  hear- 
ing aids. 

•  Emerson  Radio  &  Phonograph  Corp., 
Jersey  City,  reports  that  despite  a  slow 
start  in  the  first  part  of  its  fiscal  year, 
ended  last  October,  sales  for  1958  ex- 
ceeded those  of  the  previous  year  by 
8%.  Earnings  for  1958  fiscal  year,  now 
under  audit,  are  expected  to  be  about 
ten  times  higher  than  in  the  previous 
year  because  of  "economies  and  re- 
duced operating  costs,"  according  to 
Benjamin  Abrams,  Emerson  president. 
He  predicted  a  sales  increase  for  the 
current  fiscal  year  (1959),  particularly 
in  sales  of  transistor  radios  and  in  prod- 
ucts of  the  recently-acquired  DuMont 
consumer  products  division. 

•  Zenith  Radio  Corp.,  Chicago,  ap- 
points Lee  Wholesale  Co.,  Kansas  City, 
as  distributor  for  its  tv,  radio,  phono- 
graph and  Stereophonic  hi-fi  products. 

•  Packard-Bell  Electronics  Corp.,  L.A., 
declares  regular  quarterly  dividend  of 
\2V2  cents  per  share,  payable  Jan.  26 
to  stockholders  of  record  Jan.  9. 


Sylvania  merger  vote 
set  by  Gen.  Telephone 

Shareholders  of  General  Telephone 
Corp.,  New  York,  will  be  asked  at  a 
special  meeting  in  New  York  on  Feb. 
11  to  approve  the  proposed  merger  of 
Sylvania  Electric  Products  Inc.  into 
GTC.  With  approval,  the  merger  is 
expected  to  be  effective  in  March. 

A  proxy  statement  mailed  to  GTC 
shareholders  last  week  said  directors  of 
both  companies  approved  the  plan  last 
November,  calling  for  the  conversion 
of  each  Sylvania  outstanding  common 
share  into  one  common  share  of  the 
surviving  company,  to  be  known  as 
General  Telephone  &  Electronics  Corp. 
Shareholders  were  given  details  for  con- 
version of  preferred  stock  and  for  other 
financial  considerations. 

Sylvania  is  a  manufacturer  of  radio 
and  television  sets  and  tubes,  lighting 
and  electronic  products  and  photo- 
graphic equipment.  Sylvania's  net  in- 
come in  the  10  months  ended  Oct.  31, 
1958  was  $7,490,000,  equal  to  $1.72 
a  share,  down  from  $8,642,240,  or 
$2.37  a  share,  in  the  like  1957  period. 

General  Telephone  operates  tele- 
phone service  in  1,796  cities  in  30  states 
and  has  investments  in  foreign  tele- 
phone operations  in  Canada,  the 
Dominican  Republic  and  the  Philip- 
pine Islands.  Through  its  manufacturing 
subsidiary  (Automatic  Electric  Co.), 
General  produces  various  automatic 
dial  and  other  telephone  equipment. 
Consolidated  net  income  of  General 
Telephone  for  the  10  months  ended  last 
Oct.  31  amounted  to  $42,223,000  as 
compared  with  $46,654,000  for  1957. 

The  statement  points  out  that  the 
merger  would  make  it  easier  for  Syl- 
vania to  finance  future  developments; 
would  lead  to  more  diversification  in 
Sylvania's  products,  and  would  make 
available  General  Telephone's  expe- 
rience and  background  in  foreign  manu- 
facturing and  sales.  For  General,  the 
consolidation  would  result  in  increased 
diversification  of  investment  and  in  in- 
creased research  and  development  fa- 
cilities, and  also  would  provide  a  source 
of  know-how  in  the  areas  of  electronic 
development  which  may  prove  helpful 
to  the  telephone  and  communications 
industry  generally. 

The  proxy  listed  the  following  an- 
nual remuneration  for  General  Tele- 
phone executives:  Donald  C.  Power, 
president,  $151,500;  Thomas  A.  Boyd, 
executive  vice  president,  $76,500;  Les- 
lie H.  Warner,  executive  vice  president, 
$75,000,  and  Carl  B.  Brorein  president 
of  General  Telephone  Co.  of  Florida, 
$54,000.  The  yearly  remuneration  of 
Don  G.  Mitchell,  board  chairman  and 
president  of  Sylvania,  was  placed  at 
$150,000. 


86%*  of CBS 
Commercial 
Time  is 
ordered  on 

WTHI-TV 

TERRE  HAUTE 
INDIANA 


"Basis:  1958  Fall  Schedule 


Boiling  Co.,  New  York  •  Chicago 
Dallas  •  Los  Angeles 
San  Francisco  •  Boston 


Advertisement 


In  a  letter  to  Mr.  Jerry  Hauser,  South- 
western Sales  Manager  for  Community 
Club  Services,  Inc.,  Mr.  William  D. 
Schueler,  President 
of  Station  KJIM, 
Fort  Worth,  Texas, 
said :   "We  wound 
up  with  a  gross  of 
just  over   $25,000.  !, 
For  us  to  have  this 
much  business 
written    for  the 
months  of  January, 
February  and 
March    is  terrific. 
We  are  delighted. 
We  went  on  the  air 
Monday,    January         MR.  SCHUELER 
5th    with  CCA 

Campaign  No.  1.  It's  hard  to  tell  who  is 
more  excited — the  gals  participating 
here  in  Fort  Worth,  or  our  staff.  Of  our 
21  sponsors,  most  are  new  business  for 
KJIM,  and  they  include  some  of  the 
choice  accounts  in  the  Fort  Worth  area. 
The  proof  of  our  appreciation  of  CCA 
is  that  we  have  already  bought  it  for 
our  Tulsa,  Oklahoma  station — KTUL." 


COMMUNITY  CLUB 
AWARDS 

PENTHOUSE  SUITE 

527  Madison  Avenue 
New  York  22,  N.  Y. 
Phone:  PLaza  3-2842 
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STEREO  BOOSTED  IN  CHICAGO 

Philco,  Motorola  exhibit  new  systems 


Manufacturers  last  week  demon- 
strated new  techniques  for  stereophonic 
am  and  tv  in  Chicago — with  a  com- 
mercial eye  cocked  on  the  FCC  in 
Washington. 

The  exhibitors:  Philco  Corp.,  holding 
its  first  public  showing  of  am-stereo 
broadcasting,  and  Motorola  Inc.,  pre- 
viewing the  world's  first  "compatible 
stereo  sound  system  in  television."  The 
display  site:  the  International  Home 
Furnishings  Market  in  Chicago's  Mer- 
chandise Mart.  Their  twin  conclusions: 
Stereo  is  bound  to  come  in  am  radio 
and  tv  after  the  Commission  adopts 
standards  for  each  development. 

Philco  petitioned  the  FCC  late  last 
year  to  move  toward  adoption  of  stereo- 
phonic transmission  standards  for  "com- 
patible" am  broadcasting  and  reception 
and  submitted  its  own  system  (Broad- 
casting, Dec.  8,  1958).  The  technique 
was  demonstrated  and  described  by 
Wilson  P.  Boothroyd,  Philco  manager 
of  engineering-electronic.  He  expressed 
these  views: 

Threshhold  •  (1)  Commercial  stereo 
am  could  be  a  reality  sometime  in  1960 
— if  the  National  Stereo  Radio  Com- 
mittee gives  its  blessing  and  the  FCC 
approves  field  tests  and  standards. 

(2)  It's  felt  manufacturers  will  agree 
to  make  the  necessary  adapters  for 
home  sets  and  that  stations  will  sustain 
cost  of  equipping  for  stereo  am  broad- 
casting. Eventually  all  radios,  it's  hoped, 
would  come  equipped  with  provision 
for  stereo  adapters. 

(3)  The  problem  of  stereo  am  recep- 
tion for  car  radios  is  not  yet  solved. 
"It's  a  problem  largely  of  acoustics." 

Mr.  Boothroyd  said  the  cost  of  mak- 
ing station  transmitter  changes  to  ac- 
commodate stereo  is  "relatively  inex- 
pensive," but  declined  to  offer  any  es- 
timates. He  said  it  would  vary  widely, 
depending  on  station  power  and  other 
factors,  and  decisions  would  involve 
the  percentage  increase  on  capital  in- 
vestment in  equipment. 

Potential  Size  •  The  number  of  sta- 
tions involved  "is  nothing  compared 
with  the  number  of  radio  receivers  in 
use."  Home  adapters  would  run  about 
$30,  he  estimated,  and  complete  stereo 
sets  would  range  from  $60  to  $200 
compared  with  present  prices  for  con- 
ventional receivers — $29  to  $150. 

Philco's  system  is  "fully  compatible 
With  single  sound  broadcasting,"  Mr. 
Boothroyd  stressed,  and  will  not  ob- 
solete some  60  million  radio  sets  now 
in  use.  And  stations  can  switch  from 
single  to  stereo  sound  with  no  diminu- 
tion in  quality  of  reception,  he  added. 

Mr.  Boothroyd  reported  Philco  has 


filed  patent  applications  for  both  broad- 
cast equipment  and  home  radio  re- 
ceivers for  am-stereo.  (He  pointed  out, 
in  passing,  that  Philco  has  no  produc- 
tion stake  in  transmitter  equipment.) 

Once  the  problem  of  am-stereo  is 
licked  in  automobile  radios,  he  pre- 
dicted, there  will  be  no  differences  in 
station  reception,  clarity  or  range.  As 
of  now,  only  earphones  are  suitable  for 
car  listening,  he  added. 

Contrast  •  Philco  single-station  am/ 
am-stereo  system  uses  a  closed-circuit 
broadcasting  unit  to  a  standard  am  radio 
and  adapter.  By  means  of  a  switch, 
Philco  representatives  alternately  broad- 
cast single  sound  transmission  and  then 
stereophonic  sound,  showing  sharp  dif- 
ferences. Monophonic  receivers  gave 
ordinary  home  reception. 

In  the  Motorola  stereo  tv  demonstra- 
tion previewers  heard  dual  channel 
sound  from  two  separate  speaker  cabi- 
nets while  viewing  a  corresponding 
Ampex-videotaped  show  from  local 
WGN  studios.  (Broadcasting,  Jan.  5). 

The  actual  test  itself  left  something 
to  be  desired,  with  guests  noticing  ap- 
parent disparities  in  lip  sine  and  some 
instances  of  poor  fidelity,  particularly 
in  the  musical  selections.  The  audience 
participation  part  of  the  closed  circuit 
(a  segment  of  The  Fran  Allison  Show) 
came  off  adequately.  The  closed  circuit 
switched  from  monaural  to  binaural 
after  the  first  few  minutes. 

Tv  •  Edward  R.  Taylor,  executive 
vice  president  in  charge  of  consumer 
products,  at  Motorola,  made  these 
points: 

1.  The  application  of  stereo  to  tv 
is  inevitable  ("Yes,  it  will  arrive  before 
color  tv  gets  off  the  ground"). 

2.  Its  arrival  will  depend  on  the  FCC, 
which  has  yet  to  set  stereo  standards 
for  television  and  which,  Mr.  Taylor 
noted,  is  still  mulling  the  many  possi- 
bilities of  fm-multiplexing.  (The  Motor- 
ola system  applies  fm  multiplexing  tech- 
niques to  stereo  tv.) 

3.  Stereo  tv  home  equipment  is  sev- 
eral years  away  as  a  marketable  product 
but  it  is  "adaptable  to  tv  in  the  home 
today."  The  system  is  compatible,  Mr. 
Taylor  stressed. 

Mr.  Taylor  emphasized  the  demon- 
stration was  in  the  nature  of  a  "labora- 
tory" test,  much  as  was  Motorola's  first 
public  showing  of  its  transistorized  and 
battery-operated  portable  tv  unit  a  year 
ago.  He  predicted  that  "stereophonic 
radio  will  produce  a  resurgence  of  pub- 
lic interest  in  that  product.  Then,  we  can 
look  forward  toward  stereophonic  tele- 
vision in  mass  quantities." 


Among  new  lines  previewed  at  the 
Winter  Furnishings  Market  were  these: 

By  Sylvania  Electric  Products — a  17- 
inch  tv  receiver  in  an  all-plastic  cabinet; 
stereo  high  fidelity  phonographs,  in- 
cluding two  self-contained  units  for 
three-way  sound  and  a  combination  with 
"simulcast"  am-fm  radio  receivers;  cord- 
less, transistorized  clock  radio. 

By  Admiral  Corp. — series  of  seven 
tv  sets  with  optional  pairing  of  new 
matching  stereophonic,  hi-fi  phono- 
graph; portable  tv  with  wireless  remote 
control;  two  "lowboy"  tv  models;  six 
transistor  pocket  radio  models  (two 
each  with  five,  seven,  and  eight  tran- 
sistors) and  "leather-type"  portable  tran- 
sistor radios;  three  portable  stereo  tv 
sets. 

By  Philco  Corp. — three  stereo,  hi-fi 
instruments  in  single  cabinets,  and  also 
a  portable  model;  eight  all-transistor  ra- 
dios in  3-7  transistor-powered  chassis 
range;  squeeze-bulb  remote  control  unit 
for  use  with  seven  of  its  eight  "slender 
seventeener"  17-inch  portable  tv  models. 

By  General  Electric  Co. — new  am-fm 
dual  speaker  musaphonic  radio  and 
radio  -  stereo  -  phonograph  combination 
with  matching  amplifier-speaker. 

By  Magnavox  Co. — five  self-con- 
tained stereo  units.  Basic  features:  30 
watt  split  dual  amplifier,  four  speakers, 
diamond  stereo  pickup,  am-fm  radio  ex- 
tension speaker  switch  and  sliding  glass 
panel  over  changer. 

By  RCA — several  new  radios,  includ- 
ing am-fm;  new  magazine  stereo-tape 
recorder  with  drop-in  cartridge. 

By  Zenith  Radio  Corp. — six  additions 
to  line  of  twin  ensemble  or  self-con- 
tained stereophonic,  hi-fi  instruments; 
battery-powered,  all  transistor  traveling 
clock-radio,  plus  full  line  of  console, 
table  and  combination  tv  receivers. 

•  Technical  topics 

•  Century  Lighting  Inc.,  N.Y.,  is  offer- 
ing its  "Cen-Trol"  system  of  television 
lighting  control  to  stations,  networks 
and  producers.  The  system  uses  the  sili- 
con-controlled rectifier,  C-core,  as  the 
means  for  controlling  the  brightness  of 
light.  The  system's  advantages,  accord- 
ing to  Century,  are  that  it  develops 
less  noise  and  heat  than  other  units; 
needs  less  power  to  actuate  it;  requires 
no  warm-up  time  and  virtually  no  re- 
placement cost  of  dimmer.  The  sys- 
tem's overall  cost  reportedly  is  lower 
than  for  comparable  units. 

•  A  leveling-off  of  the  six-year  indus- 
try sales  slump  in  new  tv  station  equip- 
ment was  predicted  for  1959  by  Wil- 
liam J.  Morlock,  general  manager  of 
technical  products,  General  Electric 
Co.,  Syracuse.  He  predicted  a  10% 
gain  in  the  replacement  market,  felt 
new  tv  station  equipment  volume  would 
"hold  steady  at  the  1958  level." 
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In  the  bag  •  ABC-TV7  and  Super- 
market Affiliates  Corp.  of  New 
York  have  worked  out  a  promo- 
tion plan  to  plug  daytime  shows  in 
millions  of  homes.  The  network  is 
circulating  its  sales  pitch  in  stores  | 
by  printing  Operation  Daybreak  I 
promotional  messages  on  millions  j 
of  grocery  sacks  leaving  approxi- 
mately 8,000  eastern  and  mid-  j 
western  grocery  stores  for  the 
home.  The  supermarket  organiza-  I 
tion,  which  arranged  the  circula- 
tion,    estimates     the  ABC-TV 
message  will  reach  over  12  million  j 
families.  Among  the  participating 
chain    stores:    A&P,    Safeway,  ! 
Kroger,  First  National,  Food  Fair.  ' 
Grand  Union.  Stop  &  Shop,  ACF-  ! 
Wrigley,  Jewel  and  Dilbert's. 


WMAL  playing  $63,000  tunes 

Listeners  to  WMAL  Washington. 
D.C.,  are  sharing  in  $63,000  worth  of 
prizes  being  offered  in  the  "Best  63" 
contest.  Personalities  at  WMAL  call 
numbers  at  random  anytime  during  the 
broadcast  day  to  ask  for  the  name  of  the 
tune  in  a  certain  ranking  in  the  station's 
current  top  63  hit  list.  Prizes  in  the 
giveaway  promotion,  which  started  Dec. 
26,  1958,  include  jewelry,  clothing,  fish- 
ing gear,  perfume,  appliances  and  toys. 

Timebuyers  in  agreement 

Four  agency  timebuyers  submitted 
identical  ideas  in  WPEN  Philadelphia's 
contest  to  find  the  best  use  for  the  sta- 
tion's helicopter  as  a  Christmas  promo- 
tion. First-prize  winners  were  timebuy- 
ers Don  E.  Leonard  of  W.  B.  Doner  & 
Co.,  Baltimore,  and  Jack  Bray  of  Cun- 
ningham &  Walsh,  New  York,  who  also 
tied  for  earliest  postmark.  Consolation 
prizes  were  awarded  to  Beverly  Miller 
of  Wherry,  Baker  &  Tilden.  Chicago, 
and  to  Ronald  B.  Bobic  of  Dancer. 
Fitzgerald    &    Sample.    New  York. 


WPEN  selected  their  idea  to  dress  up 
a  station  personality  as  Santa  Claus  and 
fly  him  to  children's  hospitals  and 
homes  for  the  aged  and  deliver  presents. 
Mr.  Bray  was  on  hand  in  Philadelphia 
to  accompany  WPEN's  Jack  O'Reilly 
on  his  rounds  as  Santa. 


Midwest  ad  miss'le 

".  .  .  Help  put  the  Wichita  market — 
South  Central  Kansas — in  orbit  over 
Madison  Avenue.  .  .  ."  With  this  ap- 
peal, KTVH  (TV)  Hutchinson-Wichita 
mustered  local  advertising  talent  to  tell 
the  station  story  nationally. 

Sales  and  advertising  executives  were 
invited  to  compete  in  a  "Space  Age  Ad- 
vertiser Award"  contest  conducted  by 
KTVH  in  cooperation  with  Continental 
Airlines  and  the  Broadmoor  Hotel  in 
Colorado  Springs,  Colo. 

For  a  month  (Nov.  15-Dec.  15, 
1958),  KTVH  aimed  direct-mail  pro- 
motion at  advertising  people  in  the 
Wichita  market.  It  asked  agency  person- 
nel, clients,  sales  executives  and  others 
to  create  an  advertisement  (rough  lay- 
out and  copy)  to  influence  Madison 
Avenue  timebuyers.  The  response  "ex- 
ceeded even  the  most  optimistic  expec- 
tations" of  the  station  management. 

The  winner:  Dick  Stites,  associated 
with  McCormick-Armstrong,  Wichita 
agency,  whose  entry  depicted  the  South 
Central  Kansas  area  as  a  "growing 
market  .  .  .  bigger  than  Alaska!"  The 
idea  won  for  Mr.  and  Mrs.  Stites  a 
three-day  trip  via  Continental  Airlines 
to  the  Broadmoor  resort  Jan.  8-11. 

Madison  Avenue  executives  them- 
selves served  as  judges.  The  selection 
of  Mr.  Stites  (and  six  runners-up)  was 
made  by  Ed  Grey,  vice  president  and 
media  director.  Ted  Bates  &  Co.;  Lee 
Ruch.  vice  president  and  media  direc- 
tor. Benton  &  Bowles;  Jerome  R. 
Feniger.  vice  president.  Cunningham  & 
Walsh:  Frank  Kemp,  vice  president  and 
media  director.  Compton  Adv.  Inc.; 
George  Polk,  vice  president.  BBDO. 
and  Dr.  Maxwell  Ule.  senior  vice  presi- 
dent-marketing, Kenyon  &  Eckhardt. 

Networks  gun  for  war  specials  j 

All  three  tv  networks  will  observe  I 
the  Civil  War  centennial  by  scheduling 
special  program  series  dealing  with  the  i 
struggle.  With  ABC-TV  and  Warner 
Bros,  already  mapping  out  an  ambitious 
project  of  filmed  spectaculars,  and  with  ! 
NBC-TV    having    commissioned  ex- 
MGM  studio  head  and  playwright  Dore  ■ 
Schary  to  come  up  with  its  version  of  | 
the  Civil  War,  CBS-TV  last  week  com-  ; 
mitted  itself  for  the   1960-61  season: 
It  has  signed  a  co-production  deal  with  j 


ItxsL  Like  Neujton 
and.  the  Apple  

•v  [  Hi  if 


people 
REACT 
to  the 

voice  and  vision 
of  NBC  in 

South  Bend  -  Elkhart 

call  Petry  today! 

W  N  D  U"T  V  channel  6 

BERNIE  BARTH  &  TOM  HAMILTON 


.HOWARD  E.  STARK; 

Brokers  and  Financial 
Consultants 


Television  Stations 
Radio  Stations 

50  East  58th  Street 
New  York  22,  N.  Y.  ELdorado  5-0405 


BROADCASTING,  January  12,  1959 


91 


Fast  start  •  AriC-TV  starred  its  af- 
filiate, KETV  (TV)  Omaha,  in  a 
closed-circuit  hook-up  of  more  than 
100  affiliated  stations  last  Monday 
(Jan.  5).  The  network  showed  off 
young  KETV  for  its  claimed  leader- 
ship in  ratings  in  the  three-station 
city  after  being  on  the  air  for  only 


the  staff  of  American  Heritage  and  his- 
torian Bruce  Catton.  Both  ABC-TV 
and  NBC-TV  Civil  War  series  aren't 
set  for  airing  till  1961. 

WBZ  christens  satellite 

America's  talking  satellite,  the  B-10 
Atlas,  was  christened  "Big  Daddy"  by 
WBZ  Boston  newscaster  Leo  Egan,  on 
the  morning  of  its  successful  launching. 
Mr.  Egan  used  the  term  on  all  his 
newscasts  throughout  the  day,  and 
prompted  News  Director  Jerry  Landay 
to  instruct  all  other  news  announcers 
to  refer  to  the  satellite  as  "Big  Daddy." 

In  an  editorial  a  few  days  later,  the 
Boston  Globe  stated:  "  'Big  Daddy' 
is  what  some  radio  announcers  have 
been  calling  the  satellite  launched  by 
the  Air  Force.  The  name  is  appropriate 
because  it  is  our  largest  to  date." 

2,100  wanted  KULA  honeymoon 

A  contest  sponsored  by  Carnation 
Milk  Co.  on  KULA  Honolulu  drew 
2,100  entries,  each  accompanied  by  a 
product  label.  In  the  "Second  Honey- 
moon" contest,  listeners  were  invited  to 
tell  why  they  deserved  a  second  honey- 
moon on  one  of  the  neighboring  islands. 
The  winner  was  a  mother  of  10  chil- 
dren. A  duplicate  prize  went  to  the 
manager  of  the  food  market  with  the 
best  Carnation  product  display. 

28  events  on  Iowa  calendar 

When  the  promotion  department  of 
WMT-AM-TV  Cedar  Rapids,  Iowa, 
started  taking  stock  of  the  past  year's 
work,  it  found  it  had  staged  28  events 
and  contests  over  the  12  months.  One 
of  the  year's  big  draws  was  the  Na- 
tional Cornpicking  Contest,  with  120,- 
000  thronging  to  hear  President  Eisen- 


15  months.  Entitled  The  Omaha 
Story,  the  telecast  featured  Oliver 
Treyz  (1),  president  of  ABC-TV, 
and  Eugene  S.  Thomas,  vice  presi- 
dent and  general  manager  of  KETV, 
as  they  described  how  the  station  at- 
tained first  place  in  the  market 
through  the  integration  and  "the  use 
of  ideas,  imagination  and  showman- 
ship." 

KETV's  promotions  have  included 
contests,  advertising  and  other  ex- 
ploitation since  its  Omaha  debut. 
Mr.  Treyz  stressed  the  importance 
of  persuading  viewers  to  sample  pro- 
grams and  added: 

"The  really  successful  promotions 
are  grass  roots  promotions,  at  the 
head  of  the  creek,  the  solid,  local 
exploitation." 


hower  speak  and  watch  20  contestants 
from  nine  states  pick  corn.  Other 
sample  statistics  on  the  yearend  tally: 
22,440  entries  in  a  youngsters'  contest 
mentioned  eight  times  by  WMT-TV's 
"Marshal  J"  and  21,000  entries  in  the 
$6,000  "Sports  Sweepstakes." 

Retailers  book  'Howdy  Doody' 

NBC-TV,  in  conjunction  with  mem- 
bers of  the  International  Council  of 
Shopping  Centers,  this  month  will 
launch  a  four-week  promotion  cam- 
paign on  behalf  of  its  Howdy  Doody 
show  (Sat.,  10-10:30  a.m.).  Twenty- 
nine  U.S.  shopping  centers  and  more 
than  600  individual  retailers  in  those 
centers  will  invite  youngsters  to  partake 
in  a  Howdy  Doody  cartoon  coloring 
contest  for  a  total  of  2,000  prizes  (top 
prize:  an  all-expense-free  trip  to  Rome 
for  the  winner  and  the  family).  De- 
tails of  the  contest  will  be  announced 
on  the  Jan.  17  telecast;  the  contest 
runs  through  Feb.  14. 

WOWO  assists  foster  home 

Approximately  $3,000  was  received 
by  WOWO  Fort  Wayne,  Ind.,  in  its 
sixth  annual  "Penny  Pitch"  appeal  to 
raise  funds  for  a  local  couple  who  have 
served  as  foster  parents  to  almost  100 
children  in  the  past  14  years,  the  sta- 
tion reported.  More  than  8,000  letters 
with  cash  contributions  were  received 
during  the  10-day  pre-Christmas  cam- 
paign. The  sum  will  provide  playground 
equipment,  a  fenced-in  area  and  repairs 
for  the  foster  home,  according  to 
WOWO. 

Gossiping  about  KBKC 

More  than  5,000  radio  home  impres- 
sions in  the  Kansas  City  area  were  scored 
by  a  word-of -mouth  campaign  sponsored 


by  KBKC  Mission,  Kan.,  in  cooperation 
with  a  local  florist.  KBKC  offered 
poinsettia  plants  to  listeners  who  would 
telephone  10  other  persons  telling  them 
about  KBKC  and  then  send  their  lists 
of  names  and  phone  numbers  to  the  sta- 
tion. KBKC  sent  out  500  plants,  spot 
checking  each  list  by  calls  from  the  sta- 
tion (one  call  per  list).  Since  the  plants 
were  delivered,  KBKC  has  received 
more  than  30  letters  of  appreciation 
from  recipients,  according  to  Roy  D. 
Stanley,  station  manager. 

Melons  in  snowtime 

What  does  a  man  do  when  his  ex- 
pectant wife  gets  a  craving  for  water- 
melon, in  December,  in  frosty 
Minnesota?  After  an  unsuccessful  tour 
of  local  grocery  stores,  the  father-to-be 
took  his  problem  to  WTCN  Minneapo- 
lis-St.  Paul.  A  plea  went  on  the  air  and 
10  hours  later,  WTCN  had  not  one  but 
six  melons  delivered  by  listeners. 

Phone  beeps  twice  for  WIBG 

The  Rambler  overtook  the  Cadillac 
in  the  popular  song  "Beep  Beep,"  and 
a  sharp  listener  pulled  the  steam  out  of 
a  contest  with  the  same  name  at  WIBG 
Philadelphia  (Broadcasting,  Dec.  15, 
1958).  WIBG  found  a  winner  on  the 
second  telephone  call  it  placed  on  the 
day  the  contest  opened.  Recording  stars. 
The  Playmates,  had  recorded  a  series 
of  announcements  to  promote  WIBG's 
"Beep  Beep"  contest,  and  listeners  were 
encouraged  to  answer  their  phones  by 
saying  "Beep  Beep."  There  was  no 
answer  to  the  station's  first  call,  but  on 
the  second  random  number  choice  a 
Maple  Shade,  N.J.,  woman  said  the 
winning  phrase. 


Birthday  colorbooks  •  "Fisbie," 
character-symbol  of  ch.  11  WHAS- 
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Air  promotion  spots 
enlist  WGMS  evangels 

Since  resuming  its  all  "Good  Music" 
format  last  November,  WGMS  Wash- 
ington, D.  C,  feels  pretty  sure  of  its 
"Good  Music"  listeners.  In  a  two-month 
period,  more  than  5,000  have  sent  in 
$1.50  for  12  monthly  issues  of  the 
Guide  to  Good  Listening,  doubling  the 
subscriber  rolls.  So  instead  of  spending 
air  promotion  time  telling  people  what's 
coming  up  next,  the  station  is  sending 
listeners  directly  to  advertisers  with 
testimonials  for  WGMS. 

Three  or  four  times  a  day  the  WGMS 
announcer  asks  people  to  tell  sponsors 
they  listen.  Sometimes  the  station  ex- 
plains that  an  advertiser  needs  to  know 
when  he  is  making  an  impression.  Other 
times  it  makes  a  forthright  appeal  for 
listeners  to  patronize  sponsors,  "sup- 
porting the  station  in  the  most  practical 
way."  Both  approaches  work,  reaction 
shows. 

Sponsors  are  going  on  record  not 
only  about  results  from  schedules  but 
also  about  response  to  the  "tell  the  ad- 
vertiser campaign."  (The  promotion,  so 
described  by  one  advertiser,  has  been 
given  no  formal  name.) 

Listeners,  motivated  by  these  and 
other  spots  asking  how  they  like  the 
programming,  are  dropping  the  call 
letters  around  merchants'  premises. 
They  also  are  writing  WGMS  to  verify 
the  fact.  Of  2,000  letters  received  in  a 
two-month  period  (no  offers  made), 
10%  mentioned  the  tell-the-advertiser 
idea.  Some  enclosed  purchase  receipts 
from  WGMS  sponsors.  Others  listed 
the  ones  they  deal  with. 

One  longtime  sponsor  is  a  listener  too. 
He  wrote  promising  to  patronize  other 
WGMS  sponsors. 


TV  Louisville,  Ky.,  was  honored  on 
his  first  birthday  in  this  52-page  col- 
oring and  game  book,  which  was  a 
sellout  after  seven  weeks  of  a  planned 
nine-week  promotion.  WHAS-TV 
sold  25,000  "Fisbie  Fun  Books"  at 
25  cents  each  before  heavy  viewer 
response  forced  withdrawal  of  the 
offer.  In  addition  to  featuring  the 
station's  ID  symbol,  WHAS-TV  per- 
sonalities Randy  Atcher  and  Tom 
(Cactus)  Brooks  are  also  pictured 
throughout  the  book,  which  was  pre- 
pared by  the  station's  promotion  and 
art  departments. 

The  character's  name,  "Fisbie,"  is 
derived  from  the  first  letters  of  the 
WHAS-TV  slogan,  "Foremost  in 
Service — Best  in  Entertainment,"  and 
was  the  winning  entry  in  a  "Name 
Me"  contest  in  1957. 


INSPIRATION  IN  RADIO  ELECTRONICS 

Think  big  has  always  been  the  order  of  the  clay  in 
radio  electronics.  Galvani,  Marconi  and  you  either  have 
changed  or  can  change  the  world  with  a  thought  or  an 
idea  unheard  of  before.  Seeing  all  that's  new  at  the 
1959  IRE  Show  can  spark  your  new  idea — can  be  your 
inspiration. 

Big  in  number  of  manufacturers  and  suppliers  exhibit- 
ing, big  in  number  of  top  radio  electronics  experts,  big 
in  number  of  important  developments  on  display — that 
summarizes  this  year's  Convention  and  Show.  Don't 
miss  this  once-a-year  opportunity  for  man-to-man  talk 
with  the  thinkers,  planners  and  doers  in  your  field  of 
specialty. 


THE  IRE  NATIONAL  CONVENTION 


Waldorf-Astoria  Hotel 
AND  THE  RADIO 
ENGINEERING  SHOW 

Coliseum,  New  York  City 


MARCH 
23  •  24 
25  •  26 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1  East  79th  Street,  New  York  21,  N.  Y. 


New  transistorized  headset  amplifier 

for  TV  studio  communication 


Daven  announces  a  new  Transistorized  Interphone 
Amplifier,  Type  90,  which  provides  a  marked  im- 
provement in  studio  communications.  Asa  com- 
panion unit  to  the  Western  Electric  Type  52  head- 
set, advantages  of  this  transistorized  amplifier 
over  the  normal  induction  coil  arei 

1.  A  gain  of  20  db. 

2.  Mounts  directly  in  place  of  the  induction  coil. 

3.  Sidetone  automatically  adjusts  when  addition- 
al stations  join  the  circuit  Receiver  level  min- 

Wrtte  today  for  further  information. 


t'mizes  local  acoustical  interference. 

4.  No  significant  increase  in  power  consumption, 

5.  Permits  up  to  32  stations.  . 

6.  Manual  control  with  external  variable  resistor, 
if  desired. 

7.  Operates  from  24  volt  "Talk  Bus"  independ- 
ent of  polarity. 


DAVEN 


UVSSSTOM,  KEW  JERSEY 


TODAY,    MORE    THAU    EVER,    THE    DAVEN   ®  STANDS    FOR  DEPENDABILITY 
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TV  NETWORK  SHOWSHEET 


THE  PROGRAMS,  THE  SCHEDULES,  THE  SPONSORS   Published  first  issue  in  each  quarter 


Networks  are  listed  alphabetically 
with  the  following  information:  time, 
program  title  in  italics,  followed  by 
sponsors  or  type  of  sponsorship.  Ab- 
breviations: sust.,  sustaining;  part., 
participating;  alt.,  alternate  sponsor; 
F,  film;  L,  live.  All  times  are  NYT. 

SUNDAY  MORNING 

10-11  a.m. 

ABC-TV  No   network  service. 
CBS-TV  10-10:30  Lamp  Unto  My  Feet,  sust., 
L;  10:30-11  Look  Up  &  Live,  sust. 
NBC-TV  No  network  service. 

11  a.m.-Noon 

ABC-TV  11-11:30  No  network  service;  11:30-12 
Dean  Pike,  sust.,  L. 

CBS-TV  11-11:30  Eye  on  New  York,  sust.,  L; 
11:30-12  Camera  Three,  sust. 
NBC-TV    No  network  service. 


SUNDAY  AFTERNOON 

Noon-1  p.m. 

ABC-TV   12-12:30  College  News  Conference, 
sust.,  L;  12:30-1  Johns  Hopkins  File,  sust.,  L. 
CBS-TV  No  network  service. 
NBC-TV  No  network  service. 

1-  2  p.m. 

ABC-TV  1-1:30  Open  Hearing,  sust.,  L;  1:30-2 

No  network  service. 

CBS-TV  No  network  service. 

NBC-TV   1-1:30  No  network   service;  1:30-2 

Frontiers  of  Faith,  sust.,  L. 

2-  3  p.m. 

ABC-TV  No  network  service. 

CBS-TV   No  network  service. 

NBC-TV  2-2:30  Wisdom,  sust.,  F.  (starting  in 

mid-January  Pro  Basketball  will  start  at 

2  p.m.);  2:30-3  NBA-Pro  Basketball,  Bayuk, 

Gen.  Mills,  L. 

3-  4  p.m. 

ABC-TV   3-3:30  No   network   service;  3:30-4 
Roller  Derby,  sust.,  L. 
CBS-TV  No  network  service. 
NBC-TV   3-4  Basketball,  cont. 

4-  5  p.m. 

ABC-TV   4-4:30  Roller  Derby,   cont.;  4:30-5 

Bowling  Stars,  American  Machine  &  Foun- 
dry, F. 

CBS-TV   4-4:45    No   network    service;  4:45-5 
Network  News,  sust.,  L. 
NBC-TV  4-5   Basketball,  cont. 

5-  6  p.m. 

ABC-TV  5-5:30  Paul  Winchell  Show,  Hartz 
Mountain  Products,  General  Mills,  L;  5:30-6 
Lone  Ranger,  Gen.  Mills,  Cracker  Jack,  The 
Fritos  Co.,  F. 

CBS-TV  5-5:30  G.E.  College  Bowl,  Gen.  Elec- 
tric, L;  5:30-6  Original  Amateur  Hour,  Phar- 
maceuticals, L. 

NBC-TV  5-6  Omnibus,  Aluminium  Ltd.,  L.  alt. 
with  NBC  Kaleidoscope,  sust.,  L. 


SUNDAY  EVENING 

6-7:30  p.m. 

ABC-TV  6-7  No  network  service;  7-7:30  You 
Asked  For  It,  Skippy  Peanut  Butter,  F. 
CBS-TV  6-6:25  Small  World,  Olin  Mathieson, 
L;  6:25-6:30  CBS  News,  sust.,  L;  6:30-7 
Twentieth  Century,  Prudential  Life,  F;  7-7:30 
Lassie,  Campbell  Soups,  F. 
NBC-TV  6-6:30  Meet,  the  Press,  sust.,  L;. 6 30-7 
Chet  Huntley  Reporting,  sust.,  L.;  7-7:30 
Saber  of  London,  Sterling  Drug,  F. 

7:30-8  p.m. 

ABC-TV  7:30-8  Maverick,  Kaiser,  Drackett,  F. 
CBS-TV  7:30-8  Jack  Benny  Show,  alt.  with 


Bachelor  Father,  American  Tobacco,  F. 
NBC-TV  7:30-8  Northwest  Passage,  RCA,  R.J. 
Reynolds,  F. 

8-  9  p.m. 

ABC-TV  8-8:30  Mauerick,  cont.;  8:30-9  Law- 
man, R.  J.  Reynolds,  Gen.  Mills,  F. 
CBS-TV  8-9  Ed  Sullivan  Show,  Mercury  Cars 
and  Eastman  Kodak,  L. 

NBC-TV  8-9  Steve  Allen  Show,  Greyhound, 
du  Pont,  Polaroid,  Norelco,  Mutual  of 
Omaha,  L. 

9-  10  p.m. 

ABC-TV  9-9:30  Colt  .45,  Beech-Nut  Life  Sav- 
ers, F;  9:30-10  To  be  announced. 
CBS-TV  9-9:30  GE  Theatre,  General  Electric, 
F;  9:30-10  Alfred  Hitchcock,  Bristol-Myers, 
F. 

NBC-TV  9-10  Chevy  Show,  Chevrolet,  L. 

10-  11  p.m. 

ABC-TV  Meet  McGraw,  sust.,  F. 

CBS-TV  10-10:30  Keep  Talking,  P.  Lorillard, 

alt.  with  Lever,  L;  10:30-11  What's  My  Line, 

Kellogg  &  Helene  Curtis,  L. 

NBC-TV  10-10:30   The  Loretta  Young  Show, 

Procter  &  Gamble,  F. 

11-  11:15  p.m. 

ABC-TV  No  network  service. 
CBS-TV  11-11:15  Sunday  News  Special,  White- 
hall, alt.  with  Carter,  L. 
NBC-TV  No  network  service. 

MONDAY-FRIDAY  MORNING 

7-  8  a.m. 

ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  7-8  Today,  Am.  Agricultural  Chem- 
ical Co.,  California  Prune  Advisory  Board, 
duPont,  General  Electric,  Grove  Labs, 
Heinz,  Nat'l  Presto  Industries,  Outboard 
Marine,  Rock  of  Ages,  Block  Drug,  Mar 
Pro  Inc.,  L. 

8-  9  a.m. 

ABC-TV  No  network  service. 
CBS-TV  8-8:45   Captain  Kangaroo,  part.,  L; 
8:45-9  CBS  Morning  News,  sust.,  L. 
NBC-TV  8-9  Today,  cont. 

9-  10  a.m. 

ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  9-10  Today,  cont. 

10-  11  a.m. 

ABC-TV  No  network  service. 
CBS-TV  10-10:30  For  Loue  or  Money,  sust.,  L; 
10:30-11  Play  Your  Hunch,  Gerber,  Scott, 
Lever,  L. 

NBC-TV  10-10:30  Dough  Re  Mi,  Armour,  Gold 
Seal,  Mentholatum,  L.;  10:30-11  Treasure 
Hunt,  Alberto-Culver,  Mentholatum,  Brillo, 
Pharmaceuticals,  Chesebrough-Pond's,  Pills- 
bury,  Corn  Products,  P&G,  Frigidaire,  Ster- 
ling Drug,  Gen.  Mills,  Whitehall,  Heinz, 
Lever,  L. 

11  a.m.-Noon 

ABC-TV  11-11:30  No  network  service;  11:30-12 
Peter  Lind  Hayes  Show,  Shulton,  Amana, 
Reynolds,  Nestle,  Minn.  Mining,  L. 
CBS-TV  11-11:30  Arthur  Godfrey  Time,  Stand- 
ard Brands,  Bristol-Myers,  Pharmaceuticals, 
Libby,  Glamorene,  U.  S.  Steel,  Ronson,  Gen. 
Mills,  L;  11:30-12  Top  Dollar,  Colgate,  L. 
NBC-TV  11-11:30  The  Price  Is  Right,  Alberto- 
Culver,  Chesebrough-Pond's,  Corn  Products, 
Frigidaire,  Gen.  Mills,  Lever,  Mentholatum, 
Miles  Labs,  Pillsbury  Mills,  Sandura,  Stand- 
ard Brands,  Sunshine,  Sterling  Drug,  White- 
hall, L;.  11:30-12  Concentration,  Armour, 
Alberto-Culver,  Chesebrough-Pond's,  Frigid- 
aire, Heinz,  Lever,  Miles  Labs,  Nabisco, 
Pharmaceuticals,  Pillsbury,  Whitehall  Labs, 


MONDAY-FRIDAY  AFTERNOON, 
EARLY  EVENING  &  LATE  NIGHT 

Noon-1  p.m. 

ABC-TV  12-12:30  Peter  Lind  Hayes  Show, 
cont.,  Gen.  Foods,  Sunshine,  Lever  Bros., 
Shulton,  Armour,  Drackett,  Gen.  Mills, 
American  Home  Foods,  Beech-Nut,  L;  12:30- 
1  Play  Your  Hunch,  Minn.  Mining,  Johnson 
&  Johnson,  Beech-Nut,  Seeman  Bros.,  Lever, 
Gen.  Foods,  Armour,  Reynolds,  Gen.  Mills, 
Nestle,  Bristol-Myers,  L. 


CBS-TV  12-12:30  Love  of  Life,  American 
Home  Products,  Atlantis,  Quaker  Oats, 
Lever,  Gen.  Mills  and  sust.,  L;  12:30-12:45 
Search  for  Tomorrow,  P&G,  L;  12:45-1 
Guilding  Light,  P&G,  L. 
NBC-TV  12-12:30  Tic  Tac  Dough,  Alberto- 
Culver,  Chesebrough-Pond's,  Gen.  Mills, 
Heinz,  Pillsbury,  P&G,  Standard  Brands, 
Sunshine  Biscuit,  L;  12:30-1  It  Could  Be 
You,  Alberto-Culver,  Armour,  Brillo,  C-P, 
Corn  Products,  Mentholatum,  Miles  Labs, 
Pharmaceuticals,  Pillsbury,  P&G,  Standard 
Brands,  Whitehall,  L. 

1-  2  p.m. 

ABC-TV  1-1:30  Liberace  Show,  Armour,  Gen. 
Foods,  Minn.  Mining,  Drackett,  Reynolds, 
Beech-Nut,  L;  1:30-2  No  network  service. 
CBS-TV  1-1:25  No  network  service;  1:25-1:30 
Netioork  News,  sust.,  L;  1:30-2  As  the  World 
Turns,  P&G,  Pillsbury,  Swift,  Sterling 
Drug,  Miles,  Libby,  L. 
NBC-TV  No  network  service. 

2-  3  p.m. 

ABC-TV  2-2:30  Day  in  Court,  Gen.  Foods, 
American  Home  Foods,  Bristol  -  Myers, 
Drackett,  J&J,  Nestle,  Minn.  Mining,  L; 
2:30-3  Music  Bingo,  Gen.  Mills,  Minn.  Min- 
ing, Beech-Nut,  Gen.  Foods,  American  Home 
Foods,  J&J,  Bristol-Myers,  L. 
CBS-TV  2-2:30  Jimmy  Dean  Show,  Libby, 
Miles,  Gerber,  Kodak,  Lever,  General  Mills, 
Armstrong,  Van  Camp  and  sust.  segments, 
L;  2:30-3  Art  Linkletter's  Houseparty,  Kel- 
logg, Lever,  Pillsbury,  Swift,  Standard 
Brands,  Toni,  Staley,  Chicken  o'  the  Sea, 
Atlantis,  L. 

NBC-TV  2-2:30  Truth  or  Consequences,  Al- 
berto-Culver, and  sust.,  L;  2:30-3  Haggis 
Baggis,  Brillo,  Lever,  Mentholatum,  L. 

3-  4  p.m. 

ABC-TV  3-3:30  Beat  the  Clock,  Gen.  Foods, 
Lever  Bros.,  Beech-Nut,  Drackett,  Armour, 
Seeman  Bros.,  L;  3:30-4  Who  Do  You  Trust, 
Beech-Nut  Life  Savers.  Gen.  Foods,  J&J, 
Bristol-Myers,  Minn.  Mining,  Campbell  Soup, 
Amana,  Gillette,  L. 

CBS-TV  3-3:30  The  Big  Payoff,  Colgate-Palm- 
olive and  sust.,  L;  3:30-4  The  Verdict  is 
Yours,  Gen.  Mills,  Toni,  Swift,  Atlantis, 
Standard  Brands,  Bristol-Myers,  S.  C.  John- 
son, Carnation,  Lever,  Quaker  Oats,  Libby, 
Sterling  Drug,  Scott,  and  sust.,  L. 
NBC-TV  3-3:30  Young  Dr.  Malone,  Armour, 
P&P,  Nabisco,  L;  3:30-4  From  These  Roots, 
Frigidaire,  P&G,  L. 

4-  5  p.m. 

ABC-TV  4-5  American  Bandstand,  Eastco,  Gen. 
Mills.  Lever,  Vick  Chemical,  5th  Ave.  Candy, 
Welch,  Hollywood  Candy,  Gaylord  Products, 
Carter  Products,  Gillette,  L. 
CBS-TV  4-4:15  The  Brighter  Day,  Procter  & 
Gamble,  L;  4:15-4:30  Secret  Storm,  American 
Home  Products,  Quaker  Oats,  Gen.  Mills, 
Scott,  and  sust.,  L;  4:30-5  Edge  of  Night, 
P&G,  Pharmaceuticals,  Atlantis,  Pet  Milk, 
American  Home  Products,  Pillsbury,  Sterling 
Drug  and  sust.,  L. 

NBC-TV  4-4:30  Queen  for  a  Day,  Alberto- 
Culver,  Chesebrough-Pond's,  Corn  Products, 
Miles  Labs,  Pillsbury,  P&G,  Standard 
Brands,  Whitehall,  L;  4:30-5  County  Fair, 
Frigidaire,  Gen.  Mills,  H.  J.  Heinz,  Lever 
Bros.,  Nabisco,  Sterling  Drug,  Gold  Seal,  L. 

5-  6  p.m. 

ABC-TV  5-5:30  American  Bandstand,  cont., 
5:30-6  (Mon.,  Wed.,  Fri.)  Mickey  Mouse  Club, 
Sweets  Co.,  Mattel,  Gen.  Mills,  Bristol- 
Myers,  P&G,  Mars  Inc.,  F;  (Tues.  &  Thurs.) 
Adventure  Time,  sust. 
CBS-TV  No  network  service. 
NBC-TV  No  network  service. 

6-  7:30  p.m. 

ABC-TV  6-7:15  No  network  service;  7-15-7:30 
News,  sust.,  L. 

CBS-TV  6-6:45  No  network  service;  6:45-7 
News,  Brown  &  Williamson,  Whitehall,  L: 

7-  7:15  No  network  service;  7:15-7:30  Newsr 
Goodyear,  Whitehall,  L. 

NBC-TV  No  network  service. 

11:15  p.m.-l  a.m. 
ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV   11:15  p.m.-l   a.m.   The   Jack  Paar 
Show,  Alberto-Culver,  American  Marietta, 
Block  Drug,  Bristol-Myers,  Hagon  Chemi- 
cals,    General    Electric,     General  Foods, 
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Pharmacraft,  Philip.  Morris,  Polaroid,  San- 
dura,  Studebaker-Packard,  Wagner  Mfg., 
Kayser-Roth  Corp.,  L. 

MONDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Texas  Rangers,  Sweets  Co.,  F. 
CBS-TV  7:30-8  Name  That  Tune,  American 
Home  Products,  L. 

NBC-TV  7:30-8  Tic  Tac  Dough,  P&G,  L. 

8-  9  p.m. 

ABC-TV  8-8:30  Polka-Go-Round,  sust.,  L;  8:30- 
9  Bold  Journey,  Ralston  Purina,  F. 
CBS-TV  8-8:30  The  Texan,  Brown  &  William- 
son, F;  8:30-9  Father  Knows  Best,  Lever, 
Scott  Paper  Co.,  F. 

NBC-TV  8-3:30  Restless  Gun.  P&G,  Sterling 
Drug,  F;  8:30-9  Tales  of  Wells  Fargo.  Ameri- 
can Tobacco,  Buick,  F. 

9-  10  p.m. 

ABC-TV  9-9:30  Voice  of  Firestone,  Firestone 
Tire  &  Rubber,  L;  9:30-10  Doctor  I.Q.,  sust., 

CBS-TV  9-9:30  Danny  Thomas  Show,  Gen. 
Foods,  F;  9:30-10  Ann  Sothern  Show,  Gen. 
Foods,  F. 

NBC-TV  9-9:30  Peter  Gunn.  Bristol-Mvers,  F- 
9:30-10  Alcoa/Goodyear  Theatre,  Alcoa  alt 
with  Goodyear,  F. 

10-  11  p.m. 

ABC-TV  10-10:30  Patti  Page  Show,  Oldsmobile 
L;  10:30-10:45  John  Daly  &  the  News.  Loril- 
lard,  L. 

CBS-TV  10-10:30  Desilu  Playhouse,  Westing- 
house,  F. 

NBC-TV  10-10:30  Arthur  Murray  Party.  Loril- 
lard,  Pharmaceuticals,  tape. 

TUESDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Cheyenne,  alt.  with  Suaarfoot, 
Johnson    &    Johnson,    Harold    F.  Ritchie! 
Armour  &  Co.,  American  Chicle.  Luden's.  F. 
CBS-TV  7:30-8  Stars  in  Action,  sust.,  F. 
NBC-TV  7:30-8  Dragnet,  Pillsbury,  F. 

8-  9  p.m. 

ABC-TV  8-8:30  Cheyenne  or  Sugarfoot.  cont.: 
8:30-9  Wyatt  Earp,  Gen.  Mills,  P&G,  F. 
CBS-TV  8-8:30  Invisible  Man,  sust..  F;  8 '30-9 
To  Tell  the  Truth,  Carter,  Marlboro,  L. 
NBC-TV  8-9  George   Gobel  Show.  RCA  alt 
with  Eddie  Fisher  Show,  L&M  L. 

9-  10  p.m. 

ABC-TV  9-9:30  Rifleman,  Miles  Labs,  Ralston 
Purina.  P&G,  F;  9:30-10  Naked  City,  Brown 
&  Williamson,  Quaker  Oats,  F. 
CBS-TV  9-9:30  Arthur  Godfrey  Show,  Pharma- 
ceuticals, Toni  Co.,  L;  9:30-10  Red  Skelton 
Show.  S.  C.  Johnson,  Pet  Milk.  F. 
NBC-TV  9-9:30  George  Burns  Show,  Colgate. 
F;  9:30-10  Bob  Cummings  Show.  R.  J  Reyn- 
olds. F. 

10-  11  p.m. 

ABC-TV  10-10:30  Alcoa  Presents,  Aluminum 
Co.,  F;  10:30-10:45  John  Daly  &  the  News,  P 
Lorillard.  L. 

CBS-TV   10-11   Garry   Moore    Show,  Revlon, 

Kellogg,  Pittsburgh  Plate  Glass,  L. 

NBC-TV  10-10:30  Calif ornians,  Singer.  Lipton 


WEDNESDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Plymouth  Show— Lawrence 
Welk,  Plymouth,  L. 

CBS-TV  7:30-3  Twilight  Theatre,  sust  F 
NBC-TV  7:30-8  Wagon  Train.  Ford  Natl  Bis- 
cuit, R.  J.  Reynolds,  F. 


8-9  p.m. 


ABC-TV  8-8:30  Plymouth  Show,  cont.:  8:30-9 
Ozzie  &  Harriet,  Eastman  Kodak.  Quaker 
Oats,  F. 

CBS-TV  8-9  Pursuit,  Mennen.  American  Home, 
P&G,  L&F. 

NBC-TV  8-8:30  Wagon  Train,  cont.;  8:30-9  The 
Price  Is  Right,  Lever,  Speidel,  L. 

9-10  p.m. 

ABC-TV  9-9:30  Donna  Reed  Show,  Campbell 
Soup,  Shulton,  F;  9:30-10  To  Be  Announced. 
CBS-TV  9-9:30  The  Millionaire,  Colgate  F- 
9:30-10  I've  Got  A  Secret,  R.  J.  Revnolds  L 
NBC-TV  9-9:30  Kraft  Music  Hall  Starring  Mil- 
ton Berle,  Kraft,  L;  9:30-10  Bat  Masterson, 
Kraft/Sealtest,  F. 
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SPECIAL  PROGRAMS  ON  NETWORK  TV 


ABC-TV 

Jan.      12:  7:30-8:30  pm. 

Shirley     Temple's  Storybook— 

"Sleeping     Beauty,"     John  H. 

Breck. 
Jan.      18:  5:30-7  pm. 

Bing    Crosby    Golf  Tournament. 

Oldsmobile. 
Jan.      18:  9:30-10:30  p.m. 

All-Star    Bowling  Tournament, 

American  Machine  &  Foundry 
Feb.     2:  7:30-8:30  p.m. 

Shirley  Temple's  Storybook— "Rip 

Van  Winkle,"  John  H.  Breck. 
Feb.     23:  7:30-3:30  p.m. 

Shirley  Temple's  Storybook— "The 

Nightingale,"  John  H.  Breck. 
Feb.     25:  9:30-10:30  p.m. 

Bing  Crosby  Show,  Oldsmobile 
March  16:  7:30-3:30  p.m. 

Shirley  Temple's  Storybook,  John 

H.  Breck. 

CBS-TV 

Jan.      19:  10-11  p.m. 

High     Adventure     With  Lowell 

Thomas,  Delco. 
Jan.     23:  9-11  pm. 

Phil  Silvers  Revue,  Pontiac. 
Jan.      24:  12  noon-1  p.m. 

Young    People's    Concert,  sus- 
taining. 
Jan.     25  :  4:30-5:30  pm. 

Neii;  York  Philharmonic  Concert. 

Lincoln. 
Jan.      28:  9:30-11  p.m. 

What     Every     Woman  Knows. 

du  Pont. 
Feb.     22:  4:30-5:30  pjn. 

New  York  Philharmonic  Concert, 

Lincoln. 
Feb.     24:  9:30-11  p.m. 

Hamlet,  du  Pont. 
Feb.     28:  12  noon-1  pm. 

Young    People's    Concert,  sus- 
taining. 
March  26:  8-9:30  p.m. 

The  Human  Comedy,  du  Pont. 

NBC-TV 

Jan.      12:  8:30-9:30  p.m. 

Adventures  in  Music.  American 
Telephone  &  Telegraph. 

Jan.      16:  9-10  pjn. 

The  Bob  Hope  Show,  Buick. 


Jan. 


Jan.      26:  7:30-8:30  pjn. 

The  Alphabet  Conspiracy,  Amer- 
ican  Telephone  &  Telegraph. 

Feb.     5:  9:30-11  pm. 

Hallmark  Hall  of  Fame,  Hallmark 
Cards. 

Feb.     10 :  8-9  pm. 

Music  Program  (title  to  be  an- 
nounced), American  Telephone  & 
TelegTaph. 

Feb.     10:  9:30-10:30  pm. 

The  Bob  Hope  Show,  Buick 

Feb.     11:  8:30-9  p.m. 

Meet  Mr.  Lincoln,  Lincoln  Na- 
tional Life  Insurance. 

Feb.     11:  10-11  p.m. 

Fred  Astaire  Show  r  repeat  i, 
Chrysler. 

Feb.     28:  9:10  pm. 

Special  to  be  announced  'tenta- 
tive), Pontiac. 

March  7:  5-5:30  p.m. 

Women's  Major  League  Bowling, 
Brunswick-Balke-Collender 

March  10:  9-10  pm. 

The  Bob  Hope  Show,  Buick  (ten- 
tative, possible  Mar.  13,  8-9  p.m  ) 

March  11:  9-10  pm. 

Music  Show,  title  to  be  announced 
(tentative),  American  TeleDhone 
&  Telegraph. 

March  14:  4  p.m. -conclusion. 

NIT  College  Basketball.  Bavuk 
Cigars. 

March  15:  10-11  pm. 

My  Three  Angels,  Rexall  Drug 

March  21:  4  pm.-eonclusion. 

NIT  College  Basketball,  Bavuk 
Cigars. 

March  22:  6-7  pm. 

The  Unchained  Goddess,  repeat. 
American  Telephone  &  Telegraph. 

March  23:  9:30-11  p.m. 

Hallmark  Hall  of  Fame,  "Green 
Pastures,"  repeat,  Hallmark  Cards. 

March  24:  8-9  pm. 

Perry  Como  Special  (tentative). 
Pontiac. 

March  28:  5-5:30  p.m. 

Women's  Major  League  Bowling. 
Brunswick-Balke-Collender. 

March  29:  4-5  pm. 

Mary  Martin  Special,  tentative, 
possible  March  29  at  7:30-9,  spon- 
sor to  be  announced. 


10-11  p.m. 


ABC-TV  10-10:45  Wednesday  Night  Fights, 
Miles  Labs,  Mennen,  L;  10:45-11  John  Daly 
&  the  News,  sust.,  L. 

CBS-TV  10-11  TJ.  S.  Steel  Hour,  U.  S.  Steel,  al- 
ternating with  Armstrong  Circle  Theatre. 
Armstrong  Cork,  L. 

NBC-TV  10-10:30  This  Is  Your  Life,  P&G,  L. 


THURSDAY  EVENING 


7:30-8  p.m. 


Leave  It  To   Beaver,  Miles 


ABC-TV  7:3C 
Ralston.  F. 

CBS-TV  7:30-8  I  Love  Lucy,  Clairol,  Pills- 
bury,  F. 

NBC-TV  7:30-8  Jefferson  Drum,  sust.,  F. 

8-  9  p.m. 

ABC-TV  8-8:30  Zorro,  Seven-Up,  A.  C.  Spark- 
plug. F:  8:30-9  The  Real  McCoys,  Svlvania. 
P&G,  F. 

CBS-TV  8-8:30  December  Bride,  General 
Foods.  F;  8:30-9  Yancy  Derringer,  S.  C. 
Johnson,  F. 

NBC-TV  8-8:30  Steve  Canyon,  Liggett  & 
Myers,  F;  8:30-9  It  Could  Be  You,  Pharma- 
ceuticals, L. 

9-  10  p.m. 

ABC-TV  9-9:30  Pat  Boone,  Chevy  Showroom, 
Chevrolet,  L;  9:30-10  Rough  Riders,  P.  Loril- 
lard. F. 

CBS-TV  9-9:30  Zane  Grey  Theatre,  S.  C. 
Johnson,  Gen.  Foods,  F;  9:30-10  Playhouse 
90,  American  Gas  Assn.,  Kimberly-Clark,  All 
State  Insurance,  Procter  &  Gamble,  F. 
NBC-TV  9-9:30  Behind  Closed  Doors,  L&M, 
alt.  with  American  Home,  F;  9:30-10  Ten- 
nessee Ernie  Ford,  Ford  Motors,  L. 


10-11  p.m. 

ABC-TV  10-10:30  This  Is  Music,  sust.,  L;  10:30- 
10:45  John  Daly  &  the  News,  Lorillard  L 
CBS-TV  10-11  Playhouse  90,  cont. 
NBC-TV  10-10:30  You  Bet  Your  Life,  Lever 
alt.  with  Toni,  F. 

FRIDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Rin  Tin  Tin,  Nat'l  Biscuit,  F. 
CBS-TV   7:30-8   Your  Hit  Parade,  American 
Tobacco,  L. 

NBC-TV  7:30-8  Buckskin.  Pillsburv,  alt.  with 
sust.,  F. 

8-  9  p.m. 

ABC-TV  8-9  Wait  Disney  Presents,  Revnolds 

Metals,  Kellogg  Co..  Hills  Bros.,  F 

CBS-TV  8-8:30  Trackdotrn,  Soconv  Mobil  Oil 

American  Tobacco,  F;  8:30-9  Jackie  Gieason. 

Lever,  Pharmaceuticals,  L. 

NBC-TV  8-9  Ellery  Queen,  RCA  alt.  sust.,  F. 

9-  10  p.m. 

ABC-TV  9-9:30  Man  With  a  Camera,  General 
Electric,  F;  9:30-10  77  Sunset  Strip,  American 
Chicle,  Whitehall,  Carter,  Ritchie.  F. 
CBS-TV  9-9:30  Phil  Silvers,  Reynolds,  Schick, 
F;  9:30-10  Lux  Playhouse,  Lever,  alt.  with 
Schlitz  Playhouse,  Schlitz,  L. 
NBC-TV  9-9:30  M-Squad.  American  Home  alt. 
sust.,  F;  9:30-10  The  Thin  Man,  Colgate,  F. 

10-  11  p.m. 

ABC-TV  10-10:30  77  Sunset  Strip,  cont.;  10  30- 
10:45  John  Daly  &  the  News.  Lorillard,  L 
CBS-TV  10-10:30  The  Lineup.  Procter  & 
Gamble.  F;  10:30-11  Person  to  Person,  P 
Lorillard.  alt.  with  Revlon,  L. 
NBC-TV  10-10:45  Cavalcade  of  Sports,  Gil- 
lette. L:  10:45-11  Fiaht  Beat,  sust.,  L 
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NORTH  WALES  •  PENNSYLVANIA 

96    (NETWORK  SHOWSHEETS) 


SATURDAY  MORNING 

10-11  a.m. 

ABC-TV  No  network  service. 
CBS-TV  10-10:30  Captain  Kangaroo,  sust.,  L; 
10:30-11  Mighty  Mouse,  Gen.  Foods,  Colgate- 
Palmolive,  alt.,  F. 

NBC-TV  10-10:30  Howdy  Doody,  Continental 
Baking,  alt.  with  Sweets  Co.,  L;10:30-ll 
Ruff  &  Reddy,  Gen.  Foods,  alt.  with  Mars 
Inc.,  F. 

11  a.m.-Noon 

ABC-TV  No  network  service. 

CBS-TV  11-11:30  Heckle  and  Jeckle,  Swift. 

Gen.  Mills,  sust.,  F;  11:30-12  Adventures  of 

Robin  Hood,  sust.,  F. 

NBC-TV  11-11:30  Fury,  Gen.  Foods,  alt.  with 
Borden,  F;  11:30-12  Circus  Boy,  Mars  Inc. 
alt.  sust.,  F. 


SATURDAY  AFTERNOON 

Noon-1  p.m. 

ABC-TV  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  12-12:30  True  Story,  Sterling  Drug, 

L;  12:30-1  Detective's  Diary,  Sterling  Drug, 

F. 

1-  2  p.m. 

ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  No  network  service. 

2-  7:30  p.m. 

ABC-TV  2-5  No  network  service;  5-6  All-Star 
Golf,  Miller  Brewing,  Reynolds  Metals,  F; 
6-7 :30  No  network  service. 
CBS-TV    2-conclusion    Professional  Hockey, 


Carling  National  Brewing,  Standard  Oil. 
Stroh  Brewing,  L;  5:30-6  Lone  Ranger, 
Nestle,  alt.  with  Gen.  Mills,  F;  6-7 :30  No  net- 
work service. 

NBC-TV  2-3  No  network  service;  3-conclusion 
College  Basketball,  sust.,  L;  4-5:30  See  Spe- 
cials; 5:30-7:30  No  network  service. 

SATURDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Dick  Clark  Show,  Beech-Nut- 
Life  Savers,  L. 

CBS-TV  7 :30-8  Perry  Mason,  Parliament,  Gulf, 
Hamm,  Sterling  Drug,  F. 
NBC-TV  7 :30-8  People  Are  Funny,  R.  J.  Reyn- 
olds, alt.  with  Toni,  F. 

8-  9  p.m. 

ABC-TV  8-9  Jubilee  U.  S.  A„  Massey-Fergu- 
son,  Williamson-Dickie,  L. 
CBS-TV  8-8:30  Perry  Mason,  cont.,  Sterling 
Drug  &  sust.;  8:30-9  Wanted:  Dead  or  Alive, 
Brown  &  Williamson,  F. 

NBC-TV  8-9  Perry  Como  Show,  American 
Dairy,  Noxzema,  RCA/Whirlpool,  Sunbeam, 
Chemstrand,  Elgin,  Polaroid,  L. 

9-  10  p.m. 

ABC-TV  9-10  Dodge  Dancing  Party,  Dodge,  L. 
CBS-TV  9-9:30  The  Gale  Storm  Show,  Nestle, 
Lever,  F;  9:30-10  Have  Gun,  Will  Travel, 
Lever,  Whitehall,  F. 

NBC-TV  9-9:30  Black  Saddle,  Liggett  &  Myers, 
F;  9:30-10  Cimarron  City,  sust.,  F. 

10-  11  p.m. 

ABC-TV  10-10:30  Sammy  Kaye,  sust.,  L. 
CBS-TV  10-10 :30  Gunsmoke,  Liggett  &  Myers, 
Remington  Rand,  F. 

NBC-TV  10-10:30  Cimarron  City,  cont.;  10:30- 
11  D.  A.'s  Man,  Liggett  &  Myers,  F. 


RADIO  NETWORKS 


SUNDAY  MORNING 

7-8  a.m. 


ABC  No  network  service. 
CBS  No  network  service. 

MBS  7-7:05  News,  co-op;  7:05-7:30  America's 
Top   Tunes,   co-op;    7:30-7:35  News,  sust.; 
7:35-8  America's  Top  Tunes,  co-op. 
NBC  No  network  service. 


8-9  a.m. 

ABC  8-8:30  Radio  Bible  Class,  Radio  Bible 
Class;  8:30-9  Wings  of  Healing,  Dr.  Thomas 
Wyatt. 

CBS  8-8:15  CBS  News,  sust.;  8:15-8:30  No  net- 
work service;  8:30-9  Sunday  Morning 
Gatherin',  co-op. 

MBS  8-8:05  News,  co-op;  8:05-8:30  America's 
Top  Tunes,  co-op;  8:30-8:35  News,  Hudson 
Vitamins;  8:35-8:45  America's  Top  Tunes; 
co-op;  8:45-9  No  network  service. 
NBC  8-8:05  News,  sust.;  8:05-8:15  Great  Choirs 
of  America,  sust.;  8:15-8:30  Faith  in  Action, 
sust.;  8:30-9  Bible  Study  Hour,  Evangelical 
Foundation. 


9-  10  a.m. 

ABC  9-9:05  Weekend  News,  sust.;  9:05-9:30  No 
network  service;  9:30-10  Voice  of  Prophecy, 
Voice  of  Prophecy  Inc. 

CBS  9-9:15  CBS  Radio  World  News  Roundup, 
seg.;  9:15-9:30  Entertainment  U.  S.  A.,  sust.; 
9:30-10  Cfiurcfi  of  the  Air,  sust. 
MBS  9-9:30  Wings  of  Healing,  Wings  of  Heal- 
ing 9:30-10  Back  to  God,  Christian  Reformed 
Church. 

NBC  9-9:05  News,  sust.;  9:05-9:15  World  News 
Roundup,  co-op;  9:15-9:30  Art  of  Living, 
sust.;  9:30-10  Voice  of  Prophecy,  Voice  of 
Prophecy  Inc.  (split  network  with  Bible 
Study  Hour  on  remainder  of  network). 

10-  11  a.m. 

ABC  10-10:05  Weekend  News,  sust.;  10:05- 
10:30,  Message  of  Israel,  sust.;  10:30-10:55 
Negro  College  Choirs,  sust;  10:55-11  Week- 
end News,  sust. 

CBS  10-10:05  Robert  Trout  &  the  News, 
Chevrolet;  10:05-10:30  E.  Power  Biggs,  sust.; 
10:30-10:35  Ford  Road  Show  With  Vic 
Damone,  Ford  Motors;  10:35-11  Invitation  to 
Learning,  sust. 

MBS  10-10:30  Radio  Bible  Class,  Radio  Bible 
Class;  10:30-11  Voice  of  Prophecy,  Voice  of 
Prophecy. 

NBC  10-10:05  News,  sust.;  10:05-10:30  National 
Radio  Pulpit,  sust.;  10:30-11  Monitor,  part.; 


(10:30-11  split  network  with  Voice  of  Proph- 
ecy on  portion  of  network  and  Bible  Study 
Hour  on  remainder). 


11  a.m.-Noon 

ABC  11-11:30  No  network  service;  11:30-11:55 
Christian  In  Action,  sust.;  11:55-12  Weekend 
News,  sust. 

CBS  11-11:05  CBS  News,  sust.;  11:05-11:15 
Charles  Collingwood,  seg.;  11:15-11:30  As 
Others  See  Us,  sust.;  11:30-12  Salt  Lake  City 
Tabernacle,  sust. 

MBS  11-11:15  Frank  &  Ernest,  Dawn  Bible 
Students  Assn.;  11:15-11:30  How  Christian 
Science  Heals,  First  Church  of  Christ,  Sci- 
entist; 11:30-11:35  News,  Hudson  Vitamins; 
11:35-12  UN  News  Around  the  World,  sust. 
NBC  11-12  Monitor,  part.;  (11:30-12  split  net- 
work with  Voice  of  Prophecy  on  portion  of 
network  and  Bible  Study  Hour  on  re- 
mainder). 

SUNDAY  AFTERNOON 

Noon-1  p.m. 

ABC  12-12:30  No  network  service;  12:30-12:35 
Weekend  News,  sust.;  12:35-12:55  Moods  in 
Melody,  sust.;  12:55-1  Weekend  News,  sust. 
CBS  12-12:05  Robert  Trout  and  the  News, 
Chevrolet;  12:05-12:10  News  Analysis,  Delco; 
12:10-12:30  No  network  service;  12:30-12:35 
Ford  Road  Show,  Ford  Motors;  12:35-1  No 
network  service. 

MBS  12-12:05  News,  co-op;  12:05-12:15  Ameri- 
ca's Top  Tunes,  co-op;  12:15-12:30  Keep 
Healthy,  co-op;  12:30-12:35  Sports  News, 
sust.;  12:35-12:45  America's  Top  Tunes,  co- 
op; 12:45-1  How  Christian  Science  Heals, 
First  Church  of  Christ  Scientist. 
NBC  12-12:30  Monitor,  part.;  12:30-1  The 
Eternal  Light,  sust.,  (split  network  with 
Voice  of  Prophecy  on  certain  stations). 


1-2  p.m. 

ABC  1-1:15  Ifs  Your  Business,  sust.;  1:15-1:30 
As  We  See  It,  sust.;  1:30-1:55  Pilgrimage, 
sust.;  1:55-2  Weekend  News,  R.  J.  Reynolds, 
Grove  Labs. 

CBS  1-1:05  Robert  Trout,  Chevrolet;  1:05-2 
Cleveland  Orchestra,  sust. 
MBS  1-1:30  Hour  of  Decision,  Billy  Graham 
Evangelical  Assn.;  1:30-2  Lutheran  Hour, 
Lutheran  Layman's  League. 
NBC  1-1:30  Monitor,  part.;  1:30-2  The 
Lutheran  Hour,  Lutheran  Layman's  League 
(split  network  with  Eternal  Light  on  cer- 


tain stations). 
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2-  3  p.m. 

ABC  2-2:30  Oral  Roberts,  Oral  Roberts  Evan- 
gelistic Assn.;  2:30-3  Herald  of  Truth,  High- 
land Churches  of  Christ. 
CBS  2-2:05  Robert  Trout  &  the  News,  Chev- 
rolet; 2:05-2:55  Portland  Junior  Symphony, 
sust,;  2:55-3  Ford  Road  Show,  Ford. 
MBS  2-2:30  Hour  of  Decision,  Billy  Graham 
Evangelical  Assn.;  2:30-2:35  News,  Hudson 
Vitamins;  2:35-3  America's  Top  Tunes,  co-op. 
NBC  2-2:30  Monitor,  part.;  2:30-3  The  Catholic 
Hour,  sust. 

3-  4  p.m. 

ABC  3-3:05  Weekend  News,  Reynolds;  3:05- 
3:10  Speaking  of  Sports,  sust.;  3:10-3:30 
Sammy  Kaye  Serenade,  sust.;  3:30-4  Hour  of 
Decision,  Billy  Graham  Evangelistic  Assn. 
CBS  3-3:05  CBS  News,  sust.;  3:05-4  Big  News 
of  1958,  sust. 

MBS  3-3:05  News,  co-op;  3:05-3:30  America's 
Top  Tunes,  co-op;  3:30-3:35  News,  co-op; 
3:35-4  America's  Top  Tunes,  co-op. 
NBC  3-4  Monitor,  part. 

4-  5  p.m. 

ABC  4-4:30  Old  Fashioned  Revival  Hour,  Gos- 
pel Broadcasting  Co.;  4:30-5  Radio  Bible 
Class,  Radio  Bible  Class. 

CBS  4-4:30  Big  News  in  1958  (cont.);  4:30- 
4:35  Ford  Road  Show,  Ford;  4:35-5  To  Be 
Announced. 

MBS  4-4:05  News,  co-op;  4:05-4:30  America's 
Top  Tunes,  co-op;  4:30-4:35  News,  sust.;  4:35- 
5  College  Crossfire,  sust. 
NBC  4-5  Monitor. 

5-  6  p.m. 

ABC  5-5:30  Dr.  Bob  Pierce,  World  Vision  Inc.; 
5:30-6  No  network  service. 
CBS  5-5 :05  Robert  Trout  and  the  News,  Chev- 
rolet; 5:05-5:30  Yours  Truly,  Johnny  Dollar, 
seg.;  5:30-5:55  Suspense,  seg.;  5:55-6  Ford 
Road  Show,  Ford 

MBS  5-5:05  News,  co-op;  5:05-5:30  Reporter's 
Roundup,  co-op;  5:30-5:35  Sports  News— Don 
Dunphy,  sust.;  5:35-6  America's  Top  Tunes, 
co-op. 

NBC  5-6  Monitor,  part. 

SUNDAY  EVENING 

6-  7  p.m. 

ABC  6-6:15  Monday  Morning  Headlines,  R  J 
Reynolds,  Grove  Labs;  6:15-6:30  Paul  Harvey 
News,  Banker's  Life  &  Casualty  Co.;  6:30- 
6:45  Quincy  Howe,  sust.;  6:45-7  George  So- 
kolsky. 

CBS  6-6:05  CBS  News,  sust.;  6:05-6:30  Have 
Gun,  Will  Travel,  seg.;  6:30-6:55  Gunsmoke, 
seg.;  6:55-7  Robert  Trout  &  the  News,  Chev- 
rolet. 

MBS  6-6:15  Walter  Winchell,  Bon-Ami,  Tan- 
gee;  6:15-6:30  Dr.  Poling  Answers,  Christian 
Herald;  6:30-6:35,  News,  sust.;  6:35-7  Bill 
Stern's  Sports  Beat,  co-op. 
NBC  6-6:15  Monitor,  part.;  6:15-6:30  On  the 
Line  With  Bob  Considine,  Mutual  of  Omaha; 
6:30-6:32:30  Monitor,  part.;  6:32:30-7  Meet  the 
Press,  sust. 

7-  8  p.m. 

ABC  7-7:05  Speaking  of  Sports,  sust.;  7:05- 
7:15  White  House  Report,  sust.;  7:15-7-30 
Overseas  Assignment,  sust.;  7:30-7:55  No 
network  service;  7:55-8  Weekend  News,  R  J 
Reynolds. 

CBS  7-7:05  News  Analysis,  Delco;  7:05-7:30 
Indictment,  seg.;  7:30-7:35  Ford  Road  Show, 
Ford;  7:35-8  Sez  Who,  seg. 
MBS  7-7 :30  Wings  of  Healing,  Wings  of  Heal- 
ing; 7:30-7:35  News,  sust.;  7:35-8  America's 
Top  Tunes,  co-op. 
NBC  7-8  Monitor,  part. 

8-  9  p.m. 

ABC  8-8:05  Speaking  of  Sports,  sust.;  8:05- 
8:30  The  Noble  Challenge,  American  Foun- 
dation for  the  Blind;  8:30-8:55  Disaster 
American  National  Red  Cross;  8:55-9  Week- 
end News,  R.J.  Reynolds. 
CBS  8-8:05  CBS  News,  Delco;  8:05-9  Mitch 
Miller  Show,  seg. 

MBS  8-8:30  Hour  of  Decision,  Billy  Graham 
Evangelical    Assn.;    8:30-8:35    News,  sust.; 
8:35-9  America's  Top  Tunes,  co-op. 
NBC  8-9  Monitor,  part. 

9-  10  p.m. 

ABC  9-9:05  Speaking  of  Sports,  sust.;  9:05-9:30 
Startime  U.S.A.,  sust.;  9:30-9:55  College 
News  Conference,  sust.;  9:55-10  News,  R.  J. 
Reynolds. 

CBS  9-9:05  CBS  News,  Delco;  9:05-9:30  The 
World  Tonight,  seg.;  9:30-10  Face  the  Nation, 
sust. 

MBS  9-9:05  News,  co-op;  9:05-9:30  Science  Is 
My  Beat,  sust.;  9:30-9:35  Sports  News,  sust.; 
9:35-9:45  Virgil  Pinkley,  co-op;  9:45-10  Dan 
Smoot  Show,  co-op. 
NBC  9-10  Monitor,  part. 
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10-11  p.m. 

ABC  10-10:15  Erwin  Canham,  sust.;  10:15-10:30 
No  network  service;  10:30-11  Revival  Time, 
Assemblies  of  God. 

CBS  10-10:05  CBS  News,  sust.;  10:05-10:15 
Sunday  Sports  Resume,  seg.;  10:30-11  Churcfi 
of  the  Air,  sust. 

MBS  10-10:30  Marian  Theatre,  sust.;  10:30- 
10:35  News,  America's  Future;  10:35-10:45 
News,  co-op;  10:45-11  Music  Beyond  the 
Stars,  co-op. 

NBC  10-10:30  Hour  of  Decision,  Billy  Graham 
Evangelistic  Assn.  (split  network  with 
Monitor,  part.,  on  remainder  of  network); 
10:30-11  Back  to  God  Hour,  Christian  Re- 
formed Church. 

11  p.m. -Midnight 

ABC  11-11:05  Weekend  News,  sust.;  11:05- 
11:55  No  network  service;  11:55-12  Late 
News,  sust. 

CBS  11-11:30  Tommy  Dorsey  Orch.  With  War- 
ren Covington,  sust.;  11:30-12  Duke  Elling- 
ton Orch.,  sust. 

MBS  11-11:05  News,  co-op;  11:05-11:30  Okla- 
homa   City    Symphony,    sust.;  11:30-11:35 
News,  sust.;  11:35-12  Oklahoma  City  Sym- 
phony, sust. 
NBC  11-12  Monitor,  part. 

Midnight- 1  a.m. 

ABC  No  network  service. 

CBS  12-12:05  CBS  News,  sust.;   12:05-1  No 

network  service. 

MBS  No  network  service. 

NBC  12-12:05  News,  sust.;  12:05-1  No  network 
service. 

MONDAY-FRIDAY  MORNING 

7-  8  a.m. 

ABC  No  network  service. 
CBS  7-7:05  Rusty  Draper  Show,  R.  J.  Reyn- 
olds; 7:05-7:45  No  network  service;  7:45-7:50 
Ned  Calmer  &  the  News;  7:50-7:55  No  net- 
work service:  7:55-8  Ned  Calmer,  R.J.  Reyn- 
olds, Lewis  Howe. 

MBS  7-7:05  News,  co-op;  7:05-7:30  America's 
Top  Tunes,  co-op;  7:30-7:35  Colgate  Sports- 
reel    With    Bill    Stern,  Colgate-Palmolive; 
7:35-8  America's  Top  Tunes,  co-op. 
NBC  No  network  service. 

8-  9  a.m. 

ABC  8-8:15  News  Around  the  World,  Colgate- 
Palmolive;    8.15-8:55   No  network  service; 
8:55-9  Paul  Harvey — News,  Beltone. 
CBS  8-8:15  CBS  World  News  Roundup,  co-op; 
8:15-8:55  No  network  service;  8:55-9  Rusty 
Draper  Show,  R.  J.  Reynolds. 
MBS  8-8:15  News,  co-op;  8:15-8:30  America's 
Top  Tunes,  co-op;  8:30-8:35  Colgate  Sports- 
reel    With    Bill    Stern,  Colgate-Palmolive; 
8:35-9  America's  Top  Tunes,  co-op. 
NBC  No  network  service. 

9-  10  a.m. 

ABC  9-10  Breakfast  Club,  Campana,  Kretsch- 
mer,  Appian  Way  Pizza,  Clairol,  KVP,  Men- 
tholatum,  Renuzit,  Magla  Products,  C.  H. 
Musselman,  A.  E.  Staley,  Van  Nuys,  Hudson 
Vitamin. 

CBS  9-9:15  CBS  News  of  America,  co-op; 
9:15-9:20  Rusty  Draper  Show,  R.  J.  Reyn- 
olds; 9:20-10  No  network  service. 
MBS  9-9:15  Robert  F.  Hurleigh—News,  co-op; 
9:15-9:30  America's  Top  Tunes,  co-op;  9:30- 
9:35  News,  Halogene;  9:35-10  America's  Top 
Tunes,  co-op. 

NBC  9-9:05  News,  part.;  9:05-9:30  No  network 
service;  9:30-9:45  World  News  Roundup,  co- 
op; 9:45-10  No  network  service. 

10-  11  a.m. 

ABC  10-10:10  The  Peter  and  Mary  Show, 
A.  E.  Staley;  10:10-10:25  No  network  service; 
10:25  -  10:30  Commentary  —  Bob  Fleming; 
10:30-10:55  No  network  service;  10:55-11  Late 
News,  General  Foods. 

CBS  10-10:05  CBS  News,  sust.;  10:05-11  Arthur 
Godfrey  Time,  seg. 

MBS  10-10:05  News,  co-op;  10:05-10:30  To  be 
announced;  10:30-10:35  News,  General  Foods; 
10:35-10:40  Bill  Stern  Sportsreel,  Colgate- 
Palmolive;  10:40-10:45  Boris  Karloff  Presents, 
co-op;  10:45-10:50  Easy  Listening,  co-op; 
10:50-10:55  Fred  Robbins— Assignment  Holly- 
wood, co-op;  10:55-11  The  Big  Decision, 
co-op. 

NBC  10-10:05  News,  part.;  10:05-11  My  True 
Story,  part. 

11  a.m.-Noon 

ABC  11-11:25  No  network  service;  11:25-11:30 
Commentary  —  Bill  Shadel;  11:30-11:55  No 
network  service;  11:55-12  Late  News,  sust. 
CBS  11-11:05  CBS  News;  11:05-11:30  Whisper- 
ing Streets,  seg.;  11:30-11:45  No  network 
service;  11:45-12  Howard  Miller  Show, 
Wrigley. 

MBS  11-11:05  News,  co-op;  11:05-11:30  To  be 
announced;  11:30-11:35  News,  General  Foods; 
11:35-12  Queen  for  a  Day,  co-op. 


NBC  11-11:05  News,  part.;  11:05-12  Bert 
Parks'  Bandstand,  part. 

MONDAY-FRIDAY  AFTERNOON 

Noon-1  p.m. 

ABC  12-12:15  Paul  Harvey,  co-op;  12:15-12:20 
Sunshine  Boys,  Sterling  Drugs;  12:20-12:55 
No  network  service;  12:55-1  Late  News 
General  Foods. 

SB!  12r'l2:K  CBS  News>  sust.;  12:05-12:15 
,n  -,Vi¥^-J?ayes  and  MaTV  Healy,  Staley; 
12:15-12.30  Backstage  Wife,  seg.;  12 -30-12 -45 
Romance  of  Helen  Trent,  seg.;  12:45-1  Ow 
Gal  Sunday,  seg. 

%lt12£?:05J*ews'  C°-°P;  12:05-12:15  Amer- 
itl  p \*Tunes'  C°-°P;  12:15-12:30  The 
A^fer  r¥an'  1oC0-0P;  12:30-12:35  News, 
mr ^9*,?« giu 12 :35-1  No  network  service! 
TorA^eNeWS'  Part':  12:05"1  No  net" 

1-  2  p.m. 

ABC  1-1:55  No  network  service;  155-2  Late 
News,  Ex-Lax,  General  Foods. 

?Bon  T!lis  Is  Nora  Drake,  seg-  115- 

1:30  Ma  Perkins,  see  -  l-30-l-4<5  Vmi™  n, 
Malcme;  145-2  fhe^Road  o/  Life  seg3  DT' 
MoI  ,~l?5ANews  Vith  CedTic  Foster,  co-op- 
Ht ~h?°  Arrlf,V-cas  Top  Tunes,  co-op;  1-30- 
1:35  News  With  Gabriel  Heatter  General 
Foods;  1:35-2  America's  Top  Tune's,  co  op 
service    5  N<lWS'  V°5'2  No  network 

2-  3  p.m. 

ABC  2-2:55  No  network  service;  2:55-3  Late 
News,  General  Foods. 

B&h?"S:05z7CBS-  News'  sust-=  2:05-2:15  The 
wi'i1*  1°  Xv-VViness,  seg.;  2:15-2:30  Second 
Mrs  Burton,  seg.;  2:30-2:45  The  Couple 
Next  Door,  seg.;  2:45-3  Just  Entertainment, 

Tni2-?2:05  News'  C°-°P;  2:05-2:30  America's 
?nL,  T^',C^°P;  -2:?°^:35  News>  General 
Foods;  2:35-3  America's  Top  Tunes,  co-op 

h?5  i'°5,  ?e,W%P^U  2:05-2:30  Don  Ame- 
ches  Real  Life  Stories,  part.;  2:30-2-45  One 

KCar;  2:45-3  The  Affair^ 

3-  4  p.m. 

News3  sust  N°  network  service;  3 :55-4  Late 
CBS  3-3:30  Houseparty,  seg.;  3:30-3:35  Rusty 
Draper,  sust.;  3:35-4  No  network  service 
MBS  3-3:05  News,  co-op;  3:05-3:30  America's 
Top  Tunes,  co-op;  3:30-3:35  News,  Halogene; 
3.35-4  America's  Top  Tunes,  co-op. 
NBC  3-3:05  News,  part.;  3:05-3:30  Five  Star 
Matinee,  part.;  3:30-3:45  Woman  in  My 
part^'  Part;  3:45-4  pepper  Young's  Family, 

4-  5  p.m. 

ABC  4-4:25  No  network   service;   4-25-4  30 
Commentary—Don   Goddard;    4:30-4-55  No 
network  service;  4:55-5  Late  News,  sust. 
CBS  4-4:55  No  network  service;  4:55-5  CBS 
News,  sust. 

MBS  4-4:05  News,  co-op;  4:05-4:30  America's 

Top  Tunes,  co-op;  4:30-4:35  News,  Hudson 

Vitamins;    4:35-4:45    No    network  service; 

4:45-5  America's  Top  Tunes,  co-op. 

NBC  4-4:05  News,  part.;  4:05-5  No  network 

service. 

5-  6  p.m. 

ABC  5-5:25  No  network  service;  5:25-5:30 
Commentary— John  Secondari;  5:30-5-55  No 
network  service;  5:55-6  Late  News,  sust. 
CBS  5-5:30  No  network  service;  5:30-5  45 
(Fn.  only)  U.N.  On  the  Record,  sust.;  5:45-6 
No  network  service. 

MBS  5-5:05  News,  co-op;  5:05-5:30  America's 
Top  Tunes,  co-op;  5:30-5:35  News,  Sinclair 
Oil;  5:35-5:45  No  network  service;  5:45-6 
America's  Top  Tunes,  co-op. 
NBC  5-5  :05_  News,  part.;  5:05-5:30  No  network 
service;  o:30-5:35  Daily  Business  Trends, 
local  station  participation;  5:35-6  No  net- 
work service. 

MONDAY-FRIDAY  EVENING 

6-  7  p.m. 

ABC  6-6:15  No  network  service;  6:15-6:30 
Quincy  Howe,  co-op;  6:30-6:40  John  Daly, 
Cadillac;  6:40-6:45  Paul  Harvey,  Midas,  R  J 
Reynolds;  6:45-6:50  Late  Sports,  sust.;  6:50-7 
No  network  service. 

CBS  6-6:05  Allan  Jackson,  sust.;  6:05-6-45  No 
network  service;  6:45-6:55  Lowell  Thomas, 
Delco;  6:55-7  Business  News,  sust. 
MBS  6-6:05  News,  co-op;  6:05-6:30  (Mon.- 
Thurs.)  America's  Top  Tunes,  co-op;  (Fri.) 
The  Big  Decision,  co-op;  6:30-6:35  News, 
Reynolds;  6:35-7  America's  Top  Tunes, 
co-op. 
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NBC  6-6:05  News,  part.;  6:05-6:45  No  network 
service;  6:45-7  Three  Star  Extra,  Sun  Oil, 
co-op  &  sust. 

7-  8  p.m. 

ABC  7-7:15  Edward  P.  Morgan,  AFL-CIO; 
7:15-7:55  No  network  service  except  Wed. 
(7:30-8:30)  The  Plymouth  Show— Lawrence 
We  He,  Plymouth;  Mon.,  Tues.,  Thurs.,  Fri., 
7:55-8  Late  News,  Grove  Labs. 
CBS  7-7:05  Sports  Time,  R.  J.  Reynolds;  7:05- 
7:30  Amos  'n'  Andy,  seg.;  7:30-7:45  Answer 
Please,  seg.;  7:45-8  Edward  R.  Murrow, 
co-op. 

MBS  7-7:15  Fulton  Lewis  Jr.,  co-op;  7:15-7:30 
Assignment  People,  sust.;  7:30-7:35  News, 
co-op;  7:35-8  (Mon.)  Magic  of  Music,  sust.; 
(Tues.)  The  Army  Hour,  sust.;  (Wed.)  Fam- 
ily Theatre,  sust.;  (Thurs.)  By  the  People, 
sust.;  (Fri.)  Lombardoland,  USA,  sust. 
NBC  7-7:05  News,  part.;  7:05-7:15  No  network 
service;  7:15-7:30  Man  on  the  Go,  co-op; 
7:30-7:45  News  of  the  World,  part.;  7:45-8 
Life  and  the  World,  part. 

8-  9  p.m. 

ABC  8-8:25  No  network  service;  8:25-8:30 
Commentary — Quincy  Howe,  sust.;  8:30-8:55 
No  network  service;  8:55-9  Late  News,  sust. 
CBS  8-8:30  Robert  Q.  Lewis,  seg.;  8:30-8:35 
CBS  News,  sust.;  8:35-9  Jazz  Is  My  Beat,  seg. 
MBS  8-8:05  News,  co-op;  8:05-8:30  The  World 
Today,  part.;  8:30-8:35  Bill  Stern,  Halogene; 
8:35-9  Capital  Assignment,  co-op. 
NBC  8-8:05  News,  part.;  8:05-8:30  (Mon.)  You 
Bet  Your  Life,  part.;  (Tues.)  Nightline,  part.; 
(Wed.)  People  Are  Funny,  part.;  (Thurs.) 
Nightline,  part.;  (Fri.)  Monitor,  part.;  8:30-9 
(Mon. -Thurs.)  Nightline,  part;  (Fri.)  Moni- 
tor, part. 

9-  10  p.m. 

ABC  9-9:55  No  network  service;  9:55-10  Peo- 
ple in  the  News,  Grove  Labs. 
CBS  9-9:05  Robert  Trout,  sust.;  9:05-9:25  The 
World  Tonight,  seg.;  9:25-9:30  News  Analysis 
With  Eric  Sevareid;  9:30-10  (Mon.)  Capitol 
Cloakroom,  sust.;  (Tues.)  To  be  announced; 
(Wed.)  Dance  Orch.,  sust.;  (Thurs.)  Duke 
Ellington  Orchestra,  sust.;  (Fri.)  Freddy 
Martin  Orch.,  sust. 

MBS  9-9:05  News,  co-op;  9:05-9:15  U.N.  Radio 
Preview,  sust.;  9:15-9:30  Music  Beyond  the 
Stars,  co-op;  9:30-9:35  News,  Scranton;  9:35- 
10  Music  Beyond  the  Stars,  co-op. 
NBC  (Mon.-Thurs.)  9-9:05  News,  part.;  9:05- 

10  Nightline,  part.;  (Fri.)  9-9:05  News,  part.; 
9:05-9:55  Monitor,  part.;  9:55-10  News,  part. 

10-  11  p.m. 

ABC  10-10:05  John  W.  Vandercook,  AFL-CIO; 
10:05-10:30  No  network  service;  10:30-10:55 
No  network  service;  10:55-11  Late  News, 
sust. 

CBS  10-10:05  CBS  News,  sust.;  10:05-10:30 
(Mon.)  Irving  Fields  Trio,  sust.;  (Tues.)  Bill 
Snyder  Trio,  sust.;  (Wed.)  Dance  Orch., 
sust.;  (Thurs.)  Florian  Zabach  Orch.,  sust.; 
(Fri.)  Dance  Orch.,  sust.;  10:30-11  (Mon.  & 
Tues.)  Ralph  Flanagan;  (Wed.)  Dance  Orch., 
sust.;  (Thurs.  &  Fri.)  Guy  Lombardo  Orch., 
sust. 

MBS  10-10:05  News;  co-op;  10:05-10:30  Music 
Beyond  the  Stars,  co-op;  10:30-10:35  News, 
Hudson,  10:35-11  Music  Beyond  the  Stars, 
co-op. 

NBC  10-10:05  (Mon.-Thurs.)  News,  part.; 
10:05-10:30  (Mon.)  International  Bandstand, 
sust.;  (Tues.)  Treasury  of  Music,  sust.; 
(Wed.)  Public  Affairs  Series,  sust.;  (Thurs.) 
Treasury  of  Music,  sust.;  10:30-10:45  (Mon.- 
Thurs.)  News  of  the  World  (repeat)  part.; 
10:45-11  (Mon.-Thurs.)  Life  and  the  World, 
repeat;  10-10:30  (Fri.)  Boxing,  Gillette; 
10:30-11  (Fri.)  Sports  Highlights,  part. 

11  p.m.-Midnight 

ABC  11-11:55  No  network  service;  11:55-12 
Late  News,  sust. 

CBS  11-11:10  CBS  News,  sust.;  11:10-11:30 
(Mon.,  Tues.,  Thurs.)  Eddie  Layton  Trio; 
(Wed.)  Dance  Orch.,  sust.;  (Fri.)  Florian  Za- 
bach, sust.;  11:30-12  (Mon.)  Sarah  Vaughan, 
sust.;  (Tues.)  Leon  Kelner,  sust.;  (Wed.) 
Dance  Orch.,  sust.;  (Thurs.  &  Fri.)  Gene 
Krupa,  sust. 

MBS  11-11:05  News,  co-op;  11:05-11:30  Music 
Beyond  the  Stars,  co-op;  11:30-11:35  News, 
sust.;  11:35-12  Music  Beyond  the  Stars. 
NBC  11-11:05  News,  part.;  11:05-12  No  net- 
work service. 

Midnight-1  a.m. 

ABC  No  network  service. 

CBS  12-12:05  CBS  News,  sust.;  12:05-1  No  net- 
work service. 
MBS  No  network  service. 
NBC  No  network  service. 
(Note:  programs  except  those  listed  co-op, 
fully  sponsored  or  sustaining  are  sold  to 
various  network  participating  sponsors.) 
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SATURDAY  MORNING 

7-  8  a.m. 

ABC  No  network  service. 
CBS  No  network  service. 

MBS  7-7:05  News,  co-op;  7:05-7:30  America's 
Top  Tunes,  co-op;  7:30-7:35  News,  Scranton; 
7:35-8  America's  Top  Tunes,  co-op. 
NBC  No  network  service. 

8-  9  a.m. 

ABC  8-8.15  News  Around  the  World,  sust.: 
8:15-8:30  Changing  Times,  Kiplinger;  8:30- 
8:55  No  network  service;  8:55-9  Weekend 
News,  R.J.  Reynolds. 

CBS  8-8:15  CBS  World  News  Roundup,  co-op; 
8:15-9  No  network  service. 
MBS  8-8:05  News,  co-op;  8:05-8:30  America's 
Top  Tunes,  co-op;  8:30-8:35  News,  Sym- 
phonic Electronics;  8:35-9  America's  Top 
Tunes,  co-op. 
NBC  No  network  service. 

9-  10  a.m. 

ABC  9-9:15  Changing  Times,  Kiplinger;  9:15- 
9:55  No  network  service;  9:55-10  Weekend 
News,  Reynolds. 

CBS  9-9:05  News,  sust.;  9:05-9:15  News,  co-op; 
9:15-9:30  Man  Around  the  House,  seg.;  9:30- 
9:45  CBS  Farm  News,  seg.;  9:45-10  Garden 
Gate,  seg. 

MBS  9-9:05  News,  co-op;  9:05-9:30  America's 
Top  Tunes,  co-op;  9:30-9:35  News,  Hudson 
Vitamins;  9:35-10  America's  Top  Tunes. 
co-op. 

NBC  9-9:05  News,  sust.;  9:05-10  Monitor,  part. 

10-  11  a.m. 

ABC  10-10:30  Story  Princess,  U.S.  Pharmacal, 
World  Travelers  Co.:  10:30-10:55  No  network 
service;  10:55-11  Weekend  News,  Reynolds. 
CBS  10-10:05  Allan  Jackson  &  the  News, 
Chevrolet;  10:05-11  Galen  Drake  Show,  seg. 
MBS  10-10:05  News,  co-op;  10:05-10:30  Amer- 
ica's Top  Tunes,  co-op;  10:30-10:35  News, 
Halogene;  10:35-11  America's  Top  Tunes, 
co-op. 

NBC  10-11  Monitor,  part. 
11  a.m.-Noon 

ABC  11-11:55  No  network  service;  11:55-12 
Weekend  News,  R.J.  Reynolds. 
CBS  11-11:05  Allan  Jackson  &  the  News. 
Chevrolet;  11:05-12  Robert  Q.  Lewis,  seg. 
MBS  11-11:05  News,  co-op;  11:05-11:30  Amer- 
ica's Top  Tunes,  co-op;  11:30-11:35  News, 
Scranton;  11:35-12  America's  Top  Tunes, 
co-op. 

NBC  11-12  Monitor,  part. 

SATURDAY  AFTERNOON 

Noon-1  p.m. 

ABC  12-12:25  No  network  service;  12:25-12:30 
News,  sust.;  12:30-12:55  American  Farmer, 
sust.;  12:55-1  Weekend  News,  R.J.  Reynolds. 
CBS  12-12:05  Allan  Jackson,  Chevrolet;  12:05- 
12:30  Amos  'n'  Andy,  seg.;  12:30-12:55  Gun- 
smoke,  seg.;  12:55-1  To  Be  Announced. 
MBS  12-12:05  News,  co-op;  12:05-12:30  Wheel 
of  Chance,  co-op;  12:30-12:35  Sports  News, 
Symphonic  Electronics;  12:35-1  Wheel  of 
Chance,  co-op. 

NBC  12-12:25  National  Farm  and  Home  Hour, 
Allis-Chalmers  (limited  network  only,  re- 
mainder of  stations  available  are  sustain- 
ing— split  network  with  Monitor,  part.); 
12:25-12:30  Alex  Dreier,  Morton  Salt;  12:30- 
12:45  Red  Foley,  Hess  &  Clark;  (limited  net- 
work only,  split  with  Monitor,  part.);  12:45- 
1  Monitor. 

1-  2  p.m. 

ABC  1-1:05  Speaking  of  Sports,  sust.;  1:05- 
1:30  Andy  Reynolds  Ranch  Boys,  sust.;  1:30- 
1:55  Shake  the  Maracas,  sust.;  1:55-2  Week- 
end News,  Reynolds. 

CBS  1-1:05  Allan  Jackson,  Chevrolet;  1:05- 
1:30  City  Hospital,  seg.;  1:30-1:35  No  network 
service;  1:35-1:50  Adventures  in  Science, 
sust.;  1:50-1:55  Allan  Jackson,  Chevrolet; 
1:55-2  News  Analysis,  Delco. 
MBS  1-1:05  News,  co-op;  1:05-1:15  No  net- 
work service;  1:15-1:30  America's  Top  Tunes. 
co-op;  1:30-1:35  News,  Hudson;  1:35-2  Amer- 
ica's Top  Tunes,  sust. 

NBC  1-1:45  Monitor,  part.;  (also  repeats  Farm 
&  Home,  1-1:25;  Dreier,  1:25-1:30;  and  Red 
Foley,  1:30-1:45)  1:45-2  Monitor,  part. 

2-  3  p.m. 

ABC  2-2:55  Matinee,  sust.;  2:55-3  Weekend 
News,  R.J.  Reynolds. 
CBS  2-3  Metropolitan  Opera,  Texaco. 
MBS  2-2:05  News,  co-op;  2:05-2:30  America's 
Top  Tunes;  2:30-2:35  News,  Symphonic  Elec- 
tronics; 2:35-3  America's  Top  Tunes,  co-op. 
NBC  2-3  Monitor,  part. 

3-  4  p.m. 

ABC  3-3:55  Matinee,  sust.;  3:55-4  Weekend 
News,  R.J.  Reynolds. 


CBS  3-4  Metropolitan  Opera,  (cont.) 

MBS  3-3:05  News,  co-op;  3:05-3:30  America's 

Top  Tunes,  co-op;  3:30-3:35  News,  Halogene; 

3:35-4  America's  Top  Tunes,  co-op. 

NBC  3-4  Monitor,  part. 

4-  5  p.m. 

ABC  4-4:55  No  network  service;  4:55-5  Week- 
end News,  Reynolds. 
CBS  4-5  Metropolitan  Opera  (cont.). 
MBS  4-4:05  News,  co-op;  4:05-4:30  America's 
Top  Tunes,  co-op;  4:30-4:35  News,  Hudson; 
4:35-5  America's  Top  Tunes,  co-op. 
NBC  4-5  Monitor,  part. 

5-  6  p.m. 

ABC  5-5:30  No  network  service;  5:30-5:35 
Speaking  of  Sports,  sust.;  5:35-5:55  No  net- 
work service;  5:55-6  Weekend  News,  Reyn- 
olds. 

CBS  5-5:30  Metropolitan  Opera  (cont.);  5:30- 

6  Make  Way  for  Youth,  sust. 

MBS  5-5:05  News,  co-op;  5:05-5:30  America's 

Top  Tunes,  co-op;  5:30-5:35  Sports  News, 

Symphonic  Electronics;  5:35-6  America's  Top 

Tunes,  co-op. 

NBC  5-6  Monitor,  part. 

SATURDAY  EVENING 

6-  7  p.m. 

ABC  6-6:30  Navy  Hour,  sust.;  6:30-6:35  Speak- 
ing of  Sports,  sust.;  6:35-6:55  No  network 
service;  6:55-7  Weekend  News,  Reynolds. 
CBS  6-6:05  CBS  News,  sust.;  6:05-6:30  Vincent 
Lopez   Orch.,   sust.;   6:30-6:55  Saturday  at 
the  Chase,  sust.;  6:55-7  CBS  News,  sust. 
MBS  6-6:05  News,  co-op;  6:05-6:10  Viewpoint, 
sust.;   6:15-6:30  No  network  service;  6:30- 
6:35  News,  Scranton;  6:35-7  America's  Top 
Tunes,  co-op. 
NBC  6-7  Monitor,  part. 

7-  8  p.m. 

ABC  7-7:30  At  Ease,  sust.;  7:30-7:35  Speaking 
of  Sports,  sust.;  7:35-7:55  No  network  serv- 
ice; 7:55-8  Weekend  News,  Reynolds. 
CBS  7-7:05  Sports  Time  With  Frank  Gifford. 
sust.;  7:05-7:10  No  network  service;  7:10- 
7:30  An  Eye  on  Sports,  seg.;  7:30-8  Upbeat 
Saturday  Night,  seg. 

MBS  7-7:05  Nems,  sust.;  7:05-7:30  Hawaii  Calls, 
sust.;  7:30-8  Word  of  Life  Hour,  Word  of 
Life. 

NBC  7-8  Monitor,  part. 

8-  9  p.m. 

ABC  8-8:30  Vincent  Lopez  Show,  sust.;  8:30- 
8:55  No  network  service;  8:55-9  Weekend 
News,  Reynolds. 

CBS  8-8:05  Allan  Jackson  &  the  News,  Chev- 
rolet; 8:05-8:30  World  Tonight,  seg.;  8:30-9 
New  York  Philharmonic,  sust. 
MBS  8-8:05  News,  co-op;  8:05-8:30  Bandstand, 
U.S.A.,  co-op.;  8:30-8:35  Sports  News,  Halo- 
gene; 8:35-9  Bandstand,  U.S.A.,  co-op. 
NBC  8-9  Monitor,  part. 

9-  10  p.m. 

ABC  9-9:25  Lawrence  Welk's  Army  Show, 
sust.;  9:25-9:30  Speaking  of  Sports,  sust.; 
9:35-9:55  No  network  service;  9:55-10  Week- 
end News,  Reynolds. 
CBS  9-10  New  York  Philharmonic,  cont. 
MBS  9-9:05  News,  co-op;  9:05-9:30  Bandstand, 
U.S.A.,  co-op;  9:30-9:35  News,  Scranton;  9:35- 

10  Bandstand,  U.S.A.,  co-op. 

NBC  9-9:30  Monitor,  part;  9:30-10  Grand  Ole 
Opry;  R.J.  Reynolds  (limited  network  only, 
remainder  of  stations  available  on  sustain- 
ing basis). 

10-  11  p.m. 

ABC  10-10:30  No  network  service;  10:30-10:35 
Speaking  of  Sports,  sust.;  10:35-10:55  No  net- 
work service;  10:55-11  Weekend  News,  Reyn- 
olds. 

CBS  10-10:30  New  York  Philharmonic,  cont.; 

10:30-11  Vincent  Lopez  Orch.,  sust. 

MBS  10-10:05  News,  co-op;  10:05-10:30  Music 

Beyond  the  Stars,  co-op;  10:30-10:35  News, 

Hudson;  10:35-11  Music  Beyond  the  Stars, 

co-op. 

NBC  10-11  Monitor,  part. 

11  p.m.-Midnight 

ABC  11-11:55  No  network  service;  11:55-12 
Weekend  News,  sust. 

CBS  11-11:10  News,  sust.;  11:10-11:30  Bill 
Snyder  Trio,  sust.;  11:30-12  Duke  Ellington 
Orch.,  sust. 

MBS  11-11:05  News,  co-op;  11:05-11:30  Music 
Beyond  the  Stars,  co-op;  11:30-11:35  News, 
sust.;  11:35-12  Music  Beyond  the  Stars,  co-op. 
NBC  11-12  Monitor,  part. 

Midnight-1  a.m. 

ABC  No  network  service. 
CBS  12-12:05  CBS  News,  sust.;  12:05-1  No  net- 
work service. 
MBS  No  network  service. 

NBC  12-12:05  News,  sust.;  12:05-1  No  network 
service. 

BROADCASTING,  January  12,  1959 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 


Dec.  31  through  Jan.  7:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Meridian  St.  Estimated  construction  cost 
$43,550,  first  year  operating  cost  $5,000.  Ap- 
plicant, owned  by  Time  Inc.,  is  licensee  of 
WFBM-AM-TV  Indianapolis  and  WTCN- 
AM-TV  Minneapolis.  Announced  Dec.  31. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP— effective  radiated  power,  vhi 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
— unlimited  hours,  kc — kilocycles.  SCA — sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ. 


New  Tv  Stations 

APPLICATIONS 

Terre  Haute,  Ind. — Plains  Television  Corp. 
ch.  10  (192-198  mc);  ERP  316  kw  vis.,  158  kw 
aur.;  ant.  height  above  average  terrain  978 
ft.,  above  ground  996.5  ft.  Estimated  con- 
struction cost  $706,662,  first  year  operating 
cost  $550,000,  revenue  $700,000.  P.O.  address 
190  N.  State  St.,  Chicago.  Studio-Trans,  lo- 
cation, one  mile  SW  of  Farmersburg.  Geo- 
graphic coordinates  39°  13'  41"  N.  Lat.,  87° 
23'  47"  W.  Long.  Trans. -ant.,  RCA.  Legal 
counsel  McKenna  &  Wilkinson,  Washington. 
Consulting  engineer  Walter  F.  Kean,  River- 
side, 111.  Applicant  is  licensee  of  WICS 
Springfield  and  permittee  of  WCHU  Cham- 
paign, both  Illinois.  Announced  Dec.  31. 

Yakima,  Wash. — Yakima  Valley  Television 
Co.  ch.  23  (  524-530  mc) ;  ERP  20.9  kw  vis., 
11.3  kw  aur.;  ant.  height  above  average  ter- 
rain 957.6  ft.,  above  ground  147.8  ft.  Esti- 
mated construction  cost  $67,989,  first  year 
operating  cost  $90,000,  revenue  $138,000.  P.O. 
address  4211  Richey  Rd.  Studio  location 
Yakima.  Trans,  location  Ahtnaum  ridge 
south  of  Yakima.  Geographic  coordinates 
46°  31'  56"  N.  Lat.,  120°  30'  25.92"  W.  Long. 
Trans. -ant.,  RCA.  Consulting  engineer  Har- 
old C.  Singleton,  Portland,  Ore.  Ralph 
Tronsrud,  realtor,  is  sole  owner.  Announced 
Jan.  5. 


New  Am  Stations 

APPLICATIONS 

Clovis,  Calif. — Elbert  H.  Dean  and  Richard 
E.  Newman  790  kc,  500  w  D.  P.O.  address 
5226  N.  Teilman  Ave.,  Fresno,  Calif.  Esti- 
mated construction  cost  $22,738,  first  year 
operating  cost  $27,600,  revenue  $48,000.  Equal 
partners  Dean  and  Newman  have  been  em- 
ployes of  KARM-AM-FM  Fresno.  An- 
nounced Jan.  5. 

Douglas,  Ga.- Coffee  County  Bcstrs.  Inc. 
1310  kc,  1  kw  D.  P.O.  address  Box  426.  Esti- 
mated construction  cost  $25,376,  first  year 
operating  cost  $38,400,  revenue  $48,000.  Own- 
ers are  Floyd  D.  Wade  (30%),  in  lumber; 
Thomas  H.  Frier  (17V2%),  publisher;  David 
H.  Bailey  (171/2%),  in  bottling,  and  others. 
Announced  Jan.  5. 

Meridian,  Idaho— Ralph  F.  W.  Frazer  1010 
kc.  1  kw  D.  P.O.  address  145  Warm  Springs 
Ave..  Boise,  Idaho.  Estimated  construction 
cost  $26,000,  first  year  operating  cost  $35,000, 
revenue  $38,000.  Mr.  Frazer  is  account  ex- 
ecutive, KBOI-AM-TV  Boise.  Announced 
Dec.  31. 

Rolla,  Mo.— Rolla  Bcstrs.  1590  kc  1  kw  D 
P.O.  address  5300  Lamar,  Mission,  Kan. 
Estimated  construction  cost  $14,865,  first 
year  operating  cost  $28,904,  revenue  $36,998. 
Roy  D.  Stanley,  sole  owner,  is  employe. 
KBKC  Mission.  Announced  Jan.  7. 

Valentine,  Neb.— Valentine  Bcstg.  Co.  940 
kc.  5  kw  D.  P.O.  address  %  Robert  Thomas, 
station  WJAG,  Norfolk,  Neb.  Estimated 
construction  cost  $23,114,  first  year  operating 
cost  $33,000,  revenue  $35,000.  WJAG  Inc. 
owns  62.5%-  of  applicant.  Announced  Jan.  5. 

Ellenville,  N.Y.— Ellenville  Bcstg.  Co.  1370 
kc.  500  w  D.  P.O.  address  9  Phyllis  Dr.  Esti- 
mated construction  cost  $25,182,  first  year 
operating  cost  $45,000,  revenue  $50,000.  Equal 


partners  Jerome  Z.  and  Samuel  Elkin, 
Charles  W.  Letter  and  Henry  W.  Weiss  are 
Ellenville  businessmen.  Announced  Jan.  7. 

Norwalk,  Ohio — Norwalk  Bcstg.  Inc  1240 
kc.  100  w.  unl.  P.O.  address  39  Sto'uten- 
tmrg  Dr.  Estimated  construction  cost  $23  000 
fi£?L^ea^  0Perating  cost  $50,000,  revenue 
$50,000.  Owners  are  Dudley  A.  White  Jr. 
Publisher    (80%)    and    others.  Announced 

Greenville,    Tenn.  —  Norman  A.  Thomas 

1450  kc.  250  w  unl.  P.O.  address  Box  428, 
Chattanooga,  Tenn.  Estimated  construction 
cost  $12,975,  first  year  operating  cost  $44,000 
revenue  $48,000.  Mr.  Thomas  owns  WDNT 
Dayton,  Tenn.  Announced  Jan.  5. 

Navasota,  Tex.— Whitten  Bcstg.  Co.  1550 
kc.  250  w  D.  P.O.  address  Navasota.  Esti- 
mated construction  cost  $14,265,  first  year 
operating  cost  $30,000,  revenue  $40,000 
Equal  partners  J.  G.  and  R.  H.  Whitten  pub- 
lish newspapers.  Announced  Jan.  5. 

Bristol,  Va.—Tri- Cities  Radio  Corp.  940  kc 
oO  kw  D.  P.O.  address  920  Holston  Ave  Bris- 
*?L  ■■ Tenn-  Estimated  construction  cost 
$194,151,  first  year  operating  cost  $107  352 
revenue  $180,000.  Owners  are  Mr.  and  Mrs' 
James  C.  Wilson  (70%),  who  have  12>/2% 
interest  in  WOPI  Bristol,  Tenn.,  and  Carl 
R.  Moore  (30%),  in  swimming  pool  sales,  etc 
Announced  Jan.  5. 

Existing  Am  Stations 

APPLICATIONS 

KFMB  San  Diego,  Calif.— Cp  to  increase 
daytime  power  from  5  kw  to  50  kw  and  in- 
stall new  trans. 

WFRP  Savannah,  Ga.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans. 

WKBV  Richmond,  Ind.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
make  changes  in  transmitting  equipment. 

WENT  Elmira,  N.Y.— Cp  to  increase  day- 
time power  from  250  w  t@  1  kw  and  install 
new  trans. 

WJTN  Jamestown,  N.Y.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans. 

WGGO  Salamanca,  N.Y.— Cp  to  increase 
power  from  1  kw  to  5  kw;  install  directional 
ant.  daytime  and  new  trans,  and  delete  re- 
mote control  operation  of  trans. 

KOBH  Hot  Springs,  S.D.— Cp  to  decrease 
power  from  1  kw  to  500  w. 

KNOW  Austin,  Tex.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans. 

KOYL  Odessa,  Tex.— Cp  to  increase  power 
from  500  w  to  1  kw  and  install  new  trans. 

CALL  LETTERS  ASSIGNED 


WTTT  Arlington,  Fla.— Regional  Bcstg. 
Co.,  1220  kc.  Changed  from  WPEG. 

WCPK  College  Park,  Ga.— Robert  A.  Car- 
ley,  1570  kc. 


KARS  San  Antonio,  Tex.— Leal  Bcstg.  Co. 
1250  kc.  Changed  from  KEXX. 


Havre  de  Grace,  Md.— Chesapeake  Bcstg. 
Corp.  103.7  mc,  3.78  kw.  P.O.  address  Box  97. 
Estimated  construction  cost  $9,250,  first  year 
operating  cost  $5,000.  Applicant  plans  to 
duplicate  programs  of  WASA  Havre  de 
Grace,  of  which  it  is  licensee.  Announced 
Jan.  7. 

Palmyra,   Pa.— William   N.  Reichard   92  1 

mc,  740  w.  P.O.  address  707  Arlington  St. 
Tamaqua,  Pa.  Estimated  construction  cost 
$11,503,  first  year  operating  cost  $20  000 
revenue  $25,000.  Applicant  is  employe  of 
auto  dealer.  Announced  Dec.  31. 

Marshall,  Tex.— Harrison  County  Bcstg. 
Co.  97.3  mc,  5.9  kw.  P.O.  address  Box  791. 
Estimated  construction  cost  $8,698,  first  year 
operating  cost  $1,200,  revenue  $6,500  Ap- 
plicant is  licensee  of  KMHT  Marshall.  An- 
nounced Jan.  5. 

San  Antonio,  Tex.— Sunshine  Bcstg.  Co. 
98.1  mc,  25  kw.  P.O.  address  1130  Broadway. 
Estimated  construction  cost  $25,000,  first 
year  operating  cost  $15,000,  revenue  $15,000 
Applicant  is  licensee  of  KTSA  San  Antonio, 
McClendon  station.  Announced  Jan.  7. 

Milwaukee,  Wis.— Cream  City  Bcstg.  Co 
95.7  mc,  29.17  kw.  P.O.  address  2625  W 
Wisconsin  Ave.  Estimated  construction  cost 
$34,000,  first  year  operating  cost  $12,000,  rev- 
enue $15,000.  Applicant  is  licensee  of  WMIL 
Milwaukee.  Announced  Jan.  7. 

Existing  Fm  Stations 

APPLICATIONS 

WJLK-FM    Asbury    Park,    N.J.— Cp  to 

change  frequency  from  94.3  mc,  ch.  232,  to 
101.5  mc,  ch.  268;  increase  ERP  from  1  kw  to 
20  kw;  increase  ant.  height  above  average 
terrain  from  250  ft.  to  271  ft.  and  install  new 
ant.  and  trans. 

WIUS  (FM)  St.  Croix,  V.I.— Mod.  of  cp  as 
modified,  which  authorized  new  fm  broad- 
cast station  to  change  ant. -trans,  and  studio 
location  from  Columbus  Bav,  3.5  miles  NW 
of  Christiansted,  St.  Croix,  V.I.,  to  "Sol- 
berg,"  Charlotte  Amalie,  Saint  Thomas,  V  I 
and  change  ERP  to  0.399  kw  and  ant.  height 
above  average  terrain  to  381.2  ft.  (100.1  mc). 

CALL  LETTERS  ASSIGNED 

KREX-FM  Grand  Junction,  Colo.— West- 
ern Slope  Bcstg.  Co.,  92.3  mc. 

WFNQ  Hartford,  Conn.— General  Bcstg 
Inc.,  93.7  mc. 

WTCX  St.  Petersburg,  Fla.— Trans-Chord 
Co.,  99.5  mc. 

WDAS-FM  Philadelphia,  Pa.— Max  M 
Leon  Inc.,  105.3  mc. 


Ownership  Changes 


New  Fm  Stations 


APPLICATIONS 


ACTIONS  BY  FCC 

WEBJ  Brewton,  Ala. — Granted  assignment 
of  license  from  William  E.  Brooks  Sr.  and 
Jr.,  to  J.  W.  and  Catherine  C.  Gardner,  d/b 
under  same  name;  consideration  $50,800. 
Announced  Jan.  7. 

KBLA  Burbank,  Calif.— Granted  assign- 
ment of  license  and  cp  to  George  E.  Came- 
ron Jr.,  and  Bcstrs.  of  Burbank  Inc.,  part- 
nership, d/b  as  Radio  Station  KBLA;  con- 
sideration $125,000  and  20%  interest  to  Gor- 
don A.  Rogers,  now  sole  owner.  Announced 
Jan.  7. 

WZIP  Covington,  Ky. — Granted  assign- 
ment to  license  and  cp  to  Greater  Cincinnati 
Radio  Inc.  (Edward  D.  Skotch,  president); 
consideration  $211,700.  Announced  Jan.  7. 

WMLF  Pineville,  Ky.— Granted  assign- 
ment of  license  to  South  C.  Bevins  tr/as 
Ken-Te-Va  Bcstg.  Co.;  consideration  $30,600. 
Announced  Jan.  7. 

WISP  Khnston,  N.C.— Granted  assignment 
of  license  to  Diehl  Bcstg.  Co.  (William  K. 
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Equipping  a 
Radio  Station? 


Get  More  Coverage 
With  The  New  RCA 

500-  and  1 000 -Watt 

AM  Transmitters 

The  ability  of  these  new  500-  and 
1000-watt  AM  transmitters  to 
achieve  and  maintain  a  higher 
average  level  of  modulation  as- 
sures more  program  coverage. 
Simplified  tuning,  ease  of  instal- 
lation, built-in  provisions  for  re- 
mote control,  and  low  operating 
cost  make  the  RCA  Type  BTA- 
500/1R  your  best  transmitter  buy. 
Color  styling  adds  harmony  to 
station  decor-a  choice  of  red, 
green,  blue,  or  grey  doors.  What- 
ever your  equipment  needs— 
SEE  RCA  FIRST! 

Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.  OB-22,  Build- 
ing 15-1,  Camden,  New  Jersey. 

RADIO  CORPORATION 
of  AMERICA 


Diehl,  president);  consideration  $25,000.  An- 
nounced Jan.  7. 

KULE  Ephrata,  Wash.— Granted  assign- 
ment of  license  to  Coulee  Bcstg.  Corp.  (Don- 
ald R.  Berry,  president);  consideration  $75,- 
000.  Announced  Jan.  7. 

APPLICATIONS 

WGEA  Geneva,  Ala. — Seeks  acquisition  of 
positive  control  of  licensee  (Radio  South 
Ala.  Inc.)  by  Miles  H.  Ferguson  through 
purchase  of  30%  from  Howard  E.  Pill  for 
$5,000.  Mr.  Ferguson  will  increase  ownership 
to  70%.  Announced  Jan.  5. 

KIFW  Sitka,  Alaska — Seeks  assignment  of 
license  from  Alaska  Bcstg.  System  Inc.  to 
Sitka  Bcstg.  Co.  for  $11,100.  Buyers  are 
Harry  C.  Lanz  (33%),  KIFW  manager;  How- 
ard C.  Bradshaw  (26%),  retail  clothier,  and 
others.  Announced  Jan.  5. 

KPAS  Banning,  Calif.— Seeks  relinquish- 
ment of  positive  control  of  licensee  (Stevens 
Bcstg.  Inc.)  by  Mr.  and  Mrs.  Edwin  J. 
Stevens  who  are  selling  16.4%  to  Harrison 
M.  Fuerst  (37V2%  owner  of  KVOR  Colorado 
Springs,  Colo.)  for  $2,100.  Mr.  and  Mrs. 
Stevens  retain  37.3%.  Announced  Jan.  7. 

WFNM  De  Funiak  Springs,  Fla. — Seeks 
assignment  of  license  from  Gulfport  Bcstg. 
Co.  to  station's  general  manager,  Leonard 
Zepp  for  $13,000.  Announced  Jan.  5. 

WLOD  Pompano  Beach,  Fla. — Seeks  ac- 
quisition of  negative  control  (50%)  of  per- 
mittee (Pompano  Beach  Bcstg.  Corp.)  by 
each  Arthur  F.  Harre  and  Leonard  A.  Vers- 
luis  (who  presently  own  25%  apiece)  from 
Wellington  F.  Shilling  and  Charles  L.  John- 
ston for  $4,000  plus  $8,500  repayment  of 
debt  to  corporation.  Announced  Jan.  7. 

KSAL  Salina,  Kan. — Seeks  assignment  of 
license  from  KSAL  Inc.  to  Salina  Bcstg. 
Inc.  (James  Stuart,  sole  owner),  for  $350,000. 
Mr.  Stuart,  Lincoln,  Neb.,  financier,  has 
interests  in  KFOR  Lincoln  and  KRGI  Grand 
Island,  both  Nebraska,  and  KMNS  Sioux 
City,  Iowa.  Announced  Jan.  7. 

WKDL  Clarksdale,  Miss. — Seeks  transfer 
of  100%  of  licensee  (Coahoma  Bcstg.  Co.) 
from  Joseph  G.  Rachuba  and  John  B.  Crad- 
dock  to  Farley  Salmon  Jr.  and  William  Sal- 
mon in  return  for  assumption  of  certain 
indebtedness  of  corporation.  Messrs.  Salmon 
are  in  farming.  Announced  Jan.  5. 

WMUR  Manchester,  N.H. — Seeks  involun- 
tary transfer  of  control  from  Francis  P. 
Murphy,  deceased,  to  his  estate,  Nashua 
Trust  Co.  and  Agnes  H.  Fischer,  executors. 
Announced  Jan.  7. 

WSKN  Saugerties,  N.Y.— Seeks  transfer  of 
61.75%  of  licensee  (Skylark  Corp.)  from 
John  Lynker,  Mary  Campochiaro,  Frank 
Campochiaro  and  Philip  M.  Baker  to  VIP 
Radio  Inc.  for  $37,930.  VIP  plans  to  buy 
additional  15%  for  $13,550.  FCC  recently  ap- 
proved VIP  purchase  of  WVIP  Mt.  Kisco 
and  WNRC-AM-FM  new  Rochelle,  both  New 
York  (BROADCASTING,  January  5,  1959). 
Announced  Jan.  5. 

WCUE-AM-FM  Akron,  Ohio— Seeks  as- 
signment of  license  from  Akron  Bcstg. 
Corp.    to    WCUE    Radio    Inc.    for  $600,000. 


Buyers  are  Ted  Estabrook,  former  owner  of 
WERI  Westerly,  R.I.,  and  WHOO  Orlando, 
Fla.,  and  Jack  Valdes,  former  BBDO  ac- 
count executive.  Announced  Jan.  7. 

KRMW  The  Dalles,  Ore.— Seeks  transfer 
of  control  (100%)  of  licensee  (Radio  Mid- 
Columbia)  from  Oliver  B.  Earl  to  Inland 
Broadcast  Co.  for  $35,000.  Buyer  (Marvyn  V. 
Ling,  64.8%)  is  licensee  of  KWEI  Weiser  and 
KAYT  Rupert,  both  Idaho.  Announced  Dec. 
31. 

KFIR  North  Bend,  Ore.— Seeks  transfer  of 
100%  of  licensee  (Bay  Bcstg.  Co.)  from 
Josephine  E.  Edwards  to  Vernon  G.  Ludwig 
(one-fourth  owner  of  KDOV  Medford,  Ore.) 
for  $85,000.  Announced  Jan.  5. 

KUBE  Pendleton,  Ore. — Seeks  acquisition 
of  positive  control  of  licensee  (Umatilla 
Bcstg.  Enterprises  Inc.)  by  John  M.  Carroll, 
present  49%  owner,  who  is  buying  Robert  E. 
Thomlinson's  49%  for  $11,000.  Announced 
Dec.  31. 

WPEN  Philadelphia,  Pa.— Seeks  transfer 
of  control  of  licensee  (William  Penn  Bcstg. 
Co.)  from  Sun  Ray  Drug  Co.  to  Consolidated 
Sun  Ray  Inc.  Merger  of  Sun  Ray  with  Con- 
solidated Retail  Stores  necessitates  this  ap- 
plication. Announced  Jan.  7. 

WTRO  Dyersburg,  Tenn. — Seeks  transfer  of 
100%  of  licensee  (Southern  General  Bcstg. 
Co.)  from  William  E.  Davis  and  Pinkney  B. 
Cole  Jr.  to  John  M.  Latham  (one-third 
owner  of  WLAY  Muscle  Shoals,  Ala.)  for 
$65,000.  Announced  Jan.  5. 

WHEY  Millington,  Tenn. — Seeks  assign- 
ment of  license  from  Earl  W.  Daly  to  Mem- 
phis-Millington  Bcstg.  Co.  for  $55,000.  Buy- 
ers are  equal  partners  Robert  G.  Watson 
and  Fred  L.  Thomas,  each  of  whom  owns 
one-third  of  WLAY  Muscle  Shoals,  Ala.  An- 
nounced Jan.  7. 


Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Annie  Neal  Huntting 
issued  initial  decision  looking  toward  (1) 
affirming  Feb.  6,  1957  grant  of  applications 
of  Palm  Springs  Translator  Station  Inc.,  for 
cp  for  two  new  tv  translator  stations 
(K70AL  and  K73AD)  to  operate  on  chs.  70 
and  73  in  Palm  Springs,  Calif.;  (2)  granting 
applications  to  modify  those  permits  to  in- 
crease ERP  and  make  changes  in  ant.  sys- 
tem, subject  to  provision  that  transmitting 
ant.  equipment  and  transmission  line  equip- 
ment heretofore  installed  without  authority 
shall  not  be  used,  and  (3)  denied  applica- 
tions for  licenses  to  cover  stations  K70AL 
and  K73AD,  without  prejudice  to  filing  of 
new  applications  when  construction  author- 
ized in  permits  granted  herein  has  been 
completed;  dates  for  beginning  and  comple- 
tion of  construction  authorized  shall  be  ex- 
tended to  dates  provided  in  modified  con- 
struction permits.  Announced  Jan.  6. 

Hearing  Examiner  H.  Gifford  Irion  issued 
initial  decision  looking  toward  granting  ap- 
plication of  WILA  Inc.,  to  increase  power  of 
WILA  Danville,  Va.,  from  500  w  to  1  kw, 


RADIO  STATION 


CALIFORNIA 

Major  market  facility  in  growth  area.  Real 
potential    for    aggressive  owner-manager. 
$125,000— $45,000  down. 
Contact    San  Francisco — 111     Sutter  St. 
Exbrook  2-5671  or  the  nearest  office. 

Dallas  Cleveland         Wash.,  D.  C. 

Terminal  1737  DeSales 

Tower  St.   N.  W. 

TO   1-6727         EX  3-3456 


HAMILTON  •  STUBBLE  FIELD  •  TWINING  and  Associates, Inc. 


BROKERS — Radio  and  Television  Stations — Newspapers 
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JANSKY  &  BAILEY  INC. 

Executive  Office*         ME.  8-5411 
1733  DeSeles  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4600 
Member  AFCCE 


Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS   CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

71 1  14th  St.,  N.  W.    Sheraton  Blag. 
Washington  5,  D.C.  REpublie  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32        CRestview  44721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO 
Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Qoiney  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
617  Albee  Bldg.      Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 


JAMES  C.  McNARY 


National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 


Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.        Port  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


er vice 


D 


irector 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
'.  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 


CAPITOL  RADIO 
ENGINEERING  INSTITUTE 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 

Washington  4,  D.  C. 

Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San   Francisco  28,  California 


J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 


Dallas  6,  Texas 


RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  298,  Arcade  Bldg., 
St.  Louis  1,  Mo.      Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations  •  Applications 
Petitions  •  Licensing  Field  Service 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerlmg  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building      District  7-0215 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
IN  WOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Execetive  3-1230   Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.        Hilcmd  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  8.  Kearney      Skyline  6-1603 
Denver  22,  Colorado 


PETE  JOHNSON 

Consulting  om-fsn-tv  Engineers 

Applications — Field  Engineering 
Sort©  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK   Electronics  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-1431.  5-5544 


SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  85,000*  Readers 
—among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
•ARB  Continuing  Readership  Study 
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continuing  operation  on  1580  kc,  daytime 
only.  Announced  Dec.  31. 

OTHER  ACTIONS 

Majority  of  Commission  on  Jan.  7  directed 
preparation  of  document  looking  toward 
granting  application  of  North  Dakota  Bcstg. 
Co.,  for  new  tv  station  to  operate  on  ch.  11 
in  Fargo,  N.D.  Initial  decision  of  May  27, 
1958,  looked  toward  this  action. 

Commission  on  Jan.  7  directed  preparation 
of  document  looking  toward  affirming  Aug, 
1,  1957,  grant  of  cp  to  Atlantic  Coast  Bcstg. 
Corp.  of  Charleston  for  new  tv  station 
(WTMA-TV)  to  operate  on  ch.  4  in  Charles- 
ton S.C.,  which  had  been  protested  by 
Southern  Bcstg.  Co.  (WUSN-TV,  ch.  2), 
Charleston.  Initial  decision  of  June  10,  1958, 
looked  toward  this  action. 

Commission  on  Jan.  7  directed  prepara- 
tion of  document  looking  toward  revoking 
cp  of  Nevada  Telecasting  Corp.  for  tv  sta- 
tion KAKJ  (ch.  4),  Reno,  Nev.  Initial  deci- 
sion of  March  10,  1958,  looked  toward  this 
action. 

Commission  on  Jan.  7  directed  preparation 
of  document  looking  toward  granting  appli- 
cation of  Westbrook  Bcstg.  Co.,  for  new  am 
station  to  operate  on  1440  kc,  5  kw,  D,  in 
Westbrook,  Me.,  and  denying  application  of 
Sherwood  J.  Tarlow  for  new  am  station  on 
same  frequency  with  500  w,  D,  in  Saco,  Me. 
Initial  decision  of  May  12,  1958,  looked  to- 
ward this  action. 

By  memorandum  opinion  and  order.  Com- 
mission affirmed  its  Sept.  3,  1958,  grant  of 
application  of  Gillespie  Bcstg.  Co.  to  change 
facilities  of  KNAF  Fredericksburg,  Tex., 
from  1340  kc,  250  w,  unl.,  to  910  kc,  1  kw,  D. 
In  so  doing,  it  granted  petition  by  Red  River 
Valley  Bcstg.  Corp.  (KRRV),  Sherman,  Tex., 
to  extent  of  considering  and  weighing  loss 
of  only  primary  nighttime  service  to  Fred- 
ericksburg. However,  after  such  considera- 
tion, Commission  "is  convinced  that  reten- 
tion of  nighttime  service,  limited  as  that 
service  is,  is  less  important  than  inaugura- 
tion of  new  daytime  primary  service  to 
large  population  and  area  Gillespie  would 
serve  under  its  proposal."  Vacated  fre- 
quency is  open  to  new  applicants.  Com- 
mission denied  motion  by  Gillespie  to  strike 
KRRV  reply  to  former's  opposition  to  re- 
consideration. Chairman  Doerfer  abstained 
from  voting.  Announced  Jan.  7. 

Commission  scheduled  oral  argument  for 
Jan.  29  on  following  am  proceedings:  Wil- 
liamsburg Bcstg.  Co.,  Williamsburg,  Va.; 
Birnev  Imes  Jr.  (WMOX),  Meridian,  Miss., 
and  Mississippi  Bcstg.  Co.,  Carthage,  Miss. 

Routine  Roundup 

By  report  and  order,  Commission  (1)  dis- 
missed petition  by  governor  of  Colorado  for 
reconsideration  of  its  action  of  June  27, 
1957,  in  rejecting  proposals  to  authorize  tv 
"booster"  vhf  operation,  and  (2)  terminated 
rule-making  proceedings  involving,  without 
adopting,  proposals  for  tv  "repeater"  station 
operation  in  vhf  and  uhf  bands.  Comr. 
Craven  dissented;  Comr.  Cross  issued  con- 
curring statement. 

At  same  time,  Commission  adopted  public 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Jan.  7 


Commercial 
Non-Commercial 


3,270 
544 
4311 


CP 

Not  on  air 

104 
117 
103 


TOTAL  APPLICATIONS 

For  new  stations 

76 

109 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Jan.  7 

VHF  UHF 

435  81 
29  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Nov.  30 


TOTAL 

5163 

374 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  the  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  in  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 

Applications  for  major  changes  (not  in  hearing) 

Applications  for  major  changes  (in  hearing) 

Total  applications  for  major  changes 

Licenses  deleted 

CPs  deleted 


AM 

FM 

TV 

3,270 

544 

4311 

45 

27 

812 

108 

115 

105 

3,423 

686 

666 

456 

34 

49 

119 

30 

58 

575 

64 

107 

433 

29 

37 

48 

1 

17 

481 

30 

54 

0 

0 

0 

1 

1 

tion,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 

at  one  time  but  are  no 


1  There  are, 
licenses. 

2  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the 
longer  in  operation  and  one  which  has  not  started  operation. 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


notice  (titled  "Operation  of  Unlicensed 
Boosters"  and  issued  separately)  in  which 
it  is  affording  existing  unlicensed  vhf 
boosters  90  days  to  apply  for  conversion  to 
uhf  translators  or  some  other  authorized  tv 
operation,  but  will  take  immediate  enforce- 
ment action  against  any  new  vhf  booster. 
Comrs.  Craven  and  Cross  appended  concur- 
ring statements. 

Commission  still  has  under  consideration 
proposed  rules  which  would  permit  uhf  sta- 
tions to  make  limited  use  of  boosters  to 
reach  unserved  spots  in  their  Grade  A  serv- 
ice areas.  Announced  Dec.  31. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Dec.  31 
KVOU,  KEPS  Uvalde  and  Eagle  Pass,  Tex. 
—Granted  assignment  of  licenses  to  Uvalde 
Bcstrs.  Inc. 

WSFM  Birmingham,  Ala. — Granted  assign- 
ment of  license  to  Melonas  Bcstg.  Co.,  cor- 
poration. 

WHAM,   WHFM   (FM)   Rochester,  N.Y.— 

Granted  transfer  of  control  from  Riggs  & 


ALLEN  KANDER 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


WASHINGTON 
1625  Eye  Street,  N.W. 
NAtional  8-1990 

NEW  YORK 

60  East  42nd  Street 
MUrray  Hill  7-4242 

CHICAGO 

35  East  Wacker  Drive 
RAndolph  6-6760 

DENVER' 
1 700  Broadway 
AComa  2-3623 


KSUB  Cedar  City,  Utah— Granted  transfer 
of  control  of  Beehive  Telecasting  Corp. 
(corporation  holding  control  of  licensee 
from  Samuel  Nissley,  individually  to  Samuel 
and  Jeanette  C.  Nissley,  joint  tenants. 

KLFD  Litchfield,  Minn.— Granted  mod.  of 
cp  to  change  type  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WDVL 
Vineland,  N.J.,  to  3-31-59;  WFPB  Lake 
Worth,  Fla.,  to  4-30-59;  WKVT  Brattleboro, 
Vt.,  to  6-1-59;  KFMX  (FM)  San  Diego,  Calif., 
to  6-30-59,  and  KPAX  (FM)  San  Bernardino, 
Calif.,  to  3-30-59. 

Actions  of  Dec.  30 

KINT  El  Paso,  Tex.— Granted  mod.  of  cp 
to  change  ant. -trans,  location;  change  studio 
location  and  make  changes  in  ant.  and 
ground  systems  (decrease  height);  remote 
control  permitted;  condition. 

KDUO  (FM)  Riverside,  Calif.— Granted 
mod.  of  cp  to  change  name  to  Western 
Bcstg.  Co. 

KSON-FM  San  Diego,  Calif.— Granted 
mod.  of  cp  to  change  ERP  to  30  kw;  ant. 
height  to  179  ft;  change  ant.  system  (in- 
crease height);  type  of  ant.  and  type  trans.; 
remote  control  permitted. 

KRPM  (FM)  San  Jose,  CaUf.— Granted 
mod.  of  cp  to  change  studio  and  ant. -trans, 
locations  and  increase  ant.  height  to  -155  ft.; 
condition. 

WBRK  Pittsfield,  Mass.— Granted  exten- 
sion of  completion  date  to  4-21-59. 

Actions  of  Dec.  29 
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WKLM  Wilmington,  N.C.— Granted 
ment  of  license  and  cp  to  WKLM  Inc. 

WCTW  (FM)  New  Castle,  Ini— Granted 
transfer  of  control  from  Adaline  B.  Cham- 
bers and  Robert  S.  Hunter  Jr.,  voting 
trustees  to  Walter  S.  Chambers  Jr.,  et  al. 
(all  stockholders),  through  termination  of 
voting  trust. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WSBA- 

Continued  on  page  107 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)   (FINAL  DEADLINE — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  20<?  per  word— $2.00  minimum  •  HELP  WANTED  25tf  per  word— $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch—  STATIONS  FOR  SALE  advertising  require  display  space. 

•  Ail  other  classifications  30<J  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions  photos 
etc.,  sent  to  box  numbers  are  sent  at  owner  s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return! 


RADIO 


Help  Wanted— (Cont'd) 


Help  Wanted— (Cont'd) 


Help  Wanted — Management 

Assistant  manager.  Jack  of  all  radio  trades 
to  work  directly  with  general  manager  in 
administering  operation  in  medium-small 
Kentucky  market.  Following  essential:  abil- 
ity to  get  along  with  people,  follow-up  of 
details-details-details,  announcing  (may  have 
short  shift — send  no  tapes),  operation  of  all 
studio  equipment,  creation  and  production 
of  ideas  for  sales  force,  etc.  Send  full  resume 
including  past  earnings.  Replies  treated  con- 
fidentially. Box  221H,  BROADCASTING. 

Manager-salesman  immediate  opening  young 
man,  aggressive,  hard  working,  thoroughly 
experienced  all  phases.  1000  watt  daytime 
Marine  City,  Michigan  40  miles  from  De- 
troit. Operating  profitably  but  can  do 
much  better.  Permanent  position,  excel- 
lent salary  and  percentage,  easily  a  five 
figure  position.  Send  complete  particulars, 
include  phone  number  and  photo,  WDOG, 
316  Michigan  Ave.,  Detroit,  Michigan. 

Suburban  New  York  sales  manager,  oppor- 
tunities unlimited  in  nation's  fastest  grow- 
ing area.  Write  or  call  WHTG,  Asbury  Park, 
New  Jersey. 

Sales 

Salesman  wanted  to  take  over  account  list 
now  worth  $7000  per  year  with  great  oppor- 
tunity to  increase  this  in  solid,  progressive 
station,  midwest.  Now  1  kw,  soon  5  kw. 
Opening  created  by  staff  promotion.  Box 
111H,  BROADCASTING. 

Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  opportun- 
ity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data,  General  Mana- 
ger Box  134H,  BROADCASTING. 

Metropolitan  market  in  southern  New  Eng- 
land area  looking  for  aggressive,  experi- 
enced salesman.  Salary  plus  incentive.  Will 
take  over  some  existing  accounts.  Send 
resume  and  availability.  Excellent  oppor- 
tunities for  earnings  and  advancement  with 
independent  music  and  news  station.  Box 
240H,  BROADCASTING. 


Announcers 


Announcers 


Salesman-announcer  for  5  kw  North  Caro- 
lina station.  Salary  and  commission.  Prefer 
southern  background.  Box  302H.  BROAD- 
CASTING. 

If  you  are  an  experienced  radio  time  sales- 
man, with  some  capital,  and  would  like  to 
form  partnership  or  corporation  and  buy 
station  in  the  south,  contact  me  and  maybe 
we  can  be  in  business.  Box  329H,  BROAD- 
CASTING. 


Salesman-announcer  with  an  eye  to  the 
future  and  a  man  with  management  po- 
tential for  aggressive  250  watter  in  Pan- 
handle of  Nebraska,  Chadron.  Excellent 
working  conditions.  Must  be  experienced  in 
sales.  Television  announcing  available  on 
talent.  Write  Bill  Finch,  KCSR,  Chadron, 
Nebraska.  Call  Hemlock  2-5545  in  Chadron. 

Top  salesman  wanted  immediately  for 
swingin'est  station  west  of  the  Rockies. 
Producer  and  permanent  or  don't  apply  Top 
commission,  guarantee.  KPRO,  3401  Russell 
St..  Riverside,  California. 

Announcers 

Greater  Pittsburgh  area  station,  member  of 
growing  chain,  seeking  staff  announcer  with 
minimum  of  2  years  experience,  good  em- 
ployment record,  good  personal  background. 
Quality  operation  that  demands  quality 
work.  Excellent  wages  and  opportunity  tc 
move  up.  Send  resume,  tape  and  photo  im- 
mediately. Box  928G,  BROADCASTING. 


Radio-announcer,  1st  phone.  Excellent  sal- 
ary and  chance  for  rapid  promotion  in  3- 
station  network  in  Rocky  Mountain  area. 
Send  letter,  tape  and  other  information.  Box 
970G,  BROADCASTING. 

Modern  radio's  outstanding  chain  expand- 
ing. Number  one  station  top  ten  market  add- 
ing live-wire,  fast-paced  announcers,  hard- 
hitting salesmen.  Rush  tape,  snapshot,  data. 
General  Manager  Box  133H,  BROADCAST- 
ING. 

Stable,  creative  announcer  with  first  phone, 
or  mature  versatile  deejay  with  production 
spot  experience.  No  top  40,  no  rock  'n  roll. 
News  gathering  and  writing  ability  desir- 
able but  secondary  at  present  in  expanding 
Illinois  kilowatt.  Good  pay  for  competent 
man.  Bonus,  insurance,  sick  leave,  many 
fringe  benefits.  List  age,  education,  experi- 
ence in  detail.  Box  143H,  BROADCASTING. 

New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 


251H,  BROADCASTING. 


Wanted:  Experienced  announcer  for  kilo- 
watt daytimer  in  Chicago  area.  48  hour  week 
guaranteed  minimum.  Paid  insurance,  vaca- 
tion and  other  fringe  benefits.  "Local"  oper- 
ation. No  disc  jockey,  top  40  operation.  Write 
giving  full  details  and  send  tape  with  letter. 
Box  271H,  BROADCASTING. 

Wanted:  Topnotch  announcer  for  major  role 
in  1000  watt  Pennsylvania  daylight  station. 
Good  pay  for  right  man!  Send  all  first  let- 
ter.  Box   285H,  BROADCASTING. 

North  central  independent  needs  competent, 
experienced  newsman  to  report  four  news 
programs  per  day,  5'2  day  week.  Permanent. 
Box   290H,  BROADCASTING. 

Top  afternoon  spot  with  swingin'  major 
market  station  in  Great  Lakes  area.  Top 
salary  for  entertainer  who  can  talk  to  the 
kids  and  sell  the  adults.  An  opportunity 
to  work  with  hep  station  in  expanding 
group.  Rush  your  best  tape  to  Box  305H, 
BROADCASTING. 

Solid  country  music  station,  south-east 
seeks  hard  hitting  personality.  Pay  com- 
mensurate with  ability.  Send  letter,  tape 
and  other  information.  Box  315H,  BROAD- 
CASTING. 

Wanted.  Good  announcer  with  selling  ex- 
perience. Immediate  opening,  permanent 
position.  Salary  commensurate  with  ex- 
perience. Box  317H,  BROADCASTING. 

Newsman  with  sports  experience  to  become 
part  of  8-man  radio  and  tv  news  depart- 
ment. No  play-by-play.  Box  321H,  BROAD- 
CASTING. 

Progressive  station  in  large  southern  market 
is  looking  for  3  top  girl  disc  jockeys.  Girls 
we  seek  must  be  attractive,  have  good  per- 
sonality, and  be  able  to  run  top  personality 
disc  jockey  shows.  Good  salary  and  excel- 
lent working  conditions.  Rush  pictures,  tape 
and  complete  background  to  Box  327H. 
BROADCASTING. 


Staff  announcer  wanted:  experience  neces- 
sary. Regular  shift,  lot  of  production  work. 
Send  tape  of  commercials,  references, 
photo,  resume  to  KFOR,  Lincoln,  Nebraska. 

Aggressive  station  in  midwestern  market 
has  excellent  opportunity  for  alert,  go- 
getting  young  personality.  Send  tape,  re- 
sume, photo,  salary  requirements  to  Jim 
Holston,  WANE,  Fort  Wayne,  Indiana. 


Florida  top  music  station  wants  full  time 
disc  personality.  Send  tape  full  information 
WDVH,  P.O.  Box  289,  Gainesville,  Florida. 

Top  salary  for  announcer  with  music,  news, 
sports  station.  Good  future  in  friendly 
growing,  competitive  market.  Best  working 
conditions.  Rush  tape  and  resume  or  call 
collect.  John  Garrison,  WFUN,  Huntsville 
Alabama. 

Immediate  opening  experienced  announcer. 
Full  time  independent  station.  Modern 
studios,  new  equipment,  some  combo.  Adult 
station  in  all  America  city.  No  rock  and 
roll.  Rush  audition,  resume,  salary  require- 
ments, WGIL,  Galesburg,  Illinois. 

Air  personality  heavy  on  production  and 
brightness.  Immediate  opening  Send  tape 
resume  to  Mark  Foster,  WGST,  Atlanta' 
Georgia. 

Want  personality  dj  ready  for  immediate 
move  into  major  market  top  40  operation. 
Rush  tape  and  resume  of  experience  to 
Dale  Moudy,  WING,  Dayton  2,  Ohio. 

Disc  jockey  gags— three  books  plus  brochure 
of  hints  for  comedy  chatter.  $5.25  post- 
paid. DeBu  Features,  20  E.  Huron,  Chicago 


Techt 


Single,  mature,  responsible,  experienced  and 
congenial  first-class  engineer  with  car  who 
can  announce  reasonably  well.  Do  some 
announcing,  some  maintenance.  some 
supervisory  work.  Not  for  married  men.  We 
want  man  with  initiative  to  become  im- 
portant part  of  organization  as  assistant 
chief  engineer  at  southeastern  mountain-top 
location.  Board  and  room  provided,  making 
salary  equivalent  high.  Write  Box  313H, 
BROADCASTING. 

Chief  engineer.  Only  requirement  extensive 
experience  in  both  am  and  tv.  Work  under 
director  of  engineering.  Multiple  owner- 
ship. This  opening  five  kilowatt  am,  316 
kilowatt  tv  upper  midwest.  Reply  Box  319H, 
BROADCASTING 

Urgently  need  two  first  class  engineers  for 
transmitter  and  maintenance  work,  no  an- 
nouncing. 5000  watt  network  and  chain  af- 
filiate in  West  Virginia.  Call  Morgantown 
9488  collect  for  details. 


ter.  Good  pay.  Good  working  conditions. 
Excellent  medical  hospital,  pension  plan. 
Contact  I.  A.  Elliot,  Manager,  KATL,  Miles 
City,  Montana. 


Wanted,  chief  engineer  capable  of  some  an- 
nouncing duties.  Must  be  experienced.  Con- 
tact Clav  Cline,  WDBM.  Statesville,  N.C. 
Telephone  TRiangle  2-2455. 

WQIK,  Jacksonville,  Florida,  going  to  5000 
watts,  needs  engineer-announcer  who  can 
handle  installation,  maintenance  and  short 
announcing  shift.  Salary  open  for  the  right 
man.  Contact  Marshall  Rowland.  WQIK. 
Jacksonville  6,  Florida.  Phone  ELgin  4-4501. 

Production-Programming,  Others 


Experienced  newsman  capable  of  directing 
completely  equipped  8-man  radio  and  tv 
department.  Narrating  in  depth.  Public 
service  programming  and  writing  editorials. 
Box  320H,  BROADCASTING. 
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Help  Wanted— (Cont'd) 


Production-Programming,  Others 

Ohio  station  needs  experienced  pd  who 
knows  programming,  local  news,  station  pro- 
motion, commercial  spot  and  program  pro- 
duction. Send  complete  information  re  past 
experience,  personal  history,  tape,  photo 
and  references.  Material  held  confidential 
and  will  be  returned.  Box  182H,  BROAD- 
CASTING. 

take  production  work,  writing  and  pro- 
ducing jingles  commercials,  etc?  Enjoy  an- 
nouncing for  a  modern  music  station?  Join 
one  of  Michigan's  great  radio  stations.  Plen- 
ty of  employee  benefits,  plenty  of  oppor- 
tunity if  you're  our  man.  We  need  him  now, 
so  act  fast.  Send  complete  details  including 
salary  expected  to  Box  276H,  BROADCAST- 
ING. No  tapes.  Personal  interview  absolute- 
ly necessary. 

Continuity  director  for  WFBM  and  WFBM- 
TV  Indianapolis.  Please  send  resume  and 
copy  samples  to  Earl  Johnson,  WFBM,  1330 
N.  Meridian  St.,  Indianapolis  2,  Indiana. 


RADIO 


Situations  Wanted 


Management 

Manager  or  commercial  manager.  If  you  are 
100%  satisfied  with  your  station  revenue  this 
advertisement  will  not  appeal  to  you.  How- 


ever, if  you  know  you  are  not  getting  the 
business  that  you  should,  then  let's  get  to- 
gether and  discuss  your  market.  Experi- 


Broadcast  executive  available  due  to  station 
sale.  Extremely  able,  capable  with  20  years 
experience,  including  sales  manager,  gen- 
eral manager  in  radio  and  television, 
medium  and  metropolitan  markets.  Top 
references,  married,  college  graduate,  age 
42.  Replies  confidential.  Resume  available. 
Box  243H,  BROADCASTING. 

General  manager — Expert  in  formula  radio. 
Wants  large  market  station.  Running  top 
formula  station  medium  market  3V2  years. 
Box  256H,  BROADCASTING. 

Manager-sales  manager,  solid  background 
local,  regional,  national  sales,  small  station 
operation.  Now  employed.  Good  references, 
character,  credit.  Eleven  years  play-by-play 
sports.  Also  tv  sales-announcing.  Married, 
mature.  Desire  western  or  southwestern  lo- 
cation. Box  326H.  BROADCASTING. 


IMPORTANT 
ANNOUNCEMENT 

Effective  February  2,  1959,  all  Classified 
FOR  SALE-STATIONS  advertising  from 
individuals  or  brokers  must  be  in  the 
form  of  display  advertising,  minimum 
one  inch  {2Va"  wide  by  1"  deep). 

The  one  time  rate  for  an  inch  display,  is 
$20.00.  The  13  time  rate  is  $19.00.  The 
26  time  rate  is  $17.50.  The  52  time  rate 
is  $15.00  per  inch.  Proportionate  inch 
rates  apply  for  larger  units.  (Example: 
1  Vi"  display  on  the  one  time  rate  costs 
$30.00.) 

If  proofs  are  desired  before  publication, 
the  deadline  is  10  days  in  advance  of 
Monday  publication.  Otherwise,  final 
deadline  is  7  days  in  advance,  no 
proofs. 


Situations  Wanted — (Cont'd) 

Management 

Presently  commercial  manager-program  di- 
rector wants  to  manage  small  progressive 
station.  Have  my  own  program  director.  We 
are  both  completely  reliable  radio  people. 
Box  328H,  BROADCASTING. 

Sales  ~ 

Experienced  salesman— background  14  years 
sales  management,  announcing,  congenial 
worker.  Box  222H,  BROADCASTING. 

Good  sales  technique.  Prefer  deal  including 
air  work.  Versatile.  Write  copy.  Operate 
board.  Box  226H,  BROADCASTING.  

Top  salesman  in  small  market  radio.  Dozen 
years  experience  includes  announcing,  writ- 
ing and  programming.  Desires  sales  oppor- 
tunity in  larger  market.  Box  295H,  BROAD- 
CASTING.  

Announcers 

Spirituals-folk  music  specialist.  Good  back- 
ground. Staff  announcer.  Versatile.  Coopera- 
tive. Box  227H,  BROADCASTING.  

Girl-dj  announcer.  Run  own  board.  Can 
sell  too.  Eager,  capable — production,  pub- 
licity, promotion.  Steady,  no  bad  habits. 
Box  232H,  BROADCASTING.  

Personality  dj— imaginative  performer— ex- 
cellent news  and  commercial  delivery. 
Friendly  style  makes  listeners  friends.  $8000. 
No  sign-on,  please.  Box  238H,  BROADCAST- 
ING  

Have  1  year  experience  as  dj  and  news  di- 
rector, will  travel.  Married,  21,  draft  free. 
Good  reference.  Box  241H,  BROADCAST- 
ING  

Gospel  programs,  announcer/producer.  Good 
background.  Capable  commercial  staff 
duties.  Box  247H,  BROADCASTING. 

Country  music  personality.  Am  A-l  disc 
jockey  and  interested  in  promoting  shows, 
etc.  Want  work  in  south-east.  Best  refer- 
ences. If  you  want  a  dependable  real  hill- 
billy disc  jockey,  please  write  Box  270H, 
BROADCASTING.  

Have  talent— Will  travel!  Clean-cut  spark- 
ling young  personality  with  broad  appeal, 
college,  vet,  9  years  radio-tv,  flexible,  happy, 
but  will  only  leave  present  slot  for  real 
opportunity  in  man-sized  market.  Will  rush 
audition  materials.  Box  272H,  BROADCAST- 
ING^  

Staff  announcer:  Hard  sell,  strong  on  news, 
operate  board.  2  years  college  training,  6 
months  commercial  experience.  Hard  work- 
er, sober,  dependable,  will  travel  anywhere. 
Experience  with  all  types  of  programming. 
Currently  employed.  Will  be  available  Jan- 
uary 21.  Box  273H,  BROADCASTING. 

Announcer,  young.  Eager  to  learn.  Good 
background.  Cooperative.  Operate  board. 
Box  278H,  BROADCASTING.  

Negro  announcer/dj.  Capable:  Sales,  music, 
controls.  Good  background.  References.  Box 
279H,  BROADCASTING. 

Experienced  announcer.  Suitable  larger 
market.  Music,  news,  commercials,  copy 
production.  Box  280H,  BROADCASTING. 

Personality-dj;  capable  copy,  sales,  gim- 
micks Cooperative,  reliable.  Operate  board. 
Box  281H,  BROADCASTING.  

PD,  announcer-28-married-vet.  Eleven  years 
experience  all  phases  College  play-by-play. 
BS  radio  journalism.  No  gimmicks!  No  fire 
shooting  out  ears!  Prefer  midsouth.  Box 

282H,  BROADCASTING  

Family  man:  Desires  relocation,  preferably 
metropolitan,  former  infantry  officer,  college 
graduate,  ex  baseball  manager,  employed 
sportscaster  five  years,  baseball,  basketball, 
hockey,  football,  play-by-play,  network  ex- 
perience. New  Year's  resolution:  To  offer 
another  organization  enthusiastic,  depend- 
able, profitable,  sports  coverage.  Box  284H, 

BROADCASTING.  

Announcer-dj.  2  years  experience.  Run  own 
board,  go  anywhere.  Box  286H,  BROAD- 

CA  STING.   

Swinging  stations — presently  have  top  per- 
sonality show  in  state's  third  market.  Voice 
characterization,  smooth  show.  Have  am- 
bition, will  travel.  Box  289H,  BROADCAST- 
ING. 


Situations  Wanted — (Cont'd) 

Announcers 

If  you  want  experienced,  dependable  staffer, 
plus  deejay  who  knows  music  and  has  some- 
thing to  say,  contact.  Have  spent  two  years 
in  market  to  close  to  half  million  people, 
worked  all  shifts,  some  tv  news.  Now  de- 
sire change  due  to  management  shakeup. 
Am  26,  single,  have  tapes,  resume,  and 
photos,  will  forward.  Box  293H,  BROAD- 
CASTING. 

Adult  staffer.  10  years  on  present  job  in 
large  market.  Box  310H,  BROADCASTING. 

Unusual  relaxed  delivery.  Perfect  late  or 
all-night.  News,  experienced.  Box  314H, 
BROADCASTING. 


Young  announcer,  recent  graduate  of  SRT 
in  New  York  City,  some  experience,  seeks 
any  position  which  will  lead  to  opportunity 
for  announcing.  Salary  secondary,  go  any- 
where.  Box   316H,  BROADCASTING. 

Outstanding  play  -  by  -  play.  Play  -  by  -  play 
background  in  professional,  college  and  high 
school  basketball,  football,  baseball  and 
boxing.  Finest  references.  Presently  em- 
ployed by  50  kw.  Eight  years  experience. 
Sample  of  play-by-play  by  request.  Box 
331H,  BROADCASTING. 


Available 


lediately,    experienced  an- 


nouncer, also  program.  Prefer  south,  mar- 
ried, 32.  Box  333H,  BROADCASTING. 

Announcer,  1st  phone,  prefer  no  mainte- 
nance, can  do  preventative.  $80,  no  car. 
Box  335H,  BROADCASTING. 


1st  license  announcer,  no  maintenance.  Path- 
finder graduate.  Married.  Country,  pops.  Box 
336H,  BROADCASTING. 


Newscaster.  10  years  Ohio.  Gather,  write, 
air.  Special  events.  Sports.  Box  337H, 
BROADCASTING. 


Available  immediately!  3  years  radio,  year 
tv.  Adult  dee-jay;  authoritative,  intelligent 
news  and  commercial  delivery;  sportscaster. 
Excellent  references;  family,  veteran.  Not 
interested  in  experiments,  must  fill  definite 
position.  Please  specify  opening;  music  pol- 
icy. Box  340H,  BROADCASTING. 


Radio  school  grad,  married,  vet,  familiar 
with  all  phases.  Smooth,  believeable  style, 
bi-lingual,  desires  solid,  permanent  position. 
Box  341H,  BROADCASTING. 


Announcer — Experienced.  Also  sales,  serv- 
ice, production-writer.  Radio-tv.  Good  news, 
sports,  commercials.  Industrious,  enthusias- 
tic. Draft  exempt.  Box  343H,  BROADCAST- 
ING. 


Combo  operator,  colored,  with  1st  class  li- 
cense, fed  up  with  navigating  by  subway, 
seeks  suburban  or  exurban  connection  in 
northeast.  Ideas,  taped  dj  shows  for  the 
asking.  Box  344H,  BROADCASTING. 

No  experience  but  plenty  on  the  ball-good 
production-SRT  trained.  Married,  vet.  Box 
345H,  BROADCASTING. 

New  personality  negro  announcer.  NYU 
trained,  CBS  method.  Will  relocate.  Salary 
open.  Box  346H,  BROADCASTING. 


Experienced  announcer  wants  job  in  New 
York  or  New  Jersey  area.  Write  Box  348H, 
BROADCASTING. 


Looking  for  a  country  dj?  I'm  your  man! 
Eight  years  experience.  Can  also  handle  pop 
music.  Veteran,  married,  contact  Box  350H, 
BROADCASTING. 


Available  immediately:  Combo,  first  phone 
experience.  Contact  Bill  Cordell.  Phone  2622, 
Whitesburg,  Kentucky. 


Experienced,  young,  handicapped  country 
or  pop  dj.  Play  guitar  and  sing.  Call  or 
write  "Cousin"  Joe  Deaton,  Plaza  Hotel,  An- 
derson, S.  C. 
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Situations  Wanted — (Cont'd) 

Situations  Wanted — (Cont'd) 

Announcers 

Production-Programming,  Others 

Prefer  afternoon  spot  to  do  own  show,  or 
use  your  format.  Major  market  professional 
experience:  radio,  tv,  agency.  Gene  Ed- 
wards, Rt.  #1,  Box  85C,  Martinsburg,  W.Va., 
AMherst  7-7533. 

Announcer-dj.  1st  phone,  some  experience. 
Bill  Lambert,  911  W.  Poplar,  Porterville, 
Calif. 

Southern  markets    Need  Announcers? 

Write:  Personnel  —  20  Oak  Forest  Drive, 
Montgomery,  Alabama. 

Announcer-lst  phone,  seeks  steady  job.  Lee 
Vines,  3148  Kings  Highway,  Brooklyn  34, 
New  York.  Cloverdale  2-2570. 

Because  of  a  necessary  personnel  change,  a 
magnificent  top  fifty  deejay  is  available — 
runs  own  board.  Belongs  in  a  larger  market 
than  ours.  Call  or  write  me,  his  boss— Ward 
Wright,  Program  Director,  KUSN,  St.  Joseph, 
Missouri. 


Technical 


Attention  Mr.  Station  Manager:  First  phone 
engineer  desires  combination  work  as  en- 
gineer-announcer. Mature,  congenial,  ex- 
perienced. Robust,  resonant  voice.  Excellent 
references.  Presently  employed.  Tape,  de- 
tails on  request.  Please  write  Box  291H, 
BROADCASTING. 

First  phone,  technical  school  grad,  married, 
28,  desires  permanent  position  in  radio  or 
television.   Box  299H,  BROADCASTING. 

Chief  engineer,  42.  twenty-three  years  ex- 
perience, seventeen  as  chief.  Also  sales  and 
announcing.  Presently  chief  engineer-assist- 
ant manager.  Box  307H,  BROADCASTING. 

First  phone,  4\'2  years  experience.  Avail- 
able middle  February.  Desires  south-central 
or  south-west  region.  Box  308H,  BROAD- 
CASTING. 

Have  1st  phone,  broadcast  school  training 
want  start  in  radio.  Box  323H.  BROAD- 
CASTING. 

Chief,  twelve  years  standard  broadcast  all 
phases.  Desire  employment  where  premium 
on  ability  and  incentive.  Proven  record 
CREI  grad.  Family.  Resume.  Box  349H 
BROADCASTING. 

Engineer-announcer,  five  years  broadcast 
experience.  Capable  chief  engineer,  but  will 
consider  second  if  pay  good.  Box  351H 
BROADCASTING. 

Experienced  first  phone.  Available  immedi- 
ately. James  Rene,  609  Morningside  Drive, 
Eau  Claire,  Wisconsin. 

Production-Programming,  Others 

Experienced  young  man,  currently  running 
vast  highly  successful  and  varied  music  pro- 
duction service  blanketing  entire  broadcast- 
ing industry  for  large  corporation.  Seeking 
opportunity  as  music  and  program  director 
with  possibility  of  business  affiliation.  Wide 
national  credits  and  proven  commercial 
knowhow.  Box  177H,  BROADCASTING. 

Newsman — competent  reporter,  writer  7 
years  radio-newspaper  experience,  profes- 
sional delivery,  best  references,  college,  car 
working,  interested  radio  and/or  tv.  Box 
200H,  BROADCASTING. 


Radio  copywriter,  11  years  radio-tv,  de- 
pendable, male,  family.  Make  offer.  Box 
253H,  BROADCASTING. 

Program-director,  news  editor,  announcer 
8  years  experience,  looking  for  position  with 
S^^o^S0  anywhere  opportunity  knocks. 
Box  277H,  BROADCASTING. 

To  hell  with  this  agency  rat  race.  I  want 
back  on  the  other  side  of  the  bridge.  7  years 
radio,  personality  dj  to  pd.  Ideas,  produc- 
tion promotion.  Major  market  pd  or  small 

BROADCASTING^*  B°X  283H' 


Newsman!  4  in  1.  News  director,  newscaster, 
news  commentator,  and  public  relations 
Journalism-law  grad.  Mature,  stable,  differ- 
ent, interesting  and  convincing.  Highly  suc- 
cessful record.  Box  294H,  BROADCASTING 


Experienced  radio  man  with  six  years  as 
commercial  manager,  program  director,  as- 
sistant manager,  announcer,  engineer.  Em- 
ployed at  present  as  commercial  manager. 
Desire  permanent  position  in  medium  mar- 
ket in  middle  or  south  west.  Box  296H, 
BROADCASTING. 

23  year  old  married  vet,  two  years  experi- 
ence in  250  independent  and  1000  net  looking 
for  adult  programming.  Presently  employed^ 
Box  297H.  BROADCASTING. 

Will  trade  hustle  and  ability  for  job  with 
future.  News  and  sports.  TV  and  radio  ex- 
perience. 24,  married  with  family.  Would 
like  1st  chance  at  pd  work.  Box  300H, 
BROADCASTING.   

Would  like  to  make  well-known  move  from 
metropolitan  pressure  announcing  to  per- 
manent pd  or  assistant  manager  in  smaller 
area.  Now  at  50  kw,  10  years'  experience, 
best  references,  married,  degree.  Box  304H, 
BROADCASTING 

Before  hiring  anyone  for  continuity-traffic- 
part-time  sales,  get  my  story.  Living  in 
California.  Prefer  California,  Oregon.  Ma- 
ture, stabilized.  Male.  Creative,  unlimited 
stamina.  Desire  home  and  career,  not  just 
a  job.  Box  309H,  BROADCASTING. 

Director-medium  to  large  market.  Presently 
employed.  Five  years  all  facets  of  produc- 
tion, studio  and  remote.  Proven  top  organ- 
izer, worker:  creative,  flexible.  Best  refer- 
ences. Family,  college,  32.  Box  339H, 
BROADCASTING. 


TELEVISION 


Help  Wanted 


Management 


If  you  have  a  proven  sales  record  in  na- 
tional field  and  are  ready  for  management, 
send  salary  requirements,  picture  and  de- 
tails. Multiple  ownership.  Midwest  NBC 
350,000  sets.  Box  322H,  BROADCASTING; 


Sales 


Top-rated  California  vhf  network  affiliate 
has  immediate  opening  for  aggressive  sales- 
man interested  in  improving  income  and 
future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 
recent  photo  to  Jon  Kelly,  Local  Sales  Man- 
ager, KCRA-TV,  Sacramento,  California. 

Sales  position  open  with  top  network  station 
in  upper  south.  Excellent  list  of  accounts 
with  big  dollar  volume  to  the  man  qualified 
to  service  these  customers.  Promotion  in 
sales  department  makes  this  spot  open.  Sal- 
ary guaranteed  and  attractive  commission 
arrangements,  starting  with  first  dollar  in 
sales.  We  want  a  man  who  will  be  unhappy 
with  less  than  S8.0O0-S10.0O0  in  1959.  We  have 
no  maximum.  Living  and  working  condi- 
tions excellent,  good  schools  and  churches 
of  all  faiths.  Television  market  exceeds 
400.000  sets.  Will  consider  radio  experience 
with  A-l  sales  record.  We  will  teach  you 
television.  This  is  a  character  station  with 
good  rates,  policies.  Write  all  about  your- 
self, family  and  experience.  Send  snapshot 
if  one  available.  Do  not  delav  writing  Box 
330H.  BROADCASTING. 

TV  salesman.  Opening  on  local  sales  staff  of 
WISH-TV,  Indianapolis.  Excellent  oppor- 
tunity for  top  quality,  experienced  salesman. 
Send  full  details  to  Joseph  E.  Lake,  Com- 
mercial Manager. 


Technical 


Television  transmitter  engineer,  first  class 
license,  operational  and  maintenance  ex- 
perience with  RCA  transmitter  essential. 
Top  salary  to  right  man.  Give  full  details  of 
experience.  Box  202H,  BROADCASTING. 


Television  transmitter  supervisor  to  take 
charge  of  personnel,  operations  and  main- 
tenance of  RCA  TT25BL  transmitter.  Great 
Lakes  location,  start  $125  per  week.  Write 
Box  203H.  BROADCASTING,  including  com- 
plete qualifications. 


RADIO  STATIONS  FOR  SALE 
SOUTHWEST 

1.  Daytimer.  Large  market. 
$150,000  full  price.  Gross  $125,- 
000.  $50,000  down. 

2.  Full  time.  Exclusive.  Priced  at 
$36,000.  29%  down. 

3.  Fine  market.  Full  time.  Gross 
$40,000.  Asking  $55,000  includ- 
ing land  and  building.  29% 
down. 

4.  Number  one  daytimer  in 
growing  market.  Asking  $400,- 
000  for  corporation  with  29% 
down. 

5.  Exclusive  in  one  of  the  fast- 
est growing  markets.  $29,000 
down. 


ROCKY  MOUNTAIN 

1.  Exclusive.  $200,000.  $100,- 
000  down. 

2.  Full  time.  Number  one.  Gross 
$170,000.  $100,000  down. 

3.  Exclusive.  Full  time.  Corpora- 
tion for  $110,000  with  29% 
down.  Good  terms  on  balance. 

4.  Earns  $15,000.  Exclusive. 
Asking  $75,000.  Terms  to  be 
agreed  upon. 

5.  Large  and  growing  market. 
$250,000  for  corporation.  29% 
down. 


NORTHWEST 

Exclusive.  Full  time.  Only  $10,- 
000  down. 


CALIFORNIA 

Gross  $40,000.  Exclusive.  $18,- 
000  down.  Gross  $40,000.  Ex- 
clusive. $25,000  down. 


MIDWEST 

1.  Exclusive.  Gross  over  $5,000 
month.  Asking  $75,000  with 
29%  down. 

2.  Daytimer.  Full  price  $45,000. 
25%  down. 

We  have  listings  throughout  the 
United  States  and  invite  your  in- 
quiry for  stations  in  the  areas 
you  want. 


JACK  L.  STOLL 

&  ASSOCIATES 

A   NATIONAL  ORGANIZATION 
for  the  sale  of  Radio  &  TV 
Stations 
6381  HOLLYWOOD  BLVD. 
LOS  ANGELES  28,  CALIF. 
Hollywood  4-7279 
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Help  Wanted— (Cont'd) 


Situations  Wanted — (Cont'd) 


FOR  SALE— (Cont'd) 


Technical 


TV  engineer— Leading  vhf  has  opening  for 
transmitter  operator  with  first  class  license. 
Actual  tv  experience  not  required.  Prefer 
young  man  with  fundamental  knowledge 
and  aptitude  who  can  learn  quickly  under 
proper  supervision.  WSAV-TV,  Savannah, 
Georgia. 

Production-Programming,  Others 

Midwest  tv  station  needs  sharp  continuity 
director.  Also  versatile  man  for  cameraman- 
director.  Send  resume  and  salary  expected 
to  Box  287H,  BROADCASTING. 

Sales  service-continuity  director— write  and 
produce  creative  commercials  local  accounts. 
Film  experience  helpful.  Top  level  job  for 
right  man  with  creative  ideas.  Contact  Bob 
Ellis,  KKTV,  Colorado  Springs  or  Pueblo, 
Colorado. 

Continuity  director  for  WFBM  and  WFBM- 
TV  Indianapolis.  Please  send  resume  and 
copy  samples  to  Earl  Johnson,  WFBM,  1330 
N.  Meridian  St.,  Indianapolis  2,  Indiana. 


TELEVISION 


Situations  Wanted 


Management 


Sales  manager  or  general  manager.  It  s  too 

late  to  do  anything  about  the  business  you 
lost  in  1958  but  how  about  1959?  A  practical, 
experienced,  well  regarded  broadcaster  is 
available.  Box  153H,  BROADCASTING. 

Station  manager.  Will  guarantee  increased 
profits  in  six  months  plus  steady  20%  profit 
margin  or  20%  increase  over  1958  m  twelve 
to  twenty-one  months  in  return  for  small 
percentage  or  stock  escrow  arrangement. 
Over  decade  successful  television  experi- 
ence organizing  and  reorganizing  major  and 
small  market  stations.  Seeking  immediate 
change  and  permanent  location  for  best 
reasons.  Box  246H,  BROADCASTING. 


Sales 


Aggressive,  personable,  creative  salesman. 
Excellent  television  background.  For  resume 
write  Box  311H,  BROADCASTING. 


Announcers 


TV  personality.  Personal  interview  only. 
Over  20  years  in  two  top  northeastern  sta- 
tions. Currently  employed.  Box  217H, 
BROADCASTING.   

Versatile  announcer-engineer  experienced 
all  phases  television  operation.  Announcing, 
switching,  shading,  directing,  audio  micro- 
wave transmitter  maintenance,  program- 
ming, selling.  Presently  employed,  good 
references,  seeking  managerial  position  or 
employment  with  responsibility  offering  op- 
portunity for  advancement.  Box  288H, 
BROADCASTING.  

Experienced  radio  announcer  anxious  to 
learn  television.  Can  start  now.  Box  334H, 
BROADCASTING. 

Attention  am  music  and  news  tv  operations 
in  metropolitan  areas  over  500  thousand. 
I've  learned  much  in  5  years,  the  time  has 
come  to  learn  more.  My  objective  is  to  make 
a  good  operation  sound  better.  If  you  desire 
an  intelligent,  dependable  man  as  an  addi- 
tion or  replacement  to  your  staff,  for  details, 
write  Box  347H,  BROADCASTING. 

Experienced  tv  announcer,  staff  news, 
sports.  38,  single,  sober.  Paul  Barnett,  1489 
Wellington,  Memphis,  Tenn. 


Technical 


TV  engineer,  presently  employed,  experi- 
enced all  phases  studio  operation,  mainte- 
nance and  remotes,  wishes  to  join  progres- 
sive station.  RCA  graduate  first  phone.  Box 
306H,  BROADCASTING. 


Production-Programming,  Others 


Production  manager:  8  years  radio-tv:  firm, 
directing,  announcing.  Currently  production 
manager  small  market  tv.  Married,  30,  vet, 
grad.  Will  relocate  anywhere.  Box  185H, 
BROADCASTING. 

Writer-producer-director.  Practical  experi- 
ence, local  regional.  Creative.  Versatile.  Co- 
operative. Box  249H,  BROADCASTING. 

Experienced  newsman:  Now  heading  vhf- 
am  newsroom.  Consistently  ahead  with 
regional,  national  news.  News-in-depth 
specialist.  Seeking  news  directorship  or 
good  staff  job.  Member  RTNDA,  NPPA. 
Authoritative  delivery,  top  references.  Box 
303H,  BROADCASTING. 

Newscaster -newsman -photographer  desires 
new  position.  9  years  experience  includes 
daily  tv  show  plus  radio  newscasts,  news- 
beat,  16mm  camera,  mobile  unit,  remotes. 
Veteran,  31,  college  degree.  Excellent  ref- 
erences. Tape,  pic/kine  upon  request.  Box 
324H,  BROADCASTING. 

Kadio-tv  sales  executive  desires  affiliation 
with  major-market  station.  Excellent  ref- 
erences. 10  years  same  station.  16  years  ex- 
perience. Write  Box  325H,  BROADCASTING. 

Radio-tv  newsman.  Network  and  local  back- 
ground. Strong  on  re-write  and  legwork. 
Top  air  personality  wanting  larger  market. 
Family  man.  Box  332H,  BROADCASTING. 


FOR  SALE 
Stations 

True:  Top  Alabama  station  in  excellent  area. 
$95,000  cash  for  quick  sale.  Own  six  acres 
city  land,  equipment  and  buildings.  Good 
billing.  250  watt  fulltime.  Owners  separat- 
ing. Box  131H,  BROADCASTING. 

Southwestern  500  watt  daytimer,  single  sta- 
tion market.  Over  500  retail  businesses, 
equipment  only  two  years  old.  Excellent  op- 
portunity for  owner-manager.  $40,000  cash 
for  quick  sale.  Box  266H,  BROADCASTING. 

1  kw  daytimer  in  Pacific  northwest,  live 
citv,  5000  population.  $20,000  down  payment. 
Box  275H,  BROADCASTING. 

KCHS  now  for  sale  at  $46,000  invites  you  to 
come  see  us  or  write  Box  351,  Truth  or 
Consequences,  New  Mexico. 

Florida  television  stations  (2),  $450,000, 
SI, 700.000;  terms.  Chapman  Company,  1182 
West  Peachtree,  Atlanta,  Ga. 

What  radio  or  tv  do  you  want  to  buy?  Let's 
talk  turkey.  Lee  Hollingsworth,  Lie.  Bkr., 
IV  l-84«2,  514  Hempstead  Ave.,  West  Hemp- 
stead, N.  Y. 

Texas  single-market  fulltimer.  $60,000. 
Terms.  Patt  McDonald,  Box  9322,  Austin, 
Texas.  Gl.  3-8080. 

$15,000  down  payment  will  buy  medium 
market  station  in  resort  area  of  upper  south, 
total  price,  $45,000;  small  market  stations 
(2),  $60,000,  $70,000,  terms.  Chapman  Com- 
pany, 1182  West  Peachtree,  Atlanta,  Ga. 

Redding,  California  250  w  full  time.  For  par- 
ticulars write:  Kal  Lines,  1095  Market  Street, 
San  Francisco,  California. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  apprais- 
als, handle  with  care  and  discretion.  Expe- 
rienced. Former  radio  and  television  owners 
and  operators. 

Midwest,  large  market  station,  $275.00,  29% 
down;  southwest,  small  market  station,  $15,- 
000  down,  total  price  $30,000.  Chapman  Com- 
pany, 1182  West  Peachtree,  Atlanta,  Ga. 

Write  now  for  our  free  bulletin  of  outstand- 


lywood  Blvd.,  Los  Angeles,  Calif. 

Northwest  medium  market,  $35,000  down 
payment,  total  price,  $150,000.  Chapman 
Company,  33  West  Micheltorena,  Santa 
Barbara,  California. 

Oklahoma  single-market  regional  daytimer. 
$60,000.  29%  Down.  Patt  McDonald,  Box 
9322,  Austin,  Texas.  Gl.  3-8080. 


Equipment 


Gates  BC1-E  1  kw  transmitter  with  spare 
tubes  and  crystals  for  960  kc,  good  condi- 
tion. Factory  rebuilt  Thordarson  spare  plate 
transformer  for  above  xmtr.  5  kw  220  volt 
ac  single  phase  4  cylinder  gasoline  standby 
plant  suitable  for  250  or  1000  watt  xmtr. 
Best  offer  any  or  all.  Box  292H,  BROAD- 
CASTING. 

Collins  300G  transmitter  250  watts,  on  650 
kc  at  present.  Less  xtals.  Good  shape  with 
tubes.  A  complete  7000  watt  ac  power  plant 
for  emergency  use,  tower  lighting  chokes, 
flasher  unit  and  antenna  tuner  unit.  All  in 
one  bundle  for  $1250.00  cash  and  you  come 
and  get  it.  Write  Box  4248,  Capitol  Hill  Sta- 
tion. Oklahoma  City,  Okla.  or  call  Forrest 
5-6358. 

Power  supplies,  220V.,  3PH.,  50/60  cy.,  AC/ 
DC  overloads,  100A.  Contactors,  6  taps  3750V. 
to  8250V.  DC.  AT  3. 45 A;  transformer  30KVA. 
40C,  6  rectifiers,  full-wave:  brand  new, 
overseas  packed,  complete.  Water  circula- 
tors, HF  transmitters  10,  15  &  40KW.,  new 
and  used.  Bargains.  George  Belling  Elec- 
tronics, 770  West  Grand  Ave.,  Oakland, 
Calif. 

Magnecorders  (reconditioned)  S36B,  PT6R, 
814,  PT6-J&A,  PT6AH,  F35B,  PT6-6J&A, 
PT63AH,  AD1R.  Suite  2.  511  South  5th  St., 
Las  Vegas,  Nevada. 

Used  Gates  consolette  model  51-CS;  Magne- 
corder,  model  F-35B;  Wirek  midget  battery 
recorder.  Best  offer  takes.  KGAF,  Gaines- 
ville, Texas. 

Gates  fm-250B,  frequency  modulation  trans- 
mitter now  ooerating  on  103.1  mc.  Com- 
plete with  tubes,  spares,  crystals.  Going 
higher  nower.  Contact  E.  H.  Munn,  Jr., 
WSTR,  Box  70,  Sturgis,  Michigan. 

WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 

AM  radie  station  low-band  frequency,  1  kw 
or  more  of  power  covering  one  of  the  top 
U.S.  15  markets.  Send  full  details,  price, 
coverage,  power  and  assets.  All  information 
will  be  held  in  strict  confidence.  Box  160H. 
BROADCASTING. 


Equipment 


A  16  mm  kinescope  recording  camera  or 
system  with  single  system  sound.  Box  274H, 
BROADCASTING. 


Fm  broadcast  transmitter,  1  to  2  kw.  Also, 
monitor,  cables,  antenna.  State  condition, 
type  and  price.  Russ  Reid,  KGDN,  Seattle 
33,  Washington. 


bay  antenna,  and  monitors.  Rush  details. 
KMHT,  Marshall,  Texas. 

Tube  checker,  signal  generator,  noise  and 
distortion  meter,  good  condition  only.  Write 
to  G.  L.  Marcotte,  WSKI,  Montpelier,  Ver- 
mont. Give  make,  age,  price. 

Want  cameras,  tv,  fm,  am,  transmitters, 
studio  terminal  equipment.  Also  want  Du- 
Mont  fm  exciter  type  5067B  for  transmitter 
1000/2000.  Reply,  Technical  Systems.  Corp., 
1201  43rd  Avenue,  Long  Island  City  1,  New 
York. 

BUSINESS  OPPORTUNITY 

Want  several  investors  of  5  to  10  thousand 
cash  to  join  in  5th  am  of  top-hundred  mar- 
ket. Permit  already  issued.  Need  more  cash 
for  progessive  operation.  Now  building.  Box 
312H,  BROADCASTING. 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corres- 
pondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C.  
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INSTRUCTIONS— (Cont'd) 

TV  tape  recorder.  Correspondence  course 
and  home  construction  details.  Build  your 
own  television  recorder.  Complete  Course 
and  Construction  details  S18.75.  B.  Carrier 
Co.,  5880  Hollywood  Blvd..  Hollywood  28, 
California. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4.  June  24.  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School.  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  1025  Lincoln  Street,  Den- 
ver 3,  Colorado. 

"What  Makes  FM  Succeed"  is  "the  most 
comprehensive  study  of  FM  available" 
(Television  Magazine).  52-page  independent 
analysis.  $7.00  prepaid,  extras  S2.00.  Lyman 
Allen,  Lincoln,  Massachusetts. 

Introductory  offer!  Over  1000  riotous  air- 
worthy gag- lines  S3. 00!  Edmund  Orrin,  1819- 
E.  Golden  Gate.  San  Francisco  15,  California. 

RADIO 


EMPLOYMENT  SERVICE 


Help  Wanted 


Announcers 


DISC  JOCKEYS 

Top  ranked  Eastern  Radio  sta- 
tion seeks  negro  men  and 
women  disc  jockeys  and  per- 
sonalities. Rush  tapes  to 

Box  318H.  BROADCASTING. 


IMMEDIATE  OPENING  FOR  AN- 
NOUNCER WITH  FIRST  PHONE,  NIGHT 
SHIFT.  S400  MONTH  FOR  40  HOURS, 
SOME  OVERTIME.  SEND  TAPE  AND 
COMPLETE  INFORMATION  TO 
BOX  550 


A  Specialized  Service  For 
Manaqers  Commercial  Managers 

Chief  Engineers         Program  Managers 

CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 

1736  Wisconsin  Ave.,  N.  W. 
Washington  7,  D.  C. 


THE  DYNAMIC  CENTER  OF 

A  GROWING  AMERICA 
WELCOME  SOUTH  BROTHER! 

Offering  Tremendous  Opportunities 
TO:  TV  Announcers         RADIO  An 
Engineers  i_;iqi 
Immediate  Openings  Available 

Write— Wire— Phone 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Ga. 
JA  5-4841 


Want  a  TV  or  Radio  Job? 

as  announcer,   writer,  producer? 

The  National  Academy 
of  Broadcasting 

3338  16th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 
TOP  JOBS 
New   term    starts   Jan.   26.    Send  for 
folder  and  list  of  positions  available. 

Call  DEcatur  2-5580 


Dollar  for  Dollar 

you  can't  beat  a  classified 
ad  in  getting  top-flight  per- 
sonnel. 

Situations  Wanted 

Production-Programming,  Others 

pilllllllllllllll  Illlllllllllllllllllllllllllllllllllllllllllllli 

|        Production  Manager  1 

=  Top  proven  record  in  all  phases  of  produc-  = 
_  tion,  direction,  organization,  creativity.  Want  = 
=  problems  and  hard  work.  Flexible.  Presently  = 
=  employed,    32,    family,    college.    Five    years  = 
=  with  medium  market  stations.  Desire  proges-  = 
—  sive  station  or  agency.  — 
=           Box    338H,    BROADCASTING  = 

pnminfiiiiniiiiiiiiiifiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiT 

WANTED 

By  fast  growing  independent  organization.  A  morning  man  and  an 
afternoon  man.  Storz  type  operation  and  only  top  men  apply.  All 
tapes  will  be  personally  auditioned  and  returned.  Please  send  full 
information  and  salary  requirements. 

Box  298H,  BROADCASTING 

BUSINESS  OPPORTUNITY 

BE  YOUR  OWN  BOSS 

No  investment  required.  We  finance 
you.  AA  1  rated  nation-wide  advertis- 
ing agency  has  franchises  available  in 
all  parts  of  U.S.  for  men  with  radio 
and  TV  sales  experience.  Franchise 
covers  3-state  area.  Earnings  $25,000 
yearly  and  up.  Franchise  includes  set- 
ting up  your  operation  and  special 
sales  training  if  required  at  no  cost  to 
you.  Furnish  background  information, 
three  business  references  and  three 
character  references. 

Box  342H.  BROADCASTING 


TV  York,  Pa.,  to  1-22-59;  WHP-TV  (aux. 
ant.  and  main  trans,  and  ant.)  Harrisburg. 
Pa.,  to  4-3-59. 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  5 

Granted  petition  by  Attorney  General  of 
United  States  to  intervene  and  participate 
as  amicus  curiae  in  Boston,  Mass.  (ch.  5), 
remand  proceeding  (WHDH  Inc.,  et  aL). 

By  Hearing  Examiner  Jay  A.  Kyle  on  Jan.  2 

On  own  motion,  scheduled  further  hearing 
for  Jan.  9  on  am  applications  of  Walter  G~. 
Allen,  Huntsville,  Ala.,  and  Marshall  Count v 
Bcstg.  Co.,  Arab,  Ala. 

By  Hearing  Examiner  J.  D.  Bond  on  Dec.  23 

Continued  further  hearing  to  Jan.  12  in 
I  New    Orleans.    La.,    tv    ch.    12  proceeding 
(Oklahoma  Television  Corp.,  et  al.). 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Dec.  31 

Cancelled  hearing  scheduled  for  Jan.  5 
and  scheduled  hearing  conference  for  Jan 
23  on  am  application  of  Paul  A.  Brandt 
Gladwin,  Mich. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Dec.  31 

On  request  by  Melody  Music  Inc 
(WGMA),  Hollywood,  Fla.,  continued  hear- 
ing scheduled  for  Jan.  5  to  date  to  be  de- 
termined at  prehearing  conference  which  is 
scheduled  for  Jan.  28  on  am  applications  of 
Melody  and  Venice-Nokomis  Bcstg.  Co 
Venice,  Fla. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Dec.  29 
Scheduled  for  hearing  following  proceed- 
ings on  dates  shown:  March  10  applications 
of  John  H.  Phipps  and  Georgia  State  Board 
of  Education  for  new  tv  stations  to  operate 
on  ch.  8  in  Waycross,  Ga.;  applications  of 
Abacoa  Radio  Corp.,  Western  Bcstg.  Corp 
of  Puerto  Rico  and  Jose  A.  Bechara  Jr.,  et 
al.,  for  new  tv  stations  to  operate  on  ch.  12 
m  Arecibo  and  Aguadilla,  P.R.;  March  12 
am  application  of  Intrastate  Bcstrs.,  Pomo- 
na-Claremont,  Calif.;  am  application  of  The 
Alkima  Bcstg.  Co.,  West  Chester,  Pa    et  al 


Scheduled  further  hearing  conference  for 
Feb.  18  at  9  a.m.  on  application  of  The 
Spartan  Radiocasting  Co.  (WSPA-TV,  ch.  7) 
Spartanburg,  S.C. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  Dec.  29 

Continued  hearing  scheduled  for  Jan.  8  to 
date  to  be  later  determined  in  proceeding 
on  Evansville  Television  Inc.,  to  show  cause 
why  its  authorization  for  WTVW  Evansville. 
Ind..  should  not  be  modified  to  specify  op- 
eration on  ch.  31  in  lieu  of  ch.  7. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Dec.  29 

Denied  petition  by  Dale  W.  Flewelling  for 
continuance  of  prehearing  conference  and 
hearing  in  proceeding  on  its  application 
and  that  of  KROY  Inc.,  both  for  fm  facilities 
in  Sacramento,  Calif. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Dec.  31 

Scheduled  hearing  for  Jan.  16  in  proceed- 
ing on  am  application  of  William  F.  Huff- 
man Radio  Inc.  (WFHR),  Wisconsin  Rapids 
Wis. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Dec.  31 

Cancelled  hearing  scheduled  for  Jan.  5 
and  scheduled  hearing  conference  for  Jan. 
23  on  am  application  of  Paul  A.  Brandt. 
Gladwin,  Mich. 

By  Hearing  Examiner  Millard  F.  French 
on  Dec.  30 

Granted  petition  by  Henderson  County 
Bcstg.  Co.  (KBUD),  Athens,  Tex.,  for  leave 
to  amend  its  am  application  to  specify  1410 
kc,  1  kw  D,  and  application  as  amended  is 
removed  from  hearing  and  returned  to  proc- 
essing line;  retained  in  hearing  am  applica- 
tion of  University  Advertising  Co.,  Highland 
Park,  Tex. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Dec.  29 

Scheduled  oral  argument  for  Jan.  7  on 
petition  by  Russell  G.  Salter  Inc..  Dixon,  111., 
to  amend  his  am  application,  and  each  of 
parties  shall  be  permitted  15  minutes  for 

!  argument. 
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The  pressure  groups  for  federal  "public  power" 
have  tried  for  years  to  pin  a  vague  "giveaway" 
label  on  independent  electric  company  power 
dams.  Actually  their  cries  are  an  elaborate  smoke 
screen.  The  real  giveaway  is  government  "public 
power"— the  billions  of  dollars  of  taxpayers' 
money  that  go  for  unnecessary  federal  govern- 
ment electric  systems. 

Each  year,  the  "public  power"  lobbyists  and 
pressure  groups  push  the  idea  that  Congress 
should  spend  more  money  for  government  elec- 
tricity. Each  year,  the  total  cost  to  the  taxpayers 
climbs  higher.  It  now  stands  at  more  than  5% 
billion  dollars— wad  the  promoters  of  federal  "pub- 


lic power"  are  pressing  hard  for  10  billion  more! 

Yet  opinion  polls  show  that  most  Americans 
don't  want  the  government  in  the  electric  busi- 
ness. And  there's  certainly  no  need  for  it.  The 
independent  electric  light  and  power  companies 
are  ready  and  able  to  provide  all  the  electricity 
the  nation  will  ever  need  without  depending  on 
tax  money. 

The  federal  "public  power"  giveaway  has 
continued  over  the  years  because  most  people 
don't  know  the  facts  and  forces  behind  it.  But 
informed  people  can  bring  it  to  an  end. 

Will  you  help  spread  the  word? 


AMERICA'S    INDEPENDENT    ELECTRIC    LIGHT   AND    POWER  COMPANIES 

Company  names  on  request  through  this  magazine 
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our  respects  to  Willard  Eugene  Walbridge 


Every  time  Bill  Walbridge  drove 
along  the  Houston  harbor  in  the  mid- 
50s  his  civic  pride  would  start  to  droop. 
The  proud  and  promotion-minded  city 
had  fallen  behind  New  Orleans  in  the 
ranking  of  the  nation's  ports — from 
third  to  sixth  place — because  it  lacked 
adequate  parking  space  for  ships. 

This  humiliation  galled  the  executive 
vice  president  and  general  manager  of 
KTRK-TV,  always  community-minded 
in  his  broadcast  concepts.  After  all, 
Houston  had  stirred  up  worldwide  fame 
with  its  millionth-citizen  fete  in  1954. 

The  answer,  he  felt,  might  lie  in 
revival  of  a  SlO-million  port  bond  issue 
that  once  had  been  defeated  at  an 
election.  This  would  require  a  special 
election  and  a  two-thirds  vote  but  the 
idea  seemed  feasible  if  KTRK-TV 
would  spearhead  a  bond  campaign.. 

Campaign  Succeeds  •  KTRK-TV's 
facilities  were  thrown  into  the  project 
in  1957.  Cameras  toured  the  harbor, 
showing  the  congestion  and  lack  of 
facilities.  Shipping  people  were  put  on 
the  air.  Importance  of  the  port  to  the 
city's  economy  was  emphasized.  Fre- 
quent editorials  were  carried  on  the  air. 
Other  media  joined  the  drive.  The  bond 
issue  was  voted  through  and  Houston 
believes  it  once  again  is  heading  toward 
a  top  ranking  among  the  nation's  har- 
bors. Last  year  KTRK-TV  was  active 
in  another  bond  issue,  on  behalf  of  a 
city  freeway. 

Bill  Walbridge  traces  his  civic  con- 
sciousness back  to  the  years  spent  under 
Harry  Bannister  when  NBC's  current 
station  relations  vice  president  headed 
WWJ-AM-TV  Detroit.  "Harry  taught 
me  to  know  what  is  going  on  in  a 
community,"  he  recalled.  "He  told  me 
broadcast  stations  must  reflect  local 
interests,  feelings  and  happenings.  This 
is  good  business,  he  explained,  because 
advertising  takes  on  greater  value." 

Mr.  Walbridge  got  into  radio  as  a 
salesman  after  obtaining  a  journalism 
degree  at  U.  of  Michigan,  class  of  '36. 
Journalistic  openings  around  Detroit 
were  scarce  in  that  depression  period 
and  a  round  of  the  advertising  agencies 
was  fruitless.  He  wanted  to  stay  around 
the  Detroit  area  because  Marietta 
Arner,  his  Ann  Arbor  sweetheart,  was 
only  a  few  miles  away.  When  an  open- 
ing developed  at  Detroit  Edison  he 
signed  as  a  salesman. 

Next  Stop,  WWJ  Salesman  •  At  the 
utility  office  he  became  acquainted  with 
Harry  Betteridge,  then  a  WWJ  Detroit 
salesman.  Soon  he  was  writing  radio 
copy  for  WWJ  in  his  spare  time,  plus 
other  freelancing.  In  1939  he  joined 
the  WWJ  staff,  eventually  becoming  a 
salesman. 

In  1942  he  entered  the  Navv.  was 


commissioned  an  ensign  and  rose  to 
lieutenant.  He  saw  Pacific  service  as 
gunnery  officer  on  two  destroyers  and 
was  awarded  the  Presidential  Unit  Ci- 
tation and  Silver  Star  in  action  at 
Okinawa. 

A  native  Pennsylvanian,  Bill  Wal- 
bridge was  born  March  11,  1913.  He 
had  a  rather  mobile  adolescence.  He 
was  educated  in  the  public  schools  of 
Toledo,  Ohio,  Pueblo,  Colo.,  and  Buf- 
falo. He  married  Miss  Arner  in  1941. 
They  have  one  son,  Peter,  aged  9. 

After  his  war  service  he  returned  to 
WWJ  and  was  promoted  to  assistant 
radio  sales  manager,  tv  sales  manager, 
assistant  general  manager  and  finally  to 
WWJ-TV  station  manager.  While  tv 
sales  manager  he  had  the  added  re- 
sponsibilities of  programming,  studio 
operation,  special  events  and  the  busi- 
ness functions.  WWJ-TV  started  ex- 
perimental broadcasts  in  March  1947 
and  regular  programming  three  months 
later.  He  conceived  and  set  up  one  of 
the  early  award-winning  tv  programs 
of  the  era,  the  University  of  Michigan 
Hour.  This  was  described  as  the  first  tv 
course  that  included  a  certificate  for 
viewers  completing  prescribed  study 
courses. 

House  That  Tv  Built  •  When  WWJ- 
TV  set  out  to  build  a  model  metropoli- 
tan tv  plant  early  in  the  present  decade. 
Mr.  Walbridge  worked  closely  with  the 
architects  and  builders  in  adapting  con- 
struction designs  to  the  specialized 
needs  of  the  medium.  The  plant  ac- 
commodated the  staff  of  more  than  200 
technicians,  programming,  production 
and  artist  personnel  under  his  super- 
vision. 

At  WWJ-TV  he  was  active  in  civic, 
educational  and  charitable  activities, 
and  was  one  of  the  founders,  director 
and  vice  president  of  the  Detroit  Tele- 
vision Roundtable.  He  resigned  from 
WWJ-TV  in  1953  to  become  executive 
vice  president  and  general  manager  of 
WJIM-AM-TV  Lansing,  Mich.,  Harold 
Gross  stations. 

Again  he  was  active  in  the  design 
and  construction  of  a  new  broadcast 
plant.  The  WJIM  project,  a  one-story 
sort  of  U-shaped  structure  built  around 
a  landscaped  area,  is  often  called  one 
of  the  most  attractive  and  efficient  in 
the  industry. 

In  1954  Mr.  Walbridge  moved  to 
Houston  to  organize  the  new  KTRK- 
TV.  With  a  modern  building  rented 
from  the  U.  of  Houston,  he  formed  and 
trained  a  staff  of  more  than  80  people 
in  a  two-month  period.  KTRK-TV  has 
outgrown  this  large  plant  and  is  erecting 
its  own  building,  the  third  he  has 
planned  and  supervised. 

Mr.  Walbridge  combines  the  impulses 


of  a  salesman  and  the  calm,  methodical 
and  almost  scholarly  traits  of  an  edu- 
cator. He's  inclined  to  excessive  mod- 
esty and  is  really  more  of  an  introvert 
than  his  professional  demeanor  indi- 
cates. On  the  tallish  side,  he  could 
qualify  for  an  Arrow  collar  ad  should 
the  hard-collar  era  return.  His  princi- 
pal hobbies  are  designed  to  provide  a 
change  of  pace  from  office  routines. 
His  golf  is  better  than  average;  his  read- 
ing on  the  serious  side.  He  hasn't  any 
time  for  light  reading,  observing, 
"There  are  so  few  hours  in  a  day." 

An  Active  Citizen  •  He  is  an  active 
industry  citizen.  He  was  elected  a  mem- 
ber of  the  board  of  governors,  ABC 
Affiliates  Assn.,  in  1956  and  re-elected 
in  1957.  He  was  elected  to  the  NAB 


Tv  Board  in  1957  and  is  a  member  of 
the  NAB  Editorializing  Committee. 
Houston  organizations  include  Lakeside 
Country  Club.  U.  of  Michigan  Club 
and  Houston  Fat  Stock  Show  Assn.  He 
is  a  member  of  Alpha  Sigma  Phi  na- 
tional fraternity. 

"I  find  broadcasting  the  most  fasci- 
nating business  in  the  world,"  he  said. 
"I  just  don't  know  what  I'd  do  if  I  had 
to  start  selling  nuts  and  bolts,  or  any 
business  where  creative  impulses  don't 
get  a  good  workout  every  day.  More 
and  more  I'm  finding  second-generation 
broadcasters — who  learned  much  from 
the  industry's  pioneers — demonstrating 
awareness  of  their  public  trust.  Their 
stations  have  become  leading  factors  in 
the  cultural,  economic,  informational 
and  entertainment  activities  of  their 
communities.  Add  up  all  these  com- 
munities, these  broadcasters,  and  you 
have  a  great  and  influential  industry." 
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EDITORIALS 


Commissioner  Hyde 

BETWEEN  now  and  June  30  President  Eisenhower  will 
be  called  upon  to  consider  an  appointment  to  the  FCC. 
It  should  present  no  problem. 

On  June  30  the  current  term  of  Comr.  Rosel  H.  Hyde 
will  expire.  He  has  been  a  commissioner  since  1946.  He 
was  chairman  during  the  critical  post-tv  freeze  from  April, 
1953  until  October,  1954.  His  rise  from  docket  clerk  to 
general  counsel  to  commissioner  over  a  30-year  span  is 
testimony  to  his  capacity  for  work  and  devotion  to  his  duty. 

Mr.  Hyde's  depth  of  knowledge  and  understanding  of 
communications  is  without  parallel  in  government.  He  ac- 
complished the  almost  impossible  while  chairman.  He  kept 
the  FCC  out  of  legislative  hot  water  when  communities 
everywhere  were  clamoring  for  new  tv  stations. 

Mr.  Hyde  has  the  respect  not  only  of  his  fellow  commis- 
sioners and  the  FCC  staff  but  also  of  99%  of  the  licensees 
and  most  members  of  Congress.  During  the  Oversight  Com- 
mittee proceedings  of  last  session,  he  won  the  commenda- 
tion of  committee  members  for  his  forthright  testimony  and 
his  acknowledged  incorruptibility. 

President  Eisenhower  should  promptly  nominate  Mr.  Hyde 
for  another  seven-year  term  and  thus  cut  off  politicking  for 
a  critically  important  post  at  a  critical  time. 


Hellzapoppin,  1959 

CONGRESS  is  back.  Official  Washington  begins  to  stir 
for  the  first  time  since  last  summer  when  Congress 
quit.  And  based  on  the  track  record  of  that  last  Congress, 
it  is  easy  to  understand  why  bureaucrats  are  jumpy  and 
FCC  commissioners  lead  spartan  lives. 

Already,  bills  by  the  hundreds  have  been  dumped  into 
Senate  and  House  hoppers.  It's  a  bit  too  early  to  evaluate 
them,  but  Washington  habitues,  blindfolded  and  with  their 
hands  tied  behind  them,  can  tell  you  as  quickly  as  you  can 
say  Oren  Harris  what  the  bills  of  interest  to  broadcasters 
will  be. 

We  won't  attempt  an  omnibus  accounting  of  legislation 
introduced  or  upcoming.  We  should  like  to  dwell  on  two 
simple  legislative  projects.  One  has  to  do  with  a  code  of 
ethics,  with  punitive  provisions,  which  unquestionably  will 
be  ordained  by  Congress,  as  an  outgrowth  of  the  House 
Oversight  Committee's  revelations  on  ex  parte  contacts, 
fraternizing  and  related  efforts  to  exert  influence.  The  other 
is  talk  of  interposing  an  "administrative  court"  between 
the  applicant  or  licensee  and  the  FCC,  which  in  effect 
would  abolish  the  present  method  of  regulation. 

Whether  there  is  or  isn't  a  code  doesn't  make  a  great 
deal  of  difference.  Ethics  are  taught  in  law  schools.  Any 
lawyer  who  does  not  know  appropriate  procedures  should 
not  be  admitted  to  practice.  Public  officials  who  are  not 
strong  enough  to  withstand  improper  overtures,  or  whose 
votes  can  be  swayed  by  a  $4  lunch  or  a  round  of  golf, 
shouldn't  be  public  officials. 

Creation  of  an  "administrative  court"  to  us  appears 
utterly  useless.  Congress,  the  public,  and  the  bureaucrats 
over  the  years  have  complained  about  inordinate  delays 
in  the  handling  of  federal  administrative  matters — in  a 
phrase,  government  red  tape.  In  broadcasting,  the  com- 
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plaint  for  years  has  been  that  applicants  are  "due  processed 
to  death." 

Anything  that  prolongs  the  administrative  and  judicial 
process  hurts  the  small  applicant  with  meager  resources. 
The  ordinary  radio  case  takes  a  year  to  negotiate  the  FCC's 
processing  line.  If  hearings  are  required,  and  the  "admin- 
istrative court"  procedure  is  injected,  it  would  take  three 
to  five  years  to  get  an  application  through.  By  that  time 
the  litigation  costs  could  well  exceed  the  cost  of  building 
the  proposed  station.  And  by  that  time  most  of  the  ap- 
plicants— large  and  small — might  be  disposed  to  tell  Uncle 
Sam  to  keep  the  facility. 

Court  dockets  all  over  the  country  are  clogged.  The 
same  would  happen  with  an  administrative  court  handling 
FCC  matters.  Obviously,  anything  that  adds  to  the  pro- 
cedural processes  would  place  the  greatest  burden  upon 
the  man  least  able  to  afford  it — the  little  guy. 


Keeping  the  whole  press  free 

IN  the  wake  of  the  newspaper  strike  in  New  York  City, 
Rep.  Chelf  (D-Ky.)  plans  to  offer  legislation  that 
would  keep  newspapers  publishing  while  negotiations  be- 
tween labor  and  management  are  underway.  He  points 
out  that  a  strike  against  a  newspaper  is  in  indirect  violation 
of  the  Constitution  because  it  absolutely  affects  freedom  of 
the  press. 

We  go  along  with  Rep.  Chelf.  We  desire,  however,  to 
point  out  that  he  covers  only  part  of  the  essential  legislative 
and  constitutional  ground.  Electronic  journalism,  as  well 
as  printed  journalism,  is  covered  in  the  definitions  of  press 
freedom.  If  there  had  been  no  radio  or  television  during  the 
New  York  newspaper  strike,  all  communication  to  the  pub- 
lic would  have  been  paralyzed.  As  it  was,  almost  everybody 
in  New  York  knew  the  important  things  that  were  going  on 
because  of  radio  and  television. 

We  hope  Mr.  Chelf  is  successful  in  his  legislative  project. 
And  we  believe  he  will  recognize  the  necessity  of  providing 
for  radio  and  tv  the  same  degree  of  protection  against 
"publication"  stoppage  that  he  would  give  the  printed  page. 


Drawn   for   BROADCASTING   by   Sid  Hix 

"It's  a  Mrs.  Swayze.  Her  husband  dropped  a  watch  in  her 
washer." 
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PERSONALITY 
PROGRAMMING 

KHJ-TV  with  its  outstanding  new 
roster  of  live  personalities  is  chang- 
ing the  television  buying  and  view- 
ing habits  of  Southern  California. 

Such  nationally  known  names  as 
Oscar  Levant,  Don  Sherwood  and 
John  J.  Anthony  plus  such  popular 
Los  Angeles  names  as  John  Willis, 
Walker  Edmiston  and  "Engineer 
Bill"  Stulla  are  selling  more  prod- 
uct for  more  advertisers  than  ever 
before.  Why?  Because  these  per- 
sonalities are  live  and  local... 
Southern  Californians  know  them 
and  respond  to  their  recommenda- 
tions in  a  way  that  makes  cash  reg- 
isters ring  as  never  before. 

When  buying  Los  Angeles  televi- 
sion, take  advantage  of  the  phe- 
nomenal selling  "plus"  that  comes 
with  Personality  Programming . . . 
on  the  Los  Angeles  station  with 
more  live  television  personalities 
than  any  other. 

KHJ^TV 


LOS  ANGELES 


Represented  by  H-R  Television,  Inc. 


Cwinq  into  195 o* 

f    WITH  THIS  EXCITING,  BIG 


W/W  GM' Contest 

3 VACATION  TRIPS  TO 
LAS  VEGAS  or  NEW  YORK 

^  First  Prizes  in  ^  Separate  Contests—  ^  Winners! 


i      m„re  dramatically,  more 
revision  and  Radio  m  Kansas  City 


KMBC 


copy 
contest 


Suggest  a  campaign  theme  for  trade  advertising  to  sell  the 
outstanding  leadership  of  KMBC  Television  and/or  KMBC 
Radio  in  Kansas  City.  Show  how  you'd  tell  the  story  in  head- 
line, slogan,  special  display  lines  and  body  copy. 


,  i         i/unr  KFRM  Radio  and  KMBC-TV  as 
Prove  why  you'd  use  /MBC-KFRM  Ka  ^ 

broadcast  campaign,  with  reasons  why. 


RULES.    1.  Everyone  is  eligible.    2.  Submit  your  entry  in  whatever  form  you 
There  are  no  special  physical  requirements.    3.  Mail  entry  to:  "Ad  Contest,  KMBC,  lltr 

6  Central,  Kansas  City  5,  Missouri."  4.  Get  your  entry  to  us  by  Feb.  15,  1959 
5.  Judges'  decisions  are  final.    6.  Duplicate  prizes  will  be  awarded  in  case  of  ties 

7  All  entries  become  property  of  KMBC  Broadcasting  Company.  8.  Winners  will  be 
notified  March  1     9.  Prize  trips  ore  to  be  made  this  year 

WIH  A  LUXURY  VACATION 

. .  .in  the  City  or  in  the  Sun  - 

A  FULL  WEEK  AWAY  FOR   REST  AND  FUN! 


JUDGES: 

ILOYD  GRIFFIN,  Vice  President,  Peters,  Griffin  &  Woodward 
CLIFF  BRATTEN,  Advertising  Manager,  Cook  Paint  &  Varnish  Co. 
DON  DAVIS,  President,  KMBC  Broadcasting  Company 


NEW  YORK 


—A  full  week  in  the  world's  greatest  city 
Your  vacation  includes  round-trip  transpon 
tation  by  air,  wonderful  meals,  and  deluxe  accommodations  at  the 
Hotel  New  Yorker  in  midtown  Manhattan. 


Peters.  Griffin, 
Woodward,  inc. 


OR 

—Plush  playing  for  7  debilitating  days  at  the 
fabulous  Desert  Inn,  with  all  of  your  meal 
drinks,  golf  and  pool  privileges  "on  the  house."  Vacation  includes 
round-trip  transportation  by  air. 


LAS  VEGAS 


Kansas  G^iheSwinS  is  to  KMBC  "TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 


DON  DAVIS.  President 
JOHN  SCHILLING,  Executive  Vice  Presiden 
GEORGE  HIGGINS,  Vice  Pres.  &  Sales  Ms 
MORI  G REINER,  Manager  ot  Television. 
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WX  EX-TV 

Merchandising 


NBC-TV 
BASIC 

Tom  Tinsley 

President 

Irvin  Abeloff 

Vice  Pres. 


1.  FEATURE  FOODS  MERCHANDISING 

2.  COMMUNITY  CLUB  AWARDS 

3.  IN-STORE  FOOD  DISPLAYS 

4.  IN-STORE  DRUG  DISPLAYS 

5.  IN-STORE  FOOD  DEMONSTRA- 
TIONS, SAMPLING,  COUPONING 

6.  STORE  WINDOW  DISPLAYS 

7.  BARGAIN  BAR  PROMOTIONS 

8.  MAILINGS  TO  RETAILERS 

9.  PERSONAL  CALLS  ON  JOBBERS, 
WHOLESALERS,  RETAILERS 

10.  REPORTS  TO  FOOD  ADVERTISERS 

11.  PROMOTIONAL  SPOTS 

12.  NEWSPAPER  ADS 


St 

in  the  rich 
market  of 
Richmond, 
Petersburg 
&  Central  Va. 


National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans;  McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 


Big  Aggie,  queen  of  WNAX-570's  coverage  area 
rules  over  this  prosperous  land 


Big  Aggie  Land,  defined  and  delivered  by 
WNAX-570,  is  the  country's  41st  radio  mar- 
ket. This  vast,  farm-rich  area  includes  175 
countries  in  parts  of  five  states,  nearly  2V4 
million  people  with  over  $3  billion  in  spend- 
able income. 


With  WNAX-570's  uncontested  reign  over 
these  high-income  families.  Big  Aggie  Land 
is  one  of  the  nation's  most  profitable  mar- 
kets for  radio  promotion. 

See  your  KATZ  man  for  details. 


WNAX-570  CBS  RADIO 
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PROGRAMMING  FOR  ADULTS  OF  ALL  AGES 


PEOPLES  BROADCASTING 
CORP. 

WGAR,  Cleveland,  Ohio 
WRFD,  Worthington,  Ohio 
WTTM.  Trenton,  New  Jersey 
WMMN,  Fairmont,  West  Virginia 
WNAX,  Yankton,  South  Dakota 
KVTV,  Sioux  City,  Iowa 


Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 


sales 


up  UP  UP 

Your  advertising  dollar  produces  more.  Spend  it  where 
you  know  there  is  a  great  profit  opportunity— in  the 
WGAL-TV  coverage  area.  This  pioneer  station  ranks 
first  in  viewer  preference  in  Lancaster,  Harrisburg, 
York,  as  well  as  in  numerous  other  cities:  Gettysburg, 
Hanover,  Lebanon,  Chambersburg,  Carlisle,  Lewis- 
town,  etc.  Your  advertising  dollar  goes  farther. 
WGAL-TV's  multi-city  coverage  costs  less  than  buy- 
ing single-city  coverage.  Present  your  sales  message 
where  results  are  assured— on  CHANNEL  8! 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $3%  billion  annual  retail  sales 

•  $62/3  billion  annual  income 

WGAL-TV 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCollough,  Pres. 


AMERICA'S   1  Oth   TV  MARKET 


Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles 


ian  Francisco 
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CLOSED  CIRCUIT* 


Network  association  •  Whether  three 
television  networks  will  form  their  own 
Washington  association  (Broadcasting, 
Jan.  12)  was  still  unresolved  last  Fri- 
day. While  CBS  and  ABC  are  for  plan 
and  have  discussed  selection  of  former 
Sen.  Charles  E.  Potter  as  head,  NBC, 
according  to  Chairman  Robert  W.  Sar- 
noff,  has  taken  no  formal  position.  Mr. 
Sarnoff  said  idea  had  been  "suggested." 
He  said  NBC  has  been  satisfied  with  its 
Washington  representation.  If  NBC 
does  not  go  along,  entire  plan  probably 
will  be  dropped. 

Tv  Washington  plan,  with  Sen.  Pot- 
ter as  key,  was  live  topic  last  week.  Idea 
of  separate  representation  to  fend  off 
attacks  upon  network  tv  for  most  part 
was  applauded.  In  some  quarters,  politi- 
cal question  was  raised,  i.e.,  whether 
defeated  Republican  should  be  named 
when  Democrats  control  Congress  and 
sniff  victory  in  1960.  Countering  this 
were  arguments  that  political  fealty  was 
not  paramount  as  against  stature  and 
acceptance  of  individual. 

Move  to  uhf?  •  New  move  to  shift  tv 
to  all-uhf  five  years  hence  was  made  at 
FCC  meeting  last  Friday  but  promptly 
was  tabled.  Comr.  Robert  E.  Lee  of- 
fered resolution  proposing  transition 
from  mixed  vhf-uhf  allocation  to  all-uhf 
to  become  effective  five  years  hence, 
along  with  increase  in  permissible  num- 
ber of  stations  owned  by  single  entity 
from  existing  seven  (five  v's  and  two  u's) 
to  10  u's.  FCC  concluded  proposal  was 
premature  and  that  it  could  not  move 
on  definitive  allocations  course  until  it 
received  complete  TASO  field  study  re- 
ports and  analyzed  other  proposals.  Lee 
proposal,  along  with  others,  will  be  con- 
sidered in  some  30  days  under  plan. 

FCC  allocations  meeting  Friday  was 
one  of  series  in  anticipation  of  appear- 
ance before  Senate  Commerce  Commit- 
tee. FCC  will  be  prepared  to  give  com- 
mittee status  report  but  will  be  in  no 
position  to  make  conclusive  findings. 
FCC  has  considered  various  alterna- 
tives. Fundamentally  problem  remains 
whether  uhf  should  be  considered  (1) 
as  eventual  haven,  (2)  in  island  areas,  or 
(3)  dropped  altogether. 

Ratings  roundup  •  There  was  specula- 
tion last  week  that  Richard  A.  Moore, 
KTTV  (TV)  Los  Angeles,  was  warming 
up  for  another  appearance  on  another 
subject  before  Senate  Commerce  Com- 
mittee when  he  made  persuasive  speech 
in  Chicago  condemning  television  rat- 
ings (story  page  51).  But  it  isn't  so. 
Mr.  Moore,  whose  testimony  on  option 


time  and  must-buy  before  Commerce 
Committee  in  1956  gave  push  to  net- 
work investigations,  does  not  intend  to 
revisit  committee  when  it  begins  hear- 
ings on  ratings  in  next  month  or  so. 

Contrary  to  earlier  reports,  Sylvester 
L.  (Pat)  Weaver  Jr.  will  definitely  be 
witness  at  forthcoming  Senate  Com- 
merce Committee  hearings  on  ratings. 
Mr.  Weaver,  frequent  critic  of  network 
programming  since  his  departure  from 
NBC  chairmanship  few  years  ago,  has 
decided  to  testify  despite  his  recent  as- 
sociation with  McCann-Erickson  as 
high-level  tv  consultant. 

Another  day  •  Group  of  broadcasters 
representing  all  network  affiliations 
scheduled  to  meet  with  Attorney  Gen- 
eral Rogers  Jan.  13  on  network  option 
time  matter  (Closed  Circuit,  Jan.  5) 
had  date  called  off  when  Mr.  Rogers 
pleaded  press  of  other  business.  Mr. 
Rogers  promised  new  appointment 
but  no  date  was  fixed.  At  Barrow  hear- 
ings before  FCC  last  spring,  network 
affiliate  committees  unanimously  main- 
tained option  time  is  vital  to  network 
operations. 

In  the  family  •  One  of  numerous  plans 
reportedly  being  considered  in  connec- 
tion with  CBS  Spot  Sales,  should  FCC 
on  basis  of  Barrow  Report  conclude 
impropriety  of  network  representation 
of  affiliated  (as  distinguished  from 
owned)  stations,  is  acquisition  of  spot 
selling  organization  by  affiliates  them- 
selves. Under  this  plan,  affiliated  sta- 
tions cooperatively  would  buy  CBS  ra- 
dio and  television  sales  lock,  stock  and 
personnel,  retaining  organizations  intact 
and  serving  CBS  o&o  as  well  as  them- 
selves. 

Tv  stations  represented  by  CBS 
organization,  other  than  owned  and 
operated,  are  WTOP-TV  Washington; 
V/BTV  (TV)  Charlotte;  WBTW  (TV) 
Florence;  WJXT-TV  Jacksonville;  KSL- 
TV  Salt  Lake  City;  KGUL-TV  Houston, 
and  KOIN-TV  Portland.  Affiliated  ra- 
dio stations  represented  are  KSL, 
KOIN,  WBT,  WCCO,  WRVA,  WTOP 
and  WMBR.  Interesting  sidelight: 
Organizations  owning  these  stations 
present  formidable  array  including 
Washington  Post  Co.,  Jefferson  Stand- 
ard Life  Insurance  Co.,  Mormon 
Church,  Ridder  Publications  and  J.  H. 
Whitney  Co.  (U.  S.  Ambassador  to 
Great  Britain). 

Investment  capital  •  Does  20th  Cen- 
tury-Fox contemplate  expanding  its  tele- 
vision activities  either  through  extended 


syndication  or  station  acquisition?  Ques- 
tion was  posed  following  report  that 
Spyros  P.  Skouras  had  sold  260-acre 
Fox  lot  in  Hollywood  area  for  $60  mil- 
lion to  Webb  &  Knapp's  William 
Zeckendorf,  for  real  estate  development. 
Question  raised  was  whether  Mr. 
Skouras,  long  interested  in  tv  and  once 
bidder  for  ABC  (before  Paramount 
Theatre  acquisition  in  1951)  would  seek 
new  money  to  dig  more  intensively. 

Air's  clear  in  Cuba  •  Tv  and  radio 
outlets  in  Havana  and  other  Cuban 
cities  are  operating  without  censorship 
in  wake  of  overthrow  of  Batista  regime, 
Cuban  Embassy  spokesman  in  Wash- 
ington said  last  week.  Provisional  gov- 
ernment under  President  Manuel  Urru- 
tia  declared  "immediate"  end  to  govern- 
ment censorship  of  broadcasting  and 
press,  he  said.  He  didn't  know  if  any 
station  management  had  been  changed, 
or  if  there  was  breakdown  of  city-to- 
city  communications   among  stations. 

Cuban  spokesman  said  Goar  Mestre. 
Cuba's  best-known  multiple  radio-tv 
broadcaster,  had  opposed  Batista  poli- 
cies and  thus  is  now  in  "very  good 
standing."  Mr.  Mestre  and  brothers 
Abel  and  Luis  Augusto  Mestre  own 
CMQ-TV  (ch.  6)  and  are  associated 
with  ownership  of  CMBF-TV  (ch.  4) 
and  CMBA-TV  (ch.  7),  all  Havana,  plus 
satellites  of  Havana  outlets  in  half- 
dozen  other  Cuban  cities.  Group  also 
owns  number  of  am  outlets. 

Heat  from  Hill  •  What's  this  about 
elimination  of  congressional  pressures 
on  FCC?  Daytime  Broadcasters  Assn., 
having  been  turned  down  (Broadcast- 
ing, Sept.  22,  Oct.  27,  1958;  Jan.  12) 
on  its  proposal  for  operation  from  5 
a.m.  to  7  p.m.,  again  has  carried  its 
grievance  to  members  of  Congress  who, 
in  turn,  are  putting  heat  on  FCC.  Last 
week,  for  example,  several  congres- 
sional protests  were  received. 

News  hobble  •  Judicial  utterance  from 
Georgia  bench  throws  new  cloud 
around  media  fight  to  open  courts  to 
electronic  newsmen  and  press  pho- 
tographers. Judge  Durwood  Pye,  of 
Fulton  Superior  Court  in  Atlanta, 
startled  participants  at  hearing  last 
week  by  saying  that  U.  S.  Constitu- 
tion guarantees  right  to  publish  news 
but  not  right  to  gather  it.  Judge  Pye 
has  attracted  wide  attention  by  ruling 
that  tv  and  news  photographers  could 
not  take  pictures  on  streets  and  side- 
walk around  court  house.  He  topped 
this  by  deciding  to  hear  media  appeal 
from  his  own  ruling. 
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WEEK  IN  BRIEF 


Mr.  Accas 


What  to  do  'til  the  Univac  comes  •  Scientists  are  mak- 
ing machines  to  do  everything  these  days  but  Gene 
Accas,  associate  media  director  of  Grey  Adv.,  New 
York,  doesn't  believe  there  is  any  substitute  for  people 
when  it  comes  to  media  buying.  He  has  four  points 
about  selling  spot  to  agencymen  more  successfully,  too. 
You  can  memorize  them  by  reading  his  Monday  Memo. 
Page  29. 


Double  rate  standard  hit  •  Single  rates  for  all  advertisers  adopted  by 
three  Balaban  radio  stations  and  KTUL  Tulsa,  and  are  advocated  for 
all  broadcasters  by  SRA's  Webb  as  a  "most  logical  and  sensible  answer" 
to  "thorny  problem."  Page  33. 

Saturation,  Lestoil  and  Nescafe  style  •  Lestoil  is  upping  its  spot  tv 
still  more  (at  rate  of  $14-15  million  per  year  by  end  of  1959)  but  is 
unhappy  with  station  rate  structure;  Nescafe  courted  saturation  spot 
radio,  now  is  wedded  to  the  technique.  Page  36. 

Television  cheats  itself  •  Richard  Moore,  KTTV  (TV)  Los  Angeles, 
attacks  tv  ratings,  contending  one-week  audience  measures  shortchange 
the  medium.  What's  needed,  he  contends,  is  abandonment  of  ratings  and 
adoption  of  cumulative  methods.  Page  51. 

Banner  year  for  NBC  •  Network  chiefs  report  marked  improvement  in 
sales,  affiliate  clearances  and  audience  acceptance  in  yearend  NBC  Radio- 
NBC-TV  review.  Page  52. 

Justice  and  options?  •  Justice  Dept.  studying  FCC  findings  on  option- 
time  practice.  FCC  by  one-vote  majority  holds  practice  "reasonably  neces- 
sary" for  tv  networking.  Big  question:  What  will  Justice  do?  Page  65. 

House  group  jumps  Justice  •  Department's  Antitrust  Division  gets  roast- 
ing from  Roosevelt  and  Small  Business  Committee  for  delaying  move 
against  ASCAP.  Page  70. 

New  Orleans  merger  •  Two  applicants  for  ch.  12  get  together,  third 
withdraws  for  $75,000  expenses.  Page  79. 

Sports  bills  revived  •  Capitol  Hill  contingent  starts  annual  campaign 
to  let  professional  sports  promoters  operate  outside  antitrust  laws. 
Seventy-five  mile  tv  blackouts  around  cities  with  home  games  proposed. 
Page  79. 

As  expected:  four  paws  into  tv  •  MGM-TV  hungrily  eyeing  additional 
tv  revenue  lunges  anew  for  tv  film  business;  tv  and  motion  picture  making 
now  under  same  roof;  Siegel  takes  over  and  starts  filming  seven  pilots  for 
fall  season.  Page  82. 

New  radio-ASCAP  meeting  fails  •  Discussions  of  new  local  radio  music 
licenses  resume  briefly,  get  nowhere;  All-Industry  committee  reaffirms 
decision  to  go  to  court  if  necessary.  Negotiations  for  new  BMI  licenses, 
to  replace  those  expiring  in  March,  are  next  on  agenda.  Page  87. 
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DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 

In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
plenty  of  heart. 

Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNONBALL  will  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.«N.Y.  22«PLaza  5-2100 
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Radio-Active 


IT, 


BRRTELL 

FRmiLV 


COAST  TO  COAST 


It  is  not  a  background,  but  seeks  constantly  to  motivate 
participation,  response.  That's  why  the  alert  local 
news  coverage,  the  thoughtful  editorial  capsules,  the 
thorough  traffic  and  weather  services.  Activity  is  the 
essence  of  family  radio. 


Bartell  it  .  .  .  and  sell  it! 

[fe|    sp  in 

L1171„S„„(C0J  | 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE    •    DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  33 


NBC  Radio  claims 
$7.2  million  sales 

Sales  representing  over  $7,240,000  in 
net  revenues  signed  by  NBC  Radio  since 
Nov.  1,  according  to  Matthew  J.  Cul- 
ligan,  executive  vice  president  in  charge 
of  radio  network.  Announcement  is  con- 
strued as  answer  to  CBS  Radio  claims 
that  its  signing  of  some  $4.5  million 
under  new  program  consolidation  plan 
amounted  to  biggest  batch  of  radio 
network  business  in  years. 

NBC  said  between  Nov.  1  (CBS's 
PCP  announced  at  end  of  October)  and 
Jan.  9,  signing  of  10  renewals  and  25 
new  brand  advertisers  accounted  for 
$6,596,593  in  net  billings.  Additions 
since  brought  total  to  $7.2  million  fig- 
ure. In  past  month  alone,  $4  million 
net  in  new  and  renewed  business  signed 
with  Lever  Bros.,  R.  J.  Reynolds  Tobac- 
co, American  Motors,  Sun  Oil  and 
others. 

Mr.  Culligan  said  NBC  Radio's  "well- 
established  programming  pattern  offers 
a  great  spread  of  commercial  time 
throughout  the  day  and  evening  and 
over  the  entire  weekend,"  and  that 
"every  client — big  or  small — is  wel- 
come." Obviously  alluding  to  CBS  Ra- 
dio's trimming  of  network  program 
time,  he  said  "we  have  not  retrenched," 
and  claimed  that  "as  a  result  of  con- 
tinued fresh  approaches  in  program- 
ming, selling  and  merchandising,  NBC 
Radio  has  nearly  half  of  all  network 
radio  sponsored  hours." 

Rochester,  Boston, 
Portland  Transfers 

Sales  of  stations  announced  Friday, 
subject  to  usual  FCC  approval:  WHAM 
and  WHFM  (FM)  Rochester,  N.  Y., 
sold  by  Riggs  &  Greene  Broadcasting 
Co.  to  Henry  I.  Christal  Co.,  radio  sta- 
tion representative,  and  Century  The- 
atres Inc.,  New  York  theatre  chain,  for 
price  estimated  at  about  $900,000.  Sta- 
tions bought  in  name  of  Genesee  Broad- 
casting Corp.,  owned  equally  by 
Christal  and  Century.  WHAM  is  50  kw 
clear  on  1180  kc,  affiliated  with  NBC. 
WHFM  is  20  kw  on  98.9  mc. 

WORL  Boston  sold  by  Frederick  W. 
Roche  and  24  other  stockholders  to 
Paul  F.  Harron  (89%)  and  Lawrence 
D.  Biele  (10%)  for  $469,040.  Mr.  Har- 
ron owns  51%  of  World  Broadcasting 
System.  WORL  is  5  kw  day  on  950  kc. 
Mr.  Harron  formerly  owned  WIBG- 
AM-FM  Philadelphia  and  WPFH  (TV) 


NAB  locks  doors 

NAB's  freedom-of-access  pol- 
icy, designed  to  obtain  coverage 
rights  at  court  and  civil  proceed- 
ings, will  not  apply  to  consider- 
able portion  of  its  March  16-18 
convention  agenda  in  Chicago. 
Three  half-days  of  separate  radio 
and  tv  ownership-management 
conferences  will  be  closed  to 
newsmen  (Monday  afternoon, 
Tuesday  morning,  Wednesday  af- 
ternoon). Locked-door  policy  was 
adopted  by  NAB  board  year  ago 
at  Phoenix  meeting,  move  being 
designed  to  confine  discussions  of 
industry  problems  to  ownership- 
management  delegates.  Member 
broadcasters  and  NAB  staffers 
will  handle  most  discussions  at 
closed  meetings.  Press  confer- 
ences and  publicity  releases  are 
planned  for  newsmen.  Topics  are 
set  but  list  of  participants  is  still 
in  working  stage.  (Convention 
story  page  54.) 


Wilmington,  Del.,  which  he  sold  to 
Storer  Broadcasting  Co.  some  years  ago. 

KLIQ  Portland,  Ore.,  sold  by  Robert 
Bollinger  to  Les  Malloy  and  Stan  Breyer 
for  $90,000.  Mr.  Malloy  is  former 
owner  of  KVSM  San  Mateo,  and 
KATT  Pittsburg,  both  California.  Mr. 
Breyer  is  present  sales  manager,  KSAY 
San  Francisco.  KLIQ  is  1  kw  daytime 
on  1290  kc.  Transaction  handled  by 
Allen  Kander  &  Co. 

Mx  review  denied 

Split  U.  S.  Court  of  Appeals  (D.C.) 
Friday  turned  down  FCC  request  for 
review  of  November  functional  music 
decision  which  held  that  Commission's 
multiplexing  rules  were  invalid  (Broad- 
casting, Nov.  10,  1958).  Petition  for 
rehearing  was  denied  five  to  four,  with 
Circuit  Judges  Wilbur  K.  Miller,  John 
A.  Danaher,  Walter  M.  Bastian  and 
Warren  E.  Burger  dissenting.  Commis- 
sion attorneys  studying  whether  to  ask 
U.  S.  Supreme  Court  to  review.  Circuit 
court  November  ruling,  by  two  to  one 
vote,  held  FCC's  position  that  func- 
tional music  operations  are  not  broad- 
casting is  not  supported  by  Communi- 
cations Act.  Decision  attacked  validity 
of  FCC's  1955  regulation  requiring  fm 
stations  to  multiplex  functional  music 
broadcasts,  while  continuing  regular 
public  broadcasts  on  main  frequency. 


9  Business  briefly 

•  Internal  change  will  bring  parent 
Joseph  E.  Seagram  &  Sons  (distiller) 
more  directly  into  management  of  its 
drug  affiliate,  Pharma-Craft  Corp., 
active  radio-tv  advertiser.  Dr.  Edward 
Sheckman,  Seagram's  chairman  of  re- 
search and  development,  receives  in- 
terim general  managership  of  Pharma- 
Craft  in  charge  of  all  activities;  Robert 
Bragarnick,  Seagram's  vice  president  in 
charge  of  marketing,  takes  over  adver- 
tising supervision  also  for  time  being. 
Frank  F.  Bell,  Pharma-Craft  president, 
and  Ralph  C.  Robertson,  director  of  ad- 
vertising, have  resigned.  Pharma-Craft 
budgets  over  $5  million  in  advertising, 
bulk  of  it  in  radio  and  tv.  Products: 
Coldene  cold  remedy  (J.  Walter  Thomp- 
son) runs  20  or  more  segments  in  NBC 
Radio's  Monitor,  uses  much  tv  spot, 
probably  will  increase  it;  Coldene  stick 
(Cunningham  &  Walsh)  uses  some  spot 
tv,  no  radio;  Fresh  deodorant  (also 
JWT)  uses  tv;  Ting  (via  Cohen  &  Ale- 
shire)  is  mostly  in  radio. 

•  Slenderella  International,  Stamford, 
Conn.,  appoints  Product  Services  Inc. 
to  handle  advertising.  About  75%  of 
$2.5  million  budget  for  1959  will  be 
allocated  to  spot  tv.  In  past,  Slenderella 
has  used  mostly  newspapers  and  spot 
radio,  and  has  credited  latter  medium 
with  playing  heavy  role  in  expansion  to 
150  salons  in  11  countries.  Company 
advertises  in  50  U.  S.  markets.  Account 
formerly  was  with  Management  Assoc. 

•  P.  Lorillard  Co.  (Kent  cigarettes), 
N.  Y.,  will  sponsor  Richard  Diamond, 
Private  Detective  produced  by  Four 
Star  Films  (Sun..  10-10:30  p.m.)  on 
CBS-TV.  Slot  occupied  now  by  Keep 
Talking,  which  goes  off  next  month,  and 
Diamond  comes  in  Feb.  15.  Lennen  & 
Newell,  N.  Y.,  is  Lorillard's  agency. 

Nine  members  join 
House  committee 

Four  new  Democratic  members  and 
five  new  Republicans  were  appointed 
Friday  (Jan.  16)  to  House  Interstate 
&  Foreign  Commerce  Committee.  Mem- 
bership remained  at  33  with  majority- 
minority  ratio  changing  from  18-15  to 
21-12. 

New  Democratic  members  of  Com- 
merce Committee  are  Paul  Rogers 
(Fla.)  whose  father  was  member  dur- 
ing several  terms  in  Congress,  Robert 
Hemphill  (S.  C),  Rosten  Kowski  (111.) 
and  Laurence  Brock  (Neb.).  Republi- 
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AT  DEADLINE 

CONTINUED 

cans  appointed  Friday  include  Harold 
R.  Collier  (111.),  Milton  W.  Glenn 
(N.  J.),  Samuel  L.  Devine  (Ohio), 
Hastings  Keith  (Mass.)  and  Ancher 
Nelson  (Minn.). 

Rep.  J.  Carlton  Loser  (D-Tenn.) 
relinquished  his  committee  seat  in  favor 


of  Judiciary  Committee  assignment  and 
Rep.  Bruce  Alger  (R-Tex.)  was  re-as- 
signed to  Ways  &  Means  Committee. 
Seventeen  remaining  Democratic  mem- 
bers of  committee  during  85th  Con- 
gress were  re-elected  and  re-appointed 
with  Rep.  Oren  Harris  (D-Ark.)  re- 
maining as  chairman.  GOP  retains 
seven  holdover  members  with  others 
either  defeated  or  retired. 


CBC  to  name  rep 

Canadian  Broadcasting  Corp.  under- 
stood ready  to  appoint  first  U.  S.  na- 
tional representative.  Reports  are  that 
CBC  shortly  will  name  McGavren- 
Quinn,  New  York,  to  represent  CBC's 
two  radio  networks  for  national  busi- 
ness and  its  16  owned-and-operated  ra- 
dio outlets  for  spot  business. 


WEEK'S  HEADLINERS. 


Mr.  Robertson 


Sol  C.  Siegel,  top  Hollywood  producer 
and  MGM  Studios  head,  last  week  took 
charge  also  of  all  MGM's  tv  production 
(see  story,  page  82).  As  v.p.  in  charge  of 
production,  MGM  Studios,  Mr.  Siegel  was 
charged  last  year  with  task  of  upgrading 
MGM  and  returning  it  to  its  once-power- 
ful stature.  Mr.  Siegel  was  newspaper  man, 
real  estate  salesman  and  in  music  business 
Mr.  Siegel  (sales  manager,  Brunswick-Columbia  Rec- 

ord Co.)  before  emigrating  from  New  York  to  Hollywood 
in  1934  to  assist  in  amalgamating  six  independent  film 
companies  into  Republic  Studios. 

Ralph  C.  Robertson,  advertising  director 
of  Pharma-Craft  Corp.,  Cranbury,  N.J.. 
moves  to  B.  T.  Babbitt  Co.,  N.Y.,  in  sim- 
ilar position  which  has  been  vacant  since 
Babbitt  came  under  new  management  last 
year.  Mr.  Robertson  was  formerly  with 
Colgate-Palmolive,  N.Y.,  as  assistant  ad- 
vertising manager  until  1953  when  he  left 
to  join  Geyer  Adv.  (now  Geyer,  Morey, 
Madden  &  Ballard  Inc.),  N.Y.  He  resigned 
from  Geyer  in  early  1958  as  v.p.  and  marketing  director  to 
join  Pharma-Craft. 

John  W.  Kluge,  major 
Washington  food  broker 
who  owns  (or  controls) 
broadcast  properties  in  sev- 
en major  markets  (two  of 
them  being  sold),  elected 
chairman  of  board,  Metro- 
politan Broadcasting  Corp. 
(WNEW-AM-FM-TV  New 
York,  WTTG  [TV]  Wash- 
ington and  WHK-AM-FM  Cleveland)  Richard  D.  Buck- 
ley, Metropolitan  v.p.  and  WNEW  radio  division  presi- 
dent, elected  president  of  corporation  replacing  Bernard 
Goodwin,  who  resigns.  Mr.  Kluge's  interests  in  addition 
to  food  brokerage  include  printing,  real  estate,  race  horse 
stables  (trotters)  and  investment  companies.  Mr.  Buckley 
was  president  of  John  Blair  &  Co.,  radio  station  representa- 
tive, for  10  years,  and  in  1954  headed  a  group  who  pur- 
chased WNEW  New  York,  becoming  president  of 
the  station.  Two  years  ago,  WNEW  was  sold  to  Du- 
Mont  Broadcasting  Corp.  (now  Metropolitan)  and 
Mr.  Buckley  was  appointed  to  his  dual  posts.  Other 
board  actions:  Warren  Lasher,  president  of  Bank  of 
Silver  Spring  (Md.),  appointed  board  member;  Robert  A. 
Dreyer,  general  counsel,  appointed  corporation  secretary, 
and  following  executive  committee  appointed:  Messrs. 
Kluge,  Buckley  and  Robert  C.  Jones,  senior  partner  of 


Jones,  Kreeger  investment  banking  firm.  Ownership  of 
Metropolitan  was  transferred  earlier  this  month  (At  Dead- 
line, Jan.  5). 

Julian  Goodman,  manager  of  NBC  News 
bureau  in  Washington,  last  Thursday  (Jan. 
15)  was  elected  chairman  of  Congressional 
Radio-Television  Correspondents  Assn.  for 
1959,  succeeding  Edward  P.  Morgan, 
commentator,  ABC  News.  Other  officers 
elected  were  Lewis  W.  Shollenberger, 
director  of  special  events,  CBS  News, 
Washington,  to  vice  chairman;  Ann  Cor- 
Mr.  Goodman  RICK)  assistant  Washington  bureau  chief, 
Westinghouse  Broadcasting  Co.  News,  to  secretary,  and 
John  Secondari,  chief  of  Washington  bureau,  ABC  News, 
to  treasurer.  Three  correspondents  were  elected  as  members- 
at-large  to  executive  committee:  William  T.  Corrigan,  in 
charge  of  newsfilm,  CBS  News,  W:  hington,  representing  tv 
film;  Steve  McCormick,  Washington  bureau  chief,  MBS, 
representing  networks,  and  Nld  Brooks,  NBC  News  com- 
mentator, representing  independents. 

A.  R.  Hopkins,  who  retired  earlier  this 
month  as  broadcast  equipment  sales  execu- 
tive of  RCA  (Broadcasting,        5),  has 
been  retried  as  consultant  to  professional 
products  division,  Ampex  Corp.,  Redwood 
City,  Calif.  Mr.  Hopkins  will  concentrate 
on  market  planning  for  firm's  VTR-1000 
videotape  recorder  and  other  professional 
tape  recording,  duplicating  and  playback 
Mr.  Hopkins         equipment.  He  had  been  with  RCA  for  30 
years,  last  decade  as  head  of  broadcast  and  tv  department  of 
engineering  products  division.  Mr.  Hopkins  is  member  of 
Institute  of  Radio  Engineers. 

William  B.  Dolph  resigns 
as  president  of  American 
Broadcasting  Stations  Inc. 
(WMT  Cedar  Rapids  and 
KWMT  Fort  Dodge,  both 
.  Iowa).  William  B.  Quar- 
jBl  ton,  v.p.,  elected  to  execu- 
tive v.p.  of  company.  Mrs. 
Helen  S.  Mark,  chairman 
of  board,  assumes  presiden- 
cy of  ABC.  Helen  Mark  Hermann  elected  treasurer,  and 
Mrs.  Helen  Jett  continues  as  corporation  secretary.  Mr. 
Dolph  has  interests  in  WMT-TV  Cedar  Rapids,  KJBS  San 
Francisco  and  KMYR  Denver.  Mr.  Quarton,  executive  v.p. 
and  general  manager  of  WMT-TV,  also  has  minority  interest 
in  KMYR. 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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IN   CHARLOTTE  (top  TV  market  of  the  Southeast)1 

THE  "OLD"  BROOM 
SWEEPS  CLEAN 


P.S. 


Nielsen  credits  10  year  "old"  WBTV  with  a  clean  sweep  of  Char- 
lotte, the  Southeast's  largest  TV  market!*  WBTV  wins  40  out  of 
the  top  40  programs,  441  out  of  469  quarter-hour  wins  and  an 
overwhelming  share  of  audience  sign-on  to  sign-off  ...  all  in  the 
metro  report.  The  total  area  figures  are  even  more  decisive  in  the 
clean  sweep! 

The  Charlotte-WBTV  market  is  the  Southeast's  largest  with 
632,070  homes  compared  to  second-place  Atlanta's  579,090.* 
Decidedly,  your  first  big  step  in  Southeastern  television  market 
selection  is  WBTV-Charlotte.  Contact  CBS  Television  Spot  Sales 
for  the  full  "clean  sweep"  story. 


We  "suspect"  a  comparison  of  other  rating  services  will  confirm  Nielsen! 

"— NCS  #3  Total  TV  Homes 
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JEFFERSON  STANDARD 
BROADCASTING  COMPAN\ 


FROM  COAST-TO  COAST  .  .  . 

TREMENDOUS 
^DEMAND 


FOR  ECONOMEE'S  TWO  GREAT  NEW  SERIES 


SNAPPED  UP  BY  STATIONS  LIKE  THESE: 


KMSP-TV 

Minneapolis 

KNOP 

North  Platte,  Neb. 

WFMJ-TV 

Youngstown,  Ohio 

KXJB-TV 

Valley  City,  N.  D. 

KDIX-TV 

Dickinson,  N.  D. 

WEAR-TV 

Pensacola,  Fla. 

KHSL-TV 

Chico,  Calif. 

KTNT-TV 

Seattle 

KRBC-TV 

Abilene,  Tex. 

KABC-TV 

Los  Angeles 

WRCV-TV 

Philadelphia 

CKLW-TV 

Detroit 

KXMC-TV 

Mi  not,  N.  D. 

WGR-TV 

Buffalo,  N.  Y. 

KBMB-TV 

Bismarck,  N.  D. 

WTOK-TV 

Meridian,  Miss. 

KRTV 

Great  Falls,  Mont. 

WGN-TV 

Chicago 

WSIL-TV 

Harrisburg,  III. 

KVKM 

Monahans-  Odessa- 
Midland.  Texas 

The  proven  audience  appeal  for  both  of  these  power- 
packed  prestige  series  offers  a  golden  opportunity  to 
strengthen  programming,  boost  sales. 

You'll  win  community  praise*  as  you  out-pace  your 
competition  with  these  timely,  vital  shows.  They  are  still 
available  in  some  markets  for  full  or  alternate  sponsor- 
ship or  as  spot  carriers.  Get  details  NOW! 


*  EXTRA!  AN  EXCITING,  ALL-NEW  CONTEST  PROMOTION!  ENDORSED  BY  SUPERINTENDENTS  OF  THE  U  S  MILITARY 
U.  S.  NAVAL  ACADEMIES  AND  THE  DEPARTMENT  OF  DEFENSE.  Use  it  to  gain  immediate  attention,  interest  and  respon 
your  community!  For  exclusive  use  of  sponsors  of  "MEN  OF  ANNAPOLIS"  and  "WEST  POINT". 


1ST  RUN  RATINGS 
FOR  "WEST  POINT" 


BOSTON 

PITTSBURGH 

43.5 

52.5 

OMAHA  ' 

42.0 

PROVIDENCE 

37.5 

1  MINNEAPOLIS 

SYRACUSE 

132.3 

Source:  A 
★    ★    ★    ★  * 

33.8 

RB  and  Pulse 
■k    *    ★    *  ★ 

^^^^ 

S&fSAT/OML 

1ST  RUN  RATINGS  FOR 
"MEN  OF  ANNAPOLIS" 


JACKSONVILLE 

NEW  ORLEANS 

31.0 

49.5 

DAYTON 

32.5 

PEORIA 

32.5 

BUFFALO 

26.0 

BOISE 

28.6  j 

Source:  ARB  and  Pul 


For  high-quality  aural  and  visual  signals. ..and  for  maximum  ON-AIR  continuity. ..it  pays  to 
use  RCA  time-proved  tube  designs  across  the  board.  No  finer  tubes  are  made  for  monochrome  or 
color.  Your  RCA  Electron  Tube  Distributor  has  the  tubes  you  need-for  cameras-transmitters- 
film  systems— camera  chains— audio  equipment— power  supplies.  He  is  at  your  service  day  and 
night.  Just  call  him  for  fast  delivery. 

RADIO  CORPORATION  OF  AMERICA 

Electron  Tube  DMelon  Harrison,  N.  J. 


New  format  is  popular 

editor: 

I  like  your  new  streamlined  format! 
Making  any  trade  paper  easier  and 
faster  to  read,  is  admirable.  In  the 
case  of  Broadcasting,  it's  especially 
praiseworthy  since  I've  been  reading  it 
regularly  for  years. 
Sy  Frolick 

Fletcher  D.  Richards  Inc. 
New  York 

editor: 

Congratulations  on  the  improvement 
of  the  appearance  and  contents  of  your 
"ever-alive"  Broadcasting  Magazine. 

[It]  is  as  advanced  over  your  former 
publication  as  stereophonic  sound  is  to 
radio  and  three  dimension  and  color  are 
to  television. 

Ray  V.  Hamilton 
Hamilton,  Stubblefield,  Twining 

&  Assoc. 
Chicago 

editor: 

With  reference  to  your  new  format  in 
magazine  size.  Let  me  say  to  you  that  it 
ain't  the  size  that  counts,  it's  still  the 
quality  and  Broadcasting  has  still  got 

Bob  A.  Roth 
Commercial  Manager 
KONO-TV 
San  Antonio 


OPEN  MIKE 


Salute  to  radio-tv 

editor: 

In  the  Dec.  15  issue  we  were  very 
pleased  to  see  the  article  about  Meredith 
Willson's  recent  two-day  appearance  in 
Peoria. 

The  enthusiasm  and  sincerity  of  both 
Mr.  and  Mrs.  Willson  in  appealing  for 
donors  in  behalf  of  the  Red  Cross  blood 
program  will  be  remembered  for  a  long 
time  in  this  area.  Through  the  efforts  of 
Robert  Frudeger,  president  of  WIRL, 
they  came  here  to  kick  off  a  pre-holiday 
appeal  for  1 ,000  pints  of  blood. 

We  are  deeply  indebted  to  the  Will- 
sons,  Capitol  Records,  Mr.  Frudeger 
the  three  additional  radio  stations' 
WEEK,  WMBD  and  WPEO,  and  televi- 
sion stations,  WEEK-TV,  WMBD-TV 
and  WTVH  (TV)  which  cooperated  so 
wholeheartedly  to  make  this  a  success- 
ful project.  In  fact,  we  could  not  have 
operated  a  Regional  Red  Cross  Blood 
Center  for  nearly  eight  years  without 
the  splendid  support  of  all  the  radio  and 
television  stations  in  this  community. 
As  an  industry  they  repeatedly  have 
given  their  time  and  talent  to  publicize 
the  blood  program  through  news  cov- 
erage and  spot  announcements.  When 
emergency  appeals  for  particular  blood 
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types  are  needed  we  can  count  on  these 
stations  to  spread  the  word  within 
minutes. 

In  behalf  of  all  these  fine  stations  we 
hope  you  will  print  our  salute  to  the 
radio-television  industry  for  their  will- 
ingness and  effectiveness  in  helping  us  to 
do  our  Red  Cross  work  in  this^  com- 
munity. 

Thomas  M.  Logan,  President 
Peoria  (111.)  County  Chapter 
American  Red  Cross 

Heard  on  Broadway 

EDITOR : 

Just  a  note  ...  a  very  nice  story  in 
your  Dec.  1 5  issue  [about  plans  to  buy 
WJAR-AM-TV  Providence]  ...  I  espe- 
cially liked  the  picture  of  the  empty 
chair  and  the  caption  "Odd  Man  Out." 

[Late  last  month]  Bill  Zeckendorf. 
Roger  Stevens  and  I  flew  to  Provi- 
dence in  the  Webb  &  Knapp  plane. 
Roger  Stevens  remarked  that  he  had 
heard  about  the  story  in  Broadcasting 
but  had  not  seen  it.  I  said  I  just  hap- 
pened to  have  one.  There  was  a  lot  of 
ribbing  between  Zeckendorf  and  Stevens 
about  "Odd  Man  Out."  They  also  en- 
joyed the  story. 

John  C.  Mullins 
President,  KBTV  (TV)  Denver 

[EDITOR'S  NOTE:  Zeckendorf-MuUins  In- 
*e/«s*s  now  have  70%  of  stock  tenders 
needed  to  go  ahead  with  $12  million  pur- 
chase of  Outlet  Co.,  WJAR-AM-TV  licensee, 
if  5 eckendorf  bought  out  part  interest  of 
f/wt,Way  pF?£uSer  Roger  Stevens,  who 
earlier  was  a  third  partner  in  the  venture.] 

Misinformed 

EDITOR : 

YOU  HAVE  BEEN  MISINFORMED  AND  DO 
US  A  GROSS  INJUSTICE  IN  YOUR  CLOSED  I 
CIRCUIT  ITEM  [JAN.  12]  WITH  REFER-  I 
ENCE  TO  WRVA  RADIO  AND  THE  CBS  PCP 
PLAN.  INTEGRATION  WAS  NOT  MEN- 
TIONED BY  EITHER  PARTY  TO  OUR  DIS- 
CUSSIONS AND  IS  NOT  A  FACTOR  IN  OUR 
DECISION  NOT  TO  ACCEPT  NEW  CBS  RA- 
DIO PROGRAM  CONSOLIDATION  PLAN.  OUR 
CONTRACT  WITH  CBS  RUNS  UNTIL  1960. 
WE  HAVE  NOT  CANCELLED  IT.  CBS  HAS. 
OUR  POSITION  ON  THIS  PROPOSAL  IS  SIM- 
PLY ONE  OF  BUSINESS  JUDGMENT.  WE 
DON'T  SEE  HOW  WE  CAN  LIVE  SATISFAC- 
TORILY UNDER  THE  PROPOSED  PLAN.  WE 
DO  NOT  FEEL  COMPULSORY  TIME  CLEAR- 
ANCE IS  IN  THE  PUBLIC  INTEREST.  WE 
ARE  UNALTERABLY  OPPOSED  TO  A  BARTER 
DEAL  FOR  OUR  VALUABLE  TIME.  THAT  IS 
THE  SITUATION  IN  A  NUTSHELL. 
C  T.  LUCY 

wrva  richmond,  va. 

editor: 

DISTRESSED  BY  ITEM  IN  THIS  WEEK'S 
BROADCASTING  REGARDING  WRVA  AND  ITS 
RELATIONSHIPS  WITH  CBS  RADIO  NET- 
WORK. THOUGHT  YOU  WOULD  WANT  TO 


ADVENTURE 
SAM  FLUFF 


{He  had  to  get 
out  of  toivn  when 

he  froze  up  in  the 
middle  of  an 

important  live 
commercial) 


IT  COULDN'T  HAVE  HAPPENED  WITH 
TELEPROMPTER.  TelePrompTer  inspires 
confidence.  Confidence  on  the  part  of 
announcers  who  know  they  can't  forget 
or  fluff.  Confidence  on  the  part  of 
clients  who  know  their  commercial  will 
be  delivered  smoothly,  professionally, 
accurately.  No  wonder  more  and  more 
broadcasters  and  clients  agree  "No 
station  is  fully  equipped  without 
TelePrompTer." 

Another  big  sales  plus  for  broadcasters 
is  TelePro  Rear  Screen  Television  that 
can  show  your  client's  office,  store  or 
factory  as  a  convincing  background  to 
any  commercial.  See  both  Tele- 
PrompTer and  TelePro  at  the  N.A.B. 
Convention,  in  Chicago,  March  15. 

Specialists  in 
GROUP  COMMUNICATIONS 

— —  Li  CORPORATION 

311  WEST  43  ST.,  NEW  YORK  36,  N.  Y. 
LOS  ANGELES  •  WASHINGTON,  D.C.  •  CHICAGO 
HUNTSVILLE,  ALA.    .    TORONTO    •  LONDON 


IS 


WBNS  Radio 

Columbus,  Ohio 

John  Blair  &  Co.,  Representatives 


We  have  81%  renewal  of  local  ac- 
counts with  82%  of  our  subscribers 
being  on  the  air  from  5  to  27  years 
without  interruption. 


What's  the  Outlook  for  '59? 

BROADCASTING'S  February  9  issue  called  Perspective  '59  will 
give  you  an  exhaustive,  comprehensive  inquiry  into  every 
area  of  broadcast  advertising  including  features  like  this: 

•  Exclusive  report  of  tv-radio  net  time  sales  for  1958. 

•  J.  Walter  Thompson's  Arno  Johnson  analysis  of  tv-radio 

volume  in  '59  in  relationship  to  economic  trends. 

•  Nielsen  report  on  attitudes  of  tv-radio  audiences. 

•  Feature  Film  Supply  .  .  .  How  long  will  it  last? 

•  Videotape.  Revolutionizing  tv  production  in  '59. 

•  RAB's  Kevin  Sweeney  and  TvB's  Norman  Cash  reports. 

These,  and  other  important  contents  including  our  regular  spot 
news  coverage,  make  the  February  9  issue  an  outstanding  ad- 
vertising value. 

Deadline:  January  30;  Regular  rates 

WIRE  or  PHONE  nearest  BROADCASTING  office  for  your  reser- 
vation now.   24,000  circulation. 


KNOW  THAT  AT  NO  TIME  IN  OUR  PCP 
NEGOTIATION  WITH  WRVA  HAS  TOPIC  OF 
INTEGRATION  BEEN  EVEN  A  MATTER  OF 
CONVERSATION,  ALTHOUGH,  AS  YOU  HAD 
BEEN  INFORMED,  CBS  NEWS  COVERAGE 
WAS  A  FACTOR. 

ARTHUR  HULL  HAYES 

PRESIDENT 

CBS  RADIO,  NEW  YORK 

Yes,  there  is  a  WPAC-FM 

EDITOR : 

A  long  time  ago  somebody  told  me 
that  when  you  have  to  explain,  you're 
always  in  the  wrong.  This  has  never 
been  more  forcibly  driven  home  than 
when  some  joker  took  it  on  himself  to 
send  in  a  phony  report  to  the  UPI 
[satellite  "broadcasting"].  Each  time  the 
story  has  been  told,  some  inaccuracy 
has  been  added.  The  current  one  ap- 
pears in  your  box  story  in  the  Dec.  29 
issue  [page  58].  It  says  WPAC  has  no 
fm.  Quite  the  contrary,  WPAC-FM  has 
been  in  operation  well  over  a  year.  We 
operate  with  10,000  w  ERP  and  are  en- 
joying a  large  acceptance  by  both  lis- 
tener and  sponsor.  Along  with  its  sister 
station  WP AC-AM,  it  is  doing  very  well 
thank  you.  It  operates  at  106.1  mc. 

Lee  Morrison 

WPAC-AM-FM 

Patchogue,  L.I.,  N.Y. 

Matter  of  semantics 

editor: 

I  note  on  the  At  Deadline  page  of 
your  magazine  for  Dec.  22,  1958,  that 
you  now  have  KFBB-TV  Great  Falls 
an  affiliate  of  the  Z-Bar  Network.  .  .  . 
KFBB  Radio  and  KFBB-TV  are  not 
affiliated  in  any  way  with  the  Z-Bar 
Net.  Our  stations  are  still  owned  by 
Wilkins  Broadcast  Inc.  and  on  the  tv 
side  we  are  affiliated  with  CBS,  ABC 
and  NBC,  and  we  get  our  live  picture 
into  Great  Falls  from  the  networks  in 
Salt  Lake  via  the  Skyline  Network. 
Will  you  please  print  a  correction? 

/.  P.  Wilkins 

KFBB  Great  Falls,  Mont. 

[EDITOR'S  NOTE:  KFBB-TV  holds  "li- 
cense" from  Z-Bar  Network  Inc.  to  re- 
broadcast  from  KXLF-TV  Butte,  Mont., 
according  to  pending  suit  by  Z-Bar  and 
KXLF-TV  against  Helena  Television  Inc., 
community  antenna  firm  at  Helena,  Mont.] 


BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 350  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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FAMOUS 
BRANDS 

©[Texas 


THE  "J A" 

An  unl.ikely  pair — English 
gentleman  and  rugged  cowboy 
— ran  the  first  ranch  in  the 
Texas  Panhandle.  The  "JA", 
it  was  named  for  Englishman, 
John  Adair.   Charles  Goodnight, 
the  cowboy,  gave  his  name  to 
a  famous  old  west  trail. 

ANOTHER  BRAND 
BECOMING  FAMOUS 
IN  THE  TEXAS 
PANHANDLE .  .  . 


Yes,  and  K-7  is  burning  a 
deep  impression  on  tele- 
viewers across  the  great 
High  Plains!   New  manage- 
ment, new  full  power,  new 
full-day  programming,  and 
new  ABC  interconnection 
.  .  .  PLUS  a  consistent, 
exciting  promotion  cam- 
paign .  .  .  enable  KVII-TV 
to  sell  your  brand  in  a  rich 
growing  marketing  area. 
Get  the  K-7  story  from  the 
Boiling  Company. 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

( "  Indicates  first  or  revised  listing) 

JANUARY 

Jan.  19 — Radio  &  Television  Executives  Society's 
"Newsmaker"  luncheon,  12:30  p.m.,  Ballroom, 
Hotel  Roosevelt,  New  York.  U.S.  Ambassador  to 
the  U.N.  Henry  Cabot  Lodge  will  speak  on  inter- 
national relations. 

*Jan.  19-20 — Six  cities  seeking  1960  Repub- 
lican National  Convention  will  present  their  bids 
to  GOP  Site  Committee  at  Savery  Hotel,  Des 
Moines.  Radio-tv  spokesmen  will  be  heard  Jan.  20, 
5-6  p.m. 

Jan.  20 — Screen  Producers  Guild  awards  dinner, 
Beverly  Hilton  Hotel,  Los  Angeles. 

,sJan.  20 — Radio  &  Television  Executives  Society 
Timebuying  &  Selling  Seminar  luncheon,  12:15 
p.m.,  Hawaiian  Room,  Hotel  Lexington,  New  York 
City.  Topic:  "All-Media  Buying,  Pro  &  Con." 
Speakers:  Dr.  Seymour  Banks,  vice  president,  Leo 
Burnett  Co.,  Chicago,  and  Michael  J.  Donovan, 
vice  president-associate  media  director,  Benton  & 
Bowles,  N.Y. 

''Jan.  21 — Comments  invited  on  FCC  inquiry  into 
space-space  and  space-earth  frequency  allocations. 
Docket  12,263. 

*Jan.  23-25 — National  Advertising  Agency  Net- 
work, eastern  regional  conference,  Statler  Hilton 
Hotel,  Washington. 

Jan.  23 — NAB's  Tv  Code  Review  Board  will  meet 
at  association's  Washington  headquarters.  Enforce- 
ment of  "men  in  white"  ban  against  actors'  por- 
trayals of  doctors,  dentists  and  nurses  will  be 
reviewed.  Ban  went  into  effect  Jan.  1. 

Jan.  23 — Oral  argument  scheduled  before  FCC 
en  banc  on  Indianapolis  ch.  13  grant  held  by 
Crosley  Broadcasting  Corp.  Case  remanded  by  U.S. 
Court  of  Appeals  for  District  of  Columbia  on 
ground  that  FCC  Comr.  T.A.M.  Craven  should  not 
have  voted  since  he  did  not  hear  oral  argument. 

Jan.  23 — Broadcasters  Promotion  Assn.  steering 
committee  meets  in  WGN-AM-TV  Chicago  studios. 
Board  holds  first  meeting  under  new  BPA  President 
Charles  A.  Wilson  at  the  Kungsholm  Restaurant, 
Chicago. 

Jan.  23-25 — Mid-winter  conference  of  Advertis- 
ing Assn.  of  the  West,  Rickey's  Studio  Inn,  San 
Jose,  Calif. 

Jan.  23-25 — American  Women  in  Radio  &  Tele- 
vision (Great  Lakes  area)  will  meet  in  Detroit. 

*Jan.  24 — Report  of  Television  Allocations  Study 
Organization  to  be  reviewed  by  TAS0  board. 

*Jan.  27 — Board  of  directors,  Assn.  of  Maximum 
Service  Telecasters,  Shoreham  Hotel,  Washington, 
to  hear  reports  on  TAS0  directional  antenna  test 
program. 


Jan.  27-29 — South  Carolina  Radio  &  Television 
Broadcasters  Assn.,  winter  convention,  Hotel  Wade 
Hampton,  Columbia.  Members  of  General  As- 
sembly will  be  entertained  at  Jan.  28  banquet. 

Jan.  28-29 — Georgia  Radio  &  Tv  Institute,  spon- 
sored by  Georgia  Assn.  of  Broadcasters  and  Henry 
W.  Grady  School  of  Journalism,  U.  of  Georgia,  at 
Athens. 

Jan.  29 — Cooperative  advertising  workshop,  Assn. 
of  National  Advertisers,  Hotel  Pierre,  New  York. 

Jan.  30 — Oral  argument  scheduled  before  FCC 
en  banc  on  Seattle  ch.  7  grant  held  by  Queen 
City  Broadcasting  Co.  (KIR0).  Case  reopened  on 
petition  for  reconsideration  filed  by  KXA  and 
KVI,  both  Seattle. 


FEBRUARY 

Feb.  1-6 — Winter  meeting  of  American  Institute 
of  Electrical  Engineers,  Statler  Hilton  Hotel,  New 
York,  includes  four  sessions  devoted  to  radio  and 
tv  experiments  and  operations.  NBC  and  CBS 
videotape  installations  will  be  described. 


Feb.  2-6 — Combined  NAB  boards  will  meet  at 
Hollywood  Beach  Hotel,  Hollywood  Beach,  Fla. 
Semi-annual  session  opens  Feb.  2  with  Tv  Finance 
Committee;  Feb.  3,  General  Fund  and  Member- 
ship Committees;  Feb.  4,  Tv  Board;  Feb.  5,  Radio 
Board;  Feb.  6,  combined  Tv  and  Radio  Boards. 

Feb.  5-April  30 — Thursday  evenings,  13-week 
seminar  in  operations  research  for  advertising  and 
marketing  personnel,  sponsored  by  Advertising 
Research  Foundation,  at  site  to  be  announced. 

Feb.  5-8— Hi-fi  Show,  Shoreham  Hotel,  Washing- 
ton. The  newest  in  stereo  and  reproducing  gear 
will  be  on  display. 

Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad- 
vertising Assn.  of  the  West. 

*Feb.  14 — Institute  of  Radio  Engineers,  Washing- 
ton Section,  annual  banquet,  Statler  Hilton  Hotel, 

Washington. 

Feb.  15 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  United  States  scheduled  in 
U.  S.  District  Court,  Washington.  Motions  for 
trial  to  be  held  in  Miami  are  pending. 

Feb  17-20— Audio  Engineering  Society,  annual 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

*Feb.  18 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673. 


*Feb.  21— United  Press  Intl.  Broadcasters  Assn. 
of  Connecticut,  Jolly  Fisherman,  Norwalk. 

Feb  24-25 — NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

*Feb  25-27:  Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 


MARCH 

March  2— Boston  ch.  5  rehearing  scheduled  to 
begin  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.  Examiner:  Judge  Horace  Stern. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18-  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
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THE 


We  believe  that  the  most  wildly  successful  show  on  earth  means  little,  if  each  minute 
devoted  to  the  sales  message  does  not  hold  and  move  your  audience.  .  .  .  With  us.  show 
business  is  business -business  that  shows  a  profit  for  our  clients.    N.  W.  AYER  &  SON,  INC. 


The  commercial  is  the  payoff 
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is  written  in  pencil 


Of  course  we're  proud  of  the  silver  and  bronze  plaques,  the 
medals,  the  handsomely  lettered  scrolls  that  make  up  the  more  than 
lOO  major  awards  won  by  Crosley  Broadcasting  Corporation. 

But  our  finest  award  is  written  in  a  child's  hand  on  lined  paper. 
It  simply  says,  "Thank  you  for  the  toys  you  sent  me  when  I  was  in 
the  hospitl.  I  still  have  them." 

In  our  36  years  of  broadcasting  and  over  lO  years  of  telecasting,  we 
have  been  privileged  to  make  many  contributions  to  the  progress  of 
the  industry.  Our  public  services,  our  showmanship  and  technical  skills 
are  widely  known.  But  our  finest  achievement,  acknowledged  by  a 
child,  is  keeping  heart  and  humanity  in  broadcasting  and  telecasting. 

Wherever  there  is  a  WLW —  Indianapolis,  Cincinnati,  Columbus, 
Dayton,  Atlanta— there  is  also  the  warm  and  friendly  spirit  of  a  station 
that  puts  service  to  the  community  above  all  other  considerations. 


WLW-I 

Television 


WLW-D 

Television 


WLW-C 

Television 


THE 

"avm       CROSLEY  — 
GROUP 

WLW-T  WLW-A 

Television  Television 


Crosley  Broadcasting  Corporation,  a  division  of 


Manufacturing  Corporation 


AGAIN! 


Rochester,  N".  ItVs  largest* 
Over-All 
share  of  audience! 

* 

274  FIRSTS* 
out  off  455  competitive 
Quarter- Hours 

* 

11  of  the  top  15* 
Rochester  favorites 

Rochester  Metropolitan  Area 

TELEPULSE,  OCT.,  1958 


NATIONAL  REPRESENTATIVES 
The  Boiling  Co.  WVET-TV 
Everett  McKinney  WHEC-TV 


w  ii 
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equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler-Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 


'April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

"  April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
West  Coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  20-23 — American  Newspaper  Publishers 
Assn.,  Waldorf-Astoria  Hotel,  New  York. 

Aprir  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

'April  26-29 — National  Assn.  of  Transportation 
Advertising  convention,  The  Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 

April  30-May  3 — Assn.  of  Women  in  Radio  & 

Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 

*May  1 — National  Law  Day. 

May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 

May  4-8— Society  oF  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla. 

May  20-22 — Assn.  of  National  Advertisers,  spring 
meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 

JUNE 

*June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 
Cambridge,  Mass. 

June  7-10 — Advertising  Federation  of  America, 

annual  convention,  Hotel  Leamington,  Minneapolis. 

*June  9-11— National  Community  Television  Assn. 

annual  convention,  Mayflower  Hotel,  Washington, 
D.C. 

June  12-16 — National  Federation  of  Advertising 

Agencies,  annual  convention,  Chatham  Bars  Inn, 
Chatham,  Mass. 

June  14-17 — National  Industrial  Advertisers  Assn., 

nat:onal  convention,  Fairmont  and  Mark  Hopkins 
Hotels,  San  Francisco. 

June  28-July  2— Advertising  Assn.  of  the  West, 

annual  convention,  Tahoe  Tavern,  Tahoe  City,  Calif. 


*0ct.  12-14 — National  Electronics  Conference, 
Hotel'  Sherman,  Chicago. 
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When  you 
gotta  get  the 
show  on  the 


ITS  THERE  IN  HOURS... 
AND  COSTS  YOU  LESS! 


Your  packages  go  anywhere  Greyhound  goes . . .  and 
Greyhound  goes  over  a  million  miles  a  day!  That 
means  faster,  more  direct  service  to  more  areas, 
including  many,  many  places  not  reached  by  other 
public  transportation. 

What's  more,  Greyhound  Package  Express  offers 
this  service  seven  days  a  week ...  twenty-four  hours 
a  day...  even  on  week-ends  and  holidays!  Packages 
get  the  same  care  and  consideration  as  Greyhound 
passengers.,  .riding  on  dependable  Greyhound  buses 
on  their  regular  runs.  And  you  can  send  C.O.D.,  Col- 
lect, Prepaid— or  open  a  Charge  Account. 

So  remember— anything  from  reels  to  records  can 
be  sent  Greyhound  Package  Express. 
Call  your  nearest  Greyhound  bus  station  or  write  to 
Greyhound,  Dept.  B1,  5600  Jarvis  Ave.,  Chicago,  III. 
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FOUR  WEEK,  Oct.  15-Nov.ll  SURVEY 

Shows  WDEF-TV 
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total  competitive  quarter  hrs . 

WDEF-TV  226 

Station    B  191 
Station    C       6 1 

"  prime  viewing  hrs.  7- 11:15pm 

WDEF-TV  71 

Station    B  2  7 

Station    C       2  2 

in  facilities  too! 
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REACH 

MAKES  THE  DIFFERENCE 

Take  a  full-court  view  of  Omaha  tele- 
vision for  example.  Here,  the  Metro 
Area  Rating  gives  only  part  of  the 
score. 

A.  C.  Nielsen  and  Co.,  however,  com- 
piled total  audience  in  their  first  Oma- 
ha Nielsen  Station  Index  in  November. 
Nielsen  found  KMTV  has  plenty  of 

reach;  ENOUGH  TO  DELIVER  MORE 
TELEVISION  HOMES  IN  MORE 
QUARTER  HOURS  THAN  ANY  OTHER 
OMAHA  STATION! 

This  is  no  surprise.  NCS  =  3  had 
shown  that  KMTV  has  more  total  set 
circulation  weekly,  daily,  day  and  night 
than  any  other  Omaha  station! 
Wise  advertisers  get  the  highest  scores 
and  the  lowest  cost-per-thousand  when 
they  buy  KMTV. 

KMTV  OMAHA  CHANNEL  THREE 
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melding  of  the  old  and  the  very  new.  The 
homes  have  a  distinct  and  personal  charm 


. . .  whether  they  be  stately  mansions  alive 
with  tradition  or  rambling  contemporary 
homes  reflecting  the  comfortable  way  of  life. 


MONDAY  MEMO 


from  GENE  ACCAS,  associate  media  director,  Grey  Adv.,  New  York 

What  to  do  'til  the  Univac  comes 


Some  day — and  it  may  not  be  too  dis- 
tant— the  same  men  who  put  a  talking 
satellite  into  orbit  .  .  .  the  same  men 
who  built  a  chess-playing  machine  and 
one  that  translates  foreign  languages  .  .  . 
may  take  a  little  time  and  develop  a 
media  machine. 

When  that  happens,  we  rather  doubt 
that  the  tumbrels  will  roll  on  Madison 
and  Michigan  Avenues  or  that  the  pink 
slip  guillotine  will  decimate  agency  ros- 
ters. For  no  machine — no  matter  how 
complex,  how  swift,  how  vast  its  "mem- 
ory," no  matter  how  "human" — can  re- 
place the  human. 

Why  We  Need  People  •  May  we 
limit  this  discussion  to  the  medium 
of  television?  To  begin  with,  there  are 
three  networks.  While  buying  network 
television  is  difficult  the  problems  are 
finite.  To  be  sure,  one  network  leads  the 
other  two  in  a  given  time  period.  One 
kind  of  program  will  do  better  on  Net- 
work "A"  than  Network  "B".  Sets-in- 
use  vary.  Lead-ins  may  be  a  factor;  and 
so  may  lead-outs. 

To  make  network  matters  more  dif- 
ficult, there  are  programs.  Please  don't 
say  "the  show's  the  thing."  We  know. 
Despite  the  added  complication  of  this 
evanescent,  El  Dorado  factor  of  net- 
work television  there  are  facts  we  can 
work  with.  Take  numbers  (and  they  are 
available  in  the  millions),  add  in  his- 
tory; take  program-type  performance 
and  creative  peoples'  records,  add  judg- 
ment and  human  experience,  and  net- 
work buying  is  no  more  than  difficult. 

This  difficulty  is  not  a  function  of 
limited  information;  there  is  sometimes 
a  plethora.  The  networks  can  field  an 
army  of  300-plus  shock  troops  to  sup- 
port front-line  executives  and  salesmen. 
These  shock  troops  are  the  "numbers 
people" — the  researchers,  the  sales  plan- 
ning, development  and  presentation 
men,  the  cartographers  and  allied  artists. 
They  are  a  persuasive  and  informative 
army.  We  are  pleased  they  fire  so  much 
information  at  us. 

Still,  with  its  manifold  problems,  the 
network  decisions  are  relatively  simple; 
buying  involves  relatively  few  men  and 
man-hours.  But  what  of  spot? 

The  Odds  Are  Uneven  •  TvB  reports 
that  advertising  investments  in  network 
time  ran  $516  million  in  1957,  with  spot 
about  $450  million.  In  1958  the  esti- 
mates show  both  figures  up,  with  spot 
at  an  89%  level  of  network. 

How  and  why  is  spot  booming?  Not 
because  any  agency  "invented"  spot,  or 
has  a  corner  on  the  creativity  of  a  20 
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second  commercial  announcement.  No, 
it  is  because  an  army  of  agency  people 
have  worked  hard  and  L-O-N-G  to  take 
advantage  of  the  unique  utility  and  flex- 
ibility of  spot  for  more  and  more  of 
their  clients.  The  stations  and  the  sta- 
tion representatives  have  helped.  But 
aside  from  the  front-line  troops  of  spot 
(the  sales  people)  the  support  troops 
are  sparse,  very  sparse.  And  so  are  the 
data  on  "station  television,"  which  is 
called  spot. 

There  are  at  least  five  usable  rating 
services.  There  are  ID's,  announce- 
ments, participations,  program  sponsor- 
ships and  packages.  There  are  pre- 
emptible spots  and  run-of-station  sched- 
ules. What  is  the  competition  doing? 
What  is  the  "SQ"  (selling  quotient)  of 
local  personalities?  What  is  the  ap- 
parent cost-per-thousand  and  actual  one? 

A  good,  experienced  spot  broadcast 
media  buyer  is  worth  his  weight  in 
ambergris.  He  (and  frequently  she)  is 
invaluable  because  in  addition  to  the 
knowledge  of  the  science  part  of  spot, 
he  knows  the  art  part.  This  is  almost  oc- 
cult, involving,  as  it  does,  the  sensing  of 
facets  of  spot  that  may  not  even  exist 
in  the  mind  of  the  "unenlightened." 

So,  with  the  problem  vaster,  the  in- 
formation is  far  sparser,  when  we  com- 
pare spot  with  network.  That  is  the 
fundamental  reason  for  the  unique  value 
of  spot  buyers  and  their  experience. 

In  the  Land  of  the  Red  Queen  •  Do 
you  remember  what  Lewis  Carroll's  Red 
Queen  said?  "You  see,  here  it  takes  all 
the  running  you  can  do  to  stay  in  the 
same  place.  If  you  want  to  get  some 

Gene  Accas,  b.  Oct.  6,  1922,  New  York 
City;  Syracuse  U.,  magna  cum  laude; 
master's  degree,  international  econom- 
ics, Fletcher  School  of  Law  and  Diplo- 
macy; listed  in  current  Who's  Who. 
First  job  in  advertising  in  1947  with 
Foote,  Cone  &  Belding,  in  research; 
joined  NBC  in  1950  as  radio  sales  pres- 
entation writer;  moved  to  ABC  year 
later  and  served  in  several  executive 
posts  including  director  of  advertising, 
promotion,  publicity  and  continuity  ac- 
ceptance, director  of  radio  sales  promo- 
tion and  manager  of  radio  sales  develop- 
ment. When  director  of  sales  develop- 
ment and  research,  he  left  in  February 
1956  to  join  Television  Bureau  of  Ad- 
vertising as  v.p.  in  charge  of  operations; 
returned  to  ABC-TV  in  February  1957 
to  become  administrative  v.p.  He 
joined  Grey  Adv.  last  summer.  He  is 
married  to  the  former  Sandra  Sherrard. 


place  else,  you  have  to  run  twice  as 
fast."  How  wildly  true  of  spot!  No,  it 
is  not  a  Wonderland,  but  it  is  a  world  of 
experience,  of  speed  and  adaptability;  of 
endurance  and  judgment.  We  trust  it 
will  not  dismay  network  advertisers 
when  they  learn  that  five  or  six  times  as 
many  man-hours  may  go  into  investing 
a  spot  dollar  as  a  network  dollar. 

Network  buying  is  difficult.  Do  not 
conclude  from  the  above  that  spot  buy- 
ing is  impossible — it  just  takes  a  little 
longer.  But  it  is  done,  and  successfully. 

It  can  be  done  even  more  successful- 
ly if  these  please  may  be  made: 

(1)  Let  there  be  more,  ever  more, 
data  on  "station  television"  which  is 
spot  television.  Let  there  be  more  fre- 
quent audience  measurement  in  more 
markets  and  let  these  cover  broad, 
meaningful  and  not  "hypered"  periods. 

(2)  Let  stations  and  station  represen- 
tatives provide  all  the  facts  and  figures 
available  —  unadorned  by  fancy  copy 
and  slogans. 

(3)  Let  the  able  artisans  of  media 
guide  and  decide  the  spot  buys,  with  the 
welcome  assistance  of  the  media  re- 
search scientists. 

(4)  Let  media  increasingly  use  the 
touchstones  of  share,  trending  and  area 
ratings  in  spot  buying. 

There  are  no  simple  solutions  in  the 
chemistry  of  spot  television.  But  the 
surest  road  to  success  in  this  station- 
half  of  television  lies  along  the  way 
paved  with  the  judgment,  knowledge 
and  experience  of  media  buyers.  If  this 
be  a  panegyric  of  media  buyers,  please 
make  the  most  of  it. 

And  when  the  salesman  comes  around 
taking  orders  for  media  machines,  we 
intend  to  say  we  can't  use  one.  We've 
decided  to  go  right  on  using  people. 


Shrimps  to  Telepathy 


BILI|ON-ODD  YEARS 
AGO,  on  the  floor  of  the 
ocean,  the  art  of  advertis- 
ing was  born  when  some 
forward-looking  shrimps 
learned  to  crack  their 
knuckles  and  some  females  ( God  bless  'em  — 
still  most  sought  after  by  most  advertisers) 
responded.  But  don't  think  there  wasn't  hell 
to  pay. 

The  sea  anemones,  and  in  fact  all 
the  frond-waving  crowd,  said  that  this  new 
form  of  advertising  was  vulgar,  disgusting, 
and  a  very  low  form  of  attention  getting.  The 
sea  slugs,  en  masse,  decried  it  as  a  really 
dreadful  thing  to  bring  noise  into  a  world 
where  there  had  been  no  noise  before  and 
where  practically  nobody  had  ears.  You  would 
have  thought  the  world  was  coming  to  an  end, 
rather  than  a  beginning. 

After  a  couple  of  million  years  all 
the  shrimps  were  cracking  their  knuckles  all 
the  time,  and  everybody  had  got  used  to  it  and 
things  were  quite  happy  and  normal  until  — 
well,  until  some  "gifted"  crustaceans  thought 
up  the  idea  of  long  antennae  as  a  means  of 
communication. 

A  terrific  row  was  raised  by  every- 
body else  -  and  the  shrimps  squawked  the 
loudest.  They  said  that  this  innovation  would 
make  their  own  advertising  system  outmoded, 
and  unfairly  so.  Since  it  was  unfair  to  them, 
it  was  degrading  to  the  entire  world.  This  row 
quickly  settled  down  in  an  aeon  or  two  and 
in  the  meantime  things  were  beginning  to 
happen  up  on  earth  -  on  dry  land. 


Here  the  competition  in  the  adver- 
tising field  was  so  bitter  and  so  bloody  and  so 
useless  that  we'll  skip  the  saurian  details  and 
come  down  to  the  last  split-second  of  history, 
to  Modern  Man  —  to  the  last  micro-second  of 
history,  to  Modern  Western  Man. 

Still  confining  our  attention  to  the 
advertising  field,  we  might  first  mention  the 
prodigious  ruckus  raised  by  the  Fraternal  and 
Peregrinating  Order  of  Town  Criers  when  the 
job  printers  first  started  turning  out  hand- 
bills. You  should  have  heard  what  the  bell 
ringing  news  crooners  had  to  say  about  the 
bill  posters  —  or  perhaps  you  shouldn't  have. 
These  latter  didn't  have  long  to  enjoy  the  in- 
vective being  heaped  upon  them  because  soon 
the  bill  posters  had  to  turn  their  attention  to 
a  horrible  conspiracy  to  wipe  them  out  of 
existence  —  namely  the  introduction  of  the 
newspapers. 

You've  probably  caught  on  by  now 
and  realize  that  newspapers  were  an  inven- 
tion of  the  devil.  The  newspapers  lived  a 
mighty  rosy  life  for  years  and  years.  They 
managed  to  get  along  with  their  sister  me- 
dium, the  magazines,  because  the  rhythm  of 
publication  was  so  different. 

Then  in  the  early  20's  -  Oh  Brother ! 
Some  fiend  incarnate  taught  wireless  teleg- 
raphy how  to  talk !  Here,  indeed,  was  a  fright- 
ening challenge  to  the  newspaper  industry. 
Here  was  a  novel  means  of  communication, 
and  a  great  disseminator  of  news,  entertain- 
ment —  and  advertising! 

The  familiar  useless  battle  ensued. 
Newspapers  tried  in  every  way  to  prevent  the 


Ed  ware 


This  advertisement 

also  appeared  in  the 

'New  York  Times' 

'New  York  Herald  Tribune,' 

'Chicago  Tribune'  and  the 

'Wall  Street  Journal.' 


public  acceptance  which  was  bound  to  come 
for  this  new  medium.  They  pretended  it 
wasn't  there  and  closed  their  columns  to  news 
of  radio. 

They  vilified  it.  They  ridiculed  it. 

Later,  equilibrium  was  established 
once  again  in  the  advertising  industry.  News- 
papers even  used  radio  as  an  advertising- 
medium  to  get  circulation  for  their  own  pub- 
lications, and  radio  used  newspapers  to  get 
listeners.  It  seemed  as  if  peace  might  reign 
forever  in  the  advertising  world.  Then  a  few 
witches  and  men  of  magic  got  together  in  dark 
caves  and  planned  to  ruin  all  advertising 
media  by  persuading  somebody  to  invent  a 
thing  called  "the  picture  tube."  When  this 
new  invention  finally  arrived  —  television  — 
it  proved  to  be  such  an  amazing  phenomenon 
that  it  stunned  the  entire  industry. 

Radio,  still  in  its  comparative  youth, 
made  a  few  feeble  efforts  at  ridicule,  calling 
the  television  men  "the  magic  lantern  boys," 
and  then  sat  around  stunned  at  its  loss  of 
listeners  until  finally,  with  good  sense,  it 
started  to  rebuild  its  medium  to  fit  the  needs 
of  the  public,  and  today  is  once  more  flourish- 
ing and  a  fine  competitor  to  other  advertising- 
media.  Newspapers  and  magazines  remained 
appalled  —  but  they  remained  in  business. 

Within  the  last  few  months  the  hue 
and  cry  against  television  has  become  louder. 
Some  publications  are  seeking  to  fight  this 
demon  who  is  taking  away  their  advertising- 
dollars.  The  sad  thing  about  it  is  that  they 


are  fighting  in  the  same  million-year-old  way. 
They  are  attempting  to  deprecate  television 
as  an  advertising  medium. 

We  like  all  advertising.  We  like 
newspapers,  radio,  television,  magazines,  and 
all  the  others.  They  are  all  effective.  If  a  news- 
paper or  magazine  didn't  print  what  the 
public  wants  ( be  it  entertainment  or  news) ,  it 
would  not  be  read.  If  a  radio  or  television 
station  failed  to  broadcast  good  programs,  it 
would  not  be  watched  or  heard.  The  fact  is 
that  successful  newspapers  and  magazines 
are  read  —  and  people  do  watch  television  and 
do  listen  to  radio.  Without  listeners  and  view- 
ers and  readers,  they  would  be  without  adver- 
tisers, without  whom  they  could  not  exist. 

All  advertising  media  might  well 
follow  the  proven  path  of  "peaceful  co-exist- 
ence," and  make  sure  that  they  are  geared  to 
the  wants  and  needs  of  present-day  America 
to  the  nth  degree.  Along  this  path  alone  lie 
prosperity  and  success  for  all. 

Anyway,  we  have  to  spend  a  lot  of 
time  thinking  up  all  the  things  we're  going 
to  say  about  the  next  advertising  competitor 
-telepathy.  That's  going  to  be  a  pretty  cheap 
medium  for  the  advertiser,  because  anybody 
( with  brains,  that  is )  will  be  able  to  get  the 
message. 


do  you  agree* 


Retry  &  Co.,  Inc. 


BUILT 
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GRE 
VAL 
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WRC-TV's  new  rate  structure*  offers  Washington  advertisers  the  best  dollar  value  in  the  station's 
history.  Television  viewing  in  the  Capital  today  is  a  quarter  again  as  large  as  it  was  in  1955  while 
rates  have  increased  only  slightly.  A  comparison  of  the  new  rate  structure  and  the  increased  TV 
viewing  shows  that  WRC-TV  now  penetrates  a  26.8%  larger  potential  audience  at  an  11%  lower  cost  per 
thousand!  Add  to  this  one  more  fact:  The  latest  seven-month  trend  of  ARB  reports(June  through  Decem- 
ber), shows  WRC  -TV  leading  all  other  Washington  stations  in  total  weekly  share-of-audience !  Washing- 
ton is  booming.  Profits  are  greater  than  ever.  And  WRC-TV  can  make  the  most  of  it. . .  1 1  f  Q  Til  A 
for  you!  ■  NBC  Leadership  Station  in  Washington,  B.C.  Sold  by  NBC  Spot  Sales.  WKU"I  V*T 

•WRC-TV  Rate  Card  Numbed  14 
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SUDDEN  SPURT  TO  SINGLE  RATE 

•  Objective  is  one  price  for  local,  national  business 

•  Multiple  rates  blamed  for  hampering  spot  development 

•  Station  reps  back  drive  for  uniformity  in  tv  and  radio 


A  move  to  break  down  the  double 
standard  in  radio  and  television  station 
rates — different  cards  for  local  and  na- 
tional business — appeared  to  be  shap- 
ing up  last  week  with  three  separate 
developments  providing  the  momentum. 

•  The  three  Balaban  radio  stations, 
denouncing  multiple  rates  as  "one  of 
the  greatest  detriments"  to  the  radio 
business,  announced  they  would  adopt 
single  rates  for  all  advertisers,  effective 
March  1. 

•  KTUL  Tulsa  announced  it  would 
introduce  a  one-card  system  Feb.  1  as 
"a  major  step"  toward  cleaning  up  the 
"confusing  and  often  unfair  situation" 
created  by  multiple  rates. 

•  Lawrence  Webb,  managing  direc- 
tor of  Station  Representatives  Assn., 
charged  the  multi-rate  policy  is  driving 


important  money  out  of  spot  radio  and 
television,  called  for  "a  single  rate 
card  for  all  advertisers"  as  "the  most 
logical  and  sensible"  answer  to  "this 
thorny  problem." 

Differentiation  in  rates  for  local  and 
national  business — and  in  some  cases 
the  offering  of  still  other  rates  to  other 
advertisers — has  created  snarls  over  the 
years.  More  and  more  national  and 
regional  advertisers  have  undertaken 
to  "buy  for  less"  by  applying  through 
dealers  and  distributors  for  local  rather 
than  the  higher  national  rates. 

Historians  of  this  tactic  report  that 
while  it  originally  was  used  by  a  rel- 
atively limited  number  of  product 
categories,  it  has  now  spread  to  many, 
including  soft  drinks,  clothing,  beer, 
cigarettes,   shoes,    automobiles,  appli- 


ances and  food  products.  Soft  drink 
manufacturers,  placing  business  via 
local  bottlers,  are  often  cited  as  one  of 
the  principal  originators  of  the  practice. 

Authorities  estimate  that  millions  of 
dollars  in  spot  business  are  being  placed 
by  national  advertisers — at  local  rates. 

Agency  Dilemma  •  Although  im- 
portant agencies  have  been  known  to 
push  for  local  rather  than  national  rates 
for  some  of  their  clients,  on  the  grounds 
of  some  local  connection,  it  was  also 
pointed  out  that  often  the  national- 
level  agency  may  lose  control  of  ap- 
propriations. For  instance,  the  local 
distributor  or  broker  may  place  the 
business  through  a  local  agency,  which 
then  gets  the  commission.  The  tempta- 
tion then,  station  sources  maintain,  is 
for  the  national-level  agency  to  recom- 


Balaban's  Box 


KTUL's  Schoonover 


Will  their  decisions  lead  to  eventual  elimination  of  one  of  broadcasting's  most  troublesome  problems? 
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^WILS 


FIRST  IN  AUDIENCE 
. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 

With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 

WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


CONTACT 
VENARD 
RINTOUL  & 
McCONNELL.  INC. 


ASSOCIATED  WITH  PONTIAC'S 


mend  other  media — such  as  network 
television  or  magazines — to  avoid  this 
chance  of  losing  part  of  the  budget. 

The  double  rate  practice  has  been 
called  by  some  "the  biggest  single  prob- 
lem in  the  broadcasting  industry." 

John  F.  Box,  executive  vice  presi- 
dent of  the  Balaban  stations  said,  "the 
single  rate  card  for  all  advertisers"  is 
the  "only  answer"  and  that  WRIT  Mil- 
waukee, KBOX  Dallas  and  WIL  St. 
Louis  would  adopt  it.  At  all  three  sta- 
tions, the  new  rate  is  the  higher  na- 
tional rate  rather  than  the  lower  local 
price  (WIL  already  had  a  single  rate, 
but  is  putting  into  effect  an  over-all  rate 
increase). 

The  stations,  Mr.  Box  continued, 
"realize  that  the  adoption  of  this  policy 
requires  better  selling  and  constant  fur- 
ther improvement  of  product  to  support 
the  stepped-up  creative  sales  effort." 

Good  for  All  •  Bernie  Strachota, 
WRIT  general  manager,  said  that  "un- 
fortunately Milwaukee  has  been  tradi- 
tionally a  soft-rate  market,"  with  radio 
there  "devaluated  in  improper  pricing 
and  selling"  despite  its  "tremendous 
record  for  delivering  excellent  sales  re- 
sults." He  said  the  new  pricing  policy 
will  be  pursued  with  "a  constant  aware- 
ness to  see  to  it  that  every  dollar  spent 
on  WRIT  by  an  advertiser,  local  or  na- 
tional, produces  maximum  results."  Mr. 
Strachota  felt  the  move  could  be  bene- 
ficial not  only  for  the  Balaban  stations 
"but  also  the  over-all  broadcasting  in- 
dustry." 

Ed  Hunt,  general  manager  of  KBOX, 
took  a  similar  stand  and  added:  "We 
have  made  certain  further  adjustments 
in  the  KBOX  rate  card  to  provide  even 
greater  values  than  heretofore  for  all 
of  our  advertisers,  local  and  national. 
Our  customers  throughout  the  country 
now  have  the  secure  knowledge  that 
like  price  for  like  service  prevails  on 
our  station." 

Robert  E.  Eastman,  whose  Robert 
E.  Eastman  &  Co.  representation  firm 
includes  the  Balaban  stations  among 
its  clients,  and  at  whose  offices  the 
meeting  on  the  new  rate  structure  was 
held,  called  the  multiple  rate  problem 
"a  terrible  blight  on  the  entire  broad- 
casting industry."  He  predicted  the 
Balaban  move  would  "encourage  other 
stations  to  follow  the  same  course." 

Mr.  Eastman  said  station  representa- 
tives "have  long  wrestled  with  the  prob- 
lem" and  that  "the  only  practical  answer 
knowledgeable  people  have  been  able  to 
come  up  with  is  one  rate."  This,  he 
said,  is  "assurance  for  advertisers  and 
agencies  that  they  can  buy  spot  radio 
secure  in  the  knowledge  that  nobody  on 
the  local  scene  can  buy  it  better  or 
cheaper."  He  continued: 

"Millions  of  dollars  of  national  ad- 
vertising are  improperly  handled  and 


Eastman:  double  rate  a  blight  on  broadcasting 

serviced  because  of  the  existence  of 
double  and  triple  rate  structures.  In 
many  cases  the  highly  skilled  services 
of  leading  advertising  agencies  are 
diminished  for  prospects  buying  their 
spot  radio  through  local  factors.  With 
a  single  rate  system  there  is  no  need 
for  this  subterfuge." 

KTUL  Acts  •  KTUL  General  Man- 
ager James  H.  Schoonover,  announcing 
his  station's  one-rate  decision,  said  that 
"for  many  months  the  problems  arising 
from  the  differential  between  local  and 
national  rates  have  become  increasingly 
apparent.  It  is  not  necessary  to  relate 
these  common  occurrences  in  detail. 

"We  believe  we  have  arrived  at  a 
scale  that  is  extremely  equitable  and 
versatile  enough  to  answer  the  needs  of 
any  advertiser.  In  addition,  we  have 
endeavored  to  outline  rates  to  make 
it  as  simple  as  possible  for  the  time- 
buyer  to  figure  prospective  schedules. 
We  earnestly  believe  this  is  an  important 
step  forward  in  tailoring  modern  radio 
to  today's  needs." 

Mr.  Schoonover  said  that  KTUL  is 
the  first  single-rate  station  in  its  market. 
KTUL  is  represented  by  Avery-Knodel. 

Webb  Speaks  Up  •  SRA's  Managing 
Director  Webb  spoke  out  against  the 
multiple-rate  practice  in  a  speech  pre- 
pared for  delivery  Saturday  (Jan.  17) 
at  the  annual  meeting  of  the  Oklahoma 
Broadcasters  Assn.  at  Claremore.  After 
reporting  on  spot  radio  and  tv  activity 
in  the  past  year,  he  said: 

"It  is  a  known  fact  that  quite  a  num- 
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wherever  they  be 


W(DV 


IN  N.  Y.  C.  and  VICINITY 


over  two  million  Italians  agree 


Someday,  perhaps,  we'll  be  selling  outer  space. 
At  the  moment,  however,  our  efforts  are  more 
localized,  encompassing  the  17  county  greater 
New  York  area.  This  "atmosphere"  is  WOV  terri- 
tory—a territory  which  encompasses  over 
2,100,000  Italian  speaking  people  — the  largest 
"Italian  City"  in  the  world. 

It  is  larger  than  Boston,  Atlanta,  Cincinnati  and 
Columbus,  Ohio  combined!  And  it  is  getting  even 
larger  every  day.  Just  the  increase  by  immigration 
alone  since  1948  (118,330)  is  greater  than  the  en- 


tire population  of  Erie,  Pennsylvania  —  or  Duluth 
and  almost  twice  the  size  of  Galveston. 

If  you  want  ALL  of  the  greater  New  York  market 
you  cannot  ignore  the  "Italian  City"  concept.  And 
if  you  want  this  "Italian  City"  you  cannot  reach  it 
without  the  radio  voice  of  WOV. 


WOV, 


NEW  YORK  -ROME 


Representatives:  John  E.  Pearson  Co. 
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ber  of  national  spot  advertisers  do  not 
buy  spot  radio  advertising  at  the  na- 
tional level  because  they  have  learned 
that  there  are  a  number  of  doors  open 
for  them  at  the  local  level,  that  enable 
them  to  buy  radio  time  at  so-called 
'local  rates.' 

"This  is  known  as  the  double  rate 
card  system,  and  we  know  of  quite  a 
number  of  cases  where  stations  have 
triple  and  quadruple  rate  cards.  Which 
means  that  such  stations  operate  on  the 
basis  of  'how  much  money  does  the 
advertiser  have  to  spend  in  the  market, 
and  let's  work  out  a  deal.' 

"Let's  not  concern  ourselves  here 
with  how  advertisers  who  market  their 
products  over  many  states  and  in  wide 
areas  within  one  state  work  out  deals 
at  the  so-called  'local  rates.'  What  we 
are  primarily  concerned  with  is  the 
effect  of  such  transactions  on  the  radio 
and  television  industry.  National  ad- 
vertisers who  continue  to  follow  the 
regular  channels  of  radio  and  tv  media 
buying,  but  feel  that  their  competitors 
or  other  advertisers  are  getting  a  better 
deal  for  their  spot  radio  and  tv  ad- 
vertising dollars,  slowly  lose  faith  in  the 
media  and  decide  to  spend  their  adver- 
tising dollars  elsewhere. 

"Broadcasters  may  come  up  with  all 
kinds  of  reasons  for  maintaining  the 
double  rate  structure,  but  they  can 
never  justify  such  practices  in  the  eyes 
of  the  national  advertiser  or  the  radio 
and  television  industry  as  a  whole." 

Next  Best  Thing  •  Mr.  Webb  said 
that  "if  a  broadcaster  conscientiously 
feels  that  he  cannot  operate  on  the 
single  rate,  for  reasons  peculiar  to  his 
market,  then  the  next  best  practice  is  to 
eliminate  the  words  'national'  and 
'local,'  substitute  the  words  'general' 
and  'retail'  rates,  define  such  categories 
of  rates  with  a  sound  workable  defini- 
tion, base  his  rates  on  what  he  knows 
his  product  is  worth,  and  make  up  his 
mind  to  live  with  it.  He  will  not  only 
feel  renewed  respect  for  himself,  but 
he  will  win  the  everlasting  gratitude  of 
the  entire  industry." 

Mr.  Webb  told  the  Oklahoma  broad- 
casters that  it  made  him  "very  happy" 
that  one  of  their  associates,  KTUL,  had 
adopted  the  single-rate  policy. 

As  an  example  of  the  changes  effect- 
ed by  the  Balaban  stations,  Mr.  Eastman 
said  that  where  KBOX  had  formerly 
pegged  one-minute  announcements  in 
"drive  time"  (peak  traffic  periods)  at 
$12.50  for  local  and  $15  for  national, 
the  new  single  rate  will  be  $15.  On 
WRIT,  the  local  one-minute  rate  in 
"drive  time"  has  been  $12.50  as  against 
$18  national,  which  becomes  the  single 
rate.  On  WIL,  which  has  had  a  single 
rate,  one  minute  in  "drive  time"  goes 
from  $40  to  $50.  On  all  three  stations, 
the  new  rates  in  other  periods  are 
similarly  raised. 


SATURATION  MODES 

PTES  hears  success 
of  Nescafe,  Lestoil 

The  method  of  saturation  advertising 
as  applied  by  spot  radio  and  spot  tele- 
vision users  was  under  the  microscope 
last  week. 

Handling  radio  at  the  Radio  &  Tele- 
vision Executives  Society's  timebuying 
seminar  session  in  New  York  was  agen- 
cy executive  Joseph  Scheideler,  Bryan 
Houston's  executive  vice  president.  Tv 
was  in  the  hands  of  advertiser  I.  L. 
(Ike)  Eskenasy,  a  vice  president  of 
Adell  Chemical  Co.  (Lestoil),  Holyoke, 
Mass. 

Gleaned  from  the  finepoints: 
e  Bryan  Houston's  happiness  with 
saturation  radio  centers  in  part  on  a 
technique  as  developed  for  client  Nes- 
cafe— saturation  schedule  in  a  market 
selected  to  bring  up  a  dragging  sales 
curve — and  later  expanded  into  an 
efficient  1959  saturation  radio  buying 
technique. 

•  Lestoil,  the  all-purpose  household 
liquid  detergent,  will  be  advertising  at 
an  annual  rate  of  $14-15  million  at  the 
yearend,  nearly  all  in  spot  tv.  But 
Lestoil's  love  for  the  medium  may  be 
on  the  wane;  at  least  it's  now  under 
a  strain. 

Nips  Sales  Sag  •  Mr.  Scheideler's 
talk  was  based  on  Nescafe's  experience 
with  saturation  technique.  He  em- 
phasized that  nearly  50%  of  all  instant 


From  Missouri 

The  demonstration  tv  commer- 
cial is  still  "a  large  part  of  the 
key  to  Lestoil's  success,"  declares 
I.  L.  Eskenasy,  Adell  Chemical 
vice  president  and  speaker  last 
week  at  a  timebuying  and  selling 
seminar  in  New  York  (see  this 
page).  It's  far  better,  he  says, 
to  show  how  the  product  is  used 
than  "merely  talking  about  it." 
He  notes,  too,  that  viewers  tire 
of  the  same  commercials  and  thus 
Lestoil  has  filmed  new  ones  but 
within  this  framework:  must  be 
factual  with  no  exaggerated 
claims  or  statements;  no  com- 
parisons with  other  products;  all 
statements  of  a  positive  nature; 
approach  must  be  "soft"  and  not 
antagonistic,  and  that  while  com- 
mercials ought  not  only  entertain, 
Lestoil  with  "Mr.  Dirt"  and  the 
"Duck  and  the  Painter"  is 
scheduling  animated  commercials 
which  are  entertaining  while  be- 
ing informative. 


coffee  sales  come  from  40  major 
metropolitan  markets  and  competitive 
factors  vary  "more  drastically"  from 
market  to  market  and  month  to  month 
than  do  most  grocery  products. 

He  noted,  too,  that  in  a  five-year 
span  the  whole  concept  of  what  is 
"saturation  radio"  has  changed.  Once 
about  20  announcements  per  week  was 
considered  "big  stuff";  now  the  level 
is  about  100  weekly.  Nescafe  started 
its  100  weekly  spot  run  on  WLW  Cin- 
cinnati a  few  years  back,  and  with 
some  $3-4,000  per  week  reversed  the 
sales  decline  in  what  then  was  a 
"trouble  market."  Next,  Nescafe  tried 
a  similar  campaign  in  New  York 
(WNEW  there)  spending  about  $6,000 
per  week  and  "again  results  were  justi- 
fied." 

But  Nescafe  (and  Bryan  Houston) 
didn't  stop  there.  The  technique  was 
used  from  then  on  whenever  any  major 
market  needed  a  hypo  and  before  long, 
"saturation  radio  advertising  became  a 
regular  and  flexible  part  of  Nescafe's 
annual  media  budget."  By  1958  several 
major  markets  were  so  affected  "as 
competitive  selling  efforts  indicated  a 
need  for  several  short  waves  of  greater 
advertising  penetration." 

In  1959,  the  technique  will  be  con- 
tinued on  a  market-expansion  basis 
(see  opposite  page  for  Bryan  Houston's 
long  look  at  saturation). 

Surprise  Fret  •  The  Lestoil  spot  tv 
success  formula,  told  many  times  by 
many  people  in  the  past,  got  a  new  air- 
ing along  with  a  surprise  show  of  fret. 

Object  of  Lestoil's  disaffection  is  tv 
station  rates,  about  which  at  one  point 
during  his  speech,  Mr.  Eskenasy  used 
the  adjective  "stratospheric."  Hinted 
he:  Lestoil  might  very  well  turn  in- 
creasingly, albeit  gradually,  toward 
newspaper  ads  in  markets  in  the  future 
(he  said  Lestoil  already  is  using  papers 
in  one  market  as  its  "basic"  medium). 

The  Lestoil  formula  in  spot  tv,  which 
brought  the  company  up  from  an  ad 
budget  of  $40,000  in  1954  to  one  of 
$6,950,000  in  1958  (at  $10  million 
annual  rate  by  the  end  of  1958),  is  to 
buy  a  minimum  of  30  spots  on  each 
station  in  a  market  for  a  full  year  and 
to  use  only  hours  other  than  prime  time. 
With  the  mushrooming  of  ad  budget 
came  a  mushrooming  of  sales  and  the 
opening  of  markets  throughout  a  large 
section  of  the  country  along  the  tv 
avenue. 

Crux  of  his  complaint  is  that  when 
a  third  station  opens  in  a  market  "the 
first  two  should  logically  lower  their 
rates  because  of  increased  competition" 
but  the  older  two  stations  instead  main- 
tain or  even  increase  rates  while  the 
new  station  usually  tries  to  assess  the 
same.   Thus,  "the  advertiser  formerly 
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Saturation  radio:  how  to  buy  it 


Knowing  "how  to  use"  the  medium 
you  pick  is  as  important  as  picking 
the  medium  in  the  first  place.  Take 
Bryan  Houston's  spot  radio  satura- 
tion technique  for  Nescafe. 

The  why,  how  and  where  follow, 
using  the  words  of  Joseph  Scheideler, 
executive  vice  president  of  the  agen- 
cy, wherever  possible  (though  con- 
densed) and  based  on  questions  he 
posed  and  his  answers  given  during 
a  timebuying  and  selling  seminar 
session  last  week.  These  answers,  he 
notes,  gave  the  agency  its  "base" 
for  this  year's  saturation  radio 
strategy. 

Q. — When  does  saturation  radio 
reach  a  point  of  diminishing  returns 
and  at  the  same  time  decrease  its 
built-in  efficiency? 

A.— With  John  Blair  &  Co.  (sta- 
tion representation  firm)  we  de- 
veloped a  probability  curve  to  see 
what  happens  when  announcements 
are  added  on  a  particular  station, 
starting  at  10  per  week  on  up  to  260 
weekly.  On  the  first  test  station,  the 
curve  began  to  level  off  at  120 
though  it  continued  to  pick  up  ap- 
preciable penetration  through  180 
per  week.  We  also  wanted  to  know 
how  much  cost  is  added  by  each  ad- 
ditional chunk  of  radio  homes 
reached  weekly  as  units  of  10  an- 
nouncements per  week  are  added. 
Again,  the  point  seemed  to  be  120- 
180  announcements  per  week  on  this 
cost-per-thousand  homes  measure- 
ment. (Optimum  frequency  can  vary 
from  one  station  to  the  next  and  on 


Houston's  Scheideler:  American  know-how 

the  same  station  at  different  times  of 
the  year.  But  charting  the  probability 
curve  on  penetration  makes  it  rel- 
atively easy  to  tailor  the  saturation 
schedule  in  a  market.) 

Q. — How  long  does  the  audience 
remember  radio  announcements  after 
the  saturation  schedule  is  off? 

A.— We  spent  $150,000  on  re- 
search over  the  past  few  years  to 
find  out.  People  still  associate  Ed 
Wynn  with  Texaco,  Bob  Hope  with 
Pepsodent — show  identification  car- 
ried for  decades,  not  just  years.  We 
studied  the  correlation  of  weight  of 
a  campaign  and  remembrance.  The 
agency  tried  flurries  of  two-week 
saturations  differently  spaced  in  Cin- 
cinnati. Finding:  People  thought  the 
campaign  was  continuous.  Measures 
of  store  audits  and  sales  showed  a 


continued  curve  despite  an  inter- 
rupted pattern  of  advertising,  indicat- 
ing the  specific  Nescafe  campaign 
had  an  effective  life  range  of  twice 
its  airtime  at  least. 

Q. — Does  saturation  radio  trim 
the  life  span  of  a  commercial,  and 
when  does  audience  boredom  or  ir- 
ritation set  in? 

A. — Apparently  there's  no  for- 
mula on  whether  or  not  saturation 
frequency  of  a  commercial  makes 
that  announcement  effective  for  a 
shorter  length  of  time.  The  agency 
believes  that  a  good  commercial 
probably  keeps  gaining  by  repetition 
and  by  increasing  the  penetration 
of  individual  copy  points.  But  the 
commercial  can  be  freshened  by 
playing  variations  on  the  basic 
theme  and  boredom  or  irritation 
avoided  by  spending  much  time  in 
pre-testing  and  in  preparation. 

Q. — And,  most  importantly,  how 
can  you  keep  frequency  up  and  the 
client's  budget  down? 

A. — By  going  into  a  market  with 
short  and  spaced  flurries  of  satura- 
tion schedules  rather  than  getting 
tied  into  consistent  13-  or  26-week 
campaigns.  This  is  no  cure-all  but  it 
could  solve  certain  types  of  product 
headaches,  such  as  local  competitive 
price  promotion.  Budgeting  of  satu- 
ration radio  should  be  within  the 
over-all  product  budget  the  same  as 
money  reserved  for  a  campaign  in 
any  major  media.  The  spot  radio 
budget  should  not  exist  as  a  result  of 
money  available  because  of  a  net- 
work pre-emption  or  because  some 
magazine  dollars  turned  up  when 
you  missed  a  closing  date. 


reached  the  entire  audience  in  the  area 
with  only  the  two  stations;  now  he  must 
pay  50%  more  to  reach  that  same 
audience." 

When  to  Review  •  When  a  point  of 
diminishing  returns  is  reached  one  must 
review  the  situation  including  the  media 
used,  he  said. 

Mr.  Eskenasy  said  that  in  its  "older 
areas,"  Lestoil  has  doubled  its  spot 
purchases  because  tv  is  "not  watched 
as  avidly  or  as  regularly  as  in  the  early 
days"  and  so  twice  as  many  spots  must 
be  purchased  to  get  the  same  number 
of  viewers  as  when  Lestoil  started  with 
tv  in  1954. 

But,  he  admitted,  "In  all  fairness  .  .  . 
our  sales  in  these  older  areas  increased 
with  the  added  number  of  commer- 
cials." 

Later  in  speaking  of  the  Lestoil  ad 
approach  (see  box),  Mr.  Eskenasy  com- 
mented that  the  product  has  6,000  spots 


weekly  on  more  than  200  stations,  that 
tv  is  the  company's  "first  love,"  repre- 
senting a  medium  that  "has  been 
thoroughly  effective  for  us  and  has 
made  our  sales  skyrocket." 

B&B  house  ads  laud 
longevity  of  tv  shows 

Benton  &  Bowles,  among  the  first  five 
agencies  in  network  tv  billing,  is  taking 
the  unusual  step  of  promoting  its  record 
of  tv  show  longevity  through  house  ad- 
vertisements. 

The  agency  broke  with  full  page  ad- 
vertisements last  week — said  to  be  the 
first  of  a  series  about  tv — to  tell  news- 
paper readers  (and  potential  tv  clients) 
that  83%  of  nighttime  network  shows 
B&B  had  on  the  air  last  year  are  still  on. 

The  public  campaign  (ads  in  the 


Chicago  Tribune,  New  York  Herald 
Tribune,  New  York  Times,  and  four 
trade  magazines)  directed  solely  toward 
network  tv  is  an  unusual  one  for  an  ad- 
vertising agency.  Not  only  does  it  point 
up  B&B's  boast  on  shows  but  goes  fur- 
ther and  invites  inquisitiveness  from  po- 
tential tv  advertisers. 

B&B's  Platform  •  The  agency,  which 
last  year  ranked  fifth  in  network  tv 
billing  among  all  agencies,  has  been  ex- 
pounding the  theory  of  B&B  tv  show 
longevity  since  last  fall  when  Tom  Mc- 
Dermott,  vice  president  in  charge  of  tv 
programming  at  the  agency,  chided 
agencies  for  the  high  mortality  rate  of 
network  tv  shows  (Broadcasting,  Nov. 
10,  1958). 

At  the  time,  Mr,  McDermott  predic- 
ted that  approximately  half  of  the  then 
current  nighttime  network  tv  shows 
would  die  by  the  time  the  next  tv  season 
comes  about. 
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Ex-Sawdon  men  head 
new  Arkwright  Adv.  Co. 

Two  executives  of  Frank  B.  Sawdon 
Inc.  and  a  New  York  lawyer  have 
joined  forces  in  a  new  advertising  agen- 
cy, Arkwright  Adv.  Co.,  which  goes  into 
business  with  almost  $5  million  in  bill- 
ings already  locked  up.  The  mainstay: 
Robert  Hall  Clothes'  $3-4  million,  which 
left  the  Sawdon  agency  along  with  most 
of  the  men  who  had  worked  on  it. 

Arkwright  will  be  headed  by  Milton 
Scofield,  a  lawyer  and  investor  who 
carries  the  title  of  president  but  will  not 
be  concerned  primarily  with  the  agency's 
day-to-day  activities.  Those  affairs  will 
be  handled  by  Jerry  Bess,  executive  vice 
president  and  formerly  Sawdon's  vice 
president  in  charge  of  media,  and  Jack 
Wilcher,  vice  president  in  charge  of 
creative  activities  and  formerly  Sawdon 
copywriter  (he's  credited  with  the  Rob- 
ert Hall  "values  up,  prices  down" 
theme). 

Mr.  Bess  said  last  week  that  the  agen- 
cy's billings  will  be  about  75%  in  broad- 
cast media.  Robert  Hall  spent  nearly  $3 
million  in  tv  spot  and  $700,000  in  radio 
last  year. 

The  Sawdon  agency  acquired  F.B. 
Stanley  Adv.  and  its  Kenney  Shoes  and 
Tom  Thumb  Supermarket  accounts  the 
week  before  (Broadcasting,  Jan.  12), 


immediately  after  Mr.  Sawdon  had  re- 
signed as  vice  president  and  sales-ad- 
vertising director  of  Robert  Hall.  He  had 
been  with  the  company  since  its  be- 
ginning and  has  been  retained  as  a  con- 
sultant on  a  long-term  contract. 

Other  ex-Sawdon  personnel  in  the  in- 
itial Arkwright  organization  are  James 
Hackett,  media  director;  Tom  Mannos, 
director  of  radio-tv  production,  and 
Richard  Westman,  who  will  head  Ark- 
wright's  Hollywood  office.  Other  ac- 
counts now  in  the  fold  are  Chief  Ap- 
parel, the  American  Male,  Comark 
Plastics,  Abelson's  Jewelers  (broadcast 
only),  Meadow  Sportswear,  West  Coast 
Slacks  and  Stanley  Blacker  Assoc. 

Arkwright  offices  have  been  set  up 
at  65  E.  55th  St.,  New  York  22,  the 
quarters  formerly  occupied  by  the  Stan- 
ley agency  before  its  acquisition  by  Saw- 
don. West  Coast  offices  are  at  6801  Hol- 
lywood Blvd.,  Hollywood. 


Lincoln  on  Lincoln 

The  "perfect  sponsorship" — 
that's  what  they  call  it  at  NBC- 
TV.  Seeking  an  advertiser  to 
bankroll  its  special  projects  tele- 
mentary,  "Meet  Mr.  Lincoln" 
(Feb.  11,  8:30-9  p.m.),  NBC-TV 
happily  announced  last  week  that 
it  had  sold  the  Project  XX  one- 
shot  to  Lincoln  National  Life  In- 
surance Co.,  Fort  Wayne,  Ind. 
To  reconstruct  Lincoln's  life, 
Project  XX  staff  culled  a  stagger- 
ing amount  of  documents,  photos, 
etc.  One  source:  the  Lincoln  Na- 
tional Life  Foundation. 

Sponsorship  of  the  program 
was  designed  to  coincide  with  the 
nationwide  celebration  of  Lin- 
coln's birth  150  years  ago.  Maxon 
Inc.  was  the  agency. 


Commercial  soft  pedal 

People  who  complain  that  tv  com- 
mercials blare  out  too  loudly  will  be 
relieved,  CBS-TV  network  officials  re- 
ported last  week,  by  a  new  electronic 
device  and  new  operating  techniques 
developed  by  the  network. 

Edward  L.  Saxe,  CBS-TV  network 
vice  president  in  charge  of  operations, 
said  the  engineering  department  had 
been  studying  volume  levels  for  the  past 
year,  in  extension  of  another  study 
launched  several  years  ago  on  viewers' 
complaint  that  spot  announcements  and 
musical  interludes  came  through  with 
higher  volume  than  the  programs.  Mr. 
Saxe  reported: 

"The  new  study  showed  that  even 
though  all  portions  of  a  program  are 
actually  transmitted  at  the  same  elec- 
trical level,  some  parts  actually  sound 
louder  than  others  because  of  the  sub- 
jective reaction  of  listeners  to  a  staccato 
type  of  voice  delivery  or  music  per- 
formance. The  study  also  showed  that 
the  practice  occasionally  followed  of 
adding  reverberation  to  sound  increased 
the  apparent  loudness.  In  addition,  the 
study  revealed  that  the  procedure  fol- 
lowed in  making  sound-on-film  record- 
ings often  results  in  an  increase  in  the 
apparent  loudness  of  film  inserts  in  a 
live  program." 

To  eliminate  these  volume-level  dif- 
ferences, Mr.  Saxe  said,  a  special  elec- 
tronic device  was  designed  and  is  be- 
ing added  in  the  audio  channel  of  each 
CBS-TV  network  studio,  and  new  oper- 
ating techniques  are  being  put  into  use. 

Explaining  the  new  device's  function, 
experts  said  that  film  commercials,  for 
example,  employ  sound  compression  to 
get  a  better  signaRo-noise  ratio,  and 
that  when  played  back  they  sound  loud- 


er. Live  sound  is  not  compressed.  The 
new  device  therefore  puts  a  small 
amount  of  compression  on  the  live,  to 
equalize  the  live  and  film  sound  levels. 

Mogul  merger  final; 
board,  v.p.'s  elected 

The  merger  of  Emil  Mogul  Co.  and 
Lewin,  Williams  &  Saylor  into  Mogul. 
Lewin,  Williams  &  Saylor  Inc.,  New 
York  (Broadcasting,  Nov.  10,  1958), 
was  consummated  last  week  with  the 
establishment  of  an  expanded  directo- 
rate, a  five-member  executive  commit- 
tee and  the  election  of  nine  new  senior 
vice  presidents. 

The  Board  •  In  addition  to  agency 
President  Emil  Mogul,  Board  Chairman 
A.  W.  Lewin  and  Executive  Vice  Pres- 
ident Sidney  Matthew  Weiss,  the  new 
board  includes  eight  new  senior  vice 
presidents:  Richard  Lockman  (continu- 
ing as  agency  general  manager  in  charge 
of  account  services);  Seth  D.  Tobias 
(retaining  posts  of  chairman  of  the 
plans-review  boards  and  print  media 
creative  director);  Myron  A.  Mahler 
(continuing  as  air  media  creative  di- 
rector); William  Jacoby,  Milton  Gutten- 
plan,  Charles  L.  Rothschild,  Walter  Pol- 
lock and  Alvin  H.  Kaplan  (continuing 
as  president  of  MLW&S'  Kaplan  Div.. 
specializing  in  mail-order  and  school  ad- 
vertising). Also  on  the  board  are  Mrs. 
Emil  (Helene)  Mogul,  secretary-treas- 
urer, and  agency  Controller  Norman 
Cohen. 

Named  senior  vice  president  but  not 
named  to  the  board  is  Alan  Green,  for- 
mer partner  in  Green-Brodie  Adv., 
which  merged  with  LW&S  several  years 
ago.  Ex-partner  Julian  P.  Brodie  re- 
signed from  LW&S  prior  to  its  merger 
with  Mogul  to  join  Lawrence  C.  Gum- 
binner  Adv.  The  10th  senior  vice  pres- 
ident at  MLW&S  is  Edward  Klein,  who 
had  that  title  prior  to  the  Jan.  1  merger. 

The  Executive  Committee  •  In  order 
to  free  chief  executive  officer  Mogul 
from  day-to-day  management  respon- 
sibilities, thereby  permitting  him  to  "de- 
vote maximum  time  and  attention  in  the 
interest  of  the  agency's  clients"  billing 
a  total  in  excess  of  $18.5  million  the 
agency  has  set  up  an  executive  commit- 
tee comprised  of  Messrs.  Weiss,  Tobias, 
Lockman,  Kaplan  and  Cohen.  This  nu- 
cleus will  be  responsible  for  the  overall 
direction  of  agency  operations  and  ad- 
ministration. 

Unchanged  are  the  roles  of  the  fol- 
lowing departmental  heads:  Radio-tv 
Director-Vice  President  Leslie  L.  Dun- 
ier,  Marketing  -  Merchandising  Direc- 
tor-Vice President  Jules  Lennard,  Re- 
search Director  Dr.  Norman  Young  and 
Print  Media  Director  Ronald  Friedwald. 
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It's  a  fact— if  you  are  not  using  WWVA,  you  are  missing 
half  of  this  67-county  tri-state  market  of  more  than  5  lA 
million  people,  the  Heart  of  Industrial  America. 

For  complete  coverage,  the  answer  is  the  50,000  Watt 
Voice  of  WWVA  in  Wheeling,  which  dominates  the  area. 
Large  numbers  of  major  chain  and  independent  super- 
markets credited  to  Pittsburgh  distribution  are  in  the  area 
reached  by  WWVA  at  point  of  sale  and  outside  the  effec- 
tive service  area  of  Pittsburgh  media. 

So  dominant  is  WWVA  that  it  is  first  in  every  time 
period,  from  6  AM  to  midnight,  seven  days  a  week,  in  the 
entire  46-county  area  covered  by  the  latest  Pulse  (Jan. 
1958)  as  shown  by  the  dotted  lines  on  the  map. 

See  your  John  Blair  man  today. 
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Famous  on  the  local  scene" 


Only  fulltime  CBS  Network  Station  in 
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GRAND  RAPIDS SAYSSAMETHING 

As  in.N.Y.,  strike  doesn't  paralyze  sales 


While  New  York  City's  nine  news- 
papers were  involved  in  a  19-day  strike, 
Grand  Rapids,  Mich,  was  experiencing 
a  43-day  period  in  which  it,  too,  was 
newspaperless.  Although  New  York's 
post-mortem  media  war  continues 
(Broadcasting,  Dec.  29,  1958;  Jan.  5; 
also  see  story  below),  in  Grand  Rapids, 
department  store  and  food  chain  busi- 
nessmen appeared  unanimous  in  agree- 
ment that  the  strike  of  the  city's  two 
dailies  had  no  adverse  effect  on  sales 
volumes.  Radio-tv  use  was  increased 
during  the  strike. 

In  a  report  last  week,  Willard  Schroe- 
der,  president  -  general  manager  of 
WOOD  Broadcasting  Inc.  (WOOD- 
AM-TV  Grand  Rapids),  released  re- 
sults of  a  survey  of  local  department 
stores  and  food  chains  made  by  WOOD- 
AM-TV  executives  during  a  four-day 
period  just  before  Christmas.  Only  one 
food  chain  reported  a  December  1958 
sales  volume  running  less  than  that  of 
December  1957,  but  this  was  due  to  a 
new-store  opening  the  previous  year 
which  accounted  for  the  extra  volume. 

The  seven  businesses  (three  depart- 
ment stores  and  four  food  chains) 
stated  they  believed  no  advertising  me- 
dium, including  the  daily  newspaper, 
was  indispensable  to  their  successful  op- 
eration. During  the  strike,  all  developed 
aggressive  promotional  plans  which  ex- 
cluded newspapers  but  included  radio, 
tv,  direct  mail,  and  point-of-purchase 
advertising. 

Grand  Rapids'  three  competing  de- 
partment stores  joined  together  for  a 
cooperative  campaign  promoting  eve- 
ning shopping  hours  for  the  Christmas 
season.  Radio  and  tv  were  used  exclu- 


sively and  store  executives  termed  the 
results  "excellent."  After  the  campaign, 
the  hour-by-hour  sales  pattern  changed 
to  such  a  degree  that  working  hours  for 
sales  personnel  had  to  be  adjusted  to 
accommodate  the  changed  shopping 
pattern. 

Richard  Steketee,  merchandising  man- 
ager of  Paul  Steketee  &  Sons,  reported 
the  store's  sales  trend  for  the  fall  was  up 
and  that  this  trend  continued  during  the 
strike.  Unlike  other  retailers  interviewed, 
Steketee's  used  no  mailers  or  "shopper" 
advertising,  though  it  did  use  more  radio 
and  tv.  Mr.  Steketee  believes  his  store 
is  less  dependent  on  day-to-day  adver- 
tising than  his  competitors  as  he  values 
what  he  calls  "an  inherent  prestige  fac- 
tor" (corporate  image).  He,  and  his 
competitors,  however,  were  in  agree- 
ment that  "special"  items,  requiring 
heavy  specific  promotion,  suffered  most 
from  the  lack  of  newspaper  advertising. 

Another  department  store  communi- 
cated with  several  department  stores 
which  had  experienced  newspaper 
strikes  in  other  cities.  Information  ob- 
tained was  the  basis  of  its  "no  news- 
paper" promotional  plan.  This  store  be- 
lieves that  it  and  its  competitors,  in  the 
past,  have  spent  entirely  too  much 
money  in  Christmas  newspaper  adver- 
tising and  is  convinced  it  could  sell  just 
as  much  merchandise  at  Christmas  with 
less  newspaper  advertising.  It  tried  com- 
mercial announcements  over  its  public 
address  system,  but  abandoned  them  as 
too  disconcerting.  Closed-circuit  tv  was 
used  at  heavy  traffic  locations  and  sales 
people,  when  not  otherwise  engaged, 
called  customers  and  told  them  about 
specific  merchandise  for  sale.  The  store 


also  increased  its  radio-tv  budgets,  and 
reported  that  sales  of  specific  items  pro- 
moted on  tv  were  fair,  while  tv  adver- 
tising on  specific  items  in  men's  clothing 
brought  excellent  results. 

Frederik  Meijer,  executive  vice  presi- 
dent of  Meijer  Super  Markets  Inc.  told 
WOOD  that  his  chain  experienced  no 
variation  in  its  anticipated  business 
volume.  It  diverted  newspaper  ad  budg- 
ets to  radio-tv,  direct  mail  and  other 
non-newspaper  media. 

The  rapidly  expanding  Kroger  Co. 
continued  the  upward  business  trend 
which  it  had  established  early  in  the 
fall.  John  Bone,  Kroger  vice  president, 
reported  that  the  chain  channeled  its 
newspaper  money  to  other  media  in- 
cluding radio-tv. 

L.  V.  Eberhard,  president  of  Eber- 
hard  Foods  Inc.,  pointed  out  that 
changes  in  supermarket  facilities  in 
specific  neighborhoods  can  have  a  much 
greater  effect  on  revenues  than  the  un- 
availability of  an  individual  advertising 
medium.  The  Eberhard  chain  reported 
little  or  no  effect  on  business  as  a  result 
of  the  strike.  It  directed  the  money  to 
additional  tv  advertising,  but  did  not  in- 
crease the  chain's  radio  schedule. 

A  fourth  food  chain  operating  stores 
both  in  and  out  of  the  strike  area  re- 
ported business  in  the  strike  area  was 
as  good  or  better  than  at  those  stores 
which  were  still  able  to  buy  newspaper 
advertising.  Though  all  funds  allocated 
for  newspapers  were  not  entirely  used 
in  other  media,  the  company  used  satu- 
ration radio-tv  campaigns  which  it  cred- 
ited with  stabilizing  sales  during  the 
strike  period. 

RAB  swings  into 
N.Y.  media  rumble 

Radio  Advertising  Bureau,  after  sizing 
up  the  New  York  retail  market  in  the 
weeks  following  the  19-day,  nine- 
newspaper  blackout,  has  published  what 
it  terms  "the  latest  index  to  the  short- 
sightedness of  a  one-sided  media  pattern 
in  modern  selling."  The  index:  a  four- 
page  RAB  newsletter,  in  preparation  for 
three  weeks  (Broadcasting,  Jan.  5), 
spells  out  "the  facts"  of  the  strike  and 
"what  they  mean  to  advertisers  every- 
where." 

Hard-hitting  and  wasting  few  words 
on  compassion,  the  RAB  piece  originally 
was  to  have  had  a  printing  of  10,000 — 
then  described  as  "one  of  our  biggest" 
— but  RAB  officials  last  week  happily 
admitted  to  being  inundated  by  so  many 
reprint  orders  that  the  10,000  figure 
might  seem  a  low  estimate  in  weeks  to 
come. 

What  It  Says  •  RAB  gets  right  down 
to  cases  by  contending  "rumor  and 
conjecture"  have  obscured  the  strike 
facts  because  "some  folks  go  around 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  1|26,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan.  2-8. 
This  is  how  they  spent  their  time: 


73.7%  (93,032,000)  spent  1,914.6  million  hourst   Watching  Television 

57.0%  (71^951,000)  spent  1,480.7  million  hours    Listening  to  Radio 

82.0%  (103,509,000)  spent  439.8  million  hours    Reading  Newspapers 

29  5%  (37  238,000)  spent  177.3  million  hours    Reading  Magazines 

28.4%  (35,817,000)  spent  408.7  million  hours    Watching  Movies  on  Tv 

21.0%  (26,473,000)  spent  108.1  million  hours    Attending  Movies* 


These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,00-0  inter- 
views (1,000  each  day).  Sindlinger's  weekly  and  quarterly  "Activity"  report,  from  which  these 
weekly  figures  are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  cate- 
gories, and  shows  the  duplicated  and  unduplicated  audiences  between  each  specific  medium. 
Copyright  1959  Sindlinger  &  Co.  t  Hour  totals  are  weekly  figures.  People — numbers  and  per- 
centages—are figured  on  an  average  daily  basis.  *  All  people  figures  are  average  daily  tabula- 
tions for  the  week  with  exception  of  the  "attending  movies"  category  which  is  a  cumulative 
total  for  the  week.  Sindlinger  tabulations  are  available  within  two  to  seven  days  of  the  inter- 
viewing week. 

SINDLINGER'S  SET  COUNT:  As  of  Jan.  1,  Sindlinger  data  shows:  (1)  113,297,000 
people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  group); 
(2)  43,977,000  households  with  tv;  (3)  48,543,999  tv  sets  in  use  in  the  U.S. 
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THE 

DEATH  ft 
SENTENCE 


This  is  the  most  expensive 
yawn  in  America,  the  one  that 
kills  a  network  TV  program. 

Last  year  it  killed  one  out  of  every  two 
evening  network  shows. 

So  far  this  season— and  it's  far  from 
over— more  than  twelve  have  bit  the  dust. 

The  cost  of  these  false  starts  and  fast 
flops  is  staggering.  You  just  can't  fail 
more  spectacularly  in  advertising  .  .  .  and 
more  expensively. 
What  to  do  about  it? 

Couldn't  part  of  the  answer  lie  in  an 
advertising  agency  that  assumes  responsi- 
bility for  the  development  and  growth  of 
the  property,  as  well  as  negotiating  for  it? 


This,  of  course,  is  easier  said  than  done. 

In  our  case,  it  means  a  department  of  92 
specialists  solely  dedicated  to  building  the 
popularity  and  assuring  the  success  of  our 
clients'  programs — before,  during,  and 
after  their  introduction  on  the  air! 

Immodest  of  us,  we  know 

That  these  efforts  are  reasonably  suc- 
cessful is  indicated  by  the  fact  that  83% 
of  the  nighttime  network  shows  Benton 
&  Bowles  had  on  the  air  last  year  are  still 
on.  This,  we  are  immodest  enough  to 
point  out,  is  considerably  better  than  the 
average  survival  rate  of  50%. 

Put  another  and  equally  self-congratu- 
latory way,  5  of  the  top  25  television  shows 


last  fall  were  Benton  &  Bowles  shows. 

Now,  let's  face  it.  We  wanted  to  gloat  a 
little  in  print  about  this  record.  But  we  also 
wanted  to  shake  you  up  a  little.  We  want 
you  to  do  a  little  thinking  about  what  real 
television  "'pros'"  within  an  agencv  can 
do  to  cut  down  on  the  gamble  that  is  TV. 

We  believe  an  advertising  agency  should 
do  as  good  a  job  of  keeping  the  entertain- 
ment you  pay  for  fresh,  bright,  and  inter- 
esting as  the  advertising  it  produces. 

If  this  concept  interests  you  at  all,  we 
are  singularly  receptive. 

Benton  &  Bowles,  Inc. 

666  Fifth  Avenue,  New  York  19,  N.  Y. 


The  best  part  of  this  ad  are  these  clients:  General  Foods  Corp.  •  Procter  &  Gamble  Co.  •  Pepperell  Manufacturing  Company  ■  Associatioi  v  of  American  Railroad' 
American  Express  Co.     •     Avco  Manufacturing  Corp.     •     Norwich  Pharmacal  Co.     •     Carling  Brewing  Co.,  Inc.     •     Philip  Morris,  Inc.     •     Mutual  Of  New  Yoi 
Continental  Oil  Co.  •  H.  C.  Moores  Co.  •  Railway  Express  Agency,  Inc.  •  International  Business  Machines  Corp.  •  S.  C.  Johnson  &  Son,  Inc.  •  Florida  Citrus  Comn 
General  Aniline  &  Film  Corp.  •  Western  Union  Telegraph  Co.,  Inc.  •  Borden  Company  •  Kentile,  Inc.  •  Schick  Incorporated  •  Allied  Chemical  Corp.  •  The  Eversharp  Pe- 
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3a  ALL-NEW 


FIRST  RUN 
OURS 


LLOYD  NOLAN 

A  truly  great  actor  plays  "Special  Agent  7"  of  the  Intelligence  Division,  U.  S. 
Department  of  Internal  Revenue  —  in  fighting  encounters  with  the  nation's 
most  sinister  lawbreakers.  Here  come  high  ratings  again  from  your  No.  1 
Distributor  of  TV  Film  Programs  -  MCA  TV. 

IMMEDIATELY  OPEN  FOR  REGIONAL  AND  LOCAL  SPONSORSHIP 


produced  by  ^J^^J^J^^J^^  productions 
producers  of  MIKE  HAMMER  and  STATE  TROOPER 


mca  tv 


Write,  wire,  phone  ■  ■■l*a     LI  FILM  SYNDICATION 

598  Madison  Avenue,  New  York  22  •  PLaza  9-7500  and  principal  cities  everywhere 


An  outstanding  transmitter 
for  outstanding  broadcasters 

Continental  Electronics 
Type  31 7 B  50,000  Watt  AM  Transmitter 

This  highly  developed  transmitter  is  entirely  self- 
contained  except  for  the  power  amplifier  blower.  The 
transmitter  has  been  installed  at  WJR,  Detroit  .  .  . 
WOAI,  San  Antonio  .  .  .  KLIF,  Dallas. 


EXCLUSIVE  FEATURES 

•  Weldon  Power  Amplifier  De- 
sign* 

•  Instantaneous   Power  Cutback 
to  5  KWor  10  KW( optional) 

•  Regulinear**  Cathode-Follower 
Screen  Modulation  System 

•  Compact  —  requires   only  72 
square  feet  of  flat  floor  space 

•  Only  18  tubes  total  including 
those  in  two  oscillator  units 
( Heaviest  tubes  are  two  P  A 
tubes  at  29  lbs.  each!) 


NEW  FEATURES 

Especially  designed  for  unattended 
operation 

Silicon  and  Selenium  Rectifier— no 
vacuum  tubes 

Built-in  lightning  and  SWR  pro- 
tection 

All  aluminum  cabinets  for  electrical 
shielding  and  reduced  weight 
Less  than  1  %  carrier  shift  —  prac- 
tically independent  of  power  line 
regulation 

Zero  temperature  coefficient  cry- 
stals —  ovens  eliminated 
Completely  air-cooled  throughout 

•Patent  No.  2,836,665 
•'Patent  Pending 
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implying  that  things  went  to  hell  in  a 
handbasket  because  the  New  York  news- 
papers didn't  publish  for  nearly  three 
weeks."  Poppycock,  says  RAB.  going 
on  to  quote  several  leading  department 
store  executives  (who  chose  to  remain 
cloaked  in  anonymity).  Said  an  execu- 
tive of  R.H.  Macy  &  Co.  (Bamberger's 
Newark.  Macy's  New  York):  "Our 
Christmas  sales  were  remarkably  ahead 
of  the  previous  year."  Added  an  of- 
ficial of  rival  Gimbel  Bros.:  "We  esti- 
mate an  8^  increase  in  our  Christmas 
sales." 

Not  only  did  RAB  find  that  business 
stood  up  despite  the  absence  of  S17  mil- 
lion worth  of  newspaper  ads — advertis- 
ing which  it  charges  is  sold  on  a  doc- 
trine '"of  fear"  (of  "you've  got  to  make 
newspapers  your  basic,  exclusive  ad- 
vertising medium  in  order  to  survive!'") 
— but  what's  more  important,  stores 
which  rarely  used  radio  now  are  taking 
a  second,  harder  look. 

Among  them  is  Stern  Bros.,  the  flag- 
ship store  of  the  84-unit.  nationally- 
scattered  Allied  Stores  chain.  Admitted 
Sterns:  "If  we  had  advertised  the  same 
event  in  newspapers"  —  referring  to  a 
two-day.  Dec.  26-27  storewide  post- 
Christmas  sale  promoted  only  on  ra- 
dio Dec.  25 — "we  would  have  spent 
two-and-half  times  as  much  money!" 
Result  of  this  all-radio  promotion:  "We 
built  a  tremendous  amount  of  traffic  .  .  . 
and  customers  told  us  personally  that 
they  heard  about  the  sale  on  radio."' 

Other  stores,  such  as  the  17-unit  Sun- 
set appliance  chain  (a  steady  radio  user 
which  doubled  its  allocations  during  the 
strike)  admitted  that  it  once  considered 
radio  strictly  a  "supplement"  to  news- 
papers, but  that  now,  ''dollars  and  cents 
volume"'  has  made  Sunset  "change  (our) 
perspective"  and,  adds  Sunset,  "radio 
can  stand  on  its  own." 

The  RAB  newsletter  goes  on  to  cite 
what  happened  in  past  years  in  other 
newspaper-struck  cities.  Commented 
RAB  President  Kevin  B.  Sweeney:  "The 
fact  remains  ...  no  one  advertising 
medium  is  "indispensable."  The  business 
barometers  have  proved  it  time  and 
time  again  in  newspaper  strike  situations 
and  they  would  undoubtedly  prove  the 
same  point  for  any  other  medium." 

Media  buyers  meet 

The  newly-formed  Chicago  Media 
Buyers  Group  held  its  first  dinner  meet- 
ing at  the  Chicago  Federated  Adv.  Club 
Wednesday  evening  (Jan.  7),  with  Ar- 
thur Decker,  senior  vice  president  of 
Henri,  Hurst  &  McDonald,  as  key 
speaker. 

The  organization  was  created  to  up- 
grade "media  buying  standards"  in 
Chicago  by  means  of  interchanging 
ideas  and  techniques  and  focusing  on 
specific  media  problems.  Chairman  is 
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Harry  C.  Pick,  who  resigned  last  week 
as  media  director  of  Reach.  McClinton 
&  Pershall. 

Other  officers  of  CMBG  are  media 
directors  Harry  Sager.  Kenyon  &  Eck- 
hardt.  and  David  William.  Geoffrey 
Wade  Adv. — vice  presidents:  Elaine 
Kortas,  Marsteller,  Rickard,  Gebhardt 
&  Reed — secretary,  and  Dick  Rogers, 
John  W.  Shaw  Adv. — treasurer. 

Members  of  the  executive-organiza- 
tion committee  include  these  agency 
media  buyers:  Reg  Dellow.  Grant  Adv. 
Inc.:  Russ  Gilbertz.  W.  E.  Long  Co.; ! 
Katherine  Fitzsimmons.  McCann-Erick- 
son  Inc.;  Leonard  Matthews,  Leo  Bur- 
nett Co.:  Ed  Trizil,  Gordon  Best  Co.. 
Blair  Vedder.  Needham.  Louis  &  Brorby 
Inc..  and  A.  G.  Ensrud  and  Lowell 
Hellman.  J.  Walter  Thompson  Co. 

3.5%  radio  spot  drop 
in  3rd  quarter — SRA 

National  spot  radio  fell  3.5%  in  the 
third  quarter  of  last  year  compared  to 
the  same  period  a  year  ago,  while  the 
first  quarter  was  up  1.6%  and  the  sec- 
ond quarter  rose  11.9%. 

These  are  revised  estimates  on  radio 
spot  time  sales  reported  last  week  by 
Station  Representatives  Assn.  Lawrence 
Webb,  managing  director,  said  the  re- 
visions were  based  on  official  FCC  fig- 
ures for  spot  radio  sales  released  late 
last  month. 

The  SRA  revision  for  1957  shows  a 
total  SI 69.5 11.000  in  spot  radio  time 
sales.  For  the  first  three  quarters  of 
1957  the  figure  is  a  little  above  S121 
million,  while  the  estimated  total  for 
the  first  nine  months  this  year  is  about 
SI 26  million. 

•  Business  briefly 

Time  Sales 

•  Max  Factor  Inc..  L.A.,  plans  exten- 
sive tv  spot  campaign  starting  April  5 
for  new  Pink  Jade  lipstick  it  is  intro- 
ducing as  first  major  promotion  of  50th 
anniversary.  Tv  drive  will  be  supported 
by  heavy  color  schedule  in  print  media. 
Agency:  Kenyon  &  Eckhardt.  L.A. 

•  Kraft  Foods  through  J.  Walter 
Thompson  and  Sealtest  Dairy  Products 
through  N.W.  Aver  will  renew  Bat 
Xfasterson  on  NBC-TV  (Wed..  9:30- 
10  p.m.)  for  additional  26-week  cycle, 
carrying  buy  into  October. 

•  Atlantis  Sales  (French's  instant  spa- 
ghetti sauce  mix).  Rochester.  N.Y.. 
through  Compton  Adv.,  N.Y.,  buying 
new  52-week  cycle  of  daytime  tv  min- 
utes (6  to  10  spots  weekly)  beginning 
today  (Jan.  19)  in  selected  markets 
among  top  50. 

•  Bover  International  Labs  (H-A  hair 


-Li   is  a  Layman, 

Outside  of  our  "biz." 
Our  terms  are  confusing 

Alongside  of  his. 

It's  true.  The  advertising  profession 
has  terminology  that's  as  confusing  to 
the  layman  as  medical  phrases  are  to 
most  of  us.  Cumes,  cost  per  M  and 
average  aud.  mean  nothing  to  him. 

Furthermore,  all  the  layman  knows 
about  media  selection  comes  through 
preference :  w;hether  specific  media 
meet  his  own  individual  tastes. 

For  more  than  36  years,  KHJ  Radio, 
Los  Angeles,  has  been  programming 
with  an  eye  toward  satisfying  those 
tastes.  We  believe  that  complete  pene- 
tration of  any  market  can  only  be 
achieved  through  penetration  of  each 
individual  mind. 

To  that  end,  KHJ's  foreground 
sound  features  news,  commentary, 
sports,  drama,  discussion,  variety  and 
quiz  programs  designed  to  hold  the 
layman's  attention  not  only  during  the 
program  but  through  the  commercials 
within  and  around  it. 

Never  underestimate  the  variety  of  the 
laymen's  tastes  in  Greater  Los  Angeles. 
Here  is  a  medium  programmed  to  sat- 
isfy them  all. 


KHJ 

RADIO 


LOS  ANGELES 

1313  North  Vine  Street 
Hollywood  28.  California 
Represented  nationally  b; 
H-R  Representatives,  Inc 
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PREVIEW 

When  in  Rome  .  .  .  drink  Heidelberg  •  A  new  film  spot  commercial  for 
the  Heidelberg  Brewing  Co.,  to  be  carried  next  week  in  14  west  coast  mar- 
kets, accentuates  the  theme  that  hospitality  in  ancient  Rome  was  no  different 
from  the  bonhomie  of  the  1950's  in  a  modern  city. 

The  commercial  opens  in  a  contemporary  living  room.  The  announcer 
comments  on  the  changes  in  living  abodes  but  makes  the  point  that  friends 
always  have  been  entertaining  one  another.  The  action  changes  and  the  an- 
nouncer reappears  in  a  Roman  toga. 

Announcer:  "Friends,  Romans,  countrymen  ...  I  call  you  here  not  to 
praise  Heidelberg,  but  to  drink  it.  So  dear  friends,  enjoy  yourself.  Prithee, 
why  not  divide  this  Heidelberg  quart.  After  all,  it's  five  full  chalices  to  the 
bottle." 

The  scene  shifts  back  to  the  modern  setting. 

Announcer:  "Well,  palace  and  chalice  may  change  a  good  deal  through 
the  ages,  but  one  thing's  constant:  the  Heidelberg  quart  is  always  the  key  to 
entertainment,  convenience  and  congeniality." 

The  film  was  produced  by  Arco  Studios,  Hollywood,  and  will  be  scheduled 
in  14  markets  on  the  Colonel  Flack  series  syndicated  by  CBS  Films  Inc.  The 
agency  director  was  Dan  Lindquist  of  Guild,  Bascom  &  Bonfigli,  San 
Francisco.  The  script  was  by  Gene  Thompson  and  Norman  Linzer  of  GB&B. 


arranger),  heavy  regional  broadcast  ad- 
vertiser, buys  alternate  weeks  of  ABC- 
TV's  Meet  McGraw  (Sun.,  9:30  p.m. 
EST)  on  8  3 -station  leg  west  of  Chicago 
effective  Feb.  1  for  20  weeks  in  sale 
negotiated  with  network  Central  Div. 
Agency:  R.  Jack  Scott,  Chicago.  Spon- 
sor is  new  to  network  tv. 

•  National  Life  Accident  &  Insurance 
Co.,  Nashville,  Tenn.,  (parent  of  WSM 
Inc.  there)  becomes  national  advertiser 
for  first  time  this  week  with  test 
schedule  news  adjacancies  in  1 2  selected 
tv  markets  throughout  country.  Agency: 
Nobel-Dury  &  Assoc.,  Nashville. 

•  ABC-TV  now  has  sold  out  its  Walt 
Disney  Presents  series.  Signed  last 
week:  Hudson  Pulp  &  Paper  Co., 
through  Norman,  Craig  &  Kummel, 
both  N.Y.,  which  (effective  Jan.  30)  will 
pick  up  show  in  eastern  cities  during 
alternate-week  half-hour  slot  currently 
sponsored  regionally  in  mid  and  far 
west  by  Hills  Bros,  coffee  (N.  W.  Ayer 


&  Sons).  Reynolds  Metals  Co.  (Buchan- 
an Div.,  Lennen  &  Newell)  sponsors 
Disney  fully  alternate  weeks,  and  Kel- 
logg Co.  (Leo  Burnett)  carries  it  on  al- 
ternate week  half-hour  basis.  ABC-TV 
also  acquired  its  first  sponsor  for  filmed 
reruns  of  Meet  McGraw  that  premiered 
last  month.  Signed  as  regional  sponsor 
(mid  and  far  west)  was  Boyer  Interna- 
tional Labs  (H-A  hair  dressing)  through 
R.  Jack  Scott  Inc.,  Chicago,  effective 
Feb.  1. 

•  P.  Lorillard  (Old  Gold  Straights), 
through  Lennen  &  Newell  Inc.,  both 
N.  Y.,  renews  Rough  Riders  (ABC-TV, 
Thurs.,  9:30-10  p.m.),  for  another  26 
weeks.  Series  made  its  debut  last  Oct. 


•  Thomas  J.  Lipton  Co.,  Hoboken,  N.J. 
and  Philip  Morris  Co.,  New  York,  have 
bought  Tombstone  Territory  on  alter- 
nate week  basis  over  ABC-TV  (Fri.  9- 
9:30  p.m.),  starting  March  3,  confirming 
an  earlier  report  (Closed  Circuit,  Jan. 


12).  Agency  for  Lipton  is  Young  &  Rub- 
icam,  N.Y.  and  for  Philip  Morris  is  Leo 
Burnett  Co.,  Chicago. 

•  Sunbeam  Corp.,  hoping  that  CBS- 
TV's  What's  My  Line?  will  do  for  its 
shaver  line  what  the  former  Goodson- 
Todman  package  did  for  rival  Reming- 
ton-Rand (when  it  sponsored  the  series) 
has  signed  as  alternate-week  sponsor 
(with  Kellogg  Co.)  for  the  Sunday  night 
panel  quiz.  Effective  Feb.  1,  Sunbeam 
moves  into  the  slot  vacated  last  fall  by 
Helene  Curtis  Inc.,  and  filled  temporar- 
ily by  Florida  Citrus  Commission  out 
of  Benton  &  Bowles.  Sunbeam  contract 
negotiated  through  Perrin-Paus,  Chi- 
cago. 

•  Sponsors  of  last  year's  Pittsburgh  Pi- 
rates baseball  season  on  KDKA-AM-TV 
Pittsburgh  have  signed  again  this  sea- 
son. The  companies  are  Atlantic  Re- 
fining Co.,  Philadelphia,  through  N.  W. 
Ayer  there;  Bayuk  Cigars  Inc.  (Phillies), 
Philadelphia,  through  Feigenbaum  & 
Wermen  Inc.  there,  and  Iron  City 
Brewery,  Pittsburgh. 

•  Procter  &  Gamble  Co.,  Cincinnati, 
via  Benton  &  Bowles,  N.Y.,  buying  into 
three  nighttime  NBC-TV  series  this 
month.  It  will  sponsor,  for  26-week 
period,  alternate  weeks  of  Dragnet 
(Tues.,  7:30-8  p.m.),  one-third  of 
Cimarron  City  (Sat.,  9:30-10:30  p.m.) 
on  seven  dates,  and  one-third  of  Ad- 
ventures of  Ellery  Queen  (Fri.,  8-9 
p.m.)  on  six  dates. 

•  Skelly  Oil  Co.,  Kansas  City,  Mo., 
will  co-sponsor  with  Jos.  Schlitz  Brew- 
ing Co.  the  Kansas  City  Athletics  1959 
baseball  season.  Skelly's  agency  is  Bruce 
B.  Brewer  &  Co.,  Kansas  City.  Stations 
in  Iowa,  Nebraska,  Oklahoma,  Arkan- 
sas, Kansas  and  Missouri  will  carry  the 
commentaries.  Agency  for  the  regional 
schedule  is  Majestic  Adv.,  Milwaukee. 

•  The  Kroger  Co.  (meat,  grocery  prod- 
ucts), Cincinnati,  became  a  52-week 
advertiser  on  Crosley  Broadcasting 
Corp.'s  50-50  Club  this  month.  Stations 
telecasting  the  color  and  monochrome 
show:  WLWT  (TV)  Cincinnati,  WLWD 
(TV)  Dayton,  WLWC  (TV)  Columbus 
and  WLWI  (TV)  Indianapolis.  50-50 
also  is  carried  by  WLW  Cincinnati. 
Kroger's  agency  is  Campbell-Mithun, 
Minneapolis. 

•  Spot  schedules  in  Romper  Room,  na- 
tional live  tv  package,  have  been  sold 
to  Buster  Brown  Textiles  Inc.  (chil- 
dren's apparel),  Wilmington,  Del.,  and 
Mangels,  Herold  Co.,  (King  cleaning 
products)  Baltimore.  Agency  for  Bus- 
ter Brown  is  Arndt,  Preston,  Chapin. 
Lamb  &  Keen,  Philadelphia.  Agency 
for  Mangels,  Herold:  H.  W.  Budde- 
meier  Co.,  Baltimore. 
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Agency  appointments 

•  Louis  Milani  Foods,  L.A.,  has  ap- 
pointed Donahue  &  Coe,  that  city,  to 
handle  its  advertising,  with  1959  budget 
of  about  SI  million  to  be  utilized  in 
various  media. 

•  Colorforms  Inc.,  Norwood,  N.J.,  has 
named  Kudner  Adv.,  N.Y.,  for  its  line 
of  arts,  crafts  and  activities  toys.  Ac- 
count previously  was  handled  directly 
by  the  advertiser.  Colorform's  billing  is 
reported  to  be  in  excess  of  $500,000. 

•  Lowell  Toy  Mfg.  Corp.,  Long  Island 
City,  New  York,  appoints  Lavenson 
Bureau  of  Advertising  Inc.,  Phila. 

•  Food  Bank  Stores  (super  market 
chain),  Fresno,  Calif.,  names  Jimmy 
Fritz  &  Assoc.,  Hollywood.  Agency  will 
open  Fresno  office  to  handle  the  ac- 
count which  will  include  '"extensive" 
radio  co-op  campaign,  according  to  an- 
nouncement last  week  which  did  not 
give  budget  and  other  specifics  in  the 
planned  drive. 

•  Albert  Ehlers  Inc..  N.Y..  moves  its 
S500,000  coffee  account  out  of  Dowd. 
Redfield  &  Johnstone,  appoints  Co- 
ordinated Adv.  Corp..  both  NY. 
Ehlers  coffee  traditionally  has  been 
heavy  radio  advertiser.  Ehlers'  Cafe 
Caribe  brand,  geared  to  New  York's 
Spanish-speaking  market,  continues  to 
be  serviced  out  of  Quinn-Lowe  Inc. 

o  John  Morrell  &  Co.  (pet  products) 
and  Mercury  Records  Corp.  (high  fidel- 
ity phonograph  records,  tapes),  both 
Chicago,  appoint  John  W.  Shaw  Adv., 
that  city,  to  handle  accounts.  Shaw 
named  for  Red  Heart  dog  food  effective 
mid-February  (it  already  has  cat  and 
meat  accounts);  for  Mercury  effective 
immediately.  Estimated  billings:  $1  mil- 
lion (for  dog  food)  and  $300,000  (for 
Mercury). 

•  Beacon  Plastics  Corp..  Newton,  Mass. 
(housewares),  appoints  Weiss  &  Geller. 
N.Y.,  as  its  agency,  succeeding  Frank- 
lin Adv.,  Boston. 

•  Also  in  advertising 

•  L.  W.  Ramsey  Adv.,  Davenport. 
Iowa,  and  Chicago,  has  opened  offices 
at  321  11th  St.,  Des  Moines.  The  new 
branch  is  run  in  conjunction  with  Son 
De  Regger  Adv.  there.  Both  companies 
retain  separate  identities.  Thomas  Pe- 
terson, who  formerly  operated  his  own 
agency  in  Fort  Dodge.  Iowa,  and  has 
been  associated  with  Ramsey  in  Daven- 
port, has  joined  Son  De  Regger  as  vice 
president. 


LATEST  RATINGS 


> 

8. 
10. 

Have  Gun,  Will  Travel 

Rifleman 

Real  McCoys 

34.3 

34.3 
34.2 

Mo.  Viewers 
(000) 

45,400 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  Dec.  1-7 

X' 

Perry  Como 
Gunsmoke 

Rank 

Ratin 

Wagon  Train 

l.  Gunsmoke 

Ed  Sullivan 

39  620 

2.  Wagon  Train 

40.1 

5. 

Maverick 

39,520 

3.  Perry  Como 

38.9 

6. 

Real  McCoys 

36,330 

4.  Desilu  Playhouse 

36.8 

7. 

Danny  Thomas 

36,010 

5.  I've  Got  a  Secret 

36.2 

Have  Gun,  Will  Travel 

35,900 

6.  Danny  Thomas 

35.4 

9. 

People  Are  Funny 

34,860 

7.  Maverick 

34.5 

1-0. 

I've  Got  a  Secret 

33,540 

ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  Jan.  8-14  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 

DATE 


Thurs.,  Jan.  8 
Fri.,  Jan.  9 
Sat.,  Jan.  10 
Sun.,  Jan.  11 
Mon.,  Jan.  12 
Tues.,  Jan.  13 
Wed.,  Jan.  1 


PROGRAM  and  TIME 
The  Real  McCoys  (8:30  p.m.) 
Person  to  Person  (10:30  p.m. 
Gunsmoke  (10  p.m.) 
Loretta  Young  (10  p.m.) 
Danny  Thomas  (9  p.m.) 


Wagon  Train  (7:30  p.m.) 
No  ratings  recorded  because  of  mechanical  failure. 

Copyright  1959  American  Research  Bureau 


ABC-TV 
CBS-TV 
CBS-TV 
NBC-TV 
CBS-TV 

NBC-TV 


24.2 
23.7 
30.7 
30.4 
28.2 


If  BACKGROUND:    The    following    programs,  in 

P  alphabetical    order,    appear    in    this  week's 

5§  BROADCASTING  tv  ratings  roundup.  Informa- 

P  tion  is  in  following  order:  program  name,  net- 

ff  work,  number  of  stations,  sponsor,  agency,  day 

if;;  and  time. 

II  Adventure  Time  (ABC-127):  participating  spon- 

||      sors,  Tues.  &  Thurs.  5:30-6  p.m. 

II  American  Bandstand  (ABC-96):  participating 

%       sponsors,  Mon. -Fri.  4-5:30  p.m. 

|l  CBS  News  (CBS-158):  participating  sponsors 

%       Mon. -Fri.  7:15-7:30  p.m. 

fl  Perry  Como  (NBC-171):    participating  spon- 

||       sors,  Sat.  8-9  p.m. 

If  Concentration  (NBC-156):  participating  spon- 

If      sors,  Mon. -Fri.  11:30  a.m. -Noon. 

II  Desilu    Playhouse    (CBS-113):  Westinghouse 

p      (M-E),  Mon.  10-11  p.m. 

p  Father  Knows  Best  (CBS-145):   Lever  Bros. 

H       (JWT),   Scott   Paper   (JWT),    Mon.  8:30-9 

l|  p-m- 

i  GE  Theatre  (CBS-150):  General  Electric 
P       (BBD0),  Sun.  9-9:30  p.m. 

Guiding  Light  (CBS-128):  Procter  &  Gamble 
||       (Compton),  Mon. -Fri.  12:45-1  p.m. 

II  Gunsmoke  (CBS-173):  Liggett  &  Myers 
II  (D-F-S),  alternating  with  Remington  Rand 
|l       (Y&R)  Sat.  10-10:30  p.m. 

I  Have    Gun,    Will    Travel    (CBS  148):  Lever 

II  (JWT),  Whitehall  (Bates),  Sat.  9:30-10  p.m. 

II  High  Adventure  (CBS-157):  Delco  (C-E),  Dec. 
||       6,  7:30-8:30  p.m. 

i  Alfred  Hitchcock  Presents  (CBS-163):  Bristol- 
||       Myers  (Y&R),  Sun.  9:30-10  p.m. 

i  I've  Got  a  Secret  (CBS-197):  Reynolds  (Esty), 
!';       Wed.  9:30-10  p.m. 

Kraft  Music  Hall  (NBC-144):  National  Dairy 
f|       Corp.  (JWT),  Wed.  9-9:30  p.m. 

H  Maverick  (ABC-132):  Kaiser,  Drackett  (both 


Y&R),  Sun,  7:30-8:30  p.m.  || 

Garry  Moore  (CBS-174):   Kellogg  (Burnett),  |i 

Revlon  (La  Roche),  Pittsburgh  Plate  Glass  || 
(BBD0),  Tues.  10-11  p.m. 

Mickey  Mouse  (ABC-127):  participating  spon-  || 
sors,  Mon. -Wed.,  Fri.  5:30-6  p.m. 

Jack  Paar  (NBC-141):  participating  sponsors,  §i 
Mon.-Fri.  11:15  p.m.-l  a.m. 

People  Are   Funny   (CBS-142):   participating  ff 
sponsors,  Mon.-Fri.  2:30-3  p.m. 

Playhouse    90    (CBS-155):    Kimberly    Clark  •  . 

(FC&B),  Allstate  Insurance  Co.  (Burnett),  II 

American  Gas  Assn.  (L&N),  Thurs.  9:30-11  || 

p.m.  p 

Price  Is  Right  (NBC-167):  Toni  (T-L),  Desoto  II 
(BBD0),  Thurs.  8-8:30  p.m. 

Real    McCoys   (ABC-131):    Sylvania   Electric  II 

Products  (JWT),  Thurs.  8:30-9  p.m.  |p 

Restless  Gun  (NBC-141):  Procter  &  Gamble  j 

(Burnett),  Sterling  Drug  (D-F-S),  Mon.  || 
8-8:30  p.m. 

Rifleman    (ABC  142):    Miles    Labs    (Wade),  II 

Ralston  Purina  (Gardner),  Procter  &  Gamble  §1 
(B&B),  Tues.  9-9:30  p.m. 

Search  For  Tomorrow  (CBS-133):  Procter  &  II 

Gamble   (Compton),   Mon.-Fri.   12:30-12:45  If 

p.m.  If 

Phil   Silvers   (CBS-147):    Procter   &    Gamble  |l 

(Burnett)    R.J.  Reynolds  (Esty),  Fri.  9-9:30  ff 

p.m.  ?! 

Red  Skelton  (CBS-174):  Pet  Milk  (Gardner)  If 

S.C.  Johnson  (FC&B),  Tues.  9:30-10  p.m.  ff 

Ed  Sullivan  (CBS-159):  Mercury  (K&E),  East-  11 
man  Kodak  (JWT),  Sun.  8-9  p.m. 

Danny    Thomas    (CBS-189):    General    Foods  pf 
(B&B),  Mon.  9-9:30  p.m. 

Wagon  Train  (NBC-180):  Ford  Motors  (JWT),  If 

alternating  with  Nabisco  (M-E),  Wed.  7:30-  w: 

8:30  p.m.  f§ 

Loretta  Young  (NBC-144):  Procter  &  Gamble  If 
(B&B),  Sun.  10-10:30  p.m. 
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The  music. .the  manner 
...the  millions  who  love 
the  rich  magnificence  of 
all  that  is  Mantovani,  all 
yours.  In  39  gala  half- 
hour  shows,  Mr.  Manto- 
vani sweeps  across  the 
television  screen  with 
scintillating  sight  and 
sound,  fvery  half-hour 
is  a  new  and  different 
theme,  a  new  and  dif- 
ferent full  scale  produc- 
tion with  settings  and 
sequences... costuming 
and  choreography  add- 
ing dazzling  detail  to 
the  delight  of  Manto- 
vani's  46-piece  orches- 
tra. It's  all  yours,  plus  an 
exciting  Corps  de  Ballet, 
and  big  name  guests 
such  as  Vic  Damonejhe 
Hi-Lo's,  Connie  Francis, 
the  Boscoe  Holder  West 
Indian  Dancers ..  . .  The 
London  Festival  Ballet, 
Belita,  The  Band  of  The 
H.  M.Welsh  Guards,  All 
Saints  Boys  Choir.  And 
John  Conte  is  your  host. 


Most  of  all,  there  is  this 
name... Mantovani.  Now 
for  the  first  time  on  TV, 
MANTOVANI  from  NTA! 

IITI  Ten  Columbus  Circle, 
H  I  ft  New  York  19,  New  York 

National  Telefilm  Associates, 


of 


STILL  ANOTHER  ARB  SURVEY  SNOWS 


WRAL 


holds  the 

audience  sign-on  to  sign-off 
the  area 


What  a  record — "tops"  in  every  ARB  survey  of  the  Raleigh-Durham 
area  since  WRAL-TV  began  operations! 

This  latest  report  (Oct.-Nov.  1958)  shows  one- week  49.6%  and 
four-week  48.1%  SHARE  OF  AUDIENCE,  sign-on  to  sign-off. 

Get  your  share  of  the  sales-building  opportunities  on  Carolina's 
colorful  Capital  Station— check  the  availabilities  today! 

4-CAMERA  MOBILE  UNIT  •  VIDEOTAPE  RECORDER  •  LARGE  NEW  STUDIOS 


covering  North  Carolina  from  Greensboro  to  the  coast 
from  Virginia  to  the  South  Carolina  line 


REPRESENTED  BY  H-R,  INC. 
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TV  RATINGS  UNDER  ATTACK 

It's  time  to  dump  them,  says  Moore, 
and  to  start  measuring  whole  audience 


Richard  A.  Moore,  president  of 
KTTV  (TV)  Los  Angeles,  last  week  lit 
the  fuse  for  what  he  hoped  would  be 
another  explosion. 

The  man  who  was  most  responsible 
for  touching  off  the  television  network 
investigations  that  began  nearly  three 
years  ago  took  aim  last  week  at  televi- 
sion's ratings. 

He  urged  that  television  ban  the  word 
"rating"  and  the  one-week  measure- 
ments that  it  connotes  and  adopt  four- 
week  cumulative  measurements  as  the 
standard. 

"Reach"  is  the  word  that  Mr.  Moore 
said  was  more  descriptive  of  television 
than  "rating." 

"Television  reaches  the  American 
people,"  he  said,  "and  that  is  the  word 
that  describes  our  medium  best." 

Hand -Me -Downs  From  Radio  • 
Speaking  at  a  luncheon  meeting  of  the 
Chicago  Broadcast  Advertising  Club 
Jan.  15,  Mr.  Moore  said  that  although 
tv  was  unique,  it  had  acquired  various 
radio  practices  without  bothering  to  de- 
cide whether  they  were  appropriate  to 
television. 

One  of  these,  he  said,  was  the  must- 
buy  which  KTTV,  in  testimony  before 
the  Senate  Commerce  Committee  in 
March  1956,  said  was  not  only  inap- 
propriate for  television  but  also  unlaw- 
ful. Must-buys,  he  pointed  out,  have 
been  discontinued. 

(Mr.  Moore  did  not  mention  last 
week  that  in  his  Senate  committee  testi- 
mony he  also  attacked  option  time  as 
an  antitrust  violation.  For  subsequent 
action  on  option  time,  see  page  91). 

Like  the  must-buy,  the  rating  was 
"transplanted  bodily"  to  television,  said 
Mr.  Moore. 

"For  10  years,"  he  said,  "we  have 
given  industry  acceptance  to  a  system 
of  audience  measurement  which  is  in- 
capable of  telling  the  station,  the  net- 
work, the  agency  or  the  advertiser  the 
most  important  thing  each  of  them 
needs  to  know:  How  many  people 
watch  his  program? 

"All  this  because  we  stumbled  into 
the  trap  of  expressing  our  audience  in 
terms  of  one  program  per  month,  leav- 
ing unexpressed  or  unmeasured  the  vast 
audience  which  watches  the  program 
the  other  three  weeks  of  the  month." 

How    Audience   Multiplies    •  Mr. 
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Moore  cited  A.  C.  Nielsen  cumulative 
audience  figures  for  Walt  Disney  Pre- 
sents on  ABC-TV  in  Chicago.  He  used 
a  sample  of  100  homes  for  four  con- 
secutive weeks. 

"In  the  first  week,  week  A,  27  homes 
watch  the  program,"  he  said.  "That  is 
what  we  would  herald  proudly  today  as 
a  27  rating. 

"In  week  B,  15  of  these  same  27 
homes  watch  the  program  again,  plus 
12  additional  homes  which  had  not 
watched  in  week  A.  In  two  weeks  the 
rating  is  still  27,  but  the  total  of  homes 
is  39. 

"In  week  C,  19  of  the  39  homes 
which  had  watched  the  program  in 
week  A  or  B  watch  it  again,  some  for 
the  second  time,  some  for  the  third; 
eight  new  homes  also  tune  it  in.  The 
rating  is  still  27,  but  total  homes  is  47. 

"In  week  D,  21  of  the  47  homes 
watch  the  program  for  the  second,  third 
or  fourth  time,  and  six  new  homes  tune 
it  in.  The  rating  would  still  be  a  27,  but 
the  program  has  been  seen  in  53 
homes.  .  .  . 

"Projecting  this  example  nationally, 
this  program  would  be  reaching  23  mil- 
lion homes  from  one  to  four  times  in 
every  four-week  period.  Yet  this  is  the 
audience  which  our  industry  currently 
offers  under  the  label  of  27." 

The  Reach  of  Tv  •  The  most  re- 
markable thing  about  television,  said 
Mr.  Moore,  is  its  "capacity  for  reaching 
all  the  people." 

"Taking  the  typical  three-station  vhf 
market  of  Kansas  City,"  he  said,  "Neil- 
sen  reported  that  over  a  four-week 
period  each  of  the  three  stations  was 
actually  watched  by  an  average  of 
99%  of  the  homes  in  this  sample." 

What  television  must  do  is  find  the 
way  to  give  an  advertiser's  message  ex- 
posure that  will  begin  to  approach  the 
total  reach  of  the  station  itself.  KTTV, 
he  pointed  out,  has  used  a  plan  of 
rotating  commercials  through  as  many 
as  eight  programs  in  prime  evening 
time  for  a  total  of  16  exposures  over 
a  four-week  period. 

"The  first  returns  are  now  in,  said  Mr. 
Moore.  "And  we  have  been  astounded 
to  discover  that  the  advertisers  are 
reaching  up  to  71.8%  of  the  great  Los 
Angeles  market  .  .  .  actually  reach- 
ing 1,700,000  homes  at  least  once  and 


and  average  of  twice.  .  .  ." 

10  Tough  Years  •  The  next  decade, 
said  Mr.  Moore,  will  be  "probably  the 
most  competitive"  in  media  history. 

"If  I  worked  for  a  competing 
medium  in  this  challenging  business," 
he  said,  "I  would  pray  every  night  that 
television  continues  to  describe  its 
audience  in  terms  of  those  who  watch 
in  one  week  only." 

What  television  ought  to  do,  he  said, 
is  adopt  as  the  uniform  standard  of 
audience  measurement  the  four-week 
period,  13  four-week  periods  per  year. 

A  99.9  Rating  •  The  central  idea  of 
reach  instead  of  ratings  as  the  objective 
of  television  research  came  into  focus 
for  Mr.  Moore  during  the  Tournament 
of  Roses  parade  in  Pasadena  Jan.  1. 

More  than  a  million  persons  gather 
to  watch  the  parade,  Mr.  Moore  told 
his  audience  last  week.  As  one  of 
them,  Mr.  Moore  saw  a  demonstration 
of  the  influence  of  tv. 

"I  happened  to  be  standing  on  the 
sidewalk  where  people  were  six  deep 
when  along  came  Richard  Boone, 
Paladin  of  Have  Gun,  Will  Travel.  He 
was  riding  slowly  and  had  no  identifi- 
cation except  the  familiar  black  clothes, 
but  as  he  got  within  40  to  50  feet  you 
could  hear  the  word,  'Paladin,'  ripple 
through  the  crowd.  'Look,  it's  Paladin.' 
'Hey,  it's  Paladin.' 

"As  an  eyewitness  I  promise  you  that 
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every  single  person — man,  woman  and 
child — on  the  sidewalk  and  in  the 
bleachers  knew  and  recognized  Paladin; 
the  waving,  the  shouts  of  recognition 
and  the  acknowledgements  by  Boone 
went  on  from  both  sides  of  the  boule- 
vard as  he  moved  slowly  out  of  sight 
down  the  four-mile  line  of  march. 

"Now,  if  you  were  to  inquire  about 
the  program,  Have  Gun,  Will  Travel, 
you  would  probably  be  told  it  has  a 
29.5  rating  (at  least  that's,  the  latest 
rating  in  Los  Angeles).  But  what  I  saw 
was  a  rating  of  100,  or  maybe  99.9. 
Pardon  me,  I  mean  a  rating  of  a  million 
out  of  a  million.  .  .  . 

"It  would  be  difficult  to  envision  a 
more  vivid  proof  of  our  industry's  total 
failure  to  report  its  own  audience  in  a 
way  which  will  even  come  close  to  con- 
veying television's  unique  capacity  for 
reaching  everyone — and  I  mean  every- 
one." 

WKNE  EXITS  CBS 
Network  loses  fourth 
outlet  because  of  PCP 

CBS  Radio  lost  another  affiliate  as  a 
result  of  its  Program  Consolidation  Plan 
last  week  as  WKNE  Keene,  N.H.  signed 
with  NBC  Radio,  effective  last  Satur- 
day (Jan.  17). 

WKNE's  President  Joseph  K.  Close 
was  a  member  of  the  CBS  Radio  Affili- 
ates Assn.'s  board  of  directors,  which 
had  approved  PCP  when  the  plans  were 
submitted  to  the  affiliates'  convention 
two  and  a  half  months  ago  (Broadcast- 
ing, Nov.  3 ) .  He  had  indicated  a  week 
ago,  however,  that  he  might  not  go 
along  (Closed  Circuit,  Jan.  12). 

The  WKNE  defection  brings  to  four 
the  number  of  affiliates  CBS  Radio  is 
known  to  have  lost  as  a  direct  result 
of  PCP.  WJR  Detroit  blasted  the  plan 
and  gave  cancellation  notice  (Broad- 
casting, Nov.  24,  1958);  WSAN  Allen- 
town,  Pa.  already  has  switched  to  NBC 
(Broadcasting,  Dec.  15,  1958)  and 
WTAG  Worcester,  Mass.  has  served 
notice  it  will  disaffiliate  next  June 
(Broadcasting,  Jan.  5). 

Despite  these  moves,  CBS  Radio 
officials  combined  to  express  confidence 
that  PCP  will  prove  successful  with  both 
affiliates  and  advertisers.  They  said 
affiliates  representing  more  than  85% 
of  the  network  rate  card  are  going  along 
with  the  plan,  and  predicted  the  number 
will  grow.  From  the  sales  standpoint, 
they  reported  a  week  ago  that  $4.75 
million  in  new  business  had  been  signed 
since  PCP  plans  were  announced. 

Schedule,  Pay  "Better"  •  WKNE's 
decision  to  move  to  NBC  after  a  21 -year 
association  with  CBS  Radio  was  an- 
nounced by  President  Close  and  Harry 
Bannister,  NBC  station  relations  vice 


Exit  CBS,  enter  NBC  •  Joseph  K. 
Close,  president  of  WKNE  Corp., 
signs  contract  affiliating  WKNE 
Keene,  N.H.  with  NBC  Radio. 
Looking  on  (1  to  r) :  John  Foster, 
program  director  and  Howard  E. 
Wheelock,  WKNE  general  man- 
ager. 

L  I 

president. 

"The  NBC  schedule  fits  better  into 
our  station's  schedule  and  the  compen- 
sation plan  is  better,"  Mr.  Close  said. 

He  singled  out  NBC's  Monitor, 
Nightline  and  newscasts  as  special 
"assets."  He  said  that  "NBC  has  de- 
veloped a  singular  concept  of  network 
radio  that  provides  more  information 
and  better  entertainment  for  the  listen- 
er, plus  a  balanced  schedule  and  an 
incentive  compensation  plan  for  the 
affiliate." 

WKNE,  on  1290  kc  with  5  kw,  is 
under  the  general  managership  of 
Howard  E.  Wheelock,  with  John  Foster 
as  program  director.  It  is  associated  in 
ownership  with  WBRK  Pittsfield,  Mass., 
WKNY  Kingston,  N.Y.  and  the  cp  for 
WKVT  Brattleboro,  Vt. 

With  the  decision  to  move  WKNE  to 
NBC,  Mr.  Close  submitted  his  resigna- 
tion from  the  CBS  Radio  Affiliates 
Assn.  board. 

Firman  says  PCP  gives 
nearly  1 00%  clearance 

CBS  Radio's  new  Program  Consoli- 
dation Plan  (Broadcasting,  Nov.  3, 
1958,  et  seq.)  offers  the  advertiser  "prac- 
tically perfect  clearance,"  relieving  him 
of  "the  too-often  justified  fear  that  his 
program  won't  get  into  the  markets  he 
wants,"  William  Firman,  eastern  sales 
manager  for  the  network,  asserted  last 
week. 

Speaking  at  a  luncheon  meeting  of  the 
Broadcast  Executives  Club  in  Boston 
last  Thursday  (Jan.  15),  Mr.  Firman 
said  that  with  PCP,  "if  [an  advertiser] 
buys  a  lineup  of  stations,  he  knows  he'll 
actually  get  these  stations.  He  won't, 


after  having  put  his  faith  in  a  network 
radio  buy,  suddenly  discover  that  eight 
key  markets  aren't  carrying  his  story 
to  his  prospects  and  customers.  When 
we  put  a  network  advertiser  on  a  net- 
work show,  the  ears  of  every  listener 
tuned  to  a  CBS  radio  station  will  get 
the  message." 

He  called  PCP  "the  most  exciting 
thing  that  has  happened  in  network  ra- 
dio for  many  years,"  and  reiterated  that 
"in  the  month  that  followed  its  an- 
nouncement CBS  Radio  signed  the 
largest  amount  of  business  for  1959 
that  any  radio  network  has  had  in  years 
— an  enormous  total  of  some  $4.5  mil- 
lion in  net  billings." 

Sarnoff,  Kintner  view 
rosy  NBC  '58  picture 

For  the  NBC  Radio  and  Tv  net- 
works, 1958  was  a  year  of  progress. 
Chairman  Robert  W.  Sarnoff  and  Presi- 
dent Robert  E.  Kintner  asserted  last 
week.  NBC-TV's  gain  in  gross  billing, 
they  declared,  was  higher  than  that  of 
its  rivals. 

In  a  yearend  review  of  NBC  activi- 
ties— encompassing  not  only  sales  but 
programming,  innovations,  services, 
etc. — the  NBC  leaders  ticked  off  happy 
vital  statistics.  Among  them:  a  13% 
advance  over  1957  sales,  a  doubling  of 
sales  volume  over  that  in  1953. 

In  1958,  NBC-TV  telecast  a  record 
high  of  664  color  hours  (averaging  three 
color  hours  a  day)  and  the  network  last 
year  could  count  a  record  total  of  73 
color  advertisers — representing  one  out 
of  every  three  NBC-TV  clients  as 
against  one  out  of  five  the  year  before. 

NBC  Radio,  Messrs.  Sarnoff  and 
Kintner  pointed  out,  went  on  to  "re- 
affirm its  faith  in  radio"  as  other  net- 
works retrenched,  a  reference  to  CBS 
Radio's  "Program  Consolidation  Plan." 
By  December,  it  accounted  for  46.6% 
of  the  total  sponsored  time  of  the  three 
major  radio  networks,  they  said.  "Net 
billings,"  they  went  on,  "were  17% 
higher  than  1957,  despite  the  adverse 
effects  of  the  recession  on  other  media." 
A  total  of  133  advertisers  used  NBC 
Radio  last  year  (as  against  205  on 
NBC-TV)  with  the  network's  clearance 
guarantee  raised  from  75%  to  85%. 

Standards  list  grows 

Radio  stations  subscribing  to  NAB 
Standards  of  Good  Practice  have  passed 
the  600-mark,  the  association's  radio 
practices  committee  was  told  Jan.  9,  at 
a  Washington  meeting  by  John  F. 
Meagher,  radio  vice  president.  Cliff  Gill, 
KEZY  Anaheim,  Calif.,  committee 
chairman,  said  NAB  will  continue  its 
drive  to  enlist  more  station  subscribers. 
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FIRST 
SPONSOR 
RAVES 


BUFFALO     SAN  DIEGO 

WBEN  KFMB 

21.2  21.8 


The 
agency 
for 

S&W  FINE  FOODS 
has  the  above 
to  say  about 
their  8-city  buy 
( Phoenix,  Fresno 
Los  Angeles, 
Tucson, 
San  Francisco, 
Portland, 
Salt  Lake  City, 
Seattle). 


,  INC. 


TELEVISION  SUBSIDIARY  OF 
COLUMBIA  PICTURES  CORP. 


NEW  YORK  DETROIT  CHICAGO  HOUSTON  HOLLYWOOD  MIAMI  TORONTO 


NAB,  FCC  DISREGARD  FROWNS 

Chilly  government  attitude  on  fraternizing 
won't  keep  commissioners  out  of  Chicago 


Broadcasters  and  the  FCC  will  hold 
their  annual  NAB  convention  roundup 
despite  official  Washington's  carping 
about  their  social  and  unofficial  con- 
tacts. 

FCC  Chairman  John  C.  Doerfer  will 
maintain  custom  by  addressing  the 
March  15-18  convention  at  its  Tuesday 
luncheon.  Other  commissioners  will  join 
the  chairman  the  next  morning  in  the 
traditional  question-answer  panel. 

The  convention  panels,  which  ex- 
clude queries  from  broadcasters  about 
pending  cases,  are  credited  with  bring- 
ing improved  understanding  of  common 
problems.  The  FCC  chairman's  annual 
address  provides  a  forum  for  official 
statement  of  the  Commission's  views 
on  major  regulatory  issues. 

Both  Senate  and  House  investigating 
groups  have  fanned  up  Washington 
smoke  by  probing  purported  ex  parte 
hobnobbing  of  Commissioners  and 
broadcast  applicants.  The  question  of 
governmental  ethics  and  industry  con- 
tacts is  due  for  further  airing  at  the  cur- 
rent session  of  Congress,  with  the  Dept. 
of  Justice  taking  an  interest  in  the  sub- 
ject. 

FCC  Awpearanee  Confirmed  •  An- 
nouncement of  FCC  participation  in 
the  Chicago  convention  was  made  by 
NAB  President  Harold  E.  Fellows.  The 
other  main  addresses  at  the  convention 
will  be  delivered  by  Robert  W.  Sarnoff, 


NBC  board  chairman,  who  will  receive 
the  NAB  keynote  award  at  the  Mon- 
day luncheon,  and  Mr.  Fellows,  who 
will  speak  at  the  Wednesday  luncheon. 

NAB  is  sending  out  forms  for  station 
owners,  managers  and  staff  executives 
who  plan  to  attend  the  management  ses- 
sions. This  accrediting  will  not  be  re- 
quired for  active  and  associate  mem- 
bers or  others  planning  to  attend  general 
convention  assemblies,  luncheons  and 
the  annual  banquet  (Broadcasting,  Dec. 
22,  1958). 

Mr.  Fellows  said  the  convention  em- 
phasis on  management  developments 
'"reflects  the  serious  problems  facing  the 
broadcasting  industry  which  require  the 
intensive  study  and  concerted  action  of 
top  executives.  The  continuing  growth 
of  radio  and  television  is  bringing  about 
rapid  changes  which  the  leaders  of  the 
industry  must  be  fully  informed  about 
and  prepared  to  act  upon." 

A  new  wrinkle  has  been  added  to 
the  radio  broadcasters'  agenda — a  five- 
year  forecast.  Panel  members  will  en- 
deavor to  peer  into  the  future  and 
trace  the  patterns  aural  broadcasting 
will  assume  during  the  next  half-decade. 

Other  radio  discussions  will  deal  with 
programming,  public  relations,  stand- 
ards of  good  practice,  music  licensing, 
audience  research,  editorializing,  legis- 
lative report,  trends  in  automation  and 
sales  developments.  Sessions  will  be 
directed  by  J.  Frank  Jarman,  WDNC 
Durham,  N.C.,  radio  board  chairman. 

Elections  Scheduled  »  Television  dele- 
gates will  elect  four  members  to  the 
tv  board.  Radio  directors  for  the  odd- 
numbered  NAB  geographical  districts 
and  one  director  in  each  of  the  four 
at-large  categories  (large,  medium, 
small,  fm  stations)  are  being  elected 
this  winter.  Nominations  for  each 
radio  vacancy  will  be  announced  Jan. 
20. 

The  tv  agenda  will  cover  program- 
ming and  creativity,  allocations,  film 
and  videotape,  sales  and  costs  and  con- 
gressional developments.  C.  Howard 
Lane,  KOIN-TV  Portland,  Ore.,  tv 
board  chairman,  will  conduct  video 
sessions. 

Prior  to  the  Monday  keynote  lunch- 
eon the  morning  will  feature  an  fm 
radio  session;  labor  clinic  led  by  G. 
Maynard  Smith,  Atlanta  labor-manage- 
ment attorney;  keynote  luncheon  and 
general  assembly;  separate  radio  and  tv 
management-ownership  conferences  in 
afternoon. 

Tuesday  morning  will  be  a  continua- 
tion of  the   Monday  afternoon  con- 


ferences, followed  by  FCC  Chairman 
Doerfer's  address.  The  afternoon  is 
open  for  visits  to  exhibits  and  hospi- 
tality suites. 

Wednesday,  final  day,  opens  with  the 
FCC  panel  followed  by  Mr.  Fellow's 
luncheon  address  and  the  annual  busi- 
ness session;  radio  and  tv  management- 
ownership  conferences  will  be  held  in 
the  afternoon.  The  evening  banquet  will 
wind  up  proceedings. 

The  Broadcast  Engineering  Confer- 
ence will  be  held  concurrently,  with 
engineers  joining  management  at  gen- 
eral assemblies  and  luncheons. 

•  Media  reports 

Transcontinent  Broadcasting  Co.  has 
announced  its  purchase  from  NBC  of 
the  742-foot  tower  formerly  used  by 
NBC's  uhf  outlet,  WBUF-TV  Buffalo, 
before  it  went  off  the  air  last  fall.  The 
transaction  was  made  by  Transcon- 
tinent on  behalf  of  its  WGR-TV  Buf- 
falo. The  tower  is  more  than  300  feet 
higher  than  the  one  now  being  used  by 
WGR-TV. 

•  WGN-AM-TV  Chicago  has  received 
permission  from  the  city  Board  of 
Zoning  Appeals  to  construct  a  $3  mil- 
lion plant  on  Chicago's  Northwest  side 
(Broadcasting,  Dec.  29,  1958).  The 
stations  plan  to  acquire  12.3  acres  of 
land,  to  be  the  location  of  a  building 
housing  all  WGN-AM-TV  studios,  of- 
fices and  a  200-foot  tower.  The  Chi- 
cago Tribune  radio-tv  properties  are 
now  located  in  the  Tribune  Tower  on 
Michigan  Ave. 

•  In  an  era  of  inter-media  rivalry  that 
often  reaches  derogation,  a  contrast  has 
taken  place  in  Lima,  Ohio  where 
W1MA  is  celebrating  its  10th  anni- 
versary. The  Lima  News,  one  of  the 
city's  two  newspapers,  carried  an  un- 
solicited advertisement  congratulating 
WIMA  for  "faithfully  serving  Lima  .  .  . 
under  the  highest  standard  established 
in  your  industry."  The  ad  concluded: 
"It  is  a  pleasure  for  us  to  be  in  compe- 
tition with  a  clean-cut,  hard-selling 
organization  similar  to  yours." 

•  KOME  Tulsa  joined  ABC  Radio  Jan. 
1 1 .  The  station,  5  kw-d  and  1  kw-n  on 
1300  kc,  is  owned  by  Charles  W.  Holt 
&  Assoc.  Stan  Hagan  is  general  man- 
ager. 

•  John  Blair  &  Co.,  Blair-Tv  and  Blair 
Television  Assoc.  announce  new  San 
Francisco  address  at  155  Sansome  St., 
San  Francisco  4.  Telephone  numbers 
remain  the  same:  John  Blair,  Douglas 
2-3188;  Blair-Tv  and  Blair  Television 
Assoc.,  Yukon  2-7068. 

•  WIS-TV  Columbia,  S.C.,  is  taking  an 
academic  approach  to  market  research. 
It  has  hired  marketing  professor  Robert 


Spring  formal 

It's  not  another  wedding  invita- 
tion, or  a  bid  to  a  soiree. 

The  formal  envelope  with  the 
word  "Personal"  next  to  the  ad- 
dress contains  an  invitation  done 
in  the  Amy  Vanderbilt  manner, 
inviting  the  lucky  recipient  to  at- 
tend the  NAB  convention. 

Text  of  the  invitation  carries 
out  the  aura  of  exclusivity  ap- 
propriate to  a  top-drawer  meet- 
ing. It  reads: 

"Announcing  the  thirty-seventh 
annual  convention  of  the  National 
Association  of  Broadcasters  for 
owners  and  managers  March  15- 
18,  1959,  Conrad  Hilton  Hotel, 
Chicago,  Illinois." 

NAB's  board  is  trying  to  cut 
down  the  size  of  the  convention 
by  limiting  it  to  owners  and  man- 
agers plus  key  staff  executives. 
The  separate  Engineering  Confer- 
ence will  be  held  concurrently. 


54    (THE  MEDIA) 


BROADCASTING,  January  19,  1959 


BRINGING  THE  "QUEEN"  TO  HARRISBURG,  PA. 

Say  you  drive  your  car  12,000  miles  a  year.  This  requires 
about  three  tons  of  gasoline.  At  that  rate,  the  gasoline  used 
by  the  people  of  Harrisburg  each  year  weighs  more  than  the 
Queen  Man'.  Every  drop  has  to  be  found,  refined,  delivered. 


Often  it  goes  a  hundred  times  as  far  as  it  goes  in  your 
car,  before  it  ever  reaches  your  car.  Getting  gasoline 
to  all  the  Harrisburgs  in  this  big  land  is  part  of  the  oil 
business.  And  it's  "everyday  miracles"  like  this,  performed 
by  American  oilmen,  that  keep  our  nation  on  the  move. 


Helping  to  build  a  better  future . . 


Standard  Oil  Company  (New  Jersey)  (£ssj 


IT  One  of  a  series  of  messages  appearing  monthly  in  newspapers  from  Maine  to  Louisiana— the 
1L  Other  Jersey  Standard  affiliates  and  their  distributors  market  cUcivhcrc  in  the  United  States  and  in  134  other 


erccd  hij  Esso  Standard  Oil  Company. 

i  dependencies. 


)id  you  Whittinghill  this  morning?  Umpteen  thousands  of 
Southern  Californians  did... promptly  at  710  on  their  radio 
ials,  where  KMPC's  Dick  Whittinghill  is  the  constant  delight 
f  all  those  who  prefer  their  early  listening  (6  to  10  AM) 
unny  side  up.  /  Whatever  and  whenever  you  choose  to  adver- 
ise,  KMPC's  programming  adds  a  sizzle  that  means  more 

-County  Pulse.  Southern  California  area;  September-October.  1958. 


listeners  (the  most  in  Southern  California  radio)  and,  above 
all,  more  sales.  For  facts,  call  the  station  or  AM  Radio  Sales. 

KM  PC 

GOLDEN  WEST  BROADCASTERS,  LOS  ANGELES 


'The  world's  greatest  disc  jockey!'  KSFO's  Don  Sherwood  pays 
this  warming  tribute  to... Don  Sherwood.  Pleasantly  enough, 
his  popularity  with  morning  listeners  (6  to  9  AM)  matches  the 
cheek  in  his  tongue.  According  to  the  latest  tabulation :  almost 
40%  more  audience  than  the  runner  up.  /  KSFO  is  proud  to 
have  a  wit  who  wins,  proud-er  still  to  be  the  most  ingenious 


(and  most  listened-to)  station  in  the  San  Francisco-Oaklar 
area.  For  unabashed  details,  contact  us  or  AM  Radio  Sal< 


GOLDEN  WEST  BROADCASTERS,  SAN  FRANCIS' 


FLORIDA 

Daytimer  in  major  market.  Producing 
substantial  cash  flow.  $50,000  down 
will  handle. 

MIDWEST 

Highly  successful  daytimer  in  prosperous 
single  station  market.  Receivables  go  to 
buyer.  Net  price  less  than  gross.  29% 
down. 

TEXAS 

Powerful  regional  facility  in  well  known 
expanding  market.  Owns  land  and 
building.  Making  profit.  $50,000  down 
and  good  terms  for  qualified  buyer. 


NEGOTIATIONS        •        FINANCING        •        APPRAISALS  jj| 

i/Blackbuvn  &  Compcurufi 

RADIO  -  TV  -  NEWSPAPER  BROKERS 

III  WASHINGTON,  D.  C.  OFFICE     MIDWEST  OFFICE  SOUTHERN  OFFICE  WEST  COAST  OFFICE  III 

James  W.  Blockborn              H.  W.  Cassill  Clifford  B.  Marshall  Colin  M.  Sefph  III 

•II             Jock  V.  Harvey                 William  B.   Ryan  Stanley    Whitaker  California    Bank    Blag  |:| 

:•:            Joseph  M.  Sitrick           333  N  Michigan  Avenue        Healey   Building  9441  Wilshire  Blvd.  •:: 

Washington  Building             Chicago,  Illinois              Atlanta,  Georgia  Beverly  Hills,  Calif.  Ill 

;:;             STerling  3-4341                  Financial   6-6460             JAckson   5-1576  CRestview   4-2/70  :;: 


$250,000  | 
$90,000  I 

$215,000  | 


AMCI.. 


•  Omnidirectional  TV 

Transmitting  Antennas 

•  Directional  TV 

Transmitting  Antennas 

•  Tower-mounted  TV 

Transmitting  Antennas 

•  Standby  TV 

Transmitting  Antennas 

•  Diplexers 

•  Coaxial  Switches 

. . .  have  been  proven 
in  service. 

Write  for  information 
and  catalog. 

A L FORD 

Manufacturing  Company 

299  ATLANTIC  AVE.,  BOSTON,  MASS. 


King  of  the  U.  of  South  Carolina  to 
head  up  a  task  force  of  30  trained  in- 
terviewers and  to  personally  conduct 
all  station-advertiser  surveys.  Accord- 
ing to  WIS-TV  sales  manager  Law 
Epps,  the  group  will  conduct  five 
surveys  this  year  and  each  of  these 
surveys,  ranging  from  telephone  checks 
to  personal  interviews  to  shelf-counts, 
will  be  paid  for  by  the  station  and 
billed  to  the  client  at  cost. 


Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week.  All  are  subject  to  FCC  approval: 

•  WTRX  Bellaire,  Ohio:  Sold  to  Fred- 
eric Gregg  Jr.  (owner  of  WCMI  Ash- 
land, Ky.)  and  Charles  Wright,  exec- 
utive with  General  Dynamics,  by  Rob- 
ert K.  Richards,  Walter  Patterson  and 
Fred  Allman  for  $130,000.  The  sellers 
also  own  WKYR  Kaiser,  W.  Va.  The 
sale  was  handled  by  Blackburn  &  Co. 
WTRX  is  on  1290  kc  with  1  kw,  day, 
and  is  affiliated  with  MBS. 

•  WAKN  Aiken,  S.C.:  Sold  to  James 
Olin  Tice  Jr.  by  John  Mare  and  Oliver 
Grace  for  $117,000.  Mr.  Tice  owns  or 
controls  WKEN  Dover,  Del.;  WCAY 
Cayce,  WBLR  Batesville  and  WYMB 
Myrtle  Beach,  all  South  Carolina.  The 
sale  was  handled  by  Allen  Kander  & 
Co.  WAKN  is  on  990  kc  with  1  kw, 
day. 

•  KTXJ  Jasper,  Tex.:  Leased  by  J.  C. 
Howard  (oil  distributor)  and  associates, 
from  Jasper  Broadcasting  Co.  (Joe  J. 
Fisher  and  Joe  H.  Tonahill)  for  five 
years  with  an  option  to  purchase  for 
$60,000.  The  transaction  was  handled 
by  Patt  McDonald,  Austin,  Tex.  KTXJ 
is  on  1350  kc  with  1  kw,  day. 

•  WCFV  Clifton  Forge,  Va.:  Sold  to 
James  R.  Reese  Jr.  by  the  Clifton  Forge 
Broadcasting  Corp.  (principal  stock- 
holder, C.  H.  Lawler)  for  $45,000.  Mr. 
Reese  owns  and  operates  WCBG  Cham- 
bersburg,  Pa.  The  sale  was  handled  by 
Paul  H.  Chapman  Co.  WCFV  is  on 
1230  kc  with  250  w. 

•  WFAB  Miami-South  Miami,  Fla.: 
60%  of  construction  permit  sold  to 
Harold  E.  King  for  $36,000  by  Louis 
G.  Jacobs,  head  of  Miami  advertising 
agency  bearing  his  name,  who  retains 
40%.  Mr.  King  and  his  wife,  Helen, 
own  WITT  Jacksonville,  WDAT  Day- 
tona  Beach  and  WTHR  Panama  City, 
all  Florida,  and  KGHI  Little  Rock. 
Ark.  WFAB  is  expected  to  be  completed 
by  June   1.    It  will  be  on  990  kc. 
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West  Texas  Television  Network 


KDUB-TV,  LUBBOCK,  TEXAS 
KPAR-TV,  ABILENE,  SWEETWATER 
KEDY-TV.    BIG    SPRING.  TEXAS 


W.  D.  "Dub"  Rogers,  President  and  Gen.  Mgr. 
R.  S.  "Bud"  Nielsen,  General  Sales  Manager 
John  Henry,  National  Sales  Manager 


with  5  kw  fulltime,  directional  antenna 
day  and  night. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  106): 

•  WSRS-AM-FM  Cleveland  Heights, 
Ohio:  Sold  to  Friendly  Broadcasting 
Co.  (Richard  Eaton,  president  and  prin- 
cipal stockholder)  by  WSRS  Inc.  for 
$306,000  plus  agreement  to  pay  S.  R. 
Sague,  president  of  the  assignor,  $20,- 
000  per  year  for  five  years  as  consultant 
and  for  an  agreement  not  to  compete 
for  five  years  within  the  local  area.  This 
grant  was  conditioned  that  the  assign- 
ment not  be  consummated  until  the  as- 
signee has  disposed  of  its  interests  in 
WJMO-AM-FM  Cleveland  (see  be- 
low). The  assignee  also  has  interests  in 
WOOK-AM-TV  and  WFAN  (FM) 
Washington,  D.C.;  WSID-AM-FM  and 
WTLF-TV  Baltimore;  WARK-AM-FM 
Hagerstown  and  WINX  Rockville,  all 
Maryland;  and  WANT  Richmond  and 
WYOU  and  WACH-TV  Newport  News, 
both  Virginia.  WSRS  is  on  1 490  kc  with 
250  w  and  is  affiliated  with  ABC  and 
MBS.  WSRS-FM  is  on  93.5  mc  with  1 
kw. 

•  WJMO  Cleveland,  Ohio:  Sold  to 
Tuschman  Broadcasting  Co.  by  Friend- 
ly Broadcasting  Co.  for  $250,000.  This 
grant  was  made  with  engineering  con- 
ditions. WJMO  is  on  1540  kc  with  1 
kw,  day. 

•  KTOW  Oklahoma  City,  Okla.:  Sold 
to  KTOW  Inc.  (W.  D.  Schueler,  presi- 
dent, has  majority  interest  in  KBRZ 
Freeport  and  minority  interest  in  KJIM 
Fort  Worth,  both  Texas;  Paul  E.  Taft, 
vice  president,  owns  KHGM  [FM]  and 
has  minority  interest  in  KGUL-TV, 
both  Houston,  and  KJIM)  by  Citizens 
Broadcasting  Co.  of  Oklahoma  for 
$150,000.  KTOW  is  on  800  kc  with 
250  w,  day,  and  is  affiliated  with  MBS. 

•  KLYN  Amarillo,  Tex. :  Sold  to  Radio 
KLYN  Inc.  (Giles  E.  Miller,  president) 
by  E.  Boyd  Whitney  and  Arthur  Leroy 
Nichols  for  $147,000.  KLYN  is  on 
940  kc  with  1  kw,  directional  antenna 
same  pattern  day  and  night. 

Ford  grants  for  etv: 
$2.5  million  in  1958 

The  Ford  Foundation,  through  its 
Fund  for  the  Advancement  of  Educa- 
tion, made  26  grants  totaling  $2,495,- 
155  for  experiments  with  educational 
television  for  the  fiscal  year  ended  last 
Sept.  30,  the  foundation  has  announced. 
The  parent  foundation  made  grants 
totaling  $77,954,152  for  all  purposes. 

The  1958  grants  represented  an  in- 
crease. The  Fund  since  1953  has  made 
a  total  of  76  grants  totaling  $5.6  mil- 
lion for  48  separate  educational  tv 


projects  in  schools,  colleges  and  uni- 
versities. 

Largest  of  the  1958  grants  was  $406,- 
000  to  American  Assn.  of  Colleges  for 
Teacher  Education  to  help  finance  pro- 
duction costs  of  a  32-week  college 
physics  course,  Continental  Classroom, 
on  NBC-TV,  to  train  high  school 
teachers.  The  Fund  made  12  grants 
totaling  $940,855  to  the  National  Pro- 
gram on  the  Use  of  Tv  in  the  Public 
Schools,  carrying  on  studies  with  the 
school  systems  of  ten  major  cities; 
$105,000  to  the  U.  of  Alabama  for  the 
Alabama  Educational  Tv  Projects; 
$110,000  to  Metropolitan  Pittsburgh 
Educational  Tv  Station;  $320,000  to  the 
Chelsea  Closed-Circuit  Tv  Project  in 
New  York  City,  plus  others. 

•  Rep  appointments 

•  WFKY  Frankfort,  WVLK  Lexing- 
ton, both  Kentucky;  WHOT  Youngs- 
town,  Ohio;  WKIX-AM-FM  Raleigh, 
N.C.,  and  WTTM  Trenton,  N.J.,  all 
name  George  P.  Hollingbery  Co.,  N.Y., 
as  their  national  representative. 

•  WAMS  Wilmington,  Del.,  names 
Robert  E.  Eastman  &  Co.,  N.Y. 

•  WKGN  Knoxville,  Tenn.,  names 
Richard  O'Connell  Inc.,  N.Y. 

•  WOI-TV  Ames,  Iowa,  names  H-R 
Television  Inc.,  N.Y.,  as  its  national 
representative.  Station  is  owned  by  Iowa 
State  College. 

•  WIZE  Springfield,  Ohio  names  Rich- 
ard O'Connell  Inc.,  N.Y.,  as  its  national 
representative. 

•  WORC  Worcester,  Mass.,  names 
Avery-Knodel,  N.Y.,  as  its  national 
representative. 

•  WBZY  Torrington,  Conn.,  and 
WDEW  Westfield,  Mass.,  name  Breen  & 
Ward,  N.Y.  Stations  form  Pioneer  States 
Broadcasters  Inc. 

•  WSRO  Marlboro,  Mass.,  names  Breen 
&  Ward,  N.Y.,  as  its  national  repre- 
sentative. Nona  Kirby  Co.,  Boston,  will 
represent  WSRO  in  New  England. 

•  KPUG  Bellingham,  Wash.,  names 
John  E.  Pearson  Co.,  N.Y.,  as  its  na- 
tional representative.  Station  also  an- 
nounced it  has  gone  independent  after 
12  years  as  Mutual-Don  Lee  affiliate. 
KPUG  operates  on  1170  kc  with  1 
kw. 

•  KCCC-TV  Sacramento,  Calif.,  names 
McGavren-Quinn,  N.Y.,  as  its  national 
representative.  Ch.  40  KCCC-TV  has 
set  target  date  of  Feb.  15  for  start  of 
operations,  announced  General  Man- 
ager Mel  Lucas. 
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Q 


A: 


In  an  emergency,  what  radio  station 
do  you  listen  to  for  school  closings, 
meeting  postponements,  storm  news,  etc 

When  polled  by  PULSE  on  this  significant  service  score, 
Washington,  D.  C,  area  residents  voted  WWDC  first— 
gave  us  more  mentions  than  any  other  radio  station. 


This  vote  of  confidence  and  popularity  is  yours,  as  a  WWDC  adver- 
tiser. It  is  only  one  of  the  many  measurements  of  our  ever-growing 
leadership  in  the  Washington,  D.  C,  Metropolitan  Area.  For  full 
details,  write  for  "Personality  Profile  of  a  Radio  Station."  Or  ask 
your  Blair  man  for  a  copy.  It  makes  mighty  interesting  reading. 


WWDC 


Washington 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 

Things  continue  to  move  fast  in  Jacksonville,  Fla. — where  WWDC-owned  Radio 
WMBR  is  now  first  in  the  morning  and  second  in  the  afternoon  (Oct.-Nov.  Hooper) . 
New  national  rep.  John  Blair  will  happily  supply  the  solid  facts  and  figures. 
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Your  Salesman  on  Sight  for  783,232  Households  in 

THE  SOUTHEAST'S  BIGGEST,  RICH  MARKET 


TELEVISION 

WINSTON-SALEM 


H  I 


Put  your  salesman  where  impulses  to  buy  get  started 
...  in  the  783,232  households  of  WSJS  television's 
buying  market,  the  75  Piedmont  Counties  in 
North  Carolina  and  Virginia. 


s  Winston-Salem 
for  \  Greensboro 


High  Point 


Call  Headley-Reed 
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GOVERNMENT 


WILL  JUSTICE  GO  ALONG  WITH  FCC? 


Antitrust  chief  says  department  has  open  mind 
on  FCC's  4-3  unpublished  decision  which  favors 
network  option  time  as  'reasonably  necessary' 


What  happens  now  that  the  FCC  has 
found  option  time  "reasonably  neces- 
sary" in  the  operation  of  television 
networks  and  has  submitted  its  views  to 
the  Justice  Dept.? 

The  Commission's  findings  that  op- 
tion time  may  be  considered  reasonably 
necessary  in  tv  network  operations 
(Broadcasting,  Jan.  12)  were  ham- 
mered out  at  last  Wednesday's  meeting 
— with  three  commissioners  dissenting. 
The  FCC  memorandum,  which  was  not 
made  public,  was  submitted  to  the  Jus- 
tice Dept.  for  its  ruling. 

There  are  several  speculative  answers 
to  the  question  of  what  the  Justice 
Dept.'s  attitude  may  be: 

•  Justice  may  accept  the  FCC's 
opinion  on  the  assumption  that  the 
Commission  is  the  expert  agency  deal- 
ing with  radio  broadcast  matters. 

•  It  may,  however,  persist  in  its  atti- 
tude that  option  time  is  a  per  se  anti- 
trust violation — and  persuade  the  FCC 
to  ban  the  practice. 

•  Or,  some  observers  feel.  Justice 
may  go  its  own  way  and  file  an  anti- 
trust complaint  against  the  networks. 

Victor  R.  Hansen,  government  anti- 
trust chief,  said  he  had  not  seen  the 
document,  but  that  it  would  receive 
serious  consideration. 

Open  Mind  •  He  declared  that  the 
Justice  Dept.  has  an  open  mind  on  the 
question.  He  admitted,  however,  that 
it  was  his  department's  view  last  spring 
that  both  option  time  and  must  buys 
were  out-and-out  violations  of  the  anti- 
trust laws. 

Judge  Hansen's  remarks  were 
prompted  by  reports  that  his  office  was 
less  certain  of  the  antitrust  implications 
of  the  option  time  practice  now  that 
the  networks  have  given  up  their  must 
buy  provisions. 

Both  CBS  and  NBC  dropped  the 
requirement  that  advertisers  buy  a  list 
of  basic  stations — NBC  only  two  weeks 
ago  (Broadcasting,  Jan.  12).  In  place, 
both  have  established  a  policy  of  mini- 
mum dollar  buys.  ABC  has  always 
operated  on  a  minimum  buy  basis. 

Judge  Hansen  also  maintained  that 
the  Justice  Dept.'s  position  toward  the 
FCC  was  that  of  lawyer  and  client. 


There  have  been  reports  that  the  Justice 
Dept.  was  pressuring  the  FCC  to  see 
option  time  and  must  buys  its  way. 

The  FCC's  document  was  submitted 
to  the  Attorney  General's  office  in  line 
with  a  promise  made  last  April. 

At  that  time.  Justice  antitrust  offi- 
cials (including  Judge  Hansen)  stated 
it  was  their  opinion  that  option  time 
and  must  buys  were  per  se  violations 
of  the  Sherman  Antitrust  Law.  It  was 
agreed  then  that  Justice  Dept.  would 
hold  up  any  move  until  after  the  FCC 
considered  the  practices  and  held  public 
hearings.  These  were  held  last  spring, 
and  included  testimony  on  all  aspects 
of  the  Barrow  Report. 

The  Commission's  findings  were 
adopted  by  a  slim,  one-vote  margin. 
Comrs.  Rosel  H.  Hyde,  Robert  T. 
Bartley  and  Frederick  W.  Ford  dis- 
sented. The  document  submitted  to  the 
Justice  Dept.  carried  dissenting  state- 
ments by  these  three  commissioners. 

Not  Made  Public  •  The  FCC  decided 
not  to  make  its  findings  public.  There 
had  been  some  thought  of  doing  this. 
The  decision  not  to  publicize  the  docu- 
ment was  taken  on  the  ground  that  this 
was  a  private,  intra-government  memo- 
randum. It  was  also  felt  that  if,  as  and 


Justice's  Hansen:  he  has  the  option  on  options 


when  the  FCC  makes  any  changes 
in  its  network  rules,  a  notice  of  pro- 
posed rulemaking  must  be  issued,  and 
a  hearing  held. 

There  have  been  reports  that  the 
FCC  may  lop  off  a  half-hour  during 
prime  night  option  hours  to  permit  the 
inclusion  of  non-network,  independent 
programming.  If  this  is  done,  a  regular 
rule-making  proceeding  must  be  insti- 
tuted. The  Chain  Broadcasting  Rules 
were  first  promulgated  in  1941. 

Although  the  35-page  FCC  memo- 
randum on  option  time  was  not  made 
public,  a  verbatim  text  of  the  ultimate 
findings  follows: 

The  Commission  makes  the  following 
ultimate  findings  with  respect  to  option 
time: 

a.  Option  time  has  a  considerable 
effect  on  the  program  clearance  deci- 
sions of  affiliated  stations,  by  establish- 
ing a  predisposition  on  the  part  of  af- 
filiates to  carry  network  programs  of- 
fered during  the  hours  designated  by  the 
network  as  option  time. 

b.  As  a  result  of  this  predisposition, 
affiliated  stations  accept  and  carry  some 
network  programs  that  they  would  not 
otherwise  be  disposed  to  carry. 

c.  Stations  voluntarily  accept  the 
overall  network  affiliation  relationship, 
which  includes  the  option  time  provi- 
sion. The  network  requires  that  the  sta- 
tion agree  to  grant  the  option  in  con- 
sideration of  affiliation.  At  least  some 
stations  might  prefer  a  network  affilia- 
tion without  option  time,  or  with  less 
option  time  than  the  networks  now  re- 
quire, in  order  to  preserve  greater  free- 
dom of  program  choice. 

d.  The  network's  program  service 
does  not  consist  of  a  single  package  of 
programs.  It  comprises  a  large  number 
of  individual  programs,  attractive  be- 
cause of  their  number,  variety  and  pop- 
ularity, but  sold  to  advertisers  and  of- 
fered to  stations  on  an  individual  basis. 

e.  The  network  program  service  is 
provided  to  stations  in  exchange  for 
something  of  value,  namely  the  oppor- 
tunity to  sharg  in  the  revenues  obtained 
from  the  sale  of  the  stations'  time  to 
network  advertisers. 

f.  Option  time  has  no  significant  ef- 
fect, affirmatively  or  negatively,  on  com- 
petition among  the  television  networks. 

g.  National  spot  and  networking  are 
competitive  advertising  media. 

h.  The  present  option  time  arrange- 
ments make  it  more  difficult  for  the 
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The  year  1958  closed  with  the  highest  year-end  audience  levels  in  the 
history  of  network  television.  This  record  traces  directly  to  gains 
scored  by  each  of  the  three  networks. 


ABC  gained  1,400,000  additional  homes  per  minute.* 

Another  network  gained  300,000  additional  homes  per  minute.* 

The  third  network  gained  100,000  additional  homes  per  minute .* 

And  1958  closed,  not  only  with  network  television  bigger  than  ever, 
but  with  a  completely  new  relationship  of  one  network  to  another: 
a  relationship  which  now  finds  that  among  all  regularly  scheduled 
evening  programs,  ABC-TV  has  FOUR  in  The  Top  Ten.** 


ABC  TELEVISION 


In  1958: 


'National  Nielsen  Average  Audience  per  minute,  all  sponsored  programs,  Sunday  through  Satur- 
day, 7:30-10:30  P.M.,  NYT,  for  two  weeks  ending  December  20,  1958,  vs.  comparable  period,  1957 


**  National  Nielsen  Total  Audience  II  December  Report,  1958 


The  FCC's  24th  annual  report 


Broadcast  authorizations  passed 
9,000  in  1958  of  which  874  were  for 
tv  stations,  791  for  fm  and  3,353  for 
am,  the  FCC  said  in  its  24th  annual 
report  issued  yesterday  (Jan.  18). 

Operating  permits  were  held  by 
556  of  665  commercial  tv  stations 
authorized.  Uhf  translators  more 
than  doubled  (156  authorized,  92  on 
the  air),  compared  to  74  authorized 
and  41  on  the  air  in  1957.  A  June  5, 
1958,  tabulation  showed  419  com- 
mercial vhf  and  82  commercial  uhf 
outlets  and  25  vhf  and  6  uhf  educa- 
tional stations  on  the  air. 

Of  3,353  am  stations  authorized, 
3,253  held  operating  authorizations, 
174  more  than  in  1957,  while  412 
applications  were  pending  at  the  end 
of  1958.  Of  634  commercial  fm  out- 
lets authorized  at  the  end  of  the  year, 
548  were  on  the  air,  gains  of  74  and 
18   respectively  over   1957.  There 


were  98  commercial  fm  grants  com- 
pared to  40  in  1957,  the  largest  num- 
ber since  1948. 

As  of  Aug.  15,  1958,  there  were 
66  tv  towers  higher  than  a  thousand 
feet,  construction  permits  for  17 
more  were  outstanding  and  pending 
applications  for  15  others. 

The  yearly  increase  in  broadcast 
stations  sales  (8%)  was  not  as  great 
as  in  1957  (22%),  but  prices  paid 
for  broadcast  properties  in  1958  in- 
dicated "substantial  increases"  over 
prices  in  prior  years,  the  report  said. 

The  number  of  transmitters  for  all 
services  reached  nearly  1.5  million, 
the  FCC  said.  In  the  fiscal  year  1958 
(ending  June  30),  the  Commission 
operated  with  1,238  employes  and 
appropriations  of  $8,734,355.  It  re- 
ceived more  than  537,000  applica- 
tions and  nearly  940,000  pieces  of 
mail. 


group  comprising  national  spot  televi- 
sion programming  —  independent  pro- 
gram producers,  national  station  repre- 
sentatives, and  non-network  advertisers 
— to  gain  access  to  maximum  audience, 
on  network-affiliated  stations.  The  limi- 
tation arises  in  two  ways:  a)  the  groups 
have  only  limited  access  to  the  program 
time  periods  of  maximum  audience 
which  are  under  option  to  the  networks, 
and  b)  when  access  to  an  option  time 
period  is  obtained,  the  network  may  pre- 
empt the  period  and  displace  the  non- 
network  program  on  56  days'  notice. 

i.  While  independent  program  sup- 
pliers and  national  station  representa- 
tives have  some  difficulty  in  obtaining 
access  to  desirable  program  time  periods 
now  under  option  to  the  network,  op- 
tion time  has  also  benefited  these  groups 
by  developing  the  network  market  for 
independently  produced  programs  and 
by  building  audiences  that  enhance  the 
value  of  spot  announcements  and  spot 
programs  adjacent  to  network  programs. 

j.  Although  syndicators  and  other 
non-network  groups  do  not  provide 
identical  service  to  that  of  the  networks, 
access  to  prime  program  time  periods 
is  important  to  their  operations.  At  pres- 
ent, the  opportunity  of  non-network 
groups  to  compete  freely  for  access  to 
these  periods  is  limited  to  one-third  of 
the  prime  evening  time  audience. 

k.  While  the  principal  difficulty  arises 
from  the  overall  shortage  of  station  out- 
lets, as  a  result  of  the  present  option 
time  arrangements  the  availability  of 
non-network  programming  of  a  cost 
comparable  to  network  programming 
has  been  reduced  below  what  it  would 
otherwise  have  been.  This  has  placed 


independent  (non-affiliated)  stations  at  a 
disadvantage  in  seeking  to  compete  for 
advertising  revenue  with  the  network- 
affiliated  stations  in  their  markets,  and 
non-network  advertisers  at  a  disadvan- 
tage in  seeking  to  compete  for  audience 
and  sales  with  advertisers  using  network 
television.  Any  adverse  effect  which  op- 
tion time  exerts  on  non-network  adver- 
tisers is  more  than  counterbalanced  by 
the  benefit  that  the  public  receives  from 
the  expensive  programs  which  only  net- 
work advertisers  can  afford. 

1.  Whether  or  not  option  time  is  es- 
sential to  network  operations  is  a  rele- 
vant issue  in  the  public  interest  deter- 
minations for  which  the  Commission  is 
responsible. 

m.  Option  time  is  necessary  to  enable 
the  networks  to  give  assurances  to  na- 
tional advertisers  that  a  nation-wide 
lineup  of  stations  will  be  available  to 
carry  the  advertiser's  program,  at  the 
time  period  ordered  and  at  a  particular 
place  in  the  network's  program  sched- 
ule. 

n.  Without  the  reasonable  assurance 
provided  by  an  option  time  arrange- 
ment, the  networking  system  could 
not  operate  on  the  basis  of  firm  orders 
and  there  would  be  uncertainty  at  all 
stages  of  the  programming  and  sales 
process. 

o.  An  option  time  arrangement  is 
necessary  to  avoid  a  gradual  loss  of 
clearances  that  would  be  checkerboarded 
over  the  entire  network  program  sched- 
ule, as  stations  in  key  markets  sub- 
stituted non-network  for  network  pro- 
grams in  different  time  segments.  This 
checkerboarding  could  result  in  the 
erosion  of  the  network's  service  as  sales 
to  advertisers  were  lost.   Once  a  time 


period  had  been  lost  to  the  network,  it 
would  be  difficult  or  impossible  for  the 
network  to  recapture  it. 

p.  The  loss  of  advertiser  business  that 
would  result  if  option  time  were  elimi- 
nated would  be  a  double  injury  to  the 
networks,  since  they  would  have  to  con- 
tinue to  program  the  time  periods;  with 
the  slim  margin  of  network  profits,  the 
loss  of  a  few  time  periods  could  place 
network  business  in  the  red. 

q.  Option  time  is  necessary  to  main- 
tain network  programming,  including 
news  and  public  affairs  programs,  at 
present  levels.  Without  option  time,  net- 
work programming  would  suffer  from 
the  uncertainty  of  network  sales,  which 
would  hamper  advance  planning,  and 
from  the  loss  of  revenue,  which  would 
reduce  the  amount  of  risk-taking  and 
expensive  "quality"  programming. 

r.  Without  option  time  it  would  be 
difficult  to  preserve  the  simultaneity  of 
live  programming  which  is  the  essence 
of  the  network's  television  service,  or 
to  schedule  programs  in  the  relationship 
to  each  other  that  networks  and  their 
advertisers  desire  from  maximum  au- 
dience appeal. 

For  the  reasons  cited  above,  the  Com- 
mission finds  that  optioning  of  time  by 
affiliates  to  their  networks  is  reasonably 
necessary  for  successful  network  opera- 
tions and  is  in  the  public  interest. 

UHF  appeals  refused 

The  U.S.  Supreme  Court  last  week 
refused  to  review  appeals  by  uhf  tv  out- 
lets in  Rockford,  111.,  and  the  Spring- 
field, Mass.,  area  against  FCC  decisions 
refusing  to  shift  vhf  channels  into  their 
respective  areas  for  deintermixture  pur- 
poses. 

The  U.S.  Court  of  Appeals  for  the 
District  of  Columbia  had  affirmed  the 
FCC  decisions  in  the  two  cases.  WTVO 
(TV)  Rockford  (ch.  39)  had  asked 
that  ch.  3  be  shifted  from  Madison, 
Wis.,  to  Rockford.  WWLP  (TV) 
Springfield  (ch.  22)  and  other  uhf's  in 
the  area  had  asked  that  ch.  3  be  moved 
there  from  Hartford,  Conn.  WRLP 
(TV)  Greenfield,  Mass.  (ch.  32),  also 
had  participated  in  the  appeal.  The  uhf's 
in  both  cases  had  held  that  the  vote  of 
former  FCC  Comr.  Richard  A.  Mack 
was  necessary  to  the  FCC  decision  in 
each  of  the  cases. 

'Globe'  to  intervene 

The  FCC  decided  tentatively  last 
week  to  allow  the  Boston  Globe  to  in- 
tervene in  the  re-opened  ch.  5  tv  case, 
but  only  on  the  issue  of  whether  any 
Commission  member  should  have  dis- 
qualified himself  from  voting  in  the 
original  grant  to  the  Boston  Herald 
Traveler  (WHDH  Inc.),  a  Globe  com- 
petitor. The  hearings  are  scheduled 
tentatively  to  begin  March  2. 
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ACTION  AGAINST  ASCAP  ASKED 

Small  Business  Committee  says  it's  about 
time  Antitrust  Div.  acted  on  complaints 


The  Justice  Dept.  Antitrust  Div.'s 
failure  over  several  months  to  act  on 
complaints  against  ASCAP  is  "in- 
excusable," the  House  Small  Business 
Committee  charged  last  week. 

At  the  same  time,  Rep.  James  Roose- 
velt (D-Calif.),  who  is  chairman  of  the 
committee's  Subcommittee  No.  5  which 
held  hearings  last  spring  on  complaints 
against  ASCAP,  asked  Justice  to  "ex- 
plain why  this  matter  has  not  been 
brought  to  a  conclusion  and  advise  me 
when  [the  Antitrust  Div.]  will  reach  a 
decision."  Justice  Dept.  officials  were 
scheduled  to  meet  with  ASCAP  repre- 
sentatives last  Friday  (Jan.  16). 

ASCAP  members  who  are  small  pub- 
lishers charged  at  the  hearings  last 
March  and  April  that  large  publisher 
members  dominated  the  organization  to 
the  detriment  of  small  publishers  by 
exercising  control  over  ASCAP  affairs. 
The  witnesses  complained  about 
ASCAP's  weighted  system,  its  per- 
formance survey  and  logging  system, 
distribution  formulas  for  royalties, 
grievance  procedures  and  lack  of  ac- 
cess of  records  to  all  members. 

The  committee  report  last  week  said 
there  was  agreement  in  the  testimony 
that  the  distribution  plans  were  compli- 
cated and  difficult  to  understand  and 
apply.  The  subcommittee  was  supported 
by  the  full  committee  in  a  report  on 
May  12,  1958,  which  said  "the  facts 
presented  raised  serious  problems  of 
concern"  to  the  committee  and  asked 
that  the  Justice  Dept.  take  "appropriate 
action"  to  remedy  the  more  important 
problems.  It  recommended  that  Justice 
take  such  action  as  "may  be  required 
to  effectuate  the  terms  and  spirit  of  the 
consent  decree  of  March  14,  1950." 
The  May  1958  report  said  the  consent 
decree  judgment — entered  by  the  U.S. 
District  Court  for  the  Southern  District 
of  New  York  on  March  14,  1950— 
dealt  directly  or  indirectly  with  the 
problems  of  ASCAP  organization  and 
operation  covered  by  the  congressional 
group. 

The  1958  report  was  transmitted  to 
Justice  on  May  16,  1958,  and  Justice 
in  June  opened  negotiations  with 
ASCAP  to  determine  if  litigation  could 
be  avoided  by  obtaining  a  new  consent 
decree  that  would  "remedy  these  con- 
ditions," last  week's  committee  report 
said.  But  now,  seven  months  later,  no 
agreement  has  been  obtained  nor  any 
court  action  filed  by  Justice,  the  com- 
mittee said.  The  House  group  added: 


"The  committee  is  unable  to  under- 
stand why  such  unproductive  action 
should  be  tolerated  by  the  Department. 
If,  as  indicated,  the  Department  has 
convinced  itself  that  corrective  action 
is  called  for,  it  would  seem  to  follow 
that  such  action  should  be  taken  sea- 
sonably. We  believe  that  the  delay  in 
bringing  this  matter  to  a  head  is  in- 
excusable." Rep.  Roosevelt's  letter  to 


Roosevelt:  more  justice  from  Justice 

Justice  last  week  also  expressed  dis- 
appointment.  He  said: 

"Frankly,  this  course  of  events  leaves 
me  nonplussed,  for  I  am  unable  to 
understand  your  willingness  to  tolerate 
such  indecisive  action.  It  is  distressing 
and  disappointing  to  see  that  the  cor- 
rective action  needed  so  badly  in  this 
case  has  been  thusly  prolonged  and 
delayed."  (Also  see  ASCAP  negotia- 
tions story,  page  87.) 

Membership  revised 
in  Senate  Commerce 

The  Senate  Commerce  Committee 
last  Wednesday  (Jan.  14)  was  assigned 
four  new  Democratic  members  and  al- 
most immediately  Chairman  Warren 
Magnuson  (D-Wash.)  announced  Jan. 
27-28  hearings  on  his  own  proposal  for 
federal  aid  to  educational  tv. 

Membership  of  the  committee  was 
increased  from  15  to  17  senators,  with 
an  11-6  majority-minority  ratio  (Closed 
Circuit,  Jan.  12).  This  means  a.pick- 
up  of  three  seats  for  the  Democrats 
from  the  85th  Congress  and  a  loss  of 
two  members  for  the  Republicans. 


Democratic  freshmen  senators  as- 
signed to  the  committee  were  Clair 
Engle  (Calif.),  E.  L.  Bartlett  (Alaska), 
R.  Vance  Hartke  (Ind.)  and  Gale  Mc- 
Gee  (Wyo.).  To  make  room  for  the 
fourth  new  member,  Sen.  Alan  Bible 
(D-Nev.)  was  re-assigned  to  the  Com- 
mittee on  Appropriations.  Majority 
holdover  members  include  Sens. 
Magnuson,  John  Pastore  (R.  I.),  Mike 
Monroney  (Okla.),  Ralph  Yarborough 
(Tex.),  Strom  Thurmond  (S.C.),  George 
Smathers  (Fla.)  and  Frank  Lausche 
(Ohio). 

Three  Vacancies  •  Four  of  the  seven 
Republican  members  of  the  Commerce 
Committee  were  defeated  in  the  No- 
vember elections,  leaving  three  minority 
vacancies  with  the  loss  of  one  seat.  The 
Republicans  were  scheduled  to  make 
their  committee  assignments  last  Satur- 
day (Jan.  17)  after  Broadcasting  went 
to  press. 

Sen.  Andrew  Schoeppel  (R-Kan.). 
ranking  minority  member  of  the  Com- 
merce Committee,  also  is  chairman  of 
his  party's  Senate  Committee  on  Com- 
mittees. Sens.  John  Marshall  Butler 
(R-Md.)  and  Norris  Cotton  (R-N.H.), 
Commerce  Committee  members,  also 
return  for  the  86th  Congress.  Defeated 
were  Republican  Sens.  John  Bricker 
(Ohio),  Charles  Potter  (Mich.),  Fred- 
erick G.  Payne  (Me.)  and  William  A. 
Purtell  (Conn.). 

First  meeting  of  the  new  committee 
will  be  held  Wednesday  (Jan.  21),  ac- 
cording to  Sen.  Magnuson. 

Sen.  Magnuson,  with  the  co-sponsor- 
ship of  Sen.  Schoeppel,  re-introduced 
his  etv  bill  (S-12)  10  days  ago  (At 
Deadline,  Jan.  12).  The  measure 
would  allocate  up  to  $1  million  to  each 
state  to  purchase  equipment  for  tv 
and  closed  circuit  systems  for  use  by 
schools,  universities  and  non-profit  or- 
ganizations approved  by  the  state's  edu- 
cational authorities. 

The  committee  held  hearings  last 
spring  on  an  identical  bill  which  passed 
the  Senate  but  died  in  the  House. 
Similar  bills  have  been  introduced  in 
the  House  the  past  two  weeks  by  Reps. 
Stewart  Udall  (D-Ariz.)  and  Hale  Boggs 
(D-La.). 

The  Jan.  27-28  etv  hearings  will  be 
held  in  the  committee's  new  quarters  in 
the  recently-opened  new  Senate  Office 
Bldg.,  Rm.  5110. 

Allot,  Mansfield  balk 
at  vhf  booster  cutoff 

Two  western  senators  last  week  took 
swipes  at  the  FCC's  action  in  ordering 
operators  of  existing  vhf  tv  boosters  to 
get  ready  to  go  off  the  air  in  90  days 
and  serving  notice  it  will  prosecute  any- 
one who  sets  up  new  boosters. 

Sen.   Gordon  Allot  (R-Colo.)  and 
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Nothing  sells  like  WBAL-Radio  and  WBAL-TV 

National  and  local  breweries  have 
found  that  Marylanders  buy  their 
beer,  because  they  are  sold  on  it  by 
WBAL-Radio  and  WBAL-TV— 
Maryland's  Number  One  Salesmen! 

Whether  you're  selling  beer  for  your 
client — or  cigarettes,  soap,  gasoline 
or  any  of  a  thousand  products  and 
services— WBAL-Radio  and  WBAL-TV 
can  sell  for  you,  too!  WBAL-Radio 
and  WBAL-TV  reach  more  people  more  of 
the  time  with  YOUR  sales  message. 

Maryland's  Number  One  Salesmen-WBAL-Radio 
and  WBAL-TV— Maryland's  only  Radio  and  vhf 
Television 


YOUR  BEST  LINK  WITH  THE  MARYLAND  BEER  MARKET 


WBAL-RADIO 

Baltimore,  Maryland 

50,000  Watts 

N.B.C.  Affiliate 

•  Nationally  represented  by 

Henry  I.  Christal  Company 


WBAL-TV 

Baltimore,  Maryland 

Channel  11 

NBC.  Affiliate 

•  Nationally  represented  by 

Edward  Petry  &  Company 
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HARRIS  BACK  IN  TOLL  BATTLE 

Resolution  permits  only  technical  tests 
of  pay  tv  pending  Congressional  action 


Sen.  Mike  Mansfield  (D-Mont.)  both 
praised  a  staff  report  to  the  Senate 
Commerce  Committee  by  special  coun- 
sel Kenneth  Cox  which  recommended 
legalization  of  boosters  and  took  the 
FCC  to  task  for  not  setting  up  rules  to 
allow  booster  operation.  (Broadcast- 
ing, Jan.  12).  Both  threatened  to  take 
their  case  to  Chairman  Warren  G. 
Magnuson  (D-Wash.)  of  the  Senate 
Commerce  Committee. 

Sen.  Mansfield  said  he  would  ask  Sen. 
Magnuson  to  call  FCC  members  on  the 
carpet  to  explain  the  divergence  between 
the  Commission  majority's  views  and 
those  of  Comr.  T.A.M.  Craven,  who 
dissented  and  said  the  FCC  ought  to 
establish  "reasonable"  rules  providing 
for  vhf  boosters  on  a  "practicable" 
basis.  Sen.  Allot  said  he  has  had  a 
talk  with  Sen.  Magnuson  "looking  to- 
ward legislation  to  meet  the  problem 
in  the  event  that  the  FCC  doesn't  take 
immediate  steps"  to  provide  tv  to  people 
in  sparsely  settled  areas.  The  FCC's 
90-day  deadline  is  inadequate  for  a 
"sweeping  change,"  he  said. 

Sen.  Mansfield  questioned  whether 
the  FCC  did  not  "pre-judge"  vhf 
boosters  in  view  of  its  current  inquiry 
into  the  effect  by  boosters,  translators, 
satellites,  CATV  and  other  secondary 
types  of  tv  on  regular  tv  broadcast 
stations. 


An  interim  measure  to  prohibit  pay 
television,  both  broadcast  and  wire,  un- 
til Congress  passes  legislation  prescrib- 
ing how  pay  tv  should  be  regulated  was 
offered  last  week  by  Rep.  Oren  Harris 
(D-Ark.),  chairman  of  the  House  Inter- 
state &  Foreign  Commerce  Committee. 
The  measure,  H  J  Res  1 30,  requires  ap- 
proval by  the  House,  Senate  and  the 
President  before  taking  effect. 

The  Harris  resolution  would  give  the 
FCC  authority  to  permit  "technical  test 
operations"  for  "limited  periods."  The 
FCC  would  set  up  regulations  on  terms, 
conditions  and  limitations,  but  these 
rules  would  insure  that  only  one  person 
could  conduct  tests  of  a  particular  sys- 
tem at  any  place  in  the  country  and  that 
one  person  could  not  conduct  tests  of 
more  than  one  system. 

Rep.  Harris  said  pay  tv  promoters 
"have  held  out  the  promise  of  im- 
proving present  television  programs" 
through  toll  tv,  but  despite  such 
promises  "there  is  grave  risk"  that  this 
would  add  financial  burdens  on  Ameri- 
cans without  corresponding  improve- 


ment unless  regulated  by  federal  law. 

In  an  interview  Tuesday  morning 
(Jan.  13)  on  NBC-TV's  Today  show, 
Rep.  Harris  said  one  reason  his  resolu- 
tion specified  prohibition  of  wired  pay 
tv  "is  that  baseball,  and  possibly  foot- 
ball, would  enter  into  ...  a  closed-cir- 
cuit contract  operation  whereby  the 
general  public  might  be  deprived  from 
viewing  these  outstanding  sporting 
events."  His  measure  would  "reach  that 
type  of  operation,"  Rep.  Harris  said. 
He  knew  of  no  existing  sports  groups 
which  have  signed  contracts  with  pay  tv 
operations,  but  said  he  understood  one 
major  league  baseball  club  had  com- 
mitted itself  to  a  closed-circuit  pay  tv 
operation  "if  and  when  such  facilities 
are  made  available  to  it." 

Rep.  Harris  called  attention  to  his 
resolution  last  year  asking  the  FCC  to 
withhold  action  on  pay  tv  until  the 
House  Commerce  Committee  has  had 
time  to  hold  a  hearing  on  it.  Conse- 
quently, he  said,  he  plans  for  the  com- 
mittee to  hold  hearings  in  60  to  90  days. 
He  said  he  feels  the  technical  tests  pro- 
vided in  H  J  Res  130  would  yield 
some  of  the  information  by  which  the 
committee  could  determine  how  pay  tv 
could  be  regulated  in  the  public  interest. 

"In  my  opinion,"  Rep.  Harris  said  in 
a  statement  released  concurrently  with 
introduction  of  his  resolution,  "televi- 
sion programs  available  to  the  Amer- 
ican people  have  become  highly  com- 
mercialized, and  their  adequacy  in  the 
public  interest,  with  respect  to  quality 
and  variety,  has  been  questioned. 

"Plans  are  now  under  study  for  en- 
forcement of  existing  legislation  and  the 
enactment  of  new  legislation  for  the 
purpose  of  bringing  about  better  service 
in  the  public  interest  by  commercial 
television  licensees." 

Other  House  members  who  have  in- 
troduced bills  in  the  new  Congress  to 
prohibit  broadcast  (but  not  wire)  pay 
tv  are  Cleveland  M.  Bailey  (D-W.Va.), 
HR  1210;  Emanuel  Celler  (D-N.Y.), 
HR  68.  and  Thomas  J.  Lane  (D- 
Mass.).  HR  166. 

Uhf  set  limitation 

The  FCC  has  amended  its  rules 
to  continue  until  the  end  of  1960  the 
temporary  uhf  tv  receiver  limit  at  1 ,000 
microvolt  per  meter  at  100  feet.  The 
limitation  had  been  scheduled  at  500 
microvolts,  effective  the  end  of  this  year. 
The  FCC  said  that  the  limit  did  not 
apply  to  spurious  signals  radiated  by 
vhf  tv  receivers  in  the  uhf  band. 


DIAGNOSIS 

IS  THE  FIRST  STEP  TOWARD  CURE 

Diagnostic  buyers  from  all  over  the  country  have 
found  that  in  the  billion  dollar  Fresno  and  San 
Joaquin  Valley,  there  can  be  quick  relief  from  the 
agonizing  problem  of  "which  one-to-buy".  The 
quick,  simple  cure  is  obtained  by  buying  KJEO- 
TV,  the  ALL-FAMILY  TV  Station.  Choice  10,  20 
and  60  second  avails  plus  program  can  be  yours 
simply  by  calling  your  nearest  H-R  Man  NOW! 
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...THE  MOST 
IMPORTANT 


NEW  TV  SHOW 


FOR  CHILDREN 


(OF  ALL  AGES) 


IN  THE  PAST 
FIVE  YEARS! 


FELIX  THE  CAT 

1959 } s  Brightest  Television  Star 

A  unusual  opportunity  for  a  national  advertiser  to  sponsor  a  Brand  New 
Series  starring  one  of  the  best  loved  cartoon  characters  of  all-time. 


IN  PRODUCTION  NOW  FOR  DEBUT  TELECAST  SEPTEMBER,  1959. 
260  episodes  •  4  minutes  each  •  Unique  "chapter"  format 
Eastman  Color  production   •   Black  and  White  release 


PRE -SOLD: 

Comic  strip  internationally 

syndicated  by  King  Features. 


PRE -SOLD: 

Comic  Books  published 

monthly  by  Harvey  Publications. 


PRE -SOLD: 

Toys,  games,  dolls  by  the 

scores  available  immediately. 


Call— Wire— Write  — Audition  Screenings  by  Appointment 
Richard  Carlton,  Vice  President  In  Charge  of  Sales 

TRANS -LUX  TELEVISION  CORP.,  625  MADISON  AVE.,  NEW  YORK  22,  N.  Y. 

Phone:  PLaza  1-3110-1-2-3-4 


<J>122  and 
AAH0EIA 

APOLLO 
Light  and  Truth 

APOLLO  was  considered  to  be  "the  most 
Greek  of  all  the  gods"  and  even  by  today's 
standards,  he  would  be  considered  quite 
a  hunk  of  man — handsome,  sophisticated, 
cultured — but  why  go  on,  let's  just  say 
he  had  many  excellent  characteristics  at- 
tributed to  him.  The  Greeks  called  him 
the  God  of  Light  and  Truth.  Whenever 
the  Greeks  wanted  to  know  the  truth, 
they  always  went  to  Apollo's  shrine  at 
Delphi,  and  the  oracle  there  came  up  with 
the  right  answer. 

Today's  advertisers  and  time  buyers 
want  to  know  the  truth  too,  so  if  you  are 
in  the  dark  about  selecting  the  best  radio 
station  in  Cincinnati  to  sell  your  product, 
let  us  enlighten  you— IT'S  WCKY,  and 
truthfully,  here's  what  you  get: 

1.  Adult  audience— 73%  of  WCKY's 
audience  is  composed  of  housewives  who 
control  the  family  purse  and  spend  the 
major  portion  of  family  income. 

2.  50,000  Watts  of  Selling  Power,  cov- 
ering all  of  the  Cincinnati  trading  area. 

3.  Good  music  and  news  24  hours  a  day. 

4.  Air  salesmen  who  sell  your  product. 

5.  A  prestige  station  with  progressive 
management. 

  So  don't  go  to  Apollo's  shrine  at 

Delphi,  just  consult  our  oracles:  Tom 
Welstead  at  WCKY's  New  York  office, 
or  AM  Radio  Sales  in  Chicago  and  the 
West  Coast,  who  will  shed  some  Light  on 
your  problem  and  tell  you  the  true  story 
about  WCKY  and  its  power  to  sell  your 
product. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 
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THREE  CH.  10  DENIALS  URGED 

FCC  &  Justice:  toss  out  Miami  bids 


The  FCC  was  strongly  urged  last 
week  to  "absolutely"  disqualify  three 
of  the  four  applicants  for  Miami's  ch. 
10. 

In  exceptions  filed  to  the  hearing  ex- 
aminer's initial  decision  (Broadcasting, 
Dec.  8),  the  Dept.  of  Justice  and  the 
FCC's  general  counsel  asked  that  the 
Commission  disqualify  Public  Service 
Television  Inc.,  WKAT  Inc.,  and  North 
Dade  Video  Inc. 

Pleadings  filed  by  other  parties  to  the 
j  case  took  exceptions  to  various  other 
elements  of  the  initial  decision. 

The  initial  decision  was  issued  by 
I  special  Hearing  Examiner  Judge  Horace 
j  Stern,  retired  chief  justice  of  the  Penn- 
I  sylvania  Supreme  Court, 
i  Judge  Stern  found  that  Public  Serv- 
i  ice  and  WKAT  had  engaged  in  im- 
|  proper  activities  in  behind-the-scenes 
|  conversations  with  then  Comr.  Richard 
A.  Mack  and  recommended  that  this 
I  factor  be  considered  adversely  to  these 
|  applicants  in  a  new  hearing  on  Miami 
ch.  10. 

He  declared  that  the  actions  of  North 
J  Dade  Video  Inc.,  another  applicant,  in 
I  hiring  former  Rep.  (R-Ohio)  and  former 
j  FCC   Comr.   Robert   F.   Jones,  were 
"imprudent." 

Judge  Stern  declared  that  Mr.  Mack 
should  have  disqualified  himself  from 
voting  in  the  Miami  ch.  10  case  be- 
cause of  the  off-the-record  representa- 
tions made  to  him  by  Public  Service 
and  WKAT.  He  also  recommended  that 
the  ch.  10  grant  to  Public  Service,  a 
subsidiary  of  National  Airlines,  be  con- 
sidered void. 

The  fourth  applicant,  L.  B.  Wilson 
Inc.,  was  untouched  by  any  charges  of 
impropriety. 

Which  Way  Now?  •  Next  step  in  the 
controversial  Miami  ch.  10  case  is  oral 
argument  before  the  full  FCC.  The 
Commission's  final  decision  must  be 
submitted  to  the  U.S.  Court  of  Appeals 
for  the  District  of  Columbia,  which 
retained  jurisdiction  when  it  remanded 
the  Miami  case  to  the  Commission  last 
April. 

One  of  the  questions  the  FCC  must 
answer  is  whether,  if  a  new  hearing  is 
held,  new  applicants  may  apply.  There 
are  already  two  new  applications  for 
Miami  ch.  10:  Elzey  Roberts,  and  the 
Miami  Church  of  Religious  Science. 

A  digest  of  the  exceptions,  filed  last 
week,  follows: 

•  Justice  Dept.  urged  that  Public 
Service,  WKAT  and  North  Dade  be 
absolutely  disqualified.  "The  United 
States  urges,"  the  brief  stated,  "that 
the  Examiner's  rationale,  which  rejects 


standards  long  applied  by  the  Courts, 
will  do  little  to  deter  'improper  con- 
duct.' An  applicant  could  engage  in 
such  'improper  conduct'  with  the  knowl- 
edge that,  even  were  it  detected,  the 
'improper'  course  nonetheless  might  be 
excused  and  the  grant  secured." 

Improper  conduct,  Justice  declared, 
"compels"  disqualification. 

The  13-page  Justice  brief,  signed  by 
Attorney  General  Rogers,  as  well  as 
Judge  Victor  R.  Hansen  and  Robert 
M.  Bicks  of  the  antitrust  division,  re- 
peated the  belief  that  the  vote  of  both 
Mr.  Mack  and  former  FCC  Chairman 
George  C.  McConnaughey  was  im- 
proper since  they  both  were  approached 
in  the  case.  It  also  repeated  the  sug- 
gestion that  new  applicants  be  permit- 
ted to  file  and  that  L.  B.  Wilson,  the 
remaining  applicant,  be  permitted  to 
amend  its  application  to  show  its  pres- 
ent ownership.  Mr.  Wilson  died  during 
the  hearings. 

The  Justice  brief  urged: 
"The  need  for  an  effective  deterrent 
to  attempts  at  ex  parte  influence  com- 
pels the  conclusion  that  an  applicant 
not  be  free  to  urge  that  'its  other 
relevant  qualifications  so  outweigh  and 
override  the  gravity  of  its  derelictions 
that,  in  comparaison  with  the  qualifi- 
cations of  other  applicants,  public  in- 
terest, convenience  and  necessity  would 
be  served  best  by  granting  it  the 
construction  permit'." 

How  the  General  Counsel  Sees  It  • 
Office  of  General  Counsel,  FCC,  also 
urged  the  absolute  disqualification  of 
Public  Service,  WKAT  and  North  Dade. 

Its  position  was  summed  up  in  these 
words: 

".  .  .  failure  to  disqualify  the  three 
applicants  shown  to  have  acted  improp- 
erly, in  addition  to  unnecessarily  delay- 
ing conclusion  of  the  present  proceed- 


Maybe  Miami 

Argument  on  motions  to  change 
the  site  of  the  trials  of  former 
FCC  Comr.  Richard  A.  Mack 
and  Thurman  A.  Whiteside  from 
Washington  to  Miami  will  be  ar- 
gued Friday  (Jan.  23)  before 
District  of  Columbia  Federal  Dis- 
trict Judge  Burnita  S.  Matthews. 
Justice  Dept.  has  opposed  these 
motions.  Both  Mr.  Mack  and  Mr. 
Whiteside  are  under  indictment 
for  conspiracy  to  defraud  the 
U.S.  in  connection  with  the  1957 
grant  of  ch.  10  Miami  to  National 
Airlines. 
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ing  would  inevitably  detract  from  the 
prophylactic  effect  of  the  special  hear- 
ings. For  if  action  intended  to  pervert 
the  established  procedures  of  fair  ad- 
judication is  relegated  to  the  position  of 
just  another  public  interest  factor,  to  be 
considered  along  with  many  others  in 
determining  the  basic  and  comparative 
qualifications  of  an  applicant,  compli- 
ance or  lack  of  compliance  with  the 
norm  becomes  merely  a  matter  of  cal- 
culated risk  on  the  part  of  would-be  ap- 
plicants. The  only  way  the  Commission 
can  insure  that  attempts  to  pervert  its 
processes  such  as  those  involved  here 
will  not  be  common  to  the  business  be- 
fore it  is  by  making  their  revealed  vio- 
lation and  absolute  bar  to  a  grant." 

•  Public  Service  Television  Inc.  em- 
phasized that  whatever  influence  Thur- 
man  Whiteside  may  have  exercised  over 
Mr.  Mack,  it  was  not  as  an  emissary  of 

!  the  National  Airlines'   subsidiary.  It 
i  urged  that  the  Commission  find  that  all 
I  of  the  other  three  applicants  including 
I  L.B.  Wilson  be  found  guilty  of  improper 
activities  in  connection  with  the  Miami 
ch.  10  grant.  Mr.  Whiteside  was  Mr. 
Mack's  friend.  Both  are  under  indict- 
ment for  conspiracy   to  defraud  the 
U.S. 

•  WKAT  Inc.  made  an  impassioned 
plea  to  judge  the  activities  of  its  princi- 
pal, A.  Frank  Katzentine,  as  an  honor- 
able course  designed  "to  preserve — not 
destroy — the  integrity  of  the  administra- 
tive process."  The  WKAT  exceptions 
stated  that  Mr.  Katzentine's  efforts  were 
"to  prevent  the  commission  of  a  crime 
by  urging  Comr.  Mack  to  vote  on  the 
merits  .  .  ." 

In  a  discussion  of  the  whole  question 
of  ex  parte  representations,  WKAT 
pointed  to  the  long  known  fact  of  the 
"looseness  and  informality  of  the  rela- 
tionships between  parties  and  Commis- 
sioners." It  asked  that  if  a  strict  rule 
be  laid  down  to  penalize  such  relation- 
ships it  not  be  made  retroactive. 

•  North  Dade  defended  its  activities 
as  not  disqualifying,  asked  that  Public 
Service  and  WKAT  be  completely  dis- 
qualified from  further  consideration  as 
applicants  in  the  case.  It  maintained  it 
had  no  improper  purpose  in  mind  in 
hiring  Mr.  Jones,  and  it  also  urged  that 
Mr.  Jones  was  not  quilty  of  even  "an 
indiscreet  or  imprudent  act." 

•  L.B.  Wilson  took  exception  to  only 
one  element  in  the  examiner's  initial  de- 
cision. It  urged  that  any  applicant  guilty 
of  improper  activities  be  absolutely  dis- 
qualified from  any  further  consideration 
in  the  case. 

FCC  shifts  procedure 

FCC  has  taken  an  unusual  step  dis- 
associating itself  from  a  private  agree- 
ment containing  the  usual  promise  not 
to  compete.    In  the  final  order,  an- 
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nounced  Jan.  9,  the  Commission  ap- 
proved a  facilities  change  for  WJAZ  Al- 
bany, Ga.,  from  1050  kc  with  1  kw  day- 
time to  960  kc  with  5  kw  daytime  di- 
rectional but  modified  a  Nov.  18,  1958 
initial  decision.  The  modification  said 
the  FCC  does  not  approve  an  agreement 
which  would  limit  filing  of  any  applica- 
tion for  new  or  improved  service  by  an 
applicant  in  which  F.  Keith  Brawn  had 
an  interest.  Mr.  Brown  was  a  principal 
in  an  application  for  960  kc  facilities  in 
Cuthbert,  Ga.,  but  withdrew  his  ap- 
plication and  was  paid  $800  out-of- 
pocket  expenses  by  James  S.  Rivers 
Inc.,  licensee  of  WJAZ.  The  agreement 
between  Rivers  and  Mr.  Brown  was  that 
the  latter  would  not  enter  radio  for 
three  years  in  a  25-mile  radius. 

Smith  willing  to  talk 

Rep.  Howard  D.  Smith  (D-Va.), 
chairman  of  the  House  Rules  Com- 
mittee, last  week  agreed  to  meet  with 
radio-tv  newsmen  to  discuss  liberaliza- 
tion of  House  rules  prohibiting  coverage 
of  proceedings  and  hearings  by  the 
audio-visual  media. 

The  meeting  was  requested  by  John 
F.  Lewis,  WBAL-AM-TV  Baltimore 
news  director  and  chairman  of  the 
freedom  of  information  committee  of 
the  Radio-Tv  News  Directors  Assn.  No 
date  has  been  set. 

Also  last  week,  Rep.  Martha  Griffiths 
(D-Mich.)  introduced  H  Res  31,  which 
would  permit  radio-tv  coverage  of 
House  committee  hearings,  and  H  Res 
32,  giving  all  media  equal  access  to 
House  proceedings.  Rep.  Griffiths  spon- 
sored similar  legislation  in  the  85th 
Congress.  The  radio-tv  ban  was  ordered 
by  Speaker  Sam  Rayburn  (D-Tex.).  It 
was  lifted,  however,  during  the  Repub- 
lican-controlled 83rd  Congress. 

Nine  tax  repeal  bills 

Nine  bills  were  introduced  in  the 
House  of  Representatives  last  week 
which  would  repeal  the  10%  excise  tax 
on  radio-tv  sets  and/ or  communications 
services.  All  were  referred  to  the  Ways 
&  Means  Committee. 

HR  336,  introduced  by  Rep.  Merwin 
Coad  (D-Iowa)  would  repeal  the  tax 
on  uhf  sets  only.  Bills  which  would  re- 
move the  tax  on  several  items,  includ- 
ing radio-tv  sets,  were  introduced  by 
Reps.  John  Lesinski  (D-Mich.),  HR 
388;  Alvin  Bentley  (R-Mich.),  HR 
1223,  and  Isidore  Dollinger  (D-N.Y.), 
HR  1909. 

Measures  to  end  the  10%  stipend  on 
communications  were  introduced  by 
Reps.  Harold  Collier  (R-Ill.),  HR  480; 
Thaddeus  Machrowicz  (D-Mich.),  HR 
560;  Keith  Thomson  (R-Wyo.),  HR 
667;  Victor  Knox  (R-Mich.),  HR  1830, 
and  Edward  J.  Derwinski  (R-Ill.),  HR 
2163. 
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NEW  BILLS  TO  EXEMPT  SPORTS 

Promoters'  efforts  result  in  5  measures 
to  allow  television  blackouts  for  sports 


Professional  sports  promoters  have 
unleashed  their  annual  campaign  to  get 
sweeping  antitrust  exemptions  from 
Congress. 

Last  week  a  bipartisan  group  of  five 
congressmen  introduced  identical  bills 
picking  up  the  shreds  of  a  lost  campaign 
waged  by  the  sports  industry  at  the  last 
session. 

Television  reporting  of  baseball, 
basketball  and  hockey  would  be  given 
the  same  blackout  protection  as  football 
in  areas  where  home  teams  are  playing. 
Last  year  the  House  passed  a  bill  (HR 
10378)  that  would  have  completely  ex- 
empted radio-tv  blackouts  from  anti- 
trust laws  but  this  potential  crushing  of 
broadcast  reporting  died  in  a  Senate 
subcommittee  after  the  Dept.  of  Justice 
and  others  opposed  such  commercial 
liberties.  Football's  blackouts  are  sup- 
ported by  a  federal  court  decision. 

It  was  obvious  at  the  weekend  that 
the  usual  expensive  lobbying  by  pro- 
moters and  the  parades  of  famous  ath- 
letes to  Capitol  Hill  would  be  resumed 
when  committee  hearings  get  under 
way. 

While  the  new  legislation  has  impres- 
sive support,  Chairman  Emanuel  Celler 
of  the  House  Judiciary  Committee  took 
a  dim  view  of  the  idea  and  said  there 
will  be  no  early  hearings  by  his  commit- 
tee. "Let  the  baseball  people  stew  for  a 
while,"  the  outspoken  New  York  Demo- 
crat said  in  expressing  his  opposition 
to  the  measure. 

Ford  C.  Frick,  baseball  commission- 
er, voiced  his  delight  at  the  prospect  of 
antitrust  exemptions  that  would  allow 
television  blackouts.  "Just  what  we've 
wanted  for  a  long  time,"  he  observed. 

The  main  broadcast  feature  of  the 
new  legislation  is  a  grant  of  legal  permis- 
sion to  black  out  telecasts  of  major- 
league  baseball  games  in  minor-league 
cities  on  days  when  the  home  minor 
league  team  is  playing.  Mr.  Frick  sug- 
gested this  would  give  minor  teams  a 
chance  to  sell  their  games  to  local  radio 
and  tv,  besides  helping  attendance. 

Blacking  out  of  tv  isn't  the  whole 
answer  to  the  problem,  he  said,  "but  it  is 
about  70%  of  the  answer."  He  added  a 
new  wrinkle  by  saying  that  newspapers 
and  radio  in  minor  league  cities  "tend 
to  cut  down  on  the  coverage  given  to 
the  local  team  and  to  give  more  atten- 
tion to  the  major  leagues.  We  have  been 
watching  television  wreck  the  minors. 
If  this  bill  is  passed  in  this  form  it  will 
help  immeasurably." 

The  television  blackout  area  would 
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extend  out  75  miles  from  cities  where 
games  are  being  played  but  otherwise  tv 
agreements  would  be  subject  to  anti- 
trust laws.  No  exemption  would  be  given 
sports  promoters  from  antitrust  laws  in 
the  case  of  radio  coverage,  the  five  rep- 
resentatives said  in  a  joint  statement, 
because  there  is  "no  evidence  that  radio 
broadcasts  affect  home  teams'  gate  re- 
ceipts." 

They  said  the  legislation  "is  absolutely 
necessary"  to  end  discrimination  in 
sports  due  to  baseball's  relative  freedom 
from  antitrust  laws.  The  relief,  they 
added,  is  necessary  to  save  baseball's 
minor  leagues.  Some  of  the  restrictive 
devices  in  sports  are  designed  to  pro- 


Rep.  Celler:  no  hurry  for  hearings 

mote  competition  rather  than  suppress 
it,  according  to  their  position,  but  the 
bill  is  designed  to  exempt  only  sports 
aspects,  not  business  practices. 

Representatives  who  introduced  the 
identical  House  bills  were  Francis  E. 
Walter  (D-Pa.);  William  E.  Miller  (R- 
N.Y.);  William  C.  Cramer  (R-Fla.), 
Oren  Harris  (D-Ark.),  and  John  W. 
Byrnes  (R-Wis.). 

Rep.  Basil  L.  Whitener  (D-N.C.)  in- 
troduced a  bill  (HR  2266)  granting  the 
four  professional  sports  absolute  anti- 
trust exemption. 

New  Orleans  ch.  12 
applicants  to  merge 

An  agreement  providing  for  a  merg- 
er between  two  of  the  applicants  for 
ch.  12  in  New  Orleans  and  withdrawal 
of  the  third  was  reached  among  the 
parties,  meeting  in  New  Orleans  last 
week.  Under  the  agreement,  Supreme 


Broadcasting  Co.  (WJMR-AM-FM- 
TV)  will  own  40%  of  the  tv  facility 
and  the  nine  partners  in  Coastal  Tv 
Co.  will  own  the  remaining  60%  in 
equal  shares. 

Oklahoma  Tv  Corp.,  licensee  of 
KWTV  (TV)  Oklahoma  City,  has 
agreed  to  withdraw  for  $75,000  out- 
of-pocket  expenses  incurred  in  pur- 
suing its  application.  Oklahoma  esti- 
mates it  actually  spent  some  $95,000. 

The  FCC,  meanwhile,  last  Tuesday 
(Jan.  13)  authorized  Supreme  to  begin 
operating  WJMR-TV  on  ch.  13  through 
Jan.  31  under  temporary  authorization, 
following  withdrawal  of  objections  by 
Coastal  Tv  and  Oklahoma  Tv.  WJMR- 
TV  went  on  the  air  the  same  evening, 
discontinuing  operation  on  uhf  ch.  20, 
its  licensed  facility,  but  not  surrender- 
ing ch.  20. 

The  new  corporation  will  pay  $75,- 
000  to  Oklahoma  Tv  and  will  pay  Su- 
preme Tv  $350,000  for  its  present  fa- 
cilities. Supreme  had  conducted  a  dual 
operation  on  ch.  20  and  ch.  12  up  to 
last  Dec.  31,  telecasting  on  ch.  12 
under  an  experimental  permit  from 
the  FCC.  WJMR-TV  had  discontinued 
ch.  12  operation  that  date  by  FCC 
order,  which  followed  an  appeals  court 
remand  of  the  FCC's  order  denying  a 
request  by  WJTV  (TV)  Jackson,  Miss., 
that  WJMR-TV  be  ordered  off  ch.  12 
on  grounds  it  was  not  a  bona  fide 
experimental  operation.  The  WJMR- 
TV  ch.  12  transmitter  was  operating 
from  a  site  closer  than  the  minimum 
mileage  separation  from  WJTV,  also 
on  ch.  12. 

The  FCC  proposed  last  month  that 
the  three  applicants  for  ch.  12  in  New 
Orleans  use  ch.  13  temporarily  under 
a  joint  operation  until  the  ch.  12  con- 
test was  resolved,  or  until  final  FCC 
action  on  ch.  13,  which  is  in  a  two- 
way  contest  at  Biloxi,  Miss.,  where  ch. 
13  is  permanently  assigned. 

The  new  corporation  will  continue 
to  try  to  get  a  site  closer  to  New 
Orleans  than  the  approved  one  30 
miles  south  of  the  city,  or  try  to  get 
agreement  from  the  Airspace  Panel  of 
the  Air  Coordinating  Committee  for 
a  higher  antenna.  The  New  Orleans 
antenna  farm  is  less  than  minimum 
mileage  from  WJTV. 

Supreme's  WJMR-AM-FM  is  not 
involved  in  the  merger.  Supreme  is 
owned  by  Chester  F.  Owens  (91%), 
George  A.  Mayoral  (5%)  and  Flora 
Shields  Owens  and  Robert  E.  Jeffers. 
2%  each.  The  Coastal  Tv  partners, 
each  to  own  6%%  of  the  new  corpo- 
ration, are:  William  G.  Aly,  Richard 
J.  Carrere,  Frank  B.  Ellis,  George  C. 
Foltz,  George  E.  Martin,  Joseph  A. 
Paretti,  Chalin  O.  Perez,  John  E.  Pott- 
harst  Jr.  and  William  H.  Saunders  Jr. 


It's  Channel  3  First  By  All  Surveys 


In  Memphis  they  say  "There's  more 
to  see  on  Channel  3."  That's 
because  more  people  enjoy  WREC- 
TV's  combination  of  superior  local 
programming  and  the  great  shows 
of  the  CBS  Television  network.  It's 
the  right  combination  for  your 
advertising  message.  See  your  Katz 
man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads  in  competitively  rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 


WREC-TV 
Sta.  B 
Sta.  C 


A.R.B. 

May  '58 
(Metro  Area) 

201 

122 
53 


Pulse 

Nov.  '58 
{ Metro  Area ) 

293 

96 
29 


Nielsen 

ov.  9-Dec.  6  '5 
(Station  Area) 

275 

66 
70 


WREC-TV 

Channel   3  Memphis 

Represented  Nationally  by  the  Katz  Agency 
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FOCUS  ON  ETHICS 
Legislators  concerned 
with  official  conduct 

Ethics  of  top  government  officials 
continued  to  receive  congressional  at- 
tention last  week  as  several  measures 
were  introduced  on  the  subject. 

As  promised  10  days  ago  (At  Dead- 
line, Jan.  12),  Rep.  Emanuel  Celler 
(D-N.Y.)  introduced  HR  2156  and  HR 
2157  dealing  with  bribery,  graft,  con- 
flict of  interest  and  spelling  out  a  code 
of  ethics  for  federal  officials.  They 
were  referred  to  Rep.  Celler's  own 
Judiciary  Committee. 

Rep.  Steven  Derounian  (R-N.Y.) 
introduced  HR  1900  strengthening 
criminal  laws  on  bribery,  graft  and  con- 
flict of  interest.  It  also  went  to  Judiciary 
for  action.  Rep.  Charles  Bennett  (D- 
Fla.)  placed  H  J  Res  35  into  the  hop- 
per. Referred  to  the  Post  Office  and 
Civil  Service  Committee,  it  would  estab- 
lish a  federal  commission  on  ethics. 

HR  708,  by  Rep.  John  Baldwin  (R- 
Calif.)  is  designed  to  promote  ethical 
standards  among  members  of  Congress 
as  well  as  agency  officials.  The  measure 
was  referred  to  the  Post  Office  Com- 
mittee. Rep.  William  Cramer  (R-Fla.) 
introduced  HR  741  prohibiting  the  use 
of  improper  methods  to  influence  agen- 
cy decisions.  The  bill,  referred  to  the 
Commerce  Committee,  also  would  re- 
peal the  authority  of  members  of  the 
FCC  to  accept  honorariums. 

More  Hill  Activity  •  Among  other 
bills  of  interest  to  broadcasters  intro- 
duced in  Congress  last  week: 

HR  985  by  Rep.  J.  Arthur  Younger 
(R-Calif.)  would  create  a  Department 
on  Transportation  &  Communications 
with  Cabinet  rank.  It  was  referred  to 
the  Committee  on  Government  Opera- 
tions. 

HR  1977  by  Rep.  James  C.  Wright 
(D-Tex.)  would  ban  the  use  of  sublimi- 
nal advertising  on  television;  to  the 
Commerce  Committee. 

HR  2221  by  Rep.  Eugene  Siler  (R- 
Ky.)  prohibits  the  advertising  of  alco- 
holic beverages  in  interstate  commerce: 
to  the  Commerce  Committee. 

HR  1977  by  Rep.  Stewart  Udall  (D- 
Ariz.)  revises  the  federal  election  laws 
to  prevent  corrupt  practices:  to  the 
Committee  on  House  Administration. 

HR  593  by  Abraham  Multer  (D- 
N.Y.)  amends  the  Administrative  Proce- 
dures Act  relating  to  hearings  by  agen- 
cies and  gives  the  courts  broader  powers 
to  set  aside  agency  grants;  to  the  Judici- 
ary Committee. 

S  156  by  Sens.  Mike  Monroney  and 
Robert  S.  Kerr  (both  D-Okla.)  author- 
izes the  establishment  of  an  amateur 
radio  network  for  military  communica- 
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lions:  to  the  Commerce  Committee. 

S  Res  23  by  Sen.  Hubert  Humphrey 
(D-Minn.)  authorizes  the  President  to 
enter  into  an  agreement  with  Mexico 
to  license  alien  amateur  radio  operators 
who  cross  the  countries'  borders;  to  the 
Committee  on  Foreign  Relations. 

S  186  by  Sen.  Thomas  Hennings  (D- 
Mo.J  is  designed  to  clarify  and  protect 
the  right  of  the  public  to  information 
within  government  agencies:  to  the 
Judiciary  Committee. 

Consolidated  rebuts 
Hawaii  sale  protest 

Consolidated  Amusement  Co.  Ltd.. 
last  week  asked  the  FCC  to  dismiss  the 
protest  filed  two  weeks  ago  by  Harry 
Weinberg  and  the  800  Corp.  against 
the  Commission's  December  approval 
of  the  sale  of  Consolidated's  75.45% 
interest  in  Hawaiian  Broadcasting  Sys- 
tem Ltd.  to  Hialand  Development  Corp. 
for  over  S8  million  (Broadcasting. 
Jan.  12). 

Consolidated  said  the  protestants 
were  without  standing  and  objections 
were  based  on  erroneous  information. 

Hialand,  a  group  of  Oklahoma  City 
businessmen,  is  paying  about  S39  per 
share  for  Consolidated's  stock.  Consoli- 
dated owns  a  group  of  motion  picture 
theatres  in  Hawaii,  as  well  as  its  75% 
interest  in  KGMB-AM-TV  Honolulu. 
KHBC-AM-TV  Hilo  and  KMAU-TV 
Wailuku.  Hawaiian  Broadcasting  is 
24.55%  owned  by  the  Honolulu  Star- 
Bulletin. 

Mr.  Weinberg  and  the  800  Corp..  of 
which  he  is  president,  maintained  that 
the  Consolidated  properties  were  under- 


valued about  12.5%;  and  that  stock- 
holders were  not  informed  of  the  ""agree- 
ment" under  which  J.  Howard  Worrall. 
vice  president  of  Consolidated  and  pres- 
ident of  the  radio-tv  stations,  would  re- 
main as  Hawaiian  president-general 
manager  under  the  new  ownership. 

In  its  opposition.  Consolidated  said 
that  Mr.  Weinberg  had  shown  no  in- 
jury. The  valuation  of  the  purchase  was 
fair.  Consolidated  maintained,  because 
its  stock  was  selling  for  only  S27  per 
share  at  present,  and  had  been  down 
as  low  as  S22  per  share.  Thus,  Consoli- 
dated said,  Mr.  Weinberg  is  receiving 
approximately  S50.000  more  for  his 
stock  than  if  he  sold  it  on  the  open 
market.  Mr.  Weinberg  is  a  minority 
stockholder  of  the  amusement  company. 

Consolidated  declared  that  all  direc- 
tors voted  for  the  sale,  and  that  if  am 
stockholders  are  being  injured.  the\ 
would  be  also.  Consolidated  also  said 
that  the  method  by  which  Mr.  Weinberg 
evaluated  the  property  was  ""fallacious'" 
and  ""irresponsible." 

Consolidated  also  claimed  that  there 
was  no  "secret"  agreement  between  the 
buyers  and  Mr.  Worrall.  Stockholders 
were  notified.  Consolidated  said,  that 
the  buyers  intended  to  continue  the 
same  management. 

The  Consolidated  pleading  reported 
that  the  company  had  offered  last  Sep- 
tember to  buy  the  Honolulu  Star-Bul- 
letin's 24.45%  interest  for  $650,000.  It 
paid  SI 25.000  for  the  Mormon  Church's 
6.7%  interest  in  1957. 

Consolidated  said  that  unless  the  sale 
is  consummated  and  assets  are  distrib- 
uted to  stockholders  within  one  year, 
the  corporation  will  be  penalized  by  a 
SI  million  liability. 


•  Government  notes 

•  WTVE  Inc.,  which  has  held  permit 
for  ch.  24  Elmira,  N.Y.,  since  1952— 
and  which  operated  18  months  in  1953- 
54 — has  forfeited  its  permit.  It  also 
withdrew  application  to  change  from 
uhf  to  ch.  9.  Permittee  was  associated 
with  WROW  Albany.  Deletion  of  ch. 
24  brings  to  212  the  number  of  tv 
grants  forfeited  (44  vhf  and  now  168 
uhf). 


•  Community  Broadcasters  Assn.  has 
asked  the  FCC  to  reconsider  its  de- 
cision of  last  summer  amending  its  rules 
to  permit  Class  IV  (local)  am  stations 
to  apply  for  authorization  to  increase 
daytime  power  from  250  w  to  1  kw 
(At  Deadline.  June  2,  1958).  The 
initial  petition  by  Community  Broad- 
casters, rejected  by  the  FCC,  had  re- 


quested a  horizontal  increase  in  power 
for  Class  IV  outlets. 

•  The  deadline  for  comments  in  the 
FCC's  rulemaking  proposal  to  revise 
the  program  sections  of  broadcast  ap- 
plication forms  has  been  extended  from 
Jan.  19  to  Feb.  20  at  the  request  of 
NAB.  NAB  had  asked  for  a  60-dav 
extension.  The  FCC  in  late  November 
issued  the  rulemaking  designed  to 
simplify  station  record-keeping  through 
revisions  in  application  forms  for  new 
stations,  license  renewals  and  owner- 
ship changes  ( Broadcasting.  Dec.  1). 

•  A  majority  of  the  Federal  Communi- 
cations Bar  Assn.  (27  out  of  47)  has 
voted  to  recommend  a  revision  of  Sec. 
309  (c)  of  the  Communications  Act. 
Vote  was  taken  at  the  FCBA's  Jan.  9 
annual  meeting  in  Washington.  The  re- 
vision would  allow  protests  to  the  FCC 
against  new  station  applications  prior 
to  a  grant.  The  present  rule  permits 
post-grant  protest. 
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 PROGRAM  M I NG  

MGM  READIES  HEAVY  FILM  BARRAGE 


Heightened  television  activity  including  seven 

new  half-hour  pilots  about  to  start, 

to  be  guided  by  production  boss  Siegel 


The  lion  now  is  roaring  for  that  tv 
feast. 

MGM's  long-expected  plunge  into 
the  medium  with  all  four  paws  is  a 
reality,  as  of  last  week's  announcement 
by  Loew's  Inc.  (MGM's  parent). 

This  month  and  next,  said  Loew's, 
its  mammoth  Culver  City  (Calif.)  studio 
will  be  filming  seven  tv  film  half-hour 
pilots,  apparently  all  of  them  planned 
for  the  next  (1959-60)  season. 

MGM-TV  now  has  two  tv  series  on 
the  air  (both  NBC-TV) :  The  Thin  Man 
and  Northwest  Passage. 

At  the  same  time,  MGM  followed 
up  the  departure  of  Charles  C.  (Bud) 
Barry,  former  vice  president  in  charge 
of  all  tv  activity,  to  head  the  NTA 
Film  Network  as  president  (Week's 
Headliners,  Jan.  12),  with  a  new  tv 
organizational  set  up. 

Siegel  Takes  Over  •  From  now  on, 
tv  will  be  not  distinct  from  theatrical 
film  production  at  Metro-Goldwyn- 
Mayer.  The  production  boss  at  MGM — 
Sol  C.  Siegel — takes  over  television  as 
well  (see  Week's  Headliners,  page 
10),  and,  says  MGM-TV,  the  tv  pro- 
gram to  be  developed  will  be  "big- 
scale." 

While  all  tv  production  now  comes 
under  the  studio  wing,  distribution  and 
sales  will  be  a  cohesive  unit  though 
separated  from  production.  Mr.  Siegel 
will  decide  what  product  to  make  and 
then  go  ahead  and  produce  it,  but  will 
leave  the  selling  up  to  somebody  else 
at  MGM. 

This  in  effect  brings  tv  into  line  with 
the  traditional  motion  picture  way  of 
doing  business.  Production  is  the  term 
used  for  the  turnout  of  both  theatrical 
and  tv  film;  release  and  distribution  in 
feature  film  are  known  in  tv  more 
specifically  as  distribution  and  sale. 

MGM  was  one  of  the  last  of  the 
Hollywood  majors  to  rub  shoulders 
with  television.  By  1957,  it  was  on  the 
run,  planning  the  production  of  pilots, 
setting  up  a  tv  commercial  production 
unit  and  even  preparing  to  buy  into 
tv  stations. 

Small  Flame  •  Not  all  of  these  plans 
bore  fruit.  MGM  didn't  quite  catch 
fire  with  tv  film  (only  two  sales  to  date) 
and  it  soon  aborted  its  attempts  to 
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acquire  additional  interests  in  stations. 
But  its  production  of  tv  commercials 
appeared  successful. 

Most  of  its  influence  in  tv,  however, 
was  felt  in  the  release  for  sale  to  tv  of 
its  feature  film  library,  sales  of  which 
initially  boomed  and  have  continued. 

Another  tv-oriented  activity  at  MGM 


Leo:  to  roar  louder  for  tv 


is  the  use  of  its  facilities  by  outside 
television  producers.  MGM  says  inde- 
pendent tv  production  at  its  studios  is 
at  an  alltime  high  with  10  series  and 
pilots  either  before  the  cameras,  com- 
pleted or  in  preparation. 

Top  management  at  Loew's  has  been 
known  to  be  ready  for  some  time  to 
trot  Leo  into  the  tv  arena.  But  the  move 
was  delayed  by  corporate  headaches 
caused  by  a  tug-of-war  over  control, 
the  ticklish  question  of  how  to  separate 
the  studio  from  the  theatres  (the  courts 
ordered  divestiture  and  a  legal  wrangle 
then  ensued  on  which  arm  would  as- 
sume a  long-standing  debt)  and  the 
most  important  drag  of  all,  the  fantastic 
decline  in  studio  revenues. 

Now  most  of  the  smoke  hazing  these 
issues  has  cleared.  The  battle  over  con- 
trol has  faded  sharply,  the  studio  seems 
to  be  pulling  itself  up  at  least  for  the 
present  and  the  separation  proceedings 
are  well  underway. 

Maibaum's  Blueprint  •  Richard  Mai- 
baum,  executive  producer  of  MGM-TV 
(who  reports  to  Mr.  Siegel),  had  super- 
vised preparation  of  the  seven  series 
being  proposed  and  for  which  pilots  will 
be  filmed. 


Pilots  are  being  shot  for  the  follow- 
ing: Father  of  the  Bride  (Jim  Backus 
as  star,  Al  Lewis  will  produce),  a  ro- 
mantic comedy;  Jeopardy  (produced  by 
Andrew  and  Virginia  Stone  with  filming 
on  location),  a  suspense  format;  The 
McGonigle  (Mickey  Shaughnessy  as 
star,  Harry  Joe  Brown  to  co-produce), 
adventure  comedy;  Johnny  Eager  (pro- 
duced with  Wilber  Stark  and  Jerry 
Layton),  action-adventure;  You're  Only 
Young  Once  (Dean  Jones  is  the  star), 
a  romantic  comedy;  Amigo  (Gilbert 
Roland  stars  and  Don  Siegel  produces), 
action-adventure,  and  Maisie  (Janis 
Paige  to  star  and  Tom  McKnight  to 
produce),  a  romantic  comedy. 

Profit  and  Loss  •  In  Loew's  report 
for  fiscal  1958  ended  last  Aug.  31,  the 
company  showed  a  $774,000  profit  that 
contrasted  with  a  net  loss  of  $455,000 
for  the  year  before.  Also  for  that 
period,  income  from  tv  was  at  the  $12.6 
million  level  as  against  the  $5.4  million 
bracket  the  year  before.  Gross  income 
in  fiscal  1958:  $152.2  million  compared 
to  the  preceding  year's  $154.3  million. 
(The  apparent  conflict  of  earnings  go- 
ing up  even  as  gross  income  declined  is 
resolved  in  two  significant  moves  made 
by  Loew's  in  recent  years:  [1]  cost- 
cutting  and  reduction  of  such  overhead 
as  top-heavy  salaries  and  the  carrying 
of  long-term  contracts  which  were  not 
being  put  to  use  anymore,  and  [2] 
institution  of  new  accounting  system.) 

Tv  revenue  appears  small  when  com- 
pared to  the  total  gross  but  it  has  been 
bringing  in  an  ever  increasing  share 
of  income;  Loew's  also  has  revenues 
from  other  sources  besides  motion  pic- 
ture production:  operates  WMGM 
New  York,  theatres  here  and  in  Cana- 
da, records  and  music  publishing. 

CALL  GIRL  SEMINAR 

CBS  Radio  to  probe 
unseemly  enterprise 

Millions  of  Americans  are  going  to 
be  struck  dumb  tonight  (Jan.  19). 

They're  the  people  who  tune  in  CBS 
Radio's  The  Business  of  Sex,  a  Unit 
One  documentary  which  tells  how  the 
oldest  profession  plays  a  major  role  in 
contemporary  American  business  life. 
It's  a  safe  bet  many  of  that  audience 
won't  believe  their  ears. 

Edward  R.  Murrow  narrates  the  doc- 
umentary, weaving  in  the  voices  of  call 
girls  and  their  clients  from  coast  to 
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Air  Express  stars  in  low  cost  shipping 


■     ■  ■■■ 

CHECK  YOUR  AIR  EXPRESS  SAVINGS 
over  any  other  complete  air  service 


CITY  TO  CITY... DOOR  TO  DOOR 

AIR  EXPRESS 

YOU  SAVE 

(for  a  15  lb.  package) 

Miles 

Cost 

PITTSBURGH  to  ST.  LOUIS 

568 

$4.67 

$2.98  to  $7.51 

HOLLYWOOD  to  EL  PASO 

701 

5.15 

3.39  to  7.40 

COLUMBUS  to  TAMPA 

899 

6.11 

.59  to  10.13 

ATLANTA  to  GALLUP,  N.  M. 

1421 

8.51 

1.20  to  11.83 

Rushing  the  "rushes"  from  location  to  Hollywood 
—and  back— is  a  daily  Air  Express  job.  And  the 
money  saved  in  shipping  costs  is  welcomed  even  by 
producers  of  epics ! . . .  Air  Express,  symbolized  by 
the  big  "X,"  offers  you  the  same  service.  Plus 
exclusive  one  carrier  door- to -door  delivery  to 
thousands  of  U.  S.  cities  and  towns.  Investigate. 


AIR  EXPRESS 


Apply  these  typical  examples  to  your  shipping  problems 


GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 


CALL  AIR  EXPRESS 


.  division  of  RAILWAY  EXPRESS  AGENCY 
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It  pays  to 
buy  the 


station 

in  the 

BUFFALO 

Market 


Call 

Jack  Masla 

National  Representative 
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Ike  sets  a  precedent  •  President 
Eisenhower  conducted  the  first  live 
radio-tv  presidential  news  conference 
Jan.  13  at  a  National  Press  Club 
luncheon  in  Washington.  At  Presi- 
dent's left:  Wilton  B.  Persons,  as- 
sistant to  the  President,   and  Wil- 


liam H.  Lawrence,  New  York  Times, 
president-elect  of  the  press  club. 

NBC-TV  and  CBS-TV  plus  all 
four  radio  networks  broadcast  the 
question-answer  conference  to  the 
world  as  the  President  made  inter- 
national headline  news.  ABC-TV  car- 
ried the  conference  delayed  (9:30 
p.m.)  via  vtr.  Questions  were  sub- 
mitted in  writing  by  luncheon  guests 
and  read  to  the  President  by  John 
V.  Horner,  Washington  Star,  club 
president. 

The  live  broadcast  was  unprec- 
edented but  did  not  set  a  pattern  for 
regular  presidential  news  confer- 
ences, according  to  James  C.  Hager- 
ty,  White  House  news  secretary. 
Normally  the  President's  news  ses- 
sions are  filmed  for  tv  and  taped  for 
radio  and  broadcast  on  a  delayed 
basis.  The  pooled  pickup  at  the  Press 
Club  utilized  three  live  and  five  film 
cameras,  lasting  from  1  to  1:50  p.m. 
A  Press  Club  membership  was  pre- 
sented to  the  President. 


coast.  They  tell  how:  a  girl  can  make 
$50  an  hour  rather  than  $40  a  week; 
some  firms  have  an  A  and  a  B  list  of 
call  girls,  depending  on  the  client  in- 
volved, and  others  publish  catalogs  with 
pictures  and  specifics;  a  few  hundred 
dollars  expended  in  entertaining  a  client 
for  the  night  can  bring  in  a  $60,000 
contract  the  next  morning;  a  male 
prostitute  can  swing  a  $2-$3  million 
contract  for  a  chemical  company  which 
had  to  do  business  with  a  woman  execu- 
tive; a  call  girl  in  Las  Vagas  can  per- 
suade a  heavy  winner  to  go  back  to 
the  tables  so  the  house  can  take  another 
crack  at  him — and  make  him  like  it; 
a  deal  can  backfire  if  the  client  doesn't 
like  the  service;  prices  can  range  from 
$25  for  a  15-minute  visit  to  $1,000  for 
a  weekend;  business  can  be  so  brisk  that 
some  girls  dispense  with  on-the-spot 
payment,  submit  monthly  statements. 

The  size  of  the  business  attests  to  its 
success.  The  men  who  use  the  call 
girls  to  smooth  the  way  with  their 
clients  are  convinced  of  the  technique's 
usefulness.  "How  intimate  can  you  get 
with  a  client?"  they  ask,  pointing  out 
that  after  a  client  knows  you  know 
what  his  wife  doesn't  know,  he's  going 
to  do  everything  in  his  power  to  swing 
deals  in  your  favor.  They  don't  call 
it  blackmail,  but  they  recognize  the 
weapon  and  let  it  work  for  them. 

Irving  Gitlin,  director  of  public 
affairs  for  CBS,  thinks  the  program 
testifies  to  a  growing  maturity  of  broad- 
cast audiences — a  statement  he  may 
have  cause  to  reflect  on  tomorrow.  CBS 
had  already  received  500  letters  last 
week  asking  that  the  program  not  be 
aired,  these  just  on  the  basis  of  advance 


notices.  The  department  is  braced  for 
the  reaction. 

Although  the  program  is  admittedly 
controversial,  CBS  denies  that  it's  "sen- 
sational," pointing  out  that  the  material 
was  edited  to  the  business  aspects  of 
prostitution,  and  that  the  more  basic 
sexual  elements  were  avoided.  Not  that 
they  weren't  available;  CBS  producers 
found  many  call  girls  eager  to  talk  about 
their  experiences,  in  fact  wanted  to  be 
heard.  One  even  suggested  calling  a 
press  conference  to  bare  her  story. 

The  program  also  includes  commen- 
tary on  the  subject  of  prostitution  in 
business  by  Dr.  Harold  Greenwald, 
psychiatrist  and  author  of  a  book  on 
call  girls;  anthropologist  Margaret 
Mead,  and  Father  Benjamin  Masse, 
S.J.,  associate  editor  of  America,  a 
Catholic  weekly.  The  show  was  pro- 
duced by  George  Vicas,  with  William 
Geib  and  Madeline  Karr  as  associate 
producers.  It  was  one  year  in  research, 
three  months  in  production.  Air  time 
for  the  network  origination  is  9:05-10 
p.m. 

Mr.  Murrow,  whose  famous  program 
close  is  "good  night  and  good  luck," 
altered  that  phrase  for  this  occasion. 
He  simply  says  "good  night." 

New  CBS  Films  unit 

Elimination  of  CBS  Television  Enter- 
prises by  absorbing  the  unit  within  the 
newly-created  licensing  department  of 
CBS  Films  was  announced  last  week  by 
Sam  Cook  Digges,  recently-appointed 
administrative  vice  president  of  CBS 
Films.  With  Sales  Manager  Murray  Ben- 
son being  named  director  of  the  new 
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licensing  department,  it  was  noted  that 
the  department  "will  maintain  contracts 
currently  in  effect  and  will,  in  general, 
expand  the  overall  operation  aiming  at 
quality  producer  licensing."  In  addition, 
Mr.  Benson's  group  will  complete  an 
agreement  with  CBS-TV  for  the  handl- 
ing of  network  product. 

Mr.  Benson  succeeds  Syd  Rubin,  re- 
signed. A  former  announcer-turned- 
staff -producer-director  for  NBC-TV,  Mr. 
Benson  in  1952  became  public  relations 
director  of  Kagran  Corp.,  NBC  mer- 
chandising arm  which  later  was  absorbed 
by  California  National  Productions  sub- 
sidiary. In  1956  he  joined  Martin  Stone 
Assoc.,  packager,  and  in  December  that 
year  he  moved  to  CBS  Television  Enter- 
prises. 

RTDG,  networks  heed 
writers'  plea  to  talk 

A  breakdown  in  negotiations  between 
the  radio-tv  networks  and  the  Radio  & 
Television  Directors  Guild  was  averted 
— at  least  temporarily — last  Thursday 
when  the  Writers  Guild  of  America 
(East)  persuaded  both  groups  to  resume 
talks  last  Friday  (Jan.  16)  at  WGAE 
offices  in  New  York. 

The  contract  between  RTDG  and  the 
networks  expired  on  Dec.  31  and  the 
deadline  was  extended  to  last  Wednes- 
day midnight  (Jan.  14).  Negotiators  met 
in  a  late  evening  session  on  Wednesday, 
failed  to  reach  an  agreement,  but  sched- 
uled no  subsequent  meetings.  RTDG 
held  a  membership  meeting  after  mid- 
night, discussing  the  status  of  nego- 
tiations and  mulling  the  possibility  of  a 
strike. 

Last  Thursday,  Evelyn  F.  Burkey,  ex- 
ecutive director  of  WGAE,  telephoned 
officials  of  the  guild  and  the  networks, 
urging  them  to  "keep  talks  open."  She 
persuaded  both  factions  to  meet  on  Fri- 
day under  WGAE  auspices.  Miss  Burkey 
later  told  Broadcasting  that  "as  long 
as  people  keep  talking,  there  is  hope 
of  ironing  out  the  difficulties  they  have." 

Neither  the  union  nor  the  networks 
would  discuss  the  areas  of  conflict.  It 
was  reported  that  negotiators  were  "far 
apart"  on  wage  provisions  and  the 
RTDG  also  objected  to  the  use  of  non- 
union directors  by  advertising  agencies 
on  programs  produced  by  them  for  tele- 
casting on  the  networks. 

The  guild  represents  900  employes  at 
NBC,  CBS  and  ABC  (Mutual  has  no 
staff  directors)  in  New  York,  Holly- 
wood, Chicago  and  Washington.  Job 
classifications  cover  directors,  associate 
directors  and  stage  managers. 

The  present  weekly  scale  ranges  from 
$127  up  to  $180  weekly.  It  was  said 
that  RTDG  was  seeking  increases  in 
some  areas  that  would  raise  wages  by 
more  than  40%. 


The  (3  B1UJ0N  BOlDtN  mi 


Albany  —  Schenectady  —  Troy 


THIS  NEW  STATION 

ALBANY,  N.  Y. 

is  engineered  to  deliver  the  market 
covering  eastern  New  York,  western 
Massachusetts  and  parts  of  Vermont 
and  New  Hampshire.  It  provides  a 
sales  potential  of  $3,495,571,000.00 
consumer  spendable  income.  And 
that's  cash  register  money!  Food  sales 
alone  are  over  $615  million;  drugs 
over  $72  million. 

Represented  by  VENARP,  RINTOUL  &  McCONNELL,  Inc. 

— 

Intermountain  Network  Affiliate 

KLO 

Ogden,  Utah 
Power  filled  5,000  watts  at  1430 
IS  NUMBER  ONE 
In  Utah's  Second  Market 

*  Pulse — Feb.,  1958 


DENVER     •      CONTACT  YOUR  AVERY-KNODEL  MAN 


Exclusive  ABC  for  most  of  its  coverage. 
Investigate  .  .  .  write,  wire  or  phone 
todayl 
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A  television  fan  is  born 


Deputy  premier:  curtain-raiser  on  KTTV  (TV) 


U.S.  television  took  high  priority 
for  USSR  Deputy  Premier  Anastas 
Ivanovich  Mikoyan  last  week  on  an 
itinerary  crowded  with  dates  at  the 
White  House,  State  Dept..  stores, 
banks,  universities  and  other  points 
of  interest  across  the  land. 

The  No.  2  man  of  all  the  Russians 
stopped  in  Chicago  to  tour  NBC-TV 
color  studios  and  to  observe:  "Com- 
petition in  color  television  is  much 
better  than  in  the  arms  race." 

Soon  afterward,  he  made  his 
American  tv  debut  over  KTTV  (TV) 
Los  Angeles.  And  back  in  Washing- 
ton yesterday  (Jan.  18)  he  appeared 
on  network  tv  in  Meet  the  Press. 
An  hour  was  cleared  for  what  or- 
dinarily is  a  30-minute  program.  The 
audio  was  broadcast  over  the  NBC 
Radio  network. 

On  his  stop  in  Chicago  the  deputy 
premier  was  shown  around  NBC- 
TV's  studios  in  the  Merchandise 
Mart  by  Lloyd  E.  Yoder,  network 


vice  president  and  general  manager 
of  WMAQ-WNBQ  (TV)  Chicago, 
and  Edward  R.  Hitz,  vice  president 
in  charge  of  the  central  division's  tv 
network  sales  (see  below). 

Later  on  the  coast,  newsman  Paul 
Coates  of  KTTV  snagged  the  Soviet 
visitor  for  a  25-minute  taped  inter- 
view Jan.  12.  It  was  his  introduction 
to  videotape.  Mr.  Mikoyan  turned 
down  a  movie  showing  by  Motion 
Pictures  Producers  Assn.  to  see  him- 
self on  tv  that  night.  Stations  around 
the  country  quickly  ordered  copies 
of  the  tape,  which  was  re-run  twice 
by  KTTV  (see  story  on  KTTV 
syndication  at  right). 

The  local  debut  turned  out  to  be 
a  prelude  to  Mr.  Mikoyan's  appear- 
ance on  a  nationwide  hookup  last 
night  when  he  reported  to  producer 
Lawrence  Spivak  in  NBC-TV  Wash- 
ington studios  to  Meet  the  Press  on 
a  nationwide  hookup,  6-7  p.m.  EST 
(radio  version  6:30-7:30  p.m.). 


In  Chicago:  with  NBC's  Yoder  (I)  and  Hitz  (r) 


KTTV  enterprise  pays 
as  Mikoyan  shows  up 

The  KTTV  (TV)  Los  Angeles  video 
taped  interview  with  Russian  Deputy 
Premier  Mikoyan  (see  this  page)  was 
played  daily  around  the  U.S.  the  better 
part  of  last  week.  As  of  Thursday 
(Jan.  15),  16  stations  had  bought  copies 
from  KTTV.  The  originating  station 
replayed  the  video  tape  Tuesday  and 
Wednesday  following  the  original 
broadcast  Monday  night  (Jan.  12). 

To  engage  the  Russian,  KTTV's 
Paul  Coates  started  working  long  in  ad- 
vance with  the  Russian  Embassy  in 
Washington.  He  kept  pressing  as  the 
Mikoyan  party  crossed  the  country, 
finally  hitting  paydirt  in  San  Francisco 
where  an  aide  promised  to  call  Mr. 
Coates  when  they  arrived  in  Los  An- 
geles Sunday  evening  (Jan.  11). 

The  aide  followed  through,  and  after 
Mr.  Coates  rushed  a  copy  of  proposed 
questions  to  Mr.  Mikoyan's  hotel,  a 
Monday  5  p.m.  tape  date  was  set.  Mon- 
day afternoon,  the  deputy  premier  post- 
poned the  session  until  8:30  p.m.  Mr. 
Coates  figured  the  show  was  dead  and 
taped  a  "protection"  show.  But  at  8 
p.m.,  instead  of  a  cancellation  call, 
the  motorcade  swept  into  the  KTTV 
lot,  trailed  by  some  50  newsmen.  And 
so,  after  discussing  the  questions  and 
explaining  what  videotaping  meant,  the 
show  was  taped  for  telecast  that  night 
at  10:15-10:40  p.m. 

Earlier  KTTV  claimed  a  news  beat 
on  Mr.  Mikoyan's  Southern  California 
arrival.  Several  hundred  newsmen 
awaited  the  plane  at  Los  Angeles'  Inter- 
national Airport  Sunday  evening  (Jan. 
1 1 ) ,  but  fog  prevented  a  landing.  Mean- 
while, KTTV  sent  a  second  extra  re- 
mote crew  to  Burbank,  Calif.,  and  was 
waiting  when  the  plane  landed  there. 

Tv  boxing  to  go  on, 
IBC's  Gibson  declares 

Weekly  fight  telecasts  on  ABC-TV 
and  NBC-TV  will  continue  to  adhere 
to  the  same  pattern,  despite  Supreme 
Court  action  last  week  ordering  dis- 
solution of  the  International  Boxing 
Club  in  New  York  and  Illinois,  IBC 
President  Truman  Gibson  said  last 
week. 

He  told  a  Chicago  news  conference 
the  Wednesday  Night  Fights  and 
Gillette's  Cavalcade  of  Sports  Friday 
series  will  continue  on  the  air  through 
September  and  July,  respectively,  under 
present  agreements.  They  will  be  pro- 
moted by  separate  corporations  or  in- 
dependent promoters,  he  said. 

"There  is  no  problem  connected  with 
the  Wednesday  series,"  he  reported. 
"Tel-Radio  Corp.  has  a  contract  with 
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ASCAP  PARLEYS  STAY  STALLED 

All- Industry  committee  to  go  to  court 


the  Chicago  Stadium  Corp.  to  televise 
the  Wednesday  night  fights."  He  added, 
"There's  no  question  that  the  Friday 
series  also  will  be  continued  through  the 
Madison  Square  Garden  Corp.  or  a 
subsidiary."  He  noted  the  latter  series 
involved  contracts  with  NBC,  Gillette, 
the  Garden  and  IBC. 

Mr.  Gibson  estimated  sponsor  costs 
of  $5-7  million  for  the  Gillette  series 
and  "slightly  less"  for  ABC-TV's 
Wednesday  night  telecasts. 

Other  comments  last  week  on  the 
continuance  of  televised  boxing  seemed 
to  support  Mr.  Gibson.  "The  fights  will 
go  on  as  scheduled,  barring  unforseen 
legal  developments,"  commented  Ned 
Irish,  executive  vice  president  of  the 
Madison  Square  Garden  Corp.  Bill 
Whitehouse,  sports  director  of  ABC, 
said  he  saw  "no  reason  why  we  cannot 
continue  the  Wednesday  night  fights 
under  our  present  contract."  Tom  Gal- 
lery, NBC  sports  director,  said  the  net- 
work "merely  sells  the  time"  for  the 
Friday  night  boxing  telecasts,  as  the 
contract  for  the  presentations  are  be- 
tween the  IBC  and  sponsor  Gillette  Co. 

A  spokesman  for  the  Gillette  Co.  in 
Boston  told  Broadcasting:  "So  far  as 
we  know  we  will  stay  on  the  air  with 
the  Friday  night  fights  with  NBC-TV  at 
least  until  June  when  the  contract  ex- 
pires. No  one  has  come  to  us  and 
told  us  to  make  other  arrangements. 
As  for  the  future,  we  will  make  plans 
as  we  go  along." 

The  Supreme  Court's  5-3  split  de- 
cision upheld  a  lower  court  antitrust 
judgment  against  IBC,  including  all 
parts  of  the  lower  court's  decree  to  dis- 
solve the  monopoly.  Justice  Tom  C. 
Clark  delivered  the  majority  opinion. 
Justice  John  M.  Harlan  spoke  for  the 
dissenters.  Justice  Potter  Stewart  did 
not  participate. 

The  action  of  the  high  court  spells 
the  end  of  the  era  in  which  James  D. 
Norris,  Arthur  M.  Wirtz  and  the  IBC 
in  New  York  and  Illinois  controlled 
championship  boxing  in  violation  of  the 
Sherman  Antitrust  Act.  New  York 
Federal  District  Judge  Sylvester  J.  Ryan 
issued  the  original  court  decree  in  1957. 

Networks-AFM  huddle 

The  American  Federation  of  Musi- 
cians opened  negotiations  with  the  ra- 
dio-tv  networks  last  Thursday  (Jan.  15) 
on  a  new  contract  to  replace  the  cur- 
rent five-year  pact  that  expires  on  Jan. 
31  midnight.  The  union  presented  its 
contract  proposals  to  the  networks.  A 
session  is  scheduled  for  tomorrow  (Jan. 
20).  Neither  the  networks  nor  the  un- 
ion would  divulge  the  nature  of  AFM's 
proposals.  AFM  last  week  won  a  new 
five-year  contract  from  major  recording 
firms  (At  Deadline,  Jan.  12). 


Hope  for  resumption  of  negotiations 
between  ASCAP  and  the  All-Industry 
Radio  Music  License  Committee  flick- 
ered briefly  last  week,  but  went  out. 

After  a  session  with  ASCAP  repre- 
sentatives Thursday  morning  (Jan.  15), 
the  first  since  negotiations  for  new  local 
radio  music  licenses  foundered  Dec.  4 
(Broadcasting,  Dec.  8),  Chairman 
Robert  T.  Mason  of  the  All-Industry 
committee  reported  that  the  further  "ef- 
forts to  reach  an  amicable  settlement 
.  .  .  proved  fruitless  and  the  negotiations 
broke  down." 

Mr.  Mason,  of  WMRN  Marion,  Ohio, 
said  that  in  the  Thursday  meeting  "both 
parties  again  explored  possible  areas  of 
settlement  but  it  rapidly  developed  that 
the  parties  were  so  hopelessly  apart  that 
no  further  purpose  would  be  served  by 
continued  negotiation." 

Earlier  Breakdown  •  The  earlier  ne- 
gotiations for  new  licenses  to  replace 
those  that  expired  Dec.  31,  1958,  broke 
down  when  the  All-Industry  committee, 
pushing  for  reductions  in  fees,  was  told 
by  ASCAP  authorities,  according  to 
participants,  that  the  only  way  stations 
would  get  lowered  charges  would  be  by 
going  to  court.  A  consent  decree  signed 
by  ASCAP  provides  for  the  court  to  de- 
termine "reasonable"  fees  if  stations  and 
ASCAP  cannot  agree. 

In  a  session  last  Wednesday  Mr. 
Mason's  committee  had  reaffirmed  its 
earlier  decision  to  take  the  court  route. 
One  more  effort  to  work  out  an  amicable 
settlement  was  made  by  Emanuel  Dan- 
net,  counsel  to  the  committee,  in  a  tele- 
phone call  to  Herman  Finkelstein, 
ASCAP  counsel,  and  the  Thursday  ses- 
sion was  set  up.  When  that  failed  to 
hold  out  hope,  officials  said  they  had  no 
plans  for  further  meetings. 

Mr.  Mason  and  members  of  the  ex- 
ecutive committee  are  scheduled,  how- 
ever, to  meet  Thursday  (Jan.  2)  with  of- 
ficials of  Broadcast  Music  Inc.  to  dis- 
cuss replacements  for  the  BMI  radio 
music  licenses  that  expire  in  March.  It 
is  generally  expected  that  BMI  will  of- 
fer renewals  of  the  present  licenses  for 
the  normal  term  of  five  years.  BMI 
local  radio  music  licenses  follow  a  slid- 
ing scale  up  to  1.2%  of  net  time  sales. 

ASCAP's  local  radio  fees,  for  blanket 
licenses,  under  the  old  contract  were 
2.25%  of  net  time  sales  for  commercial 
programs,  plus  sustaining  charges  based 
on  station  business  volume.  In  a  letter 
to  stations  whose  licenses  expired  Dec. 
3 1 ,  ASCAP  outlined  a  system  of  charges 
higher  than  the  old  rates  in  all  cases — 
and  in  some  cases  more  than  twice  the 
old — as  terms  which  it  considered  "rea- 
sonable," but  said  it  was  willing  to  ex- 


tend the  old  contract  for  one  year 
(Broadcasting,  Jan.  12). 

Among  the  objectives  which  the  All- 
Industry  committee  has  sought  are  elim- 
ination of  the  sustaining  fee,  reduction 
of  the  commercial  fee,  "substantial" 
talent  deduction  and  that  "the  industry 
be  offered  a  per-program  license  which 
would  enable  stations  to  make  a  genuine 
economic  choice  between  a  blanket  and 
a  per-program  license." 

New  Exchange  •  To  stations  which 
had  not  answered  ASCAP's  letter  out- 
lining its  version  of  "reasonable"  rates 
but  offering  to  extend  current  contracts 
one  year,  the  society  has  sent  new  let- 
ters asserting  that  they  have  not  replied 
regarding  the  terms  on  which  ASCAP 
"is  prepared  to  license  you."  These 
brought  a  quick  reply  from  the  All- 
Industry  committee  to  the  effect  that, 
under  the  ASCAP  consent  decree,  sta- 
tions which  have  asked  for  ASCAP  li- 
censes are  in  fact  licensed  and  free  to 
use  ASCAP  music  while  terms  are  being 
decided. 

ASCAP  authorities  meanwhile  esti- 
mated that  about  2,000  stations  had  ap- 
plied for  licenses  and  that  about  1,000 
of  these  had  signed  one-year  renewals 
ni  rhe  oi  l  contract.  Another  1,000, 
they  estimated,  have  licenses  which  did 
not  expire  Dec.  3 1 . 

Members  of  the  All-Industry  group  at 
Thursday's  meeting  with  ASCAP  were 
Chairman  Mason;  Richard  D.  Buckley, 
WNEW  New  York  and  Metropolitan 
Broadcasting;  Robert  D.  Enoch,  WXIW 
Indianapolis;  Elliott  M.  Sanger,  WQXR 
New  York;  Calvin  Smith,  KFAC  Los 
Angeles,  and  Mr.  Dannett.  ASCAP  was 
represented  by  President  Paul  Cunning- 
ham, Oscar  Hammerstein  II,  Jules 
Collins,  George  Hoffman,  Richard  Mur- 
ray, Herman  Starr  and  Mr.  Finkelstein. 
(Also  ASCAP  story,  page  70). 

Roach  gets  Guild  stock 

Guild  Films  Co.,  New  York,  reported 
last  Thursday  (Jan.  16)  that  the  company 
is  acquiring  the  negative  rights  to  five 
tv  film  series  from  Hal  Roach  Produc- 
tions, Burbank,  in  return  for  stock  in 
Guild,  cash  and  notes.  The  series  are 
said  to  have  production  value  in  excess 
of  $3  million. 

John  Cole,  Guild  president,  denied 
reports  that  Roach  is  obtaining  "con- 
trol" of  Guild.  He  said  that  Roach, 
through  the  transaction,  "becomes  a 
shareholder  but  not  even  a  minority 
shareholder  of  Guild."  The  five  series 
Guild  is  acquiring  are:  The  Veil,  Pass- 
port to  Danger,  Code  3,  Racket  Squad 
and  Telephone  Time. 
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VIDEOTAPE  J 


Look  who's  advertising  on  TV  now! 

Local  businessmen  -  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 
Videotape*  Recording.  For  tape  cuts  production  costs  to  ribbons  —  brings  "live  local"  spots  within  the 
reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 
Videotape  recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  ♦  LIVE  QUALITY  » IMMEDIATE  PLAYBACK  •  PRACTICAL  E0ITIN6  •  TAPES  INTERCHAN6EABLE  •  TAPES  ERASABLE.  REUSABLE  •  LOWEST  OVERALL  COST 


934    CHARTER    STREET,   REDWOOD    CITY,   CALIFORNIA  CORPORATION 

Offices  m  Principal  Cities  ^HraRPS^^SB 
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Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

On  NBC-TV: 

Jan.  19^23,  26-28  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors. 

Jan.  19-23,  26-28  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Jan.  19,  26  (10-10:30  p.m.)  Arthur 
Murray  Party,  Lorillard  through  Lennerv  & 
Mewell. 

Jan.  20  (8-9  p.m.)  Eddie  Fisher,  Liggett 
&  Myers. 

Jan.  21,  28  (8:30-9  p.m.)  Price  Is  Right, 
Speidel  through  Norman,  Craig  &  Kummel 
and  Lever  Bros,  through  J.  Walter  Thomp- 
son. 

Jan.  21,  28  (9-9:30  p.m.)  Milton  Berle, 
Kraft  through  J.  Walter  Thompson. 

Jan.  22  (9:30-10  p.m.)  Ford  Show,  Ford 
through  J.  Walter  Thompson. 

Jan.  22  (10:30-11  p.m.)  Masquerade 
Party,  Lorillard  through  Lejinen  &  Newell. 

Jan.  23  (7:30-8  p.m.)  Northwest  Pass- 
age, sustaining. 

Jan.  23  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Jan.  24  (8-9  p.m.)  Perry  Como,  partici- 
pating. 

Jan.  25  (7:30-8  p.m.)  Music  Shop  With 
Buddy  Bregman,  sustaining. 

Jan.  25  (8-9  p.m.)  Steve  Allen  Show, 
Polaroid  through  Doyle  Dane  Bernbach, 
Greyhound  through  Grey  and  du  Pont 
through  BBD0. 

Jan.  25  (9-10  p.m.)  Dinah  Shore,  Chev- 
rolet through  Campbell-Ewald. 

Jan.  26  (7:30-8:30  p.m.)  Bell  System 
Science  Series,  Bell  Telephone  through 
N.  W.  Ayer. 

Jan.  27  (8-9  p.m.)  George  Gobel,  RCA 
through  Kenyon  &  Eckhardt. 

Jan.  28  (10-11  p.m.)  An  Evening  With 
Fred  Astaire  (repeat),  Chrysler  through  Leo 
Burnett. 


SEG  asking  for  more 

Substantial  increases  in  minimum 
scale  for  extra  performers,  plus  paid 
vacation,  tv  residuals  and  a  health,  wel- 
fare and  pension  plan  are  asked  by 
Screen  Extras  Guild  in  its  proposals 
to  the  producers  of  theatrical  motion 
pictures  and  tv  films  for  a  new  agree- 
ment to  replace  the  one  expiring  April 
1.  Terms  of  the  present  contract  re- 
quire SEG  to  submit  proposals  for 
changes  at  least  90  days  before  the  ex- 
piration date. 

In  pay  proposals,  SEG  asks  for  aboli- 
tion of  present  scales  of  $20.43  for 
stand-ins  and  $22.05  for  midgets  and 
general  extras,  with  a  new  minimum 
wage  of  $35  a  day  set  for  both  groups, 
a  71.3%  boost.  For  dress  extras  and 
straight  riders,  who  now  get  $29.04, 
SEG  proposes  a  44.6%  increase  to  $42 
a  day,  with  similar  raises  in  other 
categories.  The  guild  is  asking  that 
registered  extra  players  be  given  vaca- 
tion pay  on  the  same  percentage  basis 
as  that  paid  to  other  daily  employes  in 
motion  pictures.  SEG  is  now  part  of 
the  general  motion  picture  industry 
pension  plan  but  is  seeking  a  new  one 
more  suitable  to  extras,  according  to 
H.  O'Neil  Shanks,  SEG  executive  sec- 
retary. 
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GOP  given  pitch 
6n  convention  site 

i  Radio  and  tv  will  make  their  big 
pitch  to  Republicans  this  week  in  favor 
of  selection  of  a  common  site  with 
Democrats  for  their  respective  1960 
presidential  nominating  conventions. 
Sig  Mickelson,  vice  president  in  charge 
of  CBS  News,  will  speak  in  behalf  of 
the  networks  to  the  GOP  site  commit- 
tee at  5  p.m.  Friday  (Jan.  16)  in  Des 
Moines.  The  site  unit  reports  to  the 
National  Committee  on  Jan.  22-23  dur- 
ing the  five-day  GOP  gathering. 

Meanwhile,  the  Democratic  National 
Committee's  site  committee  met  last 
Friday-Saturday  (Jan.  16-17)  in  New 
Orleans  and  was  to  have  made  its  de- 
cision on  recommendation  of  a  site 
on  the  second  day.  The  site  group  is 
scheduled  to  make  its  recommendations 
to  the  parent  Democratic  National 
Cbmmittee  at  a  meeting  in  Washington 
Feb.  27,  but  Sam  Brightman,  Demo- 
cratic public  relations  director,  said  he 
felt  the  site  group  ought  to  make  known 
its  recommendations  immediately  be- 
cause news  of  it  would  "leak  out,  any- 
way" before  Feb.  27. 

Representatives  of  the  site  com- 
mittees of  the  two  parties  met  in  Wash- 
ington shortly  after  Mr.  Mickelson  ad- 
dressed a  Democratic  meeting  there  last 
month  (Broadcasting,  Dec.  8,  1958) 
and  listened  with  sympathy  to  Mr. 
Mickelson  and  other  spokesmen  from 
radio-tv  and  other  media.  At  Mr.  Mick- 
elson's  request,  Democrats  had  agreed 
to  postpone  recommendation  of  a  site 
until  that  joint  meeting. 

Radio-tv  networks,  other  broadcast- 
ers who  cover  the  convention  and  other 
media  representatives  are  anxious  for 
the  two  parties  to  hold  their  conven- 
tions in  the  same  city  because  of  the 
confusion,  pressure  and  expense  of 
shifting  men  and  equipment  from  one 
city  to  another  as  was  the  case  during 
the  1956  Democratic  (Chicago)  and 
GOP  (San  Francisco)  conventions. 

Sayre  voted  SEG  head 

Jeffrey  Sayre,  first  vice  president, 
Screen  Extras  Guild,  has  been  elected 
president  by  the  union's  board  to  serve 
until  the  annual  election  of  officers  in 
May.  He  succeeds  Franklyn  Farnum 
who  resigned  because  of  his  feeling  that 
"younger  blood  is  needed  in  the  presi- 
dency in  the  approaching  contract  ne- 
gotiations" with  motion  picture  produc- 
ers. Present  contracts  expire  April  1. 
Mr.  Farnum  remains  as  a  member  of  the 
SEG  board  and  of  the  executive  com- 
mittee. The  board  also  named  Paul 
Christo,  recording  secretary,  as  first  vice 
president  and  elected  Bess  Flowers,  a 
board  member,  as  recording  secretary. 


10,000  miles  away 
but  I'm  sold  "live" 


Captain  Fortune 

KPIX  Television  (Westinghouse) 


"We  taped  my  programs  before  I 
left  for  a  3-week  assignment  in 
Brussels.  I  went  on  looking  'live' 
on  an  uninterrupted  schedule  in 
San  Francisco.  My  clients  were 
happy -and  there  was  no  loss  in 
station  revenue." 


E 


coupon  a r i on 


934  CHARTER  STREET,  REDWOOD  O 


professional 
products  division 
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Three  to  make  ready  •  CBS-TV  s 
videotape  half-hour  Face  the  Nation 
tv  broadcast  interview  with  victorious 
rebel  leader  Fidel  Castro  had  only 
three  minutes  rehearsal  time,  as  the 
above  picture  shows.  Gen.  Castro, 
who  a  scant  five  minutes  earlier  had 
finished  a  marathon,  2Vi-hour  inter- 
view with  Cuban  newsmen,  appears 
comparatively  calm  as  Stuart  Novins 
(c) ,  CBS  News'  regular  moderator  of 
Face  the  Nation,  apprehensively 
watches  cameras  due  to  go  on  in  30 
seconds,  and  Ted  Ayers  (r),  CBS- 
TV  executive  producer  for  political 


affairs,  takes  last  puff  at  cigarette. 
Mr.  Novins  had  spent  the  previous 
week  with  the  general's  mountain 
guerillas  and  Mr.  Ayers  had  been 
without  sleep  for  36  hours  trying  to 
get  from  Washington  to  Havana  to 
produce  the  program,  videotaped  at 
2  a.m.  Jan.  10  and  aired  afternoon 
and  evening  the  next  day.  The  inter- 
view took  place  in  CMQ-TV  Havana 
studios,  with  Frank  Donghi  and  CBS 
News'  Havana  stringer,  Roberto 
Wilkinson,  as  associate  producers. 
Roberto  Miranda  directed  the  Castro 
interview  show. 


ABA  invited  to  view 
media  court  coverage 

Trial  judges  in  Austin  and  San  An- 
tonio, Tex.,  would  like  a  chance  to 
show  the  American  Bar  Assn.  how  suc- 
cessfully radio,  tv  and  press  cameramen 
can  report  court  proceedings. 

All  16  district  and  county  court-at- 
law  judges  of  the  two  cities  on  Jan.  13 
signed  a  petition  asking  that  ABA's 
special  Canon  35  study  committee  be 
invited  to  visit  their  courts  and  watch 
modern  reporting  techniques.  Canon 
35  allows  only  written  news  reports  in 
courtrooms. 

Texas  has  not  adopted  Canon  35 
but  it  is  the  rule  of  judicial  ethics  in 
many  states.  A  1957  study  in  Texas 
by  a  state  bar  committee  concluded 
there  is  no  need  or  demand  for  adop- 
tion of  the  canon.  It  recommended 
against  its  adoption  and  the  state  bar 
governing  board  approved  the  report. 

ABA's  Canon  35  study  committee 
was  appointed  at  the  association's  Los 
Angeles  convention  last  summer.  In 
Texas,  radio  and  tv  coverage  of  trials 
is  taken  for  granted. 

In  a  letter  to  Leo  Brewster,  of  Fort 
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Worth,  state  bar  president,  the  San 
Antonio  and  Austin  judges  asked  him 
to  extend  the  invitation  to  ABA's  com- 
mittee. "It  is  our  experience,"  they 
wrote,  "that  in  addition  to  helping  bring 
about  a  better  public  understanding  of 
the  judicial  processes,  photographic  and 
electronic  news  coverage  affords  us  the 
opportunity  to  give  the  people  a  fuller, 
continuing  report  of  our  stewardship  of 
their  courts." 

Cuban  series  pitched 

Max  Cooper  &  Assoc.,  Chicago  pro- 
duction-public relations  firm,  has  held 
discussions  with  the  networks,  agencies 
and  Desilu  Productions  on  a  proposed 
26-week  Winter  Television  Baseball  se- 
ries of  videotaped  Cuban  League  games. 

Based  on  a  pilot  made  last  November, 
Cuban  League  games  would  be  edited 
into  one-hour  videotape  recordings  and 
would  be  offered  either  to  a  network  or 
distributor  for  26-week  exposure  during 
the  1959-60  tv  season  starting  about 
mid-October.  Mr.  Cooper  reported  he 
already  has  obtained  tv  rights  to  the 
contests  and  that  actual  production 
would  start  with  the  opening  of  the 
Cuban  Winter  League  next  Oct.  8. 


•  Program  notes 

•  Mark  VII  Ltd.,  North  Hollywood, 
Calif.,  announces  plans  for  the  film- 
ing of  a  pilot  of  a  tv  newspaper  series 
with  a  San  Francisco  background,  called 
The  Black  Cat.  Series,  revolving  around 
the  experiences  of  an  investigative  re- 
porter, is  scheduled  to  go  into  produc- 
tion in  early  March.  Pilot  script  was 
written  by  Otis  Carney,  who  will  pro- 
duce series  under  supervision  of  Jack 
Webb. 

•  Independent  Television  Corp.,  N.Y., 
in  cooperation  with  Robert  J.  Enders 
Productions  Inc.,  Culver  City,  Calif., 
will  adapt  Andrew  Tully's  Treasury 
Agent  (Simon  &  Schuster,  N.Y.,  1958) 
to  tv,  production  slated  to  begin  next 
month  on  MGM  lot.  Series  of  39  half- 
hour  telefilms  will  bring  to  26  number 
of  ITC  programs  available  to  tv  in  1959. 

•  Signing  of  10  radio-tv  stations  as 
charter  subscribers  to  new  syndicated 
radio  news  service  from  major  Euro- 
pean capitals  announced  by  Interna- 
tional Transmissions  Inc.,  New  York. 
Stations  to  carry  thrice-weekly,  five- 
minute  broadcast  tapes  are  WTOP-AM- 
TV  Washington,  WIIC  (TV)  Pitts- 
burgh, WIP  Philadelphia,  WATV  Bir- 
mingham, KWK  St.  Louis,  KIOA  Des 
Moines,  WOHO  Toledo,  WEMP  Mil- 
waukee, WRFD  Worthington,  Ohio. 
News  is  beamed  to  New  York  via  radio 
relay,  taped,  then  sent  to  client  stations 
by  telephone;  tv  stations  carrying  serv- 
ice will  telecast  still  photos  while  audio 
is  "on." 

•  Television  gross  income  of  Walt 
Disney  Productions  for  the  year  ended 
Sept.  27,  1958,  totaled  $9,949,730,  an 
increase  of  $1,139,159  over  fiscal  1957, 
according  to  the  company's  annual  re- 
port. Over-all,  Disney  gross  rose  from 
$35,778,242  in  1957  to  $48,577,262 
last  year.  Net  profit  for  1958  was  $3,- 
865,473  ($2.51  per  share),  compared 
with  $3,649,359  ($2.44  per  share)  the 
preceding  year.  Disney  President  Roy 
O.  Disney  stated  in  his  report  to  share- 
holders and  employes:  "Television  in 
foreign  countries  continues  to  develop 
and  foreign  revenue  increased  by  $630,- 
837  during  the  year  to  $1,060,254.  We 
expect  a  further  increase  in  1959." 

•  ABC  Films  Inc.,  N.Y.,  last  week 
made  available  for  sale  to  stations  a 
group  of  35  feature  films,  produced  by 
the  J.  Arthur  Rank  Studios.  Titled 
"Festival  35"  the  package  includes  films 
featuring  such  motion  picture  stars  as 
Alec  Guinness,  Sir  Laurence  Olivier, 
Stanley  Holloway,  Siobhan  McKenna, 
Ian  Hunter,  David  Niven,  Margaret 
Lockwood  and  Sally  Ann  Howes. 

•  Flamingo  Telefilm  Sales,  N.Y.,  is  of- 
fering a  39-episode,  half -hour  tv  film 
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series,  Deadline,  for  sale  to  national 
regional,  local  advertisers  and  stations. 
Dramatic  series,  based  on  significant 
newspaper  events,  is  being  produced  at 
the  Gold  Medal  studios  in  New  York  by 
Pyramid  Productions,  N.Y.,  with  13 
episodes  already  filmed. 

•  United  Artists  Associated,  N.Y.,  re- 
ports that  its  Warner  Bros,  features 
have  been  bought  by  WROC-TV 
Rochester,  WOR-TV  New  York, 
KOMO-TV  Seattle,  KFSD-TV  San 
Diego,  WKZO-TV  Kalamazoo, 
WNEM-TV  Bay  City,  Mich.,  and 
WHYN-TV  Springfield,  Mass.  New 
sales  and  renewals  on  Popeye  cartoons 
were  made  to  WRVA-TV  Richmond, 
WINK-TV  Fort  Myers,  Fla.,  and 
WTTV  (TV)  Bloomington,  Ind. 

•  Production  has  been  launched  bv 
Walter  Schwimmer  Co.  on  a  proposed 
26  -  week  Championship  Bridge  film 
series,  with  the  expectation  of  a  March 
television  debut.  The  pilot  was  unveiled 
in  Chicago  and  put  into  production  at 
Colmes-Werrenrath  Studios  in  suburban 
Glenview  last  week.  It  will  be  offered 
for  either  network  or  syndication,  with 
Mr.  Schwimmer  as  executive  producer. 
The  series  features  Charles  Goren  and 
other  bridge  experts,  with  commentary 
by  Alex  Dreier. 

•  Formation  of  Daystar  Productions 
Inc.  has  been  announced  by  playwright 
Leslie  Stevens  and  talent  agent  Stan- 
ley Colbert,  latter  resigning  from  Ash- 
ley-Steiner  agency  to  head  Daystar. 
Company  will  operate  as  an  indepen- 
dent unit  for  20th  Century-Fox  Film 
Corp.,  which  recently  announced  $15 
million  tv  production  program  (Broad- 
casting, Dec.  15,  1958).  Mr.  Stevens 
has  worked  closely  with  the  studio's  tv 
production  head,  Martin  Manulis,  dur- 
ing the  latter's  tenure  as  top  man  on 
CBS-TV's  Playhouse  90.  Daystar  plans 
to  produce  at  least  six  series  for  20th 
Century-Fox. 

•  Association  Films  Inc.  is  again  mak- 
ing available  at  no  cost  a  15-minute 
documentary,  Helping  the  Taxpayer, 
produced  jointly  at  AF  with  U.S.  In- 
ternal Revenue  Service  and  American 
Institute  of  Certified  Public  Account- 
ants. Free-loan  prints  may  be  ordered 
from  AF  tv  film  exchanges  at  Broad  & 
Elm  Sis.,  Ridgefield,  N.J.;  561  Hillgrove 
Ave.,  LaGrange,  111.;  799  Stevenson  St., 
San  Francisco,  and  1108  Jackson  St., 
Dallas. 

•  Ziv  Television  Programs  is  shooting 
Moon  Probe,  a  series  starring  William 
Lundigan  that  dramatizes  America's 
efforts  to  explore  space.  Produced  in 
cooperation  with  the  Dept.  of  Defense, 
the  Air  Force,  Army  and  Navy,  the 
series  is  being  filmed  at  Edwards  Air 
Force  Base  in  California. 


"AUTOMOTE 


This  new  automatic  single  microphone  remote  amplifier  allows  complete 
control  from  the  studio,  and  by  a  large  neon  pilot  light  on  the  front  of  the 
cabinet  the  artist  can  tell  when  he  is  on  and  off  the  air.  The  basic  use  of 
Automote  as  a  remote  amplifier  means  better  broadcasting  through  positive 
cue  and  no  dead  air,  especially  in  places  where  listening  on  headphones 
for  cue  is  clumsy,  such  as  churches,  ballrooms  and  noisy  sports  areas.  Also, 
for  the  hidden  studio  around  the  corner  from  the  control  room,  the  Automote 
becomes  an  excellent  microphone  preamplifier  with  inbuilt  warning  light — 
or — when  tape  recorders  are  located  in  a  room  blind  to  the  studios,  Automote 
is  used  as  a  complete  microphone  amplifier  and  warning  light  that  tells  the 
artist  when  the  recording  engineer  is  ready. 

Automote  is  100%  transistorized  and  will  operate  for  80  hours  on  a  set  of 
inexpensive  batteries  equal  to  320  fifteen  minute  broadcasts.  All  controls 
and  terminations  are  inside  the  cabinet  which  is  provided  with  lock  and  key. 

Write  today  for  Bulletin  No.  158,  describing  each  outstanding  feature  of 
this  sensational  automatic  remote  amplifier. 

GATES — Leader  in  Creative  Engineering 


GATES  RADIO  COMPANY 


'  of  Harris-Intertype  Corpori 
QUINCY,  ILLINOIS 


United  Press  International 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfi  m 
Build  Ratings  J 
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FATES  8l  FORTUNES 


Advertisers 

•  Leslie  E.  Parkhurst,  v.p.  in  charge 
of  marketing  of  A-S-R  Products  Corp., 
N.Y.,  makers  of  Gem  razors  and  blades, 
promoted  to  executive  v.p.  and  director 
of  corporation. 

•  Robert  Smallwood,  recently-retired 
board  chairman,  Thomas  J.  Lipton 
Inc.,  re-elected  board  chairman,  Tea 
Council  of  U.  S.  A.  Inc.,  which  spends 
all  of  its  multi-million  dollar  advertising 
appropriations  in  broadcast  media 
through  Leo  Burnett  Co.  Mr.  Small- 
wood  also  is  director  of  Lever  Bros. 
Co.,  and  advisor  to  parent  Unilever 
Ltd.,  London,  and  Dutch  affiliate,  Uni- 
lever N.  V.,  Rotterdam. 

•  Jerome  H.  Gordon,  formerly  with 
Kenyon  &  Eckhardt,  N.Y.,  to  Ameri- 
can Safety  Razor  Products  Corp.  as 
v.p.  in  charge  of  marketing. 

•  M.  Frank  Cummings,  controller  of 
General  Foods'  Jell-0  division  since 
1957,  appointed  assistant  controller  of 
GF. 

•  Oliver  Thayer,  formerly  brand  ad- 
vertising manager  of  Max  Factor  & 
Co.,  Hollywood,  to  Purex  Corp.,  South 
Gate,  Calif.,  in  similar  capacity. 

•  John  W.  Angus  elected  v.p.  of 
Dolcin  Corp.  (Dolcin,  package  drugs). 
N.Y. 

•  Theodore  Braude,  previously  with 
Joseph  Katz  agency,  to  Exquisite  Form 
Brassiere  Inc.,  N.Y.,  as  director  of  sales 
promotion  and  advertising. 

Agencies 

•  Darrell  C.  Rob- 
erts, executive  assis- 
tant to  Ernest  A. 
Jones,  president,  Mac- 
Manus,  John  & 
Adams,  Bloomfield 
Hills,  Mich.,  and  for- 
mer New  York  office 
manager  and  Pontiac 
Div.  (GMC)  account 
executive,  named  administrative  v.p.  of 
MJ&A. 


Mr.  Roberts 


•  Charles  M.  Storm,  68,  formerly 
chairman  of  executive  committee  of 
Storm  &  Klein,  which  merged  in  1955 
with  Emil  Mogul  Co.,  N.Y.,  died  Jan. 
12  in  New  York  after  long  illness.  Mr. 
Storm  entered  advertising  firm  founded 
in  1888  by  his  father,  late  Jules  Philip 
Storm. 

•  Wirt  McClintic  Mitchell,  v.p., 
Geyer,  Morey,  Madden  &  Ballard  Inc., 
N.Y.,  and  formerly  head  of  creative 
activities,  Geyer  Adv.,  named  chair- 


Mr.  Smith 


Mr.  Wylly 


man,  creative  plans  board,  GMM&B. 

•  Ralph  T.  Smith, 
v.p.  since  1951  and 
v.p.  in  charge  of  oper- 
ations since  last  July, 
and  Richard  D. 
Wylly,  v.p.  and  cre- 
ative head  since  1957, 
elected  directors  of 
Sullivan,  Stauffer,  Col- 
well  &  Bayles,  N.Y. 

•  Richard  E.  Goe- 
bel,  manager  of  San 
Francisco  office  of 
Compton  Adv.  Inc., 
elected  v.p. 

•  Arthur  E.  Taylor, 
formerly  v.p.  and  ac- 
count executive  at 
J.    R.    Pershall  Co., 

Chicago,  appointed  v.p.  in  charge  of 
media  at  Reach,  McClinton  &  Pershall 
Inc.,  that  city,  newly-merged  agency. 
He  succeeds  Harry  C.  Pick,  media 
director,  resigned. 

•  Reginald  L.  Dellow,  media  director 
for  domestic  operations  of  Grant  Adv. 
Inc.,  Chicago,  elected  v.p. 

•  Gerald  Pickman,  formerly  executive 
assistant  to  v.p.  of  Wilding-Henderson, 
Detroit,  marketing-management  firm, 
named  director  of  marketing  and  re- 
search for  Kudner  Adv.,  N.Y. 

•  William  B.  Finkle,  art  director, 
Ritter,  Sanford,  Price  &  Chalek  Inc., 
N.Y.,  named  v.p. 

•  Roy  Howard  Luce,  previously  with 
Ira  Rubel  &  Co.,  to  manager  of  admini- 
stration, Fuller  &  Smith  &  Ross,  N.Y. 

•  Daniel  Loizeaux,  formerly  creative 
and  art  director  with  Robert  Otto  & 
Co.,  N.Y.,  to  MacManus,  John  & 
Adams  Inc.'s  international  department, 
N.Y.,  as  art  director  and  production 
manager. 

•  Dr.  Norman  Young,  formerly  direc- 
tor of  advertising,  media  and  statistics. 
Anahist  Co.,  named  research  director. 
Mogul,  Lewin,  Williams  &  Saylor  Inc., 
N.Y.;  Ronald  Friedwald,  formerly 
in  media  department  of  Doyle  Dane 
Bernbach,  N.Y.,  appointed  print  media 
director  to  work  closely  with  radio-tv 
departments;  Arthur  Poretz,  assistant 
director  of  public  relations,  Emil  Mogul 
Co.,  named  p.r.  director  at  MLW&S. 

•  George  Barrett,  previously  with 
Calkins  &  Holden,  N.Y.,  and  Ruthrauff 
&  Ryan  (now  Erwin  Wasey,  Ruthrauff 
&  Ryan),  N.Y.,  in  production  capaci- 
ties, named  production  manager  of 
Norman,  Craig  &  Kummel,  N.Y. 


•  J.  Edwin  Jacobs,  formerly  on  pub- 
licity staff  of  Merchandise  Mart,  Chi- 
cago, appointed  director  of  new  public 
relations  division  of  The  Buchen  Co.. 
Chicago  agency. 

•  Ferdinand  J.  Wittine,  formerly  with 
Charles  Pfizer  &  Co.,  to  Burdick  & 
Becker,  N.Y.,  as  marketing  director. 

•  Winthrop  S.  Clapp,  formerly  with 
American  Optical  Co.,  named  copy 
director  of  L.  K.  Frank  Co.,  Boston. 

•  C.  Richard  Fornoff,  previously  ac- 
count executive  of  Cohen  &  Aleshire. 
N.Y.,  to  Marschalk  &  Pratt,  N.Y..  in 
account  service  division. 

•  James  J.  Hayes,  formerly  with  Phil 
Dean  Assoc.,  N.Y.,  to  BBDO,  N.Y.,  as 
public  relations  account  executive. 

•  Frank  O'Neill,  formerly  with  Kud- 
ner, and  Steve  Mudge,  previously  with 
Burke  Dowling  Adams,  to  D'Arcy  Adv. 
Co.,  N.Y.,  as  account  executives. 

•  Harry  A.  Hebberd  Jr.,  formerly 
marketing  director  of  Stokely  -  Van 
Camp  Inc.,  Indianapolis,  to  Geyer. 
Morey,  Madden  &  Ballard  Inc.,  N.Y.. 
as  account  manager. 

•  Donald  Coleman,  formerly  account 
executive  at  Campbell-Mithun  Inc., 
Minneapolis,  to  Marschalk  &  Pratt. 
N.Y.,  in  similar  capacity. 

•  Jack  C.  Brussel,  formerly  account 
executive  and  sales  promotion  director 
of  WJR-AM-FM  Detroit,  to  Cunning- 
ham &  Walsh,  that  city,  as  account 
supervisor  and  director  of  client  service. 

•  Si  Coleman,  formerly  with  Ander- 
son-McConnell  Adv.,  L.A.,  to  Holly- 
wood office  of  Lennen  &  Newell  Inc., 
as  creative  director.  Other  appoint- 
ments: Eugene  Dickinson,  formerly 
of  Robinson,  Jensen,  Fenwick  &  Haynes 
Inc.,  L.A.,  to  copywriter;  Otteran 
Hayes,  formerly  of  Erwin  Wasey,  Ruth- 
rauff &  Ryan,  to  production  service 
manager;  Diane  S.  Moff,  promoted  to 
executive  assistant,  and  Wilma  Welch. 
to  administrative  traffic  manager. 

•  Bruce  G.  Davey,  advertising  man- 
ager of  Ekco-Alcoa  Containers  Inc., 
Wheeling,  111.,  to  Aubrey,  Finlay,  Mar- 
ley  &  Hodgson,  Chicago  agency,  as 
account  executive,  effective  Feb.  2. 

•  Herbert  L.  Steiner,  formerly  with 
Byrde,  Richard  &  Pound,  N.Y.,  to 
Zlowe  Co.,  N.Y.,  as  account  executive. 

•  Ben  M.  Reiss,  president  of  Friend- 
Reiss  Adv.,  elected  president  of  League 
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Our  nation's  economy  and  defense 
efforts  are  intimately  linked  with  a 
sound  railroad  system.  But  are 
the  railroads  as  sound  or  strong 
as  they  could  be  ? 

NOTES  FOR  THE  CONGRESSIONAL  CALENDAR 

Certainly  the  transportation  legislation  enacted  by  Congress  last  year  was  a  helpful 
step  in  the  right  direction. 

But  still  further  legislative  action  is  needed  if  the  railroads  are  to  solve  the  problems 
that  plague  them. 

Of  the  many  vital  objectives  which  should  be  considered,  here  are  several  which 
demand  prompt  attention: 

1.  Removal  of  obstacles  to  transport  diversification  — 

Railroad  taxes  help  to  pay  for  airports  and  airways,  waterways,  and  highways.  But 
railroads  are  not  permitted  to  use  these  facilities  to  provide  customer  services  on 
the  same  basis  as  their  competitors.  Shouldn't  the  railroads  have  this  right? 

2.  Repeal  of  the  excise  tax  on  passenger  travel  — 

Enacted  to  discourage  travelers  during  World  War  II  from  using  overburdened 
public  carriers,  the  tax  — now  10%  — is  still  hindering  travel  by  rail  and  other  for- 
hire  carriers.  Shouldn't  it  be  abolished? 

3.  Repeal  of  agricultural  commodities  exemption  or  extension  of  the  exemption  to 
include  railroads  and  other  non-motor  carriers  — 

Congress  has  exempted  motor  vehicles  from  regulation  when  hauling  agricultural 
commodities,  but  has  subjected  all  other  carriers  to  regulation  when  they  are 
moving  the  same  commodities.  Shouldn't  all...  or  none .  ..be  regulated? 

4.  Realistic  revision  of  tax  depreciation  policies  — 

Tax  policies  on  depreciation  of  railroad  plant  and  equipment  are  a  drag  on  railroad 
modernization  efforts.  Shouldn't  these  outdated  tax  policies  be  changed? 

5.  Imposition  of  adequate  charges  for  the  use  of  transportation  facilities  provided 
at  public  expense  — 

Railroads  support  themselves  and  pay  taxes.  Yet  they  have  to  compete  with  other 
forms  of  transportation  that  use  facilities  provided,  maintained,  and  operated  by 
Government  with  money  supplied  largely  by  taxpayers,  including  the  railroads. 
Shouldn't  these  users  pay  their  own  costs  of  doing  business? 

Legislative  action  in  these  and  other  areas  is  necessary  if  the  railroads  are  to  be  given 
the  equality  of  opportunity  upon  which  their  future  health  depends. 

Financially  sound,  progressive,  and  strong  railroads  are  essential  to  a  dynamic  American 
economy  and  to  our  national  defense. 

ASSOCIATION  OF  AMERICAN  RAILROADS    Washington,  D.  C. 
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of  Adv.  Agencies,  N.Y.  New  v.p.'s 
are  Jay  Victor,  president,  Jay  Victor 
Assoc.,  and  William  G.  Seidenbaum, 
president,  William  G.  Seidenbaum  & 
Co.  Arthur  Bandman,  president, 
Arthur  Bandman  Adv.,  elected  secre- 
tary, and  Ted  Bernstein,  president, 
Ted  Bernstein  Assoc.,  elected  treasurer. 

•  James  A.  Miller,  formerly  radio-tv 
director  of  Joseph  Katz  Co.,  Baltimore, 
appointed  v.p.  of  Applestein,  Levin- 
stein &  Golnick  Adv.,  that  city. 

•  Lou  Wilson,  formerly  head  of  own 
personal  management  firm  in  New 
York,  to  Ashley-Steiner  agency,  N.Y.  in 
executive  capacity. 

•  Gene  Barney  joins  Bruce  M.  Radder 
Adv.,  Grand  Rapids,  Mich.,  as  account 
executive. 

•  Maizie  V.  Elenze,  formerly  with 
J.  Walter  Thompson  Co.,  to  Street  & 
Finney,  N.Y.,  copy  staff. 

•  Judy  Claymont,  formerly  with 
N.  W.  Ayer,  and  Hilda  Kahn,  formerly 
with  Young  &  Rubicam,  to  Norman, 
Craig  &  Kummel,  N.Y.,  copy  staff. 

•  Anthony  P.  Galli,  formerly  with 
Sports  Illustrated,  to  copy  department, 
N.  W.  Ayer  &  Son,  Phila.;  George  P. 
O'Neill,  previously  in  sales  and  pro- 
motion department,  Armour  &  Co.,  to 
Ayer  traffic  bureau. 

•  Lorna  Salzman,  freelance  copy- 
writer, to  Shaller-Rubin  Co.,  N.Y.,  copy 
department. 

Networks 

■       -  --jy  •  Albert    L.  Cap- 

J  ■         staff,     director  of 

;  NBC  Radio's  Monitor 

and  special  programs, 
appointed  director  of 
NBC  Radio  network 
programs. 

•  William  S.  Paley, 
chairman  of  board, 
CBS,  has  accepted 
broadcasting  industry  chairmanship  of 
1958-59  campaign  of  Federation  of 
Jewish  Philanthropies. 

•  Howard  Berk,  with  information  serv- 
ices department,  CBS-TV  stations  divi- 
sion, named  director  of  publicity  for 
CBS  owned  television  stations  and  CBS- 
TV  Spot  Sales. 

•  John  F.  Lynch,  with  NBC-TV's  To- 
day program  four  years,  to  CBS  News 
as  assistant  director  of  public  affairs. 

•  Sterling  C.  Quinlan,  ABC  v.p.  in 
charge  of  WBKB  (TV)  Chicago,  ap- 
pointed radio-tv  chairman  for  Observ- 
ance of  Brotherhood  Week  in  Illinois 
Feb.  15-22. 


0  ^-'Ji 


Mr.  Capstaff 


Stations 

•  Walter  Windsor, 
v.p.  and  general  man- 
ager of  KNAC-TV 
Fort  Smith,  Ark.,  goes 
to  KCMC-TV  Tex- 
arkana,  Tex.,  as  gen- 
i  eral  manager,  post  he 
SI  '  jSH  held  previously  from 
11  1954-58.  Mr.  Windsor 

Mr.  Windsor  succeeds  Richard  M. 
Peters,  resigned.  Harry  Huey,  de- 
velopment director  of  Don  Reynolds 
broadcast-newspaper  interests,  adds 
duties  of  acting  general  manager  of 
KNAC-TV.  Mr.  Huey,  formerly  man- 
ager of  KOLO  Reno,  Nev.,  also  elected 
v.p.  of  American  Television  Co.,  li- 
censee of  KNAC-TV. 

•  Gustav  Hirsch,  82,  president  of  Sky- 
way Broadcasting  Co.  (WVKO  Colum- 
bus, Ohio),  and  electronics  engineer 
who  developed  tv  transmitter  that  trans- 
mitted pictures  in  Chicago  in  1928, 
died  Jan.  7  in  Columbus.  Mr.  Hirsch, 
retired  army  colonel,  is  credited  with 
transmitting  first  radio  message  from 
army  transmitter  while  in  Signal  Corps. 

•  Charles  E.  Gates,  formerly  in  adver- 
tising department  of  Chicago  Tribune 
and  with  WGN  Chicago  since  1940,  ap- 
pointed general  sales  manager.  William 
A.  McGuineas,  with  WGN  since  1933, 
will  continue  as  commercial  manager. 
Ben  Berentson,  manager  of  station's 
New  York  sales  office,  will  be  assigned 
"additional  responsibilities,"  according 
to  Ward  L.  Quaal,  v.p  and  general 
manager  of  WGN-AM-TV. 

•  Mrs.  Marjorie  R.  Vickers  resigns 
as  general  manager  of  KPAC  Port 
Arthur,  Tex.,  owned  and  operated  by 
Port  Arthur  College.  George  Crou- 
chet,  station  sales  manager,  will  suc- 
ceed Mrs.  Vickers,  who  started  in 
broadcasting  at  KFDM  Beaumont,  Tex., 
and  joined  KPAC  in  August  1934. 

•  Jack  Loughmiller,  merchandising 
manager  of  Certified  Store  Broadcast- 
ing of  California,  to  KNX  Los  Angeles- 
Columbia  Radio  Pacific  Network  as 
national  sales  supervisor. 

•  Ken  Bagwell,  for- 
jpF^™%  merly  sales  manager 
M  ''       of    KXYZ  Houston, 

now  assistant  national 
sales  director  of 
WTVJ  (TV)  Miami 
(since  1957),  promot- 
ed to  national  sales 
mm.  manager    of  WTVJ. 

Mr.  Bagwell  Frank  Howell, 
WTVJ  assistant  national  sales  director, 
elevated  to  local  sales  manager.  Ed 
Rainey,  administrative  sales  manager 
of  WTVJ,  moves  to  WLOS-TV  Ashe- 


as  business  and  credit  man- 


•  Robert  J.  Rich, 
formerly  of  WEBC 
Duluth,  Minn.,  ap- 
pointed assistant  man- 
ager of  WDSM  Supe- 
rior, Wis.-WDSM-TV 
Duluth. 


•  Lloyd  E.  Cooney, 
Mr.  Rich  assistant  sales  manager 

and  director  of  local  sales,  promoted  to 
general  sales  manager  of  KSL-TV  Salt 
Lake  City,  Utah. 

•  Jerome  R.  Reeves,  general  manager 
of  KDKA-TV  Pittsburgh,  affiliate  of 
Westinghouse  Broadcasting  Co.,  named 
Pittsburgh's  "man  of  the  year  in  enter- 
tainment" by  city's  junior  chamber  of 
commerce. 

•  Leslie  G.  Biebl,  formerly  radio  con- 
sultant of  Ghetia  &  Brokaw,  Cleveland 
public  relations  firm  and  previously 
program  manager  of  WISN  Milwaukee, 
named  executive  director  of  KYW-FM 
Cleveland. 

•  Thomas  J.  Warner,  general  manager 
of  WJLB  Detroit,  elected  v.p. 

•  Joseph  Wolfman,  formerly  general 
manager  and  v.p.  of  KCBQ-AM-FM 
San  Diego,  to  KSON,  that  city,  as  sales 
manager,  succeeding  Dick  Means,  re- 
signed to  join  Dick  Knoth  Adv.,  San 
Diego,  in  executive  capacity. 

•  Paul  B.  Evans,  formerly  account  ex- 
ecutive of  WINS  New  York,  appointed 
national  sales  manager  of  WIP  Phila- 
delphia. 

•  R.  A.  Dunlea  Jr.  elected  president 
of  WMFD  Wilmington,  N.C.  Other  ap- 
pointments: George  A.  Curtis,  gen- 
eral manager;  Robert  Hurley,  station 
manager;  Clay  McBride,  sales  and  pro- 
motion manager,  and  Eric  Bruton, 
program  director. 

•  Edward  T.  Neibling,  with  KTUL 
Tulsa,  Okla.,  past  16  years,  named  local 
sales  manager.  Bud  Makinster,  for- 
merly news  director  of  KRNY  Kearney, 
Neb.,  to  KTUL  in  similar  capacity. 

•  Charles  E.  Burge,  formerly  with 
CBS  Radio  Spot  Sales,  Chicago,  and 
sales  manager,  KMOX  St.  Louis, 
named  v.p.  and  general  manager  of 
KWRE  Warrenton,  Mo. 

•  Alice  E.  Cook,  for  past  five  years 
assistant  operations  manager,  WPIX 
(TV)  New  York,  named  operations 
manager. 

•  Frederick  M.  Remley  Jr.,  technical 
director  of  U.  of  Michigan's  WUOM 
(TV)  Ann  Arbor,  adds  duties  of  tech- 
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how  metals  from 


affect  you  personally 


HOTTER  WATER  FOR  LAUNDRY  AND  DISHES  is  now  possible  from  dual-temperature  BETTER  FOOD  PREPARATION  is  within  easy  reach 

domestic  water  heaters  with  tanks  made  of  Cupro  Nickel-755.  Using  this  strong,  when  restaurants  and  hotels  use  Chef- Foil®  Ana- 

corrosion-resistant  copper  alloy  specially  developed  by  Anaconda,  these  modern  conda's  Aluminum  Wrap.  In  cooking,  freezing  or 

heaters  can  deliver  regular  hot-water  requirements  plus  super-hot  water  for  laundry  storing,  spoilage  is  reduced  and  foods'  peak  flavor  is 

and  dishwasher  at  temperatures  which  ordinary  heater  tanks  can  withstand  only  retained  .  .  .  This  is  just  one  example  of  Anaconda's 

for  short  periods.  new  and  extensive  line  of  aluminum  products. 

Anaconda's  entire  line  of  nonferrous  metals  and  metal  products, 

both  in  industry  and  in  the  home,  illustrates  what  Anaconda  is  always  striving  f or  .  . . 

new  ways  to  do  things  better  .  .  .  more  value  for  less  money. 


Anaconda 

PRODUCERS  OF:  COPPER  •  ZINC  •  LEAD  •  ALUMINUM  ■  SILVER 
GOLD  •  PLATINUM  •  PALLADIUM  •  CADMIUM  •  SELENIUM  ■  TELLURIUM 
URANIUM  OXIDE  •  MANGANESE  •  ARSENIC  •  BISMUTH  •  INDIUM 
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Colonels  of  the  year  •  The  spotlight  is  on  an  individual's  contribution  to 
growth  at  Peters,  Griffin,  Woodward,  station  representative  in  radio  and  tv, 
as  annual  "colonel  of  the  year"  awards  (certificate  and  cash  bonus)  are  pre- 
sented. PGW  executives  and  winners:  1  to  r,  H.  Preston  Peters,  president; 
Lloyd  Griffin,  v.p.  and  director  of  tv;  John  Sias,  v. p.  and  "television  colonel"; 
Robert  H.  Teter,  v.p.,  director  of  radio  and  "radio  colonel";  Russel  Wood- 
ward, executive  v.p.  Not  pictured  are  recipients  of  "colonettes":  Angela 
Spinelli,  secretary  to  John  A.  Thompson  (v.p.,  radio  sales,  N.Y.);  Elisabeth 
Ulbert,  secretary  to  W.  Donald  Roberts,  Chicago  tv  account  executive,  and 
Frances  Brune,  receptionist,  New  York. 


nical  director  of  university's  WUOM 
(FM). 

•  John  Horn,  previously  feature  editor 
for  press  information  department, 
CBS-TV,  appointed  director  of  infor- 
mation services,  WCBS-TV  New  York. 
Ronald  S.  Bonn,  formerly  with  press 
information  staff  of  ABC,  replaces  Mr. 
Horn. 

•  Francis  C.  McCall,  formerly  direc- 
tor of  NBC  News,  New  York,  appointed 
news  director  of  WOAI-TV  San  An- 
tonio, Tex. 

•  Lee  Hanna,  formerly  in  news  and 
public  affairs  department,  CBS,  to 
WNEW  New  York  as  assistant  director 
of  news  and  special  events.  Wayne 
Hyde,  for  past  four  years  chief  of 
special  events  of  American  Forces  Net- 
work, to  news  and  special  events  de- 
partment of  station. 

•  Edward  Nixon  McCay,  38,  co-owner 
and  general  manager  of  WROM  Rome, 
Ga..  died  Dec.  26,  1958,  following 
heart  attack.  Mr.  McKay  was  one  of 
founders  of  WROM  and  also  WROM- 
TV  (now  WTVC  [TV]  Chattanooga, 
Tenn.). 

•  Wes  Allen  Dripps,  formerly  chief 
engineer  of  WKYR  Keyser,  W.  Va., 
to  KDOM  Windom,  Minn.,  as  chief 
engineer  and  program  director. 

•  Don  Willis,  formerly  combination 
man  of  KRES  St.  Joseph,  Mo.,  to 
KOFO  Ottawa,  Kan.,  as  chief  engineer. 

•  Shirl  K.  Evans  Jr.,  account  execu- 
tive of  WFBM  Indianapolis,  appointed 
manager  of  station's  newly-acquired 
Muzak  franchise.  Mr.  Evans  was  pre- 
viously program  director  and  account 
executive  of  WXLW  Indianapolis. 

•  Lee  Mikesell,  formerly  sales  man- 
ager of  KLX  Oakland,  Calif.,  to 
WFBM-TV  Indianapolis  as  account  ex- 
ecutive. 

•  Marty  Jenkins  named  traffic  man- 
ager of  KTRK  (TV)  Houston,  succeed- 
ing Betts  Brauer,  appointed  sales- 
traffic  coordinator. 

•  Mort  Stern,  formerly  director  of 
sales  of  Espro  Corp.,  N.Y.,  to  WABC- 
AM-FM  New  York  as  account  execu- 
tive. 

•  John  Thomas  Dietz,  48,  account  ex- 
ecutive of  WSAV-TV  Savannah,  Ga., 
died  Jan.  7  in  Savannah  Beach.  He  had 
been  producer-director  at  CBS  Radio 
for  14  years. 

•  Roy  Bray,  formerly  sales  manager 
in  Marysville  office  of  KPAY  Chico, 
Calif.,  to  KFMB  San  Diego  as  account 
executive.  Joe  Norman,  formerly  news 


reporter  of  KXO  El  Centro,  Calif.,  to 
KFMB  in  similar  capacity. 

•  John  Desmond,  free-lance  director 
on  various  local  and  network  tv  pro- 
grams, appointed  staff  director  for 
WCBS-TV  New  York. 

•  Roger  Sprague,  news  writer  for 
KNX  Los  Angeles  and  Columbia  Ra- 
dio Pacific  Network  news  bureau,  ap- 
pointed producer-writer  for  bureau's 
special  projects  department. 

•  Bill  Nicholson,  program  and  news 
director  of  KPOC  Pocahontas,  Ark., 
to  KPEP  San  Angelo,  Tex.,  as  news 
director. 

•  Eddie  Allen,  formerly  with  Richard 
Field  Lewis  Jr.  stations,  central  Atlan- 
tic coast  group,  to  WHEC-TV  Roches- 
ter, N.Y.,  as  producer  and  news  com- 
mentator. 

•  Harold  J.  Stenglein,  formerly  sales- 
man of  WSAM-AM-FM  Saginaw,  to 
WJRT  (TV),  Flint,  both  Michigan,  in 
similar  capacity. 

•  George  Gilbert,  formerly  with 
Official  Films,  N.Y.,  as  account  execu- 
tive in  Detroit,  named  to  sales  staff 
of  WABC  New  York. 

•  Pat  Summerall,  star  place  kicker 
of  New  York  Giants  professional  foot- 
ball team,  signs  contract  as  sports  com- 
mentator on  WGRO  Lake  City,  Fla. 
Mr.  Summerall  put  his  team  into  east- 


ern division  playoffs  last  year  with  49- 
yard  goal  in  last  seconds  of  game  with 
Cleveland  Browns. 

•  Janet  Baker-Carr,  formerly  as- 
sistant to  program  director  of  WXHR 
(FM)  Boston,  to  WBAI  (FM)  New 
York  as  music  director,  replacing  Mrs. 
Lucille  Saperstein  Gordis,  resigned. 

•  Edna  K.  Hanna,  formerly  radio-tv 
director  of  Greater  Seattle  Inc.  and 
copywriter  at  Dancer-Fitzgerald-Sample, 
N.Y.,  to  KOMO-AM-TV  Seattle,  Wash., 
as  head  of  sales  promotion.  Fred  H. 
Kaufman,  formerly  program  manager 
of  KIRO-TV  Seattle,  to  KOMO  as  ac- 
count executive. 

•  George  Freeman,  formerly  news  di- 
rector of  WNHC-AM-FM  New  Haven, 
Conn.,  Triangle  Publications  stations, 
to  similar  post  of  Triangle  stations 
WNBF-AM-FM-TV  Binghamton,  NY. 

•  Jud  Davis,  formerly  with  KENS-TV 
San  Antonio,  to  KONO-TV,  that  city, 
as  director  of  continuity. 

•  Charles  R.  Carner  appointed  assist- 
ant public  relations  manager  of  WGN- 
AM-TV  Chicago. 

•  Loren  F.  Bridges  named  manager 
of  WCBC  Anderson,  Ind. 

•  John  F.  Brown,  transmitter  superin- 
tendent of  WJPS  Evansville,  Ind.,  to 
chief  engineer,  succeeding  James  P. 
Jared,  resigned  to  join  technical  staff 
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of  Voice  of  America.  Washington, 
effective  Feb.  1.  Jay  Lawrence,  for- 
merly on  continuity  staff  of  WBBM 
Chicago,  to  WJPS  as  air  personality. 

•  Tom  McCarthy,  formerly  of  WKRC 
Cincinnati,  joins  WCKY.  that  city,  as 
newscaster. 

•  Bruce  Morrow,  most  recently  with 
ZBM  Bermuda  and  before  that  with 
Mutual,  to  WINS  New  York  as  d.j. 

•  Bob  Baker,  formerly  of  WJPD 
Ishpeming,  Mich.,  to  WMT  Cedar 
Rapids,  Iowa,  as  air  personality. 

•  Jim  Bollinger,  formerly  on  sales 
staff  of  WAVE  Louisville,  Ky.,  to 
WKYW.  that  city,  as  air  personality, 
replacing  Dean  Griffin,  moving  to 
WAKY  Louisville  news  department. 
New  WKYW  sales  staffers  are  Bill 
Harris  and  Jack  Dunhaver,  formerly 
program  director  of  WTMT  Louisville. 

•  Eugene  Bird,  auditing  accountant  of 
KTTV  (TV)  Los  Angeles,  died  Jan. 
8  of  pneumonia. 

•  Walt  De  Silva,  formerly  air  per- 
sonality of  KFOX  Long  Beach,  to 
KBIG  Santa  Catalina,  both  California, 
in  similar  capacity. 

•  Geoff  Edwards,  formerly  newscast- 
er of  WEAT-AM-TV  W.  Palm  Beach, 
Fla.,  to  KFMB  San  Diego  as  air  per- 
sonality. 

•  James  R.  French,  formerly  of  KPOA 
Honolulu,  T.H.,  to  KIRO-AM-FM 
Seattle,  Wash.,  as  air  personality. 

Representatives 

•  John  K.  Markey,  formerly  with  New 
York  Daily  News,  Chicago  sales  office, 
named  midwest  manager  of  Devney 
Inc.,  station  representative. 

Programming 

•  Arthur  Spirt,  for- 
merly central  division 
v.p.,  Television  Pro- 
grams of  America  and 
recently  resigned  from 
Independent  Televi- 
sion Corp.,  named 
v.p.  in  charge  of  mid- 
west division,  Gross- 
Krasne-Sillerman  Inc., 
in  Chicago;  Raymond 
since  last  October,  ap- 
pointed head  of  newly-formed  Detroit 
office. 


Wild,  ITC  v. 


•  Charles  C.  (Bud)  Barry,  formerly 
v.p.  in  charge  of  MGM-TV,  N.Y., 
named  president  of  NTA  Film  Net- 
work, confirming  earlier  reports  of 
appointment  (Broadcasting,  Jan.  12). 

•  Noel  Bernard,  formerly  with  Radio 
Free  Europe  and  BBC  in  executive 
capacities,  named  v.p.  and  chief  Euro- 
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As  Reported  in  TELEVISION  AGE,  May  19,  1958 

41  Albany-Schenectady-Troy  46  Omaha 

42  Nashville  raf^fflfflljfflJiBffl 

43  Champaign  48  Binghamton 

44  Miami  49  Raleigh-Durham 

45  Sacramento-Stockton  50  Asheville 


WOC-TV  is  No.  1  in  coverage 
In  This  47th  Market 


48  COUNTIES 

Population* 
Homes 
TV  Homes 
Farm  Homes** 
TV  Farm  Homes** 
Effective  Buying  Income* 
Retail  Sales* 


*Sales  Management's  "Survey  of  Buying  Power. 
1958"  1^ 


NCS  2 


**U.  S.  Census  of  Agriculture,  1954 


Ernest  C  Sanders 

Resident  Manager 
Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward, 
lnc-i  Exclusive  National 
Representatives 


DAVENPORT 
BETTENDORF 


ROCK  ISLAND 
MOLINE 
EAST  MOLINE 


WOC-TV  Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which 
also  owns  and  operates  WHO-TV  and  WHO-Radio  —  Des  Moines 
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pean  correspondent  of  International 
Transmissions  Inc.,  N.Y.,  overseas  news 
service  for  radio-tv  stations.  Frederick 
(Ted)  Bell,  previously  executive  radio- 
tv  producer  with  Compton  Adv.,  N.Y., 
appointed  v.p.  in  charge  of  sales  for 
ITI. 

•  Robert  Fuller,  for  past  seven  years 
director  of  information  services,  WCBS- 
TV  New  York,  named  director  of  pub- 
licity, CBS  Films  Inc. 


•  Eugene  C.  Wyatt, 
formerly  national  sales 
manager  of  ABC-TV, 
appointed  v.p.  in 
charge  of  network 


Ul   f  sales    for  Bernard 
Mk  Schubert    Inc.,  New 
gH^lpr^H  York,  tv  film-produc- 
■BJft  jHH  tion  distribution  corn- 
Mr.  Wyatt  pany. 

•  Ernest  Levine,  comptroller  of  Cal- 
ifornia Studios  Inc.,  Hollywood,  adds 
duties  of  general  manager  of  Bronson 
Ave.  production-rental  lot.  Bud  Gaunt, 
veteran  Hollywood  production  man,  ap- 
pointed production  coordinator  of  Cal- 
ifornia Studios,  assuming  duties  relating 
to  physical  operation  formerly  handled 
by  Mickey  Gross,  resigned  studio  man- 
ager (Broadcasting,  Jan.  12). 

•  Dick  Lawrence,  general  manager  of 
World  Broadcasting  System,  named  to 
newly-created  post  of  general  sales  man- 
ager of  Economee  Television  Programs, 
division  of  Ziv  organization  which  han- 
dles sales  of  re-run  tv  film  programs. 
As  part  of  expanded  sales  activities  of 
Economee,  Ken  Joseph,  assistant  sales 
manager,  promoted  to  national  spot 
sales  manager.  Account  executives  add- 
ed include  Bob  Lee,  formerly  sales  rep- 
resentative for  Associated  Press,  and 
Dan  Schmidt,  previously  with  sales 
staff  of  CBS  Spot  Sales  and  Peters, 
Griffin  &  Woodward. 

Equipment  &  Engineering 

•  Walter  G.  Bain,  v.p.  and  general 
manager,  Republic  Aviation  Co.,  Farm- 
ingdale,  N.Y.,  to  v.p.  (Washington  of- 
fice) ,  RCA  defense  electronic  products. 

•  Dr.  J.  Earl  Thomas,  head  of  physics 
department  of  Wayne  State  U.,  joins 
engineering  staff  of  semiconductor  divi- 
sion of  Sylvania  Electric  Products  Inc., 
N.Y.  Upon  his  resignation  from  Wayne 
in  June,  Dr.  Thomas  will  assume  full 
responsibility  for  research  and  engineer- 
ing of  Sylvania  division. 

•  Joseph  N.  Benjamin,  president  of 
Bogen-Presto  division,  Siegler  Corp., 
Centralia,  111.,  re-elected  president  of 
Institute  of  High  Fidelity  Manufactur- 
ers; George  Silber,  president  of  Rek- 


•  Lawrence  C.  Christopher, 
formerly  New  York  bureau  news 
manager  of  Broadcasting  maga- 
zine, has  been  promoted  to  senior 
editor  at  Washington  headquar- 
ters; Donald  V.  West,  formerly 
news  editor  of  the  magazine  in 
Washington,  has  been  promoted 
to  New  York  bureau  news  mana- 
ger. David  W.  Berlyn,  formerly 
assistant  New  York  editor,  has 
been  promoted  to  associate  editor 
in  the  New  York  bureau.  Mr. 
Christopher  has  been  on  the 
Broadcasting  staff  more  than  15 
years,  Mr.  West  six  years.  Mr. 
Berlyn  nine. 


O-Kut  Co.,  Long  Island  City,  re-elected 
IHFM  board  chairman. 

•  R.  L.  Jablonski  named  product  man- 
ager of  consumer  products  division, 
Hoffman  Electronics  Corp.,  LA.  John 
Lathrop  to  budget  and  cost  control 
manager  and  Edward  Greaney  suc- 
ceeds Mr.  Jablonski  as  manager  of  na- 
tional parts  and  service  department. 

•  Raymond  T.  Leary,  sales  manager 
of  distributor  division  of  Cornell- 
Dubliler  Electric  Corp.,  South  Plain- 
field,  N.J.,  elected  v.p. 

•  Hans  P.  Barasch,  formerly  of  guided 
missiles  division,  Republic  Aviation 
Corp.,  Hicksville,  N.Y.,  to  Allen  B. 
Du  Mont  Labs,  Clifton,  N.J.,  as  re- 
search manager  for  photo-sensitive  de- 
vices. 

•  Joseph  B.  Hersh,  formerly  engineer 
of  Philco  Corp.,  Phila.,  to  Bogen-Presto, 
division  of  Siegler  Corp.,  as  plant  man- 
ager of  company's  manufacturing  fa- 
cilities in  Paramus,  N.J.,  and  New 
York,  replacing  Erwin  Rausch. 

•  Ramon  C.  Curry,  formerly  of 
WFCR  Fairfax,  Va.,  sales  department, 
to  Nems-Clarke  Co.,  Silver  Spring,  Md., 
as  sales  engineer  for  broadcast  and  tv 
equipment. 

Allied  Fields 

•  John  F.  Kraft,  partner,  and  Oliver 
A.  Quayle  III,  formerly  with  Elmo 
Roper  &  Assoc.,  named  v.p.'s  of  Louis 
Harper  &  Assoc.,  New  York  research 
firm. 

•  Herbert  M.  Schulkind,  formerly 
assistant  chief  of  Broadcast  Bureau's 
rules  and  standards  division,  resigns 
from  FCC  to  join  Washington-New 
York  communications  law  firm  of  Fly. 
Shuebruk,  Blume  &  Gaguine. 

•  Charles  E.  Allen,  formerly  direc- 
tor of  public  relations,  Crown  Zeller- 
back  Corp.,  to  Hill  &  Knowlton  Inc., 


N.Y.,  as  director  of  international  divi- 
sion. 

•  Dorothy  Wagner,  formerly  director 
of  home  furnishing  advertising,  Ameri- 
can Rayon  Institute,  to  Jobs  Unlimited, 
N.Y.,  as  placement  manager  for  public 
relations,  editorial  and  promotion  de- 
partment. 

•  Harry  Stone,  formerly  v.p.,  general 
manager  and  director  of  board  of  WSM 
Nashville  and  tv  consultant  since  1951, 
appointed  executive  director  of  Country 
Music  Assn.,  Nashville. 

•  John  H.  Eccleston  Jr.,  formerly  of 
Hill  &  Knowlton  Inc.,  LA.,  to  Los 
Angeles  office  of  Harshe-Rotman  Inc., 
public  relations  firm,  as  account  execu- 
tive. 

•  Donald  C.  Hoefler,  formerly  asso- 
ciate editor,  Electronics  magazine,  to 
Harvey  Assoc.,  NY.,  public  relations 
firm,  as  account  executive. 

•  Francis  J.  (Happy)  Felton,  for- 
merly air  personality  of  WOR  New 
York  and  CBS-TV,  New  York,  to  Faw- 
cett  Publications  as  assistant  to  director 
of  advertising,  headquartering  in  New 
York. 

•  Arthur  W.  Hunter,  on  national 
production  staff  of  Tv  Guide  magazine, 
Radnor,  Pa.,  promoted  to  advertising 
production  manager. 

•  Burns  W.  Lee,  executive  v.p.  of 
General  Public  Relations,  subsidiary  of 
Benton  &  Bowles,  resigns  to  form  own 
business  in  Los  Angeles. 

•  Harold  Unger,  formerly  assistant 
counsel,  subcommittee  of  Senate  Com- 
mittee on  Interstate  Commerce  and 
trial  attorney  of  Dept.  of  Justice,  has 
opened  law  offices  in  Washington  at 
1108  16th  St.  Telephone:  Sterling  3- 
3775. 

•  Joseph  L.  O'Connor,  director  of 
merchandising,  Fuller  &  Smith  &  Ross, 
N.Y.,  resigned  to  head  own  firm, 
Marketing-Sales  Plans  Co.,  41  E.  28th 
St.,  N.Y. 

•  Leonard  H.  Marks  elected  president 
of  Federal  Communications  Bar  Assn. 
for  1959,  succeeding  William  C. 
Koplovitz,  to  serve  as  group's  delegate 
to  American  Bar  Assn.  for  two-year 
term.  Other  FCBA  officers  are  Frank 
U.  Fletcher,  first  v.p.;  Robert  M. 
Booth  Jr.,  second  v.p.;  Edward  F. 
Kenehan,  secretary;  John  H.  Midlen, 
treasurer;  E.  Stratford  Smith,  assis- 
tant secretary;  Theodore  Baron  and 
Arthur  H.  Schroeder,  for  three-year 
terms  and  Donald  C.  Beelar,  for  one- 
year  term  on  executive  committee,  to 
fill  unexpired  term  of  late  Verne  R. 
Young. 
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"I  welcome  the  arrival 
of  Ad  Age . . 


says  WILLIAM  G.  OHME 

Vice-President  /  Marketing 
Harold  F.  Ritchie,  Inc. 


"I  think  Advertising  Age  comes  under  the  heading 
of  must  reading  for  all  of  us  who  need  to  make 
advertising  and  marketing  decisions.  It  constantly 
carries  not  only  complete  current  news  coverage  of  our 
field,  but  informative  and  provocative  articles  which 
stimulate  creative  thinking.  I  welcome  the  arrival 
of  Ad  Age  on  my  desk  regularly,  just  as  I  do  a  visit 
from  a  valued  friend." 


Despite  the  pressures  of  their  work  week,  you'll  find  that  most 
of  the  executives  of  importance  to  you  take  time  or  make  time 
to  read  Advertising  Age  regularly  and  thoroughly.  For  Ad  Age's 
up-to-the-minute,  authoritative  editorial  content  adds  up  to 
"must"  reading  which  is  eagerly  welcomed  by  the  executives 
who  influence  as  well  as  those  who  activate  major  broadcast 
decisions. 

Harold  F.  Ritchie,  Inc.,  for  example,  earmarks  practically  all 
of  its  media  budget  for  television — with  the  lion's  share  devoted 
to  promoting  its  men's  hairdressing,  Brylcreem.  During  the  first 
nine  months  of  1958,  spot  tv  time  allocations  alone  topped 
$1,351,000*,  and  plans  were  made  to  co-sponsor  several  net- 
work shows.  A  longtime  spot  tv  user,  the  Ritchie  concern  credits 
this  medium  for  the  rise  of  Brylcreem  to  the  front  ranks  of  its 
market  in  the  United  States. 

Every  Monday,  Ritchie  executives  with  an  interest  in  marketing 
rely  on  Ad  Age  to  keep  posted  on  the  developments  affecting 
them.  Altogether,  Ad  Age  covers  this  important  advertiser  and 
its  agencies,  Kenyon  &  Eckhardt  and  J.  Walter  Thompson,  with 
599  paid-subscription  copies  each  week. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its  tremen- 
dous penetration  of  advertising  with  a  weekly  paid  circulation 
currently  reaching  over  12,500  agency  people  alone,  its  intense 
readership  by  top  executives  in  national  advertising  companies 
—and  you'll  recognize  in  Ad  Age  a  most  influential  medium  for 
swinging  broadcast  decisions  your  way. 


uupotfeurtttb  u^tftfotrCt"  people. 
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WILLIAM  G.  OHME 

A  graduate  of  the  Wharton  School, 
University  of  Pennsylvania,  Mr.  Ohme 
began  his  career  in  the  cosmetics  and 
toiletries  business  during  the  1  930's  in 
the  accounting  department  of  Warner 
Hudnut.  After  four  years  of  World  War 
II  army  service,  during  which  he  at- 
tained the  rank  of  lieutenant  colonel, 
he  returned  to  Hudnut,  subsequently 
rising  to  assistant  treasurer  and  assist- 
ant secretary  of  the  firm. 

In  1953,  Mr.  Ohme  joined  the  Olin 
Mathieson  Chemical  Co.  as  advertising 
manager  of  its  Lentheric  division,  and 
the  following  year  he  was  named  di- 
rector of  marketing.  He  came  to  Harold 
F.  Ritchie,  Inc.,  manufacturer  of  Bryl- 
creem, Scott's  Emulsion  and  Eno  ant- 
acid, in  1957.  Starting  as  director  of 
marketing,  he  advanced  to  vice-presi- 
dent of  marketing  and  a  member  of 
the  board  of  directors  in  1958.  A  na- 
tive New  Yorker,  Mr.  Ohme  now  lives 
with  his  wife  and  sons,  Robert  and 
William,  Jr.,  in  Upper  Montclair,  N.  J. 
The  Ohmes  spend  part  of  their  free 
time  at  their  farm  in  Mehoopany,  Pa. 
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PUSH  RADIO  SALES  NOW  .  .  . 

.  .  and  avoid  tv,  press  barbs,  retailers  told 


Television  servicing,  like  the  tv  in- 
dustry over-all,  has  its  own  running 
battle  with  print  media.  It  has  been 
used  as  a  football,  "receiving  critical 
kicks  far  greater  than  deserved"  and 
being  subjected  to  "outright  propa- 
ganda," the  National  Appliance  &  Ra- 
dio-Tv  Dealers  Assn.  was  told  last 
week  in  Chicago. 

NARDA  delegates  also  were  re- 
minded— by  Robert  W.  Galvin,  presi- 
dent of  Motorola  Inc. — not  to  sell  ra- 
dio short  and  urged  to  reclaim  their 
market  share  of  sales. 

Print  media  charges  were  attacked 
by  Donald  H.  Kunsman,  president  of 
RCA  Service  Co.  He  pointed  out  deal- 
ers are  "the  retailing  backbone  of  the 
radio-tv  business"  and  scored  anti-tv 
servicing  articles  in  Time,  Reader's 
Digest  and  other  publications.  He  sug- 
gested much  of  the  criticism  stemmed 
from  "competing  tv  set  tube  manu- 
facturers and  were  designed  to  switch 
dealer  affiliations."  The  criticism,  he  as- 
serted, has  resulted  in  a  "poor  press, 
bad  consumer  relations  and  a  generally 
poorer  reputation  for  servicemen."  The 
basic  theme  in  print  media  pieces:  tv 
servicemen  are  fleecing  the  American 
public. 

On  the  positive  side,  Mr.  Kunsman 
emphasized  that  sealed  circuits  have 
proved  highly  durable  in  tv  sets — so 
reliable  servicemen  need,  on  an  average, 
replace  only  one  circuit  board  in  any 
30-month  period  of  servicing  sets  equip- 
ped with  the  boards — or  about  one  for 
every  5,000  calls. 

Security  Circuits  •  An  RCA  survey, 
covering  service  calls  among  its 
branches  over  a  six-month  period, 
showed  that  sealed  circuits  are  so 
reliable  and  dependable  that  RCA  has 
named  them  "security  sealed  circuits." 

Another  study  of  5,000  calls  dis- 
closed that  less  than  2%  (less  than  one 
in  50)  involved  circuit  boards.  And 
still  another  survey  indicated  that  10 
leading  brands  of  tv  sets  required  less 
than  three-quarters  of  a  service  call  per 
set  during  the  first  90  days — the  cus- 
tomary labor  warranty  period  of  many 
dealers. 

"Consumer  complaints  have  dropped 
off  dramatically  in  those  markets  where 
a  labor  warranty  program  has  been 
adopted,"  Mr.  Kunsman  asserted,  noting 
about  40  RCA  Victor  distributors  have 
adopted  the  RCA  Victor  television  pro- 
gram suggested  in  June  1958. 

Mr.    Kunsman    suggested    that  if 


NARDA  felt  a  survey  of  independent 
service  dealers  was  necessary,  RCA 
would  be  prepared  to  help  underwrite 
a  good  share  of  the  cost.  He  also 
claimed  "some  progress"  by  the  service 
industry  in  developing  techniques  and 
testing  equipment  involving  printed 
boards,  such  as  it  has  for  uhf,  color 
tv  and  transistors.  He  concluded  that 
"manufacturers  have  escaped  the  brunt 
of  criticism"  directed  at  tv  servicing 
abuses. 

Mr.  Kunsman's  talk  was  one  of  the 
highlights  of  the  three-day  convention 
(Jan.  11-14)  that  also  included  a  Tues- 
day luncheon  address  by  Mr.  Galvin. 

Retailers  Must  Keep  Pace  •  Mr. 
Galvin  chastised  retailers  for  often  fail- 
ing to  "keep  pace  with  the  technology 
of  the  electronics  industry,"  despite 
changes  in  product  areas,  including 
phonographs,  home  and  portable  tv, 
high  fidelity  and  now  stereophonic 
sound.  He  described  stereo  as  "the 
greatest  opportunity  in  ten  years,"  with 
a  prospective  increase  from  750,000  to 
3  million  units  in  1959. 

"Many  retailers  look  at  stereo  as  a 
figment  of  the  music  business,"  Mr. 
Galvin  observed,  when  it  actually  rep- 
resents a  "revolution  in  electronics 
which  will  eventually  be  applied  to 
radio  and  tv.  It  will  become  as  big  an 
element  as  television  is  today." 

Many  tv-appliance  dealers  have  ig- 
nored the  transition  in  retailing  radio, 
he  continued,  and  can  claim  only  30% 
of  the  total  business  today  compared 
with  100%  years  ago.  "Perhaps  they 
regard  radios  as  not  worth  the  trouble," 
he  observed,  "but,  other  retailers,  even 
supermarkets,  liquor  stores  and  drug 
stores,  are  finding  radio  profitable." 
He  suggested  retailers  carry  a  full 
variety  of  electronic  products  and  utilize 
the  department  store  merchandising 
technique  of  mass  displays  to  create  an 
impact  on  traffic. 

•  Technical  topics 

•  The  Institute  of  High  Fidelity  Mfrs., 
N.Y.,  estimates  that  sales  of  high-fidelity 
components  in  1959  will  exceed  the 
1958  record  of  $260  million  by  15%, 
with  a  substantial  share  of  the  increase 
to  come  from  conversion  of  mono- 
phonic  phonographs  to  stereophonic. 

•  Motorola  racked  up  sales  of  $76 
million  in  the  fourth  quarter  of  1958 
and  $210  million  for  the  whole  year, 
thanks  largely  to  stepped-up  tv  volume 


and  consumer  interest  in  stereophonic 
high-fidelity  equipment,  Robert  W. 
Galvin,  president,  reported  last  week. 
Preliminary  tabulations  indicate  earn- 
ings of  more  than  $1.85  per  share  for 
the  quarter  and  $3.50  a  share  for  all 
1958.  The  period  was  Motorola's  sec- 
ond most  profitable  quarter  in  its 
history. 

Directional  antennas 
subject  of  TASO  study 

A  full-fledged  study  of  television  di- 
rectional antennas  has  been  approved 
by  the  board  of  directors  of  the  Televi- 
sion Allocations  Study  Organization. 

The  tests  are  to  be  made  with  the 
facilities  of  ch.  4  WKY-TV  Oklahoma 
City  and  ch.  4  WBZ-TV  Boston.  RCA 
is  cooperating  wtih  apparatus  and  tech- 
nical services.  Field  measurements  will 
be  made  by  the  mobile  field  measuring 
units  of  the  Assn.  of  Maximum  Service 
Telecasters. 

The  whole  project,  costing  an  esti- 
mated $15O,0OO-$20O,00O,  will  take 
about  six  months.  It  is  being  coordi- 
nated by  a  committee  comprising  Dr. 
Frank  G.  Kear,  Washington  consulting 
engineer  (chairman),  with  Ralph  N. 
Harmon,  Westinghouse  Broadcasting 
Co.,  and  Henry  E.  Rhea,  Triangle  sta- 
tions. 

RCA  will  test  out  the  standby  antenna 
ordered  by  WKY-TV,  and  it  will  then 
be  field-tested  after  installation  on  a 
263-ft.  tower.  Most  significant  in  this 
study  will  be  the  relationship  of  the  pre- 
installation  test  results  and  the  actual 
operating  field  strength  readings. 

The  field  test  results  for  WBZ-TV's 
1 ,000-ft.  antenna  will  be  correlated  with 
the  theoretical  values  for  this  antenna. 

Another  significance  of  these  pilot 
studies,  Dr.  George  R.  Town,  TASO 
executive  director  said,  was  that  from 
these  pilot  tests  will  come  bases  for 
methods  and  techniques  for  measuring 
tv  directional  proofs  of  performance. 

The  go-ahead  for  the  DA  study  was 
voted  by  the  entire  board  of  TASO,  it 
was  understood,  with  two  oppositions. 
The  TASO  board  is  comprised  of  two 
representatives  each  of  NAB,  EIA. 
AM  ST,  Joint  Council  on  Educational 
Tv  and  the  Committee  for  Competitive 
Tv.  The  last  represents  uhf  broadcast- 
ers. 

The  TASO  board  meets  Jan.  24  to 
review  the  final  report  on  tv  allocations 
(Broadcasting,  Jan.  12).  The  report, 
it  is  understood,  finds  that  uhf  is  far 
less  effective  than  vhf  in  coverage,  ex- 
pense of  operations,  power  potential, 
receiver  sensitivity,  antenna  criticality, 
and  maintenance. 

BROADCASTING,  January  19,  1959 


New  twist  for  vtr 

!        Although  ABC-TV  isn't  ready 
to  explain  how  it  works,  because 

!    the  company  is  seeking  a  patent. 

!  the  network's  engineers  have  come 
up  with  a  synchronizing  gadget 
that  enables  instantaneous  switch- 
ing  from  live  broadcasting  to  tape  [ 
without  loss  of  picture  quality.  It  | 
was  used  for  the  first  time  Thurs- 
day (  Jan.  15)  in  Par  Boone's 
Chevy  Showroom. 

The  new  electronic  system  does 
away  with  the  tricky  problem  of 
synchronizing  two  different  im- 
ages. Each  source  (live  and  vtr) 
has  its  own  synchronization  sys- 
tem and,  explains  ABC  Engineer- 
ing Vice  President  Frank  Marx, 
when  the  two  have  been  used  to- 

'  gether  in  the  past  "the  result  often 
has  been  rolls  and  picture  break- 
up.'' If  it  wasn't  this,  it  was  hav- 
ing to  go  to  black  first  before  go-  ! 
ing  to  tape.  Mr.  Marx  added.  Not  | 
only  is  ABC's  new  gadget  "fool- 
proof and  more  effective,  but  it 
also  can  be  used  internally  to 
convert  one  set  of  tv  standards  to 
another."  Again,  there  was  no 
technical  explanation  available  "at 
this  time." 


•  Technical  topics 

•  RCA  reports  it  has  awarded  RCA 
fellowships,  each  worth  approximately 
$3,500.  to  10  university  graduate  stu- 
dents for  advanced  studies  in  engineer- 
ing, physics  and  dramatic  arts  during 
current  school  year.  RCA  also  has 
awarded  63  undergraduate  scholarships, 
valued  at  from  $250  to  $800  each,  to 
college  and  university  students  in  elec- 
tronics and  science  teaching  field. 

•  Gates  Radio  Co.,  Quincy.  111.,  an- 
nounces availability  of  new  remote  con- 
trol system  designed  for  unattended  op- 
eration. Among  features  claimed  for 
model  are  directional  and  multiple 
transmitting;  38  switching  circuits  with 
built-in  facilities  for  expansion  to  78; 
large  illuminated  numbers  to  indicate 
circuit  dialed;  pulse,  reset  and  switching 
functions  able  to  be  controlled  from 
transmitter  for  local  operation.  Panel 
size  of  studio  and  transmitter  units  is 
19  by  15%  inches,  each  with  self- 
contained  power  supply  and  independ- 
ent operation. 

•  Hallen  Electronics  Co.,  division  of 
Schoen  Products  Co.,  L.A.,  announces 
introduction  of  professional  magnetic 
film  recorder.  Model  1216  is  modular 
and  temperature-compensated,  with  ca- 


pacity in  excess  of  1 .200  feet.  It  has  fre- 
quency response  of  30  to  13,000  cps 
and  amplifier  which  can  be  powered 
from  24  volt  battery.  Entire  recorder 
requires  less  than  30  w  and  weighs  29 
pounds,  available  in  portable  or  rack- 
mounted model  in  Vi  mm  or  35 
mm.  Write  Hallen  Electronics  Co.,  di- 
vision of  Schoen  Products  Co..  332  N. 
La  Brea  Ave..  LA. 

•  Edward  R.  Jahns,  chief  electronics 
engineer  of  consumer  products  division, 
Hoffman  Electronics  Corp..  L.A.,  named 
1958  recipient  of  corporation's  Presi- 
dential Award  for  "outstanding  individ- 
ual technical  achievement." 

•  R.  Lee  Hollingsworth,  former  presi- 
dent of  WKBS  (now  WKIT)  Mineola, 
N.Y.,  has  offered  for  sale  to  residents 
of  New  York  State  150,000  shares  of 
stock  at  $2  per  share  in  The  Hollings- 
worth Co.  Enterprises  Inc.  The  money 
derived  from  the  sale  of  stock,  accord- 
ing to  the  firm's  prospectus,  will  be 
used  to  design  and  place  in  production 
various  inventions,  including  a  video 
recording  system  and  a  single  gun  color 
tv  tube.  A  portion  of  the  money  to  be 
raised,  it  was  noted,  may  be  used  to 
apply  for  a  new  radio  station. 

•  Transistors  at  the  price  of  regular 
vacuum  tubes — leading  to  cheaper  and 
more  compact  portable  radio  and  tv 
receivers — is  the  hope  of  Philco  Corp., 
Philadelphia,  Pa.,  which  last  week 
showed  off  its  first  Fast  Automatic 
Transfer  (FAT)  production  line.  The 
FAT  line  triples  production  of  tran- 
sistors to  1  million  a  year  per  line.  The 
new  high  speed  production  line  was 
shown  newsmen  at  Lansdale  Tube  Co., 
Lansdale.  Pa.,  a  subsidiary  of  Philco. 
Two  more  FAT  lines  are  scheduled  to 
be  placed  in  operation  soon,  it  was  an- 
nounced. 

Philco  also  announced  price  reduc- 
tions in  some  transistors — one  being 
the  high  frequency  MADT  2N499.  the 
price  of  which  was  dropped  from  $5.50 
each  to  $3.50  each  in  batches  of  100. 
This  transistor  can  be  used  as  an  am- 
plifier or  an  oscillator  for  radio  or  tv 
sets,  and  also  as  a  switch  in  computers. 

•  Another  prediction  of  bright  future 
to  America's  electronics  industry  was 
issued  last  week,  this  time  by  newr 
president  of  Sylvania  Electric  Products 
Inc.  Said  Robert  E.  Lewis:  The  in- 
dustry's over-all  volume  will  reach  a 
minimum  total  of  $14.3  billion  in  1959 
(as  against  $13  billion  in  1958  and 
$13.3  billion  the  year  before).  By  the 
end  of  the  next  decade,  he  predicted, 
electronics  sales  and  revenues  will  ex- 
ceed $25  billion  annually. 
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PLAYBACK    QUOTES  WORTH  REPEATING" 


You  can't  please  everyone 

The  role  of  radio-tv  is  like  that  of 
legislators,  in  that  both  must  be  con- 
cerned primarily  with  the  good  of  the 
greatest  number  of  people.  This  was  one 
answer  to  critics  of  the  broadcast  media 
which  Thomas  K.  Fisher,  vice  president 
and  general  attorney  of  the  CBS-TV 
network  and  CBS-TV  stations  divisions, 
offered  to  a  group  of  lawmakers  last 
week.  At  the  Nebraska  Broadcasters 
Assn.'s  second  biennial  dinner  honoring 
Nebraska  legislators  Wednesday  night 
(Jan.  14)  in  Lincoln,  Mr.  Fisher  said: 

The  end  result  of  your  endeavors  is 
the  passage  of  laws  for  mass  applica- 
tion. You  will  not,  as  we  [broadcasters] 
do  not,  please  all  the  people  all  the 
time;  but  you  must,  if  you  are  to  be 
permitted  to  continue  to  serve  the 
people,  please  most  of  the  people  most 
of  the  time.  And  in  fulfilling  this  dem- 
ocratic process  through  the  high  art  of 
compromise,  you  will  find  some  of  your 
critics  where  we  find  ours:  among  those 
whose  belief  in  the  people  is  at  low 
ebb,  and  who  would — if  they  could — 
substitute  their  values  and  tastes  for 
the  values  and  tastes  of  the  mass.  They 
dare  not  attack  the  people  directly — 
so  they  attack  you,  the  image  and 
servant  of  the  people. 

.  .  .  you  who  bear  the  responsibility 
of  government  and  we  who  bear  the 
responsibility  of  mass  communications 
must  constantly  strive  to  improve  our 
respective  endeavours  —  not  to  satisfy 
some  vague  goal  of  progress  but  to 
contribute  toward  the  very  survival  of 
that  political  faith  by  which  we  stand 
as  a  nation. 

[On  the  equal  access  question]  His- 
tory is  on  the  side  of  the  broadcaster 
...  the  question,  I  submit,  is  no  longer 
whether  the  broadcaster  shall  have 
equal  access  in  behalf  of  the  electorate, 
but  how  soon. 

Tv's  total  responsibility 

Exploring  the  total  responsibility  of 
television  in  a  talk  before  the  Jan.  13 
meeting  of  the  local  Rotary,  Eldon 
Campbell,  vice  president-general  man- 
ager of  WFBM-AM-TV  Indianapolis, 
reviewed  broadcast  management's  obli- 
gations to  FCC,  its  owner,  the  public 
and  the  community.  But  he  noted  none 
of  these  could  be  performed  without  ful- 
filling the  responsibility  to  the  adver- 
tiser. In  part,  he  related: 

There  has  been  an  amazing  coinci- 
dence in  the  growth  of  consumer  busi- 
nesses along  with  the  growth  in  televi- 
sion advertising.  Since  the  year  1950, 
more  new  products,  more  new  brands 
within  existing  product  lines  have  been 


introduced  to  the  buying  public — and 
are  going  concerns,  than  were  launched 
in  the  whole  history  of  retailing  up  until 
1950!  Call  it  coincidence,  it  is  an  inter- 
esting fact  that  this  business  phenome- 
non has  happened  during  a  time  when 
advertisers  discovered  television  and 
started  buying  it  in  increasingly  larger 
shares.  .... 

The  commercial  side  of  our  business 


Campbell:  Commercial  side  is  public  service 


is  truly  a  public  service.  It  helps  keep 
products  moving  off  shelves.  It  thereby 
keeps  people  employed.  And  in  giving 
new  products  a  rapid  start,  it  affords 
new  jobs  for  new  thousands  of  people. 
Amazingly  enough,  our  selling  takes  up 
17%  or  less  of  the  time  you  watch  tv. 

We  have  a  responsibility  to  the  ad- 
vertiser— a  responsibility  to  deliver  a 
public  that  will  be  available  for  his  sales 
message.  Our  fortunes  are  based  on  how 
well  we  fulfill  that  responsibility  and 
how  well  he  utilizes  his  selling  time.  We 
do  not  get  his  renewal  unless  he  feels 
that  he  is  .  .  .  getting  results. 

Recession  matures  advertisers 

Grey  Matter,  the  monthly  house 
organ  of  Grey  Advertising  Agency,  de- 
votes its  current  issue  to  advertising's 
role  in  combatting  the  recent  business 
recession.  Claiming  that  the  advertising 
of  the  past  year  reveals  a  "creative 
spark  which  outshines  any  previous 
period  in  advertising  history,"  it  notes: 

We  say  bluntly,  but  sincerely,  that 
in  1957-1958  the  advertising  agency 
had  to  deal  with  clients  of  a  higher  de- 
gree of  advertising  maturity,  imagina- 
tive judgment,  deeper  knowledge  of  ad- 


vertising's aim  and  function  than  ever 
before.  And  this  mature  advertiser  is 
taking  a  different  attitude  toward  his 

agency. 

The  pressures  of  the  fading  reces- 
sion have  taught  him  that  his  adver- 
tising can  be  most  productive,  and  his 
advertising  dollar  most  fruitful,  when 
the  agency  is  given  freedom  to  exer- 
cise its  creative  talent.  .  .  . 

The  advertiser  has  learned  not  to 
look  for  formulas  or  panaceas  in  ad- 
vertising, because  he  has  learned  that 
formulas  stifle  rather  than  stimulate  a 
free  flow  of  ideas. 

A  composite,  compilation  of  adver- 
tising views  of  today's  enlightened  man- 
agement .  .  .  might  be  something  like 
this: 

1.  The  very  first  thought  in  plan- 
ning advertising  must  be  that  selling  is 
its  goal.  While  every  ad  .  .  .  should 
contribute  toward  creating  a  favorable 
brand  or  corporate  image,  the  purpose 
of  every  ad  is  to  persuade  or  sell. 

2.  The  best  ads  are  built  on  a  'Big 
Idea.' 

3.  The  product  can  rarely  be  a  by- 
product of  an  ad  .  .  .  An  advertisement 
can  [not]  sell  without  showing  [or  talk- 
ing about]  the  product. 

4.  Effective  advertising  need  not 
bellow,  shriek,  exhort,  argue  or  blatant- 
ly ask  for  the  order.  It  can  achieve  sell- 
ing persuasiveness  through  the  emotions, 
through  reason,  or  both. 

5.  Advertising  is  communication 
with  the  consumer.  Therefore,  greater 
attention  must  be  paid  to  communi- 
cating more  easily,  more  smoothly. 

6.  Entertainment  may  be  a  valuable 
ingredient  .  .  .  most  effective  [if  it  is] 
linked  to  the  product  and  doesn't  come 
out  of  left  field  to  draw  attention  away 
from  the  product. 

7.  Advertising  that  sells  talks  to  peo- 
ple in  their  own  language,  never  below 
their  level. 

8.  Advertising  must  establish  a  feel- 
ing of  kinship  ...  it  must  be  friendly. 

9.  Finally,  advertising  that  sells  must 
be  believeable. 

Off-beat  seldom  off-track 

Jules  Dundes,  CBS  Radio  vice  pres- 
ident in  charge  of  station  administra- 
tion, to  St.  Louis  Ad  Club  Jan.  6: 

You  might  say  radio  pampers  rule- 
breakers,  and  makes  them  its  favorites. 
In  radio,  the  off-beat  is  seldom  off- 
track.  .  .  . 

Radio,  above  all  other  media,  is  a 
creative  advertising  man's  medium.  It 
can  take  your  boldest  efforts  in  its 
stride.  Its  listeners  are  ready  for  you, 
and  will  welcome  you,  in  direct  propor- 
tion to  the  effort  and  ingenuity  you 
bring  to  your  job. 


i02 


BROADCASTING,  January  19,  1959 


INTERNATIONAL 


Canad'an  stations 
threatened  by  walkout 

No  settlement  was  in  view  as  of  last 
Thursday  (Jan.  15)  in  the  strike  by  74 
French-language  television  producers  at 
Canadian  Broadcasting  Corp.,  Montreal. 
The  group,  which  walked  out  Dec.  29 
because  of  CBC's  failure  to  recognize 
their  newly  organized  Assn.  des  Realisa- 
teurs  (affiliated  with  the  Canadian  and 
Catholic  Confederation  of  Labor),  was 
notified  on  Jan.  8  that  their  contract 
with  CBC  had  ended. 

A  large  number  of  CBC,  Montreal, 
employes  refused  to  cross  picket  lines  set 
up  by  the  tv  producers  and  CBC 
French-language  tv  network  was  car- 
ried on  with  films  and  taped  programs 
by  a  supervisory  staff.  Some  of  the 
CBC  unions  advised  their  Montreal 
members  to  go  back  to  work  on  Jan.  8, 
but  only  a  small  portion  of  the  2,300 
employes,  who  had  refused  to  cross 
picket  lines,  went  back  to  work.  Local 
unions  countermanded  orders  of  the  na- 
tional union  headquarters. 

CBC  refused  to  recognize  the  new  tv 
producers  union  on  grounds  that  pro- 
ducers were  part  of  management  and 
thus  could  not  be  affiliated  with  any 
union. 

Yvon  Danserau,  president  of  the 
Canadian  Broadcast  Unions  of  Mont- 
real, said  that  if  the  strike  continued 
indefinitely  he  would  call  a  meeting  of 
the  national  CBU  to  extend  the  walkout 
throughout  Canada.  However,  it  was  re- 
ported that  officials  of  the  national  or- 
ganization might  not  recommend  such 
action. 

Part  of  Management  •  J.  A.  Ouimet, 
CBC  president,  cut  short  a  vacation  to 
return  to  Montreal  for  talks  with  Fer- 
nand  Quirion,  president  of  the  new  as- 
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sociation.  CBC  contended  that  pro- 
ducers are  a  part  of  management  and 
therefore  are  not  entitled  to  union  rep- 
resentation. 

The  producers  association  hit  the  use 
of  supervisory  personnel  to  maintain  a 
"poor  quality"  of  programming  and 
charged  CBC  was  using  publicly-owned 
facilities  to  deceive  the  public  by  mini- 
mizing the  issues. 

Montreal  is  Canada's  largest  tv  pro- 
duction center,  concentrating  on  French- 
language  programming. 

European  tv  scene 

West  Germany's  20  television  set 
manufacturers  produced  about  1  million 
units  in  1958,  yearend  reports  estimate. 
Observers  guess  that  the  number  of 
licensed  and  unlicensed  tv  receivers  in 
operation  approaches  2.5  million.  Of 
this  figure,  some  2  million  are  registered 
under  the  $1.20  a  month  tv  license  re- 
quirement. Registered  radio  sets  in  use 
in  West  Germany  and  West  Berlin  on 
Dec.  1,  1958,  had  reached  a  total  of 
15.2  million. 

East  German  tv  tube  production 
reached  approximately  129,000  units 
last  year.  Plans  are  to  build  a  new  tube 
production  plant  in  East  Berlin. 

In  Switzerland  on  Nov.  1,  1958, 
there  were  45,860  tv  sets  operating;  an 
increase  of  only  1,311  over  the  pre- 
vious month. 

France  and  Italy  each  have  nearly 
one  million  tv  sets  in  use. 

Poland's  licensed  tv  receivers  number 
approximately  67,000.  Unofficial  esti- 
mates, however,  maintain  that  counting 
the  number  of  unlicensed  sets  in  opera- 
tion puts  the  country's  tv  receivers  over 
the  million  mark. 

There  are  about  60,000  television  sets 
being  used  in  Austria. 

•  Abroad  in  brief 

•  Atherton  &  Currier  Ltd.,  Toronto, 
Ont.,  following  merger  of  parent  com- 
pany in  United  States  with  Kastor,  Hil- 
ton, Chesley  &  Clifford,  has  merged  in 
Canada  with  Bradley,  Venning  &  Hilton 
Ltd.,  Toronto.  New  agency  will  be 
known  as  Bradley,  Venning,  Hilton  & 
Atherton  Ltd.,  with  offices  at  Toronto. 
Canadian  members  of  new  agency  re- 
tain control  through  common  shares  in 
operation.  William  E.  McDonald,  v.p. 
and  general  manager  of  Atherton  & 
Currier  offices  at  Toronto,  is  v.p.  in 
new  agency. 

•  CHAB-TV  Moose  Jaw,  Sask.,  will  be- 
gin telecasting  Feb.  1  on  ch.  4  with  50 
kw  video  and  100  kw  audio  power. 
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Puppets  to  people  •  WSM-TV  Nashville  has  a  solution  to  the  problem 
of  promoting  itself  without  resorting  to  the  usual  slides  and  telops.  The  sta-  j 
tion's  executive  producer,  Elmer  Alley,  met  with  adman  Bill  Gernert  (a  i 
puppeteer  by  hobby)  of  Nashville's  MacDonald  Adv.  to  come  up  with  a 
series  of  interchangeable  puppets.   With  a  switch  of  facial  expression  and  \ 
clothes,  the  puppet  assigned  the  role  of  Steve  Canyon  one  night  can  play 
another  NBC-TV  headliner  the  next.  Each  ch.  4  spot  is  a  little  "drama" 
in  its  own  right.    The  NBC-TV  affiliate  sometimes  spoofs  the  competi- 
tion, as  in  the  vignette  ribbing  CBS-TV's  Person  to  Person.   The  script: 
AN  NCR:  Good  evening.  The  program  is  PEOPLE  TO  PEOPLE.  Our  first 

visit  this  evening  is  to  the  home  of  John  Q.  Public. 
JOHN  Q.  PUBLIC:  (J.  Q.  Public  appears  on  screen)  Sorry.  Ted.  I  cant  talk 

to  you  right  now.  I  am  watching  Channel  4.  (Gunshot) 
AN  NCR:  Sorry,  Mr.  Public,  but  we've  got  to  stop  this  stampede  to  Ch.  4. 


KGBT  gives  up  'biggest'  claim 

Texans  know  how  to  give  up  grace- 
fully, it  has  been  witnessed  by  KGBT 
Harlingen,  Tex.  The  station  is  deeding 
over  its  claim  to  being  "the  biggest  radio 
station  in  the  largest  state"  to  sister  CBS 
affiliate  KFQD  Anchorage,  Alaska,  in 
recognition  of  the  new  state's  entry  into 
the  union. 

KGBT's  parchment  "quitclaim"  bears 
the  condition  "that  the  state  of  Alaska 
faithfully  perform  the  duties  and  respon- 
sibilities to  the  nation  as  its  largest  state 
as  the  state  of  Texas  has  done  for  113 
years."  In  addition,  "should  this  condi- 
tion be  breached  the  above  transferred 
claim  shall  revert  to  said  KGBT  and  it 
is  hereby  understood  that  KGBT  retains 
the  title  of  'the  largest  continental  radio 
station  serving  five  foreign  countries'." 

KYA  plants  $50,000  prize 

On  the  1  Oth  day  of  KYA  San  Fran- 
cisco's $50,000  Treasure  Hunt  event,  a 
family  of  three  discovered  the  prize 
certificate  buried  behind  a  billboard. 
They  were  in  a  crowd  of  an  estimated 
100,000  after  the  big  stakes  in  the  Lake 
Merced  area  of  the  city.  According  to 
Station  Manager  Mort  Wagner,  the 
treasure  hunt  was  the  opening  event  of 
a  year-long  audience  promotion  cam- 


paign. The  day  after  the  money  was 
found,  KYA  announced  its  "Win  a 
Million"  game  in  which  a  listener  will 
win  one  million  French  francs  (about 
$2,000). 

WBT  listeners  get  Red  line 

Communist  propaganda  disseminated 
by  a  U.S.  radio  station?  Listeners  to 
WBT  Charlotte,  N.C.,  may  be  jolted  to 
hear  this,  but  that  is  exactly  the  station's 
intention  with  the  new  locally  produced 
program,  Radio  Moscow,  launched  last 
night  (Jan.  18). 

WBT's  program  consists  of  rebroad- 
casts  of  portions  of  English  language 
broadcasts  from  Radio  Moscow,  with 
commentary  by  WBT  personality  Alan 
Newcomb  and  Rupert  Gillette,  formerly 
associate  editor  of  the  Charlotte  Ob- 
server. The  broadcasts  from  Russia  are 
taped  in  advance  for  airing  at  9:05 
p.m.  each  Sunday.  In  explaining  the 
program,  Charles  H.  Crutchfield,  execu- 
tive vice  president  of  the  Jefferson 
Standard  Broadcasting  Co.,  said,  ".  .  . 
listeners  will  accuse  us  of  spreading 
Communist  propaganda  .  .  .  we  are 
hopeful  that  the  usual  complacency 
among  Americans  will  be  shaken  to  the 
very  roots." 

The  FCC  and  State  Dept.  were  noti- 
fied prior  to  the  premiere. 


An  agency's  own  image 

Eldridge  Inc..  Trenton,  N.J.,  agency 
specializing  in  industrial  accounts,  be- 
lieves in  advertising  its  own  industry' 
too.  For  20  weeks  Eldridge  ran  four 
spots  a  day  on  WTTM  Trenton.  In  the 
minute  commercials  Eldridge  used  a 
"corporate  voice"  to  salute  its  accounts 
and  tell  the  agency's  story.  Pleased  with 
reaction  to  the  schedule,  the  agency 
now  has  ordered  a  25-minute  weekly 
program  on  WTTM. 

This  .  .  .  Is  Advertising  starts  Jan. 
27  at  8:05  p.m.  with  the  first  of  a 
13-week  series  of  panel  discussions  to 
be  moderated  by  Col.  Lyle  Brookover, 
public  relations  adviser  to  Trenton  Trust 
Co.  He  will  present  guest  experts  from 
all  phases  of  the  advertising  business. 
Jane  M.  Sarin,  Eldridge  account  execu- 
tive, will  direct  the  series  which  she 
developed. 

WTTM  is  sending  advisory  letters 
over  the  signature  of  Fred  Walker,  sta- 
tion general  manager,  to  450  indus- 
tries in  the  Trenton  area. 

Eldridge,  after  specializing  in  indus- 
trial accounts  for  35  years,  recently  has 
added  such  consumer  products  as 
beverages,  paint,  lumber  and  banking. 
The  agency,  in  cooperation  with  WTTM 
and  the  Trenton  Board  of  Education, 
will  make  tapes  of  This  .  .  .  Is  Adver- 
tising available  to  educational  groups. 

The  business  is  being  placed  on 
WTTM  direct. 

17-day  pigskin  play  on  WMT 

WMT  Cedar  Rapids,  Iowa,  got  17 
days'  commercial  play  out  of  the  New 
Year's  Day  Rose  Bowl  game  between 
the  U.  of  Iowa  and  U.  of  California. 
Tait  Cummins,  WMT  sports  director, 
went  along  with  the  home  team  to  Cal- 
ifornia and  telephoned  100  special  re- 
ports for  broadcast  over  WMT.  Sold  in 
three-minute  packages,  including  a  one- 
minute  commercial,  the  reports  were 
spaced  a  half  dozen  times  a  day  for  the 
17  days  prior  to  Iowa's  Rose  Bowl 
victory. 

Surprise  call  gains  ground 

Sudden  expanded  coverage  was 
achieved  by  two  Southern  California 
d.j.'s  whose  weekend,  nighttime  shows 
were  linked  with  telephone  conversation. 
Jack  De  Long,  host  of  Jack's  Party 
Time  on  KVEN  Ventura,  Calif.,  sur- 
prised George  Da  Vorak  at  KFI  Los 
Angeles  by  calling  Mr.  Da  Vorak  for  an 
interview  while  both  were  on  the  air. 

WWIN  asks,  'Remember  radio?' 

The  growth  of  radio  is  the  basis  of 
WWIN  Baltimore's  current  advertising 
campaign  to  demonstrate  radio's  ma- 
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turity  and  that  WWIN's  programs  are 
of  adult  stature.  With  the  theme,  "Re- 
member Radio?"  WWIN  is  expressing 
its  "quality  image"  in  the  local  market 
by  using  newspapers,  billboards,  bus 
cards,  taxi  backs,  mailings  and  trade 
magazines.  Each  WWIN  advertisement 
leads  off  with  the  "Remember  Radio?" 
slogan  printed  on  a  sketch  representing 
highlights  of  radio  history.  The  nos- 
talgic copy  concludes  with  mentions  of 
various  local  and  ABC  programs  broad- 
cast by  the  station. 

WTAE  (TV)  viewers  fast  on  draw 

In  a  three-day  contest  sponsored  by 
WTAE  (TV)  Pittsburgh,  more  than 
23,000  youngsters  submitted  drawings 
of  the  Three  Stooges,  whose  comedies 
have  run  daily  since  September  on  Paul 
Shannon's  Six  O'Clock  Adventure  pro- 
gram. During  the  contest,  Mr.  Shannon 
invited  the  trio,  then  appearing  in  a 
Pittsburgh  night  club,  for  several  guest 
shots  on  his  show.  WTAE  prizes  were 
portable  radios  and  tv  sets  for  the  best 
entries  in  various  age  groups. 

Crusade  contest  benefits  RFE 

In  a  national  contest  announced  Jan. 
15  by  Crusade  for  Freedom  in  support 
of  Radio  Free  Europe,  writers  of  the  six 
best  "Truth  Broadcasts"  will  fly  to 
Munich,  Germany,  to  broadcast  their 
messages  from  the  headquarters  of 
RFE  to  five  Communist-dominated 
countries. 

A  Truth  Broadcast  is  the  completion 
of  the  following  sentence  in  25  words 
or  less:  "As  an  American  I  support  Ra- 
dio Free  Europe  because  ..."  Entry 
blanks  are  made  available  through  a  na- 
tionwide advertising  compaign  spon- 
sored by  The  Advertising  Council  and 
will  include  magazines,  newspapers  and 
poster  advertisements  donated  by  the 
nation's  advertisers  and  publishers. 
Table  model,  short-wave  radio  sets  will 
be  awarded  for  200  runners-up  in  the 
contest.  Prizes  will  be  doubled  if  $1  is 
enolosed  with  an  entry.  Trip  winners, 
therefore,  could  take  another  person 
and  other  winners  would  also  receive 
portable  transistor  radios  with  the  short- 
wave receivers. 

Show  approach  pays 

The  Colorado  Tuberculosis  Assn.  this 
past  season  adopted  a  programming  ap- 
proach to  radio  publicity.  As  a  public 
service,  the  state's  broadcasters  aired 
quarter-hour  taped  programs  entitled 
Thank  You,  With  Music,  "in  the  names 
of  those  who  benefit  from  your  use  of 
Christmas  Seals."  Ronald  A.  Miller, 
executive  director  of  CTA,  reporting  on 
the  campaign's  success,  called  the  broad- 
casters' cooperation  a  "major  contribu- 
tion." Betty  Zatterstrom,  seal  sale  direc- 
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tor,  selected  light  classics  for  the  pro- 
grams which  were  prepared  in  both 
English  and  Spanish  by  Mastertone 
Studios,  New  York. 

Rescue  in  Roanoke 

WSLS-TV  Roanoke,  Va.,  has  a  "first 
aid"  selling  formula,  defined  as  "what 
to  do  until  the  sponsor  comes." 

The  technique  grew  out  of  a  crash- 
program  emergency.  With  the  premiere 
of  Rescue  8,  Screen  Gems  film  series, 
only  two  weeks  off,  WSLS-TV  was 
faced  with  finding  a  sponsor  and  pro- 
moting the  show  on  a  modest  budget. 

The  first  aid  worked.  Mick-or-Mack 
food  chain  bought  the  series  after 
WSLS-TV  came  up  with  a  campaign 
featuring  the  local  fire  department  and 
Roanoke's  Life  Saving  Crew.  The  tv 
program  is  based  on  cases  in  the  files  of 
the  Los  Angeles  Fire  Dept.  rescue 
squad. 

On  premiere  day  a  fire  engine  and 
four  units  of  first  aid  and  life  saving 
equipment  toured  the  city  displaying 
signs  with  station  and  sponsor  informa- 
tion. Film  clips  of  news  stories  involving 
the  local  crews  were  turned  into  ad- 
vance spots  and  were  aired  during  three 
days  prior  to  the  debut.  A  first  aid  unit 
of  the  Life  Saving  Crew  was  set  up  with 
promotional  material  in  a  park  opposite 
the  station's  downtown  studios.  Costs 
for  the  campaign,  according  to  the  sta- 
tion, were  limited  to  posters,  signs  and 
coffee  for  the  crew  in  the  park. 

New  cars  parade  on  WRC-TV 

A  day-long  parade  of  25  automobiles 
through  Studio  A  of  WRC-TV  Wash- 
ington, D.C.,  served  as  a  preview  to  the 
30th  annual  Auto  Show  of  the  National 
Capital  Area,  Jan.  10-18.  Supported  by 
newspaper  ads  and  on-the-air  promo- 
tion, the  tv  preview  aimed  for  2.3  mil- 
lion viewer  impressions.  WRC-TV  car 
presentations  were  spotted  on  all  local 
programs,  some  in  color.  Program  hosts 
introduced  each  model  as  it  rolled 
through  the  studio.  Cooperating  spon- 
sors keyed  copy  to  the  auto  parade. 

Name-dropping  pays  at  WSAI 

Forty  -  three  listeners  appeared  to 
claim  their  prizes  in  the  first  24  hours 
of  WSAI  Cincinnati's  "What's  in  a 
Name?"  audience-builder.  The  station 
"name-drops"  approximately  five  names 
each  hour  and  uses  no  accompanying 
announcements.  Names  are  selected  at 
random  from  telephone  directories.  Pro- 
motional spots  scheduled  at  other  times 
explain  that  if  a  listener  hears  his  name 
and  comes  to  the  WSAI  studios  within 
24  hours,  he  will  receive  a  merchandise 
prize,  which  is  determined  by  a  spin  of 
the  outlet's  "Wheel  of  Fortune."  Prize 
value  varies  with  each  wheel  number. 
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Abbreviations: 

DA— directional  antenna,  cp — construction 
permit.  ERP— effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur.— aural,  vis.— 
visual  kw— kilowatts,  w— watt,  mc— mega- 
cycles D — day.  N— night.  LS — local  sunset, 
mod.— modification,  trans.— transmitter,  unl. 
—unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
—special  service  authorization.  STA— special 
temporary  authorization.  * — educ. 

New  Tv  Stations 

APPLICATION 
Miami,  Fla. — Miami  Church  of  Religious 
Science  ch.  10  (192-98  mc);  ERP  316  kw  vis., 
195  kw  aur.  Estimated  construction  cost 
$750,000,  first  year  operating  cost  $360,000, 
revenue  $480,000.  P.O.  address  %  Catherine 
C.  Youngs,  1737  N.  Bayshore  Dr.,  Miami  32, 
Fla.  Applicant  is  non-sectarian,  non-profit 
corporation  and  proposes  to  purchase  facil- 
ities of  present  ch.  10  licensee,  Public  Serv- 
ice Tv  Inc. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

WNEM-TV  Bay  City,  Mich.  —  Granted 
waiver  of  Sec.  3.652  (a)  of  rules  to  identify 
station  with  Saginaw  as  well  as  Bay  City. 
Announced  Jan.  14. 

APPLICATION 

WJMR-TV  New  Orleans,  La.— Request  for 
STA  to  operate  on  ch.  13,  New  Orleans  in 
accordance  with  specifications  contained  in 
paragraphs  1  thru  6  and  conditions  (d)  and 
(e)  of  STA  issued  Suoreme  on  12-17-58  or  m 
alternative  (2)  mod.  of  conditions  contained 
in  said  STA  for  ch.  13  granted  Supreme  on 
12-17-58  to  permit  immediate  operation  on 
ch.  13  for  period  ending  1-31-59  pending 
final  agreement  between  competing  appli- 
cants for  regular  operation  on  ch.  12  in 
New  Orleans  and  submission  of  application 
for  joint  operation  on  ch.  13. 

CALL  LETTERS  ASSIGNED 

WAFG-TV  Huntsville,  Ala.— Rocket  City 
Tv  Inc.,  ch.  31. 

KFMX-TV  San  Diego,  Calif.— Sherrill  C. 
Corwin,  ch.  27.  Changed  from  KEZY. 

WAST  Albany,  N.Y.— Van  Curler  Bcstg. 
Corp.,  ch.  35.  Changed  from  WTRI. 

WCIN-TV  Cincinnati,  Ohio— Robert  W. 
Rounsaville,  ch.  54.  Changed  from  WSOK- 
TV. 

Translators 

Renville  County  Tv  Corp.  (Robert  G. 
Johnson,  president),  Olivia,  Minn.— Granted 
cp  for  new  tv  translator  station  on  ch.  82  to 
translate  programs  of  WTCN-TV  (ch.  11), 
Minneapolis.  Announced  Jan.  14. 

CALL  LETTERS  ASSIGNED 

K72AU  Verdi,  Nev.— Truckee  River  Civic 
Tv  Inc. 

K75AN  Empire,  Ore. — Ocean  View  Tv 
Translator  Inc. 

K71AP  Seaside,  Ore.— Seaside  Video  Club. 

W79AB  Palmerton,  Pa.— Upper  Lehigh 
Translator  Service  Corp. 

New  Am  Stations 

ACTIONS  BY  FCC 
Knoxville,  Iowa— Grinnell  Bcstg.  Corp.— 
Granted  1320  kc,  500  w  DA-D.  P.O.  address 
Ralph  J.  Bitzer,  298  Arcade  Bldg.,  St.  Louis, 
Mo.  Estimated  construction  cost  $16,639,  first 
year  operating  cost  $36,000,  revenue  $42,000. 
Applicant  also  owns  KGRN  Grinnell,  Iowa. 
Announced  Jan.  14. 


Kene,  N.H.— The  KBR  Stations  Inc.— 
Granted  1220  kc,  1  kw  D.  P.O.  address  155 
Front  St.,  Manchester,  N.H.  Estimated  con- 
struction cost  $7,500,  first  year  operating  cost 
$40,000,  revenue  $40,000.  Principals  are  W.  F. 
Rust  Jr.  (77.3%)  who  has  majority  invests 
in  WNOW-AM-FM-TV  York,  Pa.,  WTSL 
Hanover,  WTSN  Dover  and  WTSV-AM-FM 
Claremont,  all  New  Hampshire,  and  minor- 
ity interest  in  WKBR-AM-FM  Manchester, 
N.H.,  and  Ralph  Gottlieb  (22.7%)  who  has 
minority  interests  in  same  stations.  An- 
nounced Jan.  8. 

Newnort,  N.H.— Kenneth  E.  Shaw— Grant- 
ed 1010  kc,  250  w  D.  P.O.  address  Citizens 
Bank  Bldg.,  Newport,  N.H.  Estimated  con- 
struction cost  $34,885,  first  year  operating 
cost  $31,500,  revenue  $46,208.  Mr.  Shaw,  sole 
owner,  is  attorney  and  judge.  Announced 
Jan.  14. 

APPLICATIONS 

Douglas,  Ga. — R.  W.  Woodruff  1480  kc,  1 
kw  D.  P.O.  address  Box  217.  Estimated  con- 
struction cost  $18,900,  first  year  operating 
cost  $18,000,  revenue  $30,000.  Mr.  Woodruff 
is  in  accountancy.  Announced  Jan.  12. 

Lamed,  Kan.— Francis  C.  Morgan  Jr.  1290 
kc,  500  w.  P.O.  address  1108  Champa,  Pratt, 
Kan.  Estimated  construction  cost  $14,545, 
first  year  operating  cost  $24,000,  revenue 
$20,000.  Mr.  Morgan  is  employe  of  KWSK 
Pratt,  Kan.  Announced  Jan.  12. 

Larned,  Kan.— Pier  San  Inc.  1290  kc,  500 
w  D.  P.O.  address  Box  933,  Wiohi+a,  K^n. 
Estimated  construct  on  cost  $12,825,  first 
year  operating  cost  $24,000,  revenne  ;  25,0^0. 
Owners  are  equal  partners  Webb  Pierce  and 
Jim  Denny  co-owners  of  WJAT  Swainsboro, 
Ga.;  John  Bozeman  owner  of  KSIR  Wichita, 
Kans.,  and  K.  W.  Pyle  and  Port  Early,  em- 
ployes of  KSIR.  Announced  Jan.  12. 

Winfleld,  Kan.— Winfield  Bcstg.  Co.  1550 
kc,  250  w.  P.O.  address  Box  503,  Carthage, 
Mo.  Estimated  construction  cost  $23,477.24, 
first  year  operating  cost  $42,000,  revenue 
$48,000.  LJoyd  C.  McKennev,  sole  owner  a'so 
owns  KRMO  Monett,  Mo.,  KMDO  Fort  Scott, 
Kan.,  and  50%  of  KBHM  Branson,  Mo.  An- 
nounced Jan.  13. 

Prentiss,  Miss. — Jeff  Davis  B-stg.  Service 
790  kc,  500  w  D.  P.O.  address  1018  Pope  St., 
Memphis  12,  Tenn.  Estimated  ronst-uction 
cost  $12,360,  first  year  operating  cost  $34,500, 
revenue  $40,963.  Jesse  R.  Williams,  sole 
owner,  is  civil  service  worker  for  Air  Force. 
Announced  Jan.  12. 

Washington,  Mo. — Washington  Bcstg.  Co. 
920  kc,  500  w  D.  P.O.  address  1547  Maple- 
wood,  Memphis  8,  Tenn.  Estimated  construc- 
tion cost  $26,950,  first  year  operating  cost 
$65,699,  revenue  $75,780.  Sole  owner  is  Earl 
W.  Daly,  who  also  owns  WHEY  Millington, 
Tenn.  Announced  Jan.  12. 

Hammonton,  N.J. — Hammonton  Bcstg.  Co. 
1600  kc,  500  w  D.  P.O.  address  P.O.  Box  351, 
Coatesville,  Pa.  Estimated  construction  cost 
$22,000,  first  year  operating  cost  S50.000, 
revenue  $60,000.  Equal  partners  William  S. 
Halpern  and  Louis  N.  Seltzer  co-own  WCOJ 
Coatesville,  Pa.  Announced  Jsn.  13. 

Charles  Town,  W.  Va. — Arthur  W.  Arundel 
1550  kc,  5  kw  D.  P.O.  address  Waverly  Way, 
McLean,  Va.  Estimated  construction  cost 
$32,191.30,  first  year  operating  cost  $58,700, 
revenue  $65,000.  Mr.  Arundel  is  Washington 
news  correspondent  for  UPI.  Announced 
Jan.  14. 


Existing  Am  Stations 

ACTIONS  BY  FCC 

KPER  Gilroy,  Calif. — Granted  increase  of 
power  from  500  w  to  1  kw,  continuing  op- 
eration on  1290  kc  D;  remote  control  per- 
mitted. Announced  Jan.  14. 

WWCC  Bremen,  Ga. — Granted  increase  of 
power  from  500  w  to  1  kw,  continuing  op- 
eration on  1440  kc  D,  without  prejudice  to 
whatever  action  Commission  may  deem  nec- 
essary as  result  of  final  determination  in  re 
West  Georgia  Bcstg.  Co.  (WWCC).  An- 
nounced Jan.  14. 

WXLI  Dublin,  Ga.;  WAYX  Waycross,  Ga. 
— Designated  for  consolidated  hearing  ap- 
plication of  WXLI  to  change  facilities  from 


1440  kc,  1  kw  D,  to  1230  kc,  250  w  unl.,  and 
WAYX  to  increase  daytime  power  from  250 
w  to  1  kw,  continuing  operation  on  1230  kc, 
250  w  N;  made  WFRP  Savannah,  Ga.,  and 
KMAF  Madison,  Fla.,  parties  to  proceeding. 
Announced  Jan.  14. 

WGHM  Skowheeran,  Me. — Granted  increase 
of  power  from  1  kw  to  5  kw,  continuing  op- 
eration on  1150  kc  D;  remote  control  per- 
mitted. Announced  Jan.  8. 

WPLM  Plymouth,  Mass. — Granted  increase 
of  power  from  1  kw  to  5  kw  DA,  continuing 
operation  on  1390  kc  D;  engineering  condi- 
tions. Announced  Jan.  8. 

KLOO  Corvallis,  Ore.— Granted  change  of 
facilities  from  1340  kc.  250  w  unl.,  to  1350  kc, 
1  kw  D.  Announced  Jan.  14. 

WDXB  Chattanooga,  Tenn— Is  being  ad- 
vised that  application  for  renewal  of  license 
indicates  necessity  of  hearing  regarding 
overall  programming  operations.  Comr. 
Craven  concurred  in  part.  Announced  Jan.  8. 

WTRB  Ripley,  Tenn. — Granted  increase  of 
power  from  250  w  to  1  kw,  continuing  op- 
eration on  1570  kc  D:  remote  control  per- 
mitted. Announced  Jan.  8. 

APPLICATIONS 

KOBY  San  Francisco,  Calif. — Cp  to  in- 
crease daytime  power  from  10  kw  to  50  kw; 
install  new  trans,  and  make  changes  in  day- 
time DA  pattern. 

KATY  San  Luis  Obispo,  Calif.— Cp  to  in- 
crease daytime  power  from  250  w  to  1  kw 
and  install  new  trans. 

WJBO  Baton  Rouge,  La.— Co  to  change 
ant. -trans,  location  and  install  new  trans. 

WSPR  Springfipld,  Mass.— Cp  to  increase 
daytime  power  from  1  kw  to  5  kw;  install 
new  trans,  and  make  changes  in  daytime 
DA  pattern  (chanee  from  DA-1  to  DA-2). 

KATL  Miles  City,  Mont.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans. 

WNIA  Cheektowaga,  N.Y. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans,  (resubmitted). 

WWON  Woonsocket,  R.I.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans. 

CALL  LETTERS  ASSIGNED 

KEZY  Anaheim,  Calif.— Radio  Orange 
County  Inc.,  1250  kc. 

WPLK  Rockmart,  Ga.— Polk  Radio,  1220 
kc. 

WSOK  Savannah,  Ga.— Fisher  Bcstg.  Co., 
1230  kc.  Changed  from  WFRP. 

KSRA  Salmon,  Idaho— Snake  River  Radio 
&  Tv  Co.,  960  kc. 

WDLM  East  Moline,  111. — Moody  Bible  In- 
stitute of  Chicago,  950  kc. 

WQDY  Calais,  Me.— St.  Croix  Bcstg  Co., 
1230  kc. 

WCSR  Hillsdale,  Mich.— Baw  Beese  Bcstrs. 
Inc.,  1340  kc.  Changed  from  WBSE. 

WKSK  West  Jefferson,  N.C.— James  B. 
Childress,  1600  kc. 

WNCO  Ashland,  Ohio— Radio  Ashland 
Inc.,  1340  kc.  Commission  action  changing 
call  letters  to  WATG  rescinded.  Remains 
WNCO. 

WGRP  Greenville,  Pa. — Greenville  Bcstg. 
Co.,  920  kc. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Phoenix,  Ariz. — Voice  of  Arizona  Die. — 
Granted  101.3  mc,  4.5  kw.  P.O.  address  Box 
1974.  Owner  William  P.  Ledbetter  is  an- 
nouncer-engineer KMOP  Tucson,  Ariz.  An- 
nounced Jan.  14. 

Pine  Bluff,  Ark. — Universal  Bcstg.  Corp.— 
Granted  92.3  mc,  3.2  kw.  P.O.  address  Box 
957.  Estimated  construct-on  cost  $12,045,  first 
year  operating  cost  $9,576,  revenue  $18,500. 
Applicant  B.  J.  Parrish  also  owns  KOTN 
Pine  Bluff.  Announced  Jan.  14. 

Arlington  Heights,  111.— John  D.  Morgan- 
Granted  92.7  mc,  1.0  kw.  P.O.  address  321  S. 
Drury  Lane.  Estimated  construction  cost 
$46,850,  first  year  operating  cost  $12,000,  rev- 
enue $19,500.  Mr.  Morgan,  sole  owner,  is  in 
advertising.  Announced  Jan.  14. 

Albany,  N.Y.— CaDital  Cities  Tv  Corp.— 
Granted  95.5  mc,  20  kw.  P.O.  address  Box 
10,  Albany.  Estimated  construction  cost  $20,- 
000,  first  year  operating  cost  $1,000,  revenue 
none.  Applicant  is  licensee  of  WROW  Al- 
bany and  permittee  of  WTEN  (TV)  Albany, 
WCDB  (TV)  Hagaman,  N.Y.,  and  WCDC 
(TV)  Adams,  Mass.  It  also  owns  all  of  per- 
mittee of  WTVD  (TV)  Durham,  N.C.  An- 
nounced Jan.  8. 

Sandusky,  Ohio— Lake  Erie  Bcstg.  Co.— 
Granted  102.7  mc,  5.9  kw.  P.O.  address  Box 
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1209.  Estimated  construction  cost  $13,908, 
first  year  operating  cost  $1,200.  Applicant  is 
licensee  of  WLEC  Sandusky.  Announced 
Jan.  8. 

Madison,  Wis. — Paul  A.  Stewart  Enter- 
prises—Granted 102.5  mc,  3.5  kw.  P.O.  ad- 
dress Box  504.  Estimated  construction  cost 
$15,000,  first  year  operating  cost  $9,000,  reve- 
nue $10,000.  Mr.  Stewart,  sole  owner,  is  in 
insurance  and  real  estate.  Announced  Jan. 
14. 

Staunton,  Va. — American  Home  Bcstg. 
Corp.— Granted  102.5  mc,  0.5  kw.  P.O.  ad- 
dress Box  446  Staunton.  Estimated  construc- 
tion cost  $7,735,  first  year  operating  cost 
$7,075,  revenue  $7,220.  Lloyd  Gochenour 
(80%)  and  Charles  E.  Heatwole  (20%)  are 
with  WAFC  Staunton.  Announced  Jan.  14. 

Existing  Fm  Stations 

ACTIONS  BY  FCC 

WNOK-FM  Columbia,  S.C. — Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis,  ^nnouncpd  Jan.  14. 

KHGM  (FM)  Houston,  Tex.— Granted  SCA 
to  engage  in  functional  music  operations  on 
multiplex  b?sis.  .Announced  Jan.  8. 

WFMR    (FM)    Milwaukee,    Wis.— Granted 
SCA  to  engage  in  functional  music  operation 
on  multiplex  basis.  Announced  Jan.  14. 
APPLICATION 

WLIN  (FM)  Wausau,  Wis.— Cp  to  change 
frequency  from  100.7  mc,  ch.  264  to  95.5  mc, 
ch.  238;  change  ant. -trans,  location  from  on 
U.S.  Highways  51  and  17,  north  of  Merrill, 
Wis.,  to  atop  Rib  Mountain,  4  miles  south- 
west of  Wausau,  Wis.;  change  main  studios 
from  on  U.S.  highwavs  51  and  17,  north  of 
Merrill,  Wis.,  to  714  5th  St.,  Wausau,  Wis.; 
increase  ERP  from  9.35  kw  to  20.65  kw;  in- 
crease ant.  height  above  average  terrain 
from  260  ft.  to  1010  ft.  and  change  station 
location  from  Merrill,  Wis.,  to  Wausau,  Wis. 
CALL  LETTERS  ASSIGNED 

KATY-FM  San  Luis  Obispo,  Calif.— Sweet- 
heart of  S-an  Luis  Obispo  Inc.,  99.9  mc. 

WLOB-FM  Portland, "  Me.— Casco  Bcstrs. 
Corp.,  97.9  mc. 

WFGM-FM  Fitchburg,  Mass.— Wachusett 
Bcstg.  Corp.,  104.7  mc. 

WNCO-FM  Ashland,  Ohio— Radio  Ashland 
Inc.  Commission  action  changing  call  letters 
to  WATG-FM  rescinded.  Remains  WNCO- 
FM. 

WTVN-FM    Columbus,    Ohio— Radio  Co- 
lumbus Inc.,  95.5  mc. 
WPIT-FM  Pittsburgh,  Pa.— WPIT  Inc.,  101.5 

WNOK-FM  Columbia,  S.C— Palmetto  Ra- 
dio Corp.,  104.7  mc. 

KFJZ-FM  Fort  Worth,  Tex.— Tarrant 
Bcstg.  Co.,  97.1  mc. 

Ownership  Changes 

ACTIONS  BY  FCC 

KNAC-TV  Fort  Smith,  Ark.— Granted 
transfer  of  control  from  Harry  Pollock  to 
Donald  W.  Reynolds  (49%  stockholder)  who 
will  pay  $565,000  for  remaining  51%.  Comrs. 
Hyde,  Bartley  and  Ford  disssnted.  Mr. 
Reynolds,  newspaper  publisher,  is  permittee 
of  KHAD-TV  Laredo,  Tex.,  and  has  con- 
trolling interest  in  KOLO-AM-TV  Reno, 
Nev.;  KLRJ-TV  Henderson,  Nev.;  KFSA 
Fort  Smith,  Ark.;  KBRS  Springdale,  Ark.; 
KHBG  Okmulgee,  Okla.,  and  KORK  Las 
Vegas,  Nev.  Announced  Jan.  8. 

WDSP  De  Funiak  Springs,  Fla.— Granted 
assignment  of  license  to  Euchee  Valley 
Bcstg.  Co.  (Marie  F.  Douglass,  president, 
widow  of  deceased,  and  97%  owner) ;  no 
monetary  consideration.  Announced  Jan.  14. 

WZFM  (FM)  Jacksonville,  Fla.— Granted 
assignment  of  license  to  Irving  Glick;  con- 
sideration $110X00.  Announced  Jan.  14. 

WNOS-AM-FM  High  Point,  N.C.— Granted 
assignment  of  licenses  to  Charles  E.  Doss 
(one-third  owner  of  WROM  Rome,  Ga.); 
consideration  $67,500  and  agreement  that 
Garrett  M.  Allen,  station  manager,  will  not 
engage  in  broadcasting  business  for  three 
years  within  15  miles  of  High  Point.  An- 
nounced Jan.  14. 

WHEB  Portsmouth,  N.H.— Granted  as- 
signment of  license  to  Knight  Bcstg.  of  New 
Hampshire  Inc.  (Norman  Knight,  president); 
consideration  $75,000  and  agreement  that 
seller  will  not  engage  in  radio  business  for 
10  years  within  radius  of  50  miles  of  Ports- 
mouth. Announced  Jan.  14. 

WJMO  Cleveland,  Ohio— Granted  (1)  re- 
newal of  license  (2)  assignment  of  license 
to  Tuschman  Bcstg.  Co.;  consideration 
$250,000;  application  to  change  trans,  and 
studio  locations  800  ft.  from  present  site; 
engineering  conditions.  Announced  Jan.  14. 

WSRS-AM-FM  Cleveland  Heights,  Ohio- 


Granted  assignment  of  licenses  to  Friendly 
Bcstg.  Co.  (Richard  Eaton,  president  and 
principal  stockholder) ;  consideration  $306,- 
000  plus  agreement  to  pay  S.  R.  Sague,  pres- 
ident of  assignor,  $20,000  a  year  for  five 
years  as  consultant  and  for  agreement  not 
to  compete  for  five  years  within  local  area; 
conditioned  that  assignment  not  be  consum- 
mated until  assignee  has  disposed  of  its  in- 
terests in  WJMO-AM-FM  Cleveland.  As- 
signee also  has  interest  in  WOOK-AM-TV, 
WFAN  (FM)  Washington,  D.C.;  WSID-AM- 
FM,  WTLF-TV  Baltimore,  Md.;  WARK-AM- 
FM  Hagerstown,  Md.;  WINX  Rockville,  Md.; 
WANT  Richmond,  and  WYOU  and  WACH- 
TV  Newport  News,  Va.  Announced  Jan.  14. 

KTOW  Oklahoma  City,  Okla.  —  Granted 
assignment  of  license  to  KTOW  Inc  (W.  D. 
Schueler,  president,  has  majority  interest  in 
KBRZ  Freeport,  and  minority  interest  in 
KJIM  Fort  Worth,  Tex.;  Paul  E.  Taft,  vice 
president,  owns  KHGM  (FM),  and  has  mi- 
nority interest  in  KGUL-TV,  both  Houston, 
and  KJIM;  consideration  $150,000.  An- 
nounced Jan.  14. 

WKMC  Roaring  Spring,  Pa.— Granted 
transfer  of  control  from  Carl  W.  Kensinger, 
et  al.,  to  Melvin  H.  Shaw,  et  al.;  considera- 
tion $54,000  for  90%  interest.  Announced 
Jan.  14. 

WOKE  Oak  Ridge,  Tenn.— Granted  trans- 
fer of  control  from  Arthur  D.  Smith  Jr.,  and 
Carter  M.  Parham  to  WATO  Inc.  (WATO 
Oak  Ridge);  consideration  $80,238;  condi- 
tioned that  transfer  not  be  consummated 
until  transferee  has  disposed  of  interest  in 
WATO.  Announced  Jan.  14. 

KLYN  Amarillo,  Tex.— Granted  assign- 
ment of  license  and  cp  from  E.  Boyd  Whit- 
ney and  Arthur  Leroy  Nichols,  to  Radio 
KLYN  Inc.  (Giles  E.  Miller,  president); 
consideration  $147,000.  Announced  Jan.  14. 

KTET  Livingston,  Tex.— Granted  assign- 
ment of  l'cense  from  E.  H.  Whitehead  and 
Tommie  Cole  Stripling,  to  E.  J.  Griffin  Jr.; 
consideration  $12,500.  Announced  Jan.  14. 
APPLICATIONS 

KVOM  Morrilton,  Ark. — Seeks  assignment 
of  license  from  Morrilton  Bcstg.  Co.  (J.  C. 
Willis  and  L.  L.  Bryan)  to  J.  C.  Willis.  Mr. 
Willis,  present  90%  owner,  is  purchasing 
Mr.  Bryan's  10%  interest  for  $5'000.  An- 
nounced Jan.  13. 

WAZA  Bainbridge,  Ga.— Seeks  assignment 
of  license  from  Bainbridge   Bcstg.   Co.  to 


Radio  Bainbridge  Inc.  for  $50,000.  Buyers 
are  J.  W.  Woodruff  Jr.  (40%)  who  has  inter- 
ests in  WRBL-AM-FM-TV  Columbus,  Ga. 
(30%)  and  WGPC  Albany,  Ga.  (60%),  Rich- 
ard N.  Hunter  (40%)  with  Hollingbery,  sta- 
tion representative,  and  others.  Announced 
Jan.  13. 

KSMN  Mason  City,  Iowa — Seeks  transfer 
of  100%  of  licensee  (Land  O'Corn  Bcstrs. 
Inc.)  from  Charles  V.  and  Ruth  B.  Warren 
to  equal  partners  Harry  Campbell  and 
Donald  F.  Blanchard  (employes  of  WLS 
Chicago)  for  $140,000.  Announced  Jan.  12. 

KLUV  Haynesville,  La. — Seeks  assignment 
of  license  from  Charles  Edward  Ray  to 
Haynesville  Bcstg.  Co.  for  $11,000.  Buyers 
are  N.  A.  Parker,  Haynesville  businessman; 
Paul  A.  Newell,  attorney;  and  K.  Eugene 
Chance,  employe  of  KVNL  Homer,  La.  Each 
owns  V3  interest.  Announced  Jan.  13. 

KGDE  Fergus  Falls,  Minn.— Seeks  assign- 
ment of  license  from  Fergus  Radio  Corp.  to 
Northland  Bcstg  Corp.  for  $100,000.  Buyers 
are  Carroll  E.  Crawford  (80%)  and  Kingsley 
H.  Murphy  Jr.  (20%).  Mr.  Crawford  is  in 
advertising  and  Mr.  Murphy  is  vice-presi- 
dent and  director  of  KRNT-TV  Des  Moines, 
Iowa.  Announced  Jan.  12. 

WNLA  Indianola,  Miss. — Seeks  assignment 
of  license  from  Central  Delta  Bcstg.  Co. 
to  Radio  Cleveland  Inc.  for  $30,000.  Buyer 
also  owns  WCLD  Cleveland,  Miss.  An- 
nounced Jan.  13. 

WTVD  (TV)  Durham,  N.C.— Seeks  assign- 
ment of  cp  from  Durham  Bcstg.  Enter- 
prises to  Capital  Cities  Tv  Corp.  Corporate 
change.  No  control  change.  Announced  Jan. 
12. 

WMUR-TV  Manchester,  N.H.— Seeks  as- 
signment of  license  from  Radio  Voice  of 
New  Hampshire  Inc.  to  United  Television 
Co.  of  New  Hampshire  for  $450,000.  Richard 
Eaton,  beneficial  owner  of  buyer,  has  inter- 
ests   in    WOOK    and    WFAN,  Washington, 

D.  C;  WSID-AM-FM  Baltimore,  WARK- 
AM-FM  Hagerstown  and  WINX  Rockville, 
all  Maryland;  WANT  Richmond  and  WYOU 
Newport  News,  both  Virginia,  and  WSRS- 
AM-FM   Cleveland.   Announced   Jan.  14. 

KABR  Aberdeen,  S.D.— Seeks  assignment 
of  license  from  Yankton  Bcstg.  Co.  to  Frank 

E.  Fitzsimonds,  former  manager  of  KBMB- 
TV  Bismarck,  N.D.,  for  $80,000.  Announced 
Jan.  13. 

KHEN  Big  Spring,  Tex.— Seeks  assign- 
ment of  license  from  Elm  Bcstg  Corn,  to 
Cobra  Bcstg.  Co.  Buyers  are  equal  partners 
Thomas  E.  Conner,  wholesale  distributor  of 


pocket  size. .  Collins  "micromote" 


Transistorized 
single  channel 
remote  amplifier 

Ideal  for  "on  the  spot"  commentary. 
Only  slightly  larger  than  a  pack  of 
cigarettes.  Fits  easily  into  chest  pocket 
or  on  belt.  Weighs  only  10  ounces. 

The  "Micromote"  is  entirely  self 
contained.  Eliminates  bulky  battery  boxes 
and  bothersome  cables.  Sturdy  chrome- 
finished  steel  construction.  Contains  six 
transistors,  four  200-hour  mercury 
batteries.  Price  complete  with  batteries, 
only  $135,  or  $168  with  microphone. 

For  more  information  about  the  Collins 
"Micromote",  can  or  write,  Collins  Radio 
Company,  Broadcast  Sales  Division, 
315  Second  Avenue,  S.E., 
Cedar  Rapids,  Iowa. 
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Get  More  Coverage 
With  The  New  RCA 

500-  and  1000 -Watt 

AM  Transmitters 

The  ability  of  these  new  500-  and 
1000-watt  AM  transmitters  to 
achieve  and  maintain  a  higher 
average  level  of  modulation  as- 
sures more  program  coverage. 
Simplified  tuning,  ease  of  instal- 
lation, built-in  provisions  for  re- 
mote control,  and  low  operating 
cost  make  the  RCA  Type  BTA- 
500/1R  your  best  transmitter  buy. 
Color  styling  adds  harmony  to 
station  decor— a  choice  of  red, 
green,  blue,  or  grey  doors.  What- 
ever your  equipment  needs— 
SEE  RCA  FIRST! 

Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.OC-22,  Build- 
ing 15-1,  Camden,  New  Jersey. 

RADIO  CORPORATION 
of  AMERICA 


automotive  products  and  Robert  E.  Brad- 
bury Jr.,  manager  of  KPET  Lamesa,  Tex. 
Purchase  price:  $57,607.97,  plus  accounts 
receivable.  Announced  Jan.  12. 


Hearing  Cases 


FINAL  DECISIONS 

By  order,  Commission  adopted  and  made 
effective  immediately  Dec.  1  initial  decision 
and  granted  am  applications  of  Alfred  Ray 
Fuchs  for  increase  of  power  of  KTJS  Hb- 
bart,  Okla.,  from  250  w  to  1  kw,  continuing 
operation  on  1420  kc,  D,  and  KGFL  Inc.,  to 
change  facilities  of  KGFL  Roswell,  N.  Mex., 
from  1400  kc,  250  w,  U,  to  1430  kc,  1  kw-N, 
5  kw-LS,  DA-N,  and  Joseph  S.  Lodata  for 
new  station  to  operate  on  1420  kc,  1  kw,  D. 
in  Santa  Rosa,  N.  Mex.  Announced  Jan.  14. 

By  order  Commission  adopted  and  made 
effective  immediately  Dec.  1  initial  decision 
and  granted  application  of  Kenneth  E.  Shaw 
for  new  am  station  to  operate  on  1010  kc, 
250  w,  D,  in  Newport,  N.H.  Announced 
Jan.  14. 

By  order,  Commission  modified  Nov.  18, 
1958  initial  decision  to  add  that,  "because  it 
believes  that  it  is  contrary  to  public  inter- 
est for  participants  in  proceeding  to  pre- 
clude by  private  agreement  future  filing  of 
applications  which  might  involve  improve- 
ment in  service  to  public.  Commission  does 
not  approve  agreement  made  between 
James  S.  Rivers  Inc.,  and  F.  Keith  Brown 
insofar  as  said  agreement  would  limit  filing 
of  any  applications  for  new  or  improved 
service  by  any  applicant  in  which  Mr. ' 
Brown  had  interest,"  and  adopted  initial 
decision  as  modified  and  granted  applica- 
tion of  James  S.  Rivers  Inc.,  to  change 
facilities  of  station  WJAZ  Albany,  Ga.,  from 
1050  kc,  1  kw,  D,  to  960  kc,  5  kw.  DA,  D. 
Announced  Jan.  9. 

INITIAL  DECISIONS 

Hearing  Examiner  Forest  L.  McClenning 
issued  initial  decision  looking  toward  (1) 
affirming  June  4,  1958  grant  of  application 
of  South  Bay  Bcstg.  Co.  for  new  Class  A  fm 
station  (KAPP)  to  operate  on  93.5  mc  in 
Redondo  Beach,  Calif.,  and  (2)  terminat- 
ing July  30  action  which  postponed  effective 
date  of  grant  and  dismissing  protests  filed 
by  Coast  Radio  Bcstg.  Corp.  (KPOL-FM) 
and  CBS  Radio  (KNX-FM),  both  Los  An- 
geles. Announced  Jan.  8. 

OTHER  ACTIONS 

Commission  on  Jan.  14  directed  prepara- 
tion of  document  looking  toward  denying 
request  for  oral  argument  but  granting  peti- 
tion by  Globe  Newspaper  Co.  to  extent  of 
permitting  that  company  to  intervene  (but 
only  on  issue  No.  1  having  to  do  with  pos- 
sible disqualification  of  one  or  more  of  the 
Commissioners)  in  Boston,  Mass.,  tv  ch.  5 
remand  proceeding  involving  applications 
of  WHDH  Inc.  (WHDH-TV),  Greater  Boston 
Television  Corp.,  Massachusetts  Bay  Tele- 
casters  Inc.,  and  Allen  B.  DuMont  Labs.  Inc.. 
for  new  tv  stations.  Comr.  Craven  not  par- 
ticipating. 

Majority  of  Commission  on  Jan.  14  di- 
rected preparation  of  document  looking  to- 
ward reaffirming  Aug.  1,  1957  decision  which 
reinstated  and  affirmed  Nov.  2,  1955  grant  to 
West  Georgia  Bcstg.  Co.  for  cp  for  new  am 
station  (WWCS)  to  operate  on  1440  kc,  500 
w  D,  in  Bremen,  Ga.,  which  had  been  pro- 
tested by  Carroll  Bcstg.  Co.  (WLBB),  Car- 
rollton,  Ga.  On  July  10,  1958,  Court  of  Ap- 
peals remanded  proceeding  to  Commission 
for  further  consideration. 

By  memorandum  opinion  and  order.  Com- 
mission dismissed  petition  by  Television 
Diablo  Inc.  (tv  station  KOVR,  ch.  13),  Stock- 
ton, Calif.,  for  reconsideration  of  March  5, 


1958  grant  of  cp  to  Town  and  Country  Bcstrs. 
to  change  facilities  of  fm  station  KJML 
Sacramento,  from  Class  A  station  on  95.3 
mc  to  Class  B  station  on  106.5  mc.  An- 
nounced Jan.  8. 

By  order  Commission  granted  in  part  re- 
quest by  NAB,  and  extended  time  from 
Jan.  19  to  Feb.  20  to  file  comments  in  rule- 
making proceeding  concerning  changes  in 
program  sections  of  broadcast  application 
forms.  NAB  had  requested  60-day  extension. 
Announced  Jan.  8. 

By  order,  Commission  granted  petition  by 
Puget  Sound  Bcstg.  Co.  to  extent  of  allow- 
ing counsel  for  Queen  City  Bcstg.  Co. 
(KIRO),  KXA  Inc.,  Puget  Sound  Bcstg.  Co. 
and  Broadcast  Bureau,  each  30  minutes  for 
arguments  in  oral  argument  in  Seattle. 
Wash.,  ch.  7  tv  proceeding  scheduled  for 
Jan.  30.  Announced  Jan.  9. 

Brinkley  Bcstg.  Co.,  Tri-County  Bcstg. 
Co.,  Brinkley,  Ark. — Designated  for  consoli- 
dated hearing  applications  for  new  am  sta- 
tions to  operate  on  1570  kc,  250  w  D.  An- 
nounced Jan.  8. 

F.  M.  &  Television  Corp.,  Escondido. 
Calif.;  Norman  E.  Kay,  Del  Mar,  Calif.— 
Designated  for  consolidated  hearing  appli- 
cations for  new  am  stations — F.  M.  &  Tv 
Corp. — to  operate  on  1510  kc,  5  kw  unl.. 
DA-1,  and  Kay  to  operate  on  1490  kc,  250  w 
unl.;  made  KBLA  Burbank,  KDB  Santa 
Barbara,  KPAS  Banning,  KWIZ  Santa  Ana. 
and  KICO  Calexico,  Calif.,  parties  to  pro- 
ceeding. Comrs.  Craven,  Ford  and  Cross 
voted  to  delete  Issue  5. 

Alkima  Bcstg.  Co.,  Howard  Wasserman, 
West  Chester,  Pa.;  Herman  Handloff,  New- 
ark, Del. — On  Commission's  own  motion,  set 
aside  Dec.  23  action  which  designated  for 
consolidated  hearing  applications  for  new 
am  stations  to  operate  on  1260  kc,  500  w  DA. 
D,  and  redesignated  applications  for  con- 
solidated hearing  with  presently  specified 
partnership  of  Alkima  and  others  herein. 


Routine  Roundup 


By  notice  of  inquiry.  Commission  invites 
comments  by  April  8  on  advisability  of 
authorizing  daytime-only  am  broadcast  sta- 
tions to  operate  from  6  a.m.  or  local  sunrise 
(whichever  is  earlier)  to  6  p.m.  or  local  sun- 
set (whichever  is  later)  in  lieu  of  present 
sunrise-to-sunset  requirement.  In  so  doing. 
Commission  cited  certain  problems  and  re- 
quested views  and  data  on  specific  issues. 
Comr.  Bartley  concurred;  Comr.  Lee  dis- 
sented (both  issuing  statements). 

By  separate  memorandum  opinion  and 
order  Commission  denied  Oct.  20  petition  by 
Daytime  Broadcasters  Association  Inc.,  in- 
sofar as  it  requested  reconsideration  and 
grant  of  its  earlier  proposal  to  permit  such 
operation  from  5  a.m.  or  local  sunrise 
(whichever  is  earlier)  to  7  p.m.  or  local 
sunset  (whichever  is  later),  and  dismissed 
that  association's  alternative  proposal  for 
authorization  for  operation  from  6  a.m.  or 
local  sunrise  to  6  p.m.  or  local  sunset.  Comr. 
Lee  concurred.  . 

Commission  was  not  apprised  of  sufficient 
necessary  facts  to  render  decision  on  altern- 
ative request.  Data  elicited  and  obtained  by 
inquiry  may  possibly  warrant  institution  of 
rulemaking  looking  toward  some  form  of 
extended  hours  of  operation  by  qualifying 
daytime  am  stations.  Announced  Jan.  8. 
BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Jan.  9 

KIRX  Kirksville,  Mo.  —  Granted  assign- 
ment of  licenses  to  Community  Bcstrs.  Inc. 

WRNB  New  Bern,  N.C.— Granted  assign- 


AT  J  FN  KANDER 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS  J 

y 


WASHINGTON 
1625  Eye  Street,  N.W. 
NAtiona!  8-1990 

NEW  YORK 

60  East  42nd  Street 
MUrray  Hill  7-4242 

CHICAGO 

35  East  Wacker  Drive 
RAndolph  6-6760 

DENVER 

1 700  Broadway 
AComa  2-3623 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS   CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 

'  Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
617  Albee  Bldg.      Executive  3-461* 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


JAMES  C.  McNARY 

Consulting  Engineer 
National   Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  B.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,   N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box   2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assoc*,,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


;  Service  ] 

Directory 

COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phono  Jackson  3-5302 


CAPITOL  RADIO 
ENGINEERING  INSTITUTE 


Accredited  Techn 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1 052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


KEAR  &  KENNEDY 

1302  1  8th  St.,  N.  W.  Hudson  3-9C 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 


HAMMETT  &  EDISON 

CONSULTING   RADIO  ENGINEERS 

Box  68,  International  Airport 
San    Francisco   28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  Dyer  Street 
EMerson  3-33266 
Dallas  6,  Texas 


RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  298,  Arcade  Bldg., 
St.  Louis  1,  Mo.       Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations  •  Applications 
Petitions  •  Licensing  Field  Service 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

Sterling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-6215 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
IN  WOOD  POST  OFFICE 
DA1LAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING 


Washington,  D.  C. 
Executive  3-1230   Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7018 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications— Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  85,000*  Readers 
—among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


contact 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 

for  availabilities 
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ment  of  licenses  to  Jefferay  Bcstg.  Corp. 

KBCO  (FM)  San  Francisco,  Calif.— Grant- 
ed assignment  of  cp  to  Bay  FM  Bcstrs.  Inc. 

KMVI-TV  Wailuku,  Hawaii— Granted  li- 
cense for  tv  station;  ERP  vis.  27.5  kw,  aur. 
13.7  kw;  ant.  5,910  ft. 

WHUN  Huntingdon,  Pa. — Granted  license 
covering  change  of  ant. -trans,  location  and 
changes  in  ground  system. 

WDOE  Dunkirk,  N.Y.— Granted  license 
covering  change  from  employing  DA  night 
and  day  to  DA  nighttime  only  (DA-2  to 
DA-N). 

WGFS  Covington,  Ga. — Granted  license 
covering  change  of  ant. -trans,  and  studio 
location  and  changes  in  ant.  and  ground 
system.  . 

WBEE  Harvey,  111.— Granted  license  cover- 
ing installation  new  type  trans,  as  aux. 
trans. 

•KAMC-FM  Stillwater,  Okla.  —  Granted 
mod.  of  license  to  change  name  to  Radio 
and  Television  Service,  Oklahoma  State  Uni- 
versity of  Agriculture  and  Applied  Science. 

*WWKS  (FM)  Macomb,  111. — Granted  mod. 
of  license  to  change  name  to  Western  Illinois 
University. 

KPHO-TV  Phoenix,  Ariz.— Granted  cp  to 
change  ERP  to  vis.  100  kw,  aur.  to  50  kw; 
change  trans,  location,  type  trans.,  type  of 
ant.,  and  changes  in  ant.  system  and  equip- 
ment and  programming;  ant.  1,770  ft. 

KJCK  Junction  City,  Kan.— Granted  cp  to 
replace  expired  cp  which  authorized  instal- 
lation new  trans. 

KIWW  San  Antonio,  Tex.— Granted  mod. 
of  cp  to  change  type  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KPLA 
Plainview,  Tex.,  to  6-30;  WACL  Waycross. 
Ga.,  to  4-12;  KEVE  Golden  Valley,  Minn.,  to 
2-13;  KPCS  (FM)  Pasadena,  Calif.,  to  6-30; 
WRFK  (FM)  Richmond,  Va.,  to  5-21,  and 
KBIQ  (FM)  Los  Angeles,  Calif.,  to  3-25. 
Actions  of  Jan.  8 

KUSH  Cushing,  Okla.— Granted  acquisi- 
tion of  positive  control  by  Gordon  R.  Rock- 
ett  through  purchase  of  stock  from  Jack  B. 
Sellers. 

WGEA  Geneva,  Ala. — Granted  acquisition 
of  positive  control  by  Miles  H.  Ferguson 
through  purchase  of  stock  from  Howard  E. 
Pill. 

KUBE  Pendleton,  Ore— Granted  acquisi- 
tion of  positive  control  by  John  M.  Carroll 
through  purchase  of  stock  from  Robert  Ed- 
gar Thomlinson. 

Granted  licenses  for  following  am  sta- 
tions: WYRN  Louisburg.  N.C.;  WCST  Berke- 
ley Springs,  W.Va.;  WBPD  Orangeburg,  S.C.. 
remote  control  permitted;  WELB  Elba,  Ala., 
and  redescribe  ant. -trans,  and  studio  loca- 
tion. 

WLNA  Peeksville,  N.Y.— Granted  license 
covering  installation  of  new  trans  as  alter- 
nate main  trans,  at  present  location  of  main 
trans.;  location  redescribed  as  Radio  Ter- 
race, Town  of  Courtland,  N.Y. 

WDIX  Orangeburg,  S.C. — Granted  license 
covering  installation  of  new  type  trans. 

WKIC  Hazard,  Ky. — Granted  license  cov- 
ering change  of  facilities;  ant. -trans,  loca- 
tion, changes  in  ant.  and  ground  system  and 
installation  new  type  trans.;  remote  control 
permitted. 

WSEV  Sevierville,  Tenn. — Granted  license 
covering  changes  in  ant.  system. 

KFDX-TV  Wichita  Falls,  Tex.— Granted 
cp  to  change  aur.  ERP  to  70  kw,  slight 
change  in  trans,  site,  180  ft.,  no  change  in 
description,  coordinates  only,  make  changes 
in  ant.  system  and  other  equipment  and  ant. 
structure;  ant.  997  ft. 


SUMMARY  OF  COMMERCIAL  BROADCASTING 


Compiled  by  BROADCASTING  through  Jan. 
ON  AIR 


3,286 
543 
4321 


CP 

Not  on 

110 


TOTAL  APPLICATIONS 

For  new  stations 

603 
71 
97 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Jan.  14 


VHF 

435 


TOTAL 

5153 
38' 


COMMERCIAL  STATION 

BOXSCORE 

As  reported  by  FCC  through  Dec.  31,  1958 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,286 

543 

432' 

CPs  on  air  (new  stations) 

40 

35 

83- 

CPs  not  on  the  air  (new  stations) 

114 

117 

104 

Total  authorized  stations 

3,440 

695 

666 

Applications  for  new  stations  (not  in  hearing) 

470 

44 

38 

Applications  for  new  stations  (in  hearing) 

119 

30 

58 

Total  applications  for  new  stations 

589 

74 

96 

Applications  for  major  changes  (not  in  hearing) 

478 

31 

37 

Applications  for  major  changes  (in  hearing) 

48 
526 

32 

17 

Total  applications  for  major  changes 

54 

Licenses  deleted 

1 

2 

1 

CPs  deleted 

0 

0 

1 

addition,  seven  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 


1There  are, 
licenses. 

2  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 

4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


WOKS  Columbus,  Ga.— Granted  mod.  of 
cp  to  change  ant. -trans,  and  studio  locations 
to  Phenix  Citv,  Ala.,  make  changes  in  ant. 
system  (decrease  height)  and  ground  sys- 
tem and  change  type  trans.;  condition. 

KXXX  Colby,  Kan.— Granted  authority  to 
operate  aux.  trans,  by  remote  control. 

KEZJ  Williamsburg,  Ky.— Remote  control 
permitted. 

KUSN  St.  Joseph,  Mo. — Remote  control 
permitted. 

WMAL-FM  Washington.  D.C.  — Granted 
mod.  of  SCA  to  change  sub-carrier  fre- 
quencies to  26  and  65  kc. 

KIWW  San  Antonio,  Tex.— Granted  exten- 
sion of  completion  date  to  July  7. 

Actions  of  Jan.  7 

WYNN  Florence,  S.C. — Granted  license  for 
am  station  and  specify  studio  location;  re- 
mote control  permitted;  condition. 

WSMI  Litchfield,  111.— Granted  license  cov- 
ering changes  in  ant.  system  (add  remote 
pickup  ant.)  and  installation  new  trans. 

WOAI  San  Antonio,  Tex.— Granted  license 
covering  change  of  ant.-trans.  location, 
make  changes  in  ant.  system  (increase 
height)  and  ground  system,  and  installation 
new  trans. 

WIP  Philadelphia,  Pa.— Granted  license 
covering  installation  new  main  trans.:  and 


RADIO  STATION 

Appraisals— Negotiations— Financing 


Real  potential  for  owner  operator.  Beautiful 
living  conditions — market  doubled  in  gross 
past  10  year 


$200,000.  $45,000  down. 


Chicago 
Tribune  Tower 
DE  7-2754 


Contact  San 
Exbrook  2-5671 
Dallas 


CALIFORNIA 

Francisco  —  1 1 


Clevejand 
Terminal 
Tower 
TO  1-6727 


Sutter  St. 
arest  office. 
Wash.,  D.  C. 
1737  DeSales 
St.    N.  W. 
EX  3-3456 


HAM  I  LTD  N  •  STU  BBLEFIELD  •  TWIN  I NG  and  Associates,  Inc. 


BROKERS — Radio  and  Television  Stations — Newspapers 


license  to  use  old  main  trans,  as  alternate 
main  trans. 

WQXR-FM  New  York,  N.Y.  —  Granted 
authority  to  operate  aux.  trans,  by  remote 
control. 

WYZZ  Wilkes-Barre,  Pa.— Remote  control 
permitted. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KSWB 
(TV)  Elk  City,  Okla.,  to  7-20  and  KFMX-TV 
San  Diego.  Calif.,  to  6-23. 

Actions  of  Jan.  6 
Cleveland  Bcstg.  Inc.,  Cleveland,  Ohio — 

Granted  cp  for  low  power  (0.2  w)  aux.  on 
26.10-26.48  me  to  be  used  with  WERE. 
WERE-FM. 

Actions  of  Jan.  5 

KSLM  Salem,  Ore. — Granted  mod.  of  cp  to 
change  type  trans. 

WBNR  Beacon,  N.Y.— Granted  mod.  of  cp 
to  change  ant.-trans.  and  studio  locations 
and  type  trans. 

WREA  East  Palatka,  Fla.— Granted  mod. 
of  cp  to  change  ant.-trans.  and  studio  loca- 
tions, type  trans,  and  make  changes  in 
ground  system. 

WAGR  Lumberton,  N.C. — Granted  exten- 
sion of  authority  to  4-4  to  operate  daytime 
hours  only  pending  grant  of  daytime  appli- 
cation on  file. 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Scheduled  for  hearing  following  proceed- 
ings on  date  shown:  March  20  am  applica- 
tions of  Brinkley  Bcstg.  Co.,  and  Tri-County 
Bcstg.  Co.,  Brinkley,  Ark.  Action  Jan.  9. 
By  Hearing  Examiner  Annie  Neal  Huntting 
on  dates  shown 

Granted  request  by  Tri-County  Bcstg.  Co.. 
Jerseyville,  111.,  for  continuance  of  prehear- 
ing conference  now  scheduled  for  Jan.  16  to 
2  p.m.,  Jan.  21,  in  proceeding  on  its  am 
application  and  that  of  Radio  Missouri 
Corp.  (WAMV),  East  St.  Louis.  111.  Action 
Jan.  12. 

Granted  petition  by  Cairo  Bcstg.  Co.  in- 
sofar as  its  appearance  is  accepted  in  pro- 
ceeding on  am  applications  of  Tri-County 
Bcstg.  Co.,  Jerseyville,  and  Radio  Missouri 
Corp.  (WAMV),  East  St.  Louis,  both  Illinois. 
Action  Jan.  13. 

By  Hearing  Examiner  J.  D.  Bond 
on  Jan.  12 

Granted  petition  by  Oklahoma  Television 
Corp..  for  continuance  of  further  hearing 
Continued  on  page  116 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  204  per  word— $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  304  Per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Aggressive  manager  wanted  for  top  Missis- 
sippi station.  Must  have  good  sales  back- 
ound.  Write,  wire,  phone  Ross  Charles, 
DDT,  Greenville,  Miss. 


Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data.  General  Mana- 
ger Box  134H,  BROADCASTING. 


Metropolitan  market  in  southern  New  Eng- 
land area  looking  for  aggressive,  experi- 
enced salesman.  Salary  plus  incentive.  Will 
take  over  some  existing  accounts.  Send 
resume  and  availability.  Excellent  oppor- 
tunities for  earnings  and  advancement  with 
independent  music  and  news  station.  Box 
240H,  BROADCASTING. 


Salesman-announcer  for  5  kw  North  Caro- 
lina station.  Salary  and  commission.  Prefer 
southern  background.  Box  302H,  BROAD- 
CASTING. 


Sales  manager.  Major  central  Ohio  market. 
Top  money  and  future  for  man  who  loves 
to  sell.  Box  376H,  BROADCASTING. 


Somewhere  in  the  United  States  there  is  a 
young,  ambitious  salesman-announcer  type 
of  man  that  wants  to  get  ahead.  This  man 
may  have  only  announcing  experience  but 
will  not  waste  my  time  for  his.  Excellent 
salary,  possibilities  on  a  percentage  basis 
plus  fringe  benefits.  Drifters,  drinkers,  and 
prima  donnas  not  wanted.  Box  401H, 
BROADCASTING. 


Radio  sales  manager  midwest  (metropolitan 
population  125,000)  5  kw  am  Mutual  affiliate. 
Multiple  ownership.  If  you  have  proven 
sales  record  and  are  ready  for  manage- 
ment, send  salary  requirements,  picture  and 
details  to  Box  423H,  BROADCASTING. 


Salesman-announcer.  Idea  man  capable  of 
doing  morning  show.  Salary  plus  above 
average  commission.  Immediate  opening.  No 
floaters.  KCHE,  Cherokee,  Iowa. 


California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 


Florida.  Announcer-salesman,  the  type  who 
can  sell  refrigerators  to  Eskimos  on  the  air 
and  on  the  street.  Prefer  young,  aggressive 
man  with  genuine  interest  in  music  and 
news  format.  Air  mail  tape,  picture  and 
complete  resume  WHIY,  Orlando,  Florida. 


Solid  radio  salesman  wanted  to  take  over 
established  account  list.  Highly  successful 
1  kw  soon  to  go  to  5  kw.  Opening  created 
by  staff  promotion.  Full  details  to  WMIX, 
Mt.  Vernon,  Illinois. 


See  our  ad  under  technical.  WOKJ. 


Announcers 


Greater  Pittsburgh  area  station,  member  of 
growing  chain,  seeking  staff  announcer  with 
nurumum  of  2  years  experience,  good  em- 
ployment record,  good  personal  background. 
Quality  operation  that  demands  quality 
work.  Excellent  wages  and  opportunity  to 
move  up.  Send  resume,  tape  and  photo  im- 
mediately. Box  928G,  BROADCASTING. 


Modern  radio's  outstanding  chain  expand- 
ing. Number  one  station  top  ten  market  add- 
ing live-wire,  fast-paced  announcers,  hard- 
hitting salesmen.  Rush  tape,  snapshot,  data. 
General  Manager  Box  133H,  BROADCAST- 
ING. 


Help  Wanted— (Cont'd) 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  "to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 


Wanted:  Experienced  announcer  for  kilo- 
watt daytimer  in  Chicago  area.  48  hour  week 
guaranteed  minimum.  Paid  insurance,  vaca- 
tion and  other  fringe  benefits.  "Local"  oper- 
ation. No  disc  jockey,  top  40  operation.  Write 
giving  full  details  and  send  tape  with  letter. 
Box  271H,  BROADCASTING. 


Wanted:  Topnotch  announcer  for  major  role 
in  1000  watt  Pennsylvania  daylight  station. 
Good  pay  for  right  man!  Send  all  first  let- 
ter.  Box   285H,  BROADCASTING. 


North  central  independent  needs  competent, 
experienced  newsman  to  report  four  news 
programs  per  day,  5V2  day  week.  Permanent. 
Box  290H,  BROADCASTING. 


Wanted.  Good  announcer  with  selling  ex- 
perience. Immediate  opening,  permanent 
position.  Salary  commensurate  with  ex- 
perience. Box  317H,  BROADCASTING. 


Progressive  station  in  large  southern  market 
is  looking  for  3  top  girl  disc  jockeys.  Girls 
we  seek  must  be  attractive,  have  good  per- 
sonality, and  be  able  to  run  top  personality 
disc  jockey  shows.  Good  salary  and  excel- 
lent working  conditions.  Rush  pictures,  tape 
and  complete  background  to  Box  327H, 
BROADCASTING. 


Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary  re- 
quirements, experience,  air  check.  Box  355H, 
BROADCASTING. 


Morning  dj  wanted  one  of  fifteen  top  major 
markets.  Starts  $15,000.  Box  398H.  BROAD- 
CASTING. 


Staff  announcer  for  varied  duties  including 
news  and  sales.  Wages  open  based  on  ability 
and  experience.  Box  404H,  BROADCAST- 
ING. 


KBUD,  Athens,  Texas  seeking  experienced, 
mature  announcer.  $325.00  month. 


Experienced  announcers  for  fast  growing 
chain  with  openings  in  Fort  Worth  and 
Oklahoma  City.  Good  voice,  news  experi- 
ence, run  own  board,  must  sell  a  commer- 
cial. Salary  open  with  fringe  benefits.  Send 
tape,  resume  and  expected  salary  to  KJIM. 
Box  7321,  Fort  Worth  11,  Texas. 


Immediate  opening:  Two  good  experienced 
non-personality  announcers  for  top-rated 
music-and-news  NBC  affiliate.  Contact 
Gordon  Clark,  KRYS  Radio.  Corpus  Christi, 
Texas. 


Play-by-play  sportscaster  for  recreated 
baseball  for  ball  season  or  fulltime  by 
doubling  in  sales  or  announcing.  Send  tape 
illustrating  real  or  simulated  partial  game 
recreation.  Outline  experience,  marital 
status,  salary  requirements,  references.  Can 
arrange  west  coast  interview.  Outstanding 
opportunity  in  world's  loveliest  location. 
Contact  Fin  Hollinger,  KPOA,  Honolulu. 


Have  immediate  opening  for  first  class 
phone-combo  deejay.  Need  tape  and  resume. 
Good  salary  and  working  conditions. 
KWBB,  Wichita,  Kansas,  P.O.  Box  486. 
Phone  TEmple  8-3331. 


Eastern  North  Carolina  station  needs  ex- 
perienced announcer  immediately.  Good 
future  for  right  man.  Send  full  information 
to  Lee  Hodges,  WCPS,  Tarboro,  N.  C. 


Help  Wanted — (Cont'd) 


Announcers 


Florida  top  music  station  wants  full  time 
disc  personality.  Send  tape  full  information 
WDVH,  P.O.  Box  289,  Gainesville,  Florida. 


Florida.  Top-notch  dj  who  knows  modern 
radio  from  top  to  bottom.  Personality  and 
experience  necessary.  Air  mail  tape,  picture, 
resume,  WHIY,  Orlando,  Florida. 


Up-temple  station  with  employee  benefits, 
and  a  six  hour  night  shift,  dj  and  news 
starting  at  6:00  p.m.  at  $80  weekly.  You  must 
have  two  years  commercial  experience,  the 
ability  to  gather  local  news  by  phone  and 
put  together  a  pleasant  music  show.  Send 
tape  of  dj  work,  news  and  commercials,  in- 
cluding resume  and  picture.  Sorry,  no  tapes 
will  be  returned.  Tape  must  be  at  WICH  no 
later  than  January  23.  Work  begins  immedi- 
ately. No  phone  calls,  send  all  replies  to 
Art  Bouldin.  WICH.  Norwich,  Conn. 


Want  personality  dj  ready  for  immediate 
move  into  major  market  top  40  operation. 
Rush  tape  and  resume  of  experience  to 
Dale  Moudy,  WING,  Dayton  2,  Ohio. 


Disc  jockey  gags — three  books  plus  brochure 
of  hints  for  comedy  chatter.  $5.25  postpaid. 
Used  and  recommended  by  top  Chicago  dee- 
jay, Del  Clark.  DeBu  Features,  20  East 
Huron,  Chicago  11. 


Need  now!  Top-flight,  sincere-sounding, 
friendly,  lively,  air  personality.  Only  pro 
wanted.  Smaller  market  man  ready  to  move 
up  to  one  of  nation's  top  30  markets  ac- 
ceptable if  your  tape  shows  us  right  sound. 
Send  tape,  picture,  letter  to  Radio  Station 
Southern  Hotel,  Columbus,  Ohio. 


Technical 


Single,  mature,  responsible,  experienced  and 
congenial  first-class  engineer  with  car  who 
can  announce  reasonably  well.  Do  some 
announcing,  some  maintenance,  some 
supervisory  work.  Not  for  married  men.  We 
want  man  with  initiative  to  become  im- 
portant part  of  organization  as  assistant 
chief  engineer  at  southeastern  mountain-top 
location.  Board  and  room  provided,  making 
salary  equivalent  high.  Write  Box  313H, 
BROADCASTING. 


Top  Montana  station  needs  chief  engineer. 
Excellent  opportunity  for  well  qualified 
man.  Must  be  able  to  handle  directional 
pattern,  remote  control,  maintain  all  broad- 
cast equipment.  Excellent  working  condi- 
tions and  salary.  Previous  experience  as 
chief  necessary.  Forward  particulars  and 
references  to  Box  399H,  BROADCASTING. 


We  are  at  250  with  early  possibility  of  in- 
creasing power.  Our  physical  set-up  could 
be  engineers  dream.  To  make  it  one  we 
need  an  engineer-announcer  to  take  over, 
correct  a  few  minor  problems  and  be  his 
own  boss.  Know  how  and  a  desire  to  try 
are  most  important.  We  are  located  in  Way- 
cross,  Georgia,  friendliest  city  in  the  south. 
Your  future  here  your  own.  Start  at  $100.00 
a  week.  Call  AT  3-7100. 


Immediate  opening  for  chief  engineer  for 
one  of  Montana's  leading  stations.  250  watt 
RCA  equipped  with  alternate  main  transmit- 
ter. Good  pay.  Good  working  conditions. 
Excellent  medical  hospital,  pension  plan. 
Contact  I.  A.  Elliot,  Manager,  KATL,  Miles 
City,  Montana. 


Need  young,  energetic,  experienced  first 
phone  engineer  who  can  also  sell  or  do  office 
work.  Good  pay  and  future.  Al  Evans. 
WOKJ,  Jackson,  Mississippi. 
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GET  YOUR 

First  Class 
Commercial 

F.CC 


IN  12 
WEEKS! 

Grantham  School  of  Electronics  specializes  in 
F.CC.  license  preparation,  teaching  you  either 
by  correspondence  or  in  resident  classes.  Cor- 
respondence training  is  conducted  from  Wash- 
ington, Hollywood,  and  Seattle;  also,  resident 
DAY  and  EVENING  classes  are  held  in  all 
three  cities.  Regardless  of  whether  you  enroll 
by  correspondence  or  in  a  resident  class,  we 
train  you  quickly  and  well-NO  previous 
training  required.  A  beginner  may  qualify 
for  his  first  class  F.CC.  license  in  as  little  as 
twelve  weeks. 


Our  FREE  booklet.  Careers  in  Electronics, 
gives  complete  details  of  our  training  —  either 
home  study  or  resident  classes.  This  booklet 
tells  how  we  prepare  you,  quickly,  to  pass 
F.CC  examinations.  For  your  free  copy  of 
this  booklet,  clip  the  coupon  below  and  mail  it 
to  the  Grantham  School  nearest  you. 

WASHINGTON     Grantham  School  of  Electronics 
Vl  V*  B21-19th  Street,  N.W. 

M-V.  Washington  6,  D.C. 


HOLLYWOOD      Grantham  Sch°o1  of  Electronics 
n>i  ir  1505  N.  Western  Avenue 

bALIr.  Hollywood  27,  California 


SEATTLE  Grantham  School  of  Electronics 
UIACU  408  Marion  street 

WA5H.  Seattle  4,  Washington 


MAIL  TO  SCHOOL  NEAREST  YOU 


GRANTHAM  SCHOOL  OF  ELECTRONICS 

WMhTnjtoni  *  15HoHywooir  ■  ^eatti'e" 


Sludy,  □  Resident  Classes 


Help  Wanted — (Cont'd) 


Technical 


First  class  engineer,  assist  chief.  10  kw  di- 
rectional. State  experience,  salary.  WPGC, 
Washington  19,  D.  C. 


WQIK,  Jacksonville,  Florida,  going  to  5000 
watts,  needs  engineer-announcer  who  can 
handle  installation,  maintenance  and  short 
announcing  shift.  Salary  open  for  the  right 
man.  Contact  Marshall  Rowland,  WQIK. 
Jacksonville  6,  Florida.  Phone  ELgin  4-4501. 


Production-Programming,  Others 


Like  production  work,  writing  and  pro- 
ducing jingles  commercials,  etc?  Enjoy  an- 
nouncing for  a  modern  music  station?  Join 
one  of  Michigan's  great  radio  stations.  Plen- 
ty of  employee  benefits,  plenty  of  oppor- 
tunity if  you're  our  man.  We  need  him  now, 
so  act  fast.  Send  complete  details  including 
salary  expected  to  Box  276H,  BROADCAST- 
ING. No  tapes.  Personal  interview  absolute- 
ly necessary. 


Washington,  D.  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 
ing station.  Fabulous  opportunity,  top 
money.  Rush  snapshot,  data.  Box  362H. 
BROADCASTING. 


News  director,  midwest  metropolitan  sta- 
tion. Must  know  how  to  stress  local  news  in 
rapid  fire  modern  style.  Excellent  produc- 
tion aids,  beeper  phones,  mobile  unit  avail- 
able. Send  tape,  photo,  background.  Box 
378H,  BROADCASTING. 

Modern  radio  producer-director-announcer. 
Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay.  Send 
tape,  photo,  letter  Box  384H,  BROADCAST- 
ING. 

Progressive  station  in  upper  midwest  needs 
top  am  and  tv  news  man  and  tv  traffic- 
copy.  Stable,  growing  market.  Excellent 
schools,  housing,  churches  available.  Com- 
pany pension  and  hospitalization  plans.  Ex- 
cellent opportunity  for  advancement.  Send 
complete  details  and  photo  immediately. 
Box  396H,  BROADCASTING. 

Newsman  with  ability  to  do  more  than 
routine  news.  We  want  man  who  can  de- 
velop stories,  write  features,  do  personality 
interviews,  present  news  from  different 
angles.  We're  a  Pennsylvania  small  market 
but  we  are  trying  to  be  different  than  the 
usual  small  market  station.  Prefer  man 
who  can  announce  well  enough  to  present 
major  newscasts.  Send  details  of  experience, 
recent  snapshot  or  photo,  salary  require- 
ments and  any  other  pertinent  information 
to  Box  403H,  BROADCASTING. 

Attention  all  livewire  pd's  we  need  soonest 
formula,  production  type  pd  for  medium 
market  5  kw  group  station  to  help  No.  1 
salesstaff  make  this  No.  1  in  a  three  station 
market.  Send  background,  photo  and  tape. 
Box  415H,  BROADCASTING. 

Copywriter— good  opportunity  with  top  five 
kw  station  for  experienced  young  man 
alert  to  todays  exciting  radio.  If  you  can 
produce  strong,  hard-sell  copy,  send  sam- 
ples, photo  and  application  to  WFDF,  Flint, 
Michigan. 

Experienced  newsman  needed  immediately 
in  fully  equipped  radio  newsroom.  Good 
wages,  many  fringe  benefits.  Must  gather, 
write  and  broadcast  news.  Write  or  phone 
WTTH,  Port  Huron,  Michigan. 

RADIO 

Situations  Wanted — Management 

Sales  manager  for  combination  local,  na- 
tional, regional  assignment.  Proven  record. 
Box  250H,  BROADCASTING. 

General  manager — Expert  in  formula  radio. 
Wants  large  market  station.  Running  top 
formula  station  medium  market  3l/z  years. 
Box  256H,  BROADCASTING. 

Manager  available,  strong  on  sales,  presently 
employed  large  market.  Married,  commu- 
nity minded,  will  make  you  money.  Box 
369H,  BROADCASTING. 

Manager— Presently  employed  manager  of 
leading  5  kw  earning  30%  on  gross  sales  in 
metropolitan  market  over  400,000  desires 
greater  income  for  efforts.  Prefers  stock  or 
percent  of  earnings  as  incentive.  Excep- 
tional abilities  in  sales,  programming  and 
finance.  Box  370H,  BROADCASTING. 


Situations  Wanted — (Cont'd) 
Management 

If  you  need  a  miracle  man,  don't  answer 
this  one.  But,  if  you  need  someone  with 
maturity,  experience  and  capability  to  re- 
lieve you  of  many  of  the  details  of  depart- 
mental supervision,  "Write".  Sixteen  years 
of  management,  thirty  years  of  radio.  Pres- 
ent location  being  sold.  "Write".  Box  374H. 
BROADCASTING. 


Manager,  now  employed  has  twelve  years 
experience.  Mature  man  with  proven  ability 
to  build  a  profitable  station.  Family  man. 
stable,  two  and  a  half  years  with  present 
station.  Interested  in  any  good  opportunity. 
Prefer  a  new  station  in  the  south.  Box 
380H,  BROADCASTING. 


General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
fine  references.  Box  381H.  BROADCAST- 
ING. 


California  stations:  Successful  manager 
must  leave  New  England  climate.  Excel- 
lent record  all  phases  radio-tv-fm.  Good 
setup  now  but  family's  health  comes  first. 
Write  for  details  and  resume.  Box  407H. 
BROADCASTING. 

Aggressive  broadcast  executive  with  18 
years  experience  now  available.  Experience 
includes  13  years  as  working  sales  manager, 
and  general  manager  in  radio  and  television 
in  medium  and  metropolitan  markets.  Ex- 
tremely able,  capable,  best  references,  mar- 
ried, college  graduate,  age  42.  Confidential. 
Box  409H,  BROADCASTING. 

Idea  man,  in  seven  years  of  radio,  I've  been 
pd,  dj,  salesman,  announcer,  now  want 
manager.  New  format  radio  ideas.  Presently 
salesman-dj,  metropolitan  market.  Box 
411H,  BROADCASTING. 

Commercial  manager  —  Still  employed  as 
commercial  manager  and  top  producer  over 
10  years  same  radio  station.  Very  success- 
ful in  highly  competitive  multiple  radio-tv 
75,000  southwest  market.  Reached  peak 
present  position.  Move  necessary  for  con- 
tinued progress.  Fully  capable  all  phases 
management  or  commercial  management. 
Will  furnish  business  and  personal  refer- 
ences. Box  413H,  BROADCASTING. 

Will  invest  in  or  manage  small  market  sta- 
tion. Excellent  sales  manager,  pd  record 
established  four  new  stations.  Pavement 
pounding,  account  grabber.  Married,  col- 
lege, 34,  ready.  Box  417H,  BROADCAST- 
ING. 

Owners.  Got  an  operation  that  needs  man- 
agement efficiency.  10  years  mature  radio 
experience  by  Chicago  area  familv  man. 
Let's  localize  your  property  for  profit.  Box 
419H,  BROADCASTING. 

Manager  seeks  position  with  organization 
wanting  an  ambitious  man  under  40.  Modern 
radio  my  meat.  Results  your  reward  for 
contract  with  me.  Box  435H,  BROADCAST- 
ING. 

Sales 

Good  sales  technique.  Prefer  deal  including 
air  work.  Versatile.  Write  copy.  Operate 
board.  Box  226H,  BROADCASTING. 

Salesman-announcer.  Interesting  back- 
ground in  and  out  of  radio.  Experience  all 
applicable.  35,  married,  2  children.  Box 
379H,  BROADCASTING. 

Result  radio  my  soeciality.  Seven  years 
radio  sales  and  dj.  Dssire  management  od- 
portunity.  Box  412H,  BROADCASTING. 

Engineer-announcer,  with  first  ticket,  now 
employed  as  sales  manager  wants  smaller 
market.  Send  replies  to  208  W.  87th,  Vir- 
ginia Beach,  Virginia. 


Announcer,  third  class  ticket,  10  years  ex- 
perience. A-l  voice.  Married.  Box  959F. 
BROADCASTING. 

Announcer,  mature.  Sales  minded.  Good  re- 
lated background.  Operate  board.  Coopera- 
tive. Box  225H,  BROADCASTING. 

Negro  deejay,  smooth  patter,  smart  produc- 
tion: handle  controls.  References.  Tape.  Box 
228H,  BROADCASTING. 

Announcer-dj ;  operate  board,  strong,  copy, 
sales,  gimmicks.  Cooperative.  Reliable.  Box 
230H,  BROADCASTING. 
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Situation  Wanted — (Cont'd) 


Women's  programs  —  announcer-writer-di- 
rector, good  general  background.  Coopera- 
tive, versatile.  Box  231H,  BROADCASTING. 

Girl-dj  announcer.  Run  own  board.  Can 
sell  too.  Eager,  capable — production,  pub- 
licity, promotion.  Steady,  no  bad  habits. 
Box  232H,  BROADCASTING. 

Gospel  programs,  announcer/producer.  Good 
background.  Capable  commercial  staff  du- 
ties. Box  247H,  BROADCASTING. 

News-special  events-plus.  Announcer-pro- 
ducer-writer. Radio  and  tv.  Box  248H, 
BROADCASTING. 

Experienced  announcer.  Suitable  larger 
market.  Music,  news,  commercials,  copy 
production.  Box  280H,  BROADCASTING. 

Announcer-dj.  2  years  experience.  Run  own 
board,  go  anywhere.  Box  286H,  BROAD- 
CASTING. 

Available  immediately,  experienced  an- 
nouncer, also  program.  Prefer  south,  mar- 
ried, 32.  Box  333H,  BROADCASTING. 


Announcer— Experienced.  Also  sales,  serv- 
ice, production-writer.  Radio-tv.  Good  news, 
sports,  commercials.  Industrious,  enthusias- 
tic. Draft  exempt.  Box  343H,  BROADCAST- 
ING. 


Woman  announcer,  25,  experience,  copy- 
writer, service  accounts,  office  work,  con- 
trol board.  Box  357H,  BROADCASTING. 

Announcer:  12  years  experience  all  phases, 
radio  and  television.  CBS  network,  news 
and  staff.  Mai  or  market  dj.  East.  Box  359H. 
BROADCASTING. 


Top  metropolitan  northeastern  announcer- 
pianist,  22  years  in  two  excellent  stations. 
Box  360H,  BROADCASTING. 


Attention  program  directors.  Do  you  want 
a  new  sound  at  your  station?  My  name  is 
John.  Born  in  England,  5  years  in  road 
shows,  recent  dj  graduate.  Have  good  show 
and  will  travel.  Tapes  forwarded  on  request. 
Box  361H,  BROADCASTING. 


Announcer,  knows  serious  music,  pop.  Ex- 
perienced newsman.  Married,  26.  Seeking 
.lob  with  medium-sized  station,  am  or  fm 
New  York-New  Jersey-New  England.  Good 
references.  Prefer  personal  interview.  Box 
367H,  BROADCASTING. 


Announcer,  1st  phone.  29.  Employed.  5  years 
varied  experience.  Family  man,  reliable, 
conscientious.  Looking  for  permanency  and 
future  in  west  or  midwest.  Box  371H, 
BROADCASTING. 

Announcer,  6V2  years  experience  seeking 
progressive  station.  Can  and  has  done 
everything.  Box  375H,  BROADCASTING. 

Announcer-college,  married,  presently  em- 
ployed in  well-known  New  England  station 
Six  years  radio,  two  years  television  all 
phases.  Prefer  northeast,  will  consider 
other.  Box  377H,  BROADCASTING. 

DJ„ .  announcer.  Young,  some  experience, 
willing  to  travel.  Tape  and  resume  on  re- 
quest. Box  386H,  BROADCASTING. 

Relaxed  voice — one  year  experience,  run 
own  board,  seeking  evenings  or  milkman, 
will  travel.  Box  387H,  BROADCASTING 


Situations  Wanted — (Cont'd) 


Announcers 


An  aggressive  top-notch,  idea  filled  pro- 
gram director.  One  to  take  charge  of  your 
programming  and  give  it  a  "shot  in  its 
commercial  arm",  major  market  experi- 
ence. Top-rated  air  personality,  too.  Will 
»™'-n^a^bIe  almost  immediately.  Box 
388H,  BROADCASTING. 

Country  music  first  love!  DJ,  versatile 
Guitar.  Staff  announcer.  Third,  no  young- 

BROADCI^TING^     deSired'     B°X  ^ 

Relaxed  type  delivery,  perfect  nite  or  all 
CASTXNGS'  experienced'  Box  394H-  BROAD- 


Deejay,  professional.  Three  years  experi- 
ence. Can  capture  and  entertain  an  audience 
on  personality  station.  Tape,  resume,  refer- 
ences. Box  397H,  BROADCASTING. 

Experienced  newsman-announcer.  Desires 
news  and/or  dj  work.  Adaptable  style.  Pre- 
fer west-east  coasts.  College  graduate. 
Musician.  Box  400H,  BROADCASTING. 

Recent  graduate  professional  radio  school. 
Versatile  announcer  excels  in  sports.  Prefer 
small  market  in  northeast.  Box  406H, 
BROADCASTING. 

DJ  3  years  with  top  Daytona  Beach  station 
wants  to  stay  in  Florida.  Box  410H,  BROAD- 
CASTING. 

Announcer-versatile:  In  all  phases  of  broad- 
casting. Married,  draft  free.  Box  416H, 
BROADCASTING. 

Production  minded  announcer.  Experienced. 
Thirteen  months  New  York  market.  Author- 
atative  news  voice.  News,  commercial  writ- 
er. Pleasant  dj  voice.  Cooperative,  can  take 
orders.  Operate  board.  Box  420H,  BROAD- 
CASTING. 

Mature,  married,  classical-music,  opera  spe- 
cialist. Good  music  dj -announcer-newscast- 
er. European  experience,  diploma  graduate 
radio-television  New  York  University.  Hun- 
dred minimum.  Resume,  tape.  Box  425H, 
BROADCASTING. 

Night-dj,  young,  experienced,  free  to  travel. 
Tape  and  resume.  Box  426H,  BROADCAST- 
ING. 


Top  personality  for  top  position.  A.B.  de- 
gree, 5  years  solid  commercial  experience. 
Handle  any  format.  Presently  employed 
seeking  more  challenging  and  more  at- 
tractive   future.    Intelligent,  authoritative 


pleted  military  obligation.  Best  references. 
Available  three  weeks.  Box  429H,  BROAD- 
CASTING. Recent  photo,  tape,  resume. 

Colored  announcer-dj  experienced,  versa- 
tile, excellent  background,  have  family.  Will 
travel.  Tape.  Box  433H,  BROADCASTING- 

Announcers  with  talent,  youth,  and  ambi- 
tion. Go  together  or  separate.  Will  travel. 
College  grads  with  experience  in  all  phases. 
Box  434H,  BROADCASTING. 

Personality  dj  top's  in  my  market.  I  play 
the  current  hits.  Easy  warm  style  makes 
friends.  Now  making  $5,000.  Box  437H, 
BROADCASTING. 

Six  years  experience  in  all  phases  of  radio, 
two  years  college,  young,  single  but  steady, 
run  own  board.  Interested  in  promotion- 
minded  station.  All  replies  answered.  Will 
travel  anywhere.  Box  663,  Gary,  Indiana. 

Experienced  woman  announcer  -  continuity 
writer.  Excellent  references.  Upper  midwest 
preferred.  Lois  Dietz,  Nashua,  Iowa. 

Six  years  experience.  First  phone  Rhyming 


Young  announcer  specializing  in  sports  and 
dj.  Audition  tapes  available.  Write  Arnie 
Mann,  221  East  Second  Street,  Brooklyn  18, 
New  York. 


Sports,  staff  announcer-pd,  play-by-play,  6 
years  experience,  college  graduate,  24, 
married,  dependable,  top  references.  Charles 
Phillips.    1314    Bihlman    Dr.  ~ 


Ohio,  phone  EL  3-6905. 


Negro  disc  jockey  news  and  sports,  good  on 
commercials,  supervising  experience.  Will 
relocate.  Make  satisfactory  offer.  William 
Walker,  P.O.  Box  33,  Soundview  Station, 
Bronx,  New  York.  Tivoli  1-8267. 


Situations  Wanted —  ( Cont'd ) 
Technical 


Chief  engineer— Experience  5k  am  direc- 
tional high  power  fm,  multiplex,  remote 
control  installation,  maintenance,  supervi- 
sion. Age  40.  Best  references.  Box  422H. 
BROADCASTING. 

Production-Programming,  Others 

Experienced  program  manager,  6  years  ra- 
dio. Presently  employed.  Excellent  air  man. 
Box  368H,  BROADCASTING. 

Experienced  disc  jockey,  newsman:  young, 
alert,  ambitious.  Middle  Atlantic-New 
England  states  only.  Box  382H,  BROAD- 
CASTING. 

Put  the  difference  in  your  sound,  make  your 
station  top  rated  in  area.  PD  with  20  years 
experience  seeks  challenge  with  potential 
Presently  drawing  $8,000  in  V*  million  mar- 
ket. Write  Box  390H,  BROADCASTING. 

Experienced  program  director,  nineteen 
years  broadcasting  experience  including 
last  eighteen  months  in  television  as  pub- 
lic affairs  director.  Seeks  position  with 
forward-looking  station  stressing  program 
originality  and  community  relations.  Ex- 
cellent references.  Background  and  tape  on 
request.   Box   402H,  BROADCASTING. 

My  offer-reliable,  sober,  industrious  news  or 
program  director.  10  years  experience,  all 
phases.  Eye  on  eventual  managership.  Small 
midwest  community.  Any  takers?  Box  418H 
BROADCASTING. 

News-sports  director.  Gather,  write,  edit, 
play-by-play.  Desires  larger  station.  Fam- 
ily. References.  Presently  employed,  WKAl 
Radio.  Available  2  weeks  notice.  Contact 
Bob  Zerkle,  Macomb,  111.  TEmple  6-5833. 


TELEVISION 


Help  Wanted— Sales 


Sales  position  open  with  top  network  station 
in  upper  south.  Excellent  list  of  accounts 
with  big  dollar  volume  to  the  man  qualified 
to  service  these  customers.  Promotion  in 
sales  department  makes  this  spot  open.  Sal- 
ary guaranteed  and  attractive  commission 
arrangements,  starting  with  first  dollar  in 
sales.  We  want  a  man  who  will  be  unhappy 
with  less  than  $8,000-$10,000  in  1959.  We  have 
no  maximum.  Living  and  working  condi- 
tions excellent,  good  schools  and  churches 
of  all  faiths.  Television  market  exceeds 
400,000  sets.  Will  consider  radio  experience 
with  A-l  sales  record.  We  will  teach  you 
television.  This  is  a  character  station  with 
good  rates,  policies.  Write  all  about  your- 
self, family  and  experience.  Send  snapshot 
if  one  available.  Do  not  delay  writing  Box 
330H,  BROADCASTING. 

TV  salesman.  Opening  on  local  sales  staff  of 
WISH-TV,  Indianapolis.  Excellent  oppor- 
tunity for  top  quality,  experienced  salesman. 
Send  full  details  to  Joseph  E.  Lake,  Com- 
mercial Manager. 


Technical 


Technical 


Dependable  engineer,  10  years  broadcast  ex- 
perience, also  manufacturing.  45  years  old 
J.  Benonis,  653  Beatty  St.,  Trenton,  N.J. 


Transmitter  engineer  first  phone,  experience 
with  RCA  uhf  equipment  essential.  Midwest 
station.  Excellent  opportunity  for  right  man. 
Send  complete  resume  and  recent  photo. 
Box  364H,  BROADCASTING. 

TV  transmitter  supervisor  for  mountain  top 
DuMont  installation.  Must  have  experience. 
C.  E.,  WPTZ,  Plattsburgh,  New  York. 

TV  engineers  with  1st  class  license.  Ex- 
perience with  50  kw  G.E.  equipment  de- 
sirable. Contact  Michigan  State  University 
Personnel  Office,  East  Lansing,  Michigan. 

Production-Programming,  Others 

TV  program  director,  opportunity  to  dem- 
onstrate imagination  in  terms  of  creative 
television  at  expanding,  progressive  mid- 
west station.  State  tv  experience  and  tv 
production  and  theories,  plus  salary  range. 
Box  393H,  BROADCASTING. 


enced  in  tv  and  radio.  Position  open  March 
1.  Excellent  opportunity  with  top  operation. 
Mail  complete  details  with  sample  work  to 
Program  Director,  KRNT,  Des  Moines,  Iowa. 
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TELEVISION 


Situations  Wanted — Management 


Station  manager— 21  years  in  broadcasting 
industry,  two  firms,  last  6  years  as  tv  sta- 
tion manager,  active  civic  and  industry 
affairs.  45  years  old,  family  man.  Box  356H. 
BROADCASTING. 

Communications  attorney,  broad  television 
and  radio  station  experience,  including 
sales.  Box  408H,  BROADCASTING.^ 

Sales 

Aeeressive,  personable,  creative  salesman. 
Excellent  television  background.  For  resume 
write  Box  311H,  BROADCASTING. 

Radio-tv  sales  executive  desires  affiliation 
with  major-market  station.  Excellent  refer- 
ences 10  years  same  station.  16  years  experi- 
ence  Write  Box  358H,  BROADCASTING. 

Announcers 

Newscaster.  10  years  Ohio.  Gather,  write, 
air  Special  events.  Sports.  Box  337H, 
BROADCASTING. 


Want  kiddies  cartoon  show,  or  news,  six 
years  radio.  Dale  Leitzman,  1308  Fifth  St.. 
Coachella,  Calif.   

Technical 

11  years  experience.  Planning  maintenance 
and  construction.  7  years  supervisory. 
Northeast  preferred.  Box  389H.  BROAD- 
CASTING. 

First  phone,  28,  married,  technical  train- 
ing need  experience,  desire  security  in 
radio  or  television.  Box  395H,  BROAD- 
CASTING. 

Chief  of  small  tv  station  wants  opportunity 
in  larger  operation.  Experienced  am,  uht, 
vhf  maintenance  and  construction.  Box 
414H,  BROADCASTING. 

Production-Programming,  Others 

Experienced  newsman:  Now  heading  vhf- 
am  newsroom.  Consistently  ahead  with 
regional,  national  news.  News-in-depth 
specialist.  Seeking  news  Rectorship  or 
good  staff  job.  Member  RTNDA,  NPPA. 
Authoritative  delivery,  top  references.  Box 
303H,  BROADCASTING. 

Newscaster  -  newsman  -  photographer  desires 
new  position.  9  years  experience  includes 
daily  tv  show  plus  radio  newscasts,  news- 
beat  16mm  camera,  mobile  unit,  remotes. 
Veteran,  31,  college  degree.  Excellent  ref- 
erences. Tape,  pic/kine  upon  request.  Box 
324H,  BROADCASTING. 


Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

Director-medium  to  large  market.  Presently 
employed.  Five  years  all  facets  of  produc- 
tion, studio  and  remote.  Proven  top  organ- 
izer, worker;  creative,  flexible.  Best  refer- 
ences. Family,  college.  32.  Box  339H, 
BROADCASTING. 

Producer-director.  Family.  Presently  em- 
ployed. Capable  young  man,  imaginative, 
personable  and  thoroughly  experienced  all 
phases  production,  desires  position  similar 
capacity  with  progressive  organization.  Ex- 
cellent'references.  Box  372H,  BROADCAST- 
ING. 

Skilled  young  man  desires  any  tv  produc- 
tion assignment,  camera,  floor  manager, 
audio,  etc.  East  only.  Box  383H.  BROAD- 
CASTING.   

Need  teen  show?  Kids  show?  Women's  fea- 
ture'' Specials?  Live  productions.  All  kinds. 
S-V  Productions.  Box  430H,  BROADCAST- 
ING. 

Production.  Producer-director,  public  rela- 
tions, promotion,  performer.  7  years  all 
facets  of  telecast.  Proven  top  organizer, 
creative,  flexible.  Finest  references,  married, 
veteran,  resume.  Box  436H,  BROADCAST- 
ING. 

FOR  SALE 


FOR  SALE 


Statior 


IMPORTANT 
ANNOUNCEMENT 

Effective  February  2,  1959,  all  Classified 
FOR  SALE-STATIONS  advertising  from 
individuals  or  brokers  must  be  in  the 
form  of  display  advertising,  minimum 
one  inch  (2'A"  wide  by  1"  deep). 

The  one  time  rate  for  an  inch  display,  is 
$20.00.  The  13  time  rate  is  $19.00.  The 
26  time  rate  is  $17.50.  The  52  time  rate 
is  $15.00  per  inch.  Proportionate  inch 
rates  apply  for  larger  units.  (Example: 
Vh"  display  on  the  one  time  rate  costs 
$30.00.) 

If  proofs  are  desired  before  publication, 
the  deadline  is  10  days  in  advance  of 
Monday  publication.  Otherwise,  final 
deadline  is  7  days  in  advance,  no 
proofs. 


Stations 


Southwestern  500  watt  daytimer,  single  sta- 
tion market.  Over  500  retail  businesses; 
equipment  only  two  years  old.  Excellent  op- 
portunity for  owner-manager.  $40,000  cash 
for  quick  sale.  Box  266H.  BROADCASTING. 

Operator  of  am  station  seeks  backing  for  fm 
installation  west  coast  major  market.  Box 
365H,  BROADCASTING. 

Excellent  low  frequency  daytime  station  in 
large  southern  market.  Station  has  un- 
limited potential.  Price  $185,000  with  $60,- 
000  down  and  balance  on  long  term  payout. 
Building  and  land  included  in  selling  price. 
Only  financially  qualified  replies  will  be 
answered.  Box  366H,  BROADCASTING. 

Pacific  northwest.  250  watts.  Ideal  for  owner- 
operator.  Operating  in  black.  $15,000  down. 
Terms.  Box  421H,  BROADCASTING. 

KCHS  this  week  at  $45,000.  fourth  down, 
good  terms,  write  Box  351.  Truth-or-Con- 
sequences,  New  Mexico. 

Oklahoma  single-market  regional  daytimer. 
$60,000.  29%  Down.  Patt  McDonald,  Box 
9322,  Austin,  Texas.  Gl.  3-8080.  

California.  Southern-market  kilowatt  $150,- 
000  00  terms.  Wilt  Gunzendorfer  and  Associ- 
ates, 8630  W.  Olympic,  Los  Angeles. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  apprais- 
als handle  with  care  and  discretion.  Expe- 
rienced. Former  radio  and  television  owners 
and  operators.  

Write  now  for  our  free  bulletin  of  outstand- 
ing radio  and  tv  buys  throughout  the  United 
States.  Jack  L.  Stoll  &  Associates,  6381  Hol- 
lywood Blvd.,  Los  Angeles,  Calif. 

Texas  single-market  fulltimer.  $60,000. 
Terms  Patt  McDonald,  Box  9322,  Austin, 
Texas.  Gl.  3-8080. 

Westcoast  stations.  Prices  ranging  from 
$90,000.00  to  $175,000.00.  Terms.  Wilt  Gunzen- 
dorfer and  Associates.  8630  W.  Olympic.  Los 
Angeles. 

Southern  metropolitan  vhf  television  sta- 
tion 51  per  cent  for  $1,000,000;  terms.  Chap- 
man Company.  1182  West  Peachtree,  Atlanta. 

Ga. 

Southwest  single-market  daytimer.  Making 
money.  A  nice  property  at  $77,000.  29'; 
down,  10  years  payout.  Patt  McDonald.  Box 
9322,  Austin,  Texas.  GL  3-8080. 

Rocky  Mountain  large  market  $500,000, 
terms;  small  market,  $56,000  for  51%  inter- 
est. Chapman  Company,  33  West  Michel- 
torena,  Santa  Barbara,  California. 

Southwest  regional  daytimer.  Single  market. 
Profits  over  $1,000  monthly.  $60,000.  29% 
down,  5  years  payout.  Patt  McDonald.  Box 
9322,  Austin,  Texas.  GL  3-8080. 


New  England  monopoly  market  station,  one- 
half  interest  $20,000.  Chapman  Company. 
1270  Avenue  of  Americas,  New  York,  N.Y. 


Southwest  fulltimer.  Top  secondary  market. 
$77,000.  29%  down,  10  years  payout.  Patt 
McDonald.  Box  9322,  Austin.  Texas.  GL  3- 


Equipment 


Ampex  tape  machine,  complete  —  model 
#  350,  rack  mounting,  full  track  heads,  3 
years  old,  excellent  condition.  Contact 
Howard  Haman,  General  Manager,  KXOA 
Radio.  P.O.  Box  3094,  Sacramento  15,  Calif. 


1—3  kw  G.E.  fm  transmitter,  complete. 
$6,500.  2—10  kw  G.E.  fm  amplifiers— no  power 
supply.  $2,000  each.  Magnecorders— 8  hr.  tape 
players,  $350  each.  1— Collins  4  Bay  antenna 
with  deicers— low  band  $1,250.  250  watt— 
W.E.  am  transmitters  $450  each.  Contact 
WCLM,  333  North  Michigan  Ave.,  Chicago. 
State  2-4872. 

Auricon  model  70  200  ft.  camera  one  inch 
F1.9  Eastman  lens.  Highly  modified  N.R.  25 
type  amplifier.  Snd.  track  bias  reverse  for 
positive  track  on  neg.  film  and  normal. 
Individual  two  mike  inputs.  Mike.  25  ft. 
cable  Auricon  tripod  with  pan  head  $700.00. 
Write  or  call  for  details.  Thorn  Pigneguy. 
Film  Director.  WTVO-TV.  Box  470,  Tel. 
3-5413.  Rockford,  Illinois. 

Andrew  multi-v  transmitting  antenna  fm 
tvpe  1302-2  and  160  ft.  tower.  Make  us  an 
offer.  Call  LO  4-4181  in  Nacogdoches,  Texas. 

Magnecorders  5th  and  12th  issues  sold  out! 
Suite  2,  511  So.  5th  Street,  Las  Vegas, 
Nevada. 

WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 

AM  radio  station  low-band  frequency,  1  kw 
or  more  of  power  covering  one  of  the  top 
U.S  15  markets.  Send  full  details,  price, 
coverage,  power  and  assets.  All  information 
will  be  held  in  strict  confidence.  Box  160H, 
BROADCASTING. 

Purchasing  group  requires  station  within 
200-mile  raduis  of  Philadelphia,  presently 
operating  in/or  near  black.  Daytimers  con- 
sidered. Box  373H,  BROADCASTING. 

Responsible  party  wants  southeast  small 
market  am  station  or  cp.  Box  385H,  BROAD- 
CASTING. 

$18-$20,000  ready  for  downpayment  on  sta- 
tion All  situations  considered.  Will  deal  in 
confidence,  move  fast.  Box  427H.  BROAD- 
CASTING. 

Group  with  capital  interested  in  purchasing 
small  radio  station  within  50  mile  radius  of 
New  York  City.  Confidences  maintained. 
Box  432H,  BROADCASTING. 

FM  station  in  metropolitan  area.  Write 
Percy  Crawford,  P.O.  Box  #1.  Philadelphia 
5.  Pennsylvania. 

Equipment 

1  kw  fm  transmitter,  good  condition.  With 
transmission  tower,  antenna,  frequency  and 
modulation  monitors,  tuning  unit.  State 
price  and  condition.  Box  391H,  BROAD- 
CASTING. 

Urgently  need  5-10  watt  working  940  MC 
Audio  STL,  receiver,  cable  and  antennas. 
Box  405H,  BROADCASTING. 

New  or  used,  in  excellent  condition,  console 
with  minimum  eight  channel.  Box  424H, 
BROADCASTING. 

Used  proof  of  performance  package.  Cheap. 
Okay  if  needs  small  repair.  WKBL,  Coving- 
ton, Tennessee. 
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BUSINESS  OPPORTUNITY 

Want  several  investors  of  5  to  10  thousand 
cash  to  join  in  5th  am  of  top-hundred  mar- 
ket. Permit  already  issued.  Need  more  cash 
for  progessive  operation.  Now  building.  Box 
312H,  BROADCASTING. 

INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School. 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

TV  tape  recorder.  Correspondence  course 
and  home  construction  details.  Build  your 
own  television  recorder.  Complete  Course 
and  Construction  details  $18.75.  B.  Carrier 
Co.,  5880  Hollywood  Blvd.,  Hollywood  28, 
California. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  Fleetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue. 
Burbank,  California. 


First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services,  510  16th  St..  Oakland,  California. 
TWinoaks  3-9928. 


Help  Wanted— (Cont'd) 


FOR  SALE 


First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective- 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 

MISCELLANEOUS 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  1025  Lincoln  Street,  Den- 
ver 3,  Colorado. 


Introductory  offer!  Over  1000  riotous  air- 
worthy gag-lines  $3.00!  Edmund  Orrin,  1819- 
E.  Golden  Gate,  San  Francisco  15,  California. 


TELEVISION 


Help  Wanted 


EXPERIENCED 
TV  FILM  SALESMAN 
WANTED 

Leading  film  company  needs  man  fo 
cover  Ohio,  Indiana,  Kentucky.  Applicant 
must  be  familiar  with  territory  and  live 
in  it.  Portfolio  of  new  shows  and  reruns. 
Draw  plus  expenses.  Send  resume. 
Box  223H,  BROADCASTING 


Production-Programming,  Others 


WANTED  TOP-NOTCH 
TELEVISION 
PROGRAM  DIRECTOR 


For  top-notch  midwestern  major  network 
basic  television  station.  Successful  applicant 
must  be  thoroughly  experienced  and  pres- 
ently employed  as  a  program  director,  or 
assistant  program  director  in  a  good  sized 
market  and  operation. 

Successful  applicant  must  know  news  pro- 
duction and  be  able  to  furnish  news  thinking 
and  drive  for  a  high  geared  news  operation, 
have  a  thorough  knowledge  of  film  editing, 
camera,  and  film  lab  operations,  he  must 
have  a  successful  history  of  sensible  live 
spot  and  program  production,  production 
generally  must  be  one  of  his  strong  suits,  a 
strong  individual  in  personnel  administration 
to  get  the  job  done,  a  good  coordinator 
and  able  to  perform  administrative  functions 
of  the  department  effectively  and  efficiently, 
and  a  man  who  is  not  afraid  of  hard  work 
and  long  hours  necessary  to  conduct  a  top- 
notch   program  operation. 

We  will  only  consider  married,  stable,  and 
settled  applicants — age  is  no  object.  Good 
pay,     opportunity,     security,  hospitalization 


Our  personne 
do  not  reply 
qualifications. 


af  this  ad  and  please 
»u  can  meet  the  above 


h3lH.  BROADCASTING. 


RADIO 


Situations  Wanted — Management 


PROGRAM  MANAGER 

Top-level  creative  man  available  to  head 
programming  or  manage  quality  station 
with  varied  programming.  Eleven  years  in 
major  market  as  program  manager,  public 
relations  executive,  newscaster,  announcer. 
Best  references.  So-called  "modern"  or 
"formula"   stations   need   not   apply.  Call, 


rite 


Roy  A.  May,  3745  Lindell  Blvd. 
St.  Louis  8,  Mo.  JEfferson  3-4778 


FOR  SALE 


Stations 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 
HOWARD  S.  FRAZIER,  INC. 
1736  Wliconsln  At*.,  N.W. 
Washington  7.  D.  C. 


WANTED 

By  fast-  growing  independent  organization.  A  morning  man  and  an 
afternoon  man.  Storz  type  operation  and  only  top  men  apply.  All 
tapes  will  be  personally  auditioned  and  returned.  Please  send  full 
information  and  salary  requirements. 

Box  298H,  BROADCASTING 


Equipment 


WE  WILL  GIVE 
FREE 

265'  of  the  top  section  of  a  451'  television 
tower  made  by  Truscon,  Type  30,  trian- 
gular based,  located  in  midtown  Charles- 
ton, South  Carolina.  Erected  June,  1953. 
Tower  now  carried  RCA  6-bay  television 
antenna.  265'  sections  are  17'9"  at  the 
triangular  base. 

THE  DEAL 

1.  You  take  down,  and  place  on  horses 
which  we  supply,  RCA  6-bay  television 
antenna  and  approximately  880'  of 
ZVs"  co-axial  cable  (the  cable  to  be 
stored  at  the  base  of  the  tower). 

2.  You  take  down  and  remove  265'  of  the 
top  supporting  sections  of  the  steel 
tower.  We  will  give  the  265'  of  steel 
only  to  the  party,  or  parties,  taking 
down  the  antenna,  the  265'  of  steel 
and  the  co-axial  cable.  We  keep  the 
antenna  and  co-ax. 

3.  You  are  to  accept  full  responsibility 
for  all  work,  carrying  necessary  lia- 
bility, workmen's  compensation,  and 
all  risk  insurance,  and  to  pay  wages 
of  workmen. 

4.  We  offer  full  cooperation  of  our  staff. 
Our  insurance  will  not  permit  our 
people  to  cimb  the  tower. 

5.  Available  on  or  about  February  15, 
1959. 

6.  All  information  taken  from  Truscon 
steel  contracts. 

7.  For  further  information  contact  Rudolph 
Hughes,  Chief  Engineer,  WCSC-TV,  485 
East  Bay,  Charleston,  South  Carolina. 
Telephone  RAymond  3-8371. 


CO-AXIAL  TRANSMISSION 
LINE 

Unused  Andrew  Teflon  51.5  ohms. 

Original  Packing — Tremendous  Saving. 
Immediate  Shipment  Large  or  Small 
Quantity.  Wire  or  write:  Sacramento 
Research  Labs.,  3421 — 58th  St.,  Sacra- 
mento 20,  Calif. 

PERSONNEL  SERVICE 


j  To, 


|  w 


Looking  for  .  .  . 

QUALIFIED  BROADCASTERS? 
A  BETTER  JOB? 
Employers   and   Applicants  Contact 
DISK  JOCKEY 
PLACEMENT  CENTER,  INC. 
Agency  Specializing  in 
BROADCASTING   •  ADVERTISING 
PERSONNEL 
PAUL   BARON,  Managing  Director 
100  West  42nd  Street,  New  York  36,  N.Y. 
Wisconsin  7-6322  (Phone  fo 
(Enclose   return  postage 


r  appointments)  I 
with  tapes) 


WANTED  TO  BUY 


Principal  wants  to  buy  station  in 
eastern  time  zone.  $125,000  to 
$200,000  gross  billing.  Single  sta- 
tion market  or  Number  1  in  2nd 
or  3rd  station  market.  Present 
management  can  be  retained.  Im- 
mediate deal  possible. 

Box  438H,  BROADCASTING 
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from  Jan.  12  to  Jan.  16,  in  New  Orleans,  La., 
tv  ch.  12  proceeding. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Jan.  12 

Granted  petition  by  Truckee  Bcstg., 
Truckee,  Calif.,  for  leave  to  amend  its  am 
application  to  specify  1400  kc  in  lieu  of  1270 
kc  and  application  as  amended  is  removed 
from  hearing. 

Granted  joint  motion  by  Pan  American 
Radio  Corp.,  Tucson,  and  Vernon  G.  Ludwig, 
Benson,  both  Arizona,  for  extension  of  time 
from  Jan.  15  to  Feb.  18  to  file  proposed  find- 
ings and  briefs  in  proceeding  on  their  am 
applications. 

On  motion  by  Tri-County  Bcstg.  Co., 
Laurel,  Md.,  extended  time  for  filing  cor- 
rections to  transcript  of  hearing  on  its  am 
application,  et  al.,  from  Jan.  2  to  date  con- 
temporaneous with  filing  of  proposed  find- 
ings. 

On  motion  by  KGB  San  Diego,  Calif., 
made  changes  in  dates  governing  future 
steps  in  proceeding  on  its  am  application, 
et  al.,  as  follows:  Jan.  5  to  Jan.  19  for  ex- 
change of  engineering  exhibits;  Jan.  15  to 
Jan.  29  for  engineering  conference;  Feb.  2 
to  Feb.  19  for  further  prehearing  conference 
and  Feb.  5  to  Feb.  24  for  hearing. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Jan.  12 

Continued  hearing  from  Jan.  19  to  Jan. 
26  at  11  a.m.,  on  applications  of  Tomah- 
Mauston  Bcstg.  Co.  Inc.  (WTMB),  Tomah, 
Wis. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Jan.  12 

Granted  petition  by  Dale  W.  Flewelling. 
Sacramento,  Calif.,  for  leave  to  amend  his 
fm  application  to  specify  operation  on  98.5 
mc  in  lieu  of  102.5  mc  and  application  as 
amended  is  removed  from  hearing  and  re- 
turned to  processing  line;  retained  in  hear- 
ing status  application  of  KROY  Inc.,  Sacra- 
mento. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  13 

On  request  by  Huntington-Montauk  Bcstg. 
Co.,  Huntington,  N.Y.,  extended  time  from 
Jan  15  to  Jan.  22  for  filing  of  reply  findings 
in  proceeding  on  its  fm  application  and  that 
of  The  Riverside  Church  in  the  City  of  New 
York,  New  York,  N.  Y. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  9 

Scheduled  further  prehearing  conference 
for  Jan.  15  in  Lake  Charles-Lafayette,  La., 
tv  ch.  3  proceeding. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  dates  shown 

Rescheduled  hearing  now  scheduled  for 
Jan.  12  for  Jan.  15  in  proceeding  on  am  ap- 
plication of  Kenneth  G.  Prather  and  Misha 
S.  Prather,  Boulder,  Colo.  (Action  1/8). 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  from  Jan.  9  to  Jan.  23  to 
file  proposed  findings  of  fact  and  conclu- 
sions, and  on  own  motion  extended  time  for 
filing  replies  thereto  to  Feb.  9  in  proceeding 
on  am  applications  of  Binder-Carter- 
Durham,  Inc.  (WAMM),  Flint.  Mich.  (Action 
1/9). 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Jan.  9 

Granted  motion  by  Old  Belt  Bcstg.  Corp. 
(WJWS),  South  Hill,  Va.,  for  continuance 
of  various  dates  applicable  to  further  pro- 
ceedings on  its  am  application  and  that  of 
John  Laurino,  Scotland  Neck,  N.C.;  hearing 
is  continued  from  Feb.  17  to  March  16. 
By  Hearing  Examiner  J.  D.  Bond  on  Jan.  9 

Granted  request  by  Tidewater  Teleradio 
Inc.,  for  corrections  in  various  respects  to 
transcript  in  Hampton-Norfolk,  Va.,  tv  ch. 
13  proceeding. 

By  Commissioner  T.A.M.  Craven  on  Jan.  8 
Granted  petition  by  James  M.  Tisdale 
(WVCH),  Chester,  Pa.,  for  extension  of  time 
to  Jan.  9  to  file  opposition  to  petition  by 
Kuntington-Montauk  Bcstg.  Co.  (WGSM), 
Deer  Park,  L.I.,  N.Y.,  for  rehearing  in  pro- 
ceeding on  its  am  application. 

Granted  petition  by  South  Florida  Amuse- 
ment Co.,  Perrine,  Fla.,  for  extension  of  time 
to  Jan.  14  to  file  responses  to  various  plead- 
ings in  Miami-Perrine-South  Miami,  Fla.,  tv 
ch.  6  proceeding. 

By  Chief  Hearing  Examiner  James  D. 

Cunningham  on  dates  shown 
Scheduled  hearings  on  am  applications  of 
Valley  Bcstg.   Co.,  Lehighton.   and  Miners 


Bcstg.  Service  Inc.,  Kingston,  both  Pennsyl- 
vania. (Actions  1/7). 

Granted  motion  by  Farmington  Bcstg.  Co., 
for  continuance  without  date  of  hearing 
now  scheduled  to  commence  on  Jan.  12  in 
proceeding  on  its  application  and  that  of 
Four  Corners  Bcstg.  Co.,  for  cps  for  new 
tv  stations  to  operate  on  ch.  12  in  Farming- 
ton,  N.M.   (Action  1/8). 

Granted  petition  by  Mountain  State  Bcstg. 
Co.,  Middleport-Pomeroy,  Ohio,  insofar  as 
involves  dismissal  of  am  application  and 
otherwise  denied;  application  is  dismissed 
with  prejudice;  retained  in  hearing  status 
am  application  of  Radio  Mid-Pom  Inc.,  Mid- 
dleport-Pomeroy. (Action  1/8). 
By  Hearing  Examiner  Jay  A.  Kyle  on  Jan.  8 

Upon  request  by  Evansville  Tv  Inc.,  or- 
dered that  hearing  be  resumed  on  Jan.  30  in 
proceeding  to  show  cause  why  authorization 
for  WTVW  Evansville,  Ind.,  should  not  be 
modified  to  specify  operation  on  ch.  31  in 
lieu  of  ch.  17. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  8 

Scheduled  prehearing  conference  Jan.  21 
in  proceeding  on  applications  of  Abacoa 
Radio  Corp.,  Arecibo,  Western  Bcstg.  Corp. 
of  P.R.,  and  Jose  A.  Bechara  Jr.,  et  al., 
Aguadilla,  P.  R.,  for  cps  for  new  tv  stations 
to  operate  on  ch.  12. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Jan.  7 

Formalized  oral  ruling  made  on  record 
Jan.  6  in  proceeding  on  applications  of 
Gralla  and  Gralla,  Tujunga,  and  granted 
petition  by  Cannon  System  Ltd.  (KIEV), 
Glendale,  for  leave  to  amend  its  am  ap- 
plication to  specify  change  in  trans,  site; 
for  reasons  set  forth  in  transcript  of  pro- 
ceedings for  Jan.  6,  following  parties  were 
held  in  default:  Gralla  and  Gralla,  Tujunga. 
South  Coast  Bcstg.  Co.,  Laguna  Beach,  J. 
J.  Flanigan,  Fontana.  and  San  Luis  Rey 
Bcstg.  Co.,  Newport  Beach,  all  California. 
By  Hearing  Examiner  Basil  P.  Cooper  on 
Jan.  6 

Continued  evidentiary  hearing  scheduled 
for  Jan.  29  to  date  to  be  announced  follow- 
ing conclusion  of  further  prehearing  con- 
ference now  scheduled  to  resume  on  March 
9  in  proceeding  on  am  applications  of  Kan- 
sas Bcstrs.  Inc.,  and  Salina  Radio  Inc., 
Salina,  Kan. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  dates  shown 

Closed  proceeding  in  matter  of  revocation 
of  license  of  Henry  Chester  Darwin  tr/as 
Darwin  Bcstg.  Co.  (KHCD),  Clifton,  Ariz. 
(Action  1/7). 

Upon  informal  request  by  Los  Banos 
Bcstg.  Co.,  Los  Banos,  Calif.,  continued  pre- 
hearing conference  to  Feb.  17  and  hearing 
to  March  17  in  proceeding  on  its  am  ap- 
plication. (Action  1/8). 

By   Hearing   Examiner   Millard   F.  French 
on  Jan.  8 

Scheduled  hearing  for  Jan.  19,  9  a.m.,  in 
proceeding  on  am  application  of  University 
Advertising  Co.,  Highland  Park,  Tex. 
By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  6 

Granted  petition  by  Cherokee  Bcstg.  Co., 
insofar  as  it  requests  dismissal  of  its  appli- 
cation for  am  facilities  in  Centre,  Ala.,  and 
denied  in  all  other  respects;  application  is 
dismissed  with  prejudice;  dismissed  as  moot 
following  pleadings  in  proceeding:  petition 
by  Scripps-Howard  Radio  Inc.  (WNOX), 
Knoxville,  Tenn.,  for  leave  to  intervene; 
motion  by  Cherokee  for  extension  of  time 
to  reply  to  Scripps-Howard  petition  to 
intervene;  opposition  to  petition  to  inter- 
vene by  Cherokee,  and  reply  by  Broadcast 
Bureau  to  Scripps-Howard  petition  to  inter- 
vene. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  dates  shown 
Granted  petition  by  Broadcasters  Inc., 
South  Plainfield,  N.J.,  for  leave  to  amend 
am  application  to  include  data  concerning 
Cedarcroft  Development  Corp.  and  Joseph 
Deutsch;  dismissed  motion  by  Eastern  Bcstg. 
Co.  (WDRF),  Chester,  Pa.,  for  extension 
of  time  to  file  response  in  proceeding  on 
their  am  applications  and  that  of  Tri-County 


Bcstg.  Corp..  Plainfield,  N.J.    (Action  1/5). 

Scheduled  prehearing  conference  for  Jan- 
uary 16  on  am  applications  of  Tri-County 
Bcstg.  Co.,  Jerseyville,  and  Radio  Missouri 
Corp.  (WAMV),  East  St.  Louis,  both  Illinois. 
(Action  1/6). 

Dismissed  without  prejudice  motion  by 
Wabash  Valley  Bcstg.  Corp.,  for  continu- 
ance, without  prejudice  to  reinstatement  at 
later  date  if  petitioner  so  desires  and  post- 
poned dates  designated  for  various  pro- 
cedural steps  as  follows  in  Terre  Haute, 
Ind.,  tv  ch.  2  proceeding:  Jan.  12  to  Jan.  26 
for  exchange  of  exhibits;  Jan.  21  to  Feb.  6 
for  further  prehearing  conference,  and  Feb 
2  to  Feb.  12  for  hearing.  (Action  1/6). 
By  Hearing  Examiner  J.  B.  Bond 
on  dates  shown 

Granted  motion  by  Pacific  Tv  Inc.  for 
continuance  of  hearing  from  Jan.  8  to  Feb. 

25  in  Coos  Bay,  Ore.,  tv  ch.  11  proceeding. 
<  Action  1/6). 

Scheduled  conference  for  Jan.  9  in  pro- 
ceeding on  am  applications  of  Berkshire 
Bcstg.  Co.  (WSBS),  Great  Barrington,  Mass.. 
and  Naugatuck  Valley  Service  Inc.,  Nauga- 
tuck,  Conn.    (Action  1/7). 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Jan.  6 

Granted  petition  by  M  &  M  Bcstg.  Co. 
(WMBV-TV),  Marinette.  Wise,  to  correct  in 
manner  and  to  extent  proposed  transcript 
of  hearing  in  proceeding  on  its  application. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Jan.  5 

Granted  petition  by  Alvarado  Tv  Co.,  for 
extension  of  time  for  filing  initial  proposed 
findings  of  fact  and  conclusions  from  Jan. 
12  to  Feb.  16,  and  for  filing  replies  from  Jan. 

26  to  March  2  in  proceeding  on  application 
of  Video  Independent  Theatres  Inc.  (KVTT) 
Santa  Fe.  N.M. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  7 

Scheduled  prehearing  conference  for  Jan. 
22  on  am  application  of  Fayetteville  Bcstg. 
Co.  (KHOG),  Fayetteville,  Ark. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Jan.  5 

Granted  request  by  Norman  O.  Protsman, 
Valdosta,  Ga.,  for  leave  to  amend  his  am 
application  to  change  antenna  site  to  pro- 
vide better  coverage  over  residential  area 
of  Valdosta. 

PETITIONS    FOR  RULEMAKING  FILED 
(Announced  Jan.  9) 
Pendleton  Bcstg.  Co.  (KUMA),  Pendleton, 
Ore.— Requests  allocation  of  vhf  ch.  5  to 
Pendleton. 

Neptune  Bcstg.  Corp.  (WHTO-TV),  At- 
lantic City,  N.J.— Requests  assignment  of 
ch.  12  to  Atlantic  City. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:  WILS  Lansing,  Mich.;  WPON 
Pontiac,  Mich.;  WCLM  (FM)  Chicago,  HI.; 
WPAY  Portsmouth,  Ohio;  KASI  Ames,  Iowa; 
KCHA  Charles  City,  Iowa;  KFMA  Daven- 
port, Iowa;  KGMO  Cape  Girardeau,  Mo  ; 
KMBC  &  aux.  Kansas  City,  Mo.;  KNCM 
Moberly,  Mc;  KNEM  Nevada,  Mo.;  KNWS 
Waterloo,  Iowa;  KOKO  Warrensburg,  Mo.; 
KPIG  Cedar  Rapids,  Iowa;  KRES  St.  Joseph, 
Mo.;  KRNT  Des  Moines,  Iowa;  KSCJ  Sioux 
City,  Iowa;  KADY  St.  Charles,  Mo.;  KALM 
Thayer,  Mo.;  KBOA  Kennett,  Mo.;  KBTN 
Neosho,  Mo.;  KCBC  Des  Moines,  Iowa; 
KCHE  Cherokee,  Iowa;  KCMO  Kansas  City, 
Mo.;  KCOB  Newton,  Iowa;  KCRV  Caruth- 
ersville,  Mo.;  KDEX  Dexter,  Mo.;  KDKD 
Clinton,  Mo.;  KDMO  Carthage,  Mo.;  KDTH 
Dubuque,  Iowa;  KSIM  Sikeston,  Mo.;  KSMO 
Salem,  Mo.;  KTTN  Trenton,  Mo.;  KTTR 
Rolla,  Mo.;  KUKU  Willow  Springs,  Mo.; 
KVFD  Fort  Dodge,  Iowa;  KWOS  Jefferson 
City,  Mo.;  KWPM  West  Plains,  Mo.;  KWRT 
Boonville,  Mo.;  KXEO  Mexico,  Mo.;  KXLW 
Clayton,  Mo.;  KXOK  St.  Louis,  Mo.;  WHB 
Kansas  City,  Mo.;  WHO  Des  Moines,  Iowa; 
WMT  Cedar  Rapids,  Iowa;  WSUI  Iowa  City, 
Iowa;  KFEQ  St.  Joseph,  Mo.;  KFMO  Flat 
River,  Mo.;  KFNF  Shenandoah,  Iowa;  KFRM 
Kansas  City,  Mo.;  KFRU  Columbia,  Mo.; 
KFSB  Joplin,  Mo.;  KFUO  Clayton,  Mo.: 
KGLO  Mason  City,  Iowa;  KGRN  Grinnell. 
Iowa;  KICD  Spencer,  Iowa;  KIMO  Inde- 
pendence, Mo.;  KIRX  Kirksville.  Mo.;  KJFJ 
Webster  Citv.  Iowa;  KLEX  Lexington,  Mo. 
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TOP 

advertisers 
select 

BROADCASTING 


Air  Express 

Aluminum  Company  of  America 

American  Airlines 

American  Telephone  &  Telegraph 

Company 
American  Trucking  Associations 
America's  Independent  Electric 

Light  c?  Power  Companies 
The  Anaconda  Company 
Ansco  Division  of  General 

Anilene 

Association  of  American  Railroads 

Associated  Press 

Bendix  Aviation  Corporation — 

Friez  Instruments  Division 
Cereal  Institute,  Inc. 
Chevrolet  Division  of  G.M. 
Creditaire  Division  of  Standard 

Financial 
E.  I.  duPont  de  Nemours 

&  Company 
Eastman  Kodak 
Esso  Standard  Oil  Company 
General  Electric  Company 
General  Motors  Corporation 
Greyhound  Corporation 
International  Telephone  & 

Telegraph  Corporation 
Johns-Manville 
Johnson  &  Johnson 
Metropolitan  Life  Insurance 

Company 
Minnesota  Mining  &  Manu- 
facturing Company 
Mutual  Life  Insurance  Company 

of  New  York 
National  Board  of  Fire 
Underwriters 


These  Giants  of  American 
Industry  use  BROADCASTING— 
the  businessweekly  of  television 
and  radio — to  channel  their 
institutional  messages  to  the 
nation's  public  opinion  moulders — 
the  radio/tv  correspondents  who 
gather,  analyze  and  report  the  news 
through  the  medium  of  "electronic 
journalism": 

National  Steel  Corporation 
Radio  Corporation  of  America 
Republic  Steel  Corporation 
Schieffelin  &  Company 
Seventh-day  Adventist  Information 

Services 
Sinclair  Oil  Company 
Socony  Mobil  Oil  Company 
S perry  &  Hutchinson  Company 
Standard  Oil  Company  (Indiana) 
Standard  Oil  Company  (New 

Jersey) 
State  of  Florida 
Union  Oil  Company  of 

California 
United  Air  Lines 
United  Press  International 
United  States  Steel  Corporation 
Western  Electric 
Westinghouse 


BROADCASTING 


EXECUTIVE  AND  PUBLICATION  HEADQUARTERS 
1735  DeSales  Street.  N.W..  Washington  6.  D.C. 
Telephone:  MEtropolitan  8-1022 

BUREAUS 

444  Madison  Avenue.  New  York  22.  New  York 
Telephone:  PLaza  5-8355 

360  N.  Michigan  Avenue,  Chicago  1,  Illinois 
Telephone:  CEntral  6-4115 

6253  Hollywood  Blvd.,  Hollywood  28.  California 
Telephone:  Hollywood  3-3148 

A  Member  of  the  Audit  Bureau  of  Circulations 
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.  .  .  BY  SPOTTING  THESE  1959  MARCH  OF  DIMES 
CELEBRITY  FILMS  AND  DISCS  ON  YOUR  SHOWS! 


ELEVISION 

16mm  FILMS 


Starring 


RADIO 

ALL  STAR  QUARTER  HOUR 
TRANSCRIPTIONS  by 


Johnny  Cash 
Everly  Brothers 
Earl  Grant 
Ferlin  Husky 
Tony  Martin 


Jaye  P.  Morgan 
The  Four  Preps 
David  Rose 
George  Shearing 
Julie  Wilson 


The  Everly  Brothers 
and  Dick  Clark 


Swing  &  Sway 
with  Sammy  Kaye 


One-Minute  Spots  with  Julie  Adams,  Lew  Ayers,  Art  Carney,  Joan 
Collins,  Jackie  Cooper,  Jeanne  Crain,  Ann  B.  Davis,  Andy  Devine, 
Richard  Egan,  Mary  Fickett,  Farley  Granger,  Burl  Ives,  Louis 
Jourdan,  Jerry  Mathers  &  Tony  Dow,  Walter  Pidgeon,  John  Russell 
&  Peter  Brown,  Jean  Simmons,  Jan  Sterling,  Don  Taylor,  Gene 
Tierney,  Les  Tremayne,  David  Wayne,  Joanne  Woodward. 
And  20-Second  Spots  with  Other  stars. 


FIVE  MINUTE  PROGRAMS 
Pat  Boone  Lena  Home 

Peter  Lind  Hayes  &  Mahalia  Jackson 

Mary  Healy  Johnny  Mathis 

Patti  Page 

PLUS 

DISC  JOCKEY  INTERVIEWS 
Nat  "King"  Cole  Eydie  Gorme 


The  Everly  Brothers 
Benny  Goodman 


Julius  LaRosa 
Pat  Suzuki 


20  One-Minute  Spots  •  20  Thirty-Second  Spots 
with  other  stars 


When  you  fit  these  spots  into  your  programming,  you're  helping  millions  of  tragic 
victims  of  crippling  toward  normal,  useful  lives.  So  please  help.  Program  these  films 
or  transcriptions  wherever,  whenever  you  can  during  the  month  of  January. 


join  the  1959  MARCH  OF  DIMES 


)  Second  Avenue,  New  York  17,  N.Y. 


THE  NATIONAL  FOUNDATION,  Franklin  D.  Roosevelt,  Founder 
Howard  J.  London,  Director,  Radio-TV  and  Motion  Pictures 


JANUARY  2-31 


Telephone  OXford  7-7700 
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our  respects  to  William  King  Jr, 


Take  a  youth  with  a  love  for  amateur 
dramatics  and  a  16mm  movie  camera, 
shake  well  in  an  economic  crisis  and  the 
result  could  be  a  successful  career  in 
advertising.  At  least,  that's  how  it 
worked  out  for  William  King  Jr.,  vice 
president  of  Kenyon  &  Eckhardt,  in 
charge  of  the  agency's  West  Coast  op- 
erations. 

Born  in  St.  Louis,  Sept.  6,  1913,  Bill 
King  graduated  from  Country  Day 
School  there  and  was  a  pre-med  student 
at  Yale  when  the  depression  knocked 
the  scalpel  out  of  his  hand.  He  replaced 
it  with  the  nozzle  of  a  gasoline  pump  at 
a  Shell  filling  station  back  home.  "I  got 
$54  a  month  and  the  habit  of  living  be- 
yond my  income,"  he  recalls. 

Perhaps  inspired  by  a  correspondence 
course  in  advertising  or  stimulated  by 
his  promotion  to  service  station  man- 
ager, Bill  King  decided  to  make  a  mo- 
tion picture  to  show  what  "Shellubrica- 
tion"  really  meant.  With  himself  as 
writer,  director,  producer  and  camera- 
man (not  to  mention  developer,  editor 
and  title  artist)  and  his  assistants,  sisters 
and  friends  as  cast,  he  produced  the 
picture  and  showed  it  to  some  Shell  ex- 
ecutives. Two  weeks  later,  he  went  to 
work  in  Shell's  advertising  department. 

A  Start  at  Shell  •  Beginning  in  budget 
control  work  ("not  the  glamorous  side 
of  advertising,  but  a  very  good  way  to 
learn  the  economics  of  the  business"), 
young  King  subsequently  helped  plan 
and  write  Shell  sales  promotion  material. 
In  1938,  after  five  years  with  Shell,  he 
joined  Gardner  Adv.,  St.  Louis.  ("I 
wanted  agency  experience.  They  want- 
ed a  man  with  experience  in  petroleum 
advertising  as  they  were  soliciting  an  oil 
company  account.")  Temporarily  as- 
signed to  Monsanto  Chemical  as  assist- 
ant account  executive,  Mr.  King  worked 
on  this  account  both  as  copywriter  and 
contact  man  for  three  years  (the  an- 
ticipated oil  account  never  did  ma- 
terialize). Then  he  was  made  head  of 
the  agency's  new  business  department. 

He  got  a  taste  of  radio  at  Gardner  in 
connection  with  several  accounts,  includ- 
ing the  Ralston  Purina  Tom  Mix  series, 
but  his  first  real  work  in  the  medium 
came  in  1943,  after  he  had  moved  to 
another  St.  Louis  agency.  Olian  Adv. 
There  his  duties  included  supervision  of 
advertising  for  Columbia  Brewing's  Al- 
pen  Brau  Beer  ("they  had  shows  all 
over  the  dial")  and  the  Missouri  Brewers 
Assn.,  which  sponsored  weekly  broad- 
casts of  the  St.  Louis  Symphony  Orches- 
tra. ("I  not  only  wrote  the  commercials 
— low  key  copy  promoting  beer  as  'the 
beverage  of  moderation' — but  the  pro- 
gram notes  for  the  announcer,  a  task 
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which  at  least  increased  my  own  musical 
knowledge.  I  also  got  into  the  act  by 
"warming  up'  the  audience  in  Kiel  Audi- 
torium before  each  broadcast") 

Although  he  had  earned  the  rank  of 
captain  in  the  Missouri  State  Guard,  Mr. 
King  entered  the  Army  in  World  War 
II  as  a  private  in  1944,  emerging  in  1946 
as  an  infantry  first  lieutenant.  In  Ger- 
many with  the  postwar  army  of  occupa- 
tion, he  was  first  put  in  charge  of  re- 
cruiting reenlistments  for  Bremen  Port 
Command  and  by  deft  use  of  good  ad- 
vertising techniques  raised  Bremen's 
standing  from  a  low  sixth  rank  to  second 
place  in  four  months.  As  head  of  special 
services  for  Bremen  Port  Command,  he 
had  charge  of  the  service  clubs,  theatres, 
a  stadium  and  even  a  dude  ranch,  plus 
the  officers'  club. 

Through  the  Mill  •  Back  home  in 
August  1946,  Bill  King  spent  another 
year  with  Olian  Adv.  before  moving  to 
Minneapolis  as  advertising  manager  of 
International  Milling  Co.,  where  he  al- 
located a  large  part  of  the  firm's  adver- 
tising budget  to  spot  radio  and  singing 
commercials  for  Robin  Hood  Flour.  In 
1949,  Mr.  King  was  promoted  to  gen- 
eral sales  manager  of  International,  but 
after  two  years  in  that  position  he  de- 
cided to  return  to  the  agency  field  and 
joined  Kenyon  &  Eckhardt,  New  York, 
as  account  executive  on  Kellogg  cereals. 
He  subsequently  handled  the  Amazo. 
White  Rock,  Pepperidge  Farm,  Wesson 
Oil  and  Beech-Nut  accounts  and  was 
advanced  to  account  supervisor  in  1954 
on  the  National  Biscuit  Co.  account. 

Shortly  after  K  &  E  had  been  appoint- 
ed as  National  Biscuit  Co.  agency,  in 
June  1954,  Mr.  King  got  a  look  at  the 
pilot  film  of  a  new  tv  series,  Rin-Tin- 
Tin,  which  he  felt  would  be  a  fine  ve- 
hicle for  Nabisco  Shredded  Wheat  and 
Milk  Bone  Dog  Biscuits.  The  client's 
top  executives,  hastily  assembled  for  a 
special  showing  of  the  pilot,  concurred. 
But  there  was  one  hitch.  K  &  E  did  not 
take  over  those  products  until  Jan.  1, 
1955,  yet  if  National  Biscuit  was  to  get 
the  program,  a  contract  had  to  be 
signed  immediately  for  sponsorship  to 
start  with  the  new  tv  season  in  the  fall. 
Mr.  King  held  his  breath  through  the 
delicate  diplomacy  that  resulted  in 
McCann-Erickson's  agreement  to  ter- 
minate its  contract  four  months  early, 
on  Sept.  1 ,  1 954.  Rin-Tin-Tin  is  now  in 
its  fifth  year  on  ABC-TV  for  National 
Biscuit. 

Up  the  Ladder  •  In  1953,  Mr.  King 
was  made  a  vice  president  of  Kenyon  & 
Eckhardt.  In  1957  he  was  elected  to  the 
agency's  board,  filling  a  vacancy  created 
by  the  retirement  of  D'Arcy  Brophy, 


board  chairman.  Last  August,  after 
K  &  E's  Los  Angeles  office  had  been 
awarded  a  large  part  of  the  Max  Factor 
advertising,  Bill  King  transferred  his 
headquarters  to  the  West.  In  September 
K  &  E  got  the  rest  of  the  Factor  ac- 
count, except  for  the  men's  toiletries. 

Since  taking  on  the  Factor  business, 
the  K  &  E  Los  Angeles  staff  has  ex- 
panded from  less  than  10  to  more  than 
45.  causing  a  continuing  office  space 
problem,  which  Mr.  King  hopes  now  is 
finally  solved  in  occupation  of  all  of 
the  seventh  and  part  of  the  third  floor  of 
Hollywood's  Equitable  Bldg.  "We  were 
primarily  a  radio-tv  service  branch  out 
here,"  he  states.  "Today,  we're  a  full 
fledged  agency,  equipped  to  provide  full 
agency  creative  and  marketing  services." 
In  addition  to  Factor,  K  &  E  Los  An- 
geles, also  handles  Lamelda  (Los  An- 
geles   Mercury-Edsel-Lincoln  Dealers 


Assn.),  RCA-Victor  Distributing  Corp. 
of  Southern  California,  West  Coast  Elec- 
tronics Div.  of  RCA  and  Quaker  State 
Oil  Refining  Corp.  of  California. 

Mr.  and  Mrs.  King,  nee  Joan  Halpin, 
and  their  two-year  old  son,  James  Sean, 
live  in  West  Hollywood,  a  quarter-hour 
drive  from  his  office.  By  previous  mar- 
riages, Mr.  King  also  has  three  daugh- 
ters, Nancy  17,  Paula  13,  Margaret  8 
and  a  son,  William  King  III.  11. 

Mr.  King  belongs  to  the  Yale  Club 
of  Fairfield  County,  Conn.,  the  Los  An- 
geles Advertising  Club  and  is  one  of 
three  honorary  members  of  the  Adver- 
tising Club  of  St.  Louis  (the  others  are 
Charles  Lindbergh  and  Eddie  Peabody.) 
His  agency  duties  leave  him  no  time  for 
hobbies,  he  complains,  but  if  he  did  have 
time  they  would  be  sports  (tennis,  golf, 
bowling,  baseball),  music  (piano,  accord- 
ion or  drums  "strictly  by  ear  and  with 
a  lousy  left  hand")  and  photography  and 
amateur  theatricals. 
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EDITORIALS^  

Sticky  fingers 

BALTIMORE'S  city  fathers  finally  have  given  up  on 
their  abortive  attempt  to  tax  advertising  and  media, 
and  are  now  in  the  process  of  returning  funds  illegally 
collected  last  year.  The  coup  de  grace  came  with  the 
decision  of  Baltimore's  Mayor  Thomas  D'Alesandro  not  to 
seek  a  Supreme  Court  review  of  the  sweeping  judgment 
of  Circuit  Judge  Joseph  L.  Carter  last  October  holding  the 
6%  over-all  tax  unconstitutional. 

Thus  finis  is  written  to  another  of  the  all  too  numerous 
episodes  of  municipalities,  in  their  relentless  quest  for  new 
revenue,  settling  upon  advertising  as  an  easy  mark.  For- 
tunately, courts  repeatedly  have  held,  as  did  Judge  Carter, 
that  the  press  (which  includes  broadcasting)  is  constitu- 
tionally entitled  to  freedom  from  government  taxation  that 
can  be  used  as  a  means  of  political  control. 

The  Baltimore  defeat  does  not  mean  that  all  efforts  to 
tax  advertising  and  media  will  stop.  It  should  slow  down  the 
municipal  officials,  but  it  won't  stop  them  from  exploring 
other  ways  to  get  around  the  constitution. 

The  Baltimore  crusade  was  knocked  out  because  of  the 
swift  action  of  local  media,  backed  strongly  by  national 
organizations  identified  with  advertising.  If  it  had  not  been, 
it's  a  cinch  that  practically  every  big  city  in  the  country, 
and  a  lot  of  little  ones,  would  have  followed  suit. 

Words  about  music 

IF  radio  broadcasters  are  confused  about  what  ASCAP 
wants  from  them,  in  terms  of  new  music  license  arrange- 
ments, then  ASCAP  must  feel  it  has  accomplished  what  it 
set  out  to  do  in  writing  the  letter  discussing  terms. 

As  reported  in  this  journal  last  week,  the  society  defined 
what  it  considered  "reasonable"  fees — all  of  them  higher 
than  current  rates  and  some  of  them  doubly  so — and  then 
said  it  would  settle  for  a  one-year  extension  of  the  agree- 
ments that  expired  Dec.  31,  1958. 

What  ASCAP  is  saying,  presumably,  is  this  "Here's 
what  we  think  we  could  get  if  you  took  us  to  court.  Now, 
wouldn't  you  be  sensible  to  extend  your  old  contracts? 

We  don't  profess  to  know  whether  ASCAP  really  thinks 
the  court  would  grant  the  higher  rates  that  the  society  con- 
tends are  "reasonable."  We  do  have  a  suggestion  to  relay 
from  a  number  of  observers  of  this  whole  befuddling  scene. 

Actually  it  is  not  new.  As  the  All-Industry  Radio  Music 
License  Committee  has  itself  pointed  up,  the  ASCAP 
letter  flies  squarely  in  the  face  of  the  ASCAP  consent 
decree.  Under  that  decree,  stations  are  entitled  to  take  out 
blanket  commercial  and  per-program  sustaining  licenses  at 
the  same  time. 

The  beauty  of  this  combination  is  that,  the  way  radio  is 
programmed  and  sold  today,  there  are  virtually  no  sus- 
taining musical  programs.  Thus  there  would  be  few  sus- 
taining fees  to  pay.  Since  sustaining  fees  currently  repre- 
sent an  estimated  12%  of  ASCAP's  approximately  $10 
million  annual  take  from  radio,  the  saving  for  radio  could 
range  up  to  $1  million  or  more. 

ASCAP  officials,  of  course,  belittle  this  line  of  approach. 
But  never  mind.  While  we  do  not  presume  to  tell  the 
all-industry  committee  what  course  it  should  follow,  we 
earnestly  think  that  demands  for  combination  licenses 
should  be  renewed.  At  the  very  least,  the  interest  of  the 
Justice  Dept.  ought  to  be  piqued  enough  to  prompt  an 
investigation  of  the  unreasonable  procedure  ASCAP  is 
using  in  its  quest  for  the  absurdity  it  calls  "reasonable." 
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New  toll  tv  season 

HE  may  not  have  intended  it  to  serve  that  purpose,  but 
Rep.  Oren  Harris'  new  resolution  on  subscription  tel- 
evision will  give  a  lot  of  people  job  security. 

The  hired  propagandists  of  toll  tv  are  assured  of  work. 
As  reported  elsewhere  in  this  issue,  Mr.  Harris  has  intro- 
duced legislation  to  prohibit  pay  tv,  except  for  limited  tests, 
until  Congress  has  time  to  write  permanent  legislation  con- 
trolling it.  He  has  also  announced  that  the  House  Com- 
merce Committee,  of  which  he  is  chairman,  will  hold  hear- 
ings on  the  subject  within  three  months. 

The  effect  of  the  resolution  will  be  to  postpone  indef- 
initely the  practical  operation  of  subscription  television  on 
the  air.  In  our  view  that  effect  will  be  salutary.  It  will  pre- 
vent the  conversion  of  the  present  system  of  free  television 
broadcasting  to  a  pay  system,  which  is  the  inevitable  con- 
sequence of  government  approval  of  toll  tv  on  the  air. 

In  some  of  its  particulars,  however,  the  Harris  resolu- 
tion is  defective.  It  seeks  to  outlaw,  again  until  that 
remote  time  when  the  Congress  passes  permanent  legisla- 
tion, the  transmission  of  subscription  television  by  wire 
in  either  inter-  or  intra-state  commerce.  If  the  Congress 
were  to  adopt  that  feature  of  Mr.  Harris'  proposal,  it  would 
be  straying  into  an  area  where  it  does  not  belong. 

There  is  no  technical  limit  to  the  number  of  wires  which 
may  be  strung  around  a  city  or  around  the  country.  A 
wired  subscription  system  would  not  displace  other  services. 
If  subscription  tv  promoters  wish  to  risk  their  capital 
on  wired  transmission  and  the  public  wishes  to  buy  the 
service,  it  is  not  for  the  U.S.  government  to  prevent  it. 

It  is  in  broadcast  subscription  tv  that  the  government 
has  a  legitimate  interest.  Unless  on-the-air  pay  tv  were 
forced  to  use  channels  that  are  now  unoccupied,  the  ad- 
dition of  a  pay  station  would  mean  the  subtraction  of  a 
free  station. 

Promoters  of  subscription  television  have  made  no 
secret  of  their  wish  to  be  permitted  to  broadcast  on  desir- 
able channels,  which  is  to  say  the  channels  that  are  now 
occupied  by  free  stations.  To  attain  that  desire,  subscrip- 
tion television  interests  will  have  to  make  a  persuasive 
showing  in  the  86th  Congress. 

During  1959  the  Congress  will  be  besieged  by  an  army 
of  subscription  tv  propagandists,  to  whom  the  only  counter- 
balance can  be  an  equally  persuasive  delegation  of  free 
broadcasters. 


Drawn  for  BROADCASTING   by   Sid  Hi* 


"He  wants  to  sign  her  for  that  'They  said  it  couldn't  he  done' 
commercial." 
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this  is  the  Piedmont  Industrial  Crescent . . . 


The  Piedmont  Industrial  Crescent  is  a  unique  concentration 
of  buying  power ...  a  vast  "area  laboratory". . .  stretching 
across  the  productive  Piedmont  section  of  North  Carolina, 
South  Carolina  and  Virginia. 

It  is  a  vast  urban  complex  created  by  bustling  cities, 
booming  industry  and  big  agricultural  purchasing  power  where 
millions  of  your  customers  WORK,  EARN,  SPEND. 

Strategically  located  at  the  hub  of  this  big  year-round 
market  is  WFMY-TV. . .  the  most  powerful  selling 
influence,  by  far. 


This  Is  North  Cwlw's  Interurbia 

.  .  The  largest  metropolitan  market  in 
the  two  Carolinas.  Here,  WFMY-TV 
dominates  because  it  serves  .  .  .  sells. 
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WHEELING:  3T5  TV  MARKET 

*Television  Magazine 

One  Station  Reaching  The  Booming  Upper  Ohio  Valley 


no.  10  in  a  series  RIVER  TRANSPORTATION 


Life-line  for  industry  and  a  major  factor  in 

the  economy  of  the  thriving  WTRF-TV 

area  is  the  storied  Ohio  River.  On  its  broad 

surface  flowed  eighty-one  and  one-half  million 

tons  of  cargo  in  1957,  for  a  total  of  seventeen 

billion,  two  hundred  million  ton-miles.  This 

amazing  tonnage  is  more  than  one  and  one- 
half  times  the  tonnage  locked  through  the 

Panama  Canal  in  the  same  period.  The  cargo 

carried  and  the  people  who  handle  it  on 

ship  and  shore  are  more  reasons  why  the 

WTRF-TV  market  is  a  super  market  for 

alert  advertisers  ...  a  market  of  425,196  TV 

homes,  where  two  million  people  have  a 

spendable  income  of  %2lA  billion  annually. 


LATEST 

ARB  SURVEY 


The  November  ARB  Survey  for  the  six-county  Wheeling  (W.Va.)-Steubenville  (Ohio)  Metro- 
politan Area  show  WTRF-TV  dominant  in  81.6%  of  the  nighttime  quarter-hour  segments, 
and  in  73.6%  of  the  daytime  quarter-hour  segments.  Day  and  night,  from  sign-on  to  sign-off 
Sunday  through  Saturday,  WTRF-TV  dominates  each  quarter-hour  more  than  75  %  of  the  time! 


For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manager, 
af  CEdar  2-7777. 
National  Rep.,  George  P.  ^ 
Hollingbery  Company. 


316,000  waits  M[)l]Cl  network 


WHEELING  7.  WEST  VIRGINIA 


ONE  HUNDRED  ELEVEN 
N  AT  I  O  N  A  L 
and  REGIONAL 
SPOT  ADVERTISERS 
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TERRE  HAUTE 
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OUTSIDE  TV! 


TERRE  HAUTE,  INDIANA[~|/^\  cbs 

channel  Jl^J  ABC 
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IN  DALLAS  and  FT.  WORTH 

KRLD  is  your  best  buy 

FIRST  IN  AUDIENCE:  ARB's  latest  Dallas-Fort  Worth  report  shows  that  KRLD-TV  domi- 
nates in  audience  share  from  sign-on  Sunday  morning  to  sign-off  Saturday  night.  The 
Nielsen  Station  Index  (November,  1958)  also  shows  more  TV  homes  watch  KRLD-TV 
than  any  other  station  in  the  Dallas-Fort  Worth  area! 

FIRST  IN  POPULARITY:  The  latest  Dallas  Telepulse  lists  15  out  of  the  top  18  once-a-week 
shows  and  seven  of  the  top  ten  multi-weekly  shows  —  all  on  KRLD-TV. 

FIRST  IN  AREA  OF  COVERAGE:  KRLD-TV,  with  its  low-band  channel,  and  telecasting 
with  maximum  power  from  its  tremendous  tower  (1,685  feet  above  average  terrain), 
has  the  largest  circulation  of  any  station  in  the  southern  United  States! 


Branham  Company,  Exclusive  Representative. 


HERALD  STATIONS 
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President 


CLOSED  CIRCUIT® 


Radio  revolution  •  Some  of  most  out- 
standing radio  broadcasters  in  country 
are  talking  seriously  about  formation  of 
national  program  service  to  replace 
traditional  network  system.  Stations 
would  pay  for  service,  use  whatever  of 
its  programs  they  wanted,  sell  their  own 
time  at  own  rates.  Broadcasters  who 
have  recently  been  discussing  subject 
have  present  or  former  associations 
with  both  CBS  and  NBC. 

Idea  of  national  program  service 
isn't  new;  it's  been  talked  about  off  and 
on  for  years.  But  recent  switch  of  CBS 
Radio  to  Program  Consolidation  Plan 
and  belief  of  some  station  operators 
that  NBC  Radio  may  follow  suit  have 
given  talks  new  momentum.  Principal 
appeal  of  program  service  idea  for  sta- 
tions is  that  national  program  source 
would  not  also  be  competitor  for  na- 
tional advertising.  Under  present  net- 
work operation,  networks  deliver  sta- 
tions to  national  accounts  at  much 
lower  rates  than  accounts  can  buy  spot 
on  same  stations. 

Build-Up  •  There's  no  general  upheaval 
in  sight  at  NBC,  despite  recurrent  ru- 
mors of  one,  but  network  is  shopping 
for  executive  talent  to  be  brought  into 
television  programming,  sales  and  per- 
haps other  departments.  It's  part  of 
plan  of  Bob  Sarnoff,  chairman,  and 
Bob  Kintner,  president,  to  beef  up 
managerial  team  by  importing  select 
few  to  executive  ranks. 

Tape  troubles  •  No  public  squawk  yet, 
but  big  users  of  videotape  (networks 
and  independent  production  firms)  are 
fretting  about  high  casualty  rate  in  tape 
stock  they're  getting  from  tape  makers. 
Rejection  rate  is  running  from  20% 
to  40%  overall,  up  to  90%  or  worse 
for  specific  batches.  Irritations  are 
three:  (1)  it's  nuisance  having  to  ship 
batches  back  for  replacement;  (2)  it 
takes  valuable  time  to  check  tapes  out 
(some  tapes  have  to  be  run  through 
VTR's  up  to  seven  times);  (3)  test 
runs  wear  out  recording  heads,  which 
have  limited  life  anyway.  Aside  from 
obvious  hope  that  manufacturers  will 
improve  processing,  buyers  think  bet- 
ter pre-testing  should  be  done  by  tape 
maker,  not  left  up  to  user. 

Slight  relaxation  of  ban  on  affiliates' 
videotaping  network  programs  for  later 
broadcast  is  being  considered  by  NBC- 
TV.  Actually,  network's  expected  to 
hold  to  its  basic  policy  that  shows 
should  be  carried  as  scheduled  by  net- 
work, but  also  to  recognize  that  condi- 
tions may  arise  in  which  exceptions 
should  be  considered.  Subject  is  one  of 


several,  along  with  summer  and  fall 
program  plans,  to  be  discussed  by  NBC 
officials  with  affiliates  board  of  dele- 
gates, headed  by  Jack  Harris  of  KPRC- 
TV  Houston,  at  meeting  Thursday 
(Jan.  29)  in  New  York. 

Single  rate  •  Stimulated  by  drive  for 
single  rate  structure  in  radio,  which  it 
avidly  supports,  Station  Representatives 
Assn.  Committee  on  Tv  Trade  Prac- 
tices is  undertaking  analysis  of  spot 
tv,  looking  toward  elimination  of  dif- 
ferential between  national  and  local 
rates.  Tv  began  on  one-rate  basis  but 
some  stations  gradually  shifted  to  dual 
structure,  notably  with  development  of 
daytime  tv.  Committee,  headed  by 
Adam  Young,  Young  Television,  in- 
cludes Edward  P.  Shurick,  Blair-Tv; 
Lloyd  Griffin,  Peters,  Griffin,  Wood- 
ward; Edward  Codel,  Katz;  Frank  E. 
Pellegrin,  H-R  Television;  Tom  White, 
Avery-Knodel;  Bates  Halsey,  Weed; 
Richard  Foote,  Blair  Television  As- 
sociates and  James  O'Grady,  Young 
Television. 

Media  moves  •  Not  yet  announced  is 
change  in  media  responsibility  quietly 
effected  at  Foote,  Cone  &  Belding, 
New  York.  Agency,  which  operates 
media  in  two  account  sections  with  As- 
sociate Media  Directors  Arthur  S. 
Pardoll  and  Charles  B.  Hoffman  in 
charge  of  each,  now  goes  step  further: 
broadcast  buyers  Peter  Bardach  (Mr. 
Hoffman's  group)  and  Richard  Pickett 
(Mr.  Pardoll's)  advance  to  senior  media 
buyers  with  these  accounts  assigned 
respectively:  Bardach — Air  Wick  (Le- 
ver), General  Foods'  Baker's  Instant 
chocolate,  Minute  potatoes  and  Minute 
onions;  Pickett — Savarin  and  Norwich, 
and  continues  timebuying  on  Lever's 
Pepsodent.  Moves  made  to  accommo- 
date media  expansion  to  free  associate 
media  directors  for  more  planning  ac- 
tivity and  bring  two  senior  media 
buyers  closer  to  planning-buying  de- 
cisions on  their  accounts. 

Price  of  politics  •  With  Los  Angeles 
selected  by  Democratic  Site  Committee 
for  1960  convention,  networks  still  are 
hopeful  that  Republicans  will  pick 
same  site  so  that  coverage  overhead 
can  be  cut  by  estimated  $900,000.  But 
indications  last  week  were  that  because 
of  attitudes  of  potential  nominees 
(principally  Nixon  and  Rockefeller)  Los 
Angeles  would  not  be  acceptable.  Em- 
phasis was  placed  upon  Chicago  or 
possibly  Philadelphia,  latter  having 
made  unprecedented  bid  of  $375,000 


plus  fringe  benefits,  for  convention.  So 
far  Chicago  has  offered  GOP  $300,000. 

//  GOP  doesn't  select  Los  Angeles, 
consideration  may  be  given  to  proposal 
of  NBC  Chairman  Robert  W.  Sarnoff 
that  convention  coverage  be  rotated 
among  networks  as  means  of  holding 
down  expenses.  Mr.  Sarnoff  last  August 
suggested  that  besides  rotating  cover- 
age of  outstanding  news  events  among 
networks,  such  as  political  conventions, 
individual  stations  could  work  out 
rotational  systems  in  their  cities.  Both 
national  committees,  cognizant  of  im- 
portance of  tv  exposure,  have  an- 
nounced intentions  of  scheduling  their 
sessions  to  mesh  with  visual  coverage. 

Clipping  penalty  •  Benton  &  Bowles, 
which  last  year  hassled  with  networks 
because  of  stations  clipping  credits  off 
shows  and  then  triple-spotting,  is  about 
to  apply  pressure  again.  Agency  now 
claims  proof  some  stations  take  4-5 
seconds  off  network  time.  They  don't 
triple-spot  but  log  two  20-second  spots, 
or  a  20-  and  a  30-second  spot  or  1- 
minute  announcement.  B&B  cries  foul, 
says  stations  are  breaking  into  time  that 
over  full  network  schedule  can  average 
some  $4,000  that  advertiser  has  paid 
for  the  few  seconds.  Another  concern: 
union  agreements  on  credits  which  con- 
sequently don't  appear. 

Spring  showing  •  With  FCC  approval 
of  its  new  location,  utilizing  CBS' 
KMOX-TV's  tower,  new  ch.  11  KCCP 
(TV)  St.  Louis  has  set  April  1  as  tar- 
get date.  Independent,  representing  in- 
vestment in  excess  of  $1.5  million,  is 
controlled  by  Harold  Koplar,  prom- 
inent St.  Louis  hosteler  and  business 
executive,  who  will  direct  policy.  James 
L.  Caddigan,  until  recently  vice  presi- 
dent of  Odyssey  Productions  (Lowell 
Thomas)  and  former  DuMont  execu- 
tive, is  vice  president  and  station 
director. 

Labor  savers  •  In  constant  effort  to  im- 
prove product,  RCA's  Industrial  Elec- 
tronic Products  division  is  working 
diligently  on  new  devices  to  reduce  op- 
erating costs.  While  equipment  manu- 
facturers have  gone  long  way  in  auto- 
mation in  past  five  years,  they  reported- 
ly have  on  threshhold  other  innovations 
which  will  cut  down  on  need  for  scarce 
technical  manpower  and  resist  union 
feather-bedding.  Videotape  and  auto- 
mation equipment  are  expected  to  be 
major  items  in  1959. 
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Cleveland 


WITH  WJW-TV'S  BIG  MOVIES! 


WJW-TV  has  skyrocketed  to  the  top  with  the  BIG 
STARS  in  all  THE  BIG  MOVIES  from  Warner 
Bros,  20th  Century,  and  United  Artists.  Take  the 
late  shows  for  instance  at  11:20  PM -12:45  AM 
...  an  average  9  A.R.B.  rating  Sunday  through 
Saturday.  Add  to  this  the  great  new  Paramount 
Features  and  you  have  a  galaxy  of  stars  selling 
for  you.     Represented  by  The  Katz  Agency,  Inc. 


"Famous  on  the  local  scene 

CHANNEL  8 
CBS  •  CLEVELAND 

,  OHIO 

WJW-TV  Cleveland   .  WJBK-TV  Detroit 


WSPD-TV  Toledo 


WAGA-TV  Atlanta  •  WITI-TV  Milwaukee 


WEEK  IN  BRIEF 


mm 

Mr,  Potts 


Why  does  radio  stay  on  the  defense?  •  It  shouldn't 
as  far  as  Ben  Potts,  partner  in  Potts-Ray  &  Assoc.,  Los 
Angeles  advertising  agency,  is  concerned.  He's  seen  too 
many  radio  success  stories  from  start  to  finish  to  doubt 
the  sell-ability  of  radio.  People  seldom  question  spend- 
ing advertising  dollars  in  newspapers,  magazines  or 
even  tv.  but  why  do  they  keep  asking  "why  radio?"  He 
answers  in  Monday  Memo.  Page  21. 


Congress  on  electronic  binge  •  What's  in  the  hopper  and  what  will 
happen  plus  a  who's  whom  of  the  Senate  and  House  Commerce  Com- 
mittees; who  they  are  and  who  they  were  before  they  got  there.  Page  27. 

Single  rate  wins  friends,  makes  foes  •  Station  Representatives  Assn. 
says  elimination  of  double  standard  will  be  major  project;  WADK  New- 
port adopts  single  rate  for  both  local  and  national  advertisers,  others  are 
reported  almost  ready.  But  Allied  Stores  executive  says  move  can  lead 
to  less  money  for  radio,  more  for  newspapers.  Page  32. 

Retailer  likes  radio-tv  •  Fort  Worth  store  tells  Retail  Advertising  Con- 
ference how  largest  store  in  two-city  market  uses  spot  and  programs  to 
move  merchandise — with  only  15%  of  budget.  He  urges  small  retailers 
to  buy  broadcast  media  to  ■"close  gap"  behind  larger  stores.  Page  35. 

Newspapers  and  radio-tv  •  ANPA  Bureau  of  Advertising  and  allied 
groups  unveil  1959  "'total  selling"  concept  at  Chicago  convention.  Page  40. 

Media  jousts  •  They  don't  happen  in  agencies  where  all-media  buying 
is  instituted  say  Benton  &  Bowles'  Donovan  and  Burnett's  Banks.  Cards 
go  against  the  broadcast  specialist  at  New  York  session.  Page  42. 

ABC-TV's  November  rose  •  Network's  gross  time  charges  hit  all-time 
high  at  $10.3  million  mark,  a  gain  of  27.9%.  Three  networks  together 
chalk  up  8.4%  increase  that  month.  Page  50. 

Radio,  tv  wages  up  •  NAB  analysis  shows  spread  of  station  pay  among 
various  types  of  jobs  by  market  size  and  region.  Page  53. 

Upped  budget  asked  for  FCC  •  President  seeks  Sll  million  for  FCC, 
S  106.8  million  for  U.S.  Information  Agency  and  S6.97  million  for  Fed- 
eral Trade  Commission  in  fiscal  1960.  Page  59. 

Licenses  for  tv  shows?  •  Bill  to  license  and  censor  television  programs 
introduced  in  New  York  Legislature,  but  tv  legal  experts  say  it  couldn't 
get  past  precedents  which  have  been  affirmed,  at  least  indirectly,  by  U.S. 
Supreme  Court.  Page  59. 

Sites  for  Presidential  picking  •  GOP  pigeonholes  decision  on  where  it'll 
convene  in  1960  as  Democrats  apparently  decide  on  Los  Angeles.  Page 
76. 

State  of  the  art  •  Latest  developments  in  broadcast  equipment  and 
techniques  will  be  displayed  and  described  at  NAB  convention.  Page  89. 
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How  to  get  your 
product  on  the 

BIGGEST  SHOPPING  LIST 

in  Southern  California 


Your  product  or  service  automati- 
cally goes  on  100,000  official  shopping 
lists  .  .  .  just  as  soon  as  your  radio 
spots  go  on  KBIG's  HOME- 
MAKERS'  CLUB,  INC.  package. 
As  a  participating  sponsor,  your 
labels  are  worth  money  to  over  500 
active  women's  clubs  in  Southern 
California.  Guaranteed  also  are 
product  demonstrations  at  a  mini- 
mum average  of  5  club  lunches  or 
dinners  a  week;  access  to  consumer 
panel  testing;  low-cost  sampling 
and  couponing;  regular  product 
bulletins  to  member  clubs;  and 
monthly  listings  in  Everyuoman's 
Family  Circle. 

You  can  buy  this  proven  merchan- 
dising plan  (together  with  the 
effective  selling  power  of  KBIG)  for 
package  rates  as  low  as  $155 
weekly.  Ask  your  KBIG  or  WEED 
representative  ...  or  write  for 
special  brochure. 
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you'll  sell  more  on 


KPH  * 
RADIO 

. .  TMTMPP/SEU/A/'STAnOtt 


0  '717~<'  J^K^ 


that  happy-sellin' 
station  in 

PHOENIX 

whose  happy  listeners 
are  kept  in  a 
buying  mood  by 
these  popular 
sellin'  personalities 


RED  RAY  DAVE 

MclLVAINE    CURTIS  STEERE 


RADIO 


LARRY  JIM 
BURROUGHS  TOPPING 


Good  for  Listening 
Good  for  Selling,. . . 

91$  ON  THE  DIAL 


RICHARD  B.  RAWLS,  General  Manager. 
JOHN  R.  CROWLEY,  Commercial  Manager 


Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and 
Successful  Farming  magazines. 

KPHO  RADIO  is  one  of  Meredith's  BIG  5  ...  an  All  Family  Station 


PHOENIX 
SYRACUSE 


KPHO 
WHEN 


KANSAS  CITY  KCMO 


KPHO-TV    The  Katz  Agency 

WHEN-TV    The  Katz  Agency 

KCMO-TV    The  Katz  Agency 

WOW-TV    John  Blair  &  Co. 

— Blair-TV 

John  Blair  &  Co. 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  •  DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  27 


Cox  group  acquires 
WSOC  Charlotte 

Sale  of  WSOC-AM-FM-TV  Charlotte 
to  Miami  Valley  Broadcasting  Co. 
(WHIO-AM-FM-TV)  Dayton,  Ohio,  for 
$5.6  million  agreed  to  Friday  (Jan.  23) 
subject  to  usual  FCC  approval. 

WSOC  Broadcasting  Co.  executives, 
headed  by  E.  E.  Jones,  principal  stock- 
holder, and  Larry  Walker,  president  and 
general  manager,  completed  negotia- 
tions last  week  with  James  M.  Cox  Jr., 
president  of  Miami  Valley  and  of  Cox 
newspapers  and  radio  and  television  sta- 
tions, and  J.  Leonard  Reinsch,  executive 
director  of  Cox  broadcast  operations. 
Transaction  involves  acquisition  of  all 
capital  stock. 

Mr.  Jones,  67,  recently  retired  as 
president  of  Pyramid  Life  Insurance  Co. 
Mr.  Walker,  pioneer  Charlotte  broad- 
caster, has  been  in  frail  health  but  has 
actively  directed  stations  and  will  con- 
tinue as  general  manager  under  new 
ownership. 

WSOC-TV  began  operation  in  early 
1957  on  ch.  9  and  has  primary  affilia- 
tion with  NBC-TV,  plus  secondary  af- 
filiation with  ABC-TV.  WSOC  operates 
on  1240  kc  with  250  w. 

Miami  Valley  is  associated  in  owner- 
ship with  WSB-AM-FM-TV  Atlanta 
and  WCKR-WCKT  (TV)  Miami 
(42.5%).  Newspapers  in  Cox  group  are: 
Atlanta  Journal  and  Constitution, 
Miami  Daily  News,  Dayton  News  and 
Journal  Herald  and  Springfield  (Ohio) 
News  and  Sun. 

Coca-Cola  headed 
back  to  net  tv 

Major  McCann-Erickson  move  in 
network  tv  fast  developing,  agency 
bringing  Coca-Cola  back  to  network 
sponsorship  after  two-year  lapse  and 
using  talents  of  ex-NBC  Chairman  Syl- 
vester L.  (Pat)  Weaver  Jr.  Details: 

Coco-Cola  has  budgeted  estimated 
$400,000  for  program  on  CBS-TV  and 
presumably  could  go  into  10-11  p.m. 
slot  pre-empting  Westinghouse's  (also 
M-E  client)  Desilu  Playhouse  March 
30,  which  is  firm  date.  Show  will  be 
musical,  will  have  spring  festival  for- 
mat, have  Barry  Wood  as  executive  pro- 
ducer, Harry  Sosnik  as  musical  director 
and  Mr.  Weaver  (M-E's  tv  consultant 
since  early  this  year)  consulting  on  pro- 
gram. 

Beverage  firm  may  not  stop  there,  is 
expected  to  sponsor  another  special  this 


Code  coats 

Licensed  practitioners  are  ap- 
pearing in  tv  commercials,  re- 
placing physicians,  dentists,  phar- 
macists and  nurses  portrayed  by 
actors,  NAB  Tv  Code  Review 
Board  was  told  Friday  at  Wash- 
ington meeting.  White-coat  ban 
went  into  effect  recently  but  does 
not  cover  appearances  by  licensed 
professional  people.  Board  staff 
understood  to  have  ruled  recent- 
ly against  use  of  greeting  "Doc" 
by  youngster  entering  drug  store. 
Code  group  reports  to  NAB  Tv 
Board  next  week  at  Hollywood, 
Fla.,  directors  meeting.  Roger  W. 
Clipp,  WFIL-TV  Philadelphia, 
presided  at  code  session.  Group 
slated  to  meet  March  16  during 
NAB  convention  in  Chicago. 


season  (possibly  June  1  or  thereabouts) 
and  may  follow  with  another  four  be- 
fore year's  end.  Coca-Cola  in  February 
1957  dropped  Coke  Time  on  NBC-TV 
which  it  had  sponsored  since  April  1953. 

Mack  trial  shift 
to  Miami  urged 

Federal  judge  was  asked  Friday 
to  change  trial  of  former  FCC  Comr. 
Richard  A.  Mack  and  his  friend  and 
benefactor,  Thurman  A.  Whiteside, 
from  Washington  to  Miami  because  of 
extensive  and  unfavorable  publicity 
grand  jury  indictment  received  in  cap- 
ital city. 

Attorneys  for  Mr.  Mack  and  Mr. 
Whiteside  charged  that  because  of  this 
publicity  neither  of  the  defendants 
could  receive  a  fair  trial  in  Washington. 
Government  attorneys  opposed  the 
motions. 

U.S.  District  Judge  Burnita  S. 
Matthews  took  motions  under  advise- 
ment. She  said  she  would  have  decision 
out  within  week. 

Defense  attorneys  also  charged  that 
Justice  Dept.  lawyers  deliberately  leaked 
information  that  grand  jury  was  pre- 
paring true  bill  against  Mr.  Mack  and 
Mr.  Whiteside.  They  claimed  that  re- 
lease of  this  information  before  formal 
indictment  was  handed  down  violated 
rule  of  grand  jury  secrecy.  This  means, 
they  said,  indictment  should  be  dis- 
missed. 


•  Business  briefly 

•  Union  Oil  Co.  of  California  has 
named  Erwin  Wasey,  Ruthrauff  &  Ryan, 
L.  A.,  to  handle  broadcast  advertising. 
Print  advertising  remains  with  Young 
&  Rubicam,  L.  A. 

•  Leo  Burnett  Co.  Friday  (Jan.  23) 
resigned  account  of  Bissell  Carpet 
Sweeper  Co.,  Grand  Rapids,  Mich. 
Client  appropriated  approximately 
$500,000  for  spot  tv  in  1958  but  has 
been  inactive  recently. 

•  Philco  Corp.  (radio-tv  sets,  washers), 
Philadelphia,  reported  to  be  launching 
four-week  spot  tv  campaign  in  40  mar- 
kets in  late  February.  Agency:  BBDO, 
N.  Y. 

•  Peter  Pan  Foundations  Inc.,  N.Y., 
through  Ben  Sackheim  Co.,  same  city, 
has  contracted  with  11  stations  in  as 
many  markets  for  extensive  tv  spot  cam- 
paign starting  early  March  for  10  weeks. 

Tax  court  ruling 

U.  S.  Tax  Court  ruled  Friday  that  ex- 
pense incurred  in  obtaining  tv  channel 
was  capital  investment — not  "ordinary 
and  necessary"  business  expense.  Ruling 
came  on  appeal  by  WBIR  Inc.  (WBIR- 
AM-TV  Knoxville,  Tenn.)  which  went 
through  comparative  FCC  hearing  in 
1955.  Tax  court  upheld  1954  ruling  of 
Internal  Revenue  Service.  IRS  also 
said,  however,  that  where  radio  station 
attempt  to  secure  tv  permit  failed,  ex- 
penses could  be  deducted  as  business 
loss.  Import  of  ruling,  it  is  understood, 
is  that  radio  stations  may  not  amortize 
tv  hearing  costs  as  they  do  with  other 
business  expenses. 

Oversight  probe 
gets  green  light 

House  Commerce  Committee  Fri- 
day (Jan.  23)  received  Rules  Committee 
approval  of  its  1959-60  resolution  (H 
Res  56)  authorizing  continued  investi- 
gations by  Legislative  Oversight  Sub- 
committee. Commerce  Chairman  Oren 
Harris  (D-Ark.)  and  ranking  minority 
member  John  Bennett  (R-Mich.)  pre- 
sented resolution  to  rules  group  Friday 
morning. 

Rep.  Harris  replied  in  affirmative 
when  asked  specifically  by  Rep.  Clar- 
ence J.  Brown  (R-Ohio)  if  resolution 
authorized  continuance  of  subcommittee 
investigations.  Clue  to  what  extent  Over- 
sight will  operate  in  new  Congress 
should  come  today  (Jan.  26)  when  Com- 
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AT  DEADLINE 

CONTINUED 

merce  submits  its  appropriation  request 
to  House  Administration  Committee. 
Commerce  was  allocated  approximately 
$100,000  for  its  operations  during  85th 
Congress,  while  Oversight  Subcommit- 
tee was  first  given  $250,000  and  later 
an  additional  $60,000. 

KCOP(TV)  strike  over 

KCOP  (TV)  Los  Angeles  is  getting 
back  to  normal  after  five-week  strike 
(see  page  52)  of  42  engineering  and 
technical  employees,  members  of  Inter- 
national Brotherhood  of  Electrical 
Workers  Local  45,  who  returned  to 
work  Saturday  (Jan.  24).  Terms  of 
settlement  not  disclosed,  but  it  was  un- 
derstood wage  increase  was  $7.50  week- 
ly, compromise  between  $10  asked  by 
union  and  $5  originally  offered  by 
KCOP.  IBEW  gets  jurisdiction  over  all 
videotape  operations  at  station.  KCOP 
is  dropping  its  $1  million  suit  against 
union.  All  business  lost  by  station  dur- 
ing strike  has  returned. 

Doerfer  for  boosters 

FCC  Chairman  John  C.  Doerfer,  Fri- 
day, told  protesting  western  officials 
in  Denver  that  he  would  do  what  he 
could  to  extend  90-day  grace  period 
for  existing  unlicensed  tv  boosters. 
About  50  representatives  of  western 
states  urged  FCC  to  reconsider  Dec. 
31,  1958,  decision  ordering  deletion  of 
on-channel  vhf  boosters  (see  page  60). 


Murrow  rebuffed 

It  was  Genevieve  (Jack  Paar's  French 
pixie)  in  for  Babe  (Mrs.  Ruth,  the  ball- 
player's widow)  on  CBS-TV's  Person  to 
Person  Friday  (Jan.  23).  Last-minute 
substitution  came  after  landlord  of  Mrs. 
Ruth's  apartment,  Felix  Harding  of  1 1 0 
Riverside  Drive,  New  York,  refused  to 
let  network  on  premises — apparently  be- 
cause there  was  no  dough  in  deal  for 
him.  It  was  first  time  in  show's  457 
guest  remotes  situation  had  occurred. 

Blatnik  ad  probe 
ordered  to  disband 

Congressional  thorn  in  sides  of  adver- 
tising and  Federal  Trade  Commission 
has  been  removed  with  disbandment  of 
Legal  &  Monetary  Affairs  Subcommit- 
tee of  Government  Operations  Commit- 
tee. However,  subcommittee  Chairman 
John  Blatnik  (D-Minn.)  said  Friday 
(Jan.  23)  work  of  investigative  group 
would  be  absorbed  by  five  remaining 
arms  of  parent  committee. 

In  three  separate  reports  last  summer, 
Blatnik  body  shook  advertising  circles 
with  charges  FTC  had  failed  to  police 
false  and  misleading  advertising  of 
weight  reducers,  dentifrices,  tranquil- 
izers and  cigarettes  (Broadcasting, 
Aug.  25,  1958).  Committee  has  been 
criticized  in  past  for  allegedly  encroach- 
ing upon  the  jurisdiction  of  other  stand- 
ing House  committees — including  Com- 
merce. 

Prior  to  formation  of  Oversight  Sub- 
committee of  Commerce,  Blatnik  body 


was  readying  plans  to  launch  same  type 
investigation  of  FCC.  Status  of  the 
Government  Operations  Freedom  of 
Information  Subcommittee  headed  by 
Rep.  John  Moss  (D-Calif.)  is  uncertain. 

Senators  propose 
ethics  standards 

New  York's  two  Republican  sena- 
tors, Jacob  K.  Javits  and  Kenneth  B. 
Keating,  Friday  (Jan.  23)  introduced 
legislation  designed  to  promote  govern- 
ment ethics.  Among  provisions:  all 
communications  by  members  of  Con- 
gress with  FCC  and  other  agencies 
would  be  made  part  of  public  record; 
"an  enforceable  code  of  ethics"  for 
legislative  as  well  as  administrative 
officials;  give  rules  committees  juris- 
diction over  alleged  violations  by  mem- 
bers of  Congress  and  their  staffs,  and 
set  up  bi-partisan  federal  commission 
on  ethics. 

Two  additional  bills  were  introduced 
Thursday  in  House  to  repeal  10%  ex- 
cise tax  on  communications.  They  were 
sponsored  by  Reps.  William  S.  Broom- 
field  (R-Mich.)  and  George  M.  Grant 
(D-Ala.). 

Rep.  John  D.  Dingell  (D-Mich.)  Fri- 
day announced  plans  to  introduce  to- 
day (Jan.  26)  measure  prohibiting  pay 
tv.  In  doing  so.  Rep.  Dingell  hit  FCC 
plans  to  authorize  test,  which  he  said, 
would  "produce  no  new  information 
.  .  .  but  will  permit  the  sponsors  of 
subscription  tv  to  invest  large  sums  of 
money  which  they  will  later  use  as  a 
justification  for  continuing.  .  .  ." 


WEEK'S  HEADLINERS 


Mr.  Sunts 


Mr.  Carr 


_  Brent  O.  Gunts  and 
JHMl  BfiBl^^B  Thomas  A.  Carr  have  been 
appointed  station  managers, 
4  jflK^  _f  respectively,  of  WBAL-TV 
and  WBAL  Baltimore,  ef- 
fective Feb.  16,  replacing 
Leslie  H.  Peard  Jr.,  who 
has  resigned  both  posts.  D. 
L.  Provost,  v. p.  and  gen- 
eral manager  of  radio-tv 
division  of  Hearst  Corp.,  said  that  Messrs.  Carr  and 
Gunts  will  work  as  team  in  managing  two  Hearst  proper- 
ties. Mr.  Carr  was  formerly  part  owner  and  station  man- 
ager of  WANN  Annapolis,  Md.,  and  served  as  executive 
secretary  and  administrative  assistant  to  Maryland  gov- 
ernor Theodore  R.  McKeldin  prior  to  joining  WBAL  as 
director  of  public  relations  earlier  this  month  (Broadcast- 
ing, Dec.  29,  1958).  Mr.  Gunts  entered  radio  at  WFBR 
Baltimore  in  1936  and  was  originator  of  radio  show,  Quiz 
of  Two  Cities,  which  went  network  and  was  syndicated 
for  12  years.  He  later  formed  his  own  New  York  produc- 
tion company,  Entertainment  Enterprises  Inc.,  and  in  1949 
started  Brent  Gunts  Productions  in  Baltimore.  He  served 
in  advisory  capacity  to  WBAL-TV  for  past  eight  months. 
Mr.  Provost  also  announced  that  Alfred  E.  Burk  will 


serve  as  assistant  station  manager  of  WBAL  in  addition 
to  present  position  of  sales  manager.  Willis  K.  Freiert 
will  continue  as  assistant  station  manager  and  sales  man- 
ager of  WBAL-TV. 

George  Shupert,  president  of  ABC 
Films  Inc.  (American  Broadcasting-Para- 
mount Theatres  film  syndication  arm), 
selected  by  Loew's  to  head  its  sales-dis- 
tribution activity  as  v.p.  in  charge  of  tv 
for  MGM,  succeeding  Charles  C.  (Bud) 
Barry,  who  had  resigned  to  become  presi- 
dent of  NTA  Film  Network.  MGM  tele- 
vision production  now  is  under  wing  of 
Sol  C.  Siegel,  who  is  v.p.  in  charge  of 
production  at  MGM  Studios  (Week's  Headliners,  Jan. 
19).  Mr.  Shupert's  first  association  with  entertainment  field 
was  in  1938  in  production  of  industrial  films;  in  1940  he 
was  appointed  director  of  sales,  commercial  film  division, 
Paramount  Pictures  (New  York),  concentrated  on  Para- 
mount's  tv  operations  1942-1951,  advancing  to  v.p.  and 
director  of  commercial  tv  operations  for  Paramount  Tv 
Productions  Inc.  Mr.  Shupert's  executive  posts  also  in- 
cluded v.p.  of  Peerless  Tv  Productions  Inc.  and  v.p.  and 
general  manager  of  United  Artists  Television  Corp.,  joining 
ABC  Films  in  1953  as  v.p. 


Mr.  Shupert 
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Old  Mother  Hubbard 
would  flip! 


That  little  old  cupboard  dilemma  of 
Ma's  was  nothing,  really. 

Consider  Joe  Foy,  now.  He's  General  Man- 
ager of  Spartan  Stores,  Inc.,  of  Grand 
Rapids.  Behind  him  is  his  new  310,000 
square  foot  warehouse.  When  this  picture 
was  taken,  all  those  acres  and  acres  of  cup- 
board had  yet  to  be  filled. 

Yet,  once  that's  done,  Joe's  job  is  just  bare- 
ly started.  He's  got  to  turn  right  around 
and  proceed  to  empty  it  —  and  then  fill  it 
again  and  empty  it  again  —  umpteen  times 
a  year,  and  do  it  year  after  year. 


But,  whereas  Dame  Hubbard  contemplated 
her  project  with  knitted  brow,  Joe  ap- 
proaches his  eagerly  and  with  confidence.  In 
the  twelve  years  he's  been  boss  at  Spartan, 
volume  has  increased  1,000%.  It  now 
grosses  more  than  60  million  dollars  a  year. 
In  all,  Joe  serves  more  than  500  stores  all 
over  Michigan. 

Joe  is  a  modern  grocery  merchandiser,  us- 
ing modem  techniques.  He  says,  "The  sale 
of  grocery  products  requires  effective  pre- 
selling  in  top-notch  advertising  media.  We 
know  WOOD  and  WOOD-TV  can  do  this 
pre-selling  job  competently." 


Your  sales  manager  knows  the  importan 
of  distribution  in  WOODland.  Make  certa 
that  distribution  is  followed  by  sales.  Ke< 
a  schedule  on  WOOD  and/or  WOOD-T 
Wherever  you  are,  there  is  a  Katz  man 
help  you  get  it. 

WOOD-TV  is  first" morning'  noon<  "'S1" 
Monday  through  Sunday  November  '5 
ARB  Grand  Rapids 


WOOD-AM  Is  first 


ing,  noon,  nigh 
Monday  through  Sunday-April  '5S  Puis 
Grand  Rapids 


Everybody  in  Western  Michigan  is  a  WOODwateh 


WOOD 


AM 
TV 


WOODland  Center,  Grand  Rapids,  Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids, 
Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing.  WOOD  -  Radio  -  NBC. 


because  it  stands  to  reason 

that  all  listeners  do  not  prefer  the 

same  thing. 

Therefore,  in  order  to  best 
serve  "most  of  the  people  most 
of  the  time,"  KOA-Radio 
adds  variety  to  every  phase  of 
broadcasting. 

There's  great  variety  in 
entertainment  as  KOA  combines  the 
best  of  network  shows  with 
popular  local  programs.  Variety 
in  style  and  presentation 
distinguishes  KOA's  news 
coverage  and  public  service 
programming.  The  appeal 
of  talented  variety  in  personalities 
is  evidenced  by  KOA's  loyal, 
responsive  audiences. 

Variety  in  programming  can  help 
you  sell  more  effectively,  too. 
On  KOA-Radio,  your  sales 
message  is  unmistakably  yours  . . . 
individualized  and  delivered 
to  create  immediate 
sales  action! 


Represented  nationally  by 

Henry  1. 

Christal  Co.,  Inc. 


ImIMpi 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

(* Indicates  first  or  revised  listing) 

JANUARY 

Jan.  27 — Board  of  directors,  Assn.  of  Maximum 
Service  Telecasters,  Shoreham  Hotel,  Washington, 
to  hear  reports  on  TASO  directional  antenna  test 
program. 

"Jan.  27 — Radio  &  Television  Executives  Society 
timebuying-selling  seminar  luncheon,  12:15  p.m., 
Hawaiian  Room,  Hotel  Lexington,  New  York.  Topic: 
"Tv  Audience."  Speaker:  Norman  Cash,  president 
of  Television  Bureau  of  Advertising. 

Jan.  27-29 — South  Carolina  Radio  &  Television 
Broadcasters  Assn.,  winter  convention,  Hotel  Wade 
Hampton,  Columbia.  Members  of  General  As- 
sembly will  be  entertained  at  Jan.  28  banquet. 

*Jan.  28 — Radio  &  Television  Executives  Society 
roundtable  luncheon,  12:30  p.m.,  Palm  Terrace, 
Hotel  Roosevelt,  New  York.  Topic:  "The  Role  of 
the  Tv  Critics,"  presented  by  Patrick  McGrady  for 
the  Fund  for  the  Republic. 

Jan.  28-29 — Georgia  Radio  &  Tv  Institute,  spon- 
sored by  Georgia  Assn.  of  Broadcasters  and  Henry 
W.  Grady  School  of  Journalism,  U.  of  Georgia,  at 
Athens. 

Jan.  29 — Cooperative  advertising  workshop,  Assn. 
of  National  Advertisers,  Hotel  Pierre,  New  York. 

Jan.  30 — Oral  argument  scheduled  before  FCC 
en  banc  on  Seattle  ch.  7  grant  held  by  Queen 
City  Broadcasting  Co.  (KIRO).  Case  reopened  on 
petition  for  reconsideration  filed  by  KXA  and 
KVI,  both  Seattle. 


FEBRUARY 

Feb.  1-6 — Winter  meeting  of  American  Institute 
of  Electrical  Engineers,  Statler  Hilton  Hotel,  New 
York,  includes  four  sessions  devoted  to  radio  and 
tv  experiments  and  operations.  NBC  and  CBS 
videotape  installations  will  be  described. 

Feb.  2-6 — Combined  NAB  boards  will  meet  at 
Hollywood  Beach  Hotel,  Hollywood  Beach,  Fla. 
Semi-annual  session  opens  Feb.  2  with  Tv  Finance 
Committee;  Feb.  3,  General  Fund  and  Member- 
ship Committees;  Feb.  4,  Tv  Board;  Feb.  5,  Radio 
Board;  Feb.  6,  combined  Tv  and  Radio  Boards. 

Feb.  5-April  30 — Thursday  evenings,  13-week 
seminar  in  operations  research  for  advertising  and 
marketing  personnel,  sponsored  by  Advertising 
Research  Foundation,  at  site  to  be  announced. 


Feb.  5-8 — Hi-fi  Show,  Shoreham  Hotel,  Washing- 
ton. The  newest  in  stereo  and  reproducing  gear 
will  be  on  display. 

*Feb.  6-7 — Radio-Tv  Short  News  Course,  U.  of 
Minnesota  .^hool  of  Journalism,  Minneapolis. 


Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad- 
vertising Assn.  of  the  West. 

*Feb.  9 — Broadcast  Advertising  Clinic  sponsored 
by  Hollywood  (Calif.)  Advertising  Club,  Hollywood 
Roosevelt  Hotel,  9:30  a.m. -4:15  p.m.  Club's  first 
annual  radio-tv  commercial  awards  will  be  made 
at  luncheon. 

*Feb.  9— Oliver  Treyz,  ABC-TV  president,  will 
answer  Fortune  article,  "The  Light  That  Failed," 
at  Chicago  Broadcast  Adv.  Club. 

*Feb.  10 — Entries  close  for  National  Headliners 
Club  awards.  Address  Mall  Dodson,  Convention 
Hall,  Atlantic  City,  N.  J. 

Feb.  14 — Institute  of  Radio  Engineers,  Washing- 
ton Section,  annual  banquet,  Statler  Hilton  Hotel, 
Washington. 

Feb.  15— Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  United  States  scheduled  in 
U.  S.  District  Court,  Washington.  Motions  for 
trial  to  be  held  in  Miami  are  pending. 

Feb.  17-20 — Audio  Engineering  Society,  annual 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

Feb.  18 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673." 

Feb.  21 — United  Press  Intl.  Broadcasters  Assn. 
of  Connecticut,  Jolly  Fisherman,  Norwalk. 

Feb.  24-25— NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

Feb.  25-27 — Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 


March  2 — Boston  ch.  5  rehearing  scheduled  to 
begin.  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.  Examiner:  Judge  Horace  Stern. 

*  March  15 — Assn.  of  Maximum  Service  Telecast- 
ers, annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  10  a.m. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler-Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 


"April  1 — Research  workshop,  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

April  5-8* — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

BROADCASTING,  January  26,  1959 


D  E  N  VE 

One  of  America's  great  radio  stations 

850  on  your  dial 
50,000  Watts 


iviiicn  ana  itoDin 

. .  .which  one's  among  the  TOP  10  IN  AMERICA? 


you'll  find  the  answer 

on  WKMH 


When  Mitch  and  Robin  get  together,  the  air  waves  crackle! 
Here  indeed  are  two  MUSIC  MEN— each  a  leader  in  his 
field.  Just  as  Mitch  Miller  has  his  enthusiastic  fans, 
WKMH's  Robin  Seymour  has  an  immense  and  loyal  following. 
Represented  by  Headley-Reed  Robin  was  recently  named  one  of  the  top  10  radio 

k personalities  in  America.  Why  not  let  this  national  award 
winner  make  sales  for  YOU  in  the  rich  Detroit  market? 
nOrr  BROADCAST  ING  CORPORATION 

WSAM  sm&  WKHM  JESS. 


Typical?  Not  really. 
Only  a  great  show 
can  rack  up  >,  .  -,me 
shares  and  late-evening 
ratings  like  -  hese*. 
But  they  prove  ,  am 
I  movies  on 
nations 
■ . ..  -mses. 
And  now,  of  ,*r$e, 
the  audiences  will  be 
bigger  than  men  four 
SSS  Owned  Stations 
have  just  added  fe ; 
Par*.-  is 
to  star-studded 
es.  (An  1 
ihm  wm  'k,  fmm  i%m 
hbut  c * 
WC8S-TV,  Mew  York.) 


MOX-TV,  ST.  LOUIS 

68.4%  share 


WCAU-TV,  PHILADELPHIA 


KHXT,  LOS  ANGELES 

72.8%  share 


My  Way" i 
■TV,  i 


11:15  pm  on  WCAU-TV,  I 


A  Division  of  Columbia  Broadcasting  hystem,  Inc. 


gay 
adventures 
of  Wally 
Wing-it 


Cut  rehearsal  time  and  still  have  a 
smooth,  professional  commercial  by 
using  TelePrompTer.  No  fluffs!  No 
freeze-ups!  No  egg-on-the-face !  Your 
local  talent  will  always  deliver  live 
commercials  smoothly,  professionally, 
accurately  when  you  provide  Tele- 
PrompTer equipment.  It  builds  clients' 
confidence  in  your  station's  ability  to 
produce  commercials  that  sell  effec- 
tively in  your  own  neighborhood.  Tele- 
PrompTer assures  network  quality  at 
the  local  level. 

TelePrompTer  is  a  sales  tool  — More  and 
more  advertisers  are  favoring  stations 
equipped  with  TelePrompTer.  They 
like  the  assurance  of  good  delivery  that 
only  TelePrompTer  can  give.  More 
national  clients  will  prefer  live  com- 
mercials with  local  authority  when  they 
can  rely  on  the  accuracy  of  your  talent. 
See  TelePrompTer  at  the  N.  A.  B. 
Convention  in  Chicago,  March  15th. 

Specialists  in 
GROUP  COMMUNICATIONS 


311  WEST  43  ST.,  NEW  YORK  36,  N.  Y. 

LOS  ANGELES  •  WASHINGTON,  D.C.  •  CHICAGO 
HUNTSVILLE,  ALA    •    TORONTO    •  LONDON 


KPRC  survey  well  liked 

editor: 

First — Congratulations  on  having  to 
change  the  format  of  your  useful  and 
informative  publication.  I  like  the  "new 
look." 

Second — Your  article  "Formula  for 
the  Ideal  Station?"  [Jan.  5]  should  be 
read  by  all  people  in  the  medium  of  ra- 
dio ..  .  as  well  as  advertising  agencies, 
sponsors  and  even  tv  personnel.  These 
questions  about  the  squib  "If  Public  Di- 
rected Programs."  How  many  people 
were  interviewed?  What  age  group? 
What  income?  Education?  Etc.? 

Third — Hat's  off  to  KPRC  [Houston]. 
It  did  a  good  job.  The  results  may  not 
have  been  completely  favorable  to 
KPRC  but  I'm  sure  the  station  gained 
more  respect  and  is  now  gaining  more 
listeners.  This  step  by  KPRC  today, 
may  be  the  foundation  for  better  radio 
tomorrow. 

Ted  J.  Simon 

WPBN-TV  Traverse  City,  Mich. 


Will  you  kindly  ship  250  reprints  .  .  . 
Sima  S.  Rothman 
KMAM  (AM)-KMFM  (FM) 
Alamogordo,  N.M. 

editor  : 

We  would  like  as  many  copies  as  pos- 
sible .  .  . 

Jane  Bedell,  Director 

Press  &  Public  Information 

Institute  for  Motivational 

Research  Inc. 
Croton-On-Hudson,  N.Y. 
[EDITOR'S  NOTE:  Reprints  lOtf  each.] 

New  York  newspaper  strike 

editor: 

Please  send  me  25  copies  of  your 
article  "Have  Newspapers  Been  Over- 
sold?" which  appeared  in  your  Dec.  29, 
1958,  issue. 

Ed  Morgan 

Sales  Manager 

KOWH  Omaha,  Neb. 


Please  send  us  25  reprints  of  the  Dec. 

29  editorial,  "People  and  Papers."  Very 

interesting! 

Steve  Fayer 
Promotion  Director 
WTOL-TV  Toledo,  Ohio 

Pittsburgh  radio  success 

editor: 

In  the  Dec.  15,  1958,  issue  you  car- 
ried a  lead  article,  "If  Anyone's  Won- 
dering About  Radio,"  based  on  the 


OPEN  MIKE 


fund-raising  promotion  of  one  of  our 

members,  the  Pittsburgh  United  Fund. 

It  is  an  excellent  article  and  we  are 

much  interested  in  it. 

I  hope  you  will  give  us  permission  to 

have  the  article  duplicated  so  that  we 

can  send  it  to  our  1,500  other  member 

communities. 

Martha  Winn 
Associate  Director 
Telev  ision-Radio-Films 
United  Community  Funds  and 

Councils  of  America 
New  York 

[EDITOR'S  NOTE:  Permission  granted.] 

Dropping  the  multiple  rate  card 

editor: 

We  not  only  applaud  the  Balaban 
Stations  and  KTUL  Tulsa  for  their 
moves  to  one  rate,  but  we  also  say, 
"Welcome  to  the  Club"  (Lead  Story, 
Jan.  19).  WFBR  has  operated  with  a 
single  rate  for  years  and  years  and  years 
and  we  found  that  everybody  wins — 
advertiser,  agency  and  station. 

Robert  B.  Jones  Jr. 

Vice  President  and  General 
Manager 

WFBR  Baltimore 

Echo  from  Young  &  Rubicam 

editor: 

Many  thanks  for  a  very  fine  story 
(Broadcast  Advertising,  Jan.  12).  I 
marvel  at  the  way  you  made  sense  out 
of  the  disorganized  stuff  I  threw  at  you. 

Peter  G.  Levathes 

Young  &  Rubicam 

New  York 

WMBR  in  Blair  portfolio 

editor: 

Your  Closed  Circuit  on  page  5 
Jan.  19  says  WMBR  Jacksonville,  Fla., 
is  represented  by  CBS  Spot  Sales.  This 
was  true  up  to  Jan.  1.  Since  that  time 
WMBR  has  been  represented  by  John 
Blair  &  Co. 

Ben  Strouse 

President 

WWDC    Washington,    D.  C, 
and  WMBR  Jacksonville,  Fla. 


KM  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35tf  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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WEATHER  SHOW  RATINGS  GO  UP 

with  Co /I ins  Weather  Radar 


Collins  Weather  Radar  takes  advantage 
of  TV's  unique  attraction.  Watching 
things  happen  while  they  happen.  The 
fascination  of  seeing  the  weather  is  a 
sure-fire  audience  puller. 

Collins  Weather  Radar  is  simple  to 
install.  Your  own  engineers  can  do  it 
with  technical  help  from  Collins  if  they 
need  it.  The  antenna  is  mounted  on  the 
roof  and  connected  to  receiver-trans- 
mitter and  synchronizer  units  in  the 


building.  An  indicator  is  rigged  in  a 
shadow  box  for  camera  close-ups.  Ace- 
tate maps  of  your  local  area  are  placed 
over  the  indicator  to  pinpoint  weather 
activity  with  respect  to  geographical 
location. 

Be  the  first  in  your  market  with  Collins 
Weather  Radar  and  watch  your  ratings 
climb.  For  complete  information  call 
or  write  your  nearest  Collins  Broadcast 
Sales  office. 


HuHEEi 


COLLINS  RADIO  COMPANY,  315  2nd  Avenue  S.  E.,  CEDAR  RAPIDS,  IOWA  •  1930  Hi-Line  Drive,  DALLAS,  TEXAS  •  1510  Verdugo  Avenue,  BURBANK, 
CALIFORNIA  •  261  Madison  Avenue,  NEW  YORK  16,  NEW  YORK  •  715  Ring  Building,  WASHINGTON,  D.  C.  •  1318  Fourth  Avenue,  SEATTLE,  WASHINGTON 
P.  O.  Box  547,  GATLINBURG,  TENNESSEE  •  2804  Dodson  Drive,  EAST  POINT  (Atlanta),  GEORGIA  •  4403  W.  77th  Terrace,  KANSAS  CITY  15,  MISSOURI 
205  E.  Third  Avenue,  SAN  MATEO,  CALIFORNIA  •  4834  Forest  Avenue,  FORT  WAYNE,  INDIANA  •  4471  N.  W.,  36th  Street,  MIAMI  48,  FLORIDA 
COLLINS  RADIO  COMPANY  OF  CANADA,  LTD.,   11   Bermondsey  Road,  TORONTO  16,  ONTARIO,  CANADA. 
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DOOR 


If  you  want  to  open  more  doors  and  close  more  sales, 
it's  sound  practice  to  "knock"  over  KFMB  in  the 
highly  reliable  company  of  such  welcome 
I   newsmen  as  Edward  R.  Murrow,  Eric  Sev- 
[P  areid,  Lowell  Thomas  and  Walter  Cronkite. 
■  They  have  access  to  some  301,000  San  Diego 
^  County  homes  (plus  thousands  more  in  five 
additional  Southern  California  Counties ) 
and  will  help  add  deep  conviction  ro 
I    your  message.  And.  they're  backed  up 
by  a  whole  corps  of  local  reporters  who 
1  -'rjt  i    Set  an  eclua%  warm  reception.  With 
news  reaching  such  new  peaks  of  interest 
the  San  Diego  CBS  radio  station  has  one 
Hp  of  the  strongest  selling  voices  in  America. 
f  In  San  Diego  KFMB  IS  CBS.  FIRST  ON 
MORE  LISTENING  THAN  ANY  OTHER 
SAN  DIEGO  RADIO  STATION 


KFMB 
RADIO 

SAN  DIEGO 

REPRESENTED  BY 
EDWARD  PETRY  &  CO.,  INC. 


MONDAY  MEMO 

from  BEN  POTTS,  partner  in  Potts-Ray  &  Assoc.,  Los  Angeles 

Why  does  radio  have  to  keep  proving  itself? 


in  the  living  room  has  been  replaced  by 
a  television  set,  the  loss  of  the  one  set 
for  the  family  has  been  more  than  off- 
set by  the  fact  that  there  are  small 
sets  for  individual  members  of  the  fam- 
ily all  over  the  house. 

Radio  Goes  Everywhere  •  Nor  are 
people  limited  to  in-home  listening. 
Thanks  to  the  portable  radio,  millions 
of  listeners  have  taken  radio  out-of- 
doors — onto  the  patio,  into  the  garden. 
Transistor  radios  are  handy  enough  to 
go  everywhere — to  the  beach,  to  pic- 
nics, to  work.  Sports  fans  take  their 
portables  along  to  baseball  and  football 
games  and  hear  the  play-by-play  de- 
scriptions of  their  favorite  sportscasters 
while  they  watch  the  game. 

The  obvious  bigness  of  the  automo- 
bile radio  audience  should  provide  some 
part  of  the  answer  to  the  "why  radio?" 
crew.  How  large  or  how  important  the 
car  radio  audience  is,  no  one  can  even 
guess.  It  is  no  longer  uncommon  for 
radio  stations  to  gear  their  program- 
ming to  the  interests  of  this  large  audi- 
ence on  wheels.  It  is  no  longer  uncom- 
mon, either,  for  stations  to  charge  a 
premium  commercial  rate  for  what  they 
call  peak  traffic  times. 

But,  as  any  self-respecting  driver  on 
the  freeways  and  expressways  of  our 
major  cities  will  testify,  practically  any 
hour  is  a  high  traffic  period. 

The  most  recent  occasion  on  which 
we  heard  the  "why  radio?"  question 
was  in  connection  with  a  30-day  mar- 
ket test  we  planned  to  run  in  Los  Ange- 
les for  Bat  Guano.  Bat  Guano,  a  fabu- 
lous plant  food  hidden  away  in  caves  in 
the  Grand  Canyon  by  bats  thousand  of 
years  ago,  had  only  a  short  time  be- 
fore become  available  in  the  supermar- 
kets in  the  Los  Angeles  area.  Our  dis- 
tributor wanted  a  one-month  test  to  de- 


termine whether  it  was  possible  to  estab- 
lish consumer  acceptance  of  the  new 
product  within  this  brief  period. 

Half  the  budget  was  used  up  in  a 
one-time-only  ad  in  each  of  the  four 
metropolitan  dailies.  The  other  half  pur- 
chased one-minute  spots  on  eight  Los 
Angeles  stations  for  the  whole  month. 
No  doubt  the  success  of  the  test  was 
due  to  the  combined  efforts  of  news- 
paper and  radio.  We  noticed  however 
that  most  of  the  comments  from  the 
grocery  trade  and  from  consumers  men- 
tioned radio  as  the  attention  catcher. 

Local  Legend  •  As  pointed  out 
earlier,  no  one  ever  raised  any  objec- 
tions to  the  use  of  newspapers.  But,  in 
connection  with  our  radio  efforts,  we 
were  offered  quite  a  bit  of  advice.  Ra- 
dio, said  one  oracle,  is  risky  business  for 
new  products.  Of  course,  he  was  right  in 
the  sense  that  all  promotion  is  a  specu- 
lation. Another  said,  and  quite  cor- 
rectly, that  the  short  word  "bat"  fol- 
lowed by  the  strange-sounding  word 
"guano"  would  be  a  difficult  combina- 
tion for  the  ear  to  assimilate.  Appar- 
ently, however,  a  good  many  ears  did 
assimilate  not  only  the  two  words  but 
the  whole  message.  Within  a  few  weeks, 
Bat  Guano  was  a  popular  topic  of  con- 
versation. Radio  personalities,  particu- 
larly Dick  Whittinghill  at  KMPC  Los 
Angeles,  made  so  many  humorous  ref- 
erences to  Bat  Guano  that  some  of  the 
stories  have  become  local  legend. 

The  upshot  of  the  30-day  test  is  that 
radio  was  successful  beyond  our  expec- 
tations. The  schedule  was  renewed  and 
expanded.  Before  the  next  cycle  was 
completed,  we  received  the  green  light 
to  open  up  the  1 1  western  states. 

Perhaps  people  who  ask  "why  ra- 
dio?" don't  know  why.  We  think  we  do. 


Whenever  our  agency  announces  a 
newspaper  campaign  or  a  proposed  use 
of  magazines  or  even  television,  no  one 
ever  questions  the  wisdom  of  the  plan. 
But  the  minute  we  consider  radio  some- 
one is  bound  to  ask,  "Why  radio?" 

We  happen  to  believe  that  radio  has 
been  and  continues  to  be  a  high-poten- 
tial, low-cost  advertising  medium.  We 
can  remember  its  successes  beginning  as 
far  back  as  the  Eveready  Hour,  one 
of  NBC's  first  commercial  network 
shows.  We've  seen  radio  change,  adapt 
to  new  conditions,  making  enormous 
transitions  in  status  from  a  star-studded 
glamour  medium  of  yesterday  to  the 
functional  necessity  it  has  become  to- 
day. A  common  mistake  is  the  belief 
that  the  advent  of  television  arrested 
the  development  of  radio.  The  fact  is 
that  television  simply  caused  radio  to 
grow  in  a  new  direction. 

For  about  30  years  before  television 
became  a  factor  in  advertising,  radio 
was  recognized  as  a  powerful  persuader. 
Radio  attracted  crowds  to  its  market 
place  by  the  lure  of  entertainment,  cre- 
ated a  suitable  mood  for  its  salesmen  to 
work  in,  then  sold  its  prospects  in  an 
atmosphere  of  sincere,  or  sometimes 
synthetic,  intimacy. 

Changing  Times  •  In  its  transition 
from  big  productions  to  the  ad  libs  of 
record  spinners,  radio  has  continued  in 
the  direction  of  an  easy,  conversational 
relationship  with  its  listeners.  In  radio 
today,  there  are  practically  no  artificial 
production  techniques  or  distractions 
which  come  between  the  speaker  and 
his  listeners.  When  commercials  share 
this  informality  or  capitalize  on  it, 
there's  a  good  chance  that  listeners  will 
absorb  the  commercial  suggestions  or 
recommendations  unaware  that  they 
are  being  sold. 

Those  who  ask  "why  radio?"  seem  to 
think  that  radio  is  somehow  smaller  or 
less  important  than  it  was  in  the  pre- 
tv  days.  That's  simply  not  so. 

At  the  present  time,  just  about  every 
home  in  the  U.S.  is  a  radio  home.  Per- 
haps a  statistic  will  help  clarify  this 
misconception.  In  1945,  the  last  year 
that  radio  was  without  important  tv 
competition — radio's  last  "good  year," 
according  to  some — radio's  gross  bill- 
ings were  $425  million.  Ten  years  later 
— when  many  admen  were  hanging 
black  crepe  on  the  medium  killed  by  tv 
— radio's  gross  stood  at  $546  million, 
about  $121  million  higher  than  radio's 
"best  year." 

While  it's  true  that  the  console  radio 
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Benjamin  R.  Potts  denies  his  middle 
initial  stands  for  radio.  Nevertheless,  he 
has  been  involved  in  radio  in  one  way 
or  another  since  1933  when  N.W.  Ayer 
&  Son,  New  York,  promoted  him  from 
office  boy  to  the  radio  department's 
business  staff.  Later  he  worked  there  in 
merchandising,  timebuying,  production, 
writing.  In  1939  he  switched  to  Mc- 
Cann-Erickson  where  he  did  writing 
and  production  on  the  Ford  account. 
In  World  War  II  he  served  with  the 
Signal  Corps  and  OSS.  After  the  war 
he  spent  two  years  with  Federal  Adv., 
New  York,  then  went  to  Los  Angeles 
as  copywriter  for  Erwin,  Wasey,  then 
as  vice  president  of  Lennen  &  Newell. 
He  resigned  in  1956. 
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WEEK,  LAST  NIGHT!.. 

THE  TIME 
OVER  THE  U.S.A. 
BECAUSE  OF 

RATING  POWER  FROM 
TV 


'A  FOREIGN  AFFAIR' 

52.0? 

CHICAGO 


'THE  CRUSADES' 

52.5? 

BOSTON 


SOURCE:  TRENDEX— January,  1959 

ARB — October,  November,  1958 


in  Knoxville 
The  BIG  10 


is  now 


The  BIG  1 


NOV.,  '58  ARB 

(4-WEEK  RATING) 

•  20  out  of  the  top  30  shows  in  Knoxville 
are  on  the  BIG  10,  WBIR-TV. 

•  In  the  daytime,  from  9:00  AM  to  6:00 
PM,  WBIR-TV  had  158  top  rated  quar- 
ter hours;  Station  B  had  93;  Station  C 
had  none. 

•  In  the  evening,  from  6:00  PM  to  Mid- 
night, WBIR-TV  had  89  top  rated 
quarter  hours;  Station  B  had  79;  Sta- 
tion C  had  none. 

ask  your  KATZ  man 

WBIR-TV,  Ch.  10 

KNOXVILLE,  TENN.    •  CBS 

"Knoxville  s  Number  I  Station" 
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Metropolitan  Atlanta 
Leadership  in 
Television  Audience  Ratings 

3-MONTH  AVERAGE 
October,  November,  December— ARB 

Total  of  1362  qtr-hrs  measured  (all  3 
stations  on  the  air).  Ties  counted  as 
"firsts"  for  each  station  involved. 


WSB-TV 

■     1  mm 

tell 


WSB-TV  Wm  2nd.  Sta. 


mm 


n 


In  few  major  markets  of  America  do  advertisers 
find  such  massive  preference  for  one  television 
station.  Chart  shown  reflects  Atlanta  viewing 
habits  for  the  last  quarter  of  1958— WSB-TV 
viewed  by  the  most  people  53.1rc  of  the  time. 
A  preference  greater  than  that  of  the  other  two 
stations  combined! 

This  massive  preference,  teamed  with  WSB- 
TV's  bigger  coverage  pattern,  is  producing  un- 
commonly good  sales  for  advertisers.  Certainly 
your  advertising  in  Atlanta  belongs  on  WSB-TV. 


WSB-TV  is  affiliated  with  The  Atlanta  Journal  and  The  Atlanta  Constitution. 
NBC  affiliate.  Represented  by  Edward  Petry  &  Company 
BROADCASTING,  January  26,  1959 
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Two  ways  to  get  them  up  to  their  ears  in  commercials 


Some  commercials  build  up  resistance  .  .  .  others 
build  up  sales. 

The  differences— all  the  way  from  failure  to 
middling  success  to  real  success— are  evidence  of 
the  creative  selling  ability  of  your  advertising 

agency.  Young  &  Rubicam,  Inc. 

Advertising 


York    •    Chicago    •    Detroit        San  Francisco    •    Los  Angeles    ■    Hollywood    •    Montreal    •    Toronto    •    London    •    Mexico  City    •    Frankfurt    •    San  Juan    •  Carocol 
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HEARING  CIRCUS  IN  86th  CONGRESS? 

•  Move  for  network  regulation  may  result  from  ratings  hassle 
o  Other  Hill  agendas,  bills  forecast  hot  time  for  broadcasters 


The  House  and  Senate  Commerce 
Committees  took  their  first  steps  in  the 
infant  86th  Congress  last  week — steps 
that  forebode  a  coming  stampede  into 
broadcasting  matters. 

In  less  than  three  weeks  of  the  new 
Congress,  approximately  50  bills  on  in- 
dustry matters  were  introduced. 

Just  seven  days  after  its  final  three 
members  were  assigned,  the  Senate 
committee  which  has  jurisdiction  over 
radio-tv  will  begin  hearings  on  educa- 
tional television  tomorrow,  Jan.  27  (see 
story,  page  59).  But  this  will  constitute 
a  tame  beginning  for  the  hearings  and 
investigations  to  follow. 

The  following  industry  and  FCC 
matters,  after  etv,  will  be  up  for  com- 
mittee consideration: 

•  New  York  hearings  next  month  on 
the  rating  services,  instituted  by  Sen. 
Mike  Monroney  (D-Okla.).  This  began 
as  a  one-man  crusade  over  a  year  ago 
but  the  outspoken  Oklahoman  since  has 
enlisted  the  enthusiastic  support  of 
Chairman  Warren  Magnuson  (D- 
Wash.).  Witnesses  will  include  CBS 
commentator  Edward  R.  Murrow,  for- 
mer NBC  Chairman  Sylvester  (Pat) 
Weaver,  now  special  consultant  to  Mc- 
Cann-Erickson,  network  spokesmen 
and  advertising  agency  executives. 
Questionnaires  were  sent  to  agencies  and 
broadcasters  Christmas  week  but  only 
a  few  replies  have  been  received. 

•  Close  observers  predict  that  a  tie- 
in  is  inevitable  between  the  ratings  in- 
quiry and  charges  by  many  members  of 
Congress,  particularly  Sen.  Paul  Doug- 
las (D-Ill.),  that  network  programming 
is  killing  locally-originated  programs 
and  talent.  The  end  result,  it  is  freely 
predicted,  will  be  either  an  outright  net- 
work regulation  proposal  or  an  effort  to 
free  prime  network  option  time  to  non- 
network  productions. 

•  The  over-all  allocations  problem, 


with  emphasis  on  the  uhf  dilemma  and 
tv  service  to  sparsely-settled  areas.  A 
group  of  western  senators  are  demand- 
ing that  the  committee  take  action  to 
upset  the  recent  FCC  decision  banning 
vhf  boosters.  Special  counsel  Kenneth 
Cox  already  has  completed  a  report  on 
the  latter  problem  (Broadcasting,  Jan. 
12)  and  his  views  on  the  former  are 
imminent.  The  committee  has  con- 
sistently harassed  the  FCC  in  the  past 
on  allocations  and  currently  is  awaiting 
an  FCC  stand  before  taking  further  ac- 
tion. 

•  Sen.  Magnuson  has  stated  that 
action  on  a  spectrum  study  is  a  "must" 
for  this  session  of  Congress  with  hear- 
ings a  strong  probability. 

•  A  bill  enacting  major  changes  in 
the  Communications  Act  is  a  must, 
the  chairman  feels.  Final  form  will 
come  from  proposals  for  "ripper"  legis- 
lation on  the  one  extreme  to  the  curing 
of  minor  ills  turned  up  by  the  Legisla- 
tive Oversight  Subcommittee  investiga- 
tions. 

•  Hearings  are  a  distinct  possibility 
on  pay  tv  and  moves  to  ban  alcoholic 
beverage  advertising  in  interstate  com- 
merce, an  annual  congressional  head- 
ache. The  drys  already  have  made 
known  that  they  will  intensify  their 
efforts,  feeling  they  have  new  ammuni- 
tion with  recent  removal  of  the  dis- 
tillers' ban  against  the  use  of  women  in 
advertising. 

The  committee  received  its  new  GOP 
members  last  Tuesday,  with  the  ratio 
now  standing  at  11  Democrats  and  6 
Republicans.  Minority  members  as- 
signed to  the  committee  include  Sens. 
Clifford  Case  (N.J.),  Thruston  Morton 
(Ky.)  and  freshman  Hugh  Scott  (Pa.), 
who  moved  over  from  the  House.  An 
organizational  meeting  had  been  sched- 
uled for  last  Wednesday  but  was  set 
back  until  tomorrow  (Tuesday)  due  to 


the  late  assignment  of  the  Republican 
members. 

And,  things  will  not  be  quiet  on 
the  other  side  of  the  Capitol  where 
most  of  the  1958  headlines  were  made 
by  the  House  Commerce  Legislative 
Oversight  Subcommittee.  Broadcasters 
and  Commissioners  will  watch  with  in- 
terest— and  testify  on — the  following 
matters: 

•  First  up  will  be  hearings  "fairly 
soon"  on  pay  tv,  according  to  Chair- 
man Oren  Harris.  He  has  constantly 
fought  FCC  moves  to  authorize  a  toll 
system  and  two  weeks  ago  introduced 
a  resolution  banning  pay  tv  except  for 
"technical  tests"  (Broadcasting,  Jan. 
19).  The  committee,  in  preparation,  has 
questioned  all  pay  tv  proponents,  major 
league  baseball  teams,  professional  foot- 
ball teams  and  telephone  companies  on 
any  pay  tv  negotiations  held  and  con- 
tracts consummated. 

•  Hearings  will  be  held  on  corrective 
legislation  introduced  to  carry  out 
recommendations  in  the  final  report  of 
the  Oversight  Subcommittee.  Work  of 
the  subcommittee  also  will  be  con- 
tinued but  hearings  are  not  probable 
before  late  in  the  year,  or  possibly  not 
until  the  second  session  of  the  86th 
Congress. 

•  Rep.  Harris  also  feels  that  a  con- 
gressionally  sponsored  spectrum  study  is 
needed.  He  said  last  week  that  the  com- 
mittee would  wait  for  recommendations 
of  the  President's  special  commission 
before  taking  any  positive  steps. 

•  Rep.  Kenneth  A.  Roberts  (D-Ala.) 
last  week  introduced  an  etv  measure 
and  will  push  the  committee  for  early 
action.  It  is  somewhat  different  from 
the  Magnuson  proposal  on  the  same 
subject.  Rep.  Roberts  was  chairman  of 
1958  hearings  by  a  subcommittee  on 
the  Senate-passed  educational  television 
bill. 


KEY  COMMITTEES  READY  TO  GO 

The  lineup  on  Senate  and  House  Commerce  units 
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The  Senate  and  House  Commerce  Committees 


■  Following  are  pictures  and  short 
biographies  of  all  the  17  Senate  and  33 
House  Commerce  Committee  members. 
They  are  arranged  in  order  of  senority 
by  parties. 

SENATE  COMMITTEE 

Magnuson,  Sen. 
Warren  G.  CD- 
Wash.)  :  Chairman  of 
Commerce  Commit- 
tee with  four  years  re- 
maining in  third  full 
term  as  senator;  spon- 
sor of  federal  aid  to 
etv  and  favors  spec- 
trum study;  has  continually  prodded 
FCC  for  action  on  allocations;  member 
of  House  eight  years;  entered  Senate  in 
1944  as  appointee. 

Pastore,  Sen.  John 
O.  (D-R.L):  Second 
ranking  member  of 
committee  and  chair- 
man of  Communica- 
tions Subcommittee; 
outspoken  critic  of 
FCC  for  its  failure  to 
take  positive  steps  to 
solve  allocations  dilemma;  senator  since 
1950;  former  governor  and  lieutenant 
governor  of  Rhode  Island. 


MonroNey,  Sen. 
A.  S.  (Mike)  (D- 
Okla.) :  Four  years  to 
serve  in  'second  term 
as  senaiot;  member  of 
House  eight-  years. 
Leader  in  attack  on 
rating  services,  with 
second  round  of  hear- 
ings planned  next  month;  member  Com- 
munications Subcommittee;  co-author 
Legislative  Reorganization  Act  of  1946; 
former  newspaperman;  member  of  Sig- 
ma Delta  Chi  and  Phi  Beta  Kappa. 

^^m^        Smathers,  Sen. 

'  iloRCil  Armistead 
'/'I;:  (  D-Fla. ) :  Served  in 
:  80th  and  81st  Con- 
gresses before  election 
to  Senate  in  1950. 
Served  in  Marine 
Corps  in  World  War 
II.  No  plans  to  rein- 
troduce bill  which  would  divorce  broad- 
casters and  networks  from  BMI;  name 
mentioned  prominently  in  Oversight 
hearings  last  year  in  connection  with  ap- 
pointment and  service;  pf  FCC  Comr. 
Richard  Mack. 


Thurmond,  Sen. 
Strom  (D-S.C): 
Former  governor, 
much  -  decorated 
World  War  II  veteran, 
reserve  Brigadier  Gen- 
eral; States'  Rights 
candidate  for  Presi- 
dent of  U.S.  (1948) 
polling  39  electoral  votes;  was  elected 
to  Senate  in  1954.  Against  pay  tv,  for 
Langer  anti-liquor  ad  proposal;  holds 
Senate  filibuster  record. 

Lausche,  Sen.  Frank 
J.  (D-Ohio) :  First 
term  in  Senate  ends 
January  1963.  Five 
terms  as  Ohio  gover- 
nor; mayor  of  Cleve- 
land, 1941-44.  Served 
as  judge  previously. 
Has  questioned  radio 
practice  of  recording  telephone  talks 
and  rebroadcasting  without  warning. 

Yarborough,  Sen. 
Ralph  W.  (D-Tex.): 
Staunch  friend  of  etv. 
First  elected  to  Senate 
in  special  election, 
April  '57;  re-elected 
last  November  for  full 
6-year  term.  Practised 
law,  taught  legal 
as  assistant  attorney 
general,  five  years  a  district  judge.  On 
Texas  Board  of  Law  Examiners,  1947- 
51. 

Engle,  Sen.  Clair 
(D- Calif.):  Newly 
elected  to  Senate  after 
serving  in  House  since 
1943.  Assistant  Dem- 
ocratic whip  from 
80th  to  84th  Con- 
gress; Chairman  of 
Committee  on  Interi- 
or &  Insular  Affairs.  Formerly  state 
senator,  district  attorney. 

Bartlett,  Sen.  E.  L. 
(Bob)  (D- Alaska): 
Delegate  to  Congress 
from  Territory  of 
Alaska  past  14  years; 
elected  senator  in 
Alaska's  first  election 
as  49th  state;  will 
serve  only  two-year 
term  through  luck  of  draw.  Former 
newspaperman,  gold  miner  and  secre- 
tary of  Alaska  by  Presidential  appoint- 
ment. 


courses 


Li 


Hartke,  Sen.  Vance 
(D-Ind.):  Freshman 
senator  who  defeated 
Gov.  Harold  Handley 
for  seat  formerly  held 
by  Sen.  William  Jen- 
ner  (R);  mayor  of 
Evansville  when  elect- 
ed to  Senate;  attorney. 
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McGee,  Sen.  Gale 
(D-Wyo.):  Freshman 
senator.  Professor  of 
American  History,  U. 
of  Wyoming,  Ph  D.. 
American  History,  U. 
of  Chicago,  1  9  4  9. 
Chairman,  Institute 
of  International  Af- 
fairs. Interested  in  efforts  to  provide  tv 
service  to  sparsely-populated  Wyoming. 

Schoeppel,  Sen.  An- 
drew F.  (R-Kan.): 
New  ranking  minority 
member  of  Commerce 
Committee,  replacing 
defeated  Sen.  John 
W.  Bricker  (R-Ohio). 
Two  years  remaining 
in  second  term  as  sen- 
ator; governor  of  Kansas  for  two  terms: 
attorney. 


Butler.   Sen.  John 
\1      (  R-Md. )  :  Four 
i  \       years    remaining  of 

second  term  in  Senate; 
%  ;|  I  No.  2  Republican  on 
committee.  Began 
Baltimore  law  practice 
in  1926;  with  City 
Service  Commission 
of  Baltimore  April  1947  to  June  1949. 

Cotton,  Sen.  Norris 
(R-N.H.):  Entered 
Senate  November 
1954;  present  term  ex- 
pires January  1963. 
Member  of  House, 
80th  through  83  rd 
Congresses;  lawyer. 

Case,  Sen.  Clifford 
P.  (R-N.J.):  Former 
Congressman  (1945- 
53),  elected  to  Senate 
in  1954;  new  Com- 
merce Committee 
member;  former  pres- 
ident of  The  Fund  for 
the  Republic;  trustee 
of  Rutgers  U.;  member  of  Council  on 
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The 
SALESMAN 

makes  a 
difference . . . 


and  so  does  the 
STATION! 


You  can  bet  on  it  —  a  reputable,  believable 
salesman  will  make  less  noise  —  and  make  more  sales  — 
than  a  carnival  pitch  man. 

50,000-watt  WHO  Radio  is  the  most  believable,  effective 
salesman  in  this  State.  Iowa  has  confidence  in  WHO 
because  WHO  has  confidence  in  Iowa.  We  have  proved 
our  faith  for  decades  —  by  building  and  maintaining  the 
greatest  Farm  Department  in  Mid-America  —  the  greatest 
News  Department  —  a  fine,  professional  Programming 
Department  that  does  a  lot  more  than  play  the  "first  50'! 

As  a  result,  more  Iowa  people  listen  to  WHO 
than  listen  to  the  next  four  commercial  stations 
combined  —  and  BELIEVE  what  they  hear! 


Of  course  you  are  careful  about  the  salesmen  you 
hire.  You  of  course  want  to  be  equally  careful 
about  your  radio  salesmen.  Ask  PGW  for  all  the 
facts  about  Iowa's  GREATEST  radio  station! 
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WHO 

(or  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 


WHO  Radio  is  part  of  Central  Broadcasting  Company, 
which  also  owns  and  operates 
WHO-TV,  Des  Moines,  WOC-TV,  Davenport 


Peters,  Griffin,  Woodward,  Inc.,  National  Representative* 


Foreign  Relations  and  National  Council 
of  Churches  of  Christ  in  U.S.A.;  intro- 
duced agency  reform  legislation  in  past 
congress. 


Morton,  Sen.Thrus- 
ton  B.  (R  -  Ky.)  : 
Elected  to  Senate  two 
years  ago  but  new  to 
Commerce  Commit- 
tee; served  three  terms 
in  House  (1947  -  52)  ; 
Assistant  Secretary  of 
State,  1953-56;  grad- 
director  of  several  Ken- 


uate  of  Yale; 
tucky  organizations. 


Scott,  Sen.  Hugh 
(R  -  Pa.) :  Freshman 
I       senator  but  16  -  year 
veteran  of  House  of 


Representatives;  Re- 
publican Party  nation- 
H&Vn^  al  chairman,  1948-49; 
B  ^|  former  member  of 
President  Eisenhow- 
er's personal  staff;  author  of  several 
books  and  magazine  articles;  recipient 
of  numerous  awards. 

HOUSE  COMMITTEE 

Harris,  Rep.  Oren 
(D-Ark.):  Beginning 
10th  term  in  Con- 
gress, third  year  as 
chairman  of  House 
Commerce  Commit- 
JL  ..jgdta  tee.  Specialized  in 
asHm  communications;  bit- 
ter foe  of  pay  tv;  ad- 
vocates spectrum  study;  headed  1958 
Oversight  investigations  of  FCC  and 
will  introduce  several  reform  measures 
as  result;  keeps  tight  control  of  his  com- 
mittee. 

Williams,  Rep.  John 
Bell  (D-Miss.):  No. 
2  man  on  committee 
and  rumored  set  to 
take  over  new  version 
■    of  Oversight  Subcom- 
^fm     mittee;  beginning  13th 
I    year  in  Congress;  for- 
mer county  prosecu- 
tor; had  considered  entering  upcoming 
Mississippi  governor's  race  but  since 
has  withdrawn  name. 


Mack,  Rep.  Peter  F. 
Jr.  (D-Ill.);  Oversight 
member;  critic  of 
FCC  and  its  deinter- 
mixture  decisions.  In 
sixth  congressional 
term.  Active  in  avia- 
tion for  which  has  re- 
ceived numerous 


judge, 


awards. 


Roberts,  Rep.  Ken- 
neth A.  (D-Ala.) : 
First  elected  to  82nd 
Congress.  Chairman 
of  last  year's  etv  hear- 
ings in  Communica- 
tions Subcommittee; 
last  week  introduced 
etv  bill;  former  state 


Moulder,  Rep.  Mor- 
gan M.  (D-Mo.) :  Be- 
gan 1958  as  chairman 
of  Oversight  Subcom- 
mittee but  lost  con- 
trol of  members  and 
staff  and  "resigned"; 
beginning  11th  year 
in  Congress;  former 
prosecuting  attorney. 

Staggers,  Rep.  Har- 
ley  O.  (D-W.Va.): 
Has  served  in  House 
since  81st  Congress. 
Former  high  school 
coach  and  teacher; 
former  sheriff;  past 
president  of  W.  Va. 
State  Moose  Assn. 


Dollinger,  Rep.  Isi- 
dore (D-N.Y.) :  Con- 
gressman since  No- 
vember 1948.  Eight 
years  in  state  assem- 
bly, four  in  state  sen- 
ate; member  of  Dol- 
linger &  Dollinger  law 
firm. 

Rogers,  Rep.  Wal- 
ter E.  (D-Tex.): 
First  elected  to  82nd 
Congress.  Former  dis- 
trict attorney  thirty- 
first  district  of  state. 
Holds  law  degree 
from  U.  of  Texas  Law 
School. 

Friedel,  Rep.  Sam- 
uel N.  (D-Md.): 
Former  state  legisla- 
tor and  member  of 
Baltimore  city  coun- 
cil, serving  in  latter  as 
chairman  of  finance 
and  ways  and  means 
committees.  First 
elected  to  83  rd  Congress  from  new  7th 
congressional  district. 

Flynt,  Rep.  John 
James  Jr.  (D-Ga.): 
First  elected  to  83rd 
Congress,  member 
Oversight  Subcommit- 
tee. Former  state  leg- 
islator and  president 
of  Solicitors  General 
Assn.;  World  War  II 


Bronze  Star  holder,  graduate  of  Com- 
mand &  General  Staff  School. 


MacDonald,  Rep. 
Torbert  H.  CD- 
Mass.):  Beginning 
third  term.  Attorney; 
former  member  New 
England  area  NLRB; 
former  legal  assistant 
to  Eric  Johnston. 
World   War   II  P.T. 


boat  commander. 


Rhodes,  Rep.  George 
M.  (D-Pa.):  First 
elected  to  81st  Con- 
gress. Veteran  of 
World  War  I;  has 
worked  as  printer, 
business  manager,  la- 
bor editor  and  labor 
representative. 

Jarman,  Rep.  John 
(D-Okla.):  Fifth  term 
in  Congress.  Formerly 
served  in  both  branch- 
es of  state  legislature, 
and  as  enlistee  in 
Army  four  years  dur- 
ing World  War  II. 
Holds    Harvard  law 


degree. 


O'Brien,    Rep.  Leo 
W.  (D-N.Y.):  Begin- 
i       ning  fifth  term  in  Con- 
-    ^  gress;  former  newspa- 

f^ttw       perman  and  radio  -  tv 

 "*  /        commentator;  owns 

&  r*\*\  minority    interest  in 

flKV^    WROW-WTEN  (TV) 
Albany,  WCDB  (TV) 
Hagaman,  both  New  York,  and  WCDC 
(TV)  Adams,  Mass. 

Moss,  Rep.  John  E. 
(D-Calif.):  As  mem- 
ber of  Oversight  Sub- 
committee, outspoken 
critic  of  practices  be- 
fore FCC  during 
hearings.  Sponsor  of 
freedom  of  informa- 
tion legislation  which 
became  law  during  past  Congress;  mem- 
ber of  House  since  January  1953; 
former  member  of  California  Assembly. 

Dingell,  Rep.  John 
D.  (D-Mich.):  Elect- 
ed to  84th  Congress 
in  special  election  to 
succeed  late  father, 
who  represented  dis- 
trict since  founding  in 
1932.  Against  pay  tv; 
has  been  outspoken 
critic  of  FCC;  former  research  assistant 
to  U.S.  Circuit  Judge. 
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Kilgore,  Rep.  Joe 
M.  (D-Tex.):  Begin- 
ning third  term.  In 
Texas  House  of 
Representatives  1946- 
52;  practiced  law  until 
elected  to  Congress  in 
1954.  Appointed  to 
Commerce  Commit- 
tee in  the  summer  of  last  year  to  fill  a 
vacancy  created  by  the  retirement  of 
Rep.  Martin  Dies  (D-Tex.). 

Rogers,  Rep.  Paul 
G.  (D-Fla.) :  Now  in 
third  term  in  Con- 
gress but  new  mem- 
ber of  Commerce 
Committee;  attorney 
member  of  Supreme 
Court  Bar.  Father 
formerly  was  member 
of  House  Commerce. 


Hemphill,  Rep.  Ro- 
bert W.  (D-S.C): 
Serving  second  term 
in  Congress  but  new 
member  of  commit- 
tee. Active  in  church 
affairs;  former  state 
legislator  and  solicitor 
of  6th  Judicial  Circuit. 


Rostenkowski,  Rep. 
Dan.  (D-Ill.):  Fresh- 
man. Youngest  mem- 
ber of  Congress  (31 
on  Jan.  2).  Six  years 
in  state  legislature. 
Real  estate  and  in- 
surance man. 

Brock,  Rep.  Law- 
rence (D-Neb.):  Be- 
ginning first  term,  low- 
est -  ranking  majority 
member  of  commit- 
tee; pharmacist-cattle- 
man; former  member 
of  state  highway  com- 
mission and  active  in 


public  power  field. 


Bennett,  Rep.  John 
B.  (R-Mich.):  Fol- 
lowing November 
elections,  jumped  four 
seats  to  become  rank- 
ing minority  member 
a  i  of  Commerce  Com- 
■k  -  ]BM  mittee;  member  Over- 
mm>.  €&  ■■  sight  Subcommittee 
and  one  of  first  to  call  for  agency 
reforms.  Beginning  eighth  term  in  Con- 
gress. 


Springer,  Rep.  Wil- 
liam L.  (R-Ill.):  In- 
troduced anti-pay  tv 
bill  in  last  Congress; 
second  ranking  minor- 
ity member.  Now  in 
fifth  term.  Previously 
state's  attorney;  coun- 
ty judge. 

Bush,  Rep.  Alvin  R. 
(R-Pa.):  Entering 
fifth  congressional 
term.  Owns  400  of 
7.500  shares  common 
voting  stock  in 
WWPA  Williamsport 
and  WARC  Milton, 
both  Pennsylvania. 
Corporation  executive. 


Schenck,  Rep.  Paul 
F.  (R-Ohio):  First 
elected  to  82nd  Con- 
gress. Teacher  and 
scoutmaster;  Dayton 
recreation  director; 
president  of  board  of 
education  for  7  years. 

Derounian,  Rep. 
Steven  B.  (R-N.Y.)  : 
Beginning  fourth  con- 
gressional term.  Mem- 
ber of  Federal  Com- 
munications Bar  Assn. 
when  private  practic- 
ing attorney;  spon- 
sored  anti-influence 


legislation. 


Younger,  Rep.  J. 
Arthur  (R-Calif.): 
First  elected  to  83rd 
Congress.  Served  in 
World  War  I,  financial 
administrator;  has 
been  executive  vice 
president  of  Citizens 
Federal  Savings  & 
Loan  Assn.,  San  Francisco,  since  1937. 


Avery,  Rep.  Wil- 
liam H.  (R-Kan.): 
Starting  third  term  in 
Congress.  Four  years 
as  state  legislator. 
Formerly  farmer  and 
stockman.  Father  was 
state  senator. 

Collier,  Rep. 
Harold  R.  (R-Ill.): 
First  elected  to  85th 
Congress.  Former 
newsman;  served  in 
Berwyn  City  Council; 
served  three  terms  as 
secretary-treasurer  of 
Cook  County  Supervi- 


Glenn,  Rep.  Milton 
W.  (R-N.J.):  Serving 
second  term.  Six  years 
in  state  legislature; 
previously  municipal 
magistrate.  Naval  re- 
serve lieutenant  com- 
mander. Member  of 
Congress  since  1957 
but  newly-assigned  to  Commerce  Com- 
mittee. 


Devine,  Rep.  Samuel 
L.  (R-Ohio):  Fresh- 
man congressman; 
three  terms  as  state 
legislator;  five  years 
with  FBI;  LL.B.  from 
Notre  Dame  and  for- 
mer Columbus  district 
attorney. 

Nelson,  Rep. 
Ancher  (R-Minn.): 
New  to  the  Hill. 
Served  on  Rural  Elec- 
trification Administra- 
tion 1953-56.  Lieuten- 
ant Governor  of 
Minnesota,  1952-53; 
fourteen  years  in  state 


legislature. 


Keith,  Rep.  Hast- 
ings (R  -  Mass.)  : 
Freshman  congress- 
man occupying  bot- 
tom rung  on  seniority 
totem  pole;  state  sen- 
ator for  two  terms 
and  chaired  that 
body's  counterpart  to 
Commerce  Committee;  chartered  life 
underwriter;  is  a  graduate  of  U.  of 
Vermont. 


Committee  staffs 

The  staffs  of  the  Senate  and 
House  Commerce  Committees  are 
important  in  furnishing  expertise, 
drafting  reports  and  legislation 
and  conducting  hearings. 

On  the  Senate  committee,  chief 
clerk  is  Edward  Jarrett,  in  that 
position  since  October  1942  ex- 
cept during  the  1953-54  GOP 
Congress;  communications  expert 
is  counsel  Nicholas  Zapple,  in 
that  job  since  January  1950. 

On  the  House  committee,  chief 
clerk  is  W.  E.  Williamson,  for- 
mer mayor  of  Magnolia,  Ark., 
appointed  by  Chairman  Harris  in 
November  1957;  communications 
counsel  is  Kurt  Borchardt,  in 
that  job  since  1947. 
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BROADCAST  ADVERTISING 


SINGLE  RATE  GAINS  SUPPORT 

WADK  switches  with  dozen  more  on  brink; 
retail  critics  no  deterrent  to  SRA  move 


The  attack  on  the  two-rate  system 
of  pricing  radio-tv  time  for  national 
and  local  advertisers  gained  strength 
last  week,  but  also  ran  into  some  resist- 
ance. 

Officials  of  Station  Representatives 
Assn.  said  a  drive  to  get  stations  to 
convert  to  single  rates  for  all  adver- 
tisers, national  and  local,  or  at  least 
amend  and  stiffen  current  policies, 
would  be  one  of  SRA's  "main  projects" 
for  1959.  And,  in  the  meantime,  one 
more  station  abandoned  the  double 
standard  and  at  least  a  dozen  others 
were  reported  on  the  verge  of  the  same 
decision,  following  the  lead  of  four 
stations  a  week  earlier  (Broadcast- 
ing, Jan.  10). 

The  movement  was  by  no  means  un- 
challenged, however.  The  director  of 
radio-tv  advertising  for  Allied  Stores, 
which  operates  more  than  80  depart- 
ment stores  across  the  U.S. — most  of 
them  substantial  users  of  radio — issued 
a  sharp  warning  that  the  trend  could 
lead  to  substantial  revenue  losses  for 
stations,  with  newspapers  the  gainers. 

Critics  Heard  •  Critics  among  re- 
tailers also  contended  that  station  repre- 
sentatives leading  the  move  were  mo- 
tivated by  a  desire  to  get  advertisers' 
co-op  funds  spent  nationally  rather 
than  locally  through  their  dealers.  They 
claimed  dealers  would  respond  by 
diverting  co-op  appropriations  back  to 
newspapers — whose  hold  on  co-op  ad- 
vertising, they  noted,  radio  has  only 
recently  been  able  to  loosen.  They  also 
recalled  that  years  ago  newspaper  repre- 
sentatives tried  a  similar  tactic  among 
newspapers  but  failed. 

Such  arguments  did  not  appear  to 
deter  SRA  leaders  in  their  determina- 
tion to  push  for  abolition,  or  at  least 
substantial  amendment,  of  the  dual 
rate  structure.  They  said  their  radio 
and  television  trade  practices  commit- 
tees, headed  respectively  by  Arthur 
McCoy  of  John  Blair  &  Co.  and  Adam 
Young  of  Young  Television  Corp., 
planned  to  work  together  on  this  pro- 
gram. 

It  has  been  estimated  that  approxi- 
mately one-third  of  the  nation's  lead- 
ing radio  stations  already  have  single 
rates. 

WADK  Newport,   R.I.,  announced 


last  week  that  it  would  join  this  group 
March  1,  following  on  the  heels  of 
similar  decisions  a  week  earlier  by  the 
Balaban  radio  stations  (WRIT  Mil- 
waukee, KBOX  Dallas,  WIL  St.  Louis) 
and  KTUL  Tulsa. 

Mitler  Explains  •  Milton  E.  Mitler, 
owner-manager  of  WADK,  said  he  con- 
sidered a  single  rate  for  all  advertisers 
the  best  solution  of  a  long-standing  and 
difficult  problem — that  of  national  ad- 
vertisers' pressing  through  their  local 
dealers  and  distributors  for  the  lower 
local  rate.  The  new  single  rate  of 
WADK,  announced  after  consultation 
with  Everett-McKinney,  the  station's 
national  representative,  is  a  compromise 
between  the  old  local  and  national 
rates. 

Where  the  one-time  1 -minute  nation- 
al rate  has  been  $7  and  the  comparable 
local  rate  $6,  the  new  single  rate  will 
be  $6.50.  On  an  end-rate  basis  it  comes 
down  to  $5.30,  as  against  $5.50  for 
the  national  and  $3.90  for  the  local 
under  the  old  two-rate  system. 

Officials  of  Everett  -  McKinney  and 
those  of  other  rep  firms  said  they  had  a 
number  of  stations  which  were  con- 
sidering abandonment  of  the  two-rate 
policy  and  probably  would  act  soon. 

Indirectly,  they  had  the  encourage- 
ment of  a  number  of  broadcasters  who 


volunteered  to  broadcast  their  experi- 
ences under  a  single  rate. 

Testimonials  •  Robert  Fehlman,  man- 
ager of  WHBC  Canton,  Ohio,  said 
that  he  had  "operated  successfully"  on 
the  one-rate  basis  since  1947  and  had 
"recommended  single-card  operation  on 
many  occasions."  President  Robert 
Feagin  of  WPDQ  Jacksonville,  Fla., 
said  "we  have  found  it  completely  suc- 
cessful and  a  major  step  in  station 
progress."  Manager  H.  William  Koster 
of  WEAN  Providence,  R.I.,  reported 
that  "we  have  always  operated  with 
single  -  rate  card";  President  -  Manager 
J.  Marion  O'Hara  of  WMAN  Mans- 
field, Ohio,  said  WMAN  has  had  a 
single  rate  since  December  1950,  and 
Robert  B.  Jones  Jr.  of  WFBR  Balti- 
more said  he  had  found  that  under 
this  system  "everybody  wins"  (also  see 
page  16). 

Matson  entering  radio 

Matson  Navigation  Co.,  operator  of 
a  steamship  line  between  Australasia, 
Pacific  ports  and  the  West  Coast,  has 
bought  Frank  Goss  &  the  News,  a  new 
series  of  CBS  newscasts  to  run  through 
March.  This  marks  the  first  time  the 
76-year-old  company  has  used  radio. 
The  newscasts  are  carried  Monday- 
Saturday  on  19  CBS  coast  affiliates. 

The  concern  also  is  advertising 
cruises  in  60-second  spots  over  KSFO 
San  Francisco,  KFAC  Los  Angeles, 
KDYL  Salt  Lake  City,  KTLN  Denver, 
KLIF  Dallas,  KFJZ  Fort  Worth  and 
KNUZ  Houston.  Agency:  Fuller  & 
Smith  &  Ross  Inc. 


Timing  timebuyers'  time  •  H-R 

Representatives  Inc.  has  an  answer 
to  timebuyers'  complaints  that  rep 
visits  take  up  too  much  of  their  time. 
The  gimmick:  alarm  watches,  set 
for  a  mutually-agreeable  period, 
which  tell  both  rep  and  timebuyer 


when  it's  time  to  go.  H-R  saleman 
Tom  O'Dea  (1)  here  takes  his  new 
watch  into  a  meeting  with  Ed  Fieri, 
chief  timebuyer  for  BBDO. 

There  are  two  reasons  behind  the 
technique,  according  to  James  M. 
Alspaugh,  H-R  vice  president.  The 
first  to  help  the  timebuyer,  whose 
time  is  in  great  demand,  the  second 
to  help  the  rep  salesman  budget 
more  calls  in  his  week.  H-R  thinks  it 
can  increase  calls  15%  by  using  the 
watches. 

In  practice,  the  rep  salesman  asks 
the  timebuyer  about  his  schedule' 
when  setting  up  the  appointment, 
then  computes  what  he's  got  to  pitch, 
sets  the  watch  to  determined  period 
and  walks  in.  When  the  alarm 
(they're  all  Helbros  alarm  watches, 
purchased  on  a  special  deal)  goes 
off,  the  salesman  goes  out. 
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working 


partners 


design  for  sales.. . 


FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PELLEGRIN,  Vice  President 


Since  the  day  H-R  was  started  by  a  group  of  Working  Partners  we  have 

focused  all  our  efforts  and  facilities  toward  the  goal  of  consistently 
producing  more  sales  for  each  of  our  stations.  Over  the  years,  thanks  to  a 

mature  and  sales-seasoned  staff  backed  by  imaginative  research  and  sales 
planning,  we  have  developed  a  distinctive  type  of  representative  service 
that  has  proven  unusually  sales  productive. 


RADIO 
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We  always  send  a  man  to  do  a  man's  job" 


TELEVISION 


NEW  YORK  SAN  FRANCISCO  ATLANTA 

CHICAGO  DALLAS  HOUSTON 

HOLLYWOOD  DETROIT  NEW  ORLEANS 


PLACE  and  SHOW 


...  in  St.  Louis  with. 

WIL 

BUY  Radio  when  you  buy  media 
BUY  Balaban  when  you  buy  radio 
BUY  WIL  when  you  buy  St.  Louis 
and  you  BUY  the  people  who  BUY. 

Audience  up  900%  in  Hooper,  730%  in  Pulse.  Billing  up 
400%.  All  over  the  first  10  months  of  Balaban  Operations! 

WIL         KBOX  WRIT 

St.  Louis  Dallas  Milwaukee 

THE  BALABAN  STATIONS 

in  tempo  with  the  times 


STORES  MISS  RADIO-TV  BOAT? 

Retail  ad  parley  hears  that  broadcasting 
deserves  more  emphasis  by  merchandisers 


Retailers  are  simply  "kidding"  them- 
selves when  they  talk  about  testing  tele- 
vision— they're  really  testing  their  abili- 
ty to  use  the  medium  effectively. 

That  was  the  view  of  Jack  Miller,  ad- 
vertising director  of  Leonards  Depart- 
ment Store,  Fort  Worth,  Tex.,  which 
has  been  experimenting  with  tv  since 
1948.  He  told  the  Retail  Advertising 
Conference  in  Chicago  how  both  radio 
and  tv  have  proved  effective  in  moving 
"best-selling  items  and  in  special  pro- 
motions"— with  store  expenditures  rep- 
resenting a  mere  15%  of  its  advertis- 
ing budget.  What's  more,  radio-tv  rep- 
resents the  "best  way"  for  small  stores 
to  close  the  gap  between  them  and  their 
big  competitors,  without  being  "cov- 
ered, smothered  and  completely  domi- 
nated" by  them  in  newspaper  space. 

Mr.  Miller  was  one  of  several  top 
speakers  at  RAC's  seventh  annual  con- 
vention in  the  Palmer  House  Jan.  17-18, 
appearing  on  the  closing  Sunday  agenda. 
Most  retailers  regard  radio-tv  as  "two 
step-children  of  retail  advertising  to- 
day" and  tv  as  a  kind  of  "Cinderella 
medium,"  he  observed.  They  all  watch 
it  and  some  have  tested  it  but,  as  with 
the  weather,  nobody  does  anything 
about  it.  This  is  a  mistake,  Mr.  Miller 
intimated  (also  see  story  page  41). 

Leonards  started  testing  tv  in  1948 
when  the  market  comprised  one  sta- 
tion and  500  tv  receivers,  he  recounted. 
The  store  made  mistakes  and  found 
some  answers  with  changing  trends  re- 
flecting "the  nature  of  the  retail  busi- 
ness rather  than  a  basic  characteristic 
of  television."  It  bought  football  games, 
several  live  quarter-hour  shows,  record 
formats,  cooking  and  gardening  pro- 
grams, syndicated  films  and  feature 
movies.  In  1954  it  purchased  WBAP- 
TV  Fort  Worth's  Weather  Telefacts, 
whose  "cost-to-sell"  ratio  has  been 
"very  satisfactory,"  with  additional  "in- 
stitutional value." 

Today,  Leonards  also  runs  about  62 
spots  per  week  on  WBAP-TV,  Break- 
fast at  Leonards  Monday  through  Sat- 
urday on  KFJZ  radio,  and  64  spots  per 
week  on  KXOL  five-minute  newscasts. 
Breakfast  at  Leonards  has  been  on  the 
air  since  1942,  Monday  through  Satur- 
day, 7-7:30  a.m. 

Spot  schedules  are  utilized  during  de- 
partmental and  divisional  events  and 
saturation  schedules  during  store-wide 
events.  "We  have  found  through  expe- 
rience that  a  spot  schedule  during  day- 
time will  often  produce  better  results 
than  a  program  in  prime  evening  time 
at  the  same  cost,"  Mr.  Miller  reported. 


because  each  spot  reaches  a  new  audi- 
ence. Leonards  uses  20-second  spots  for 
well-known  items  and  minute  announce- 
ments for  items  requiring  demonstra- 
tion. 

Must  Consider  Return  •  What  of 
cost?  Says  Mr.  Miller:  "The  initial  cost 
is  more  often  considered  than  what  is 
produced  per  dollar  spent.  If  tv  will 
produce  a  reasonable  return  from  what 
you  invest,  it's  not  too  expensive.  Most 
tv  stations  have  T0-plans'  and  '5-plans' 
and  low  cost  programs  and  participa- 
tions which  will  fit  into  most  local  bud- 
gets." He  noted  that  retailers  tend  to 
"gloss  over"  newspaper  ads  which  don't 
produce  and  "we  seldom  blame  the 
newspaper.  With  tv,  it's  a  different 
story.  We  are  prone  to  say  that  'tv  just 
doesn't  work  for  me.'  " 

Production  may  pose  a  problem,  Mr. 
Miller  conceded,  noting  viewers  can  "be 
merciless  in  their  judgment  of  your 
locally-produced  spot  when  it  follows  a 
$50,000  Remington  razor  spot  with 
Dick  Stark.  We  do  not  have  the  money, 
time  nor  talent  to  produce  quality  tv 


Corridor  conference  •  Between 
Chicago  sessions  Mr.  Miller  (r) 
compares  notes  with  Arthur  L. 
Grim,  WBAP-TV  Fort  Worth. 


commercials  that  would  compare  favor- 
ably with  a  national  advertiser's  spot." 

Conversely,  he  observed,  viewers  may 
become  so  hardened  to  the  smooth  na- 
tional spot  they  will  welcome  a  local 
announcement  with  "sympathetic  at- 
tention." 

Videotape  may  be  a  "partial  answer 
to  the  local  production  problem,"  Mr. 
Miller  felt,  in  terms  of  permitting  store 
executives  to  compress  an  entire  week's 
schedule  into  one  session,  to  pre-evalu- 
ate  the  finished  product  and  to  rectify 
mistakes  and  improve  commercials. 
"Commercials    produced    by  retailers 


will  not  be  up  to  the  standards  set  by 
national  advertisers,  but  [vtr]  will  insure 
a  commercial  that  is  the  best  they  can 
produce." 

Little  Fellow  Too  •  Mr.  Miller  was 
not  talking  about  big  stores  alone.  "Ra- 
dio and/ or  tv,  used  effectively,  is  the 
best  way  the  small  store  can  close  the 
gap  between  it  and  its  big  competitors. 
Most  any  small  store  in  the  average 
market  can,  with  a  relatively  small  por- 
tion of  its  budget,  actually  dominate 
radio  or  become  the  dominant  retail  ad- 
vertiser on  television. 

"This  same  small  store  is  being  cov- 
ered, smothered  and  completely  domi- 
nated by  big  store  advertisers  in  the 
newspaper — even  though  they  spend 
100%  of  their  budget  in  newspaper. 
When  your  spot  is  on  tv,  there  is  no 
competition.  You  fill  the  entire  screen 
and  it  is  yours  exclusively  during  the 
time  you  bought. 

"The  same  is  true  of  radio.  You  peo- 
ple from  small  stores  have  had  the 
experience  of  being  buried  in  the  fourth 
section  or  stacked  beside  a  full  color 
ad  from  a  big  competitor.  This  cannot 
happen  on  radio  and  tv.  Oh,  you  may  be 
double  or  triple  spotted  but  while  you 
are  on,  it's  yours  alone.  You're  just 
as  big  as  the  next  fellow  on  radio  and 
tv." 

Advertising  Manager  Miller  suggested 
that  monies  for  20-page  advertising  sec- 
tions for  anniversary  sales  and  seasonal 
promotions  might  well  be  cut  in  half 
("Does  anyone  ever  wade  through  20 
pages  of  advertising  from  one  store?") 
and  "probably  still  dominate"  a  particu- 
lar newspaper,  and  that  "we  could 
saturate  every  radio  and  tv  station  in 
our  market  and  have  money  left  over 
from  the  ten  pages  we  saved." 

The  character  of  small  and  big  stores 
alike  can  be  communicated  through  ra- 
dio-tv, he  claimed,  with  the  former 
building  stature  and  the  latter  over- 
coming "your  bigness  through  personal 
appeal"  of  the  media. 

Big  Bit  •  Mr.  Miller  said  that  only 
15%  of  Leonards'  total  advertising 
budget  goes  into  radio-tv  to  back  up 
and  support  its  major  newspaper  effort, 
but  emphasized  the  importance  of  using 
all  media  to  maximum  advantage  and 
keeping  fully  appraised  of  all  selling 
tools  at  advertising  managers'  command. 

Most  store  executives  carry  the  title 
of  advertising  or  sales  promotion  man- 
ager when,  actually  "we  are  little  more 
than  newspaper  advertising  production 
supervisors,"  Mr.  Miller  acknowledged. 
While  such  supervisory  duties  are  like- 
ly to  remain  their  "prime  responsibility" 
for  years,  Mr.  Miller  admitted,  "let's 
live  up  to  our  titles  and  really  become 
advertising  managers." 

Other  speakers  at  the  two-day  week- 
end  conference    included   Arthur  S. 
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MORE  SPOT 
COIN  IN  '59 


Heads,  you  win 

Here's  how  to  head  for  more  of  the  kind  of  business  that  earns  you  100  cents  on  every  dollar. 
You  do  it  in  a  big  volume  way  when  you  answer  the  big  demand  for  minute-spots  in  your 
market  with  NTA'S  TV  HOUR  OF  STARS.  Look:  90  hour-length  films  made  especially 
for  television  by  top  studios  such  as  20th  Century-Fox  and  Warner  Brothers.  Look:  the  big 


names,  the  big  stories  and  the  big  new  way  to  give  more  advertisers  the  advantages  of  in-pro- 
gram  minutes,  plus  star  point- of- salesmen  for  local  merchandising.  Look:  they  work  for  you 
90  different  ways.  Strip  them  five  days  a  week!  Double  them  up  for  double  audience  interest, 
double  selling  strength.  Play  them  as  singles  day  or  night!  Any  way,  any  time,  anywhere 
they  represent  a  wide  new  avenue  of  spot  sales  for  you.  NTA'S  TV  HOUR  OF  STARS 


CONTACT  HAROLD  GOLDMAN.  EXECUTIVE  VICE-PRESIDENT,  NATIONAL  TELEFILM  ASSOCIATES,  10  COLUMBUS  CIRCLE, 
N.  Y.  19.  JU  2-7300-ATLANTA,  BOSTON,  CHICAGO,  DALLAS,  MEMPHIS,  HOLLYWOOD,  MINNEAPOLIS,  TORONTO,  LONDON 


WILS 


FIRST  IN  AUDIENCE 

. . .  more  than  100  %  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 

With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 

WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


CONTACT 
VENARD 
JUNTO  UL  & 
McCONNELL,  INC. 


*C.  E.  HOOPER 


WPON 


Truitt,  national  retail  sales  promotion, 
Montgomery  Ward;  Dr.  Burleigh  B. 
Gardner,  executive  director,  and  Charles 
B.  McCann,  assistant,  Social  Research 
Inc.,  and  John  Caples,  vice  president, 
BBDO.  Conference  is  held  annually  for 
retailers  and  their  suppliers,  media  rep- 
resentatives, advertising  agency  and 
other  personnel.  Co-sponsors  are  Budd 
Gore,  retail  advertising  manager,  Chi- 
cago Daily  News,  and  Ralph  Heineman, 
head  of  his  own  retail  consultant  firm. 

RAB  hits  agency  road 

A  ten-man  team  from  the  Radio  Ad- 
vertising Bureau  was  in  New  York. 
Philadelphia,  Detroit,  Chicago  and  St. 
Louis  last  week.  Its  objective:  to  give 
"the  quickest,  most  complete  pitch  in 
radio  history"  to  the  50  top  agencies 
of  the  country  whose  combined  billing 
totals  more  than  $2.8  billion. 

The  presentation,  called  "New 
Facts,"  runs  12  minutes.  At  cutoff  time, 
a  timing  device  rings  a  bell  and  RAB's 
salesman  stops  talking.  (Another  broad- 
cast advertising  interest  is  also  using 
this  time  limit  technique;  see  H-R 
box,  page  32.)  RAB  executives  have 
been  advised  to  tell  agency  officials: 
"When  the  bell  starts  ringing,  we  stop 
talking.  Any  questions  you  have  are  on 
your  own  time." 

The  presentation  itself  has  a  two- 
fold purpose:  to  summarize  important 
data  accumulated  on  radio  during  the 
last  few  months  by  independent  re- 
search, advertisers  and  agencies,  and  to 
remind  media  personnel  that  the  ma- 
terial exists  and  is  available  in  greater 
detail  from  RAB. 

Rheingold  switches 

Rheingold  is  rolling  out  the  beer 
barrel  in  spot  television. 

For  the  brewery  (Liebmann  Breweries 
Inc.,  Brooklyn,  N.Y.)  spot  tv  announce- 
ments— about  $500,000  worth — mark 
an  important  change  in  advertising 
strategy.  (Actually  Rheingold  is  a 
veteran  advertiser  of  "program"  spot 
as  distinguished  from  "announcement" 
spot.)  Rheingold's  change  is  the  addi- 
tion of  an  intensive  announcement 
campaign  starting  March  1. 


The  eastern  brewer's  spot  tv  an- 
nouncement buying  will  be  concentrat- 
ed in  Massachusetts  and  Rhode  Island. 

Of  significance:  radio-tv  will  take 
80%  of  the  budget  in  those  two  states 
where  Rheingold  had  been  putting  90% 
of  its  ad  money  into  print  and  outdoor. 

In  some  of  its  other  market  territory 
(which  extends  through  the  New  Eng- 
land states,  New  Jersey  and  parts  of 
Pennsylvania  and  New  York  state  [in- 
cluding New  York  City]),  Rheingold 
sponsors  State  Trooper,  Headline  and 
Federal  Men  syndicated  series. 

The  new  spot  announcement  cam- 
paign will  be  in  prime  evening  time, 
and  will  go  through  the  end  of  1959. 

Agency  is  Foote,  Cone  &  Belding, 
New  York. 

M-E  Chicago  shuffle 

McCann-Erickson's  Chicago  office  is 
adopting  a  reorganization  plan  it  has 
considered  for  over  a  year — the  agency 
is  going  into  a  group  system  of  opera- 
tion, officially  centralizing  media  and 
programming  under  one  person. 

Under  the  new  operation,  already 
adopted  by  other  Chicago  agencies,  a 
group  system  is  being  set  up  in  media 
to  include  supervisors  and  buyers.  Ken- 
neth Fleming,  formerly  senior  media 
group  head  of  Leo  Burnett  Co.,  has 
been  appointed  director  of  media  and 
broadcast  programming. 

His  appointment  and  two  other  staff 
additions  were  announced  Thursday 
(Jan.  22)  by  Chester  L.  Posey,  vice 
president  and  general  manager  of  Mc- 
Cann-Erickson's Chicago  office.  John 
Deacon,  assistant  group  supervisor  and 
a  broadcast  media  manager  at  Tatham- 
Laird,  Chicago,  joins  M-E  as  media 
group  head.  Ruth  Leach,  recently  sales 
coordinator  for  Edward  Petry  &  Co., 
station  representative,  joins  M-E  as 
media  buyer. 

In  part,  Mr.  Fleming  succeeds  How- 
ard A.  Heller,  who  has  resigned  as 
media  director.  Also  leaving  McCann- 
Erickson  are  William  Kennedy,  chief 
timebuyer,  to  become  manager  of  the 
Detroit  office  of  Robert  E.  Eastman  & 
Co.,  station  representative,  and  Esther 
Anderson,  timebuyer. 


DATE 

Thurs.,  Jan.  15 
Fri.,  Jan.  16 
Sat.,  Jan.  17 
Sun.,  Jan.  18 
Mon.,  Jan.  19 
Tues.,  Jan.  20 
Wed.,  Jan.  21 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 

day  of  the  week  Jan.  15-21  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 

PROGRAM  and  TIME  NETWORK  RATING 

Playhouse  90  (9:30  p.m.)  CBS-TV  21.6 

Walt  Disney  Presents  (8:00  p.m.)  ABC-TV  23.4 

Gunsmoke  (10:00  p.m.)  CBS-TV  30.2 

What's  My  Line?  (10:30  p.m.)  CBS-TV  26.8 

Danny  Thomas  (9:00  p.m.)  CBS-TV  24.1 

Rifleman  (9:00  p.m.)  ABC-TV  22.4 

Wagon  Train  (7:30  p.m.)  NBC-TV  25.1 

Copyright  1959  American  Research  Bureau 
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Multiply  the  cans  you  see  here  by  2  billion— and  it  still  falls  short 
of  the  output  it  takes  each  year  to  pack  the  myriad  products  we 
buy  in  cans.  The  actual  yearly  total  in  the  U.S.  alone:  more  than 
40  billion  cans— 26  billion  of  which  contain  foods  of  almost  every 
imaginable  variety. 

Through  its  Weirton  Steel  Company  division,  National  Steel  is  a 
leading  supplier  of  the  tin  plate  from  which  cans  are  made. 
Weirton  produces  both  electrolytic  and  hot-dipped  tin  plate  .  .  . 


and  its  output  makes  National  Steel  the  nation's  largest  inde- 
pendent source  of  this  material. 

Tin  plate  is  just  one  of  many  quality  steels  and  steel  products  in 
which  National  Steel  specializes.  Another  National  Steel  specialty 
is  service.  A  look-ahead  service  dedicated  to  all  American  industry 
through  its  five  major  divisions:  Weirton  Steel  Company,  Great 
Lakes  Steel  Corporation,  Stran-Steel  Corporation,  Enamelstrip 
Corporation,  The  Hanna  Furnace  Corporation. 


NATIONAL 


STEEL  CORPORATION,  GRANT  BUILDING,  PITTSBURGH,  PA.WJP 


PAPERS  GANG  UP  TO  RAISE  REVENUE 


1 ,000  newspaper  admen  meet  to  draft  tactics 
on  recapturing  ad  dollars  from  broadcasting 


An  unprecedented  all-out  campaign 
by  the  nation's  daily  newspapers  to  raise 
their  overall  revenues  to  a  record  $3.5 
billion  this  year  (from  a  previous  $3.2 
billion)  was  inaugurated  last  week  at  the 
Newspaper  Advertising  Executives  Assn. 
convention  in  Chicago. 

The  "total  selling"  concept  was  un- 
veiled by  the  American  Newspaper 
Publishers  Assn.  Bureau  of  Advertising 
with  the  help  of  allied  groups  at  the 
NAEA  parley  in  Chicago's  Edgewater 
Beach  Hotel  (Jan.  18-21).  The  82nd 
annual  meeting  was  completely  staged, 
in  a  perhaps  precedential  move,  under 
the  ANPA  bureau's  auspices  (also  see 
story  page  35). 

In  capsule,  this  is  what  television  (and 
to  a  lesser  degree,  radio)  can  expect  in 
1959's  battle  of  broadcast  vs.  print 
media: 

•  Expanded  coverage  of  retail  con- 
ventions where  tv  is  conceded  to  be 
making  "substantial  inroads." 

•  A  month-by-month  "TNT  sales 
drive,"  to  be  aimed  at  regional  oil 
clients,  beer  distributors,  automobile 
dealers,  soft  drink  bottlers  and  two- 
week  promotions  involving  the  heaviest 
newspaper  advertiser  categories  (auto- 
motive, food,  appliance  and  health  and 
beauty  aids). 

The  three-day  presentation,  inter- 
larded with  musical  and  other  dramatic 
effects,  was  aired  before  approximately 
1,000  newspaper  advertising  executives. 
Also  participating  in  the  "total  selling" 
drive  with  ANPA  and  NAEA  were  the 
American  Assn.  of  Newspaper  Rep- 
sentatives  and  National  Newspaper  Pro- 
motion Assn.  Speakers  did  not  limit 
themselves  to  prepared  text  but  ap- 
peared every  day  in  the  continuous  pre- 
sentation. 

Charles  T.  Lipscomb  Jr.,  ANPA  Ad- 
vertising Bureau  president,  urged  ex- 
pansion of  retail  conventions  because 
of  tv's  inroads  in  "certain  retail  areas." 
He  noted  that  in  1958,  58%  more  de- 
partment stores  used  72%  more  tv 
spots.  But,  he  added,  1,750,000  retailers 
put  a  total  of  $2.5  billion  annually  into 
newspapers,  and  about  one-tenth  as 
much  into  tv  and  one-sixth  into  radio. 
He  acknowledged  that  newspapers' 
chief  competitors  (radio-tv,  magazines) 
made  great  strides  last  year  "toward 
organizing  and  educating  their  forces 
to  sell  their  products  nationally." 

Mr.  Lipscomb  expects  the  country's 
1,750  daily  papers  to  participate  in  the 
two  weeks  of  promotional  events  for 
four     major     newspaper  advertising 
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groups.  In  only  one  group,  however, 
do  newspapers  get  over  50%  of  nation- 
al advertising  monies — automotive.  (It 
gets  roughly  a  quarter  each  of  the  $600 
million  food  and  $175  million  appliance 
product  budgets  and  20%  of  the  $500 
million  health  and  beauty  aids  business.) 

Automobile  advertising  on  tv  may  be 
entertaining  but  it  hasn't  helped  lift 
sagging  sales,  Walter  C.  Kurz,  adver- 
tising manager  of  the  Chicago  Tribune, 
suggested  to  NAEA  delegates. 

Big  Move  to  Tv  •  "Undoubtedly, 
there  are  several  reasons  tied  into  the 
defection  of  automobile  sales  last  year," 
he  acknowledged.  "But,  very  significant- 
ly, these  last  few  years  have  seen  the 
big  move  to  television,  and  last  year  was 
the  heftiest.  The  American  public  must 
be  very  thankful  to  the  American  auto- 
mobile business  for  the  fine  entertain- 
ment provided  by  their  advertising  dol- 
lars in  1958.  But  the  applause  did  not 
come  in  appreciative  sales,  or  even 
showroom  traffic.  And  this,  as  the  de- 
partment store,  food,  drug  and  apparel 
people  can  tell  them,  is  how  advertising 
dollars  can  be  used  most  productively 
in  selling  goods  right  now." 

Mr.  Kurz  cited  sales  boosts  for  food, 
drug,  apparel  and  department  stores  in 
1958.  They  relied  primarily  on  news- 
paper advertising  and  racked  up  ag- 


Yawns  in  'Post'? 

Said  The  Saturday  Evening 
Post  last  week  in  an  advertise- 
ment (prepared  by  BBDO) :  "No 
gamble  and  not  a  yawn  from 
cover  to  cover." 

It  used  the  same  art  and  layout 
of  an  ad  by  Benton  &  Bowles  a 
week  prior,  congratulated  B&B 
for  its  "enviable  tv  record  of 
longevity"  and  acknowledged 
B&B's  ad  was  not  meant  as  a  con- 
demnation of  tv.  B&B's  ad  de- 
picted a  man  yawning,  describing 
the  yawn  as  the  most  expensive  in 
America— "the  one  that  kills  a 
network  show"  (Broadcasting, 
Jan.  19). 

But  the  Post's  kicker  was  an 
anti-tv  pitch:  the  Post  asserted  it 
had  taken  the  "gamble"  out  of 
magazines  via  a  new  study,  "Ad 
Page  Exposure,"  that  provides  the 
"first  compatible  measure"  for  the 
comparison  of  magazines  and 
television.  Upshot:  the  Post  liked 
the  B&B  ad,  especially  the  yawn. 


gregate  sales  of  $95  billion  apart  from 
the  dip  in  auto  sales.  The  appliance  field 
— home  furnishing  category — also  tailed 
off  (JV2%),  relying  "more  on  other 
media  (television,  radio  and  magazines) 
to  advertise  its  goods." 

"Radio,  television,  magazines,  out- 
door [ads],  all  have  their  important 
places  in  the  scheme  of  advertising 
media,  but  they  do  not  approach  this 
impact  [of  total  selling]  on  the  buying 
public  in  either  quantity  or  quality — 
in  depth  or  in  breadth,"  Mr.  Kurz  said. 
(He  is  chairman  of  the  plans  committee 
for  the  ANPA  Advertising  Bureau.) 

Battle  for  Budgets  •  He  recommend- 
ed better  advertising  and  marketing  and 
more  "constructive  selling"  in  the  battle 
for  budgets.  Too  frequently  the  adver- 
tiser or  agency  decision  to  go  into  tv, 
radio,  or  in  other  media,  "silences  our 
selling  guns."  he  complained. 

Dr.  Howard  D.  Hadley,  vice  presi- 
dent and  research  director  of  ANPA's 
Bureau  of  Advertising,  reported  on 
available  materials  to  help  spark  the 
"total  selling"  concept.  These  include: 
data  sheets  comparing  costs  of  network 
tv  vs.  newspapers  and  spot  tv  vs.  news- 
papers; a  booklet  for  computing  cost- 
per-thousand  advertising  impressions  in 
newspapers  and  television  in  a  local 
market  area  and  also  tv  costs  and  audi- 
ences on  a  comparable  basis.  ANPA 
is  preparing  a  manual  on  an  audience 
survey  titled  "Is  Anybody  Looking?" 

NAEA  members  are  urged  to  invite 
a  local  advertiser  or  representative  of 
a  national  company  to  their  offices  and 
watch  their  own  sponsored  tv  programs. 
The  purpose:  to  demonstrate  "how  ex- 
tremely limited"  the  client's  tv  cover- 
age is  in  that  market.  Then  make  a 
pilot  survey  of  the  audience's  size  and 
percent  of  sponsor  identification. 

"It's  suggested  that  two  or  three  tele- 
phone operators  dial  about  40  different 
number  in  30  minutes,  completing  per- 
haps 100  interviews.  "Since  this  is  a 
pilot  survey  rather  than  the  last  word 
in  survey  techniques,"  Dr.  Hadley  felt, 
"the  interviews  which  even  one  op- 
erator can  complete  should  be  enough 
to  be  of  considerable  interest  to  an 
advertiser."  He  suggested  the  calls  be 
placed  by  operators  at  the  newspaper. 

The  questions  to  be  asked:  (1)  Do 
you  own  a  television  set?  (2)  Is  your 
set  turned  on?  (3)  To  what  station 
are  you  tuned?  (4)  What  program  is 
on?  (5)  Who  is  the  sponsor?  Dr. 
Hadley  said,  "The  sum  total  is  that 
you  will  be  able  to  get  some  striking 
information  on  viewing,  sponsor  iden- 
tification, homes  with  tv  sets  and  other 
facts  of  interest  to  you  and  your  ad- 
vertisers." (The  ANPA  bureau  also  is 

BROADCASTING,  January  26,  1959 


putting  out  a  manual  for  conducting 
telephone  surveys). 

Charles  B.  Lord,  Indianapolis  (Ind.) 
Star  and  News  and  outgoing  NAEA 
president,  warned  that  "if  newspapers 
are  not  selected  as  one  of  the  basic 
media  by  national  advertisers,  then  all 
newspapers  will  be  left  out  in  the  cold. 
When  they  are  under  consideration, 
along  with  other  media,  newspapers  will 
be  evaluated  by  advertisers  and  agen- 
cies as  a  media  classification,  not  as 
individual  newspapers.  The  deciding 
factor  will  be  the  advantages  we  are 
able  to  sell  together  in  competition  with 
other  media." 

But  Allied  Stores'  Samuel  H.  Cuff, 
director  of  radio-tv  advertising  and 
long-time  exponent  of  radio  for  depart- 
ment stores,  viewed  the  one-rate  move- 
ment with  "considerable  alarm." 

He  said  "the  bases  for  the  existence 
of  the  local-retail  rate  are  sound  .  . 
thus  it  seems  rather  odd  that  the  in- 
dustry as  a  whole  should  seriously  con- 
sider abandoning  a  practice  that  has  been 
in  force  since  its  inception,  and  which 
now  brings  into  its  coffers  about  two- 
thirds  of  every  dollar  it  earns,  with 
much  more  to  come,  at  the  urging  of 
a  group  [station  representatives]  con- 
tributing less  than  half  of  this." 

Cuff's  Criticism  •  Mr.  Cuff  contin- 
ued: "I  have  seen  nothing  substantive 
to  indicate  that  the  abolishing  of  the 
local-retail  rate  will  result  in  more  gross 
revenue  to  radio  stations.  On  the  other 
hand,  I  am  positive  that,  if  all  radio 
stations  abolish  the  local-retail  rate, 
they  will  both  price  and  classify  them- 
selves right  out  of  a  great  deal  of  local- 
retail  revenue.  Retailers  will  return  in 
full  force  to  their  traditional  medium 
[newspapers],  which  incidentally  does 
offer  them  a  local-retail  rate. 

"Without  in  any  way  implying  that 
I  am  the  spokesman  for  the  retail  in- 
dustry, I  nevertheless  feel  that  some- 
thing should  be  said,  and  said  strongly, 
in  the  behalf  of  the  retention  of  the 
existing  local-retail  rate  structure  .  .  ." 

Among  station  representatives  push- 
ing for  the  change  there  was  acknowl- 
edgement that,  for  some  stations,  adop- 
tion of  one  rate  would  be  difficult.  It 
is  easier,  they  said,  in  very  large  and  in 
relatively  small  markets,  more  difficult 
in  those  of  medium  size — this  because 
of  the  competitive  situations  involved. 

Alternative  Plan  •  For  those  stations 
which  feel  they  cannot  go  to  a  single 
rate,  SRA  has  an  alternative.  As  ex- 
plained by  SRA  director  Lawrence 
Webb  in  a  speech  10  days  ago,  this  is  to 
reclassify  "local"  and  "national"  rates 
as  "retail"  and  "general,"  define  those 
rates  clearly,  price  them  fairly  and  then 
stick  to  the  rate  card. 

By  one  of  these  means  or  the  other 
stations  will  be  urged  by  SRA  members 
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PREVIEW 

Aluminum  and  high  fashion  •  An  incongruous  combination?  Alcoa  shows 
in  a  new  commercial  to  be  presented  on  ABC-TV's  Alcoa  Presents  tomorrow 
(Jan  ^7  10-10-30  p.m.)  and  next  week  (Feb.  3)  that  the  amalgamation 
makes  sense.  Fuller  &  Smith  &  Ross,  Alcoals  agency,  in  a  three-way  tie-in 
with  Kimberly  Knitwear  and  Chrysler  division,  is  emphas.zing  high-fashion 
aspects  of  Chrysler  cars  dressed  smartly  with  Alcoa  products.  (Kimberly 
Chrysler  and  Alcoa  are  currently  in  the  midst  of  a  month-long  print  and 
window  display  campaign  around  the  theme  of  "Fashion  on  the  Move.  ) 

The  commercial  opens  with  a  woman  reading  the  Feb.  1  issue  of  Vogue 
magazine  in  which  she  turns  to  a  double-page  Alcoa  spread.  The  camera 
focuses  on  the  still  (shown  above)  of  a  high  fashion  model  in  a  Kimberly 
dress  standing  alongside  a  Chrysler  Saratoga.  The  model  comes  to  life 
shows  the  dress  and  moves  out  of  frame.  Remainder  of  the  commercial 
concentrates  on  the  aluminum  appointments  of  the  Chrysler  automobile 
from  outer  grill  work  to  under-the-hood  and  to  interior  detail.  Clip  ends 
with  the  models  posing  next  to  three  cars  forming  a  three-pointed  star  and 
announcer  (Brooke  Taylor)  tying  in  once  again  "Fashion  on  the  move  .  . 
a  bold  new  beauty  with  a  practical  plus:  the  plus  of  Alcoa  aluminum  'gleam 
and  go'." 

The  campaign  was  prepared  and  conceived  by  F-S-R  in  cooperation  with 
Young  &  Rubicam  (Chrysler)  and  Vogue  (arrangements  for  Kimberly). 


to  tackle  the  problem  of  national  adver- 
vertisers'  seeking  local  rates  on  the 
grounds  of  some  local  connection — a 
problem  they  sometimes  call  that  of  the 
"three  B's,"  after  some  of  the  principal 
users  of  this  device :  breweries,  bakeries 
and  bottlers. 

Big  radio  groups 

in  both  spot,  network 

Radio's  biggest  customers  are  heavy 
in  both  network  and  spot  advertising. 
This  conclusion  was  reached  by  RAB 
last  week  on  the  basis  of  an  analysis 
showing  that,  in  terms  of  product  cat- 
egories, seven  of  the  top  10  buyers  of 
spot  radio  are  also  in  network  radio's 
top  10.  Ranking  the  advertisers  accord- 
ing to  volume  of  radio  time  used  (not 
dollars  spent,  since  network  radio  dollar 
figures  are  not  available,  although  RAB 


thought  there  would  be  a  "close  paral- 
lel" between  the  two),  the  bureau  came 
up  with  these  figures  for  the  second 
and  third  quarters  of  1958: 
SPOT 

Rank    Category  %  of  Total 

1.  Food  and  grocery    22.0 

2.  Gasoline,  lubricants    14.V 

3.  Tobacco    12-0 

4.  Ale,  beer  and  wine    °.b 

5.  Cleansers   

6.  Drugs    °-3 

7.  Automotive   

8.  Toilet  requisites   4.4 

9.  Finance      2.8 

10.  Agriculture    2.6 

NETWORK 

Rank    Category  %  of  Total 

1.  Drugs    W-0 

2.  Automotive    J-'-j 

3.  Food  and  grocery    10.4 

4.  Tobacco    9.6 

5.  Toilet  requisites   

6.  Cleansers    4.8 

7.  Soft  drinks,  confections    4.1 

8.  Miscellaneous    3.7 

9.  Ale,  beer  and  wine    3.4 

10.  Publications    3.0 
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BASIC  AD  MAN' 

All-media  buyer 
analyzed  in  seminar 

The  all-media  buyer  is  modern,  not 
just  a  timebuyer  and  not  engaged  in  a 
"joust"  between  buying  specialists  with- 
in an  agency. 

That's  the  image  as  presented  in  last 
week's  Radio  &  Television  Timebuying 
and  Selling  Seminar  in  New  York  by 
executive  spokesmen  for  Leo  Burnett 
Co.  and  Benton  &  Bowles,  two  of  the 
largest  advertising  agencies  in  the 
country. 

Dr.  Seymour  Banks,  vice  president  of 
Burnett,  and  Michael  J.  Donovan,  vice 
president  and  associate  media  director 
at  Benton  &  Bowles,  quickly  reached  a 
common  ground  on  the  all-media  buying 
concept. 

•  This  was  surprising  in  one  respect 
because  the  topic  had  been  billed  in  ad- 
vance as  "pro  and  con." 

Only  place  where  the  two  gentlemen 
were  somewhat  apart:  Dr.  Banks  said 
his  agency's  media  group  supervisors 
present  the  media  plans  for  all  the  ac- 
counts grouped  under  them  (though 
there  may  be  some  alternations  by  up- 
per echelon)  and  bear  the  media  re- 
sponsibility within  the  department;  Mr. 
Donovan  pointed  up  that  at  his  agency 
there  is  a  plans  board,  but  Dr.  Banks 
commented  this  group  is  outside  of  the 
media  department. 

Of  the  old-type  system,  pre-1953 
when  broadcast  specialists  were  em- 
ployed at  Burnett,  Dr.  Banks  noted  that 
each  of  the  buyers  would  emphasize 
his  own  medium — "shotgun  marriages 
usually  don't  work  out  too  well." 

Mr.  Donovan  stressed  that  at  B&B 
the  media  man  is  house-trained,  comes 
up  through  set  patterns  of  job  condi- 
tioning (months  of  job  training,  year  of 
lectures,  participation  in  "synthesized 
advertising  campaigns"  and  finally  6-12 
months  as  a  buyer  assistant). 

Basic  Ad  Man  •  Mostly,  he  said,  the 
all-media  buyer  becomes  a  "basic  ad- 
vertising man,"  meaning  that  the  buyer 
can  come  through  with  a  marketing  pro- 
file to  accompany  each  of  his  media  pro- 
posals. He  "works  for  all  of  the  agen- 
cy," said  Mr.  Donovan,  who  pointed 
up  that  these  people  were  sources  upon 
which  the  agency  could  draw  for  ac- 
count executives  (took  in  14  such  peo- 
ple last  year). 

Dr.  Banks,  in  answer  to  a  question 
from  the  audience,  as  to  who  in  the 
media  department  makes  the  decisions 
on  station  buys,  made  these  two  points: 

•  In  nearly  all  cases,  timebuyers 
select  the  stations  for  announcement 
campaigns. 
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HOW  PEOPLE  SPEND  THEIR  TIME 

(Owing  to  weather  conditions  in  the  Middle  West,  Sindlinger 
&  Co.  was  unable  to  prepare  Jan.  9-17  figures  in  time  for  the 
BROADCASTING   deadline  this  week.) 

There  were  126,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan  2-8 
This  is  how  they  spent  their  time: 

73.7%    (93,032,000)  spent  1,914.6  million  hours!   Watchina  Television 

57.0%    (71,951,000)  spent  1,480.7  million  hours    Usteninq  to  RaZ 

82.0%  (103,509,000)  spent     439.8  million  hours    ''' Reading  LwsDaoe  s 

29.5%     (37,238,000)  spent     177.3  million  hours    Reading  Magazine 

28.4%    (35,817,000)  spent     408.7  million  hours    Watching  Movief  orTv 

21.0%    (26,473,000)  spent     108.1  million  hours    Attending  Movies* 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  bv 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7  000  inter 
views  (1,000  each  day).  Sindlinger's  weekly  and  quarterly  "Activity"  report  from  which  these 
weekly  figures  are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  cate 
gones,  and  shows  the  duplicated  and  unduplicated  audiences  between  each  specific  medium. 
SINDLINGER'S  SET  COUNT:  As  of  Jan.  1,  Sindlinger  data  shows:  (1)  113  297  000 
people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  grouo)- 
(2)  43,977,000  households  with  tv;  (3)  48,543,999  tv  sets  in  use  in  the  U  S . 


•  But  this  job  is  handled  by  time- 
buyers  and  their  supervisors  working 
together  when  the  purchasing  is  more 
complex.  Example  he  gave:  the  Kellogg 
extensive,  nationwide  spot  television 
set-up  wherein  the  Burnett  people  had 
to  examine  discount  structures  of  and 
time  placement  on  stations  throughout 
the  country. 

9  Business  briefly 

Time  Sales 

•  Monsanto  Chemical  Co.,  St.  Louis, 
which  is  sponsoring  six  hour-long  Con- 
quest programs  on  CBS-TV  this  season, 
has  signed  as  an  alternate-week  sponsor 
of  10  Conquest  programs  during  1959- 
60,  when  series  will  be  presented  on  a 
half-hour  basis  for  20  weeks.  Agency: 
Gardner  Adv.,  St.  Louis. 

•  Parker  Pen  Co.  (Jotter  ballpoint 
pens),  Janesville,  Wis.,  has  bought  par- 
ticipations on  ABC  Radio's  Breakfast 
Club  for  13-weeks  and  is  beefing  up  tv 
spot  schedule  in  60-70  markets  in  terms 
of  heavier  saturation  for  spring  adver- 
tising push  (March-June).  Agency: 
Tatham-Laird,  Chicago.  Purchase  of 
Don  McNeill  show  marks  Parker's  first 
network  radio  advertising  since  Infor- 
mation, Please  in  mid-40's.  Tv  spots 
will  demonstrate  pen-writing  over  dif- 
ficult surfaces. 

•  Maybelline  Co.  (eye  beauty  aids), 
Chicago,  has  pulled  an  estimated  $1.5-2 
million  out  of  spot  tv  and  put  its  money 
into  NBC-TV's  Perry  Como  Show. 

Long  a  heavy  user  of  spot  television 
— and  before  that  active  in  network 
special  shows — Maybelline  is  retaining 
an  announcement  schedule  in  only  a 
handful  of  markets,  and  those  adjacent 
to  "spectaculars."  It  has  been  using  spot 
schedules  in  upwards  of  100  markets. 
The  company,  through  Gordon  Best 
Co.,  Chicago,  bought  into  alternate 
weeks  of  the  Como  series. 

•  Rexall  Drug  Co.,  Los  Angeles,  will 
sponsor  a  one-hour  special  colorcast  on 


NBC-TV — Frances  Langford  Presents 
— on  March  15  (10-11  p.m.).  Telecast 
will  be  the  first  for  Splendex  Enter- 
prises, formed  by  Miss  Langford,  her 
husband  Ralph  Evinrude  and  producer 
Charles  Wick.  BBDO  is  agency. 

Agency  appointments 

•  Brand  Owners  Cooperative  Assn. 
(wine  marketer),  N.Y.,  appoints  Weiss 
&  Geller  Inc..  N.Y...  as  its  agency. 

•  Vick  Products  Div.,  Vick  Chemical 
Co.,  N.Y.,  names  Ogilvy,  Benson  & 
Mather  Inc.,  N.Y.,  for  the  company's 
double-buffered  cold  tablets. 

•  Smith  Bros.  Inc.  (cough  drops), 
Poughkeepsie,  N.Y.,  names  Kastor, 
Hilton,  Chesley,  Clifford  &  Atherton 
Inc.,  N.Y.,  effective  Feb.  1,  replacing 
Sullivan,  Stauffer,  Colwell  &  Bayles 
N.Y. 

•  B.  T.  Babbitt  Co.  transfers  its  re- 
cently-acquired Charles  Antell  Div. 
(Broadcasting,  Dec.  29,  1958),  Balti- 
more, from  Paul  Venze  Assoc.,  Balti- 
more, to  Brown  &  Butcher  Inc.,  N.Y. 
Company  said  that  Venze  would  con- 
tinue for  the  present  its  produced  ads 
as  "the  speed  with  which  Antell  was 
acquired  precludes  the  possibility  of 
having  the  new  ad  programs  ready  at 
this  early  date."' 

•  Also  in  advertising 

•  A  survey  of  the  200,000  Negroes  liv- 
ing in  the  Bay  Area  has  been  completed 
for  KSAN  San  Francisco  by  Far  West 
Surveys  there.  Titled  "The  Negro  Con- 
sumer in  the  Bay  Area — A  Survey  of 
Product  &  Brand  Use,"  the  report  is 
culled  from  personal  interviews  with 
about  600  San  Franciscans.  Background 
material  includes  occupations  and  fam- 
ily income,  family  size,  radio  listening 
habits,  etc.  The  120-page  report,  to  be 
an  annual  publication  for  KSAN,  may 
be  obtained  from  Far  West,  166  Geary 
St.,  San  Francisco  8. 
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Announcing  the  formation  of 

ARKWRIGHT  ADVERTISING  CO.,  INC. 

65   EAST   55th    STREET-NEW  YORK   22,  N.Y 

PLAZA   1  -551  5 


JERRY  BESS 

Executive  Vice-President 

JAMES  HACKETT 

Media  Director 


JACK  WILCHER 

Vice-President 

THOMAS  MANNOS 

Radio-TV  Prod.,  Director 


Servicing  the  following  accounts: 

Robert  Hall  Clothes  Abelsons  Jewelers 

Chief  Apparel  Meadow  Sportswear 

The  American  Male  West  Coast  Slacks 

Comark  Plastics  Stanley   Blacker  Associates 


West  Coast  Office: 

1717  NORTH  HIGHLAND  AVE. 
HOLLYWOOD,  CALIFORNIA 


Richard  Westman, 

MANAGER 
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•An  Evening  With  Fred  Astaire 
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"Hope  Goes  To  Moscow" 

A   

•Sid  Caesar  Chevy  Show' 
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actress  in  a  starring  role  Seville  Brand,  "All  the  King's  Men 


»  Hem,,  .WtUe  M„on  0f  Alban. 
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- 7~TI  "AH  the  King's  Men 
Maureen  Stapled, 


"Rome  Eternal" 


THE 

SYLVANIA 
AWARDS: 
A  MEASURE 
OF  NBC'S 
TOTALIT 

OF 

PROGRHNT 

SERVICE 

i 


There  are  many  ways  to  judg 
the  performance  of  a  television  networ'i 
But  perhaps  the  most  significant  ofallis  the  breadt 
and  diversity  of  its  offerings.  When  13  out  of  2 
Sylvania  network  awards  go  to  NBC,  they  indicax 
something  more  than  a  preponderance  of  exce 
lence.  They  indicate  a  range  of  programming  tfu 
blankets  virtually  every  category  of  television 
drama,  news,  comedy,  public  service,  music,  var 
ety,  religion.  They  lend  fresh  emphasis  to  NBC 
belief  in  a  broad  and  balanced  schedule  that  offe\ 
rewarding  television  for  every  program  tast 
The  true  measure  of  a  network's  greatness  is  t) 
totality  off  its  program  service. 


NBC  TELEVISION  NETWORi 


THE  MEDIA 


SINCLAIR  FIGHTS  IN  COURT 

Produces  bid  topping  Zeckendorf  terms 
for  block  of  Outlet  Co.  stock  in  trust 


The  intramural  fight  between  trustees 
of  large  blocks  of  Outlet  Co.  stock  and 
Joseph  (Dody)  Sinclair,  general  man- 
ager of  the  Outlet  Co.'s  WJAR-AM-TV 
Providence — and  grandson  of  the  late 
Col.  Joseph  Samuels,  one  of  the  found- 
ers of  Rhode  Island's  multimillion  dol- 
lar department  store — was  being  fought 
in  court  last  week. 

The  court  action  was  highlighted  by 
an  offer  by  Mr.  Sinclair  to  buy  the 
total  shares  in  trust  (55,230)  at  a  price 
of  $122.50  per  share.  This  is  $2.50 
above  the  contracted  price  agreed  to 
between  the  trustees  and  the  William 
Zeckendorf-John  C.  Mullins  syndicate 
(Broadcasting,  Dec.  15,  8,  1958). 

Mr.  Sinclair  told  the  court  that  his 
backer  was  the  United  Printers  &  Pub- 
lishing Co.,  greeting  card  printer  and 
publishers,  with  plants  in  Dedham, 
Mass.,  and  Joliet,  111.  Louis  and  Jack 
N.  Berkman,  controlling  stockholders 
of  the  Friendly  Group  of  radio-tv  sta- 
tions, are  chairman  and  vice  chairman, 
respectively,  of  United.  United  Presi- 
dent is  Reeves  Lewenthal. 

The  trial,  which  began  Jan.  19,  is 
being  heard  by  Rhode  Island  Superior 
Court  Judge  John  E.  Mullen.  A  state 
Superior  Court  judge  last  December 
denied  Mr.  Sinclair's  plea  for  a  tempor- 
ary restraining  order.  The  arguments 
last  week  were  on  Mr.  Sinclair's  peti- 
tion seeking  a  permanent  restraining 
order. 

Mr.  Zeckendorf  and  Mr.  Mullin, 
through  a  subsidiary  of  the  New  York 
real  estate  firm  of  Webb  &  Knapp 
(which  Mr.  Zeckendorf  controls),  have 
an  agreement  to  pay  $120  per  share 
with  several  estates  and  trusts.  The 
contract  covers  about  55%  of  the  Out- 
let Co.  stock,  but  provides  that  the 
purchaser  must  acquire  70%  of  the 
outstanding  stock. 

The  entire  transaction  approaches  a 
$12  million  figure,  including  the  depart- 
ment store  and  radio-tv  stations. 

Mr.  Sinclair  is  protesting  the  sale 
on  the  grounds  that  the  estate  will  be 
unnecessarily  diluted  through  the  pay- 
ment of  estate  taxes. 

Mr.  Sinclair's  offer  of  $122.50  per 
share  was  accompained  by  a  proffer  to 
submit  a  $1  million  check  for  deposit  in 
escrow. 

Mr.  Sinclair  also  related  that  Mr. 
Zeckendorf   last   December  promised 


him  that  he  would  be  kept  on  as 
WJAR-TV  station  manager  at  double 
his  present  $15,000  salary. 

The  only  other  witness  of  importance 
was  William  H.  Sylk,  president  of  Penn- 
sylvania Broadcasting  Co.  (WPEN-AM- 
FM  Philadelphia).  Mr.  Sylk  testified 
that  last  November  he  told  the  trustees 
he  was  willing  to  pay  $122.50  per  share 
for  the  stock  but  that  bank  officials  re- 
fused to  give  him  details  because  they 
had  signed  an  option  agreement  with 
Roger  Stevens,  New  York  realtor  and 
Broadway  producer.  Mr.  Stevens  orig- 
inally was  in  the  purchase  syndicate, 
but  withdrew  in  mid-December  when 
Mr.  Zeckendorf  and  Mr.  Mullins  took 
over. 

The  agreement  between  the  trustees 
and  the  Zeckendorf-Mullins  group  has 
a  six  months  clause  for  FCC  approval. 
The  transaction  cannot  be  closed  until 
the  disposition  of  Mr.  Sinclair's  suit. 

Two  join  ABC  Radio 

Two  new  affiliates,  WHAY  New 
Britain,  Conn.,  and  WBLG  Lexington. 
Ky.,  have  been  signed  by  ABC  Ra- 
dio, raising  the  network's  lineup  to  289 
stations,  according  to  an  announcement 
being  released  today  (Jan.  26)  by  Ed- 
ward J.  DeGray,  ABC  vice  president  in 
charge  of  the  radio  network.  Affilia- 
tions  of   both   WHAY   and  WBLG, 


which  currently  are  without  network 
ties,  are  effective  Feb.  2.  WHAY  broad- 
casts on  910  kc  with  5  kw.  Patrick  J. 
Goode  is  president  and  Aldo  De- 
Dominicis  general  manager.  WBLG  is 
on  1300  kc  with  1  kw.  Roy  B.  White 
Jr.  is  president  and  general  manager 
of  the  station. 

Georgia  news  meet 

Broadcasting  industry  figures  will  take 
part  in  the  14th  annual  Georgia  Radio 
&  Television  Institute,  starting  Tuesday 
(Jan.  27)  at  Athens,  Ga.  Opening  the 
meeting  will  be  a  Tuesday  dinner  honor- 
ing former  presidents  of  Georgia  Assn. 
of  Broadcasters,  co-sponsored  by  the 
institute  and  the  Henry  W.  Grady 
School  of  Journalism,  U.  of  Georgia. 

Speakers  at  the  institute  include  Rob- 
ert D.  Swezey,  WDSU-AM-TV  New 
Orleans,  chairman  of  the  NAB  Free- 
dom of  Information  Committee;  Mat- 
thew J.  Culligan,  NBC  Radio  executive 
vice  president;  Donald  H.  McGannon. 
president  of  Westinghouse  Broadcasting 
Co.;  Sol  Taishoff,  editor  and  publisher 
of  Broadcasting;  Theodore  F.  Koop. 
CBS  Washington  news  and  public  affairs 
director;  Sydney  M.  Kaye,  board  chair- 
man and  general  counsel  of  Broadcast 
Music  Inc.;  Bennett  Cerf,  president  of 
Random  House  and  panelist  on  the 
CBS-TV  What's  My  Line?;  Edward  J. 
Austin,  W.D.  Alexander  Co.,  Atlanta 
General  Electric  distributor,  discussing 
co-op  advertising,  and  Bruce  W.  Munn, 
chief  of  United  Press  International's 
United  Nation's  bureau. 


Going  up  •  Construction  of  the  $750,000  WJXT  (TV)  Jacksonville  studios 
and  offices  began  this  month.  Located  on  a  seven-acre  site,  the  two-story 
building  will  present  a  150-ft.  facade  to  the  city's  Southside  Expressway. 
The  construction,  scheduled  for  completion  early  next  year,  will  give 
WJXT  40,000  square  feet  of  floor  space. 
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THE  CAT  HASN'T  GOT  OUR  TONGUE! 


We're  ready  to  tell  you  NOW  about  the 


BRAND  NEW 
ADVENTURE  SERIES 

FELIX  THE  CA1 


HE  CAT.  PRODUCTIONS.  INC- 


□ 


*  Send  for  Picture-Booklet  with  all  the  facts! 

Ca'l-Write-Wire  AUDITION  SCREENINGS  BY  APPOINTMENT 

RICHARD  CARLTON,  Vice  President  In  Charge  of  Sales  ^V,  "A 

TRANS-LUX  TELEVISION  CORP.,  625  MADISON  AVENUE,  N.  Y.  22,  N.  Y. 

Phone:  PLaza  1-3110-1-2-3-4 
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FAKE  A  CRACK  AT  $1,169, 
Megro  Retail  Sales 

IN  THE  GOLD  COAST  OF  THE  GULF  COAST 


One-tenth  of  the  Negroes  of  America  are 
in  the  coverage  area  of  THE  OK  GROUP! 
Their  average  annual  family  income  is  in 
the  $3000  to  $4014  bracket.  WBOK,  New 
Orleans,  reaches  a  Negro  market  of  35% 
of  the  population.  KYOK,  Houston,  reaches 


a  Negro  market  of  22%.  WLOK,  Memphis, 
reaches  a  Negro  market  of  42%.  WXOK, 
Baton  Rouge,  reaches  a  Negro  market  of 
44%.  WGOK,  Mobile,  reaches  a  Negro 
market  of  44%.  KAOK,  Lake  Charles, 
reaches  a  Negro  market  of  30%.  You 


NOBODY.. BUT  NOBODY.. HAS  MORE  KNOW  HOW 


i  More  Proven 


There  is  far  more  to  selling  the  Negro  mar- 
ket than  good  Negro  Personalities.  You  also 
need  intensive  merchandising  and  promo- 
tion .  .  .  support  which  THE  OK  GROUP 
gives  all  its  advertisers.  And  even  more  im- 
portant is  a  knowledge  of  the  Negro  people 


.  .  .  their  buying  habits  .  .  .  their  brand 
preferences  .  .  .  their  product  preferences 
.  .  .  their  personal  habits  and  responses. 
THE  OK  GROUP  digs  for  this  information 
...  we  are  experts  on  the  subject.  THE  OK 
GROUP  has  just  acquired  exclusively  an 


ViiOK 


MEMPHIS 


KYOK 

HOUSTON 


KAGff 

LAKE  CHARLES 


WXOff 

BATON  ROUGE 


REACHING 


1   ,   S  O 


972,850 


cannot  ignore  these  major  market  areas  in  the  Gulf 
Coast.  You  cannot  be  a  leader  in  the  sale  of  your  prod- 
ucts in  these  cities  without  the  Negro  market.  Here 
is  a  proven  area  for  expanding  sales  at  low  cost. 


and  Tested  Sales  Plans  for  the  Negro  Market. 

authenticated  presentation  on  the  Negro  ...  his 
motivation  ...  his  emotional  preferences  .  .  .  his 
family  organization  ...  his  buying  habits.  This  will 
soon  be  available  to  OK  GROUP  advertisers.  It  will 
open  the  true  book  on  the  Negro  consumer  .  .  . 
how  to  reach  him,  sell  him,  and  keep  him  sold. 
Write  for  a  presentation  for  your  agency  or  your 
client ! 


DID  IT  AGAIN!!!! 

MOBILE,  ALABAMA 


$otpour 


2  WEEKS  AFTER  IT  HIT  THE  Alt 

Launched   with  the   greatest  promotional   blast  eve 

witnessed  by  any  group  of  Negro  consumers  an 

advertisers  .  .  . 
WGOK  bombshelled  its  way  to  popularity. 
Result  .  .  .  Amazing  sales  reports  .  .  .  now  availabl 

for  your  inspection  from  the  advertisers  letter 
The  Tested  OK  GROUP  Program  Format  and  Selectio 

of  Star  Personalities  .  .  .  Did  It  Again! 
These  are  the  Ear  Catching  Names  of  the  WGOK 

Personalities: 
These  Negro  Personalities  not  only  Tell  .  .  .  they  SEL1 


505  Baronne  Street, 
New  Orleans,  La. 
STARS  NATIONAL,  INC. 
400  Madison  Ave., 
New  York  17,  N.Y. 


Big  Daddy  Dandy 

A  Rhythm  &  Blues 
man  who  sells  and 
sells  again.  Playing 
the  top  twenty  Negro 
tunes  .  .  .  Selected  by 
the  OK  Group  for- 
mula. 


Miss  Mandy 

A  skilled  personality 
with  a  spiritual  show 
achieved  through 
years  of  experience  as 
a  Church  singer  and 
star  stage  personality. 


Topsy  Turvy 

Imported  from  KYO 
Houston  as  the  b 
known  Negro  perse 
ality  there  .  .  .  1 
captured  the  Mob 
Audience  with  his  Ji 
and  Blues  program, 
real  air  salesm 
trained  in  OK  GROl 
selling  techniques. 

Deacon  Sam 

Trained  in  New  ' 
leans  ...  a  spirit 
man  who  knows 
music  .  .  .  and  has 
know  how  to  win 
listeners  through  i 
cerity  and  reverei 


; 


MOBILE 


OK  Group  Buy 

An  OK  Group  buy  can  be 
handled  with  one  purch; 
order  and  one  bill. 
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NAB  radio  members 
run  for  re-election 

Six  members  of  the  NAB  Radio 
Board  are  up  for  re-election,  the  list  of 
nominees  in  the  annual  voting  process 
shows.  Results  of  elections,  closing  Feb. 
12,  affect  13  directorships — nine  odd- 
numbered  district  directors  and  four 
d  irectors-at-large. 

Two  at-large  board  members — J. 
Frank  Jarman,  WDNC  Durham,  N.C., 
Radio  Board  chairman  (medium  sta- 
tions), and  Ben  Strouse,  WWDC-FM 
Washington  (fm  stations)  —  are  not 
candidates  for  re-election.  Hugh  M. 
Smith,  WCOV  Montgomery,  Ala.,  was 
nominated  in  Dist.  5  but  withdrew  his 
name  from  the  election  ballot. 

Incumbent  directors  who  are  run- 
ning for  re-election  are  Daniel  W. 
Kops,  WAVZ  New  Haven,  Conn.,  Dist. 
1;  Ray  Eppel,  KORN  Mitchell,  S.  D., 
Dist.  1 1 ;  Joe  D.  Carroll,  KMYC  Marys- 
ville,  Calif.,  Dist.  15;  Thomas  C.  Bos- 
tic,  KIMA  Yakima,  Wash.,  Dist.  17; 
Harold  Hough,  WBAP  Fort  Worth, 
large  stations,  and  William  C.  Grove, 
KFBC  Cheyenne,  Wyo.,  small  stations. 

Radio  board  members  whose  terms 
expire  at  the  NAB  March  convention 
and  who  were  not  eligible  to  run  for 
re-election  include  Robert  T.  Mason, 
WMRN  Marion,  Ohio,  Dist.  7;  Wil- 
liam Holm,  WLPO  La  Salle,  111.,  Dist. 
9,  and  Alex  Keese,  WFAA  Dallas, 
Dist.  13.  The  Dist.  3  post  has  been 
vacant  since  last  summer  when  Donald 
W.  Thurnburgh,  WCAU  Philadelphia, 
incumbent,  became  ineligible  through 
purchase  of  the  station  by  CBS. 

The  list  of  nominees  on  .  the  election 
ballots  as  announced  by  NAB  secre- 
tary-treasurer Everett  E.  Revercomb: 

Dist.  1 — Daniel  W.  Kops,  WAVZ 
New  Haven,  Conn.;  William  B.  Mc- 
Grath,  WHDH  Boston. 

Dist.  3— John  S.  Booth,  WCHA 
Chambersburg,  Pa.;  Lawrence  H. 
Rogers  II,  WSAZ  Huntington,  W.  Va. 

Dist.  5— Frank  Gaither,  WSB  At- 
lanta; Charles  C.  Smith,  WDEC  Amer- 
icus,  Ga. 

Dist.  7 — Herbert  E.  Evans,  WGAR 
Cleveland;  Hugh  O.  Potter,  WOMI 
Owensboro,  Ky. 

Dist.  9— Mig  Figi,  WAUX  Wauke- 
sha, Wis.;  Ben  Laird,  WDUZ  Green 
Bay,  Wis. 

Dist.  11— Ray  Eppel,  KORN  Mitch- 
ell, S.D.;  Odin  Ramsland,  KDAL  Du- 
luth,  Minn. 

Dist.  13 — James  M.  Gaines,  WOAI 
San  Antonio;  Boyd  Kelley,  KTRN 
Wichita  Falls,  Texas. 

Dist.  15— Joe  D.  Carroll,  KMYC 
Marysville,  Calif.;  Bob  Reichenbach, 
KWG  Stockton,  Calif. 

Dist.   17— Lee  Bishop,  KORE  Eu- 


gene, Ore.;  Thomas  C.  Bostic,  KIMA 
Yakima,  Wash. 

At-large  (large  stations)  —  Harold 
Hough,  WBAP  Fort  Worth;  Jay  W. 
Wright,  KSL  Salt  Lake  City.  Medium 
stations  —  Cecil  B.  Hoskins,  WWNC 
Asheville,  N.C.;  Rex  Howell,  KREX 
Grand  Junction,  Colo.  Small  stations* 
—William  C.  Grove,  KFBC  Cheyenne, 
Wyo.;  F.  Ernest  Lackey,  WHOP  Hop- 
kinsville,  Ky.;  Dave  Morris,  KNUZ 
Houston.  Fm  stations* — Richard  H. 
Mason,  WPTF-FM  Raleigh,  N.C.;  Cal- 
vin J.  Smith,  KFAC-FM  Los  Angeles; 
Edward  A.  Wheeler,  WEAW-FM  Evan- 
ston,  111. 

*  Three  nominees  because  of  ties  in 
nomination  count. 

KTLA  (TV)-IATSE  sign 

Negotiations  between  KTLA  (TV) 
Los  Angeles  and  IATSE  wound  up  last 
week  with  firm  two-year  contract  that 
cannot  be  opened  for  any  reason  before 
expiration.  Pact  calls  for  wage  increases 
varying  from  job  to  job  but  averaging 
about  $10  a  week  a  man  over  two-year 
period.  Station  maintained  its  stand  of 
no  premium  pay  for  videotaping  duties 
but  agreed  to  provide  four  weeks  sever- 
ance pay  for  IATSE  members  with  four 
years  or  more  seniority  who  are  laid 
off  because  of  vtr. 


Networks-RTDG  pact 
awaits  ratification 

The  Radio  and  Television  Directors 
Guild  and  CBS,  NBC  and  ABC  reached 
agreement  on  a  new  two-year  contract 
last  Wednesday  (Jan.  21),  subject  to 
ratification  by  the  union  membership 
tonight  (Jan.  26). 

Details  of  the  new  pact  will  not  be 
revealed  until  its  terms  are  made  known 
to  union  members,  an  RTDG  spokes- 
man said.  It  was  understood  that  a 
wage  increase  had  been  granted  to  all 
categories  of  membership  and  the  agree- 
ment also  called  for  the  barring  of 
non-union  directors  employed  by  ad- 
vertising agencies  from  producing  com- 
mercials at  network  facilities. 

There  were  reports  that  the  union 
had  failed  to  have  included  in  the 
agreement  a  re-use  pattern  for  taped 
programs  and  commercials,  written  in- 
to the  pact  between  the  networks  and 
the  American  Federation  of  Television 
&  Radio  Artists.  Union  and  network 
sources  declined  to  comment. 

The  agreement  will  cover  approxi- 
mately 900  employes  throughout  the 
country  at  the  three  networks.  Mutual 
is  not  included,  since  that  network  does 
not  use  staff  directors. 

The  networks,  meanwhile,  continued 


November  billings  put  ABC-TV  at  new  high 


Tv  network  gross  time  charges  for 
November  were  out  last  week  and 
ABC-TV  executives  could  point  with 
growing  satisfaction  at  the  network's 
rising  billing. 

ABC-TV  hit  its  all-time  high  in 
monthly  gross  in  November — $10,- 
338,126,  a  27.9%  gain  over  No- 
vember 1957.  The  other  two  net- 
works, CBS-TV  and  NBC-TV,  were 
doing  well,  too,  chalking  up  increases 
of  2.1%  and  7.1%  respectively.  For 
all  three  networks,  November  was 
up  8.4%,  the  January-November 
period,  up  9.9%  for  a  total  of  more 


1957 


1958 


ABC 
CBS 
NBC 
TOTAL 


Change 


$  8,079,932    $10,338,126  +27.9% 


21,407,125 
18,511,686 


21,853,592 
19,817,075 


2.1 

7.1 

$47,998,743    $52,008,793    +  8.4% 


than  $512.6  million  gross. 

The  network  billings,  released  by 
Television  Bureau  of  Advertising, 
are  compiled  by  Leading  National 
Advertisers  and  Broadcast  Adver- 
tiser Reports. 

Even  as  ABC-TV's  billings  score 
rose,  it  was  evident  still  that  the  net- 
work has  a  long  way  to  go  to  come 
up  to  its  two  competitors.  Both  have 
about  twice  the  billing  of  ABC-TV 
for  November.  ABC-TV  highest 
monthly  gross  billing  level  in  1957 
was  in  the  $8.6  millions.  The  LNA- 
BAR  gross  time  compilations: 

January-November 

1957  1958  Change 

$  74,456,638    $  92,550,834  +24.3% 
---  224,946,459 


217,304,292 
174,698,900 


195,154,287  +11.7 


$466,459,830    $512,651,580    +  9.9% 


January 
February 
March 
April 
May 
June 
July 
August 
September 
'October 


ABC 
$9,168,609 
8,441,988 
9,402,407 
8,739,456 
8,477,755 
7,387,586 
7,083,555 
6,923,735 
6,627,093 
9,960,524 


Month  by  Month — 1958 
CBS 
$22,094,015 
19,410,741 
21,211,070 
20,628,511 
20,970,022 
19,733,057 
18,332,925 
19,383,736 
19,427,754 
21,901,036 


NBC 
$18,344,111 
16,785,315 
18,874,597 
18,283,379 
18,470,368 
16,648,462 
15,702,029 
15,202,021 
16,362,343 
20,664,587 


TOTAL 

$49,606,735 
44,638,044 
49,488,074 
47,651,346 
47,918,145 
43,769,105 
41,118,509 
41,509,492 
42,417,190 
52,526,147 


*  Figures  revised  as  of  January  16,  1959. 
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My  Gawd,  she's  TALL!" 


YESSIR,  she  IS  tall-1-1  —  the  tallest  thing  man 
ever  made  in  North  Dakota— WDAY-TV's 
new  antenna,  1206  feet  above  the  ground  (1150 
feet  above  average  terrain ! ) . 

As  you  know,  tower  height  is  extremely  im- 
portant in  getting  TV  coverage — more  important 
than  power,  though  WDAY-TV  of  course  utilizes 
the  maximum  100,000  watts. 

So  WDAY-TV — with  new  Tower  and  new 
Power — will  soon  be  covering  96%  more 
of  North  Dakota-Minnesota's  best  country- 
side than  before— 60%  more  of  the  pros- 
perous Red  River  Valley's  families  than 
before ! 

Even  before  building  this  tremendous  new 
tower,  ratings  proved  that  WDAY-TV  is  the 
hottest  thing  in  the  Valley.  Soon  they'll  be 
better  and  better,  and  for  greater  and  greater 
distances ! 


ARB  —  December,  1957 
SHARE  OF  AUDIENCE 
Metropolitan  Area 

9:00  A.M.  —  6:00  P.M. 
Monday  -  Friday 

WDAY-TV 

77.2 

6:00  P.M.  —  10:00  P.M. 
Sunday  -  Saturday 

74.1 

10:00  P.M.  —  Midnight 
Sunday  -  Saturday 

81.1 

Ask  PGW  for  all  the  facts 


WDAY-TV 


FARGO,  N.  D.     •     CHANNEL  6 
Affilated  with  NBC  •  ABC 


4r 


PETERS,  GRIFFIN,  WOODWARD,  Ii 
Exclusive  National  Representatives 
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Weigh  the  facts! 


Then,  for  your  next  radio-tv  property  negotiation, 
contact  Blackburn  &  Company — outstanding  in 
quality  transactions. 

NEGOTIATIONS        •        FINANCING        •  APPRAISALS 

JBlackbiwn  &  Company 

RADIO  -  TV  -  NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.  OFFICE    MIDWEST  OFFICE       SOUTHERN  OFFICE  WEST  COAST  OFFICE 
James  W.  Blackburn              H.  W.  Cassill          Clifford  B.  Marshall       Colin  M.  Selph 

Jack  V.  Harvey  William  B.  Ryan  Stanley  Whitaker  California  Bank  Bldg. 

Joseph  M.  Sitrick        333  N.  Michigan  Avenue     Healey  Building  9441  Wilshire  Blvd. 

Washington  Building  Chicago,  Illinois  Atlanta,  Georgia  Beverly  Hills,  Calif. 

STerling  3-4341  Financial  6-6460  JAckson  5-1576         CRestview  4-2770 


What's  the  Outlook  for  '59? 

BROADCASTING'S  February  9  issue  called  Perspective  '59  will 
give  you  an  exhaustive,  comprehensive  inquiry  into  every 
area  of  broadcast  advertising  including  features  like  this: 

•  Exclusive  report  of  tv-radio  net  time  sales  for  1958. 

•  J.  Walter  Thompson's  Arno  Johnson  analysis  of  tv-radio 

volume  in  '59  in  relationship  to  economic  trends. 

•  Nielsen  report  on  attitudes  of  tv-radio  audiences. 

•  Feature  Film  Supply  .  .  .  How  long  will  it  last? 

•  Videotape.  Revolutionizing  tv  production  in  '59. 

•  RAB's  Kevin  Sweeney  and  TvB's  Norman  Cash  reports. 

These,  and  other  important  contents  including  our  regular  spot 
news  coverage,  make  the  February  9  issue  an  outstanding  ad- 
vertising value. 

Deadline:  January  30;  Regular  rates 

WIRE  or  PHONE  nearest  BROADCASTING  office  for  your  reser- 
vation now.   24,000  circulation. 


negotiations  with  the  American  Fed- 
eration of  Musicians  on  a  new  contract 
to  replace  the  current  agreement  that 
expires  midnight  Jan.  31.  Negotiators 
said  talks  are  still  in  the  "preliminary 
stage"  and  indicated  that  the  deadline 
probably  would  be  extended  beyond 
Jan.  31. 

Storm  topples  tower; 
kills  WLEX-TV  staffer 

A  WLEX-TV  Lexington,  Ky.,  em- 
ploye was  killed  and  two  people  in- 
jured Thursday  (Jan.  21)  when  the  sta- 
tion's tower  fell  onto  its  building  after 
being  struck  by  a  tornado. 

Killed  was  WLEX-TV  receptionist 
Susan  Grazley.  Nita  Wash,  the  station's 
bookkeeper,  and  an  unidentified  man 
were  injured. 

The  651 -ft.  tower's  guide  lines  were 
cut  by  an  old  300-ft.  tower  when  the 
smaller  tower  was  collapsed  by  the 
twister.  Earl  L.  Boyles,  WLEX-TV  part 
owner-vice  president-general  manager, 
estimates  the  damage  at  $300,000- 
$400,000.  Mr.  Boyles  could  not  say 
when  the  station  would  be  back  on  the 
air. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week.  All  are  subject  to  FCC  approval: 

•  WRAW  Reading,  Pa.:  Sold  to 
Charles  T.  Weiland,  40%,  Hugh  L. 
Hamilton  and  Perrin  C.  Hamilton,  each 
20%,  and  others  by  Steinman  station 
interests  for  $290,000.  WRAW  is  on 
1340  kc  with  250  w  and  is  affiliated 
with  NBC. 

•  WMNF  Richwood,  W.  Va.:  Sold  to 
W.  Courtney  Evans,  owner  of  WSUX 
Seaford,  Del.,  by  Royal  Broadcasting 
Co.  for  $40,000.  Blackburn  &  Co.  han- 
dled the  sale.  WMNF  is  on  1280  kc 
with  1  kw,  day. 

KCOP(TV)  talks  fail 

Because  of  a  breakdown  in  negotia- 
tions of  the  five-week  old  strike  of 
IBEW's  Local  45  against  KCOP(TV) 
Los  Angeles,  the  station  is  switching  its 
programming  almost  entirely  to  film, 
KCOP  President  Kenyon  R.  Brown, 
announced  last  week.  With  the  change, 
KCOP  is  laying  off  85  employes  in 
addition  to  the  42  who  are  on  strike. 
A  weekend  meeting  produced  a  for- 
mula acceptable  to  the  union's  negoti- 
ating committee,  but  by  a  40-to-2  vote, 
the  strikers  rejected  the  deal  which  re- 
portedly offered  to  increase  engineers" 
wages  from  $175  to  $182.50  a  week, 
and  to  give  other  workers  $5  a  week 
raises. 

Earlier,  KCOP  filed  a  $1  million  suit 
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against  the  union  in  Los  Angeles  Su- 
perior Court,  claiming  damages  of 
$500,000  from  the  picketing  of  KCOP 
advertisers  and  asking  punitive  dam- 
ages of  the  same  amount.  KCOP  also 
asked  that  Local  45  be  enjoined  from 
continuing  to  harrass  its  advertisers, 
which  resulted  in  the  cancellation  of  a 
half-dozen  advertising  schedules. 

Late  last  week,  KCOP  had  curtailed 
its  operations  from  three  studios  to  one 
studio  and  had  cut  programs  with  two- 
camera  coverage  to  productions  needing 
only  a  single  camera. 

Broadcast  payrolls 
6.6%  over  1 955— NAB 

Wage  and  salary  payments  to  broad- 
cast employes  are  up  6.6%  over  three 
years  ago  (1955)  at  the  average  U.S. 
radio  station  or  2.2%  per  year,  accord- 
ing to  an  analysis  conducted  by  the 
NAB  broadcast  personnel-economics  de- 
partment. Tv  pay  levels  range  well 
above  radio  scales. 

Television  wage  payments  in  1958 
were  up  3.1%  over  1956,  or  1.6%  a 
year,  the  study  showed.  Neither  radio 
nor  tv  payments  should  be  construed  as 
wage-salary  yardsticks,  according  to 
NAB.  The  figures  are  designed  to  show 
the  spread  between  jobs  in  each  me- 
dium by  market  size  and  major  geo- 
graphical region  (North  and  South). 

In  general,  the  study  shows  wages 
are  higher  in  the  North.  The  scale  was 
found  to  be  higher,  as  a  rule,  as  the 
size  of  market  increases. 

Total  employment  at  radio  stations, 
including  parttime  staffers,  ranged 
from  a  high  of  39.3  employes  in  mar- 
kets of  1.5-2.5  million  in  the  South  to 
6.6  employes  in  towns  of  less  than  10,- 
000  in  the  South. 

Average  weekly  gross  compensation 
of  radio  station  employes  by  job  clas- 
sification follows:  sales  manager  $156; 
salesman  $114;  program  director  $114; 
chief  engineer  $110;  staff  announcer 
$92;  technician  $82;  traffic  manager 
$64;  continuity  writer  $64.  The  figures 
were  described  as  weighted  toward 
smaller  stations  because  of  the  large 
number  in  this  group. 

Average  weekly  gross  compensation 
of  television  station  employes  by  job 
classification  follows:  sales  manager 
$225;  chief  engineer  $171;  program  di- 
rector $162;  salesman  $147;  staff  an- 
nouncer $125;  producer  director  $113; 
technician  $106;  art  director  $104;  film 
department  head  $98;  staff  photogra- 
pher $97;  traffic  manager  $80;  produc- 
tion man  $76;  cameraman  $75;  film 
man  $72;  floorman  $65. 

Total  number  of  tv  station  employes 
ranges  from  102.6  in  cities  of  1  million 
up  to  25.4  employes  in  markets  of  less 
than  25,000  population. 


V  PEORIA 


By  Any  Standard . . . 

WMBD-TV 

is  first  in  Peoria! 


^[ratings  m 


WMBD-TV  is  FIRST 
in  ARB  RATING  Study 
November  12-18 
Dominant  37.7%  Share  of 
Sets-in-Use,  Sign-on  to  sign-off 
After  Only  1 1  Months  on  the  Air. 


First  in  the  Midwest  with 
ONE  MILLION  WATTS 
of  Sales  Power. 
DOUBLE  THE  POWER  OF 
ANY  OTHER  PEORIA  STATION! 
Wider  Range  ...  A  Better  Picture 


M  power  m 


M  PROGRAM  m 


First  in  PROGRAMMING 
with  Top  Network, 
Local  and  Syndicated  Programs. 
Two  RTNDA  Distinguished 
Service  Awards  in  1958  to 
WMBD-TV  News  Staff. 

Call  Your  PGW  Colonel 
or 

Sam  Jackson,  Director  of  Sales 
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RELIGIOUS  ASSN.  LAUDS  NAB 

Stand  against  liquor  advertising  cited 


NAB's  stand  against  hard  liquor  ad- 
vertising on  radio  and  television  was 
commended  last  week  by  National  Re- 
ligious Broadcasters,  organization  of 
evangelicals,  at  the  annual  convention 
in  Washington. 

The  Jan.  21-22  session  awarded  cita- 
tions for  outstanding  leadership  to  Pres- 
ident Eisenhower,  Vice  President  Rich- 
ard M.  Nixon  and  Harold  E.  Fellows, 
NAB  president.  Dr.  Billy  Graham  was 
given  the  association's  annual  award 
for  outstanding  religious  broadcasting. 

At  the  Jan.  22  discussion,  Mr.  Fel- 
lows said  NAB  has  held  the  line  on 
liquor  advertising  by  radio  stations, 
citing  the  abandonment  of  liquor  ac- 
counts by  two  stations  after  they  had 
indicated  last  autumn  they  would  not 
follow  the  NAB  Radio  Standards  of 
Good  Practice.  The  NAB  Tv  Code  has  a 
similar  liquor  ban. 

NRB  adopted  two  resolutions,  one 
opposing  hard-liquor  advertising  on 
broadcast  media  and  endorsing  NAB's 
stand,  and  the  other  opposing  the  sug- 
gestion made  by  FCC  Comr.  T.A.M. 
Craven  that  FCC  has  no  control  over 
programs. 

FCC  Chmn.  John  C.  Doerfer,  ad- 
dressing the  group,  predicted  interna- 
tional television  will  bring  closer  un- 
derstanding amon?  nations,  particularly 
when  the  language  barrier  is  solved. 

Mr.  Fellows  said  that  "if  the  peoples 
of  the  world  would  spend  more  time 
praying  and  less  time  parading  we  might 
be  closer  to  a  solution  of  our  grievous 
problems."  He  reminded  that  the  power 
of  a  nation  may  reside  more  and  more 


in  its  intellectual  and  spiritual  resources. 

"Let  us  not  beseech  others  to  prac- 
tice freedom  and  enjoy  the  fruits  of 
democracy  unless  we  are  prepared  to 
demonstrate  our  personal  and  corporate 
sense  of  responsibility  to  be  free  men 
ourselves,"  he  added. 

Sen.  Spessard  Holland  (D-Fla.)  said 
religious  broadcasters  should  develop 
programs  that  will  hold  public  interest 
"by  selling  the  product."  He  said  it  is 
their  responsibility  through  radio  and 
tv  "to  bring  the  teachings  of  Christ  to 
literally  millions  who  will  not  other- 
wise be  reached."  He  voiced  the  hope 
that  differences  between  members  of 
the  ministry  and  commercial  broad- 
casters over  religious  programs  will  be 
resolved. 

Dr.  Eugene  R.  Bertermann,  of  the 
Lutheran  Hour,  St.  Louis,  presided  at 
the  meetings  as  NRB  president  (See 
Fates  &  Fortunes,  p.  88). 

•  Media  reports 

•  Emmett  Keough,  manager,  KSWO- 
AM-TV  Lawton,  Okla.,  was  re-elected 
chairman  of  UPI  Broadcasters  of  Okla- 
homa Jan.  16  at  a  Claremore  meeting 
in  connection  with  the  Oklahoma 
Broadcasters  Assn.  convention. 

UPIBO's  1958  Five  Star  Award,  for 
"contributing  most  to  the  UPI  state 
news  report,"  was  given  to  KVOO-AM- 
TV  Tulsa.  Winners  of  UPFs  Certificates 
of  Merit  for  individual  news  coverage 
in  1958  include  Max  Wolf,  KWTV 
(TV)   Oklahoma  City;  Don  Strasner, 


KGYN  Guymon;  Allan  Page,  KGWA 
Enid;  Bill  Morgan,  KNOR  Norman; 
Dean  Ward,  KWPR  Claremore;  Frank 
Hicks,  KRHD  Duncan;  Carl  Boye  and 
Roy  McKee,  KVOO. 

•  North  Carolina  Broadcasting  Foun- 
dation (supported  by  commercial  broad- 
casters in  the  state)  is  aiding  the  U.  of 
North  Carolina's  Dept.  of  Radio-Tv  & 
Motion  Pictures  and  the  Communica- 
tions Center,  Chapel  Hill,  in  an  en- 
larged program  of  courses  for  the 
staffers  of  radio-tv  stations  and  students. 

The  foundation  has  collected  money 
and  equipment  worth  more  than  $20,- 
000  from  member  stations,  it  was  re- 
vealed at  NCBF's  board  of  directors' 
annual  meeting. 

•  Radio's  success  in  New  York's  late 
newspaper  blackout  (Broadcasting, 
Jan.  19)  may  have  helped  WABC  New 
York  achieve  what  general  manager  Ben 
Hoberman  termed  "our  best  fourth 
quarter  in  more  than  three  years."  Local 
radio  sales  were  up  52%  in  1958's 
fourth  quarter  against  the  like  period  in 
1957,  Mr.  Hoberman  reported,  and 
among  the  new  clients  signed  up  were  a 
number  of  "strike  advertisers"  such  as 
Willoughby  Camera  Stores,  Stern  Bros., 
Macy's  New  York,  B.  Altman  &  Co., 
Davega  Stores,  Montgomery  Ward, 
General  Electric,  Eastman  Dillon  Union 
Securities  &  Co.  and  Abraham  &  Straus. 

•  Better  Music  Broadcasters  of  America 
awards  (presented  annually  to  stations 
that  have  maintained  a  high  standard  of 
music  programming)  have  been  pre- 
sented this  year  to  WAYE  Baltimore; 
WVNJ  Newark;  WDOK  Cleveland, 
Ohio;  KADY  St.  Louis,  and  KSAY  San 
Francisco. 

•  Marietta  Broadcasting  Inc.  an- 
nounces plans  for  construction  of  new 
building  to  house  studios  and  offices  of 
its  station,  KERO-TV  Bakersfield,  Calif. 
Completion  is  scheduled  for  some  time 
next  year. 

•  WDAF  Kansas  City  will  be  originat- 
ing station  for  baseball  broadcasts  of 
Kansas  City  Athletics  during  1959  sea- 
son. 

•  WTCX  (FM)  St.  Petersburg,  Fla.,  is. 
scheduled  to  go  on  the  air  the  middle 
of  next  month.  The  station's  format  will 
be  light  classics  and  classical  music. 
WTCX,  owned  and  operated  by  Trans- 
Chord  Inc.,  is  on  99.5  mc  with  31  kw.. 

•  WMAL  Washington  has  moved  to 
new  studios  on  Greentree  Rd.,  Bethesda, 
Md. 

•  John  Fraim,  news  director  of  WSAI 
Cincinnati,  became  the  object  of  a 
police  search  party  a  fortnight  ago.  The- 
newsman  had  set  out  with  a  group  to 
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Plaque  for  Fellows  •  National  Religious  Broadcasters  presented  a  plaque 
to  NAB  President  Harold  E.  Fellows  at  their  Washington  convention  for 
his  broadcast  leadership  and  contribution  to  freedom  of  the  air.  L  to  r: 
Dr.  T.F.  Zimmerman,  Springfield,  Mo.,  NRB  first  vice  president;  Dr. 
E.R.  Bertermann,  St.  Louis,  president;  Mr.  Fellows;  Dr.  T.W.  Willingham, 
Kansas  City,  treasurer. 
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-to  the  trained  ear  it  is  quickly  re- 
cognizable. Likewise,  the  quality 
atmosphere  of  a  television  station 
is  just  as  instantly  apparent  and 
valued  by  quality  advertisers! 


abc  ■  channel  8  dallas 


EDWARD  PETRY  *  CO.,  NATIONAL  REPRESENTATIVES  ■  A  TELEVISION  SERViC 
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E   OF  THE  DALLAS 


Nothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 
unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 
sign  off — 365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 
adult  —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 
(pop.  983,000)  WVNJ  dominates  in 
audience  —  in  quality  of  audience  — 
and  in  prestige. 


IN  VALUE:  It  delivers  the  greater  New  York 
audience  for  less  than  31c  per  thousand  homes 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market. 


radio  station  of  ^lie  jNetuavk  #etus 

York,  N.  Y.  •  MU  4-6740 


notional  rep:  Broadcast  Time  Sales  •  New 
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explore  a  southern  Kentucky  cave. 
When  WSAI  did  not  hear  from  the 
staffer,  it  called  the  Kentucky  police. 
The  party  of  explorers  was  located  after 
a  two-hour  search.  They  had  been  lost 
in  the  cave  for  almost  16  hours. 

•  WGN-AM-TV  Chicago  reports  its 
"employes  suggestion  system"  during 
the  first  16  months  developed  28 
awards  made  totaling  $865  (taxes  pre- 
paid). Winning  ideas  were  for  saving 
space  in  the  music  division,  increasing 
output  of  letters  in  radio  sales,  installing 
tv  transmitter  displays  to  promote 
WGN-TV  audience  programs  in  the 
Prudential  Bldg.,  increasing  tv  produc- 
tion office  efficiency  and  better  use  of 
IBM  record-keeping  equipment.  Slightly 
less  than  one-third  of  all  employes  have 
participated  thus  far,  averaging  2.5 
suggestions  per  participant. 

•  KQED  (TV)  San  Francisco  has  in- 
creased its  power  from  30  to  156  kw. 
The  educational-community  station  re- 
ceived the  money  for  the  new  am- 
plifier and  antenna  from  foundations, 
corporations,  individuals  and  commer- 
cial station  KPIX  (TV)  San  Francisco. 

•  CBS  Foundations  Inc.  has  made 
grants  to  private  colleges  and  univer- 
sities, based  on  the  length-of-service 


records  of  women  graduates  who  have 
been  employed  by  CBS  or  its  divisions 
for  15  years  or  more.  The  1958  list 
includes  Cornell  U.  ($1,000)  on  behalf 
of  Dorothy  M.  Leffler,  manager,  maga- 
zine division,  press  information  depart- 
ment, CBS-TV;  St.  Joseph's  College  for 
Women  ($500)  in  the  name  of  Rose 
Marie  O'Reilly,  manager  of  ratings, 
CBS-TV  (an  earlier  $1,000  grant  was 
made  on  behalf  of  Miss  O'Reilly),  and 
St.  Lawrence  U.  ($1,000)  on  behalf  of 
Betty  Lippold,  administrative  assistant 
to  the  general  manager,  Housewives' 
Protective  League,  CBS  Radio. 

•  WKEY  Covington,  Va.,  has  com- 
menced broadcasting  from  its  new  stu- 
dios at  Third  and  S.  Lexington  Sts., 
Covington. 

•  Tele-Broadcasters  Inc.  has  announced 
that  it  had  a  14%  overall  increase  in 
business  during  1958.  In  1957  firm 
grossed  $771,078.  Business  has  in- 
creased 450%  from  the  1954  gross 
of  $155,453,  it  was  noted.  The  Tele- 
Broadcasters  stations  are  KALI  Pasa- 
dena, Calif.,  KUDL  Kansas  City,  Mo.. 
WPOP  Hartford,  Conn.,  and  WPOW 
New  York.  KUDL  and  WPOP  have 
appointed  Adam  Young  Inc.  as  nation- 
al representatives,  it  was  announced. 
KALI  is  on  24-hour  a  day  operation, 
it  also  was  reported. 


•  Educational-noncommercial  WTTW 
(TV)  Chicago  has  received  $120,000  so 
far  in  its  fund-raising  drive.  WTTW 
hopes  to  collect  $760,000  by  the  time 
the  campaign  closes  March  31,  1960. 
An  additional  $500,000  is  anticipated 
from  etv  classes  produced  for  the  edu- 
cational Tv  &  Radio  Center,  Ann  Arbor, 
Mich.,  and  for  the  Chicago  Board  of 
Education.  The  station  is  allocating 
$110,000  for  a  video-tape  recorder;  the 
rest  of  the  money  is  for  operating  ex- 
penses. 

•  Hollywood  local  of  AFTRA  has  un- 
animously approved  terms  of  new  net- 
work agreement  (Broadcasting,  Dec. 
29,  1958).  As  pact  has  previously  been 
ratified  by  AFTRA  New  York  and  Chi- 
cago chapters  as  well  as  by  the  national 
board,  it  is  now  in  effect,  with  the  con- 
ditions retroactive  to  last  Nov.  15. 

•  KOOL-TV  Phoenix,  Ariz.,  on  Feb. 
2  starts  originating  Spanish  101 -TV, 
a  daily  (7-7:30  a.m.)  telecourse  in 
beginners'  Spanish.  The  course,  for  full 
college  credit,  is  presented  by  Arizona 
State  U.'s  College  of  Liberal  Arts  For- 
eign Language  Dept.  through  the  uni- 
versity's Radio-Tv  Bureau. 

•  Localized  news  coverage  offers  the 
small  city  station  an  opportunity  for 


DATELINES 


Newsworthy  News  Coverage  by  Radio-Tv 


Cleveland  •  Local  police  last  Monday 
(Jan.  19)  apprehended  a  murder  sus- 
pect, thanks  to  WJW-TV  Cleveland's 
nightly  City  Camera  news  show.  A 
photo  of  29-year-old  William  Hatha- 
way, sought  in  connection  with  the  Jan. 
14  stabbing  of  his  former  sweetheart, 
was  shown  on  the  telecast,  prompting 
a  citizen  of  Mansfield  to  notify  authori- 
ties of  the  fugitive's  whereabouts.  With- 
in hours  he  was  arrested. 

West  Berlin  •  WTAX  Springfield,  111., 
sent  staffer  O.J.  Keller  Jr.  to  interview 
West  Berlin  Mayor  Willy  Brandt,  Jan. 
7  prior  to  the  Berliner's  visit  to  Ameri- 
ca. The  mayor  is  to  visit  Springfield  in 
connection  with  the  Lincoln  sesquicen- 
tennial.  A  tape  of  Mr.  Keller's  inter- 
view was  relayed  via  trans-Atlantic  tele- 
phone to  WTAX. 

Evansville  •  The  efforts  of  Southwest- 
ern Indiana  Broadcasters  Assn.  in 
ameliorating  relations  between  some 
300  striking  city  workers  and  city  of- 
ficials has  been  officially  recognized 
by  factions.  SIBA  member  stations, 
working  in  the  shadow  of  a  strike  that 
could  have  paralyzed  the  area,  brought 
the  two  sides  together  in  a  series  of 
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public  meetings  that  paved  the  way  to 
settlement. 

Kansas  City  •  The  emergency  belly- 
landing  of  a  TWA  Constellation  at 
Olathe  Naval  Air  Station  near  Kansas 
City,  Mo.,  was  well  covered  by  radio 
and  tv,  KMBC-AM-TV  announced. 
Its   first   report   that   the   plane  was 


having  difficulty  with  its  landing  gear 
came  into  the  stations'  newsroom  at 
12:53  p.m.,  Jan.  17.  While  the  plane, 
originally  going  to  St.  Louis,  but  re-di- 
rected in  the  emergency,  circled  for 
four  hours,  trying  to  get  its  wheels 
down,  the  KMBC  stations'  staffers  set 
up  microphones  and  cameras  and  kept 
listeners  informed  of  the  plane's  prog- 
ress right  through  the  actual  successful 
belly-landing  on  a  sea  of  foam. 


Crucial  Moment:  KMBC  photographer  Charles  Campbell  captured  this  dramatic  sequence. 
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Oil's  well  that  ends  well  •  Mr.  Bailey  (seated),  receives  congratulations 
from  (1  to  r)  Draper  Daniels,  Burnett,  executive  vice  president;  William 
Joyce,  Katz  agency;  Bob  Sullivan,  Katz,  and  Donivan  Waldron,  KAKE-TV 
national  sales  manager. 


Young  &  Rubicam  (whole  Grade-A  Kansas  wheat),  and  Robert  F.  Gorby, 
Kansas  beef);  William  E.  Stauber,  C.  J.  Walter  Thompson  Co.  (stock  shares  in 
Knox  Massey  &  Assoc.  (50  bushels  of     Boeing  and  Cessna  Aircraft). 


Golden  K  Network' 
is  winner  of  oil  well 

The  association  of  KAKE-TV  Wich- 
ita with  satellites  KTVC  (TV)  Ensign 
and  KAYS  (TV)  Hays,  both  Kansas, 
has  been  formally  christened  "The  Gold- 
en K  Network" — and  an  advertising 
agency  man  realized  a  bonanza. 

Edward  L.  Bailey,  copywriter  at  Leo 
Burnett  Co.,  won  first  prize  in  KAKE- 
TV's  "Win  an  Oil  Well"  contest, 
launched  last  fall  to  select  a  suitable 
name  for  the  new  group. 

When  originally  announced,  the  con- 
test promised  the  winner  the  option  of 
a  life-of-the-well  lease  income  or  $1,000 
in  cash.  New  wells  were  drilled  in  Kan- 
sas on  the  lease,  however,  and  the  win- 
ner was  offered  a  $5,000  cash  purchase 
of  his  interest  or  the  oil  royalty  for 
duration  of  the  wells.  As  of  last  Thurs- 
day (Jan.  22),  Mr.  Bailey  had  not  made 
up  his  mind  but  was  leaning  toward 
royalties. 

The  contest  was  open  to  all  advertis- 
ing people  interested  in  retiring  "at  an 
early  age  instead  of  being  an  ad  man  all 
your  life." 

Other  winners:  Reginald  F.  Spurr, 


audience-building,  community  service 
and  profit.  This  was  the  decision  of  a 
panel  of  radiomen  at  a  Jan.  13  meeting 
of  the  Atlanta  professional  chapter  of 
Sigma  Delta  Chi. 

Panel  members  were  Jim  Hardin, 
president-general  manager,  WDUN 
Gainesville;  Bob  McGarrity,  news  di- 
rector, WKEU  Griffin;  Ed  Mullinax, 
general  manager,  WLAG  LaGrange,  and 
Gus  Mann,  radio-tv  news  editor, 
Georgia  Agricultural  Extension  Service. 
Athens. 

•  WDSM  Superior,  Wis.  (710  kc.  5 
kw),  signed  as  NBC  Radio  affiliate,  ef- 
fective Jan.  19,  replacing  WEBC  Du- 
luth,  Minn.,  in  NBC  lineup.  WDSM, 
which  had  been  affiliated  with  ABC  and 
Mutual,  is  owned — along  with  WDSM- 
TV  Duluth,  already  NBC  affiliate— by 
Northwest  Publications. 

•  WBML  Macon,  Ga.,  is  proposing  to 
start  a  combination  educational-com- 
mercial tv  station  in  Macon. 

Meeting  this  month  with  t'.ie  Georgia 
State  Board  of  Education  in  Atlanta, 
the  company  said  that  the  state  could 
save  about  $500,000  by  relinquishing 
the  board's  educational  ch.  9  Savannah 
to  the  operation  of  ch.  3  there  so  that 
ch.  3  could  be  moved  to  Macon.  (Ch.  3 
Savannah  is  occupied  by  WSAV-TV.)  In 
the  WBML  plan,  commercial  interests 
would  finance  and  operate  ch.  3,  al- 
lowing the  board  to  use  it  for  etv  dur- 
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ing  school  hours  on  a  cost  basis.  WBML 
has  petitioned  the  FCC  for  rulemaking 
to  move  ch.  3  to  Macon. 

•  With  the  advent  of  Daylight  Saving 
Time  April  26,  Pacific  Coast  affiliates 
of  CBS-TV  will  push  their  network 
schedule  back  one  hour  to  synchronize 
with  New  York  time  instead  of  Chi- 
cago time  as  before.  The  new  sched- 
ule lines  up  CBS-TV  with  ABC-TV 
and  NBC-TV  to  provide  the  same  inter- 
network competition  on  the  Pacific 
Coast  as  in  the  East.  It  will  continue 
after  the  end  of  daylight  time  in  the 
fall.  The  change  was  decided  Jan.  15 
at  a  meeting  of  CBS-TV  western  af- 
filiates and  network  officials. 

•  KEXX  San  Antonio,  Tex.,  is  chang- 
ing its  call  Feb.  1  to  KARS.  The  Span- 
ish-language station  will  then  be  an  all- 
English  operation.  The  station  is  on 
1 250  kc  with  500  w. 

•  WATR  Waterbury,  Conn.,  an  ABC 
affiliate,  next  month  adds  affiliation  with 
Mutual. 

•  WMCT  (TV)  Memphis,  Tenn.,  has 
arranged  with  the  local  Imperial  Bowl- 
ing Lanes  to  telecast  bowling  matches 
using  Bowling  Lanes'  own  cameras.  The 
new  48-lane  bowling  alley  has  more 
than  $60,000  of  General  Electric  tele- 
vision equipment — reportedly  the  first 
bowling  alley  to  be  so  equipped. 


•  Rep  appointments 

•  WPBN-TV  Traverse  City,  Mich.,  ap- 
points Elisabeth  Beckjordan  as  station 
network  and  personal  representative, 
effective  immediately.  Mrs.  Beckjordan 
also  will  represent  WBDG-TV  Cheboy- 
gan, Mich.,  satellite  station  of  WPBN- 
TV,  scheduled  to  go  on  air  on  or  about 
March  1. 

•  KVKM-TV  Monahans,  Tex.,  names 
Clyde  Melville  Co.,  Dallas,  as  its  south- 
west area  regional  representative.  Ev- 
erett-McKinney,  N.Y.,  represents  sta- 
tion nationally. 

•  CKLW  Windsor,  Ont.  (Detroit),  ap- 
points Robert  E.  Eastman  &  Co.,  N.Y., 
as  its  national  representative. 

•  KBON  Omaha  has  appointed  Mc- 
Gavren-Quinn  Corp.,  N.Y.,  as  its  sta- 
tion representative. 

•  KREM  Spokane,  Wash.,  names  Ed- 
ward Petry  &  Co.,  N.Y.,  as  its  national 
representative. 

•  KQDE  Ren  ton,  Wash.,  names  Forjoe 
&  Co.,  N.Y.,  as  its  national  representa- 
tive. KQDE  operates  fulltime  on  910 
kc  with  power  of  1  kw. 

•  CHLO  St.  Thomas,  Ont.,  appoints 
Radio  &  Television  Sales  Inc.,  Toronto 
and  Montreal,  as  its  station  representa- 
tive. 
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GOVERNMENT 


IKE  ASKS  $1  1  MILLION  FOR  FCC 

Budgets  for  VOA,  FTC,  spacemen  also  upped 


A  substantial  boost  in  FCC  appro- 
priations for  fiscal  1960  is  reflected  in 
President  Eisenhower's  budget  recom- 
mendations to  Congress,  submitted  last 
week.  A  total  $11  million  was  asked 
for  the  FCC,  compared  with  $9,820,- 
000  estimated  for  fiscal  1959  ($9,042,- 
000  actually  appropriated  with  an  ad- 
ditional $778,000  expected  to  be  added 
by  supplemental  appropriation  to  cover 
salary  increases  to  FCC  employes  in 
fiscal  1959). 

Increases  also  were  asked  for  the 
U.S.  Information  Agency  from  $98,- 
500,000  in  fiscal  1959  (plus  $3,397,000 
salary  increases,  or  a  total  $101,897,- 
000)  to  $106,800,000  in  fiscal  1960 
and  for  the  Federal  Trade  Commission 
from  $5,975,000  in  1959  (plus  salary 
increases  of  $540,000  for  total  $6,515,- 
000)  to  $6,975,000.  The  USIA  esti- 
mates represent  an  increase  from  $18,- 
288,900  (in  1959)  for  broadcasting 
services  (Voice  of  America — USIA's 
largest  media  arm)  to  $19,051,900  in 
1960  and  from  $707,600  (in  1959)  to 
$1,263,300  for  television  in  1960. 

The  presidential  recommendation  for 
the  FCC's  broadcast  activities  was  $2,- 
361,601,  compared  to  an  estimated  $1,- 
942,055  for  the  current  fiscal  year. 
These  activities  are  for  regulation  of 
an  estimated  5,325  broadcast  stations, 
both  radio  and  tv,  for  fiscal  1960,  as 
compared  to  an  estimated  5,105  radio 
and  tv  outlets  in  the  current  fiscal  year. 
The  FCC  expects  to  handle  842  appli- 
cations for  new  or  major  changes  in 
am  facilities,  391  for  fm  and  319  for 
tv  during  fiscal  1960. 

The  budget  statement  said  the  rec- 
ommended FCC  appropriation  provides 
for  an  increase  in  average  number  of 
employes  from  an  estimated  1,164  dur- 
ing the  current  fiscal  year  to  1,301  for 
the  1960  fiscal  year,  with  an  average 
salary  of  $6,906  for  the  upcoming  fiscal 
year.  This  manpower  increase  is  needed, 
the  statement  said,  because  of  the 
growth  in  workloads  coupled  with  the 
"needed  reduction  in  time  lag  between 
dates  of  receipt  and  dates  when  appli- 
cations are  reached  for  consideration." 

More  Voice  Power  •  The  USIA  will 
expand  in  Africa  and  Latin  America 
and  strengthen  tv  and  other  activities 
and  will  continue  the  major  rebuilding 
of  VOA  radio  facilities  begun  in  1959 
to  improve  reception  of  the  Voice's  pro- 
grams abroad,  the  statement  said. 

The  President's  statement  flatly  rec- 
ommended an  increase  in  fees  charged 
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by  Securities  &  Exchange  Commission 
and  generally  recommended,  in  a  ma- 
jor proposal,  that  the  cost  of  federal 
services  "which  convey  special  bene- 
fits ..  .  be  recovered  through  charges 
paid  by  the  beneficiaries  rather  than 
through  taxes  on  the  general  public." 
No  direct  suggestion  was  made,  how- 
ever, for  fees  for  FCC  licensing  activi- 
ties. 

Plans  for  Space  •  The  President 
said  the  National  Aeronautics  &  Space 
Administration,  among  other  things 
will  continue  to  experiment  with  the 
use  of  satellites  to  serve  as  relays  for 
the  intercontinental  transmission  of 
messages,  voice  and  television.  The 
present  budget  asks  $130  million  for 
NASA,  proposed  legislation  would  add 
$150  million  and  the  President  is  ask- 
ing obligational  authority  to  bring  the 
total  to  $485  million  for  fiscal  1960. 

Hill  hearing  tomorrow: 
federal  etv  subsidies 

The  Senate  Commerce  Committee  be- 
gins a  two-day  hearing  tomorrow  (Jan. 
27)  on  its  chairman's  proposal  to  al- 
locate $1  million  to  each  state  for  edu- 
cational tv. 

In  the  House,  two  slightly  different 
versions  of  the  etv  proposal  were  intro- 
duced last  week  by  Reps.  Kenneth  A. 
Roberts  (D-Ala.)  (HR  2926)  and  Mor- 
gan Moulder  (D-Mo.)  (HR  3043). 

Sen.  Warren  Magnuson  (D-Wash.), 
with  the  co-sponsorship  of  Sen.  Andrew 
Schoeppel  (R-Kan.),  introduced  the  bill 
(S-12)  which  will  be  the  subject  of 
tomorrow's  hearing.  It  would  grant 
authorized  organizations  in  each  state 
federal  funds  to  "establish  or  improve 
television  broadcasting  for  educational 
purposes."  No  state  could  receive  over 
$1  million  in  grants,  which  would  be 
administered  by  the  Commissioner  of 
Education. 

Leadoff  witness  will  be  Rep.  Stewart 
Udall  (D-Ariz.),  who  introduced  HR 
1981.  identical  to  the  Magnuson- 
Schoeppel  bill.  He  will  be  followed 
tomorrow  by  Comr.  T.A.M.  Craven; 
John  Ivy,  executive  vice  president  of 
New  York  U;  Donald  McGannon, 
president  of  Westinghouse  Broadcasting 
Co.;  Raymond  Hurlbutt,  head  of  the 
Alabama  etv  three-station  network; 
Ralph  Steetle,  executive  director  of  the 
Joint  Council  on  Educational  Tv,  and 
Mrs.  Edmund  G.  Campbell,  president 


of  the  Washington,  D.C.,  Educational 
Tv  Assn. 

Wednesday  witnesses  will  include 
William  Harley,  president  of  the  Na- 
tional Assn.  of  Educational  Broad- 
casters; Dr.  William  Friday,  president 
of  North  Carolina  U.;  William  Brish, 
superintendant  of  Washington  County 
(Maryland)  public  schools;  Richard 
Hall,  radio-tv  director  of  Ohio  State 
U,  and  Henry  Chadeayne  of  St.  Louis. 

This  same  bill,  introduced  in  the 
past  Congress  by  Sen.  Magnuson, 
passed  the  Senate  without  serious  op- 
position but  died  in  the  House  Com- 
merce Committee. 

The  Roberts-Moulder  proposal  would 
require  that  each  state  put  up  matching 
funds  for  federal  funds  allocated  "in 
the  construction"  of  etv  stations.  Just 
as  in  the  Senate  bill,  the  most  each 
state  could  receive,  for  etv  construction 
would  be  $1  million. 

The  House  bills,  however,  also  would 
give  each  state  $10,000  "to  survey  the 
need  and  to  develop  programs  for  the 
construction  of  educational  tv  facili- 
ties." 

In  introducing  his  bill,  Rep.  Roberts 
said  lack  of  sufficient  money  is  the 
reason  only  36  etv  stations  have  actually 
gone  on  the  air.  He  said  if  the  re- 
maining 226  etv  reservations  are  not 
used,  "there  is  a  danger  of  losing  them 
to  commercial  stations." 

He  pointed  out  that  his  home  state 
of  Alabama  has  a  three-station  etv  net- 
work operating  and  that  other  states 
would  speed  up  activity  in  the  field  if 
they  were  given  federal  assistance.  He 
promised  to  press  for  quick  action  by 
the  House  Commerce  Committee,  of 
which  he  is  the  fourth-ranking  majority 
member. 

Tv  program  license 
asked  in  N.Y.  bill 

A  bill  to  require  the  licensing  of  most 
television  programs  was  introduced  in 
the  New  York  legislature  last  week  but 
it  did  not  appear  to  worry  television 
legal  experts. 

They  said  it  clearly  was  unconstitu- 
tional under  rulings  which  the  U.S. 
Supreme  Court  had  refused  to  over- 
turn. 

The  bill  would  give  the  New  York 
State  Board  of  Regents  the  same  sort  of 
censorship  power  over  most  tv  pro- 
grams that  it  now  has  over  motion 
pictures  in  New  York  state.  It  would 
exempt  public  service  programs,  tele- 
casts of  sports  events  and  newscasts, 
but  other  programs  would  have  to  get 
a  license  from  the  Board  of  Regents  at 
a  cost  of  $50  for  each  half-hour  or  less. 


The  license  fees  would  be  paid  by  the 
station. 

Assemblyman  A.  Bruce  Manley  of 
Fredonia,  N.Y.,  sponsor  of  the  measure, 
charged  that  tv  shows  have  been  dis- 
playing "a  disproportionate  amount  of 
crime,  sex,  horror,  terror,  brutality  and 
violence"  and  thus  promoting  juvenile 
delinquency. 

If  enacted  and  held  constitutional, 
the  bill  presumably  would  apply  to  all 
network  television  shows  originated  in 
New  York  as  well  as  all  local  programs 
in  that  state. 

But  authorities  on  radio-tv  law  cited 
legal  precedents  against  such  a  measure. 
Specifically  they  called  attention  to  the 
Pennsylvania  State  Board  of  Censors' 
attempt  in  1949  to  censor  motion  pic- 
tures used  on  television.  The  move  was 
contested  by  a  group  of  Pennsylvania 
television  stations.  A  federal  district 
judge  ruled  the  board's  would-be  regu- 
lation was  invalid  and  this  ruling  was 
unanimously  upheld  by  three  judges  of 
a  circuit  court  of  appeals. 

The  appeals  court  held  that  FCC  is 
the  regulatory  body  for  radio-tv:  "It 
is  clear  that  Congress  has  occupied 
fully  the  field  of  television  regulation 
and  that  that  field  is  no  longer  open 
to  the  states.  Congress  possessed  the 
constitutional  authority  to  effect  this 
result.  ...  It  follows  that  the  Com- 
monwealth of  Pennsylvania  cannot 
censor  the  films  used  on  the  programs 
of  the  plaintiffs'  stations"  (Broadcast- 
ing, Sept.  11,  1950). 

Television  lawyers  also  reported  that 
this  decision  was  finally  appealed  to 
the  U.S.  Supreme  Court,  which  refused 
to  review  it. 

Sen.  Gore  introduces 
elections  reform  bill 

An  elections  reform  bill,  which  also 
would  restrict  the  "equal  time"  pro- 
visions of  the  Communications  Act  to 
eliminate  its  application  to  candidates 
for  presidential  or  vice  presidential 
nomination  or  election  if  they  or  their 
parties  do  not  have  substantial  popular 
support,  was  introduced  last  week  by 
Sen.  Albert  Gore  (D-Tenn.). 

Candidates  in  general  elections  for 
the  offices  of  President  and  vice  presi- 
dent, to  qualify  for  time  equal  to  their 
opponents  on  radio  and  tv  stations, 
would  have  to  be  (1)  nominees  of  a 
party  which  received  at  least  4%  of 
total  popular  or  electoral  votes,  or 
(2)  supported  by  petitions  represent- 
ing at  least  1%  of  total  votes  cast  in 
the  preceding  election. 

Candidates  for  nomination  by  a  po- 
litical party,  to  qualify  under  the  equal 
time  provisions,  would  have  to  be 
(1)  the  incumbent  of  a  federal  or  state- 
wide elective  office,  (2)  the  nominee 
for  President  or  vice  president  at  a 


Ghost  still  walks 

Ch.  1  has  not  been  in  the  com- 
mercial tv  spectrum  since  1947 
but  the  unavailable  space  still  is 
floating  around  in  Congress. 

Rep.  George  Miller  (D-Calif.) 
has  re-introduced  a  bill  (HR  1592) 
granting  Willard  L.  Gleeson  $2,- 
265,995  damages  as  a  result  of 
the  loss  of  ch.  1.  The  measure 
first  was  proposed  in  the  83rd 
Congress.  Mr.  Gleeson  had  been 
assigned  the  facility  for  KARO 
(TV)  Riverside,  Calif.,  and  was 
left  without  a  channel  when  the 
FCC  removed  ch.  1  from  the 
civilian  allocations  table.  Rep. 
Miller  also  introduced  H  Res  119 
calling  for  HR  1592  to  be  refer- 
red to  the  Court  of  Claims. 


prior  convention  of  his  party  or  (3)  be 
supported  by  petitions  signed  by  200,- 
000  persons  or  1  %  of  the  total  popular 
vote  in  the  preceding  election.  This 
section  would  weed  out  insubstantial 
candidates  for  nomination  by  the  major 
parties.  Stations,  of  course,  could  be 
expected  not  to  provide  time  for  any 
candidates  for  nomination  by  smaller, 
splinter  and  minority  parties. 

Overseer  body  sought 

A  bill  supported  by  the  American 
Bar  Assn.  which  would  create  an  office 
to  coordinate  and  direct  administrative 
practices  and  procedures  conducted  by 
federal  agencies  was  introduced  last 
week  by  Sen.  Thomas  C.  Hennings  Jr. 
(D-Mo.).  Sen.  Hennings,  who  intro- 
duced a  similar  bill  in  the  85th  Con- 
gress, said  his  measure  (S  600)  would 
establish  an  Office  of  Federal  Admini- 
strative Practice,  an  independent  agency 
which  would  centralize  coordination  of 
procedure  and  practice  matters,  provide 
a  force  of  hearing  commissioners  (ap- 
pointed initially  from  among  hearing 
examiners  of  the  various  agencies  and 
continuing  to  conduct  cases  within 
their  present  agencies),  provide  a  legal 
career  service  for  attorneys  in  govern- 
ment and  impose  standards  of  conduct 
for  lawyers  and  others  who  practice  be- 
fore federal  agencies.  Sen.  Alexander 
Wiley  (R-Wis.)  co-sponsored  the  bill. 

Senate  sports  bill 

A  bill  which  would  grant  "certain 
antitrust  exemptions"  to  professional 
baseball,  football,  basketball  and  hockey 
— including  permission  by  baseball 
clubs  to  black  out  telecasts  in  areas 
where  local  minor  league  teams  are 
playing — was  introduced  last  week  by 
Sens.  Thomas  C.  Hennings  Jr.  (D-Mo.), 


Kenneth  Keating  (R-N.Y.)  and  Everett 
Dirksen  (R-Ill.). 

The  bill  is  similar  to  measures  intro- 
duced in  the  House  the  week  before 
(Broadcasting,  Jan.  19).  "This  bill," 
said  Sen.  Hennings,  "is  not  a  broad, 
blanket  antitrust  exemption.  It  exempts 
only  those  practices  which  have  be- 
come, not  only  common  in  professional 
sports,  but  vital  and  necessary  because 
of  the  unique  problems  facing  them." 
Sen.  Hennings  said  the  tv  clause  in  the 
bill  "makes  it  possible  for  major  league 
baseball  teams  to  control  their  telecasts 
so  that  they  are  not  telecasting  into  a 
minor  league  team's  area  on  the  day 
the  minor  league  is  playing." 

Sen.  Philip  A.  Hart  (D-Mich.)  re- 
cently resigned  as  a  director  in  the 
organization  that  runs  the  Detroit  Lions 
professional  football  team,  explaining 
he  wants  to  avoid  any  possible  conflict 
of  interest  issue  in  the  Senate  contro- 
versy he  expects  to  arise  from  the 
sports  antitrust  legislative  issue. 

Sen.  Carroll  sees 
vhf  booster  backing 

Congress  was  urged  to  go  on  record 
as  opposing  the  FCC's  recent  ban  on 
vhf  booster  stations  by  Sen.  John  A. 
Carroll  (D-Colo.)  last  week.  He  pre- 
dicted solid  support  by  western  senators 
for  a  resolution  he  intends  to  sponsor  in 
an  effort  to  initiate  an  investigation  of 
the  FCC  action  of  Dec.  31,  1958. 

Two  other  western  senators,  Gordon 
Allott  (R-Colo.)  and  Mike  Mansfield 
(D-Mont.),  have  criticized  the  FCC  ac- 
tion (Broadcasting,  Jan.  19).  The  vhf 
booster  problem  was  discussed  in  an 
organizational  caucus  Jan.  16  by  a 
group  of  19  senators  representing  12 
western  states. 

Sen.  Carroll  charged  last  week  that 
the  FCC  "delayed  taking  any  action  for 
many  years  until  a  vast  number  of  re- 
peater or  booster  stations  had  been  es- 
tablished." Then  it  ordered  booster  op- 
erators to  cease  in  90  days,  he  said. 
"We  can't  throw  back  progress  in  that 
arbitrary  fashion  without  some  showing 
that  this  low-cost  tv  is  detrimental,"  he 
added. 

Embattled  western  television  booster 
operators — and  their  elected  officials — 
were  scheduled  to  hold  a  roundup  in 
Denver  Friday  as  a  rally  to  fight  the 
FCC's  latest  ruling  on  the  controversial 
unlicensed  booster  situation. 

Answering  the  call  of  Colorado  Gov. 
Stephen  L.R.  McNichols,  a  host  of 
western  state  officials,  legislators  and 
booster  operators,  planned  to  meet  over 
the  weekend  to  formulate  battle  plans 
to  promote  continuance  of  booster 
operations. 

FCC   Chairman   John   C.  Doerfer 
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In  Omaha... 

if  you  want  to 
ring  the 
right  doorbells . . . 


you 

want 
KOWH 

radio 

9  years  at  or  near  the  top-consistently! 

Why?  Personalities  that  get  through  to  people.  Sounds  that  intrigue 
people.  Excitement  that  holds  people.  Good  coverage,  too,  on  660  kc. 

Adam  Young  can  amplify.  See  him  ...  or  talk  to  KOWH 
oener  al  Manager  Virgil  Sharpe. 

KOWH  Omaha 
Represented  by  Adam  Young  Inc. 
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flew  to  Denver  last  Thursday.  He  was 
accompanied  by  FCC  Chief  Engineer 
Edward  W.  Allen  Jr. 

Nicholas  Zapple,  Senate  Commerce 
Committee  communications  specialist, 
represented  committee  chairman  Sen. 
Warren  G.  Magnuson  (D-Wash.). 

The  FCC  has  ordered  all  unlicensed 
boosters  to  cease  operating  within  90 
days  or  convert  to  translator  operation 
(Broadcasting,  Jan.  15).  It  threatened 
legal  action  against  any  new  boosters. 
The  action  was  taken  on  a  petition  by 
Gov.  McNichols  asking  for  reconsidera- 
tion of  the  Commission's  June  1957 
order  which  rejected  proposals  to  au- 
thorize on-channel  vhf  boosters.  These 
repeaters  grew  up  in  the  wide-open 
spaces  of  the  Northwest  to  serve  isolated 
communities  unable  to  receive  regular 
tv  signals.  The  boosters  pick  up  tv 
channels  and  re-radiate  them  into  valley 
hamlets  and  towns.  There  are  almost 
a  thousand,  it  is  estimated,  operating 
without  benefit  of  FCC  license.  The 
Commission's  attitude  toward  boosters 
was  opposed  by  Comr.  T.A.M.  Craven. 
Mr.  Craven  said  he  feels  the  devices 
should  be  authorized  with  reasonable 
technical  regulations  to  prevent  inter- 
ference to  other  services. 

Labor  petitions  Hill 
on  foreign  production 

The  Hollywood  AFL  Film  Council 
last  week  commended  Rep.  Frank 
Thompson  (D-NJ.)  for  introducing  a 
bill  calling  for  an  investigation  of 
foreign-produced  movies  and  sound 
tracks  and  at  the  same  time  asked  that 
the  inquiry  be  expanded  to  include  tv 
films  produced  overseas. 

Rep.  Thompson's  measure,  HR  2441. 
would  authorize  an  investigation  by  the 
House  Ways  &  Means  Committee  of 
the  film  practice  with  "particular  atten- 
tion" given  to  tax  advantages  gained 
and  effect  on  employment  of  American 
artists  and  musicians.  The  bill,  referred 
to  the  Ways  &  Means  Committee,  also 
would  reduce  the  tax  on  admissions  to 
live  musical  performances. 

Also  last  week,  Rep.  A.  Paul  Kitchin 
(D-N.C.)  introduced  a  bill  (HR  2776) 
repealing  the  excise  tax  on  communi- 
cations and  Sen.  William  Langer  (R- 
N.D.)  introduced  S592  repealing  the 
tax  on  radio-tv  sets,  communications 
and  other  items.  Both  were  referred  to 
Ways  &  Means. 

Rep.  Thomas  G.  Abernethy  (D-Miss.) 
has  re-introduced  a  bill  (HR  311)  which 
would  exempt  small-market  radio-tv 
stations  from  provisions  of  the  Fair 
Labor  Standards  Act.  Rep.  Abernethy 
sponsored  the  same  bill,  which  removes 
the  maximum  hours  provisions  of  the 
act,  in  the  85th  Congress.  The  bill 
went  to  the  Committee  on  Education 
&  Labor  for  action. 


FTC  tells  Continental 
wax  won't  stand  wear 

Continental  Wax  Corp.,  Mt.  Vernon, 
N.Y.,  a  tv  advertiser  in  20  eastern  mar- 
kets has  been  charged  by  the  Federal 
Trade  Commission  with  misrepresenta- 
tion. A  hearing  is  scheduled  for  March 
1 6  in  Washington. 

The  FTC  declared  that  the  company's 


U.  S.  Broadcast  Checking  Corp.,  N.Y. 


Six  Month  Wax . . .  guaranteed. 

products  will  not  last  for  the  six  months 
the  firm  claims  in  radio-tv  and  print 
advertising.  A  typical  tv  spot  cited  in 
the  FTC  complaints  depicts  the  "dura- 
bility" of  Continental  Six  Month  Floor 
Wax  as  "proved"  in  a  classroom,  where 
"thousands  of  footsteps"  couldn't  de- 
stroy the  six-month  protection  of  the 
wax. 

Lee  Hall,  Continental  president,  last 
week  termed  the  FTC  complaint  "un- 
founded." He  stated  that  Continental's 
claims  will  be  supported  with  "authori- 
tative research  data  from  independent 
science  laboratories." 

Moving  day  at  FCC 

The  FCC  is  shifting  a  number  of  its 
offices  in  Washington's  Post  Office 
Building  in  a  move  initiated  by  the 
Postmaster  General.  Chairman  John  C. 
Doerfer  will  move  to  the  seventh  floor 
directly  above  the  sixth  floor  offices,  oc- 
cupying odd-numbered  rooms  7105  to 
7121.  Comrs.  Rosel  H.  Hyde  and  Rob- 
ert T.  Bartley  also  move  upstairs,  Comr. 
Hyde  to  odd  numbers  7307  to  7317  and 
Comr.  Bartley  to  odd  numbers  7405  to 
7415. 

Comr.  Doerfer  displaces  the  Com- 


mon Carrier  Bureau's  telephone  divi- 
sion, which  moves  to  the  2200  corridor 
on  the  second  floor.  Comrs.  Hyde  and 
Bartley  displace  part  of  the  Broadcast 
Bureau,  which  in  turn  will  occupy  about 
20  rooms  occupied  by  the  Chief  Engi- 
neer's Office  in  the  7500  corridor  on  the 
seventh  floor.  The  Chief  Engineer's  of- 
fice in  turn  moves  to  the  2200  corridor 
on  the  second  floor. 

The  Post  Office  Dept.  thus  acquires 
all  of  the  6200  and  most  of  the  6100 
corridor  on  the  sixth  floor.  The  moves 
are  expected  to  be  completed  by  the 
beginning  of  March. 

Dirksen,  Langer  bring 
first  anti-pay  tv  bills 

Senate  Minority  Leader  Everett  Dirk- 
sen (R-Ill.)  and  Sen.  William  Langer 
(R-N.D.)  Tuesday  (Jan.  20)  introduced 
the  new  Senate's  first  anti-pay  measure. 
The  bill,  S  591,  would  prohibit  toll  tv 
until  the  FCC  has  authorized  the  con- 
troversial video  method  and  also  tells 
the  FCC  it  cannot  approve  pay  tv  until 
and  unless  Congress  gives  specific  au- 
thorization. 

Sen.  Langer  authored  a  similar  bill 
in  the  85th  Congress.  In  introducing  the 
new  measure,  he  called  attention  to  a 
poll  he  conducted  of  residents  of  Bart- 
lesville,  Okla.,  while  that  city  had  a 
wired-pay  system  in  operation.  Over 
1,900  of  the  Oklahomans  were  against 
pay  tv  and  only  163  for,  he  said. 

The  senator  disclosed  that  last  month 
he  wrote  a  letter  to  all  other  members 
of  Congress  seeking  their  support  of  the 
anti-pay  tv  measure.  He  also  entered  in 
the  Congressional  Record  liberal 
quotes  on  pay  tv  polls  from  the  Broad- 
casting issues  of  Nov.  11  and  4,  1957. 
The  bill  was  referred  to  the  Commerce 
Committee. 

Four  bills  against  pay  tv  have  been 
introduced  in  the  House  this  session. 

FCC  has  discretion 
to  stay  grant — court 

A  three-judge  appeals  court  last 
week  told  the  FCC  it  has  discretion 
as  to  whether  or  not  a  final  station 
grant  should  or  should  not  be  stayed 
pending  the  outcome  of  a  protest  hear- 
ing. 

In  doing  so,  the  court  apparently  re- 
versed a  15-year-old  judicially-im- 
posed rule. 

Involved  is  a  500  w,  daytime  grant 
(1390  kc)  in  Toman,  Wis.  (pop.,  5,000 
according  to  the  1950  census).  The 
grantee,  Tomah-Mauston  Broadcast- 
ing Co.,  received  its  unopposed  permit 
last  October.  A  protest  was  filed  by 
WRDB  Reedsburg,  Wis.,  claiming  elec- 
trical interference. 

The  Commission,  under  Sec.  316  of 
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Reps.:  Headley-Reed  Television 

James  S.  Ayers  Co. 


the  Communications  Act,  stayed  the  ef- 
fectiveness of  its  grant  to  Tomah-Maus- 
ton,  and  set  the  protest  down  for  hear- 
ing. Tomah-Mauston  went  to  court, 
charging  that  the  FCC  erred  in  stating 
it  has  no  discretion  on  whether  or  not 
to  stay  the  grant.  The  grantee  claimed 
that  Sec.  309(c)  as  amended  in  1956, 
specifically  gave  the  FCC  discretion  as 
to  whether  or  not  to  stay  a  grant  pend- 
ing a  hearing  on  a  protest. 

The  order  issued  last  week  by  U.S. 
Circuit  Judges  E.  Barrett  Prettyman, 
David  L.  Bazelon  and  George  Thomas 
Washington  told  the  FCC  that  it  has 
discretion  whether  or  not  to  stop  the 
construction  of  the  new  Tomah  station, 
notwithstanding  the  provisions  of  Sec. 
316  or  of  the  1943  "KOA  case."  The 
court  held  then  that  where  a  station  is 
likely  to  suffer  interference,  that  is  con- 
sidered a  modification  of  its  license  and 
therefore  a  stay  against  the  new  grant 
is  imperative. 

On  the  SEC  record 

The  following  stock  transactions  by 
officers  and  directors  in  the  radio-tv  and 
allied  fields  have  been  filed  with  the  Se- 
curity &  Exchange  Commission.  Com- 
mon stock  is  involved,  unless  otherwise 
indicated. 

Admiral  Corp. — Carl  E.  Lantz  dis- 
posed of  the  112  capital  shares  he  held. 

Avco  Manufacturing  Corp. — James 
D.  Shouse  purchased  7,500  shares  for 
11,550  total;  Frank  S.  Larson  acquired 
2,000  shares  giving  him  2,500. 

Assoc.  Motion  Picture  Industries — 
Albert  W.  Lind  purchased  100  shares, 
giving  him  3,100. 

CBS  Inc. — Louis  Cowan  purchased 
800  shares  of  Class  A,  raising  his 
ownership  to  900. 

Columbia  Pictures  Corp.  —  Fico 
Corp.,  which  has  several  common  offi- 
cers-directors with  Columbia,  purchased 
4,100  shares  for  45,458  total. 

Allen  B.  DuMont  Labs — Eugene  J. 
Tanner  disposed  of  his  100  shares  of 
5%  cumulative  convertible  preferred 
stock. 

Emerson — Harvey  Tullo  purchased 
3,000  shares  of  capital  stock,  sold 
1,000,  leaving  him  with  5,209;  Harold 
Goldberg  retained  810  shares  of  the 
same  type  through  buying  810  shares 
and  selling  500. 

General  Electric — Samuel  Littlejohn 
purchased  5,370  shares  for  total  owner- 
ship of  5,940;  William  C.  Wichman 
acquired  1,695  shares  giving  him  5,971 
total;  George  L.  Haller  sold  400  shares 
leaving  him  with  100. 

Hoffman  Electronics — I.  J.  Kaar 
purchased  1,000  shares,  his  only  stock 
in  firm;  Bruce  L.  Birchard  sold  200 
shares  in  October,  purchased  the  same 
number  in  November  leaving  him  200. 

Loew's  Inc. — Joseph  Tomlinson  pur- 


chased 16,900  shares  raising  his  total 
ownership  to  150,000. 

Minnesota  Mining  &  Manufacturing 
— John  G.  Ordway  (through  trust)  sold 
16,800  shares  leaving  trust  with  1,643,- 
768;  Clarence  B.  Sampair  purchased 
7,048  shares  for  total  ownership  of 
9,240;  Maynard  H.  Patterson  purchased 
200  shares  giving  him  410,  plus  an 
additional  98  shares  owned  jointly  with 
wife. 

National  Airlines  Inc. — Alexander  G. 
Hardy  increased  his  holdings  to  2,375 
shares  by  purchasing  1,100. 

National  Telefilm  Assoc. — Harold 
Goldman  in  June  1958  purchased,  and 
then  sold,  1,000  shares  leaving  him  with 
40,125;  B.  Jonny  Graff  in  August  1958 
purchased  1,000  shares,  later  sold  the 
same  number  in  October  leaving  him 
with  3,200;  Burt  Kleiner  purchased 
5,000  shares  for  total  ownership  of 
150,000. 

Republic  Pictures  Corp. — Victor  M. 
Carter  acquired  35,837  shares  for  total 
ownership  of  98,337;  Ernest  A.  Hall 
sold  4,000  shares  leaving  him  with 
9,700. 


•  Government  Notes 

•  The  FCC  last  week  formally  de- 
cided to  allow  the  Boston  Globe  to  in- 
tervene in  the  re-opened  ch.  5  tv  case, 
but  only  on  the  issue  of  whether  any 
Commission  member  should  have  dis- 
qualified himself  from  voting  in  the 
original  grant  to  the  Boston  Herald 
Traveler  (WHDH  Inc.),  a  Globe  com- 
petitor. The  Commission  had  previously 
made  this  decision  on  a  tentative  basis 
(Broadcasting,  Jan.  19). 

•  A  court  order  has  been  issued  for 
interested  parties  to  appear  at  the  Cir- 
cuit Court  in  Lansing,  Mich.,  Wednes- 
day (Jan.  27)  to  show  cause  why  the 
account  of  the  receiver  of  Inland  Broad- 
casting Co.  should  not  be  approved  and 
the  receiver  discharged.  Inland  Broad- 
casting, now  in  the  process  of  dissolu- 
tion, was  the  permittee  of  ch.  54 
WTOM-TV  Lansing,  which  has  been 
off  the  air  for  the  past  two  years. 

•  The  FCC  last  week  granted  a  con- 
struction permit  for  ch.  10  Presque 
Isle,  Me.,  to  WLBZ  Television  Inc. 
Mrs.  Adeline  Rines,  owner,  also  owns 
WLBZ-AM-TV  Bangor,  WRDO  Augus- 
ta and  WCSH-AM-TV  Portland,  all 
Maine. 

•  An  FCC  hearing  examiner  last  week 
granted  the  joint  petition  of  L.E.U. 
Broadcasting  Co.,  The  Jet  Broadcast- 
ing Co.  and  WERC  Broadcasting  Corp., 
all  of  Erie,  Pa.,  for  dismissal  without 
prejudice  of  their  separate  applications 
for  ch.  66  Erie.  The  FCC  on  Dec.  22, 


Skiatron  Electronics  &  Tv  Inc. — 
Arthur  Levey  sold  31,900  shares  (26,- 
900  in  private  transactions)  leaving  him 
with  252,931. 

Sylvania  Electric  Products  Inc. — W. 
Benton  Harrison  acquired  924  shares 
for  total  ownership  of  1,258;  Walter  R. 
Seibert  purchased  792  shares  giving 
him  991;  Arthur  L.  Milk  sold  300 
shares  leaving  him  with  338. 

20th  Century-Fox  Film  Corp.— 
James  A.  Van  Fleet  sold  200  shares 
leaving  him  with  300. 

Walt  Disney  Productions — Orbin  V. 
Melton  sold  the  100  shares  he  owned 
in  firm. 

Westinghouse  Electric  Corp. — John 
A.  Hutcheson  purchased  100  shares  for 
557  total;  Leslie  E.  Lynde  acquired  300 
shares  giving  him  total  of  2,653;  Reese 
H.  Taylor  bought  100  shares  raising 
his  total  to  500;  John  F.  Myers  sold 
500  shares  leaving  him  with  544. 

Zenith  Radio  Corp. — Eugene  M. 
Kinney  acquired  744  shares  raising  his 
total  to  1,062. 


1958,  refused  to  deintermix  Erie,  thus 
making  it  "economically  unsound"  for 
any  of  the  three  applicants  for  ch.  66, 
in  their  opinion,  to  continue  considera- 
tion of  another  uhf  facility  there.  Two 
operating  Erie  stations  are  ch.  12 
WICU-TV  and  ch.  35  WSEE  (TV). 

•  The  FCC  last  week  advised  ch.  13 
KSOO-TV  Sioux  Falls,  S.D.,  that  un- 
less it  requests  a  hearing  within  30 
days,  its  application  for  additional  time 
to  construct  will  be  dismissed  and  its 
construction  permit  cancelled.  A  hear- 
ing is  necessary  also,  said  the  FCC,  for 
the  KSOO-TV  application  for  equip- 
ment, power  and  transmitter  site 
changes. 

•  Two  regional  stations,  WPEN  Phila- 
delphia and  WERE  Cleveland,  have 
requested  the  FCC  to  amend  its  rules 
to  enable  regionals  to  increase  their 
current  5  kw  power  limitation  up  to 
25  kw.  WPEN  stated  that  such  an 
amendment  is  ".  .  .  urgently  needed 
to  allow  existing  and  proposed  stations 
located  in  large  metropolitan  districts 
...  to  provide  primary  service"  to  their 
entire  districts. 


•  The  FCC  has  directed  preparation  of 
a  document  looking  toward  the  revoca- 
tion of  the  construction  permit  of  ch.  4 
KAKJ  (TV)  Reno,  Nev.  The  Commis- 
sion's move  follows  an  initial  decision  of 
last  March  wherein  a  hearing  examiner 
accused  the  station  of  ".  .  .  false  rep- 
resentations knowingly  made." 
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GRUSKIN  INTO  TV  PACKAGING 

Ex-talent  man  has  finance  formula 
for  independents,  bypassing  bankers 


A  new  company — and  a  new  way 
of  doing  business  in  the  packaging  of  tv 
shows — was  launched  last  week  by 
veteran  talent  representative  George 
Gruskin,  who  left  the  William  Morris 
Agency  two  weeks  ago  after  27  years. 
For  the  last  10  of  those  years  he  had 
been  co-head  of  the  tv  department  in 
New  York,  and  before  that  had  been 
based  in  Hollywood  as  head  of  radio- 
tv  for  the  talent  agency. 

Mr.  Gruskin's  company,  George 
Gruskin  &  Assoc.,  will  offer  varied 
services  in  the  talent  field,  the  most  im- 
portant involving  creative  program- 
ming, sales,  financing  and  production  ar- 
rangements for  independent  program 
packagers.  It's  the  latter  two  areas  which 
involve  the  most  radical  departures. 

His  plans  envision  a  number  of  in- 
dependents getting  together  under  the 
umbrella  of  Gruskin  representation  to 
effect  savings  in  financing,  leasing  of 
studio  facilities,  sharing  of  writers,  pro- 
ducers and  directors  and  mutual  as- 
sistance in  production. 

According  to  Mr.  Gruskin,  conven- 
tional financing  arrangements  call  for 
the  producer  going  to  a  banker  (banks, 
networks,  other  moneyed  sources)  for 
the  required  funds,  in  return  giving  the 
banker  50%  of  the  proposed  series. 
This  50%  breaks  down  into  25%  for 
the  pilot,  12V2%  for  interim  financing 
of  the  series  and  \2Vi%  for  deficit 
financing  and  completion  guarantee. 
Mr.  Gruskin's  arrangement  is  said  to 
allow  independents  to  cut  that  financing 
from  50%  to  18%%. 

Of  the  resultant  3P/4  %  saving,  10% 
would  go  into  a  holding  company 
owned  by  all  the  various  independents 
working  under  the  Gruskin  umbrella. 
Each  would  therefore  have  an  interest 
in  aiding  the  others,  as  10%  of  the 
profits  of  all  would  go  into  this  com- 
mon fund.  The  money  pool  thus  created 
would  be  used  to  arrange  for  studio 
facilities  and  similar  items  (at  a  saving 
over  deals  the  independents  might  ar- 
range separately)  and  also  be  invested 
in  suitable  projects. 

The  other  21Va%  of  the  saving  would 
be  used  to  lure  big-name  creative  tal- 
ent into  the  projects.  These  people 
(working  producers,  head  writers  and 
directors)  would  participate  on  a  part- 
nership basis. 

Method  to  Be  Utilized  •  How  does 
Mr.   Gruskin   intend  to   arrange  the 


saving  in  financing?  By  preselling  an 
anthology  series,  comprised  of  new 
pilots,   to   a  sponsor. 

For  example,  one  of  the  pilots  might 
cost  $60,000.  Under  conventional  ar- 
rangements all  that  money  would  have 
come  from  a  banker.  Under  Mr.  Grus- 
kin's plan  a  sponsor  would  pay,  say, 
$45,000  for  the  pilot,  leaving  only 
$15,000  to  be  financed. 

How  do  you  persuade  the  sponsor  to 
put  up  this  money  in  advance?  By  show- 
ing him  the  actual  scripts  by  top  peo- 
ple, the  cast  he  can  get  for  the  show, 
the  important  names  working  on  it  and 
so  forth. 

Actually,  Mr.  Gruskin  says,  many 
sponsors  did  this  up  until  several  years 
ago,  when  some  of  the  larger  firms  in- 
volved suggested  they  go  back  to  the 
radio  system — not  paying  until  10  days 
after  broadcast.  The  financing  costs 
that  went  to  banks  for  this  money  were 
deducted  from  program  budgets,  cut- 
ting into  the  quality  of  the  shows.  Mr. 
Gruskin  says  that  under  his  system  the 
sponsor — while  not  paying  less  in  actual 
dollars  for  the  program — will  be  getting 
his  full  money's  worth  rather  than  pay- 
ing interest  on  money  somebody  else  has 
borrowed. 

Mr.  Gruskin  says  he  has  about  30 
properties  already  in  the  works,  most  of 
them  already  represented  by  agents  like 
William  Morris.  He  says  he  will  not 
be  in  competition  with  these  agents,  but 
rather,  will  assist  them  with  properties 
already  under  their  respective  roofs. 
Among  the  clients  are  Harlequin  Pro- 


Gruskin:  sees  way  to  hurdle  tv  money  barrier 


ductions  (Jerry  Stagg,  Phil  Shuken,  and 
Johnny  Greene),  Hawk  Productions 
(Jim  Heneghan,  John  Wayne  and 
George  Kellner),  Sol  Lesser  Co.  and  a 
joint  venture  of  Sol  Lesser  Co.  and  the 
Sidney  Box  Division  of  J.  Arthur  Rank, 
England. 

Gruskin's  Track  Record  •  Among 
the  talent  and  programs  Mr.  Grus- 
kin has  developed  and  represented 
with  William  Morris  are  the  late  Bob 
Burns,  Joan  Davis,  The  Life  of  Riley, 
Groucho  Marx,  Gale  Storm,  Burns  & 
Allen,  Garry  Moore,  Amos  'n  Andy, 
People's  Choice  and  Duffy's  Tavern. 

Mr.  Gruskin  said  his  concept  was 
both  alike  and  different  from  that  of 
United  Artists  in  the  motion  picture 
field.  Alike  in  that  he  encourages  name 
stars  to  form  their  own  production 
firms,  different  in  that  where  UA  put 
up  the  financing  for  those  efforts,  his 
job  will  be  to  arrange  financing  from 
the  sponsors. 

He  said  he  was  not  against  the  "big 
company"  concept,  but  felt  that  present- 
day  financing  arrangements — favorable 
to  those  with  bigger  bankrolls — were 
making  it  difficult  for  the  independent 
star  and  creator  to  get  started. 

Among  the  properties  he's  working  on 
initially  are  three  far  eastern  series 
(Files  of  the  Tokyo  Police,  International 
Affair  and  Richard  Tregaskis'  Hong 
Kong  Diary.)  Under  his  set-up,  each 
would  help  the  other — as  when  a  Hong 
Kong  episode  needs  footage  produced  in 
Tokyo,  and  vice  versa. 

Mr.  Gruskin's  offices  will  be  set  up 
initially  in  Hollywood  and  New  York, 
and  later  in  London  and  Tokyo  as  well 
as  other  cities  in  the  United  States. 

Radio-BMI  talks  begin 
on  station  licenses 

Informal,  preliminary  discussions  of 
new  radio  station  music  licenses  from 
Broadcast  Music  Inc.  were  held  Thurs- 
day (Jan.  22)  by  representatives  of  the 
All-Industry  Radio  Music  License 
Committee  and  officials  of  BMI.  More 
detailed  talks  are  planned  today  (Jan. 
26).  The  subject  is  terms  for  licenses 
to  replace  those  that  expire  in  March. 
BMI  is  expected  to  offer  five-year  re- 
newals of  the  present  contracts,  which 
call  for  fees  on  a  sliding  scale  up  to 
1.2%  of  net  time  sales  (Broadcasting, 
Jan.  19). 

No  further  developments  were  re- 
ported in  the  All-Industry  Committee's 
stalled  negotiations  for  new  ASCAP 
licenses,  which  appeared  headed  for 
court. 
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SYLVANIA  AWARDS 

'Alban'  takes  four 
out  of  30  categories 

An  original  television  play,  "Little 
Moon  of  Alban,"  won  four  of  the 
prizes  in  the  1958  Sylvania  Television 
Awards,  which  were  presented  in  New 
York  last  Thursday  (Jan.  22)  during 
the  eighth  annual  ceremonies. 

Awards  were  made  in  30  categories 
for  "distinguished  achievements  in 
creative  television  techniques."  More 
than  400  persons  attended  the  presenta- 
tion dinner  at  the  Plaza  Hotel.  Don  G. 
Mitchell,  chairman  of  the  board  of 
Sylvania  Electric  Products,  presented 
the  awards.  Comedian  Orson  Bean  was 
master  of  ceremonies. 

The  complete  list  of  network  winners : 

Telecast  of  the  year— "Little  Moon  of 
Alban"  on  Hallmark  Hall  of  Fame  (NBC) 

Original  teleplay— "Little  Moon  of  Alban" 
by  James  Costigan. 

Television  adaptation— "The  Bridge  of 
San  Luis  Rey"  by  Ludi  Claire  for  DuPont 
Show  of  the  Month  (CBS). 

Original  comedy  writing— "The  Beaver 
Patrol"  by  John  Vlahos  for  U.S.  Steel  Hour 
(CBS). 

Performance  by  an  actor  (star)— Neville 
Brand  in  "All  the  King's  Men"  on  Kraft 
Theatre  (NBC). 

Performance  by  an  actress  (star) — Julie 
Harris  in  "Little  Moon  of  Alban"  on  Hall- 
mark Hall  of  Fame  (NBC). 

Performance  by  an  actor  (supporting 
role)— Oscar  Homolka  in  "The  Plot  to  Kill 
Stalin"  on  Playhouse  90  (CBS). 

Performance  by  an  actress  (supporting 
role)— Maureen  Stapleton  in  "All  the  King's 
Men"  on  Kraft  Theatre  (NBC). 

Dramatic  program — "Little  Moon  of 
Alban." 

Light  musical  program — An  Evening  with 
Fred  Astaire  (NBC). 

Contribution  to  serious  music— Leonard 
Bernstein. 

Variety  program—  The  Bob  Hope  Moscow 
Show  (NBC). 

Comedy  program—  The  Chevy  Show  star- 
ring Sid  Caesar  (NBC). 

Special  Award— Gillette  Co.  for  continuing 
to  bring  the  best  in  sports  to  the  American 
public. 

News  and  Special  Events  Program— Ex- 
plorer launching  coverage  (NBC). 

Special  Award— CBS-TV  for  coverage  and 
presentation  of  the  coronation  of  Pope  John 

Religious  Series— NBC-TV  religious  series 
(Frontiers  of  Faith,  Catholic  Hour  and 
Eternal  Light). 

Documentary  program— The  Fade  of  Red 
China  (CBS). 

Documentary  series — The  Twentieth  Cen- 
tury (CBS). 

Public  service  series— Continental  Class- 
room (NBC). 

Children's  program— Art  Carney  Meets 
Peter  and  the  Wolf  (ABC). 

Exceptional  Merit  Citation— "Rome  Eter- 
nal" on  NBC's  Catholic  Hour. 

The  list  of  local  winners: 

Educational  series — Camera  Three  pro- 
duced by  WCBS-TV  New  York. 

Local  children's  series— Captain  Puget, 
KOMO-TV  Seattle. 

Local  educational  series — The  Criminal 
Man,  KQED  San  Francisco. 

Local  public  service  program— Open  Heart 
Surgery,  KPIX-TV  San  Francisco. 

Exceptional  Merit  Citation— WRC  A- TV 
New  York  for  spot  news  coverage  by  its 
reporter,  Gabe  Pressman. 

Exceptional  Merit  Citation— WPIX(  TV) 
New  York  for  spot  news  coverage  bv  its 
reporter,  John  Tillman. 

Winners  in  special  categories: 

Non-commercial  educational  program- 
Decision  :  The  Constitution  in  Action,  Na- 
tional Educational  Television  Center,  Ann 
Arbor,  Mich.,  and  Stephen  Sharff  Produc- 
tions. 

Special  Award— Adventures  in  Numbers 
Corp     pace'     Westinghouse  Broadcasting 
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the  Balance  is  in  your  favor  when  you  buy 
K-NUZ...  No.  1  in  HOUSTON! 


HIGHEST  RATING 
FOR  ADULT 

AUDIENCE  WITH 
SPENDABLE 
INCOME! 


u 


LOWEST 
COST 
PER 
THOUSAND 
BUY! 


74%  of  K-NUZ  Audience  is  Middle  &  Upper  Income 

*  Special  Pulse  Survey  (Apr.-May,  1958) 

84%  of  this  Audience  is  ADULT  Men  and  Women 

Nielsen  (June,  1958) 

CONSISTENT  TOP  RATINGS  YEAR  AFTER 
YEAR  .  .  .  Still  the  LOWEST  COST  per  Thou- 
sand  Homes! 

(Sources:  Average  V4  hr.  rating  6 
a.m. -6  p.m.  Mon.-Fri.,  Pulse,  Apr.- 
May,  1958.  SRDS  One-Time  One- 
Minute  Rate  for  Each  Station.) 


K-NUZ  $1.13 

A"  $1.36 

B"   $1.30 


$2.53 
$3.11 
$1.33 
$1.59 
$9.88 


Houston's<24-Hour 
—  Music  ah News  _ 


National  Reps.: 

FORJOE  &  Co.— 

New  York    •  Chicago 
Los  Angeles    •    San  Francisco 
Philadelphia    •  Seattle 

Southern  Reps.: 
CLARKE  BROWN  CO. 

Dallas    •    New  Orleans    •  Atlanta 


Call  Dave  Morris 
J  A  3-2581 


Christophers  cite  35 
in  tv  with  medallions 

The  1958  Christopher  tv  awards  for 
"having  used  their  God-given  talent  in 
a  constructive  way  ...  to  inform,  in- 
spire and  entertain,"  were  presented 
Jan.  11  to  35  producers,  directors,  and 
writers  by  the  Christophers.  Cited  with 
the  bronze  medallion  inscribed  with  the 
Christopher  motto:  "Better  to  light  one 
candle  than  curse  the  darkness"  were 
the  following: 

Producer-director  Bob  Banner,  musi- 
cal director  Harry  Zimmerman,  writers 
Bob  Wells,  Johnny  Bradford,  Arnold 
Peyser  (Jan.  12,  1958  NBC-TV  Dinah 
Shore  Chevy  Show);  producer  David 
Susskind,  director  Robert  Mulligan, 
writer  Ludi  Claire  (Jan.  21,  1958  CBS- 
TV  Dupont  Show  of  the  Month, 
"Bridge  of  San  Luis  Rey");  producer- 
director  David  Lowe,  writer  Lu  Hazam 
tfan.  23,  1958  NBC-TV  Smith,  Kline  & 
French  Labs-sponsored  MD  Interna- 
tional); executive  producer  Mildred 
Freed  Alberg,  producer-director  George 
Schaefer,  tv  writer  James  Costigan 
(March  12,  1958  NBC-TV  Hallmark 
Hall  of  Fame,  "Little  Moon  of  Al- 
ban");  producer  Alvin  Cooperman,  di- 
rector Richard  Morris,  writer  Jean  Hol- 
loway  (Sept.  12  NBC-TV  Shirley  Tem- 
ple Storybook,  "The  Wild  Swans"). 

Also:  producer  Lowell  Thomas  Jr., 
director  Jean  Philipe  Carson,  writers 
Prosper  Buranelli  and  Mr.  Thomas 
(Oct.  8  CBS-TV  High  Adventure  with 
Lowell  Thomas,  "Alaska");  producer 
Jacqueline  Babbin,  executive  producer 
Robert  Costello,  director  William  Cor- 
rigan,  writer  Jerome  Coopersmith  (Nov. 
26  CBS-TV  Armstrong  Circle  Theatre 
"SSN  571  Nautilus");  executive  pro- 
ducer John  Green,  producer  Bert  Shev- 
elove,  director  Dick  Feldman,  music 
director  Paul  Weston  (Nov.  30  ABC- 
TV  Art  Carney  Meets  Peter  and  the 
Wolf);  producer  Burton  (Bud)  Ben- 
jamin, writer  Norman  Borisoff,  film  edi- 
tor Robert  Collinson,  composer  Paul 
Creston  (Dec.  14  CBS-TV  The  Twen- 
tieth Century,  "Revolt  in  Hungary"); 
and  producer  Fred  Heider,  director 
Dick  Dunlap,  writers  Harold  Flender 
and  David  Gregory  (Dec.  22  ABC-TV 
Firestone  Hour). 

SDX  nominations  due 

A  deadline  of  Feb.  1  has  been  set  by 
Sigma  Delta  Chi,  (Professional  Journal- 
ism Fraternity),  for  nominations  for 
its  1959  distinguished  service  awards 
in  journalism. 

Bronze  medallions  and  plaques  will 
be  offered  for  excellence  in  15  fields, 
including  radio  or  tv  newswriting,  radio 
reporting,  tv  reporting,  and  public  serv- 
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ice  in  both  radio  and  television  jour- 
nalism. 

The  awards  will  cover  the  period  Jan. 
1  through  Dec.  31,  1958,  and  all,  ex- 
cept those  for  public  service,  are  of- 
fered to  individuals  (members  and  non- 
members)  on  the  basis  of  work  pub- 
lished or  broadcast  in  the  U.  S. 

Nomination  forms  may  be  obtained 
from  the  director  of  the  Sigma  Delta 
Chi  Distinguished  Service  Awards  in 
Journalism,  35  E.  Wacker  Drive,  Chi- 
cago 1,  111. 

Barry,  Enright,  Noah 
retain  jury  immunity 

Jack  Barry  and  Dan  Enright,  pro- 
ducers of  the  former  Twenty-One  quiz 
on  NBC-TV,  last  week  declined  to  sign 
waivers  of  immunity  for  prosecution  be- 
fore a  grand  jury  probing  quizzes  in 
New  York.  An  associate  producer  Rob- 
ert Noah,  also  refused  to  sign  the 
waiver. 

They  were  called  to  testify  on  alleged 
fixing  on  the  program.  Both  Mr.  Barry 
and  Mr.  Enright  had  denied  any  con- 
testants had  received  answers  in  ad- 
vance. The  program  went  off  the  air  in 
October  because  of  a  ratings  decline.  A 
producer  on  the  show,  Albert  Freed- 
man,  who  was  indicted  by  the  special 
grand  jury,  awaits  trial  and  is  on  $1,500 
bail  on  two  counts  of  perjury.  The  in- 
dictment was  based  on  his  testimony 
denying  he  supplied  questions  and  an- 
swers to  at  least  two  contestants. 

After  the  trio  declared  immunity, 
the  jury  panel  excused  them  and  did 
not  schedule  a  further  appearance.  Ac- 
cording to  the  district  attorney's  office, 
they  had  been  asked  to  appear  as  coop- 
erative witnesses  not  as  defendants. 

CBS-TV,  military  pact 

Agreement  between  CBS-TV  and  the 
Office  of  Armed  Forces  Information  & 
Education  will  permit  the  Dept.  of 
Defense  to  record  for  rebroadcast  net- 
work tv  shows  on  armed  forces  tv  sta- 
tions and  the  sound  portion  on  armed 
forces  radio  outlets. 

In  CBS-TV  President  Louis  G. 
Cowan's  announcement  last  week  de- 
tailing the  pact,  the  network  was  pointed 
up  as  the  first  "outside  party"  to  per- 
mit such  recording  for  the  armed 
forces.  It  supplements  CBS-TV's  former 
service  to  military  tv  stations  that 
made  available  station-return  prints  for 
overseas  rebroadcast.  In  the  new  serv- 
ice, all  direct  commercial  messages 
must  be  deleted  by  the  government. 
The  military  is  not  permitted  to  broad- 
cast the  show  in  any  area  that  has 
population  in  the  coverage  area  of  a 
commercial  tv  station. 


How  about 
ALASKA? 


How  will  your  message  come 
through  in  those  faraway  spots 
beyond  the  suburbs?  An  ivory 
tower  is  a  sure  road  to  nowhere! 
Pre-testing  becomes  more  and 
-mojsjsdtaLas^ costs  grow. 

And  film  m  a  k  espre-f  esti  ng~ 
easy  .  .  .  lets  you  use  impartial 
audiences  where  and  when  you- 
leTsTyoTTTest  to  your 
heart's  content .  .  .  economically! 

Actually,  film  does  three  things 
for  you  ...  3  big  important  things: 

1.  Gives  you  the  high-polish 
commercials  you've  come  to 
expect . . .  fluff-free  . . .  sure. 

2.  Gives  you  coverage  with 
full  pre-test  opportunities. 

3.  Retains  residual  values. 

For  more  information  write: 
Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 
Rochester  4,  N.Y. 

East  Coast  Division 
342  Madison  Ave. 
New  York  17,  N.Y. 

Midwest  Division 
1  30  East  Randolph  Drive 
Chicago  1,  III. 

West  Coast  Division 
6706  Santa  Monica  Blvd. 
Hollywood  38,  Calif. 


W.  J.  German,  Inc. 

Agents  for  the  sale  and 
distribution  of  Eastman 
Professional  Motion  Picture 
Films.  Fort  Lee,  N.J.; 
Chicago,  III.; 
Hollywood,  Calif. 


Always  shoot  it  on  EASTMAN  FILM . . .  You'll  be  glad  you  did! 


MANIE'S  FRIENDS 
Stars  to  turn  out  for 
NBC  tribute  to  Sacks 

For  90  minutes  on  NBC-TV's  March 
3,  Manie  Sacks  once  more  will  be 
linked  with  top  tv  entertainment. 

Perhaps  few  people  did  more  to  sup- 
ply the  mortar  in  the  buildup  of  tv 
as  a  mass  entertainment  medium  than 
did  the  legendary  Emanuel  Sacks,  NBC- 
TV  talent  -  programming  executive , 
whose  death  from  leukemia  at  56,  nearly 
a  year  ago  (Feb.  9)  saddened  scores  of 
stars  whose  careers  he  helped. 

Liggett  &  Myers  Tobacco  Co.  (Ches- 
terfield) will  sponsor  a  special  memor- 
ial tribute,  Some  of  Manie's  Friends, 
over  the  network  on  March  3,  8-9:30 
p.m.  Chesterfield's  agency  is  McCann- 
Erickson,  New  York. 

A  number  of  top  stars  will  appear 
on  the  program,  among  them,  Edgar 
Bergen,  Sid  Caesar,  Rosemary  Clooney, 
Nat  (King)  Cole,  Perry  Como,  Eddie 
Fisher,  Harry  James,  Betty  Grable, 
Tony  Martin,  Dinah  Shore,  Frank  Sin- 
atra, Kay^  Starr,  and  Jane  Wyman.  The 
special  will  be  produced  by  Bob  Finkel 
for  L&M  and  McCann-Erickson. 

Work  for  Scale  •  All  stars  on  the 
program,  as  well  as  the  producer,  di- 
rectors, writers,  conductors  and  others 
were  guided  and  tutored  by  the 
late  network  and  recording  executive 
(RCA  Victdr  records).  In  1955  Mr. 
Sacks  established  the  Emanuel  Sacks 
Foundation  to  finance  research  in  blood 
diseases  at  the  Albert  Einstein  Medical 
Center.  As  part  of  the  tribute,  all  peo- 
ple on  the  show  will  work  at  minimum 
union  scale  making  it  possible  for  Lig- 
gett &  Myers  to  donate  in  excess  of 
$200,000,  which  is  a  guaranteed  mini- 
mum, to  the  foundation.  In  addition  to 
the  talent  fees  being  turned  back,  it  was 
reported  the  network  may  channel  some 
of  the  time  charges  into  the  fund. 

Plans   for   the   program   were  an- 


Yesteryear  horseplay:  Sinatra  feeds  Manie 
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nounced  last  week  by  C.  Terence  Clyne, 
senior  vice  president  for  tv-radio  cor- 
porate services  at  McCann-Erickson. 
He  emphasized  that  the  telecast  would 
not  be  a  "fund-raising  tv  telethon." 
(During  his  lifetime,  Mr.  Sacks  and 
most  of  his  friends  made  substantial 
contributions  to  the  foundation.) 

The  program  and  turnout  of  stars 
was  inspired  by  Mr.  Clyne,  who  also  is 
credited  with  handling  arrangements 
with  Chesterfield,  the  network  and  with 
the  talent.  Liggett  &  Myers  will  pre- 
empt the  30-minute  Colgate  slot  for 
the  show  at  9  p.m.  as  the  regular  8-9 
period  is  sponsored  by  the  tobacco  firm 
(alternately  with  RCA). 

NCAA  sets  Feb.  3 
for  tv  plan  airing 

The  National  Collegiate  Athletic 
Assn.  announced  last  week  that  its  1959 
Television  Committee  will  hold  a  hear- 
ing Feb.  3  in  the  Conrad  Hilton  Hotel 
in  Chicago  to  get  suggestions  on  a 
1959  tv  plan  from  networks,  advertising 
agencies  and  other  interested  groups,  in- 
cluding a  subscription  television  organi- 
zation. 

A  spokesman  for  NCAA  said  Thurs- 
day (Jan.  22)  that  an  invitation  to  the 
hearing  was  sent  to  Skiatron  Tv,  devel- 
oper of  a  subscription  television  system. 
During  the  53rd  annual  convention  of 
NCAA  in  Cincinnati  earlier  this  month, 
delegates  heard  that  Skiatron  represent- 
atives were  prepared  to  meet  with  the 
1959  Television  committee  and  submit 
a  proposal  for  a  specific  area  of  the 
country. 

Officials  of  Skiatron  were  not  avail- 
able for  comment. 

After  listening  to  proposals  from  all 
interested  parties,  the  tv  committee  will 
formulate  a  plan  for  1959  and  submit 
it  to  the  membership  for  approval  in  a 
mail  referendum.  In  recent  years, 
NCAA  has  adopted  a  so-called  "lim- 
ited" tv  plan,  in  order  to  stimulate  at- 
tendance at  football  games  not  telecast 
or  sold  out.  The  1958  NCAA  schedule 
was  carried  on  NBC-TV  under  the 
sponsorship  of  the  Sunbeam  Corp.,  Gulf 
Oil  Corp.,  Bayuk  Cigars  Inc.  and  Lib- 
bey-Owens-Ford  Glass  Co. 

Compete,  urges  BFA 

Formation  of  a  Broadcasting  Foun- 
dation of  America  advisory  committee 
to  encourage  U.S.  radio-tv  broadcasters 
to  submit  programs  to  international 
competitions  has  been  announced  by 
BFA. 

A  foundation  spokesman  said  that  in 
the  past,  few  commercial  broadcasters 
have  entered  such  competitions  as  Prix 
Italia  or  Cannes  Festival.  Therefore 
America  has   not   been  satisfactorily 


Case  for  classics 

KASI  Ames,  Iowa,  has  found  a 
key  to  tap  its  local  campus  mar- 
ket:  classical  music. 

The  station's  area  is  divided  in 
two:  about  10,000  of  the  city's 
population  are  Iowa  State  College 
students  and  KASI's  problem  has 
been  to  reach  this  group.  A  survey 
made  by  the  station  showed  that 
more  than  85%  of  the  students  had 
a  taste  for  symphonic  music.  This 
led  to  the  birth  of  Background,  a 
whole  Sunday  afternoon  of  orches- 
tral programming. 

The  format  was  a  sellout,  with  20 
local  advertisers  signed  until  June. 
Success  of  the  format  can  be  gauged 
by  the  reaction  KASI  staffers  get  as 
they  distribute  the  printed  program 
of  pieces  to  be  played  on  the  week's 
Background  to  sponsoring  stores: 
"Background  is  the  most  successful 
advertising  we've  done,"  the  Ames 
Hardware  &  Music  Store  com^ 
mented.  ".  .  .  About  the  cheapest 
money  I've  ever  spent  to  get  them 
[students]  into  my  store,"  is  another 
typical  reaction  from  sponsoring 
Ames  merchants. 


represented  abroad.  Committeemen  are 
Edward  Stanley  of  NBC,  chairman; 
John  Daly,  ABC;  Harold  Fellows, 
NAB;  Irving  Gitlin,  CBS;  Carl  Haver- 
lin,  BMI;  Romney  Wheeler,  U.S.  Infor- 
mation Agency,  and  John  White,  Edu- 
cational Radio  &  Television  Center. 

Further  information  may  be  obtained 
from  BFA,  342  Madison  Ave.,  New 
York  17. 

N.Y.  cherche  la  femme 

New  York  politicians  and  police  un- 
successfully sought  names  and  facts 
from  CBS  Radio,  Ed  Murrow,  et  al., 
after  last  week's  broadcast  of  the  net- 
work's report  on  prostitution  in  business 
(Broadcasting,  Jan.  19).  They  were 
spurred  on  by  some  newspapers'  banner 
headlines  on  the  broadcast,  and  press 
statements  that  the  issue  was  the  "most 
important  matter  facing  the  police  to- 
day." 

Mayor  Wagner's  office  issued  a  state- 
ment the  day  after  the  broadcast  say- 
ing that  he  was  shocked  to  hear  that 
such  a  condition  existed,  but  that  if  it 
did,  his  administration  would  go  after 
it.  District  Attorney  Frank  Hogan  and 
First  Deputy  Police  Commissioner  Ken- 
nedy both  sought  to  get  the  names  of 
program  participants  from  CBS  and 
Mr.  Murrow,  but  failing  in  that,  set  up 
a  special  phone  and  encouraged  anyone 
with  evidence  to  let  them  know. 
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"NITE-WATCH . . . IS  ONE  OF  THE  BEST 
INVESTMENTS  WE  HAVE  EVER  MADE...'' 


SAYS  TED  NELSON  OF  KFEQ-AM  AND  KFEQ-TV 
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The  new  Gates  Nite-Watch  Automatic  programming  system  provides  up  to 
7Vi  hours  of  continuous  programming.  Three  basic  requirements  are  supplied 
as  a  complete  package  with  Nite-Watch:  (1)  production  console,  (2)  tape 
control  unit  (a  top  grade  tape  recorder/playback  mechanism  of  advanced 
professional  design),  and  (3)  the  100  record  (up  to  200  plays,  both  sides) 
45  RPM  automatic  cueing  transcription  changer.  This  transcription  unit  may 
be  operated,  when  not  automatically  programming,  as  a  Gates  Auto-Trans 
by  purchasing  an  inexpensive  remote  control  operations  box.  All  45  RPM 
records  may  then  be  pushbutton  started  with  assured  automatic  cue-up. 

Write  today  for  8-page  brochure  describing  each  outstanding  feature 
of  this  new  automatic  programming  system — yours  for  the  asking. 


-ed  AelsS-*^  


INTERTYPE 


GATES  RADIO  COMPANY 

Subsidiary  of  Harris- Intertype  Corporation 


QUfNCY,  ILLINOIS 


OFFICES  — 


WASHINGTON,  D.  C. 


Negative  and  Positive. . . 

So  that  your  records  will  be  more  accurate,  we  thought  we  should  point  out  that 
SEVENTH-DAY  ADVENTISTS  should  not  be  confused  with  other  groups. 


Seventh-day  Adventists  \  ARE  NOT 


Jehovah's  Witnesses,  who  hold  meetings 
with  the  Watcbtower. 


Yankee  Stadium,  are  earnest  workers 


Latter-day  Saints,  who  have  the  beautiful  temple  at  Salt  Lake  City  and  the  famed 
tabernacle  choir. 

Christian  Scientists,  who  publish  the  respected  Christian  Science  Monitor. 
Seventh-day  Adventists 


A  conservative,  Christian  church  of  Protestant  origins,  best  known  for: 


Worldwide  education,  missions,  and  philanthropic  programs — more  than  5 
schools,  at  work  in  185  lands. 


2.  Hospitals  (102)  in  many  countries,  medical  service  in  remote  and  needy  areas. 
Civil  defense,  rescue  activities.  Service  to  all  without  distinctions  of  race  or 
creed. 

3.  A  definite  health-education  program.  Contributing  to  a  better  life  now,  pre- 
senting a  Christian  message  of  hope  based  on  the  promised  return  of  Christ— 
at  a  time  unknown  to  man,  but  relatively  near. 

For  a  free,  leatherette-bound,  tab-indexed  INFORMATION  FILE  on  the  Seventh-day 
Advent is t  Church,  write: 


Seventh-day  Adventist 
Information  Services 


WORLD  HEADQUARTERS: 

Washington  12,  D.  C. 
RAndolph  3-0800    •  H. 


NEW  YORK  OFFICE: 

227  W.  46th  Street 

JUdson  6-2336    •    Helen  F.  Smith 


/  Inter  x 
Mountain 
Network 


THE  NATION'S  MOST  SUCCESSFUL  REGIONAL  NETWORK 


Intermountain   Network  Affiliate 

K  L  I  X 

Twin  Falls,  Idaho 

is  NUMBER  ONE* 

In  the  Fabulous  Magic  Valley 

Pulse— Feb.,  1958 


HEADQUARTERS:       SALT  LAKE  CITY      •      DENVER      •      CONTACT  YOUR  AVERY-KNODEL 
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'IMAGE  RUSSIA' 

NBC  Radio  series 
documents  Soviet  life 

An  intra-mural  joke  making  the 
round  at  NBC  last  Wednesday  went 
something  like  this:  "Well,  if  we  can't 
give  them  sex,  we'll  at  least  give  them 
Russia." 

The  quip  was  an  obvious  reference  to 
the  highly-controversial  and  well-pub- 
l'cized  documentary  on  sex  on  CBS 
Radio  last  Monday  (Jan.  19),  which 
preceded  by  a  day  the  launching  of 
NBC  Radio's  exhaustive  examination  of 
a  perhaps  more  prosaic — but  certainly 
equally  significant  subject  —  the  Soviet 
Union. 

Over  the  next  four  weeks,  the  net- 
work will  present  at  least  30  hours  of 
programming,  exploring  various  phases 
of  life  in  the  Soviet  Union.  The  pro- 
gram, titled  Image  Russia  (Mon.-Thurs., 
8:35-10  p.m.)  is  one  of  three  or  four 
extensive  radio  documentaries  planned 
by  NBC  Radio  during  1959. 

Albert  L.  Capstaff,  director  of  NBC 
Radio  network  programs  and  executive 
producer  of  the  series,  last  week  told 
Broadcasting  that  planning  for  the 
series  began  more  than  three  months 
ago  when  a  special  staff  was  assembled 
for  Image  from  other  departments  of 
NBC  Radio.  It  consists  of  Mr.  Capstaff 
and  Peter  Lassally,  director;  Alice  Wal- 
lace and  Bill  Bales,  writers;  Doreen 
Chu,  feature  coordinator  and  Lily  Weil- 
er,  research  associate. 

In  the  Past  Three  Months  •  The  staff 
so  far  has  interviewed  more  than  500  in- 
dividuals in  order  to  amass  information 
on  specific  areas  of  Soviet  life  and  to 
obtain  tapes  of  well-known  persons  to 
be  used  on  the  program  series.  The  staff, 
Mr.  Capstaff  said,  has  tracked  down 
rare  recordings  of  many  Soviet  leaders, 
including  Lenin  and  Stalin.  An  authen- 
tic audio  background,  including  the  ac- 
tual sounds  of  traffic  in  Moscow,  a 
beach  party  at  a  Soviet  resort,  the  cir- 
cus and  the  Bolshoi  Ballet,  will  be  inte- 
grated into  the  programs. 

Mr.  Capstaff  noted  that  the  under- 
taking is  not  a  modest  one,  financially 
speaking.  He  estimated  that  the  budget 
would  run  about  $10,000  per  week 
(this  does  not  cover  the  activities  of 
NBC  News  department  abroad  or  its 
public  affairs  department  in  behalf  of 
Image  Russia).  Above  and  beyond  this, 
Mr.  Capstaff  pointed  out,  NBC  Radio 
stands  to  lose  about  25%  of  the  com- 
mercial time  on  Nightline,  which  Image 
Russia  pre-empts.  The  remainder  of 
Nightline  advertising  will  be  shifted  to 
other  time  periods  or  carried  in  station- 
break  time  on  Image  Russia,  which  is 
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not  being  offered  for  sale  to  stations. 

The  staff  encountered  the  '■usual" 
difficulties  in  obtaining  tapes  for  the 
program,  according  to  Mr.  Capstaff. 
Though  the  project  has  the  cooperation 
of  such  broadcasting  agencies  as  the 
United  States  Information  Agency,  Ra- 
dio Free  Europe  and  Radio  Liberation, 
more  than  75%  of  the  tapes  for  the 
series  will  be  "fresh  and  never  before 
heard  on  radio,"  the  executive  producer 
emphasized.  Among  the  voices  to  be 
heard  will  be  those  of  Soviet  Ambassa- 
dor Mikhail  Menshikov;  industrialist 
Cyrus  Eaton;  Mrs.  Eleanor  Roosevelt; 
newspapermen  Harrison  Salisbury  and 
Eddy  Gilmore;  John  Gates,  former  edi- 
tor of  the  Daily  Worker,  and  many 
others. 

The  program's  format  makes  use  of 
commentator-columnist  Bob  Considine 
in  the  role  of  an  "authenticator."  As  the 
various  program  participants  make  com- 
ments or  unleash  charges,  it  is  Mr.  Con- 
sidine's  function  as  "authenticator"  to 
"see  that  the  various  opinions  and  in- 
formation presented  are  given  their 
proper  perspective,  regardless  of  the 
reputation  of  the  persons  making  the 
statements.'" 

Mr.  Capstaff  observed  that  Image  is 
a  flexible  series  and  the  last  quarter- 
hour  segment  of  each  program  will  be 
kept  "open"  for  possible  news  develop- 
ments relevant  to  the  series.  He  added 
that  Image  may  run  more  than  the  four 
weeks  planned,  if  circumstances  dictate 
an  extension. 

loHRiASTSNl 

Here  are  the  next  10  days  of  network  color 
shows  (all  times  are  EST): 

NBC-TV 

Jan.  26-30,  Feb.  2-4  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors. 

Jan.  26-30,  Feb.  2-4  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Jan.  26  (7:30-8:30  p.m.)  Bell  System 
Science  Series,  Bell  Telephone  through  N.  W. 
Ayer. 

Jan.  26,  Feb.  2  (10-10:30  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Jan.  27  (8-9  p.m.)  George  Gobel  Show,  RCA 
Whirlpool  through  Kenyon  &  Eckhardt. 

Jan.  28,  Feb.  4  (8:30-9  p.m.)  Price  Is  Right, 
Speidel  through  Norman,  Craig  &  Kummel  and 
Lever  through  J.  Walter  Thompson. 

Jan.  28,  Feb.  4  (9-9:30  p.m.)  Milton  Berle, 
Kraft  through  J.  Walter  Thompson. 

Jan.  28  (10-11  p.m.)  An  Evening  With  Fred 
Astaire,  Chrysler  through  Leo  Burnett. 

Jan.  29  (9:30-10  p.m.)  Ford  Show,  Ford 
Motors  through  J.  Walter  Thompson. 

Jan.  29  (10:30-11  p.m.)  Masquerade  Party, 
P.  Lorillard  through  Lennen  &  Newell. 

Jan.  30  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Jan.  31  (8-9  p.m.)  Perry  Como  Show,  par- 
ticipating sponsors. 

Feb.  1  (7:30-8  p.m.)  Music  Shop  With 
Buddy  Bregman,  sustaining. 

Feb.  1  (8-9  p.m.)  Steve  Allen  Show,  Polaroid 
through  Doyle  Dane  Bernbach,  Greyhound 
through  Grey  and  du  Pont  through  BBD0. 

Feb.  1  (9-10  p.m.)  Chevy  Show,  Chevrolet 
through  Campbell-Ewald. 

Feb.  3  (8-9  p.m.)  Eddie  Fisher  Show,  Lig- 
gett &  Myers  through  McCann-Erickson. 


Rochester,  N.Y.  s  Newest  D.  J. 


Until  recently, 
King  of  the 
American 
Forces 
Network 
In 

Europe! 
NOW 
On 

WHEC! 


JACK 
FRIEL 

He  wowed  em  in  Munich!  He 
thrilled  'em  in  Paris!  He  was  a  sen- 
sation at  the  Brussels  World's  Fair! 
Now  he  brings  his  vast  talents  and 
winning  personality  to  WHEC  for 
the  delight  of  listeners  and  sponsors 
like!  Everv  weekday  .  .  . 


3:05  to  6:00  P.M. 


Basic  CBS  In  Rochester! 


REPRESENTATIVES:    EVERETT   M  c  K  I  N  N  E  Y,  INC. 

NEW  YORK     •     CHICAGO    •    LOS  ANGELES    •    SAN  FRANCISCO 
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WILKES -BARRE 
HAZLETON 


Leads  all  other 
WILKES-BARRE  Stations 
with 


■'  GREATEST 

LISTENERSHIP 

in  65  of  the  72  Y4  hours 
from  6  A.M.  to  Midnight 
(Pulse  September— 1958) 


STATION 

1st 

Tie 

WILK 

65 

5 

Sta.B 

2 

5 

Sta.C 

0 

0 

For  the  best 
Inside  Coverage 
of 

PENNSYLVANIA'S 
3rd  LARGEST 
MARKET 

you  must 
use 


NTA  announces  profit 
as  stockholders  meet 

The  net  profit  of  National  Telefilm 
Assoc.,  New  York,  for  the  first  fiscal 
quarter  ended  last  Oct.  31  amounted  to 
$1,364,887,  equal  to  $1.24  per  share, 
Ely  A.  Landau,  board  chairman,  told 
the  company's  annual  stockholders 
meeting  in  New  York. 

Mr.  Landau  noted  significantly  that 
the  profit  included  a  capital  gain  of 
$1,144,756  net  applicable  expenses  and 
taxes,  equal  to  $1.04  per  share,  result- 
ing from  the  sale  of  NTA's  contract  to 
purchase  Associated  Artists  Produc- 
tion's stock.  Net  operating  income  for 
the  quarter  amounted  to  $220,131,  or 
20  cents  per  share,  as  compared  with  net 
operating  income  of  $269,577,  or  26 
cents  per  share,  in  the  previous  fiscal 
quarter. 

Oliver  A.  Unger,  NTA  president, 
told  stockholders  that  the  company  has 
acquired  a  group  of  39  British-pro- 
duced pictures  for  release  to  tv  in  the 
U.S.  He  said  the  majority  of  the  films 
were  produced  after  1948.  Included  in 
the  group  are  "Last  Holiday,"  with  Alec 
Guiness;  "No  Place  for  Jennifer,"  with 
Leo  Genn;  "Laughter  in  Paradise,"  with 
Alistair  Sim;  "So  Little  Time,"  with 
Maria  Schell  and  "Angels  One  Five," 
with  Jack  Hawkins, 

Telestar  Absorbed 

Bernard  L.  Schubert  Inc.,  New  York, 
which  has  produced  filmed  tv  programs 
for  distribution  by  Telestar  Films  Inc., 
New  York,  will  now  release  films  to 
stations  and  advertisers  under  the 
Schubert  name. 

Bernard  L.  Schubert,  president  of 
both  companies,  reported  last  week 
that  Schubert  Inc.  has  absorbed  Tele- 
star Films  with  the  purchase  of  all 
Telestar  shares.  Branch  offices  and  per- 
sonnel of  Telestar,  he  said,  have  been 
placed  under  the  supervision  of  Schu- 
bert Inc.  and  an  election  of  officers  and 
directors  will  be  held  shortly. 

Mr.  Schubert  said  that  his  company 
is  in  the  midst  of  an  expansion  program, 
having  established  a  branch  office  re- 
cently in  Mexico.  Schubert  already  has 
representatives  in  England,  Venezuela, 
Canada  and  Australia.  By  March,  he 
added,  Schubert  Inc.  will  be  distributing 
78  new  half-hour  tv  films  and  a  new 
package  of  26  post-1948  feature  films. 
In  May,  Schubert  will  release  a  new 
half-hour  tv  series,  Counterspy. 

Ready-to-air  opinion 

Formation  of  a  new  service  to  supply 
daily  editorials  for  radio  and  television 
stations  is  being  announced  today  by 
William  F.   Brooks  and  A.  Maxwell 


Cartoon  contract  •  Synchro-Vox, 
a  new  method  of  synchronizing 
sound  to  cartoon  characters  is 
used  in  Clutch  Cargo,  a  tv  series 
bought  for  Triangle  Stations  by 
(c)  General  Manager  Roger 
Clipp.  With  him  at  the  signing 
were  (1)  Les  Anthony,  representa- 
tive for  the  series'  distributor, 
George  Bagnall  &  Assoc.,  Bev- 
erly Hills,  Calif.,  and  George 
Koehler,  station  manager,  WFIL- 
TV  Philadelphia,  Triangle  oulet. 


Hage.  The  company  is  Brooks  -  Hage 
Services  Inc.,  252  E.  50th  St.,  New 
York  22;  telephone  Plaza  9-8179. 

The  daily  editorial  scripts  will  be 
prepared  by  some  15  correspondents 
of  worldwide  reputation  and  will  be 
nonpartisan  and  factual,  the  announce- 
ment said,  adding  that  the  service  will 
be  "wholly  supported  by  radio  and  tele- 
vision stations."  It  is  set  to  start  Feb. 
2,  with  daily  scripts  delivered  by  air 
mail  seven  days  a  week,  exclusive  to 
one  station  in  each  city. 

Mr.  Brooks,  chairman  of  the  editorial 
board,  was  an  AP  reporter,  editor  and 
executive  for  14  years,  executive  editor 
of  Forbes  magazine  for  two  years,  and 
NBC  news  and  special  events  vice 
president  for  10  years.  Mr.  Hage  has 
served  on  the  New  York  Daily  News 
and  its  WPIX  (TV)  New  York,  was 
director  of  special  radio  services  for 
United  Press  and  news  editor  of  both 
NBC  and  Mutual. 

More  space  at  MGM-TV 

As  part  of  Metro  -  Goldwyn  -  Mayer 
plans  for  increased  film  production, 
(Broadcasting,  Jan.  19),  the  studio 
is  modernizing  Stages  16  and  19  "to 
keep  pace  with  expanded  motion  pic- 
ture and  tv  production  schedules."  Each 
stage  will  be  divided  into  two,  increas- 
ing MGM's  total  available  stages  from 
25  to  27.  Latest  equipment  will  be 
featured. 
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839'  self-supporting  tower  for 
WBNS-TV,  Columbus,  Ohio,  sup- 
ports RCA  TF  12  AH  antenna. 
Two  outside  platforms  give  easy 
access  to  microwave  equipment. 


Reasons  why 
"It's  good 
business  to  buy 
from  an 
experienced 
tower 
company" 


Look  as  long  and  as  hard  as  you  will  at  this  tower — or  the 
hundreds  of  others  by  Dresser-Ideco,  serving  broadcasting 
stations  all  over  the  country — and  you  just  won't  be  able  to 
see  that  really  unique  "something"  that  makes  every  Dresser- 
Ideco  tower  different  from  towers  of  any  other  make. 

But  there  are  many  very  real  differences  which  add  up 
to  a  safer  tower,  with  lower  maintenance  costs  than  you'll 
find  in  other  towers  on  the  market. 
For  example: 

Dresser-Ideco  uses  structural  rib  bolts  for  connections 
throughout  each  tower.  These  bolts  are  specially  designed  to 
stay  tight  as  the  tower  moves  and  vibrates  in  the  wind.  They 
won't  work  loose  as  other  types  of  bolts  tend  to  do,  won't 
allow  the  tower  and  antenna  to  slip  out  of  alignment. 

Dresser-Ideco  engineers  plan  the  layout  for  the  installa- 
tion of  broadcast  equipment  and  supply  detailed  equipment 
installation  drawings  to  the  erection  contractor.  Long-expe- 
rienced Dresser-Ideco  tower  engineers  know  this  step  in  the 
erection  process  should  not  be  left  to  extemporaneous  "fitting 
up"  on  the  job. 


Complete  final  inspection  is  given  every  Dresser-Ideco 
tower  by  a  field  engineer,  who  makes  certain  that  erection  and 
equipment  installation  is  carried  out  in  accordance  with  the 
designer's  specifications.  Here  again,  experienced  Dresser- 
Ideco  tower  builders  know  this  final  step  is  necessary  to 
insure  that  you  get  a  completely  safe  and  satisfactory  tower. 

Just  3  examples  ...  3  details  among  many  .  .  .  that  serve 
to  illustrate  the  careful  planning  and  attention  to  detail  that 
goes  into  every  Dresser-Ideco  tower  and  that  serve  to  illustrate 
why  we  think  you'll  agree  "it's  good  business  to  buy  from  an 
experienced  tower  company." 

So  when  your  new  tower  is  in  the  offing  .  .  .  look  to 
experience  you  can  believe  in  and  results  you  can  see.  Better 
than  50%  of  all  TV  towers  over  1,000  feet  tall  are  towers  by 
Dresser-Ideco  .  .  .  twice  as  many  as  the  second  tower  com- 
pany's total  .  .  .  more  than  all  the  rest  of  the  tower  companies 
combined. 

Put  Dresser-Ideco's  unparalleled  38-year  record  of  tower 
experience  to  work  for  you  .  .  .  write  Dresser-Ideco,  or  contact 
your  broadcast  equipment  representative. 


Radar  Towers  on  the  DEW  line  in  northern  Alaska — de- 
signed and  fabricated  by  Dresser-Ideco.  Keeping  pace 
with  the  rapidly  developing  needs  of  radar  and  microwave 
— ■  helping  the  broadcast  industry  meet  its  expanding 
needs  —  these  are  the  challenges  that  keep  Dresser- 
Ideco's  thinking  fresh  and  "alive",  now  and  in  the  years 
ahead. 


Write  for  this  new  Dresser-Ideco 
Tower  Catalog  T-57 — the  first 
complete  broadcast  antenna 


Dresser-Ideco  Company 

ONE     OF     THE      DRESSER  INDUSTRIES 


TOWER  DIVISION,  DEPT.  T-33,  875  MICHIGAN  AVE.,  COLUMBUS  8,  OH 


FIRST  IN  HOOPER... 

;  ill    ILCE  . 

LISTENERS . . . 
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GOP  may  bypass  L.A. 
to  networks'  dismay 

Republicans  last  week  put  off  making 
a  decision  on  a  site  for  the  GOP  na- 
tional presidential  nominating  conven- 
tion of  1960  until  late  February  or  early 
March. 

Meanwhile,  the  Democrats'  site 
committee  meeting  in  New  Orleans, 
announced  last  week  (Jan.  18)  that  it 
would  recommend  Los  Angeles  as  a 
site  for  the  Democrats'  convention 
when  the  national  committee  meets  in 
Washington  Feb.  27-28.  Although  na- 
tional committee  approval  usually  is  a 
formality,  national  committeeman  Jacob 
Arvey  said  he  would  campaign  for  his 
hometown,  Chicago,  as  a  site. 

GOP  National  Chairman  Meade  Al- 
corn said  Tuesday  (Jan.  20)  during  the 
Republican  national  committee  meeting 
in  Des  Moines  that  Republicans  will 
decide  on  a  site  "independently  of  what 
the  Democrats  have  done."  He  added 
that  "the  television  and  radio  folks  are 
not  going  to  like  our  decision."  The 
radio-tv  networks  and  other  broad- 
casters who  will  cover  the  1960  presi- 
dential conventions  have  campaigned 
to  get  both  parties  to  select  a  common 
site  to  avoid  the  confusion  and  expenses 
of  moving  men  and  equipment  from  one 
city  to  another  for  both  conventions 
(Broadcasting,  Jan.  19;  Dec.  8,  1958). 

Sig  Mickelson,  vice  president  in 
charge  of  CBS  News,  and  William  R. 
McAndres,  NBC's  vice  president  for 
news,  both  made  pleas  at  the  Des 
Moines  GOP  meeting  that  both  parties 
get  together  to  select  the  same  city. 
Cities  competing  for  the  GOP  choice 
are  Chicago,  Philadelphia,  Los  Angeles, 
San  Francisco,  New  York  and  Miami 
Beach. 

Among  reasons  the  Democrats'  site 
committee  selected  Los  Angeles  were 
reported  to  be  a  $350,000  cash  offer 
plus  other  features  and  that  city's  new 
sports  arena,  expected  to  be  completed 
in  May,  and  seating  17,000  it  is  de- 


scribed as  "the  Madison  Square  Gar- 
den of  the  West."  The  arena  will  have 
a  floor  300  by  160  feet,  a  70-foot  ceil- 
ing height  with  no  pillars  obstructing 
the  view,  radio-tv  and  other  news  facil- 
ities and  air-conditioning. 

In  addressing  the  GOP  group  last 


GOP  eyes  tv  series 

The  Republican  National  Com- 
mittee meeting  in  Des  Moines  last 
week  discussed  putting  the  GOP 
campaign  on  a  year-round  basis 
with  a  weekly  (Sunday)  television 
program  which  would  cost  a  year- 
ly $800,000  to  $1  million.  A 
monthly  magazine  also  was  con- 
sidered. 

Chairman  Meade  Alcorn  said 
GOP  leaders  already  had  dis- 
cussed such  a  program.  It  was 
presented  to  the  full  national  com- 
mittee Thursday  (Jan.  22).  He 
said  President  Eisenhower  has  in- 
dicated he  is  a  favor  of  such  a  tv 
program. 

Mr.  Alcorn  said  the  program 
would  serve  as  a  forum  for  dis- 
cussion of  current  issues  by  such 
GOP  leaders  as  Vice  President 
Richard  M.  Nixon,  Cabinet  offi- 
cers, Gov.  Nelson  A.  Rockefeller 
of  New  York  and  other  state  chief 
executives. 


week,  Mr.  Mickelson  said  he  realizes 
the  national  political  committees  can't 
be  expected  to  pick  sites  on  the  basis 
of  expense  to  networks  alone,  but  that 
networks  feel  they  can  do  a  better 
coverage  job  if  both  conventions  are 
held  in  the  same  city.  If  both  groups 
do  select  different  cities,  Mr.  Mickelson 
said,  then  the  networks  will  ask  that 
they  schedule  their  respective  conven- 
tions to  allow  a  two-week  period  for  the 
networks  to  complete  their  move  of  men 
and  equipment  from  one  city  to  an- 
other. 
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Los  Angeles  trump:  sketch  shows  where  Democrats  will  make  nominating  news  in  1960. 
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PHILCO  TV  Microwave 

Provides  Maximum  System  Reliability 
for  Unattended  TV  Relaying! 


Here  is  a  completely  modern  microwave  system  . . .  especially  designed 
to  meet  the  needs  of  community  TV  operators  for  thoroughly 
dependable  operation. 

Philco  television  microwave  systems  provide  economical  trans- 
mission of  NTSC  compatible  color  or  monochrome  TV  signals  .  .  . 
plus  full  audio  .  .  .for  relaying  "off-the-air"  television  programs 
over  both  short  and  long  distances  with  excellent  picture  quality 
and  reliable  performance. 

Only  Philco's  TLR  microwave  system  provides  true  multihop 
operation  for  extremely  long  hauls.  Heterodyne  relay  equipment  .  .  . 
a  true  repeater  .  .  .  contains  advanced  circuitry  exclusive  with  Philco. 
This  true  repeater  has  been  field  proven  in  systems  up  to  15  hops. 

All  components  of  the  TLR  system  mount  in  standard  19"  racks. 
Heavy  duty  power  supplies  provide  1  full  watt  output  to  insure 
outstanding  unattended  service.  Unitized  circuit  construction  simpli- 
fies maintenance.  Built-in  test,  metering  and  alarm  circuits  combine 
with  automatic  stand-by  to  assure  continuous  operation. 

Performance  satisfaction  of  your  Philco  microwave  system  is 
assured  by  Philco's  thorough,  personal  service  available  on  a  turnkey 
basis,  which  includes  .  .  .  site  surveys,  system  planning,  complete 
installation  and  preventive  maintenance. 

Philco  engineers  will  be  happy  to  help  you  with  your  particular 
microwave  requirements.  Please  contact  us  for  further  information. 
Look  ahead  .  .  .  and  you'll  choose  Philco. 


•  Highly  reliable,  unat- 
tended one-watt  oper- 
ation 

•  Field  proven  in  ex- 
tended multihop  ap- 
plications 

•  True  repeater  permits 
top  quality,  long  haul 
operation 

•  Highest  power  in  the 
industry 

•  Full  voice  channel 
multiplexing 

•  Philco  offers  complete 
turnkey  service  .  .  . 
surveys  .  .  .  installa- 
tion .  .  .  maintenance 


TLR-6  TRANSMITTER 

Write  for  cata- 
log sheets  which 
describe  the 
Philco  TV 
Microwave 
System. 


At  Philco,  opportunities  are  unlimited  in  electronic  and  mechanical  research  and  engineering. 


PHILCQ 


Government  &  Industrial  Division 
Philadelphia  44,  Pennsylvania 

In  Canada:  Philco  Corporation  of  Canada  Limited,  Don  Mills,  Ontario 
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Look  who's  advertising  on  TV  now! 


Local  businessmen  -  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 
Videotape*  Recording.  For  tape  cuts  production  costs  to  ribbons  —  brings  "live  local"  spots  within  the 
reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 
Videotape  recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  ■  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITIN6  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE.  REUSABLE  •  LOWEST  OVERALL  COST 


934    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 


CORPORATION 
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•  Program  notes 

•  Screen  Gems  Inc.,  N.Y.,  reports 
that  Rescue  8,  half -hour  tv  film  series, 
has  been  sold  in  a  total  of  42  markets, 
with  latest  sales  in  Baltimore,  Minne- 
apolis, Kansas  City  and  Oklahoma  City. 

•  MGM-TV,  N.Y.,  has  sold  Our  Gang 
Comedy  films  to  WSB-TV  Atlanta. 
KFJZ-TV  Fort  Worth,  KUTV  (TV) 
Salt  Lake  City  and  KCIX-TV  Nampa, 
Idaho;  portions  of  the  MGM  feature 
library  to  KRTV  (TV)  Great  Falls, 
Mont.;  KSPR-TV  Casper,  Wyo.  and 
KFDM-TV  Beaumont,  and  John  Nes- 
bitt's  Passing  Parade  to  KEYT  (TV) 
Santa  Barbara  and  WSB-TV  Atlanta. 

•  Forecast  of  future  events,  combining 
a  system  of  speculative  analysis  with 
present  facts  and  figures,  is  being  offered 
for  syndication  by  Frank  Freeman  Ra- 
dio Features,  Davenport,  Iowa.  Titled 
Prediction,  the  daily  five-minute  series 
ranges  from  future  inventions  to  the 
fates  and  fortunes  of  motion  picture 
stars  and  economic  or  political  events. 
Sample  show,  rates  and  brochure  are 
available  from  the  company  at  P.  O. 
Box  742,  Davenport. 

•  Ziv  Television  Programs,  N.Y.,  an- 
nounces the  completion  of  a  group  of 
regional  sales  on  its  Cisco  Kid  series, 
covering  total  of  25  markets.  Adver- 
tisers are  Dan-Dee  pretzels  and  potato 
chips,  Cleveland,  for  12  markets  in 
the  Ohio-Pennsylvania  area;  Piggly 
Wiggly  supermarkets  for  six  North 
Dakota  cities  and  the  Eddy  Bakeries 
Div.,  General  Baking  Co.,  nine  Idaho 
markets. 

•  Hal  Tate  Productions,  Chicago,  an- 
nounces sale  of  Who's  Talking  tele- 
phone personalities  quiz  show  to  WCAE 
Pittsburgh;  WBNS  Columbus.  Ohio; 
WGR  Buffalo,  N.Y.;  WFEC  Miami  and 
WTTB  Vero  Beach,  both  Florida: 
KDTH  Dubuque,  Iowa;  KRUX  Phoe- 
nix. Ariz.;  KSUE  Susanville  and  KWTC 
Barstow,  both  California.  Tate  firm 
supplies  stations  with  voices  of  over  100 
celebrities  used  in  telephone  quiz  pro- 
grams conducted  by  local  announcers, 
and  has  expanded  to  larger  quarters  in 
Ogden  Bldg.,  192  N.  Clark  St. 

•  Fremantle  International  Inc.,  N.  Y., 
has  reported  that  total  sales  in  De- 
cember 1958  amounted  to  $218,000, 
said  to  be  a  300%  increase  over  the  De- 
cember 1957  figure.  Contributing 
heavily  to  the  December  sales  was  the 
52-week  purchase  by  Cervesaria  Cuauh- 
temoc (Mexican  beer)  of  three  Spanish- 
dubbed  series,  Have  Gun,  Will  Travel, 
The  Whistler  and  San  Francisco  Beat. 

•  United  Artists  has  been  awarded 
$50,819  ($32,819  damages,  plus  $18,- 
000  attorneys'  fees)  in  judgment  against 
Charles  Weintraub  and  Quality  Films 


over  the  release  of  four  UA  films  to  tv 
allegedly  without  authorization,  accord- 
ing to  ruling  of  Judge  Thurmond  Clarke 
of  U.S.  District  Court  in  Los  Angeles. 
Pictures  are:  "Don't  Trust  Your  Hus- 
band," "Cover  Up,"  "Without  Honor" 
and  "Almost  a  Bride"  (originally  A 
Kiss  for  Corliss"). 

•  WGN-TV  Chicago  is  offering  6,800 
area  school  teachers  opportunity  to 
watch  themselves  on  television  during 
courses  on  reading  and  language  arts — 
thanks  to  Ampex  Corp.,  videotape  re- 
cording facilities.  Teachers  receive 
instruction  from  other  teachers  in 
afternoon  tv  sessions  (with  about  20% 
signed  up  for  credit),  and  are  enabled 
to  watch  Ampex  vtr-telecast  every 
morning,  8:15-45.  Project  is  joint  effort 
of  WGN-TV,  Chicago  board  of  educa- 
tion and  Chicago  Teachers  College, 
with  station  donating  equivalent  of 
$70,000  grant  in  time  charges  and  pro- 
duction costs  over  36-week  period. 

•  Film-O-Radio  Enterprises,  Holly- 
wood, announces  plans  for  three  tv 
series  based  on  the  Bible,  music  and 
sports.  Fifty-two  week  series  of  Bible 
stories  and  30-minute  musical  series 
on  film  will  go  before  the  cameras 
shortly  as  Film-O's  initial  tv  produc- 
tions, announced  President  L.  Milton 
King.  A  sports  series  is  in  final  stages 
of  planning,  added  Mr.  King,  who  has 
named  Kroger  Babb  as  general  man- 
ager. Miss  Chelle  Janis  has  been  ap- 
pointed executive  assistant  and  O.  L. 
Bosserman,  secretary-treasurer.  Film-O's 
address  is  6357  Selma;  telephone,  Hol- 
lywood 4-2194. 

•  Twin  States  Bcstg.  Inc.,  licensee  of 
WFBM-AM-TV  Indianapolis,  has  ac- 
quired a  10-year  franchise  with  the 
Muzak  Corp.  to  distribute  Muzak's 
planned  music  service  in  central  In- 
diana. 

•  MCA's  Tv  Film  Syndication  Div., 
N.Y.,  reports  the  initial  sale  on  its  new 
half-hour  series,  SA  7,  to  the  American 
Tobacco  Co.  (Lucky  Strike  cigarettes), 
N.Y.,  for  34  markets,  largely  in  the 
eastern  part  of  the  U.S.  Agency: 
BBDO,  N.Y.  Series  deals  with  the  ac- 
tivities of  a  special  agent  in  the  Dept. 
of  Internal  Revenue. 


•  British  Information  Services  an- 
nounces a  new  catalogue  of  free  tv  films 
for  distribution  in  the  U.S.  Most  of 
the  films  are  shorts.  They  deal  with 
various  cultural,  scientific  and  histori- 
cal aspects  of  life  in  Britain.  The  serv- 
ice maintains  12  offices  in  the  U.S. 
with  branches  in  San  Juan  and  Honolu- 
lu. Alaska  is  served  via  its  Seattle 
bureau.  These  films  supplement  BIS  j 
product  now   distributed   by   Sterling  [__. 


We  taped 
Ramblers 


Doug  Elleson,  Program  Manager 
KRON-TV,  San  Francisco 

"We  taped  a  whole  series  of 
Rambler  spots  at  one  time  for 
local  Nash  dealers.  Accurately 
timed,  error-free,  easily  scheduled 
commercials,  with  a  'live'  look  at 
less  than  live  cost,  impressed 
both  client  and  agency." 


Ampex 


CORPORATIOI 


934  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 


professional 
products  division 
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Television  Co.,  Screen  Gems,  and 
others. 

•  Faillace  Productions  (radio-tv  jingles, 
musical  backgrounds  for  commercials), 
N.  Y.,  from  35  E.  35th  St.,  to  new 
quarters  at  59  E.  54th  St. 

•  Encyclopaedia  Britannica  Films  Inc., 
Willmette,  111.,  appoints  Fremantle  of 
Canada  Ltd.  to  handle  distribution  of 
EB  films  in  Canada,  effective  immedi- 
ately. 

•  Jaguar  Productions,  owned  by  Alan 
Ladd,  and  Aaron  Spelling's  Caron  Pro- 
ductions have  joined  forces  to  produce 
two  tv  series:  Box  13,  adapted  from 
the  radio  series  about  a  writer  and  a 
private  detective  in  which  Mr.  Ladd 
was  starred,  and  a  World  War  II  series, 
Third  Platoon.  Mr.  Spelling,  executive 
producer  of  both  series,  has  completed 
a  pilot  script  for  Box  13  and  is  now 
casting  it. 

•  CBS  Newsfilm  announces  new  sub- 
scribers: KDKA-TV  Pittsburgh, 
WTEN-TV  Albany,  WHCT  (TV)  Hart- 
ford, and  two  overseas  news  agencies — 
Telewizja  Warszawa,  Warsaw,  and 
Schweizerische  Rundspruch,  Zurich, 
Switzerland. 

•  A  30-minute  film  strip  showing  Albert 
Schweitzer  and  his  work  has  been  made 
available  by  The  Albert  Schweitzer  Fel- 
lowship, 156  Fifth  Ave.,  N.Y.  The 
strip,  in  color,  contains  100  pictures 
and  is  available  with  commentary  for 
$25,  and  with  commentary  and  a  12" 
two-sided  long  playing  record  with  re- 
marks by  photographer  Erica  Anderson, 
for  $30. 

•  Herbert  B.  Leonard,  producer  of 
Wilbert  Productions'  tv  series.  Rescue 
8,  is  offering  cash  awards  to  firemen 
around  the  nation  who  submit  factual 
rescue  stories  which  can  be  used  on  his 
adventure  series  for  Screen  Gems, 
Hollywood. 

•  WTTW  (TV)  Chicago,  non-commer- 
cial educational  station,  has  gone  into 
limited  live  tv  drama  production  with 
the  cooperation  of  Video-Stage  '59.  a 
subsidiary  of  a  local  theatrical  organiza- 
tion. The  station  and  parent  Stage  '59 
jointly  sponsored  a  national  competition 
for  new  television  scripts,  three  of 
which  were  selected  for  local  tv  produc- 
tion. The  first,  "Puzzle  in  the  Park" 
written  by  New  York  actor-playwright 
Buck  Zuckerman  (professional  name: 
Buck  Henry),  was  to  be  performed  on 
WTTW  last  Friday  (Jan.  23). 

•  B&C  Recording  Inc.,  Westbury, 
N.  Y.,  has  moved  into  new  12,000  foot 
addition  to  its  plant  at  100  Grand 
Street.  Addition  is  designed  specifically 
for  making  of  phonograph  records. 

so 


Consumer  Spending 

An  over-all  look  at  the  U.S.  economy 
and  the  role  advertising  and  marketing 
must  play  in  order  to  raise  our  sights 
for  a  target  of  some  $330  billion  or 
more  consumer  expenditure  by  1960 
was  presented  Thursday  (Jan.  22)  to  the 
New  York  chapter  of  the  American 
Marketing  Assn.  by  Dr.  Arno  H.  John- 
son, vice  president  and  senior  econo- 
mist, J.  Walter  Thompson  Co.  He 
touched  on  the  advertising  approach: 

•'While  both  industry  and  services 
have  an  opportunity  for  substantial 
growth  in  their  markets,  they  face  great- 
ly increased  competition.  With  the  in- 
creased share  of  the  consumers'  income 
in  the  form  of  discretionary  spending 
power,  competition  for  the  consumers' 
choice  is  broadened.  It  goes  beyond 
just  brand  versus  brand  or  competing 
services  within  a  classification.  It  will 
include  competition  between  whole 
product  classes  or  with  entirely  different 
interests  and  services  such  as  travel. 

"To  sell  the  volume  of  goods  and 
services  necessary  to  support  a  $700 
billion  level  of  production  in  1969 
could  well  require  from  $17  billion  to 
$22  billion  of  total  advertising  —  or 
nearly  double  the  present.  That  would 
represent  between  4%  to  5%  of  the 
standard  of  living,  measured  by  per- 
sonal consumption  of  $435  billion. 

"In  its  educational  influence  adver- 
tising expands  total  markets  as  well  as 
speeds  up  the  sales  and  turnover  of 
recognized  brands. 

"Advertising  has  become  an  impor- 
tant stimulus  to  our  expanding  stand- 
ard of  living,  and  as  a  part  of  increased 
selling  and  educational  effort  it  can 
play  an  important  role  in  making  pos- 
sible our  reaching  a  goal  of  a  50%  in- 
crease in  the  standard  of  living  within 
the  next  ten  years. 

"This  need  for  increased  advertising 
becomes  more  apparent  with  the  rapid 
changes  in  the  character  of  our  popula- 
tion— with  the  changes  in  age  structure, 
education,  reading  habits,  tv  and  radio 
saturation,  and  mobility." 

A  prizewinner's  punch 

Dr.  Robert  M.  Hutchins,  former 
president  of  the  U.  of  Chicago  and 
now  president  of  The  Fund  For  The 
Republic,  warned  Wednesday  (Jan.  21) 
that  U.S.  survival  hinges  on  the  maxi- 
mum in  education. 

Dr.  Hutchins  spoke  at  a  dinner  at 
the  Commodore  Hotel  in  New  York 
where  he  received  the  $1,000  Sidney 
Hillman  Foundation  award  (for  mer- 
itorious public  service).  Twice  Dr. 
Hutchins    focused    on    mass  media, 


specifically  broadcasting,  and  cited  a 
"failure  of  the  FCC  and  Congress  to 
develop  any  concept  of  the  public  in- 
terest, convenience  and  necessity."  His 
suggestion  for  media  appraisal: 

".  .  .  As  automation  advances,  as 
new  sources  of  energy  are  applied  in 
industry,  as  the  hours  of  labor  decline, 
we  have  the  chance  to  become  truly 
human  by  using  our  new  and  dis- 
turbing leisure  to  develop  our  highest 
human  power  to  the  utmost.  .  .  . 

"A  dozen  years  ago  the  Commission 


Hutchins:  periodic  media  appraisal  needed 

on  the  Freedom  of  the  Press  recom- 
mended the  establishment  of  a  con- 
tinuing independent  agency,  privately 
financed,  to  appraise  and  report  period- 
ically on  the  performance  of  the  media. 

"Everything  that  has  happened  since, 
and  especially  the  use  of  the  most 
marvelous  electronic  methods  of  com- 
munication for  the  communication  of 
triviality,  to  give  it  no  harder  name, 
makes  the  adoption  of  this  recom- 
mendation more  urgent  every  day.  .  .  ." 

Know  your  customers  better 

Much  waste  in  advertising  can  be  at- 
tributed to  the  tendency  of  advertisers 
to  forget  their  public  is  not  like  them 
in  income  and  education,  Kevin  B. 
Sweeney,  RAB  president,  told  the 
Knoxville  Ad  Club  last  week.  He  said: 

"In  the  world  where  most  advertising 
and  sales  planning  is  done  we  tend  of- 
ten to  forget  that  half  of  the  families 
in  this  country  have  lower  annual  in- 
come than  the  lowest-paid  outside  sales- 
man we  know.  We  forget  that  our  sec- 
retaries make  more  money  than  the 
total  family  income  of  over  one-third 
of  families. 

"We  forget  that  half  our  prospects 
can't  read  well  unless  you  consider  the 
reading  ability  of  your  sixth  grader 
good." 
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One  of  a  series  of  salutes  to  successful 
Radio  and  TV  stations  across  the  nation 
. . .  and  to  the  Northwest  School  graduates 
who  have  contributed  to  their  success. 


HONOLULU,  HAWAII 

KGU  went  on  the  air  on  the  evening 
of  May  11,  1922  as  Hawaii's  first 
radio  station  ...  the  32nd  licensed  in 
the  United  States.  KGU  with  10,000  watts 
serves  a  market  area  of  nearly  600,000  persons 
living  on  the  six  populated  islands  of  the 
Hawaiian  chain.  KGU  has  been  the  voice  of 
NBC  in  the  Pacific  for  over  a  quarter  of  a  cen- 
tury. Owned  and  operated  by  the  Advertising 
Publishing  Company,  Ltd.,  publishers  of  Hono- 
lulu's morning  daily,  KGU  has  been  under  the 
same  ownership  since  its  founding.  In  a  field 
of  ten  radio  stations  KGU  ranks  first  both  in 
income  and  sponsors  served. 


GENE  GOOD 


WILLIAM  O.  PAINE,  VICE  PRESIDENT  &  MANAGER 

William  O.  Paine,  Vice  President  &  Mana- 
ger, had  this  to  say  about  Gene  Good,  a 
Northwest  Schools  graduate.  "Gene  has 
proven  himself  a  valuable  asset  at  KGU 
not  only  in  his  capacity  of  Sports  Director 
but  Gene's  training  has  been  so  varied  that 
he  is  able  to  step  in  and  capably  handle  any 
assignment  whether  it's  broadcasting  from 
the  atom-powered  Nautilus  over  300  feet 
below  the  ocean's  surface  or  breaking  the 
sound  barrier  at  40,000  feet  in  a  jet  plane. 
In  addition  to  over  250  play-by-play  broad- 
casts annually,  Gene  Good  is  MC  of  KGU's 
famed  "Breakfast  At  Waikiki,"  and  his. 
friendly  voice  is  heard  on  the  offport  broad- 
casts from  the  Lurline  and  Matsonia  greet- 
ing Hawaii's  visitors.  Production  techniques, 
learned  at  Northwest  Schools  have  enabled 
Gene  to  serve  as  Production  Co-ordinator 
on  the  world-wide  "Hawaii  Calls"  broad- 
casts. We  at  KGU  are  mighty  proud  of  your 
student,  Gene  Good." 


For  further  information 

on  Northwest  training  and  graduates  available  in  your  area,  write,  phone  or  wire: 


NORTHWEST  SCHOOLS 


1221  N.W.  21st  Avenue,  Portland  9,  Oregon 
Phone  CApitol  3-7246 
737  N.  Michigan  Avenue,  Chicago  •  6362  Hollywood  Blvd.,  Hollywood* 
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FATES  &  FORTUNES 


Mr.  Lynn 


Advertisers 

•  S.  Warner  Pach,  assistant  to  pres- 
ident of  Gillette  Co.,  elected  president 
of  Paper-Mate,  division  of  Gillette,  suc- 
ceeding R.  Nieson  Harris,  resigned. 
Mr.  Harris  also  resigned  as  v.p.  of 
Gillette,  but  will  continue  as  member 
of  board  of  directors. 

•  Andrew  A.  Lynn, 
Chesebrough  -  Pond's 
v.p.  in  charge  of  do- 
mestic marketing,  to 
become  president  of 
Prince  Matchabelli 
Inc.,  C-P  subsidiary, 
effective  April  1.  Mr. 
Lynn  will  continue  in 
his  present  duties. 

•  Frederick  C.  Hitchcock  Jr.,  pre- 
viously director  of  new  products,  War- 
ner-Lambert Pharmaceutical  Co.,  to 
Shulton  Inc.,  as  assistant  to  president. 

•  Raymond  B.  George,  with  Philco 
Corp.,  Phila.,  since  1936,  and  v.p.- 
merchandising,  named  merchandising 
manager-consumer  products. 

•  J.  A.  Burgess,  59,  manager  of  indus- 
trial advertising  of  Gulf  Oil  Corp., 
Pittsburgh,  died  Jan.  16  in  Pittsburgh. 
Mr.  Burgess  had  been  with  Gulf  Oil 
since  1933. 

Agencies 

•  Edwin  Sonnecken,  executive  v.p. 
and  general  manager,  Market  Planning 
Corp.,  McCann-Erickson  subsidiary, 
named  president,  succeeding  George 
Park,  appointed  management  service 
director  with  account  responsibilities, 
M-E's  N.Y.  office.  Nevin  Gelman, 
manager  of  central  research  division, 
MPC,  succeeds  Mr.  Sonnocken. 

•  James  Watt  Jr.,  for  past  three  years 
member  of  Young  &  Rubicam's  account 
management  group,  Louisville,  Ky., 
named  v.p.  and  account  supervisor. 

•  Terrell  Van  Ingen,  formerly  on 
sales  staff  of  Saturday  Evening  Post, 
to  Erwin  Wasey,  Ruthrauff  &  Ryan, 
N.Y.,  as  v.p.  and  member  of  new 
business  development  committee, 
EWR&R  eastern  division. 

•  William  D.  Lewis,  account  execu- 
tive, Geyer,  Morey,  Madden  &  Ballard, 
Detroit,  elected  v.p. 

•  Ted  Breining,  account  executive, 
Ben  Sackheim  Inc.,  N.Y.,  elected  v.p. 

•  Charles  S.  Winston  Jr.,  general 
manager  of  Chicago  office  of  Foote, 
Cone  &  Belding,  elected  to  board  of 
governors  of  central  region,  American 
Assn.  of  Advertising  Agencies.  He  re- 


places Richard  W.  Tully,  FC&B,  trans- 
ferred to  agency's  New  York  office. 

•  Theodore  O.  Simpson  promoted 
from  copy  supervisor  to  director  of 
newly  formed  creative-contact  depart- 
ment (to  service  agricultural  and  indus- 
trial clients)  at  Gardner  Adv.  Co.,  St. 
Louis.  John  O.  Roche,  copy  group  su- 
pervisor, named  director  of  copy  de- 
partment; Josephine  Walsh,  copy 
group  supervisor,  named  associate  copy 
director.  Mr.  Roche  succeeds  Dean 
Pennington,  now  v.p.  in  charge  of  ra- 
dio-tv  commercials. 

•  Arthur  A.  Bailey,  senior  v.p., 
Foote,  Cone  &  Belding,  L.A.,  named 
head  of  agency's  western  offices  in  San 
Francisco,  Hollywood  and  Houston, 
Tex. 

•  Randolph  T.  McKelvey,  with 
Young  &  Rubicam  since  1944  and  most 
recently  v.p.  and  contact  supervisor, 
named  manager  of  agency's  Detroit 
office. 

•  Gordon  Henry,  formerly  in  media 
department  at  Compton  Adv.,  Chicago, 
appointed  media  director  of  MacFar- 
land,  Aveyard  &  Co.,  that  city.  He 
succeeds  Alfred  S.  Trude,  resigned  to 
join  Clinton  E.  Frank  Inc.,  Chicago. 

•  Alan  A.  Bloomfield,  formerly  mar- 
keting analyst  at  Edward  H.  Weiss  & 


Art  for  art's  sake  •  Lester  Ron- 
dell,  art  group  supervisor  (includ- 
ing tv  and  print)  for  Grey  Adv., 
New  York,  staged  one-man  ex- 
hibit of  oil  paintings  at  New 
York's  Petite  Galerie,  sold  20  out 
of  26  on  opening  night  to  per- 
formers Harry  Bellafonte,  Shelley 
Winters,  Buff  Cobb  and  other 
buyers.  He  also  has  exhibited  at 
Pennsylvania  Academy,  Carnegie 
Institute,  Dayton  Art  Institute, 
Clearwater  Art  Museum  and  in 
other  national  art  shows. 


Co.,  Chicago,  to  North  Adv.  Inc.,  that 
city,  as  account  director. 

•  Edwin  Funk,  account  executive,  Paul 
Klemtner  &  Co.,  Newark,  N.  J.,  elected 

v.p. 

•  Hubert  R.  Sweet,  formerly  media 
director,  Atherton  &  Currier,  N.Y.,  to 
Doremus  &  Co.,  N.Y.,  as  director  of 
broadcast  media. 

•  Maurice  J.  Garrett,  former  man- 
ager of  Los  Angeles  office  of  Kudner,  to 
Los  Angeles  office  of  C.  J.  LaRoche 
&  Co. 

•  Hal  Weinholtz,  formerly  with 
Young  &  Rubicam  International  and 
N.  W.  Ayer  &  Son,  to  McManus,  John 
&  Adams'  international  department, 
N.Y.,  as  business  manager  and  account 
supervisor  for  consumer  products;  Nor- 
bert  J.  Delville,  currently  with  de- 
partment in  executive  capacity,  pro- 
moted to  account  supervisor  for 
commercial  products. 

•  Michael  Allen,  formerly  with  CBS. 
Hollywood,  to  N.  W.  Ayer,  Hollywood, 
television  program  department;  Nicho- 
las I.  Orloff,  formerly  copywriter 
with  Geyer,  Morley,  Madden  &  Ballard, 
to  Ayer's  Detroit  copy  department; 
Sanford  C.  Reynolds,  for  past  four 
years  account  supervisor,  Gallup  & 
Robinson,  Princeton,  N.J.,  to  Ayer's 
New  York  business  development  staff; 
W.  Keith  Hafer,  business  develop- 
ment, N.Y.,  to  service  department, 
Hollywood,  as  account  supervisor;  Al- 
wyn  W.  Knight,  in  Ayer's  Philadelphia 
copy  department,  transferred  to  Hono- 
lulu office  to  take  charge  of  Hawaiian 
Telephone  Co.  account. 

•  William  Worster  promoted  from 
media  supervisor  to  media  director  at 
Erwin  Wasey,  Ruthrauff  &  Ryan,  L.A. 
Appointment  relieves  Roger  Johnson, 
v.p.  in  charge  of  media  and  research, 
permitting  him  to  devote  more  time  to 
research  and  broad  planning. 

•  Sumner  Rulon-Miller  Jr.,  for- 
merly with  Colgate-Palmolive  Co.,  to 
Cunningham  &  Walsh,  S.  F.,  as  account 
supervisor. 

•  Andrew  C.  Quale,  formerly  of 
Campbell  -  Mithun,  Minneapolis,  to 
Wade  Adv.,  Chicago,  as  group  super- 
visor. 

•  Robert  R.  Jacobs,  formerly  general 
manager  at  Chicago  Squirt  Bottling 
Co.,  to  Lilienfeld  &  Co.,  Chicago 
agency,  as  account  supervisor. 

•  Stanley  Colberson,  formerly  ad- 
vertising manager  of  Langendorf  Bak- 
eries,  S.F.,   to  Hoefer,   Dieterich  & 
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The  only  video  tape  in 
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SCOTCH"  BRAND  Video  Tape 


Many  people  know  how  to  make  magnetic  tape  for  video  recording; 
some  have  even  produced  it.  But  only  "Scotch"  Brand  has  the 
treasury  of  research  experience,  the  technical  skills  and  the  precise 
manufacturing  facilities  to  deliver  a  magnetic  tape  of  consistent  quality 
that  meets  the  critical  demands  of  video  recording. 

Today  "Scotch"  Brand  VR  Tape  is  in  frequent  and  growing  use 
on  every  major  network  for  delayed  broadcasts  and  for  some  origi- 
nations. (Examples  are  shown  above.)  Its  quality  is  surprisingly  superb 
—undetectable  from  "live"  telecasts  on  home  receivers. 

Not  so  surprising,  when  you  think  of  it,  is  that  the  first  and  only 
successful  video  recording  tape  comes  from  "Scotch"  Brand,  pioneers 
of  magnetic  tapes  for  sound  recording  and  instrumentation  as  well. 


DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 

In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
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Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNONBALLwill  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.-N.Y.  22«PLaza  5-2100 


Brown  Inc.,  San  Francisco  advertising 
agency,  as  account  executive. 

•  Carl  M.  Jensen,  formerly  creative 
director  of  MacFarland  Adv.,  S.F.,  to 
BBDO,  L.A.,  as  copywriter. 

•  Richard  L.  Olanoff,  formerly  radio- 
tv  director  of  Aitkin-Kynett  Co.,  Phila., 
to  creative  services  staff  of  Feingen- 
baum  &  Wermen  Adv.,  that  city. 

•  Herb  Grayson,  formerly  account  ex- 
ecutive at  Mohr  &  Eicoff,  Chicago 
agency,  and  director  of  informational 
services  at  CBS,  Chicago,  appointed 
public  relations  counsel  at  Klau-Van 
Pietersom-Dunlap  Inc.,  Milwaukee. 

•  Albert  A.  Klatt,  v. p.  and  copy 
director  at  Needham,  Louis  &  Brorby, 
elected  president  of  Chicago  Copy- 
writers' Club. 

•  Hal  Stebbins,  president  of  Los  An- 
geles agency  bearing  his  name,  to  re- 
ceive Western  States  Advertising  Agen- 
cies Assn.'s  annual  award  for  "out- 
standing contributions  to  advertising  in 
the  West." 

•  Esther  K.  Schwartz,  previously 
with  WFLN  Philadelphia,  to  print 
media  department,  Feigenbaum  &  Wer- 
men, that  city. 

•  Joseph  F.  Mahan,  with  Television 
Bureau  of  Advertising,  N.Y.,  produc- 
tion staff  since  last  November,  promoted 
to  assistant  to  director  of  production. 

•  Daniel  C.  Beattie,  previously  copy- 
writer with  Ross  Roy  Inc.,  Detroit, 
to  Geyer,  Morey,  Madden  &  Ballard 
Inc.,  N.Y.,  as  copy  writer. 

•  Thomas  E.  Armstrong,  formerly  tv- 
radio  account  executive,  Campbell- 
Ewald,  Detroit,  to  creative  staff  of 
Fuller  &  Smith  &  Ross,  Pittsburgh. 

Networks 

•  Thomas  M.  Lufkin,  program  service 
manager,  ABC-TV  western  division, 
has  resigned.  Program  service  activities 
are  included  in  duties  now  handled  by 
Court  McLeod,  newly  appointed  ad- 
ministrative manager,  program  depart- 
ment, ABC-TV  western  division. 
(Broadcasting,  Jan.  5). 

•  Earl  Zeigler,  assistant  manager  and 
photo  editor,  NBC  press  and  publicity, 
Pacific  division,  named  manager. 

•  Norman  Racusin,  director  of  budg- 
ets, pricing  and  planning  for  NBC- 
TV,  N.Y.,  appointed  director,  business 
affairs. 

•  William  Koblenzer,  formerly  direc- 
tor of  sales  for  NTA  Film  Network 
and  director  of  program  sales,  NTA, 
to  ABC-TV  as  account  executive. 

•  Jess  Oppenheimer,  NBC-TV  pro- 


gram executive,  named  as  executive  pro- 
ducer for  11th  annual  Academy  of  Tv 
Arts  &  Sciences  Emmy  awards  show, 
to  be  aired  over  NBC-TV  in  May.  Bob 
Henry  named  as  producer  of  Holly- 
wood segment  and  Joe  Cates  named 
for  New  York  part. 

•  Marx  Loeb,  segment  producer  of 
NBC-TV's  Monitor  since  1955,  named 
producer;  Norman  Kahn,  production 
assistant,  named  director  of  Sunday 
evening  segment;  Priscilla  Black- 
stone,  also  with  production  staff  since 
1955,  named  Saturday  and  Sunday 
supervisor;  Burroughs  H.  Prince 
continues  as  managing  editor. 

•  Oliver  Treyz,  president  of  ABC- 
TV,  has  been  named  chairman  of  tele- 
vision committee,  and  Matthew  Cul- 
ligan,  executive  v.p.,  NBC  Radio,  has 
been  appointed  chairman  of  radio  com- 
mittee for  Brotherhood  Week,  Feb.  15- 
22,  under  auspices  of  National  Confer- 
ence of  Christians  &  Jews. 

Stations 

•  Alex  A.  Coe  resigns  as  manager  of 
KITE  San  Antonio  to  become  co-owner 
with  Connie  B.  Gay  (also  owner  of 
KITE)  of  WYFE  New  Orleans.  Mr. 
Coe  will  also  serve  as  v.p.  and  general 
manager  of  WYFE.  Other  KITE  ap- 
pointments: Ed  Winton  adds  duties 
of  general  manager  in  addition  to 
present  post  as  national  sales  director, 
and  Kelly  Wofford  to  station  man- 
ager in  charge  of  sales. 

•  James  E.  Gold- 
smith, formerly  sales 
manager  of  KWK-TV 
(now  KMOX-TV)  St. 
Louis,  appointed  di- 
rector of  sales  of  ch. 
11  KCPP  (TV)  St. 
Louis,  scheduled  to 
begin  broadcasting  in 
early  spring. 


Mr.  Goldsmith 


•  Harry  Edelman  resigns  as  general 
manager  of  KELP-AM-TV  El  Paso, 
Tex. 

•  Hulbert  Taft,  81,  formerly  editor 
and  publisher  of  old  Cincinnati  Times- 
Star,  died  Jan.  19  in  Indian  Hill,  Ohio. 
Mr.  Taft  joined  Times-Star  as  police 
reporter  in  1901  and  was  chairman  of 
board  when  paper  was  sold  to  Scripps- 
Howard  July  20,  1958.  Mr.  Taft  is 
survived  by  several  children  including 
Hulbert  Taft  Jr.,  president  of  Taft 
stations  ( WKRC-AM-FM-TV  Cincin- 
nati and  WTVN-AM-TV  Columbus, 
both  Ohio;  WBRC-AM-FM-TV  Birm- 
ingham, Ala.;  WBIR-AM-FM-TV 
Knoxville,  Tenn.,  and  WKYT  [TV] 
Lexington,  Ky.). 

•  Joseph  E.  Cain,  president  of  P.R. 
Mallory  &   Co.    (precision  electronic 
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Mr.  Glascock 


and  metallurgical  products),  Indianap- 
olis, elected  to  board  of  directors  of 
Gross  Telecasting  Inc.  (WJIM-TV 
Lansing,  Mich.). 

•  Harvey  L.  Glas- 
cock, formerly  na- 
tional sales  director, 
Kluge  Radio,  appoint- 
ed general  manager  of 
WHK-AM-FM  Cleve- 
land, effective  Feb.  1, 
replacing  Henry  W. 
Simmen,  assigned  to 
sales  post  at  WNEW 
New  York.  Three  stations  are  owned  by 
Metropolitan  Broadcasting  Corp. 

•  Richard  L.  Gravel,  local  sales  man- 
ager of  WTAG-AM-FM  Worcester, 
Mass.,  past  eight  years,  promoted  to 
national  sales  manager.  Herman  H. 
Kramer  succeeds  Mr.  Gravel  as  local 
sales  manager. 

•  Alexander  P.  Hunter,  commercial 
manager  of  KING-TV  Seattle,  pro- 
moted to  assistant  to  v. p.,  broadcast 
division,  King  Broadcasting  Co. 
(KING-AM-FM-TV,  KGW-AM-TV 
Portland,  Ore.,  KREM-AM-TV 
Spokane).  James  D.  Neidigh,  national 
sales  manager,  KING-TV,  named  sales 
manager. 

•  Ken  Waligorski  promoted  from  di- 
rector to  station  manager  at  WISN-TV 
Milwaukee. 

•  Harry  C.  Offutt  Jr.  assumes  duties 
of  president  of  Trans-Chord,  licensee  of 
WTCX  (FM)  St.  Petersburg,  Fla., 
good-music  station  scheduled  to  be- 
gin broadcasting  in  February.  Other 
appointments:  Harry  Brown,  station 
manager;  Jim  Riser,  sales  manager, 
and  Ray  Dowell,  program  director. 

HM(HHB|    •  Joseph  E.  Baudino, 
Washington  v.p., 
■  *  Westinghouse  Broad- 

W  '  19    casting    Co.,  elected 

■L  H     president.  Broadcast- 

s' J     ers  Club  of  Washing- 

ton,  at  annual  elec- 
tion    by     board  of 

ur  oV-Hinn  directors  Jan.  22.  Mr. 
Mr.  Baud  no       D      .  ■  , 

Baudino  succeeds 

Leonard  Marks,  Washington  attorney, 
who  recently  became  president  of  Fed- 
eral Communications  Bar  Assn.  Harold 
E.  Fellows,  NAB  president,  Robert 
K.  Richards,  of  Robert  K.  Richards 
Assoc.,  and  James  D.  Secrest,  execu- 
tive v.p.,  Electronic  Industries  Assn., 
were  re-elected,  respectively,  chairman, 
v.p.  and  treasurer  of  Broadcasters  Club. 
Carleton  D.  Smith,  v.p.  and  general 
manager,  WRC-AM-FM-TV  Washing- 
ton, elected  v.p.  of  club,  succeeding 
Mr.  Baudino,  and  Fred  Houwink, 
general  manager,  WMAL-AM-FM-TV 
Washington,  elected  secretary,  succeed- 
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Nebraska  has  two  big  markets.  One  is  the 
extreme  East.  The  other  is  big  (66  coun- 
ties), well-to-do  Lincoln-Land,  containing 
more  than  half  the  buying  power  of  the 
entire  state! 

Three  top  TV  stations  are  battling  for 
ratings  in  the  extreme  Eastern  market 
(and.  naturally,  slicing  the  pie  three 
ways).  In  Lincoln-Land,  there  are  no  such 
goings-on.  The  NCS  #3  map  shows  clearly 
that  KOLN-TV  is  the  one-and-only  station 
that  covers  this  wealthy  area. 

Ask  Avery-Knodel  for  the  facts  on 
KOLN-TV  —  the  Official  Basic  CBS 
Outlet  for  South  Central  Nebraska  and 
Northern  Kansas. 
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"We  are  batting  100%  on  all  presentations  so  far  and  think  RADIO 
HUCKSTERS  will  make  1959  a  banner  year."  Chet  Miller,  WVPO, 
Stroudsburg,  Pa. 

"These  extra  sales  in  one  week  will  almost  pay  for  our  use  of  Lang- 
Worth  for  a  year!  Chas.  Seebeck,  WTON,  Staunton,  Va. 

You  get  results  from  Radio — Modern  Radio- — with  RADIO 
HUCKSTERS  jingle  service.  Inquire  today! 
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FOOD  FAIR  PROPERTIES 
PICKS  JACKSONVILLE 


Ralph  Biernbaum, 
Vice  President  and  General  Manager, 
Food  Fair  Properties,  Inc. 

Food  Fair  Properties,  Inc.,  has 
picked  Jacksonville  for  a  gigantic 
41-acre  shopping  area — Philips  High- 
way Plaza.  The  faith  of  America's 
largest  shopping  center  developers 
in  the  State  of  Florida's  Gateway 
City  is  exceeded  only  by  the  enthusi- 
asm Jacksonville  has  shown  over 
this  recent  addition  to  the  rapidly 
expanding  North  Florida  economy. 


jj  And  Jacksonville  Picks  WFGA  TV  | 

iln  Jacksonville.  Jaxons  have  picked;:: 
JWFGA-TV,  Channel  12  as  the  best* 
jfamily  station  in  the  huge  $l'/2  billion:? 
SNorth  Florida-South  Georgia  market.? 
:|Basic  NBC  and  Selected  ABC  Pro-S 
jgramming  If: 
^Represented  nationally  by  Peters,;!: 
iGriffin,  Woodward,  Inc.  § 


m  WFGA  —  TV 

EE8w     Channel  12 

Jacksonville,  Florida 

FLORIDA'S    COLORFUL  STATION 
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ing  Ben  Strouse,  president,  WWDC 
Washington  and  WMBR  Jacksonville, 
Fla.,  resigned. 

•  Hamilton  M.  Woodle,  formerly 
program  director  of  WOLF  Syracuse, 
N.Y.,  to  WSPB  Sarasota,  Fla.,  as  v.p. 
and  general  manager. 

•  Henry  H.  Franz,  account  executive 
of  WFBM  Indianapolis  since  1955, 
promoted  to  local  sales  manager,  effec- 
tive Feb.  I. 

•  Erwin  Needles,  formerly  sales  man- 
ager of  WKNB  New  Britain,  Conn.,  to 
WMAS  Springfield,  Mass.,  as  commer- 
cial manager,  effective  today  (Jan.  26). 

•  Irvin  G.  (Mike)  Boudreau,  ac- 
count executive  with  WDRC  Hartford, 
Conn.,  for  six  years,  promoted  to  local 
commercial  manager.  Shirley  Dobson 
to  WDRC  as  assistant  music  librarian. 

•  Harry  Ladas,  commercial  manager 
of  KBLO  Hot  Springs,  Ark.,  named 
station  manager. 

•  Mel  Leeds,  program  director  of 
WINS  New  York,  adds  similar  duties 
of  sister  station  KDAY  Santa  Monica, 
Calif.  Jim  Hawthorne,  KDAY  morn- 
ing air  personality,  moves  to  afternoon 
slot,  replacing  Earl  McDaniel,  re- 
signed. 

•  Edward  L.  Morris,  formerly  public 
relations  director,  United  Charities, 
appointed  director  of  development  at 
WTTW  (TV)  Chicago,  educational 
station,  succeeding  Chalmers  H.  Mar- 
quis Jr.,  named  programming  director. 

•  Alida  Mesrop,  former  public  rela- 
tions coordinator,  NBC-TV's  Tonight 
program,  named  manager  of  publicity. 
WPIX  (TV)  New  York. 

•  Tom  Matts,  formerly  news  director, 
KELP  El  Paso,  Tex.,  to  same  post. 
KBOX  Dallas,  Tex. 

•  Avery  Chenoweth,  formerly  art  di- 
rector of  WMBR-TV  (now  WJXT 
[TV])  Jacksonville,  to  WSAZ-TV 
Huntington,  W.  Va.,  as  program  di- 
rector. 

•  Russell  Hoffman,  formerly  pro- 
duction manager  of  WTXL  West 
Springfield,  Mass.,  to  program  director 
of  KDUO  (FM)  Riverside,  Calif., 
scheduled  to  begin  broadcasting  Feb. 
14,  according  to  Larry  Smith,  general 
sales  manager.  Other  KDUO  appoint- 
ments: Bruce  Grant,  formerly  news 
and  farm  director,  WHB-AM-TV 
Kansas  City,  to  similar  post;  Bob 
Howard,  formerly  with  sales  staff  of 
KMLA  (FM)  Los  Angeles,  to  commer- 
cial manager;  Bob  Sperry,  formerly 
commercial  manager,  KBCA  (FM) 
Beverly  Hills,  Calif.,  to  sales  promotion 
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manager;  Patricia  Bennie,  formerly 
with  McGavren-Quinn  Corp.,  L.A.,  to 
market  research  director;  Don  Ridge- 
ley,  formerly  construction  engineer  of 
KFMU  (FM)  Glendale,  Calif.,  to 
chief  engineer,  and  Don  Chambers, 
formerly  of  KGVO  Missoula,  Mont., 
to  announcer. 

•  Sherman  A.  Strickhouser,  with 
WICE  Providence,  R.I.,  for  eight  years, 
appointed  program  manager. 

•  Cliff  Michaels,  formerly  assistant 
advertising  manager  of  Nelson  Electric 
Mfg.  Co.,  Tulsa,  to  KAKC,  that  city, 
as  public  relations  director. 

•  Barry  Sherman,  formerly  manager 
of  WSCR  Scranton,  Pa.,  to  WITH- 
AM-FM  Baltimore  as  operations  man- 
ager. 

•  Robert  Novak,  formerly  national 
director  of  talent  and  program  develop- 
ment of  Mutual,  appointed  assistant 
program  manager  of  KPIX  (TV)  San 
Francisco,  succeeding  John  High- 
lander, resigned.  Dr.  David  Parker, 
formerly  tv  director  of  NBC,  Chicago, 
named  KPIX  editorial  writer,  and  Fred 
Joslyn,  with  station  since  1952,  to 
education  director. 

•  Al  Daneri,  air  personality  of  KCKC 
San  Bernardino,  Calif.,  elevated  to  pro- 
gram director. 

•  Jack  G.  Carnegie,  formerly  of  KLX 
Oakland,  Calif.,  and  KCBS-AM-FM 
San  Francisco,  appointed  program  di- 
rector of  KOFY  San  Mateo,  Calif. 

•  Albert  J.  Simon,  formerly  film  di- 
rector of  WSAV-TV  Savannah,  Ga., 
to  KSBW-TV  Salinas,  Calif.,  in  similar 
capacity. 

•  Frank  Arvey,  formerly  farm  service 
director  of  KWWL  Waterloo,  Iowa,  to 
WOW-AM-TV  Omaha,  Neb.,  as  as- 
sistant farm  director. 

•  Dan  Ingram,  air  personality  of 
WNHC-AM-FM  New  Haven,  Conn., 
promoted  to  director  of  production  de- 
partment. 

•  Meredith  R.  Pratt,  account  execu- 
tive of  KNX-AM-FM  Los  Angeles- 
CBS  Radio  Pacific  Network  sales  de- 
partment, retires  Feb.  1  after  20  years 
with  CBS  Radio  on  West  Coast. 

•  Lansdell  Anderson,  formerly  ac- 
count executive  of  BBDO,  N.Y.,  ap- 
pointed regional  sales  manager  of  Inter- 
mountain  Network,  headquartering  in 
Salt  Lake  City,  Utah. 

•  Phil  Sanford,  formerly  account  ex- 
ecutive of  WKAT  Miami  Beach,  Fla., 
to  WTVJ  (TV)  Miami  in  similar 
capacity. 
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Representatives 

•  Will  J.  Tynan, 
midwest  sales  man- 
ager, Peters,  Griffin, 
Woodward  Inc., 
elected  v.p. 

•  Frank  Hussey,  ac- 
count  executive  in 
Chicago  office  of 
CBS-TV   Spot  Sales, 

to  New  York  office  in  similar  capacity. 


Mr.  Tynan 


•  Kenneth  R.  At- 
wood,  formerly  of 
CBS  Spot  Sales,  Chi- 
cago, named  branch 
manager  of  new  St. 
Louis  office  of  Robert 
E.  Eastman  &  Co., 
which  opened  last 
week. 


Mr.  Atwood 


•  Franklin  C.  Wheeler  Jr.,  formerly 
account  executive  for  KJBS  San  Fran- 
cisco, to  The  Katz  Agency  tv  sales 
staff,  San  Francisco  office. 

Programming 

•  James  Weathers, 
national  sales  manag- 
er, World  Broadcast- 
ing System  Inc.,  N.Y., 
named  general  man- 
ager, succeeding  Rich- 
ard Lawrence,  who 
has  joined  Economee 
Tv,  N.Y.,  as  general 
sales  manager  (Broad- 
casting, Jan.  19). 
Robert  Monroe, 
World's  representative 
in  southwest,  named 
western  division  sales 
manager,  S.F.  Also 
appointed  to  sales  staff 
were  John  S.  Mur- 
phy, formerly  presi- 
dent and  general  man- 
ager of  WROD  Daytona  Beach,  Fla., 
and  Edward  L.  Davis,  formerly  account 
executive,  WFBR  Baltimore. 

•  Cecil  Blount  De  Mille,  77,  Holly- 
wood mogul  for  45  years  and  once  pro- 
ducer-narrator of  Lux  Radio  Theatre, 
died  Jan.  22,  in  Hollywood,  following  a 
heart  attack.  Mr.  De  Mille  produced 
and  directed  70  films,  including  "The 
Ten  Commandments,"  which  promises 
to  be  greatest  money  maker  in  cinema 
history.  He  was  associated  with  Lux 
Theatre  from  June  1,  1936,  until  Jan. 
22,  1945,  when  his  refusal  to  pay  $1  as- 
sessment levied  (improperly,  he  said) 
by  AFRA  (now  AFTRA)  caused  his 
loss  of  union  membership,  automatically 
barring  him  from  air. 
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Mr.  Lawrence 


Mr.  Blumberg 


•  Van  B.  Phillips,  general  sales  man- 
ager, Recordak  Corp.,  N.Y.,  elected 
v.p.  of  sales  and  advertising. 

•  Marc  Daniels,  director  of  Theatre 
Network  Television  for  four  years,  ap- 
pointed v.p.  in  charge  of  programs. 

•  Kurt  Blumberg, 
formerly  manager  of 
sales  administration 
and  planning  for  In- 
dependent Television 
Corp.,  resigns  to  join 
United  Artists  Televi- 
sion Inc.,  Feb.  1,  as 
administrative  assist- 
ant to  Bruce  Eells,  ex- 
ecutive v.p.  of  United  Artists  Television. 
Mr.  Blumberg  also  becomes  UA-TV's 
manager  of  syndication  operations. 

•  Kay  Norton,  consultant  with  United 
Artists  Records  since  last  September, 
named  v.p.  in  charge  of  administra- 
tion. 

•  William  Froug,  formerly  producer 
at  Screen  Gems,  to  Goodson-Todman 
Productions  in  Beverly  Hills,  Calif,  as 
head  of  creative  production. 

•  Fred  Raphael,  manager  of  film  com- 
mercial production,  J.  Walter  Thompson 
Co.,  N.Y.,  to  join  Videotape  Produc- 
tions of  N.Y.  in  February  as  manager 
of  client  relations. 

•  Gerald  Schnitzer.  formerly  head 
of  Lawrence-Schnitzer  Productions, 
Hollywood,  division  of  Robert  Lawr- 
ence Productions  Inc.,  N.Y.,  transferred 
to  New  York  as  executive  producer 
for  parent  company.  Len  Levy,  former- 
ly with  Kling  Productions,  Chicago, 
named  head  of  Lawrence's  branch  of- 
fice in  Chicago. 

•  William  A.  Cornish,  formerly  of 
Official  Films,  N.Y.,  as  account  execu- 
tive, appointed  director  of  national 
sales  of  Flamingo  Telefilm  Sales,  N.Y. 

•  Dick  Jacobs,  musical  director  for 
Coral  Records,  N.Y.,  to  director  of 
artists  and  repertoire. 

•  Melvin  Danheiser,  formerly  of 
RKO  Radio  Pictures,  named  admin- 
istrative assistant  to  director  of  foreign 
distribution  and  film  coordinator  of 
National  Telefilm  Assoc.,  N.Y. 

•  Kerwin  Coughlin,  associated  with 
Ruth  Burch  in  Hollywood  since  1952, 
has  established  independent  casting 
agency  with  headquarters  at  Desilu 
Gower  studios,  Hollywood.  His  as- 
sistant will  be  Pat  Rose.  Mr.  Coughlin 
was  previously  with  MGM  casting  de- 
partment. 

•  Albert  J.  Cohen,  producer  of  Ann 
Sothern  series  at  Desilu  Productions, 


3>ft2  and 

AAH6EIA 

APOLLO 
Light  and  Truth 

APOLLO  was  considered  to  be  "the  most 
Greek  of  all  the  gods"  and  even  by  today's 
standards,  he  would  be  considered  quite 
a  hunk  of  man — handsome,  sophisticated, 
cultured — but  why  go  on,  let's  just  say 
he  had  many  excellent  characteristics  at- 
tributed to  him.  The  Greeks  called  him 
the  God  of  Light  and  Truth.  Whenever 
the  Greeks  wanted  to  know  the  truth, 
they  always  went  to  Apollo's  shrine  at 
Delphi,  and  the  oracle  there  came  up  with 
the  right  answer. 

Today's  advertisers  and  time  buyers 
want  to  know  the  truth  too,  so  if  you  are 
in  the  dark  about  selecting  the  best  radio 
station  in  Cincinnati  to  sell  your  product, 
let  us  enlighten  you— IT'S  WCKY,  and 
truthfully,  here's  what  you  get: 

1.  Adult  audience— 73%  of  WCKY's 
audience  is  composed  of  housewives  who 
control  the  family  purse  and  spend  the 
major  portion  of  family  income. 

2.  50,000  Watts  of  Selling  Power,  cov- 
ering all  of  the  Cincinnati  trading  area. 

3.  Good  music  and  news  24  hours  a  day. 

4.  Air  salesmen  who  sell  your  product. 

5.  A  prestige  station  with  progressive 
management. 

 So  don't  go  to  Apollo's  shrine  at 

Delphi,  just  consult  our  oracles:  Tom 
Welstead  at  WCKY's  New  York  office, 
or  AM  Radio  Sales  in  Chicago  and  the 
West  Coast,  who  will  shed  some  Light  on 
your  problem  and  tell  you  the  true  story 
about  WCKY  and  its  power  to  sell  your 
product. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


Hollywood,  has  secured  his  release  to 
devote  time  to  developing  number  of 
tv  series.  Mr.  Cohen  will  headquarter 
at  Samuel  Goldwyn  Studios. 

•  Ken  Weldon,  formerly  midwest  rep- 
resentative of  Flamingo  Telefilm  Sales, 
N.Y.,  to  Hollywood  Television  Service 
as  mid-states  distributor. 

Equipment  &  Engineering 

•  Harvey  Tullo,  v.p.  in  charge  of 
purchasing,  Emerson  Radio  &  Phono- 
graph Corp.,  Jersey  City,  N.J.,  assumes 
additional  responsibilities  as  senior 
v.p.  in  charge  of  consumer  products, 
engineering,  manufacturing  and  pur- 
chasing. Dorman  D.  Israel,  executive 
v.p.  and  chairman  of  executive  com- 
mittee, will  now  devote  efforts  to  . 
Emerson's  government  electronics  di- 
vision. 

•  Charles  L.  Hulswit,  president  and 
director  of  Orange  &  Rockland  Utilities 
Inc.,  Nyack,  N.Y.,  elected  to  board  of 
directors  of  Dynamics  Corp.  of  Ameri- 
ca, N.Y. 

•  Dr.  Lloyd  T.  DeVore,  formerly  gen- 
eral manager  of  Stewart-Warner  Corp.'s 
electronics  division,  to  Hoffman  Elec- 
tronics Corp.,  L.A.,  as  v.p.  and  direc- 
tor of  new  research  division,  Hoffman 
Science  Center.  Center  will  establish 
temporary  quarters  in  Santa  Barbara, 
Calif.,  pending  construction  of  modern 
research  facility. 

•  Thomas  L.  Taggart,  formerly  of 
Douglas  Aircraft  Co.  and  treasurer  of 
Ampex  Corp.,  Redwood  City,  Calif., 
past  five  years,  named  v.p.  and  treas- 
urer of  Ampex. 

•  Richard  W.  Lee  and  William  P. 
Hilliard  named  v.p.'s,  respectively,  of 
engineering  and  research  and  admin- 
istration and  manufacturing  of  Gen- 
eral Precision  Lab  Inc.,  Pleasantville. 
N.Y.,  subsidiary  of  General  Precision 
Equipment  Corp.  Mr.  Lee  was  formerly 
v.p.  and  director  of  firm's  avionic  en- 
gineering division.   Mr.   Hilliard  con- 


tinues as  president  of  company's  manu- 
facturing subsidiary,  Pleasantville  In- 
strument Corp. 

•  Thomas  H.  Moss, 
general  sales  manager 
of  Turner  Co. 
(makers  of  micro- 
phones and  electronic 
d  e  v  i  c  e  s  )  ,  Cedar 
Rapids,  Iowa,  elected 
v.p.  Mr.  Moss  joined 
Turner  in  1952  as  as- 
sistant sales  manager 
and  was  named  jobber  sales  manager 
in  1956. 


Mr.  Moss 


•  Alexander  M.  MacLennan,  64,  re- 
cently retired  assistant  v.p.,  public  rela- 
tions, International  Telephone  &  Tele- 
graph Corp.,  died  Jan.  19  in  Del  Ray 
Beach,  Fla.,  following  heart  attack. 

•  Leonard  J.  Battaglia,  with  RCA 
since  1940,  named  manager,  commun- 
ications marketing  department. 

•  Lewis  E.  Gillingham,  formerly 
marketing  manager  of  RCA  Internation- 
al Div.,  to  Altec  Co.,  L.A.,  as  market- 
ing director  and  advertising  manager. 

•  W.  C.  (Red)  Schultz,  formerly  sales 
manager  of  gas  refrigeration  division, 
RCA  Victor  Distributing  Corp.,  LA., 
appointed  national  field  sales  supervi- 
sor of  consumer  products  division, 
Hoffman  Electronics  Corp.,  LA. 

•  Richard  O.  Bailey,  with  Burroughs 
Corp.,  Detroit,  since  1947,  appointed 
director  of  public  relations,  succeeding 
Edward  Littlejohn,  resigned  to  join 
Standard  Oil  Co.  of  New  Jersey  in 
public  relations  department. 

•  Kenneth  A.  Simons,  with  Jerrold 
Electronics  Corp.,  Phila.,  since  1951, 
appointed  chief  engineer  and  will  head 
research  and  development  program. 

•  Ernest  Lyle,  with  Lansdale  Tube 
Co.,  division  of  Philco  Corp.,  Phila., 
since  1940,  appointed  technical  admin- 
istrative  assistant   to   plant  manager. 
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Other  Lansdale  appointments:  Howard 
Steller  to  manager  of  production  and 
engineering  of  receiving  tube  operation, 
and  Max  Wilcox,  to  chief  engineer  of 
receiving  tube  production  engineering 
group. 

•  Arthur  A.  Snowberger,  formerly 
executive  v.p.,  United  Broadcasting  Co. 
(Richard  Eaton  stations)  who  has  been 
associated  with  Page,  Creutz,  Steel  & 
Waldschmitt  for  last  two  years,  named 
partner  in  Washington  consulting  en- 
gineer firm. 

Allied  Fields 

•  D.  Gordon  Graham,  most  recently 
with  Edward  Gottlieb  &  Assoc.,  N.Y., 
to  Creative  PR  Inc.,  N.Y.  as  account 
executive. 

•  George  Frank,  formerly  senior  ac- 
countant at  Klein,  Hinds  &  Finke,  N.Y., 
to  Theatre  Network  Television  with 
responsibility  for  financial,  legal  and 
administrative  matters. 

•  Colin  Kempner  and  Janet  Sillen, 
study  directors,  Institute  for  Motiva- 
tional Research,  named  research  co- 
ordinator and  director,  women's  prod- 
ucts division,  respectively. 

•  George  Gruskin  resigns  from  Wil- 
liam Morris  agency  after  association  of 
25  years,  last  decade  in  national  radio 
and  tv  department.  Mr.  Gruskin  will 
establish  offices  as  consultant  in  crea- 
tive programming,  sales  and  financing 
of  tv  and  motion  pictures. 

•  Margaret  K.  MacColl,  for  past  two 
years  owner  of  own  public  relations 
firm  and  Fran  Riley,  head  of  own 
publicity-promotion  office  have  com- 
bined to  form  MacColl-Riley  Assoc., 
(public  relations)  232  Madison  Ave., 
Murray  Hill  8-5982,  in  New  York. 

•  Dr.  Eugene  R.  Bertermann,  direc- 
tor of  overseas  operations,  Lutheran 
Hour  program  and  president  of  Na- 
tional Religious  Broadcasters,  named 
executive  director  of  Lutheran  Church- 
Missouri  Synod  Foundation,  effective 
Feb.  15. 

International 

•  J.  Alphonse  Ouimet,  president  of 
Canadian  Broadcasting  Corp.,  suffered 
heart  attack  Jan.  18  and  was  taken  to 
hospital  where  he  was  reported  to  be 
"resting  comfortably."  Mr.  Ouimet's 
duties  were  assumed  by  E.  L.  Bush- 
nell,  who  will  attempt  to  find  solution 
to  strike  of  73  CBC  producers,  which 
began  Dec.  29,  1958. 

•  John  L.  Moore,  formerly  of  CJSP 
Leamington,  Ont.,  to  general  manager 
of  CHLO  St.  Thomas,  Ont. 
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EQUIPMENT  &  ENGINEERING 


NAB  SPOTS  TECHNICAL  GROWTH 

Chicago  affair  to  feature  equipment  news 


Technical  progress  and  new  develop- 
ments in  broadcast  equipment  will  be 
demonstrated  at  the  NAB  convention, 
to  be  held  March  15-18  at  the  Conrad 
Hilton  Hotel,  Chicago. 

Automatic  tv  programming  systems, 
intercity  relays,  stereo,  remote  control, 
multiplex,  transistors  and  weather  radar 
will  be  discussed  at  the  Engineering 
Conference,  to  be  held  concurrently 
with  the  Management-Ownership  Con- 
ference. 

Contracts  for  displays  of  equipment 
in  the  lower  lobby  of  the  hotel  utilize 
extra  space  available  since  the  1957 
convention  at  the  Conrad  Hilton.  Space 
totals  nearly  19,000  square  feet,  over 
20%  more  than  the  combined  equip- 
ment exhibits  at  the  1958  convention 
in  Los  Angeles.  The  1959  meeting  will 
not  have  a  separate  sample-room  floor 
for  programming,  film,  transcription 
and  other  service  exhibits. 

As  of  today,  here  is  how  the  three 
days  of  events  are  scheduled: 

The  engineering  sessions  start  the 
morning  of  Monday,  March  16,  with 
Raymond  F.  Guy,  NBC,  presiding.  Dr. 
George  A.  Town,  executive  director  of 
Television  Allocations  Study  Org.  will 
review  the  findings  of  TASO  tests,  aided 
by  William  L.  Hughes.  Iowa  State  Col- 
lege; Lucien  E.  Rawls,  L.  H.  Carr  & 
Assoc.,  and  Harold  C.  Towlson,  Gen- 
eral Electric  Co. 

James  B.  Thorpe,  president  of  Visual 
Electronics  Corp.,  will  explain  a  build- 
ing-block tv  program  automation  sys- 
tem, and  an  NBC  engineer  will  describe 
automatic  programming  at  WRC  Wash- 
ington. J.  Roger  Hayden,  Dresser- 
Ideco  Co..  will  outline  tower  and  guy- 
wire  vibration  problems.  D.  Pederson, 
RCA,  will  speak  on  tv  antenna  im- 
pedance requirements.  Orrin  W.  Tow- 
ner. WHAS-AM-TV  Louisville,  will 
read  a  paper  on  tower  lighting  and 
marking. 

The  inter-city  reversible  microwave 
relay  built  by  Jefferson  Standard  Broad- 
casting Co.  will  be  described  by  M.  J. 
Minor.  WBTV  (TV)  Charlotte,  N.C. 
Lynn  R.  Zellmer,  General  Electric  Co., 
will  speak  on  semi-conductor  transmit- 
ter plate  supplies. 

Emil  P.  Vincent,  ABC,  will  open  the 
Tuesday  program  with  a  discussion  of 
stereophonic  broadcasting  and  Fred- 
erick Chassey.  WFLN  Philadelphia,  will 
go  into  stereo  mixing  problems.  Jay 
Blakesley.  Gates  Radio  Co..  will  review 
spot  tape  recorder  operations. 

Harold  L.  Kassens.  FCC  Broadcast 


Bureau,  will  analyze  FCC's  action  on 
applications  for  remote  control  of  direc- 
tional stations.  Dwight  Harkins, 
Harkins  Radio,  will  trace  multiplex  de- 
velopments. A  paper  on  transistors  by 
R.  N.  Hurst  and  John  W.  Wentworth, 
RCA,  will  be  read  by  Mr.  Wentworth. 

Engineering  delegates  will  take  part 
in  the  Monday  and  Tuesday  manage- 
ment luncheons  and  the  annual  FCC- 
industry  question  -  answer  forum 
Wednesday  morning.  At  the  engineer- 
ing luncheon  Wednesday  the  first  NAB 
Engineering  Award  will  be  presented  to 
John  T.  Wilner,  Hearst  Radio. 

The  final  technical  session  Wednes- 
day afternoon  will  open  with  a  panel 
on  videotape  standards  and  operational 
problems.  R.  Craig  Christie,  Collins 
Radio  Co.,  will  speak  on  radar  weather- 
casting.  Dr.  George  H.  Brown,  RCA 
chief  engineer,  will  read  a  paper  on 
simplified  methods  of  array  design  to 
obtain  a  desired  directive  pattern.  Her- 
bert R.  More,  Kleigl  Bros.,  will  describe 
a  high-power  transistor  dimmer. 

Film,  program,  transcription  and 
other  service  firms  holding  NAB  asso- 
ciate membership  will  be  assigned  hos- 
pitality suites  around  the  hotel. 

Those  showing  broadcast  equipment 
in  the  convention's  exhibition  hall  are 

Adler  Electronics;  Alford  Mfg.  Co. 
Ampex  Corp.;  Caterpillar  Tractor  Co. 
Century  Lighting;  Collins  Radio  Co. 
CONRAC  Inc.;  Continental  Electronics 
Mfg.  Co.;  Dresser-Ideco  Co.;  Gates 
Radio  Co.;  General  Electric  Co.;  Gen- 
eral Electronic  Labs.;  General  Precision 
Lab.;  General  Radio  Co. 

Harwald  Co.;  Hughey  &  Phillips;  In- 
dustrial Transmitters  &  Antennas;  Kahn 
Research  Labs.;  Kleigl  Bros.;  Phelps 
Dodge  Copper  Products;  RCA;  Ray- 
theon Mfg.  Co.;  Schafer  Custom  Engi- 
neering; Sarkes  Tarzian  Inc.;  Tele- 
chrome  Mfg.  Corp.;  TelePrompTer 
Corp.;  Telescript-CSP  Inc.;  Tower  Con- 
struction Co.;  Utility  Tower  Co.;  Visual 
Electronics  Corp.;  Minneapolis-Honey- 
well Regulator  Co.;  Progromatic  Broad- 
casting Service;  Standard  Electronics 
division  of  Radio  Engineering  Labs; 
Foto-Video  Laboratories. 

Cold  tube  developed 

The  Dept.  of  Defense  announced  last 
week  development  of  a  cold  radio  tube 
which  is  considered  the  first  major 
breakthrough  in  basic  tube  design  in 
more  than  30  years.  The  heatless  tube 
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In  Denver  the  influence  station  is 
KOSI.  Because  KOSI  has  listener 
loyalty— and  the  folks  with  money 
to  spend.  They  respond  to  KOSI 
advertisers— and  buy  merchandise  and 
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by  more  people! 

Nielsen  (Spring  '58)  shows  12.5% 
more  TV  homes.  Refigure  your  cost 
per  thousand!  Base  it  on  ratings  x 
Nielsen! 

KTBS-TV  is  seen  by  more  than  a 
million  people  with  more  than  1.5 
billion  dollars  to  spend  in  this  oil- 
rich  four-state  market. 
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gle  TV  buy  that  can  give  I1UU 
you  full  coverage  of  this  in  ft 
rich  four-state  market.  Abu 
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was  developed  by  the  Army  Signal  Re- 
search &  Development  Lab,  Fort  Mon- 
mouth, N.J.,  and  Tung-Sol  Electric  Inc. 
"In  the  future  radio  and  tv  sets  equipped 
with  cold  tubes  may  rarely  if  ever  need 
replacements,"  the  announcement  said. 
The  tube  consists  of  a  tiny  nickel  cylin- 
der coated  with  dried  milk  of  magnesia, 
the  Army  said.  It  uses  less  than  one- 
tenth  the  power  of  a  standard  radio 
tube  and  requires  no  warmup  period. 

Dick  Tracy  in  space 

Entire  electronic  circuits  no  bigger 
than  a  cough  drop  may  cut  down  the 
electronic  gear  in  missiles  and  space 
satellites  to  one-tenth  their  present 
bulky  size,  RCA  President  John  L. 
Burns  said  last  week.  Addressing  RCA 
distributors  in  San  Francisco,  Mr.  Burns 
declared  entire  assemblies  of  transistors, 
wiring  and  other  elements  have  been 
compressed  into  micromodules.  This  is 
part  of  a  two-year,  $5  million  develop- 
ment contract  with  the  U.S.  Army  Sig- 
nal Corps,  he  said.  Mr.  Burns  told  his 
distributors  that  electronics  sales  to  busi- 
ness and  industry  was  expected  to 
increase  bv  27%  in  1959. 

Advertisement 

"WLCX  Kicks  Off  With  CCA" 

In  a  letter  to  Mr.  Boyd  Lawlor,  Mid-West 
Sales  Manager,  of  Community  Club  Serv- 
ices Inc.,  Mr.  Joe  Rohrer,  President  & 
Manager  of  Radio 
Station  WLCX,  La 
Crosse,  Wisconsin, 
stated  the  following: 
"We  are  just  getting 
underway  with  our 
Community  Club 
Awards  Campaign. 
It  looks  as  if  Com- 
munity Club  Awards 
will  be  a  big  success 
in  La  Crosse. 
We  have  heard  about 
Community  Club 
Awards  for  several 
years  from  other  sta- 
tion managers,  and 
without  exception,  they  give  it  their  recom- 
mendation. It  appears  to  be  the  answer  to 
a  radio  station's  requirements  for  a  well 
planned  promotion  and  sales  campaign 
with  a  bonus  of  excellent  public  relations 
and  public  service.  It  should  produce  some 
happy  advertisers. 

Perhaps  we  should  apologize  for  giving 
you  such  a  workout.  You  were  willing  and 
we  were  eager!  An  ordinary  man  has  trou- 
ble just  keeping  up  with  you.  Not  that  you 
use  pressure  either,  it  is  just  a  smooth  flow 
of  logical  facts  with  all  the  answers. 
The  way  it  adds  up  for  Community  Club 
Awards  is  to  take  a  good  station,  a  good 
market,  mix  them  up  and  it  should  be  noth- 
ing but  good! " 


MR.  ROHRER 


COMMUNITY  CLUB 
AWARDS 


PENTHOUSE  SUITE 

527  Madison  Avenue 
New  York  22,  N.  Y. 
Phone:  PLaza  3-2842 


Ampex  grows  up  •  Ampex  Corp., 
the  medium-sized  Redwood  City, 
Calif.,  electronics  firm  until  1956 
when  it  unveiled  its  videotape  re- 
corder at  the  NAB  convention, 
moved  into  the  big  league  last  week 
when  for  the  first  time  it  was  listed 
on  the  big  board  on  the  New  York 
Stock  Exchange. 

Opening  price  was  $68  when  the 
name  went  up  for  the  first  time  last 
Monday.  On  Thursday  it  closed  at 
$68V2. 

The  common  stock  of  the  mag- 
netic tape  recorder  manufacturer  was 


also  admitted  to  trading  on  the  Pa- 
cific Coast  Stock  Exchange,  San 
Francisco. 

Ampex  was  established  in  1946 
with  12  employes.  Today  the  firm 
employs  approximately  3,000.  There 
are  more  than  5,200  shareholders  of 
its  1.8  million  outstanding  common 
shares.  In  its  annual  report  for  the 
fiscal  year  ending  April  30,  1958, 
Ampex  reported  consolidated  net 
earnings  of  $1.54  million. 

Before  admission  to  the  New  York 
Stock  Exchange,  Ampex  was  traded 
over  the  counter.  It  sold  at  $27% 
the  day  before  VTR  was  first  shown 
in  April  1956.  The  stock  was  split 
2Vi-for-l  last  year,  which  means 
that  a  person  who  bought  Ampex 
at  the  old  price  in  1956  would  now 
have  stock  valued  at  $170.25  per 
share. 

On  the  floor  of  New  York  ex- 
change (in  picture  above)  G.  Keith 
Funston  (1),  NYSE  president,  and 
George  I.  Long  (c),  Ampex  presi- 
dent, compare  ticker  tape  wtih  video 
tape  at  a  ceremony  marking  the 
first  day's  listing  on  market.  With 
them  is  James  C.  Kellogg  III,  Spear, 
Leads  &  Kellogg,  New  York  stock 
specialists. 


Japan's  radio  exports 
to  America  on  increase 

Nearly  one  million  Japanese  transis- 
tor radios  entered  the  United  States  in 
three  months  last  autumn.  This 
amounted  to  one-third  of  the  more  than 
2.95  million  non-auto  radio  sets  pro- 
duced by  American  manufacturers  in 
the  same  period. 

Official  Dept.  of  Commerce  figures 
show  that  Japanese  radio  imports  are 
increasing  at  a  fast  pace  but  so  far  tv 
imports  are  only  a  trickle. 

Japanese  radio  imports  by  the  U.S. 
totaled  1,899,574  receivers  (valued  at 
$12.8  million)  in  the  first  nine  months 
of  1958,  according  to  commerce  fig- 
ures. This  nine-month  total  more  than 
doubles  1957's  figure  when  642,334 
Japanese  radios  (valued  at  $5.3  million) 
were  imported. 

Japan's  electronics  industry  reported 
production  valued  at  $333  million  in 
the  first  nine  months  of  1958,  24% 
above  the  same  1957  period.  The  com- 
merce study,  compiled  from  reports 
prepared  by  the  American  embassy  in 
Tokyo,  showed  that  production  of  con- 
sumer electronic  products  and  semi-con- 
ductors in  the  first  three  months  of 
1958  exceeded  the  entire  1957  output. 

Japanese  exports  of  tv  receivers  and 
chassis  rose  from  6,116  units  (valued 
at  $266,800)  in  1957,  to  10,802  units 
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(valued  at  $632,800)  in  the  first  nine 
months  of  1958. 

Total  production  of  Japanese  radio 
receivers  numbered  3,357,100  units 
(valued  at  $65  million)  in  the  first  nine 
months  of  1958  compared  to  3,685,000 
units  (valued  at  $72  million)  in  1957. 

Electronics  to  add 
over  billion — Burns 

The  expanding  electronics  industry 
will  continue  to  flourish  in  1959  and 
business  is  expected  to  climb  from  near- 
ly $14  billion  in  1958  to  "well  over" 
$15  billion  this  year,  according  to  John 
L.  Burns,  RCA  president.  In  a  state- 
ment issued  during  a  Chicago  meeting 
of  RCA's  consumer  products  officials 
and  distributors,  he  said  the  electronics 
industry's  growth  is  being  accelerated 
by  "dramatic  innovations"  in  products 
for  defense,  business,  industry  and  the 
home.  He  called  the  consumer  prod- 
ucts market  "a  big  one,"  and  added: 

"It  is  estimated  that  factory  sales  of 
consumer  products  in  1959  will  increase 
by  at  least  7%  over  the  1958  volume  of 
$1.6  billion.  Sales  of  phonographs  and 
tape  recorders  will  be  considerably 
higher  with  the  growing  shift  to  hi-fi 
and  stereo  instruments." 

Mr.  Burns  asserted  that  "color  tele- 
vision is  ready,  color  is  right,  color  is 
here." 
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Go:  water  foams  at  flip  of  Johnson  outboard  switches  Sea  of  suds  readies  ton  of  laundry  for  giant  hamper  (rear) 


DOWN  TO  THE  SEA  WITH  SUDS 


County  Fair,  NBC-TV's  daytime 
stunt  show  (Mon.-Fri.,  4:30-5  p.m.), 
does  things  in  a  big  way,  as  witness  the 
"world's  largest  washing  machine" 
episode  broadcast  Jan.  12. 

The  idea  was  that  a  couple  who  had 
won  a  week's  series  of  contests  on  the 
show  were  to  be  flown  from  New  York 
to  Cypress  Gardens,  Fla.,  to  wash  a  ton 
of  laundry  in  an  outdoor  swimming 
pool.  The  cleaning  agent:  Wisk  liquid 
detergent,  a  sponsor  on  the  show. 

The  pictures  show  what  was  involved: 
the  Cypress  Gardens  pool,  built  in  the 
shape  of  the  state  of  Florida  and  con- 
taining 80,000  gallons  of  water:  four 
Johnson  Sea-Horse  outboard  motors  as 
agitators;  four  gallons  of  Wisk;  a  spe- 


cially-built laundry  hamper  10  ft.  high, 
8  ft.  wide  and  6  ft.  deep;  a  ton  of  dirty 
laundry  collected  from  hotels,  motels 
and  commercial  laundries  in  the  area. 

It  worked.  Suds  3  ft.  deep  covered 
the  2,200  sq.  ft.  area  in  less  than  two 
minutes.  Filming  of  wide  overhead  shots 
was  done  from  a  60-ft.  tower  that  was 
erected  originally  at  Cypress  Gardens 
to  shoot  an  Esther  Williams  movie  some 
years  ago. 

The  stunt  involved  1 1  Vz  minutes  of 
air  time,  and  Wisk  liked  it  so  well  that 
it's  had  a  1 -minute  commercial  extracted 
for  additional  airing. 

The  giant  wash  was  set  up  through 
Gale-Gernnant,  packager  firm,  and 
BBDO,   agency   for   Wisk.  Technical 


crews  made  three  trips  to  Florida  in 
advance  of  the  actual  shooting  and 
"pre-tested"  the  stunt  in  a  smaller  pool 
before  the  "live  take"  was  filmed.  That 
"take"  took  three  days.  Not  the  least 
of  the  hazards  was  weather,  as  Florida 
was  suffering  from  rain  a  good  part  of 
the  time. 

They  got  it  into  the  can  before  air 
time,  but  not  enough  before  to  get  the 
film  back  to  New  York.  The  segment 
was  fed  into  the  network  line  from 
Jacksonville,  where  NBC-TV  is  affili- 
ated with  WFGA-TV. 

Bill  Ballard  and  Bob  Ellis  of  BBDO 
represented  the  client  and  the  agency  in 
working  with  Herb  Landon,  executive 
producer  for  the  program. 
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Three  for  four  •  KGW  Portland, 
Ore.,  hired  a  chimpanzee  to  lead 
two  models  in  a  "saturation"  tour 
of  downtown  Portland,  giving  away 
balloons  and  candy  that  proclaimed 
KGW's  "Sound  62  (620  kc),  Fourth 
Dimension  Radio." 

The  Fourth   Dimension  buildup 


started  four  weeks  ahead  of  time  in 
an  all-out  local  schedule  of  air  an- 
nouncements by  the  station  man- 
ager, bus  cards,  daily  television  spots, 
daily  newspaper  ads  and  double  bill- 
boards. Christmas  shoppers  got  free 
rides  on  three  KGW  "shoppers' 
special"  buses. 

While  promoters  and  programmers 
explored  new  dimensions  in  their  de- 
partments, the  KGW  engineers  went 
to  work  and  came  up  with  an  im- 
proved signal.  The  Fourth  Dimen- 
sion sound  debuted  Jan.  9  with  new 
station  personalities,  big-band  jingles, 
stepped-up  news  operation  and  a 
"KGW  Dollars"  promotion,  award- 
ing up  to  $1,000  a  day  to  listeners. 

Brains  behind  the  Fourth  Dimen- 
sion were  Fred  Von  Hofen,  station 
manager;  Bob  Franklin,  promotion 
director;  Don  Porter,  program  di- 
rector, and  Jackson  Fleming,  local 
sales  manager. 


Listen,  look  and  call  police 

Hot  car  reports  are  going  like  the 
proverbial  hot  cakes  on  WHB  Kansas 
City.  Stolen  car  broadcasts  on  Eddie 
Clarke's  morning  show  produced  such 
results  that  WHB  has  added  a  second 
"hot  car"  report  each  day  on  the  4-7 
p.m.  Top  40  Show.  The  Kansas  City 
Police  Dept.  credits  WHB  with  the  fast 
recovery  of  several  stolen  autos  in  a 
few  weeks,  the  station  reported. 

Farflung  salesmen  see  preview 

When  a  sponsor's  employes  are 
spread  out  over  many  counties  and  he 
can't  bring  them  in  to  preview  his  new 
film  property,  what's  the  best  solution? 
That  problem  confronted  Steffen's  Dairy 
Foods  of  Wichita,  which  bought  Rescue 
8  on  KTVH  (TV)  Hutchinson- Wichita. 

The  answer,  as  suggested  by  the  sta- 
tion, was  an  advance  promotion  blast, 
including  2,000  handbills,  direct  mail 


pieces,  program  bulletins — and  a  special 
Sunday  morning  preview  for  employes. 
Thus,  the  day  before  the  film  series 
bowed,  a  sustaining  show  was  pre- 
empted for  the  special  half-hour  syn- 
dicated showing  plus  a  15-minute  an- 
nouncement talk  to  employes  (8:45- 
9:30  a.m.). 

Announcing  it  to  employes  (and  other 
viewers),  station  officials  and  local  and 
area  fire  department  representatives 
joined  sponsor  executives  in  KTVH  stu- 
dios to  announce  and  view  the  series 
themselves. 

Chicagoans  want  space  news 

A  new  "space  age  news  map,"  pub- 
lished by  Rand  McNally  &  Co.  and  of- 
fered by  WNBQ  (TV)  and  WMAQ  Chi- 
cago as  a  public  service,  drew  over 
5,000  requests  from  listeners-viewers 
over  a  10-day  period.  The  maps  were 
originally  printed  by  Rand  McNally  to 
sell  for  $1,  and  made  available  to  sta- 


tions in  Chicago  and  other  major  mar- 
kets for  distribution  to  listeners  and 
viewers  for  25  cents  to  cover  postage 
and  handling.  Included  on  the  map: 
information  and  diagrams  about  the 
International  Geophysical  Year,  earth 
satellite  programs  and  new  weapons  for 
the  space  age,  a  polar  map  of  the  world 
and  various  geographical  areas. 

BFR  group  all  over  capitol 

The  BFR  Stations  of  South  Dakota 
spread  their  call  letters  around  the 
state  capitol  while  giving  full-scale  re- 
mote coverage  of  the  governor's  in- 
auguration and  legislature  opening. 
The  outlets  (KELO-TV  Sioux  Falls. 
KPLO-TV  Reliance  and  KDLO-TV 
Florence)  installed  a  complete  closed- 
circuit  operation  in  the  state  capitol  at 
Pierre,  with  tv  sets  placed  strategically 
in  the  building  so  overflow  crowds 
could  watch  the  inauguration  and  ac- 
tivities of  inauguration  week.  KSO 
Des  Moines  and  WLOL  St.  Paul  (also 
in  the  BFR  group)  are  providing  news 
of  the  Iowa  and  Minnesota  legislatures, 
respectively,  for  airing  on  KELO. 

WISN-TV  spices  film  package 

Promotion  with  an  Italian  flavor  was 
served  up  by  WISN-TV  Milwaukee  for 
the  premiere  movie  of  its  new  feature 
film  package.  Key  advertising  executives 
in  the  area  were  treated  at  home  to 
pizza  a  few  minutes  before  Italian 
movie  actresses  Sophia  Loren  and  Sil- 
vana  Mangano  appeared  in  "Gold  of 
Naples"  on  the  WISN-TV  channel. 

The  pizza  dinners  followed  up  per- 
fumed letters  which  arrived  earlier  to 
urge  the  admen  to  "please  stay  home 
this  Saturday  night,"  and  signed,  "See 
you  on  WISN-TV— Sophia." 

WJHO  solves  p.a.  crisis 

A  crisis  which  occurred  only  hours 
before  dedication  ceremonies  of  a  new 
$1  million  high  school  in  Opelika,  Ala., 
was  smoothed  over  by  WJHO,  that  city, 
which  broadcast  the  event  from  the 
school's  auditorium.  School  officials 
were  "slightly  chagrined,"  WJHO  said, 
to  learn  that  the  auditorium  had  not 
been  equipped  with  a  public  address 
system.  WJHO  saved  the  day  by  pick- 
in  j  up  its  own  broadcast  on  the  school's 
am  tuner  and  feeding  it  through  the  in- 
tercom system  to  every  speaker  in  the 
building,  including  the  auditorium.  The 
time  lapse  was  less  than  one  micro- 
second, WJHO  estimates. 

Prizes  aid  rise  of  South 

For  copping  first  prize  in  WSM-TV 
Nashville's  sales  contest,  David  Grimm, 
account  executive  for  the  Edward  Petry 
Co.,  station  representative,  was  pre- 
sented a  commission  as  Colonel  in  the 
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Confederate  Army  by  Hi  Bramham, 
commercial  manager  of  the  station. 
Second  prize  in  the  competition  was 
$500 — in  Confederate  money. 

KMBC-AM-TV  contest  swings 

With  three  weeks  until  deadline, 
KMBC-AM-TV  Kansas  City  staffers 
are  sorting  entries  in  the  tripartite 
"Swing  Girl"  contest.  Winners  in 
separate  art,  copy  and  media  divisions 
of  the  competition  will  have  their  choice 
of  week  vacations  in  New  York  or  Las 
Vegas.  Victors  will  be  named  March  1. 
The  contest  is  named  for  "the  girl  on 
the  swing"  featured  in  the  stations' 
advertisements.  Goal  of  the  art  con- 
test is  to  develop  a  fresh  treatment  for 
the  KMBC  "Swing  Girl."  Copy  con- 
test: suggest  a  campaign  theme  for 
trade  advertising.  Media  contest: 
mediamen  are  asked  to  prove  why 
they'd  use  KMBC-KFRM  (FM)  Radio 
and  KMBC-TV  as  basic  stations  in 
Kansas  City. 

Snow  melts  sales  resistance 

KPIX-TV  San  Francisco  credits  a 
promotion  on  the  theme  of  "Snow  Falls 
in  Maiden  Lane"  with  helping  to  sell 
out  all  advertising  time  in  three  fea- 
ture Paramount  film  programs  on  the 
station.  The  Maiden  Lane  Assn.,  a 
group  of  business  establishments  in  San 
Francisco,  cooperated  in  advancing  the 
"snow"  theme  by  decorating  their  shops 
with  wintry  scenes;  restaurants  and  bars 
featured  snow  highballs  and  martini 
sno-cones.  The  station  itself  created  a 
miniature  of  the  familiar  Paramount 
snow-capped  mountain  by  bringing  in 
24  tons  of  snow.  At  a  kick-off  party  on 
Jan.  7.  promotional  features  included 
models  clad  in  bathing  suits  and  fur 
pieces,  Alaska  huskies,  a  skier  and  a 
snowball  fight. 


Magnetic  look  •  Pre-tested  for 
eye-attraction  and  identity-reten- 
tion qualities  the  "V  for  Video- 
tape" is  one  of  the  symbols  being 
distributed  by  the  tape  developer. 
Ampex  Corp.,  to  VR-1000- 
equipped  stations  for  promotion 
of  local  recording  and  playback 
services. 


•  Drumbeats 

•  It's  North  vs.  South  in  the  latest  race 
for  record  in  marathon  broadcasting, 
launched  on  Jan.  20.  Two  Florida  d.j/s 
— Red  Evans  of  WTAL  Tallahassee  and 
Dave  Hunter  of  WZRO  Jacksonville 
Beach — are  competing  against  each 
other  and  also  with  d.j.  Peter  Tripp  of 
WMGM  New  York  in  an  effort  to  ex- 
ceed a  record  of  7  days  and  19  hours 
claimed  for  Mr.  Hunter  last  August. 

•  KRCA  (TV)  Los  Angeles  is  celebrat- 
ing its  10th  birthday  by  broadcasting 
pictures  and  news  from  a  10-year-old 
edition  of  the  L.  A.  Examiner.  Viewers 
who  identify  themselves  in  the  old  news 
get  prizes. 

o  WLWA  (TV)  Atlanta,  Ga..  calls  at- 
tention to  its  "Tower  of  Stars"  in  a 
mailing  piece  featuring  a  pair  of  opti- 
cal-illusion spectacles  captioned,  "Look 
what  you're  missing."  Copy  behind  the 
fake  eyes  lists  market  and  coverage 
data  and  describes  WLWA's  "traveling 
wave"  tower. 

•  Guests  at  a  preview  luncheon  of  Al- 
coa Presents  (ABC-TV)  found  note- 
taking  lighter  than  usual.  Alcoa  pre- 
sented each  with  an  aluminum  clip- 
board equipped  with  aluminum  pen. 
aluminum  pencil  and  aluminum-cov- 
ered publicity  kit. 

o  A  total  584  - stations  have  pledged 
more  than  11,000  spots  in  the  NAB 
"Look  for  a  Room  With  a  Radio"  cam- 
paign, aimed  at  traveling  listeners.  Some 
have  tied  in  motel-hotel  commercial 
schedules. 

•  KXOK  St.  Louis  got  5.000  lipstick 
kisses  in  a  20-day  lip-imprint  contest 
conducted  by  Gentleman  Jim  Bradley, 
d.j.  More  than  1.200  KXOK  listeners 
entered  d.j.  Jack  Elliott's  beard-naming 
competition,  vying  for  electric  shaver 
prizes  with  such  descriptions  as  "Mus- 
sen-Tuchit,"  "Old  Faceful"  and  '"Mug- 
Rug." 

•  KREM  Spokane.  Wash.,  equates 
good  works  with  "Good  Words."  Ro- 
tating such  keywords  as  "crusade  aider" 
(promoting  United  Givers  Fund), 
"smile"  and  others  plugging  general 
good  will  or  specific  charities,  KREM 
awards  cash  to  listeners  who  answer  the 
telephone  with  the  Good  Word. 

o  A  feature  of  the  annual  meeting  of 
the  Fresno  (Calif.)  County-City  Cham- 
ber of  Commerce  on  Feb.  6  will  be  a 
sound-on-film  presentation  of  the  cham- 
ber's activities  in  1958  from  KFRE-TV 
Fresno.  The  film  is  an  annual  public 
service  project  of  KFRE-TV. 

o  Rex  Dale.  d.j.  at  WAMP  Pittsburgh, 
conducted  his  afternoon  record  show  in 


an  iron  lung  for  three  days  to  raise 
$2,100  for  the  March  of  Dimes, 
o  WAYE  Baltimore  is  sending  out  free 
copies  of  its  February  program  guide  in 
exchange  for  contributions  to  the  March 
of  Dimes. 

•  CJON-AM-TV  St.  John's,  New- 
foundland, has  issued  the  second  in  a 
series  of  long-play  discs  of  "Newfound- 
land Folk  Songs,"  sung  by  the  CJON 
Glee  Club.  The  Glee  Club  is  main- 
tained by  the  CJON  stations  on  a  con- 
tinuing basis. 

•  A  daily  reminder  of  WDIA  Memphis. 
Tenn..  is  in  homes  of  12,500  listeners. 
The  1959  edition  of  the  station's  annual 
12-page  ""Historic  Almanac  Calendar" 
(25  cents)  has  been  mailed  to  Negro 
listeners  in  a  six-state  area. 

«  Frank  Sinatra,  often  cool  to  report- 
ers, made  himself  available  for  a  tele- 
phone interview  with  a  nighttime  disc 
jockey  of  WIRL  Peoria,  111.  Stan  Major 
of  WIRL  snagged  the  star  on  a  Holly- 
wood movie  set  and  taped  a  five-minute 
interview  for  broadcast  with  a  new 
Sinatra  album. 

Parade  on  four  tv  channels 

St.  Paul's  (Minn.)  annual  winter 
carnival  parade  this  year  will  be  covered 
live  by  all  four  Twin  Cities  tv  stations. 
WCCO-TV,  in  addition  to  its  Jan.  31 
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Cubist  sculptor  •  Milt  Spencer, 
news-sports  personality  of  WFLA- 
TV  Tampa-St.  Petersburg,  Fla., 
clears  away  chips  from  the  "World's 
largest  ice  cube,"  placed  downtown 
by  WFLA-AM-TV  for  the  First 
Annual  Florida  Snow  Carnival,  mer- 
chants' promotion. 

Broadcast  audiences  and  down- 
town shoppers  were  asked  to  guess 
how  long  the  cube  (512  cubic  feet, 
17  V2  tons)  would  last  under  the 
Florida  sun.  A  total  of  4,721  re- 
sponded to  a  week  and  two  days  of 
air  promotion,  the  winner  guessing 
within  1:30  minutes  of  actual  melt 
time,  which  was  two  days,  two  hours, 
57:14  minutes.  The  estimate  was 
worth  a  trip  to  Paris  for  the  winner 
and  her  husband. 


The  ice  cube  promotion  was  de- 
veloped for  the  Tampa  Downtown 
Merchants'  Assn.  event  by  John 
Alexander,  WFLA  radio  manager, 
and  Byron  Taggart,  radio-tv  promo- 
tion manager. 


parade  pickup,  plans  an  hour-long 
carnival  preview.  Other  stations  par- 
ticipating will  be  KSTP-TV,  KMSP-TV 
and  WTCN-TV. 

Television  stars  scheduled  for  appear- 
ances at  the  winter  event  include  per- 
formances of  CBS-TV's  Jimmy  Dean 
Show,  George  Montgomery,  star  of 
NBC-TV's  Cimarron  City  series,  and 
Ronnie  Burns  of  the  NBC-TV  George 
Burns  Show. 

Long  distance  movie  promotion 

WCKR  Miami  reached  5,000  miles 
across  the  Atlantic  to  produce  a  movie 
commercial.  The  special,  live  spot  an- 
nounced the  opening  of  the  British  film, 
"A  Night  to  Remember,"  in  three  the- 
atres owned  by  Florida  State  Theatres. 
Two  days  before  the  movie  opened,  Di- 
ane and  Dick  Osborne  of  WCKR's  Mi- 
ami After  Dark  program  called  the  film's 
producer  in  Belfast,  Ireland,  to  inter- 
view him  on  production  techniques  of 
recreating  the  Titanic  ship  disaster,  sub- 
ject of  the  movie.  Peak  crowds  came  to 
the  three  theatre  openings,  WCKR  re- 
ports. 

WCCO  lands  editors'  help 

Newspaper  editors  in  the  five-state 
area  served  by  WCCO  Minneapolis  are 
cooperating  in  station-sponsored  con- 
test to  find  the  ice  fishing  champions  of 
the  Northwest.  Fishermen  enter  the 
event  by  registering  catches  with  the 
editors  of  their  hometown  newspapers, 
who  complete  the  entry  blanks  and  for- 
ward them  to  WCCO.  Contest  details 
and  progress  are  broadcast  daily  on  the 
10:15  p.m.  sports  show,  Outdoor  Re- 
port. WCCO  will  award  $50  savings 
bonds  to  winners  in  each  of  three  classes 
and  merchandise  prizes  to  others. 


WKBW-TV  rep  issues  factbook 

Avery-Knodel  Inc.,  N.Y.,  released 
last  week  a  report  entitled  "Facts  about 
WKBW-TV  New  Tv  Giant  in  Buffalo." 
The  presentation  describes  the  ch.  7 
station's  market  coverage,  transmitting 
facilities,  promotion  campaigns  offered 
and  advertising  advantages.  It  makes  a 
comparison  of  all  Buffalo  television  sta- 
tions according  to  costs  and  coverage. 
The  report  may  be  obtained  from  the 
station  representative's  home  office,  720 
Fifth  Ave.,  New  York  City.  WKBW- 
TV  is  completing  its  second  month  on 
the  air. 

Parlay  at  the  summit 

You   are  cordially  informed 
of  a 

Parlay  at  the  Summit 
whereat  will  be  promulgated 
matters  of  highest  importance 
affecting  Proces  Verbal, 
Aides  Memoir e,  Protocol, 
Precedence,   N on-Belligerent 
Measures  Short  of  War,  Show 
of  Force,  Jurisdiction  of 
States,  Boundaries  and  Servitudes. 

and  other  matters. 
Thus  formally  WIS-TV  Columbia, 
S.C.,  announces  its  new  1,526-ft.  tower, 
which  is  expected  to  double  coverage. 
Inside  the  fold  of  the  announcement  is 
a  glossary  explaining:  "Proces  Verbal  is 
the  process  by  which  WIS-TV  gets 
words  and  pictures  (not  to  mention  mu- 
sic) into  the  minds  of  South  Carolina's 
richest  buying  audience."  The  "jurisdic- 
tion of  states"  is  a  coverage  map,  while 
"Aides  Memoire  [is]  a  diplomatic  de- 
vice .  .  .  aiding  the  buying  memory  of 
nearly  2.5  million  people."  The  "sum- 
mit" is  taller  than  the  Empire  State 
Building,  the  Eiffel  Tower  and  the  Pyra- 
mid of  Cheops,  Egypt. 
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FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 
Jan.  15  through  Jan.  21:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup.  Explanation  of  abbreviations  on  page  103. 


New  Tv  Stations 

APPLICATION 

New  Orleans,  Louisiana— Coastal  Television 
Company.  New  request  for  STA  to  operate 
on  ch.  13  in  New  Orleans,  La.,  subject  to 
condition  that  operation  on  ch.  13  shall 
cease  at  such  time  as  regularly  authorized 
tv  service  commences  in  New  Orleans  on 
ch.  12,  hut  in  no  event  is  to  continue  beyond 
time  of  commencement  of  operation  on  ch. 
13  at  Biloxi,  Miss.,  in  association  with 
Supreme  Broadcasting  Co.  or  Oklahoma 
Television  Corp.,  or  both.  Announced  Jan. 
15. 

Existing  Tv  Stations 

ACTION  BY  FCC 
WJMR-TV  New  Orleans,  La— Modified 
Dec.  17  grant  for  temporary  operation  on 
ch.  13  until  Jan.  31,  in  view  of  withdrawal 
by  Oklahoma  Television  Corp.  and  Coastal 
Television  Co.  of  their  objections  to  such 
interim  operation.  All  three  are  competitors 
for  ch.  12  in  New  Orleans.  Announced  Jan. 
15. 

New  Am  Stations 

APPLICATIONS 

Union  Springs,  Ala. — E.  H.  Eiland  Jr.  1410 
kc,  500  w  D.  P.O.  address  345  Whetston 
Drive,  Montgomery,  Ala.  Estimated  con- 
struction cost  $11,991,  first  year  operating 
cost  $23,000,  revenue  $34,000.  Mr.  Eiland, 
sole  owner,  is  employe  of  Firestone  Stores. 
Announced  Jan.  20. 

Raleigh,  N.C.— North  Carolina  Electronics 
Inc.  1550  kc,  5  kw  D.  P.O.  address  356  West 
40th  St.,  New  York  18.  Estimated  construc- 
tion cost  $31,776,  first  year  operating  cost 
$60,000,  revenue  $66,000.  Majority  stock- 
holder John  P.  Gallagher  (97.36%)  owns 
WOOW  Washington,  N.C.  Announced  Jan. 
15. 

Washington,  N.C— North  Carolina  Elec- 
tronics Inc.  1320  kc,  500  w  D.  P.O.  address 
356  West  40th  St.,  New  York  18.  Estimated 
construction  cost  $8,305,  first  year  operating 
cost  $30,000,  revenue  $40,000.  Majority  own- 
er John  Patrick  Gallagher  (97.36%)  owns 
WOOW  Washington,  N.C,  which  has  ap- 
plied for  permission  to  move  to  Greenville, 
N.C.  Mr.  Gallagher  is  vice  president  of 
Visual  Electronics,  New  York.  Announced 
Jan.  15. 

Delphos,  Ohio — Western  Ohio  Bcstg.  Co. 
940  kc,  250  w  D.  P.O.  address  Charles  F. 
Trivette,  Virgie,  Ky.  Estimated  construc- 
tion cost  $22,952,  first  year  operating  cost 
$31,750,  revenue  $42,500.  Equal  partners  are 
Charles  F.  Trivette,  former  majority  owner 
WWKO  Ashland  and  WMLF  Pineville,  both 
Kentucky;  and  Herman  G.  Dotson.  An- 
nounced Jan.  21. 

Smethport,  Pa.— Hamlin  D.  Redfield.  910 
kc,  1  kw  D.  P.O.  address  34  Jackson  Ave., 
Bradford,  Pa.  Estimated  construction  cost 
$50,644,  first  year  operating  cost  $42,000, 
revenue  $49,000.  Sole  owner,  Mr.  Redfield, 
is  former  banker.  Announced  Jan.  20. 

Laredo,  Tex. — Southwestern  Operating  Co. 
1300  kc,  1  kw  D.  P.O.  address  Box  88,  Fort 
Smith,  Ark.  Estimated  construction  cost 
$26,515,  first  year  operating  cost  $40,000,  rev- 
enue $50,000.  Sole  owner  is  Donald  W. 
Reynolds  who  has  controlling  interest  in 
KORK  Las  Vegas,  KLRJ-TV  Henderson. 
KOLO-AM-TV  Reno,  all  Nevada;  KBRS 
Springdale,  KFSA,  KNAC-TV  Fort  Smith, 
both  Arkansas;  KHBG  Okmulgee,  Okla., 
and  KGNS-TV  Laredo.  Announced  Jan.  21. 

Yakima,  Wash. — M  and  W  Co.  940  kc,  250 
w  D.  P.O.  address  216  Mocliff  Rd.,  Ephrata, 
Wash.  Estimated  construction  cost  $5,491, 
first  year  operating  cost  $50,000,  revenue 
$48,000.  Equal  owners  are  Robert  R.  Moore, 
general  manager  KULE  Ephrata,  Wash,  and 
Kenneth  Williams  Jr.,  engineer  at  KOMO 
Seattle.  Announced  Jan.  15. 

Existing  Am  Stations 

ACTIONS  BY  FCC 
WCAS  Gadsden,  Ala. — Granted  applica- 
tion to  change  operation  from  day  to  un- 
limited time  with  500  w-N,  DA-N,  contin- 
uing operation  on  570  kc  with  5  kw  D.  An- 
nounced Jan.  21. 

BROADCASTING,  January  26,  1959 


WEEB  Southern  Pines,  N.C. — Granted  in- 
crease of  power  from  1  kw  to  5  kw,  contin- 
uing operation  on  990  kc  D;  remote  control 
permitted.  Announced  Jan.  21. 

APPLICATIONS 

KGST  Fresno,  Calif.— Cp  to  change  hours 
of  operation  from  daytime  to  unlimited, 
using  power  of  500  w,  1  kw-LS  on  1600  kc. 
Announced  Jan.  20. 

KPOL  Los  Angeles,  Calif.— Cp  to  increase 
daytime  power  from  10  kw  to  50  kw;  change 
from  DA-N  to  DA-DN  (DA-2)  and  install 
new  trans.  Announced  Jan.  16. 

KTOP  Topeka,  Kan.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Announced  Jan.  15. 

WSFC  Somerset,  Ky.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Announced  Jan.  19. 

WNAV  Annapolis,  Md. — Cp  to  increase 
daytime  power  from  1  kw  to  5  kw  and  in- 
stall new  trans,  for  daytime  use  (2  main 
trans.).  Announced  Jan.  19. 

WPLM  Plymouth,  Mass. — Mod.  of  cp  to 
change  hours  of  operation  to  unl.,  using 
power  of  5  kw;  change  from  DA-D  only  to 
DA-ND  (DA-2).  Request  waiver  of  Sec. 
3.28  (c)(3)  of  rules.)  Announced  Jan.  21. 

KDMA  Montevideo,  Minn. — Mod.  of  cp  to 
change  from  DA-DN  (DA-1)  to  DA-N  only. 
Announced  Jan.  15. 

KEY  J  Jamestown,  N.D. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  21. 

WEKR  Fayetteville,  Tenn. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  21. 

KWHO  Salt  Lake  City,  Utah— Cp  to  change 
frequency  from  860  kc  to  1030  kc  and  change 
hours  of  operation  to  unl.,  using  1  kw.  An- 
nounced Jan.  21. 

New  Fm  Stations 

APPLICATIONS 
Darren,  Conn. — Independent  Broadcasting 

Co.  94.3  mc,  0.72  kw.  P.O.  address  Box  1. 
Estimated  construction  cost  $14,299,  first 
year  operating  cost  $20,000,  revenue  $25,000. 
Owners  are  Guilford  E.  Morrell,  Consoli- 
dated Diesel  technician,  Stamford;  Walter 
F.  Ranchinsky,  WNHC  New  Haven  engineer 
(both  28%);  Daniel  V.  Salvatore,  Consoli- 
dated Diesel  test  engineer  (16%);  Grace 
Peters,  American  Cyanamid  chemist  (24%), 
and  Richard  N.  Ross  WNYC  New  York  en- 
gineer (4%).  Announced  Jan.  21. 

Chicago,  111.— Hi-Fi  Bcstg.  Co.  106.7  mc, 
10.8  kw.  P.O.  address  Box  221,  Lebanon, 
Tenn.  Estimated  construction  cost  $9,550, 
first  year  operating  cost  $17,400,  revenue 
$25,000.  Equal  partners  are  William  O.  Barry, 
who  has  50%  interest  in  WFMB  (FM)  Nash- 
ville, Tenn.  and  H.  C.  Young  Jr.,  who  has 
50%  interest  in  WENO  Madison,  Tenn.  An- 
nounced Jan.  21. 

Beaver  Falls,  Pa.— WBVP  Inc.  96.1  mc, 
16.6  kw.  P.O.  address  Box  719.  Estimated 
construction  cost  $19,265,  first  year  operating 
cost  $3,000.  Announced  Jan.  19. 

Spokane,  Wash.— Northern  Pacific  Radio 
Corp.  99.9  mc,  1.96  kw.  P.O.  address  West 
315  Sprague  Ave.  Estimated  construction 
cost  $8,500,  first  year  operating  cost  $2,500, 
revenue  $5,000.  Applicant  is  licensee  of 
KXLY-AM-TV  Spokane.  Announced  Jan.  21. 

Ownership  Changes 

ACTIONS  BY  FCC 

KNOG  Nogales,  Ariz.— Granted  assignment 
of  license  to  Carleton  W.  Morris  (KSUN 
Bisbee,  KAWT  Douglas  and  KHFH  Sierra 
Vista,  all  Arizona);  consideration  $20,000. 
Announced  Jan.  21. 

WCNT  Centralia,  111.— Granted  renewal  of 
license  and  acquisition  of  positive  control 
by  Carson  W.  Rodgers  (now  50%  owner) 
through  purchase  of  remaining  50%  from 
Grace  S.  Rodgers;  consideration  $15,000.  An- 
nounced Jan.  21. 

KRES  St.  Joseph,  Mo.  —  Granted  assign- 
ment of  licenses  to  MacRay  Radio  &  Televi- 
sion Corp.  (Jock  MacGregor,  president): 
consideration  $135,000.  Announced  Jan.  21. 


KCAP  Helena,  Mont.— Granted  assignment 
of  license  to  KCAP  Bcstrs.  Inc.  (Dale  G. 
Moore,  president,  and  three  other  stock- 
holders own  KBMN  Bozeman,  Mont.);  con- 
sideration $40,894.  Announced  Jan.  21. 

KRMW  The  Dalles,  Ore. — Granted  transfer 
of  control  from  Oliver  B.  Earl  to  Inland 
Broadcast  Co.  (KWEI  Weiser  and  KAYT 
Rupert,  Idaho);  consideration  $35,000.  An- 
nounced Jan.  21. 

KLGN  Logan,  Utah — Granted  assignment 
of  license  to  KLGN  Radio  Inc.  (F.  G.  Ziser, 
president);  consideration  $52,500.  Announced 
Jan.  21. 

WMOD  Moundsville,  W.  Va.  —  Granted 
transfer  of  control  from  Donald  W.  Leven- 
son  to  John  T.  Taylor  (now  34%  owner); 
consideration  $19,900  for  60%  interest;  Lev- 
enson  selling  his  remaining  6%  interest  to 
G.  Thomas  Gall  for  $3,500.  Announced  Jan. 
21. 

APPLICATIONS 

KUEQ  Phoenix,  Ariz. — Seeks  assignment 
of  license  from  Q  Broadcasting  Co.  to  Dy- 
namic Communications  Inc.  for  $240,000.  Sole 
owner  of  Dynamic  Communications  is  Car- 
son E.  Cowherd,  Kansas  City,  Mo.,  real 
estate  man.  Announced  Jan.  21. 

KBBA  Benton,  Ark. — Seeks  assignment  of 
control  from  Benton  Bcstg.  Service,  partner- 
ship, to  Benton  Bcstg.  Service  Inc.  Sam  P. 
Bridges  and  Mrs.  Bridges  (50%)  and  C.  La- 
Velle  Langley  (50%)  are  owners  of  both  old 
and  new  licenses.  Announced  Jan.  21. 

KACY  Port  Hueneme,  Calif— Seeks  as- 
signment of  license  from  Coast  Broadcasters 
to  Lincoln  Dellar  for  $83,000.  Mr.  Dellar  is 
partner  in  Kern  County  Bcstg.  Co.,  Bakers- 
field,  Calif.,  which  is  permittee  of  new  com- 
mercial uhf  in  Bakersfield.  Announced 
Jan.  16. 

WFAB  Miami-South  Miami,  Fla.— Seeks 
assignment  of  cp  from  Louis  G.  Jacobs  to 
WFAB  Inc.  Consideration  $24,000.  WFAB 
Inc.  will  include  Mr.  Jacobs  (40%)  and 
Harold  E.  King  (60%),  who  with  his  wife 
owns  KGHI  Little  Rock,  Ark.;  WTHR  Pana- 
ma City  Beach,  WD  AT  South  Daytona  and 
WTTT  Arlington,  all  Florida.  Announced 
Jan.  20. 

WQXT-AM-FM  Palm  Beach,  Fla.— Seeks 
assignment  of  license  from  Palm  Beach 
Radio  Inc.  to  Flame  Radio  and  Television 
Inc.  for  $100,000.  Emma  S.  Pell,  buyer,  has 
no  other  business  interests.  Announced  Jan. 
19. 

WORL  Boston,  Mass. — Seeks  assignment 
of  license  from  Pilgrim  Bcstg.  Co.  to  WORL 
Bcstg.  Corp.  for  $469,040.  Purchasers  are 
Paul  F.  Herron  (89.1%)  former  majority 
owner  WIBG  -  AM  -  FM  Philadelphia  and 
Lawrence  D.  Biele  (10%)  who  had  minority 
interest  in  same  stations.  Announced  Jan. 
20. 

KSTL  St.  Louis,  Mo. — Seeks  transfer  of 
control  of  Radio  St.  Louis  Inc.,  licensee 
corp.  from  Edward  E.  Haverstick  Jr.  and 
William  K.  Haverstick  (as  family  group)  to 
Edward  E.  Haverstick  Jr.  through  sale  of 
stock  by  Franklin  C.  Salisbury.  Mr.  Salis- 
bury, attorney  for  Dept.  of  Interior  current- 
ly owns  10%  of  licensee.  Mr.  Edward  Haver- 
stick Jr.  owns  46.67%.  Upon  transfer  of  stock 
he  will  own  51.86%.  Consideration  $15,000. 
Announced  Jan.  19. 

WTRX-AM-FM  Bellaire,  Ohio— Seeks  as- 
signment of  license  from  WTRX  Inc.  to  Ohio 
Valley  Bcstg.  Co.  for  $117,000.  Equal  partners 
in  purchasing  group  are  Charles  H.  Wright 
and  Frederic  Gregg  Jr.  who  have  interests 
in  WCMI-AM-FM  Ashland,  Ky.;  and  Charles 
F.  King,  WLAP  Lexington,  Ky.,  salesman. 
Announced  Jan.  19. 

WJMO  Cleveland,  Ohio— Seeks  assignment 
of  cp  to  change  trans,  site  from  Friendly 
Bcstg.  Co.  to  Tuschman  Bcstg.  Co.  FCC  has 
already  approved  transfer  of  license.  (See 
BROADCASTING,  Jan.  19.)  Announced 
Jan.  19. 

KPIC  (TV)  Roseburg,  Ore.— Seeks  trans- 
fer of  50%  of  South  West  Oregon  Television 
Bcstg.  Corp.  from  Oregon  Bcstg.  Co.  to 
Southern  Oregon  Bcstg.  Co.,  both  wholly 
owned  subsidiaries  of  South  West  Oregon. 
Southern  Oregon  also  owns  KBES-TV  Med- 
ford  and  KOTI-TV  Klamath  Falls,  both 
Oregon.  Announced  Jan.  19. 

KTXJ  Jasper,  Tex.— Seeks  assignment  of 
license  from  Joe  A.  Tonahill  and  Joe  J. 
Fisher  to  Frank  J.  Carpenter,  William  Glen 
Dodson  and  J.  C  Howard.  Consideration 
$60,000.  Mr.  Dodson  (37'/2%)  is  chief  engi- 
neer KVLB  Cleveland,  Tex.,  Mr.  Howard 
(37V2%)  is  gasoline  distributor,  and  Mr. 
Carpenter  (25%)  owns  drug  store.  An- 
nounced Jan,  19. 

WRIT  Milwaukee,  Wis. — Seeks  transfer  of 
control  of  Radio  Milwaukee  Inc.  from  H  &  E 
Balaban  Corp.,  present  50%  owners  of  sta- 
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Get  More  Coverage 
With  The  New  RCA 

500-  and  1000- Watt 

AM  Transmitters 

The  ability  of  these  new  500-  and 
1000-watt  AM  transmitters  to 
achieve  and  maintain  a  higher 
average  level  of  modulation  as- 
sures more  program  coverage. 
Simplified  tuning,  ease  of  instal- 
lation, built-in  provisions  for  re- 
mote control,  and  low  operating 
cost  make  the  RCA  Type  BTA- 
500/1R  your  best  transmitter  buy. 
Color  styling  adds  harmony  to 
station  decor-a  choice  of  red, 
green,  blue,  or  grey  doors.  What- 
ever your  equipment  needs— 
SEE  RCA  FIRST! 

Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.  00-22,  Build- 
ing 15-1,  Camden,  New  Jersey. 

RADIO  CORPORATION 
of  AMERICA 


tion,  and  Harold  S.  Lederer  and  Leo  M. 
Lederer,  who  at  present  own  25%  each. 
Present  stockholders  will  transfer  one-third 
of  stock  owned  to  group  consisting  of  Nancy 
Epstein,  Eli  Fink,  Maurice  Schraeger  and 
Herbert  Schoenbrod,  for  $13,330.  After  trans- 
fer, three  groups:  Balaban,  Lederer  brothers 
and  Epstein,  et  al.,  will  each  own  one-third 
interest  in  WRIT.  Same  groups  own  WIL 
St.  Louis  and  KBOX  Dallas.  Announced 
Jan.  19. 


Commission  scheduled  proceedings  on  am 
applications  of  Wayne  M.  Nelson,  Concord, 
N.C.,  and  Fred  H.  Whitley,  Dallas,  N.C.,  for 
oral  argument  on  Feb.  13.  Announced  Jan. 


Hearing  Cases 


FINAL  DECISIONS 

By  order,  Commission  granted  request  of 
M  &  M  Bcstg.  Co.,  and  made  effective  im- 
mediately Dec.  22.  1958,  initial  decision;  and 
affirmed  March  19,  1958,  grant  of  application 
to  transfer  control  of  M  &  M  Bcstg.  Co. 
(WMAM  and  WMBV-TV,  ch.  11),  Marinette, 
Wis.,  from  William  Walker,  et  al.,  to  Eve- 
ning Telegram  Co.,  Norman  M.  Postles  and 
Walter  C.  Bridges.  Announced  Jan.  21. 

INITIAL  DECISIONS 

Hearing  Examiner  Jay  A.  Kyle  issued 
initial  decision  looking  toward  denying  ap- 
plication of  South  Kentucky  Bcstrs.  to  in- 
crease power  of  WRUS  Russellville,  Ky., 
from  500  w  to  1  kw,  continuing  operation  on 
610  kc,  daytime  only.  Announced  Jan.  21. 

Hearing  Examiner  Forest  L.  McClenning 
issued  initial  decision  looking  toward  grant- 
ing application  of  M  &  M  Bcstg.  Co. 
(WMBV-TV,  ch.  11),  Marinette,  Wis.,  to 
move  trans,  site  from  point  about  14  miles 
southeast  of  Marinette  and  about  38  miles 
northeast  of  Green  Bay  to  about  38  miles 
southeast  of  Marinette  and  about  14  miles 
northeast  of  Green  Bay,  increase  ant.  height 
from  780  to  960  ft.;  increase  vis.  ERP  to  316 
kw,  etc.  Announced  Jan.  20. 

Hearing  Examiner  Charles  J.  Frederick 
issued  initial  decision  looking  toward  grant- 
ing application  of  Radio  Dinuba  Co.  to 
change  facilities  of  KRDU  Dinuba,  Calif., 
from  1240  kc,  250  w  unl.,  to  1130  kc,  1  kw, 
DA  unl.,  with  engineering  conditions,  and 
denying  applications  of  Air  Waves  Inc.,  to 
change  facilities  of  KONG  Visalia,  Calif., 
from  1400  kc  250  w,  unl.,  to  1130  kc,  1  kw, 
DA,  unl.,  and  Enterprise  Bcstg.  Co.  for  new 
am  station  to  operate  on  1150  kc,  1  kw,  DA, 
D,  in  Fresno,  Calif.  Announced  Jan.  16. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order,  Com- 
mission granted  petition  by  Globe  News- 
paper Co.  to  extent  of  permitting  that  com- 
pany to  intervene  (but  only  on  issue  no.  1 
having  to  do  with  possible  disqualification 
of  one  or  more  of  Commissioners)  in  Boston. 
Mass.,  ch.  5  remand  proceeding  involving 
applications  of  WHDH  Inc.  (WHDH-TV), 
Greater  Boston  Television  Corp.,  Massachu- 
setts Bay  Telecasters  Inc.,  and  Allen  B.  Du- 
Mont  Laboratories  Inc..  for  new  tv  stations, 
and  (2)  denied  requests  of  WHDH  Inc.,  and 
Globe  for  oral  argument  on  subject  plead- 
ings. Comr.  Craven  not  participating.  An- 
nounced Jan.  21. 

By  order,  Commission  granted  petition  by 
WIBC  Inc.,  and  extended  from  20  to  30 
minutes  time  for  presentation  of  argument 
by  each  of  parties  in  oral  argument  sched- 
uled for  Jan.  23  in  proceeding  on  applica- 
tions of  WIBC  Inc.,  and  Crosley  Bcstg.  Corp. 
(WLWI)  for  new  tv  stations  to  operate  on 
ch.  13  in  Indianapolis.  Announced  Jan.  15. 


Routine  Roundup 


BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Jan.  16 

WJMO-AM-FM  Cleveland,  Ohio— Granted 
assignment  of  cps  to  Tuschman  Bcstg.  Co. 

KIMO  Independence,  Mo. — Granted  mod. 
of  license  to  change  studio  location  and  re- 
mote control  point  to  Kansas  City,  Mo.; 
waived  Sec.  3.30  (a)  of  rules. 

KYOK  Houston,  Tex. — Granted  cp  to  in- 
stall new  trans. 

Shenandoah  Life  Stations  Inc.,  Roanoke, 
Va. — Granted  cp  and  license  to  change  loca- 
tion of  trans,  and  make  changes  in  ant. 
system. 

Following  stations  were  granted  extensions 
of  completion  dates  as  shown:  WMAR-TV 
(main  trans. -ant.)  Baltimore,  Md..  to  5-5; 
WBAL-TV  (main  trans.-ant.)  Baltimore, 
Md.,  to  5-1;  WJZ-TV  (main  trans.-ant.) 
Baltimore,  Md.,  to  8-4. 

WENN  Bessemer,  Ala.— Granted  authority 
to  sign-off  at  8  p.m.,  daily  for  period  of 
90  days. 

WMTL  Leitchfield,  Ky.— Granted  mod.  of 
cp  to  change  studio  location  and  type  trans. 

Actions  of  Jan.  15 

KVOM  Morrilton,  Ark.— Granted  assign- 
ment of  license  to  J.  C.  Willis. 

Granted  licenses  for  following  tv  stations: 
KNAC-TV  Fort  Smith,  Ark.,  ERP  vis.  100 
kw,  aur.  58.9  kw,  ant.  640  ft.;  WINR-TV 
Binghamton,  N.Y.,  ERP  vis.  575  (DA),  aur. 
288  (DA),  ant.  630  ft.,  and  change  studio 
location;  WCBC-TV  Anderson,  Ind.,  ERP 
vis.  20.9  kw,  aur.  11.2  kw,  ant.  500  ft.;  WITN 
(TV)  Washington,  N.C.,  ERP  vis.  316  kw, 
aur.  158  kw,  ant.  860  ft.;  KVIP-TV  Redding, 
Calif.,  ERP  vis.  117  kw,  aur.  58.9  kw,  ant. 
3600  ft.;  WIIC  (TV)  Pittsburgh,  Pa.,  ERP 
vis.  316  kw,  aur.  158  kw,  ant.  1000  ft. 

Granted  licenses  for  following  tv  trans- 
lator stations:  K70BF  City  of  Douglas  Trans- 
lator Committee,  Douglas,  Ariz.;  K73AL 
Board  of  Education,  Truth  or  Consequences 
Municipal  Schools,  Dist.  6,  Truth  or  Con- 
sequences, N.M.;  W78AA  Frostburg  Com- 
munity TV  Inc.,  Frostburg,  Md.;  K75AJ  Sea- 
side Video  Club,  Seaside,  Ore.;  K74AQ 
Emery  County,  A  Public  Body  Corporate 
and  Politic,  Orangeville,  Utah. 

WMFC  Monroeville,  Ala. — Remote  control 
permitted. 

Actions  of  Jan.  14 

WTTL  Madisonville,  Ky.— Granted  assign- 
ment of  license  to  Conway  M.  Smith  and 
Hobert  M.  Thomason. 

WFMJ-TV  Youngstown,  Ohio — Granted  li- 
cense covering  installation  of  aux.  ant.  on 
interim  ant.  tower  near  main  trans,  and  re- 
describe  trans,  location. 

K FDA-TV  Amarillo,  Tex.— Granted  license 
covering  changes  and  redescribe  studio  and 
trans,  locations  (no  change  in  coordinates). 

WREX-TV  Rockford,  111.— Granted  license 
covering  changes  in  tv  station. 

WICS  (TV)  Springfield,  HI. — Granted  li- 
cense covering  changes  in  tv  station. 

WPSD-TV  Paducah,  Ky.— Granted  license 


APPRAISALS 

!  Fulltime  regional — agricultural  and  in- 
dustrial area.  Fast  becoming  resort  cen- 
ter for  vast  section.  Profitable  at  present 
— good  profit  maker  for  owner-operator. 
$165,000.— $50,000  down. 

OHIO  RIVER  VALLEY 

Contact  the  CHICAGO  OFFICE,  Tribune  Tower,  DEIoware  7-2754,  or  the  office  neare.t  you 


HAMILTON  •  STUBBLEFIELD  •  TWINING  and  Associotes.lnc. 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices  ME.  8-5411 

1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  0.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial    Radio    Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS    CITY,  MO. 

Member  AFCCE 


RUSSELL 

P  .  MAY 

711  14th  St.,  N.  W 

Sheraton  Bldg. 

Washington  5,  D  C 

REpublic  7-3984 

Member 

AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
617  Albee  Bldg.      Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN   H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


JAMES  C.  McNARY 

Consulting  Engineer 
National   Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  B.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 

ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,   N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box   2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowvitle  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION   and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


er vice 


D 


irector 


y 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037    Kansas  City,  Mo. 
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CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical.  Broadcast^  TV  Electronics 
courses.  Sprite0  For*Free  Catalog"'d9pe<> 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
O Liver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,   International  Airport 
San    Francisco   28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTIXG  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  293,  Arcade  Bldg., 
St.  Louis  1,  Mo.       Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations   •  Applications 
Petitions  •  licensing  Field  Service 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242      NEptune  4-9558 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridgo  36,  Mass. 
Phone  TRowbridge  6-2810 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

Sterling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnss  &  Culver 

sey  Building        District  7-8215 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Ra4io-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


PETE  JOHNSON 

Consulting  am-fm-?v  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK   Electronics  Service, 


SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Jan.  21 


ON  AIR  CP         TOTAL  APPLICATIONS 

Lie.  Cps  Not  on  air  For  new  stations 


AM                        3,286  52 

105 

615 

FM                          543  37 

122 

74 

TV                           43  21  83 

104 

105 

OPERATING  TELEVISION 

STATIONS 

Compiled  by  BROADCASTING  through  Jan.  21 

VHF 

UHF 

TOTAL 

Commercial  435 

80 

515* 

Non-Commercial  30 

8 

384 

COMMERCIAL  STATION 

BOXSCORE 

As  reported  by  FCC  through  Dec.  31,  1958 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,286 

543 

43  21 

CPs  on  air  (new  stations) 

40 

35 

832 

CPs  not  on  the  air  (new  stations) 

114 

117 

104 

Total  authorized  stations 

3,440 

695 

666 

Applications  for  new  stations  (not  in  hearing) 

470 

44 

38 

Applications  for  new  stations  (in  hearing) 

124 

29 

70 

Total  applications  for  new  stations 

594 

73 

108 

Applications  for  major  changes  (not  in  hearing) 

478 

31 

37 

Applications  for  major  changes  (in  hearing) 

48 

0 

17 

Total  applications  for  major  changes 

526 

31 

54 

Licenses  deleted 

1 

2 

1 

CPs  deleted 

0 

0 

1 

1  There  are,  in  addition,  seven  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

'There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

•There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

'  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


covering  changes  in  tv  station. 

WFBC-TV  Greenville,  S.C.— Granted  li- 
cense covering  changes  in  tv  station. 

WLEX-TV  Lexington,  Ky.— Granted  li- 
cense covering  changes  in  tv  station. 

KSYD-TV  Wichita  Falls,  Tex. — Granted  cp 
to  make  changes  in  ant.  system  and  ant. 
height  above  average  terrain  to  1020  ft.  (by 
installation  new  tower  adjacent  to  present 
one)  and  make  other  equipment  changes. 

WJMO-FM  Cleveland,  Ohio — Granted  cp 
to  replace  expired  permit  for  new  fm  sta- 
tion. 

WPIK  Alexandria,  Va.  —  Granted  cp  to 
change  ant. -trans,  location;  remote  control 
permitted. 

*WENH  (TV)  University  of  New  Hamp- 
shire, Durham,  N.H. — Granted  mod.  of  cp 
to  change  ERP  to  vis.  51.3  kw,  aur.  25.7  kw, 
ant.  970  ft.;  install  new  trans.,  change  type 
of  ant.  and  other  equipment. 

KEOS  Flagstaff,  Ariz.  —  Remote  control 
permitted. 

Actions  of  Jan.  13 
WTVD  (TV)  Durham,  N.C.— Granted  as- 
signment of  cp  to  Capital  Cities  Television 
Corp. 

WMUR-TV  Manchester,  N.H.— Granted  in- 
voluntary transfer_of  control  from  Francis 
P.  Murphy,  deceased,  to  estate  of  Francis  P. 
Murphy,  Nashua  Trust  Co.  and  Agnes  H. 
Fischer,  executors. 

KTJEN  Wenatchee,  Wash.— Granted  assign- 
ment of  license  to  KTJEN  Bcstg.  Co. 

WFDS-FM  Baltimore,  Md.  —  Granted  li- 
cense for  fm  station. 

KITE  San  Antonio,  Tex.— Remote  control 
permitted. 

WDOT  Burlington,  Vt.— Granted  change 
of  remote  control  authority. 

Actions  of  Jan.  12 

KGEN  Tulare,  Calif. — Granted  assignment 
of  license  to  McMahan  Bcstg.  Co. 

WLOD  Pompano  Beach,  Fla. — Granted  ac- 
quisition of  negative  control  by  each  Arthur 
F.  Harre  and  Leonard  A.  Versluis  through 
purchase  of  stock  from  Wellington  F.  Shil- 
ling and  Charles  L.  Johnston. 

KMAK-AM-FM  Fresno,  Calif .  — Granted 
transfer  of  control  from  McMahan  Fur- 
niture Co.  to  Robert  O.  and  George  T.  Mc- 
Mahan and  Rebabelle  McMahan  Boswell. 

KPAS  Banning,  Calif .  —  Granted  relin- 
quishment of  positive  control  by  Edwin  J. 
and  Jo-Ann  B.  Stevens  through  sale  of  stock 
to  Harrison  M.  Fuerst. 

WHSM  Hayward,  Wis.  —  Granted  license 
covering  changes  in  ant.  system  (increase 
height);  condition. 

KABY  Albany,  Ore. — Granted  mod.  of  cp 
to  change  studio  location  and  remote  con- 
trol point  and  change  type  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KMOX- 
TV  (main  trans.-ant.)  St.  Louis,  Mo.,  to  3- 
15;  KTAG-TV  Lake  Charles,  La.,  to  7-9; 
KJEO  (TV)  Fresno,  Calif.,  to  6-30,  and 
KGNS-TV  Laredo,  Tex.,  to  4-20. 

ACTIONS  ON  MOTIONS 
By  Commissioner  T.  A.  M.  Craven 
on  Jan.  15 

Granted  petition  by  Bridgeport  Bcstg.  Co. 
(WICC)  Bridgeport,  Conn.,  for  extension  of 
time  to  Jan.  14  to  file  exceptions  to  initial 
decision  in  proceeding  on  its  am  application. 


By  Hearing  Examiner  Basil  P.  Cooper 
on  Jan.  15 

Scheduled  prehearing  conference  for  Feb. 
5  on  am  application  of  Intrastate  Bcstrs.. 
Pomona-Claremont,  Calif. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  Jan.  15 

Scheduled  prehearing  conference  for  Feb. 
5  on  am  applications  of  Valley  Bcstg.  Co., 
Lehighton,  and  Miners  Bcstg.  Service  Inc., 
Kingston,  both  Pennsylvania. 

Granted  request  by  WJMJ  Bcstg.  Corp. 
for  continuance  of  hearing  from  Jan.  22  to 
Feb.  25  in  proceeding  on  its  application  and 
that  of  Young  People's  Church  of  the  Air 
Inc.,  for  fm  facilities  in  Philadelphia. 

Granted  motion  for  continuance  of  date 
for  service  of  exhibits  under  issue  12  from 
Jan.  16  to  Jan.  23  and  hearing  from  Jan.  19 
to  Jan.  29,  at  2  p.m.,  filed  by  Broadcasters 
Inc.,  South  Plainfield,  N.J.,  in  proceeding  on 
its  am  application,  et  al. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  15 

Rescheduled  hearing  to  reconvene  at  9 
a.m.,  Jan.  27,  on  am  application  of  Radio 


Mid-Pom  Inc.,  Middleport-Pomeroy,  Ohio. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Jan.  16 

On  own  motion,  continued  without  date 
hearing  scheduled  for  Jan.  20  in  proceeding 
on  application  of  Blue  Island  Community 
Bcstg.  Co.,  Blue  Island,  111.,  pending  action 
on  Blue  Island's  petition  for  leave  to  amend 
its  fm  application. 

By  Hearing  Examiner  J.  D.  Bond 
on  Jan.  16 

Confirmed  order  made  on  Jan.  16  hearing 
record  and  continued  further  hearing  in 
New  Orleans,  La.,  ch.  12  proceeding,  to  date 
to  be  fixed  by  subsequent  order. 

By  Commissioner  T.  A.  M.  Craven 
on  Jan.  12 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  15  to  file  responses 
to  petition  by  Upland  Bcstg.  Co.,  Upland, 
Calif.,  to  enlarge  issues  in  proceeding  on  its 
am  application,  et  al. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Jan.  15 

Continued  hearing  from  Jan.  30  to  Feb.  10 
on  applications  of  Frank  James  and  San 
Mateo  Bcstg.  Co.,  for  fm  facilities  in  Red- 
wood City  and  San  Mateo,  Calif. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Jan.  15 

On  request  by  KWEW  Inc.  (KWEW), 
Hobbs,  N.M.,  extended  time  for  filing  pro- 
posed findings  and  conclusions  from  Jan.  16 
to  Jan.  23  and  for  replies  thereto  from  Jan. 
27  to  Feb.  3  in  proceeding  on  am  application 
of  KWEW  Inc. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  15 

Scheduled  hearing  for  9  a.m.,  Feb.  27  on 
am  application  of  Radio  Mid-Pom  Inc.,  Mid- 
dleport-Pomeroy, Ohio. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Jan.  14 

On  motion  by  Tri-County  Bcstg.  Co., 
Laurel,  Md.,  continued  from  Jan.  15  to  Jan. 
19  time  for  filing  proposed  findings  in  pro- 
ceeding on  Tri-County's  am  application, 
et  al. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Jan.  14 

Scheduled  prehearing  conference  for  Feb. 
2  on  applications  of  John  H.  Phipps  and 
Continued  on  page  103 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  204  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  304  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 

etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 

Help  Wanted— ^Cont'd) 

Help  Wanted — (Cont'd) 

Help  Wanted — Management 

Announcers 

Announcers 

Aggressive  manager  wanted  for  top  Missis- 
sippi station.  Must  have  good  sales  back- 
ground. Write,  wire,  phone  Ross  Charles, 
WDDT,  Greenville,  Miss. 


portunity.  WHTG,  Asbury  Park,  N.  J. 

Station  manager— For  Florida  property  with 
tremendous  potential.  We  need  a  stable,  ex- 
perienced man  who  can  assume  direction  of 
all  phases  of  a  promising  operation.  Write, 
wire,  or  call  with  complete  information 
including  references  and  requirements.  Hal 
King,  WITT,  P.O.  Box  8716,  Jacksonville  11, 
Florida.  Phone  Raymond  4-2188. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data,  General  Mana- 
ger Box  134H,  BROADCASTING. 

Metropolitan  market  in  southern  New  Eng- 
land area  looking  for  aggressive,  experi- 
enced salesman.  Salary  plus  incentive.  Will 
take  over  some  existing  accounts.  Send 
resume  and  availability.  Excellent  oppor- 
tunities for  earnings  and  advancement  with 
independent  music  and  news  station.  Box 
240H,  BROADCASTING. 

Salesman  —  Excellent  opportunity  for  good 
producer.  Strong  independent,  major  Indi- 
ana market.  $6000  plus.  Box  449H,  BROAD- 
CASTING  

First  am  station  in  major  market  offers 
immediate  opening  for  experienced  sales- 
man interested  in  making  real  money.  Self- 
starting  ability  a  must  factor.  Box  479H, 
BROADCASTING. 

Salesman  for  leading  station  in  mid-south 
medium  market.  Good  starting  salary  with 
opportunity  for  advancement.  Box  522H, 
BROADCASTING. 

Salesman-announcer.  Idea  man  capable  of 
doing  morning  show.  Salary  plus  above 
average  commission.  Immediate  opening.  No 
floaters.  KCHE,  Cherokee,  Iowa. 

California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 

Expanding  sales  force.  Wanted  energetic, 
young,  experienced  radio  salesman.  Some 
local  agency  but  mostly  direct.  State  qualifi- 
cations and  salary  requirements.  Photo  re- 
quested. Write  Joe  Wolfman,  Sales  Manager, 
KSON,  San  Diego. 

Solid  radio  salesman  wanted  to  take  over 
established  account  list.  Highly  successful 
1  kw  soon  to  go  to  5  kw.  Opening  created 
by  staff  promotion.  Full  details  to  WMIX, 
Mt.  Vernon,  Illinois. 

Salesmen — Needed  for  our  Florida  stations. 
We  have  immediate  openings  for  responsible, 
reliable,  experienced  men,  salary  plus  per- 
centage. Send  complete  details  to  Hal  King, 
WTTT,  P.O.  Box  8716,  Jacksonville  11, 
Florida. 

Small-medium  market  managers-sales  man- 
agers come  to  the  city  and  sell  for  the 
south's  most  progressive  negro  radio  group. 
Top  salesmen  make  8-10  thousand  per  year, 
advancing  to  managers  making  12-15  per 
year.  Opportunities  unlimited,  aggressive 
men  28  to  39.  Send  complete  resume  and 
photograph  first  letter.  McLendon  Ebony 
Radio,  Suite  509  Lamar  Life  Building,  Jack- 
son, Mississippi. 


New  south  florida  station  metropolitan 
market  needs  3  di's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 


Wanted:  Topnotch  announcer  for  major  role 
in  1000  watt  Pennsylvania  daylight  station. 
Good  pay  for  right  man!  Send  all  first  let- 
ter. Box  285H,  BROADCASTING. 

Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary  re- 
quirements, experience,  air  check.  Box  355H, 
BROADCASTING. 

Staff  announcer  for  varied  duties  including 
news  and  sales.  Wages  open  based  on  ability 
and  experience.  Box  404H,  BROADCAST- 
ING. 

Morning  dj  for  home  base  of  growing  chain 
in  year  round  vacation  land.  Happy  sound! 
Fast  paced  in  good  taste.  Only  pros  apply. 
Send  tape,  salary.  Box  444H,  BROADCAST- 
ING. 

Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 


Wanted — Combo  man  with  first  ticket  for 
am  station  Virginia.  Must  be  strong  on 
announcing,  engineering  skill  secondary, 
send  tape  and  resume  to  Box  468H,  BROAD- 
CASTING. 

Good  music  station — 3rd  market!  Knowledge 
or  interest  in  classics  and  announcing  ex- 
perience necessary.  Good  salary,  excellent 
future.  Rush  tape,  photo,  resume.  Box  476H, 
BROADCASTING. 

Gulf  coast  area  station  seeking  staff  an- 
nouncer with  experience,  good  employment 
record  and  personal  background.  Salary 
$85.00,  40-hour-work-week-opportunity  for 
advancement.  Send  tape,  resume,  and  photo. 
Box  504H,  BROADCASTING. 

Due  to  health  reasons  have  immediate 
opening  for  combo  man  who  can  qualify  at 
one  of  Florida's  fastest  growing  independ- 
ent daytime  kilowatt  stations  on  east  coast 
of  Florida.  Send  resume,  photo,  all  details 
and  salary  expected  immediately  to  Box 
507H,  BROADCASTING.  

Modern  music  station  in  Michigan  wants 
good,  lively  announcer  for  night  deejay 
show.  Good  station,  good  working  condi- 
tions, employee  benefits.  Experienced  men 
only,  personal  interview  a  must.  No  tapes. 
Write  Box  526H,  BROADCASTING.  

Play-by-play  sportscaster  for  recreated 
baseball  for  ball  season  or  fulltime  by 
doubling  in  sales  or  announcing.  Send  tape 
illustrating  real  or  simulated  partial  game 
recreation.  Outline  experience,  marital 
status,  salary  requirements,  references.  Can 
arrange  west  coast  interview.  Outstanding 
opportunity  in  world's  loveliest  location. 
Contact  Fin  Hollinger,  KPOA,  Honolulu. 

Good,  mature  announcer  needed  by  top 
station  in  progressive  west  Texas  city  of 
148,000.  This  station  is  now  increasing 
power  to  5,000  watts  and  offers  a  real  future 
to  right  man.  Rush  complete  background 
information  and  tape  to  Jerry  Sanders, 
KSEL,  Lubbock,  Texas. 


Wanted.  Good  announcer  with  selling  ex- 
perience. Immediate  opening,  permanent 
position.  Salary  commensurate  with  ex- 
perience. Jim  Duncan,  KSIL,  Silver  City, 
N.  Mex. 


Expanding  operation:  Announcer — 1st  ticket, 
experienced.  No  maintenance.  Rush  tape, 
resume,  photo.  Also  sales  opening.  WBRD, 
Bradenton,  Florida. 


Eastern  North  Carolina  station  needs  ex- 
perienced announcer  immediately.  Good 
future  for  right  man.  Send  full  information 
to  Lee  Hodges,  WCPS,  Tarboro,  N.  C. 


50,000  watts  in  Miami.  South's  biggest  music 
and  news  independent  has  immediate 
opening  for  top-rated  disc  personality  to 
program  to  Miami's  largest  adult  audience. 
Must  be  thoroughly  experienced  in  music 
and  news  operation  with  broad  produc- 
tion background  and  a  warm,  friendly  ap- 
proach with  top  on  the  air  selling  ability. 
No  top  40  screamers.  Send  tape,  resume, 
and  photo  to  Ned  Powers,  WINZ,  Miami. 


WOC  am-fm-tv,  Davenport,  Iowa,  will  ac- 
cept qualified  applications  for  anticipated 
radio-tv  staff  announcer  position.  Experi- 
ence and  board  ability  required.  Address 
resume,  picture,  requirement  and  tape 
stressing  dj  work  to  program  director. 


Technical 


Top  Montana  station  needs  chief  engineer. 
Excellent  opportunity  for  well  qualified 
man.  Must  be  able  to  handle  directional 
pattern,  remote  control,  maintain  all  broad- 
cast equipment.  Excellent  working  condi- 
tions and  salary.  Previous  experience  as 
chief  necessary.  Forward  particulars  and 
references  to  Box  399H,  BROADCASTING 


Chief  engineer.  Capable  of  5  kw  installation, 
familiar  with  bridge,  directional  (we  con- 
template full  time).  Between  30  and  40,  mar- 
ried, considers  air  work  adequate  (although 
this  position  requires  minimum).  Personal 
interview.  We  are  within  300  miles  Wash- 
ington. $7000  per  year  to  start.  Future  as- 
sured good  man.  Write  Box  490H,  BROAD- 
CASTING. 


Due  to  health  reasons  have  immediate 
opening  for  combo  man  who  can  qualify 
at  one  of  Florida's  fastest  growing  inde- 
pendent daytime  kilowatt  stations  on  east 
coast  of  Florida.  Send  resume,  photo,  all 
details  and  salary  expected  immediately  to 
Box  507H,  BROADCASTING. 


First  phone  engineer.  Some  experience  pre- 
ferred. Must  have  car.  No  announcing. 
Fred  Epstein,  KSTT,  Davenport,  Iowa. 


Chief  engineer,  experienced!  Must  do  main- 
tenance. Announcing  helpful,  but  not  es- 
sential. Immediate  opening.  Right  pay  for 
right  man.  Mail  qualifications.  WLAS, 
Jacksonville,  N.  C. 


Need  fully  experienced  engineer  about  24-30 
years  old  for  responsible  position.  Good  pay 
and  expenses.  Call  Al  Evans,  WOKJ,  Jack- 
son, Mississippi.  Fleetwood  3-3733. 
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Help  Wanted— (Cont'd) 


Technical 


Electronic  engineers:  Competent  communi- 
cations engineers  needed  for  all  aspects  of 
large-scale  broadcasting  station  design.  To 
design  communications  systems  and  specify 
the  component  equipment  required.  Smith 
Electronics,  Inc.,  4501  W.  Pleasant  Valley 
Rd.,  Cleveland  29,  Ohio.  VI  2-0S86. 

Production-Programming,  Others 

Washington,  D.  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 
ing station.  Fabulous  opportunity,  top 
money.  Rush  snapshot,  data.  Box  362H, 
BROADCASTING. 

News  director,  midwest  metropolitan  sta- 
tion. Must  know  how  to  stress  local  news  in 
rapid  fire  modern  style.  Excellent  produc- 
tion aids,  beeper  phones,  mobile  unit  avail- 
able. Send  tape,  photo,  background.  Box 
378H,  BROADCASTING. 


Modern  radio  production  director- 
er.  Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay.  Send 
tape,  photo,  letter  Box  384H,  BROADCAST- 
ING. 

Progressive  station  in  upper  midwest  needs 
top  am  and  tv  news  man  and  tv  traffic- 
copy.  Stable,  growing  market.  Excellent 
schools,  housing,  churches  available.  Com- 
pany pension  and  hospitalization  plans.  Ex- 
cellent opportunity  for  advancement.  Send 
complete  details  and  photo  immediately. 
Box  396H,  BROADCASTING. 

Newsman  with  ability  to  do  more  than 
routine  news.  We  want  man  who  can  de- 
velop stories,  write  features,  do  personality 
interviews,  present  news  from  different 
angles.  We're  a  Pennsylvania  small  market 
but  we  are  trying  to  be  different  than  the 
usual  small  market  station.  Prefer  man 
who  can  announce  well  enough  to  present 
major  newscasts.  Send  details  of  experience, 
recent  snapshot  or  photo,  salary  require- 
ments and  any  other  pertinent  information 
to  Box  403H,  BROADCASTING. 

We  need  an  A  #1  pd,  must  know  Storz- 
McClendon-Bartell  type  operation  thor- 
oughly and  must  do  a  few  hours  on  the 
board.  Top  station— top  50  markets,  top 
pay,  top  benefits.  Send  complete  resume, 
tape  and  details  to  Box  520H,  BROAD- 
CASTING. 

Experienced  newsman  needed  immediately 
in  fully  equipped  radio  newsroom.  Good 
wages,  many  fringe  benefits.  Must  gather, 
write  and  broadcast  news.  Write  or  phone 
WTTH,  Port  Huron,  Michigan. 

Peter  Smith,  222  West  59th  Street,  NYC, 
Judson  2-0148  or  P.O.  Box  493  Huntington, 
Long  Island,  Hamilton  1-3821,  Commercial 
writers  agent  radio-tv  (jingles  etc.),  ex- 
cellent contacts. 


RADIO 


Situations  Wanted — Management 


General  manager— Expert  in  formula  radio. 
Wants  large  market  station.  Running  top 
formula  station  medium  market  3Y2  years. 
Box  256H,  BROADCASTING. 

Manager,  now  employed  has  twelve  years 
experience.  Mature  man  with  proven  ability 
to  build  a  profitable  station.  Family  man, 
stable,  two  and  a  half  years  with  present 
station.  Interested  in  any  good  opportunity. 
Prefer  a  new  station  in  the  south.  Box 
380H,  BROADCASTING. 

General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
fine  references.  Box  381H,  BROADCAST- 
ING. 

Aggressive  broadcast  executive  with  18 
years  experience  now  available.  Experience 
includes  13  years  as  working  sales  manager, 
and  general  manager  in  radio  and  television 
m  medium  and  metropolitan  markets.  "Ex- 
tremely able,  capable,  best  references,  mar- 
ried, college  graduate,  age  42.  Confidential 
Box  409H,  BROADCASTING. 

Manager— sales  manager,  operate  your  sta- 
tion at  a  profit,  strong  on  sales,  production. 
Married,  sober,  ambitious.  Box  448H 
BROADCASTING. 


Situations  Wanted — (Cont'd) 

Management 

Qualified  manager  or  sales  manager,  eight 
years  experience  all  phases.  Strong  on  sales, 
programming,  sports,  music.  Married,  re- 
liable, desire  security,  advancement.  Full 
particulars  first  letter.  Box  464H,  BROAD- 
CASTING. 

General  manager,  over  25  years  experience 
seeking  small  market  with  possible  stock 
opportunities.  Box  477H,  BROADCASTING. 

Need  a  manager?  Station  in  trouble?  Can't 
pay  much  and  prove  it?  Willing  to  shoot 
square  with  me?  Let's  talk;  it's  cheap. 
Write  Box  487H,  BROADCASTING. 

Successful  commercial  manager  will  manage 
your  varied  program  station.  Six  years: 
sales,  programming,  announcing.  University 
graduate,  A.B.  in  radio.  Active:  Gideon, 
Rotarian,  B.S.A.  Married,  30,  new  station 
wagon.  Will  help  build  new  station.  Should 
give  present  employer  30  days  notice.  Box 
493H,  BROADCASTING. 

Available  at  once,  top  reference,  personal 
interview  arranged.  Experienced  all  phases 
of  radio  and  promotions,  sober,  married,  one 
child.  Travel  anywhere.  Work  salary  or  % 
of  profit.  Presently  employed  and  bonded. 
Write  Box  502H,  BROADCASTING. 

General  manager  or  sales  manager,  31,  fam- 
ily, experienced,  four  years  medium  market 
general  manager.  Desire  change.  Box  503H. 
BROADCASTING. 


Good  sales  technique.  Prefer  deal  including 
air  work.  Versatile.  Write  copy.  Operate 
board.  Box  226H,  BROADCASTING. 

Salesman-announcer.  Interesting  back- 
ground in  and  out  of  radio.  Experience  all 
applicable.  35,  married,  2  children.  Box 
379H,  BROADCASTING. 

Will  trade.  Sixty  hour  week  and  seven  years 
radio  sales-programming-dj  experience  for 
managerial  opportunity.  Salary  second  to 
opportunity  and  profit  percentage.  Box  491H, 
BROADCASTING. 

Sales  executive,  10  years  experience,  desires 
opportunity  to  establish  N.Y.  office  multiple 
station  group.   Box  500H,  BROADCASTING. 


Girl-dj  announcer.  Run  own  board.  Can 
sell  too.  Eager,  capable — production,  pub- 
licity, promotion.  Steady,  no  bad  habits. 
Box  232H,  BROADCASTING. 

Announcer,  young.  Eager  to  learn.  Good 
background.  Cooperative.  Operate  board. 
Box  278H,  BROADCASTING. 

Negro  announcer/dj.  Capable:  Sales,  music, 
controls.  Good  background.  References.  Box 
279H,  BROADCASTING. 

Personality-dj;  capable  copy,  sales,  gim- 
micks Cooperative,  reliable.  Operate  board. 
Box  281H,  BROADCASTING. 

Announcer-dj.  2  years  experience.  Run  own 
board,  go  anywhere.  Box  286H,  BROAD- 
CASTING. 

Announcer — Experienced.  Also  sales,  serv- 
ice, production-writer.  Radio-tv.  Good  news, 
sports,  commercials.  Industrious,  enthusias- 
tic. Draft  exempt.  Box  343H,  BROADCAST- 
ING. 

Announcer,  1st  phone.  29.  Employed.  5  years 
varied  experience.  Family  man,  reliable, 
conscientious.  Looking  for  permanency  and 
future  in  west  or  midwest.  Box  371H, 
BROADCASTING. 

Announcer,  6V2  years  experience  seeking 
progressive  station.  Can  and  has  done 
everything.  Box  375H,  BROADCASTING. 

Country  music  first  love!  DJ,  versatile. 
Guitar.  Staff  announcer.  Third,  no  young- 
ster. Permanency  desired.  Box  392H, 
BROADCASTING. 

Recent  graduate  professional  radio  school. 
Versatile  announcer  excels  in  sports.  Prefer 
small  market  in  northeast.  Box  406H, 
BROADCASTING. 

Announcer,  disc  jockey.  Graduate  of  profes- 
sional broadcasting  school.  Love  all  music. 
Great  knowledge  of  recording  business. 
Single.  Operate  board.  Prefer  northeast.  Box 
440H,  BROADCASTING. 


Situations  Wanted — (Cont'd) 


Announcer,  versatile,  operates  board,  good 
disc  jockey,  tape,  photo,  resume  upon  re- 
quest. Prefer  New  England.  Box  442H, 
BROADCASTING. 

Negro  announcer,  no  clown,  sensible  and 
intelligent  delivery,  network  quality,  de- 
sirous of  eastern  or  west  coast  spot.  Rush. 
Box  445H,  BROADCASTING. 


Here's  your  man!  Announcer,  program  di- 
rector, production  manager  and  continuity. 
9  years  experience.  Desire  progressive  adult 
programming  station.  Available  now.  Will 
travel.  Box  447H,  BROADCASTING. 

Announcer — First  phone,  experienced,  will 
travel.  Will  consider  all.  Box  450H,  BROAD- 
CASTING. 

Young,  ambitious,  family  man.  Has:  FCC 
license,  2  years  radio  announcing,  television 
degree,  radio  employment.  Wants:  start  in 
television  with  possible  promotion.  Box 
456H,  BROADCASTING. 

Announcer,  versatile,  operates  board,  good 
disc  jockey,  single,  will  send  tape,  photo, 
resume  upon  request.  Box  443H,  BROAD- 
CASTING. 

Oregon,  California,  7  years  experience,  an- 
nouncer, program  director.  Mature,  capable, 
creative,  cooperative.  References,  personal 
interview.  Box  458H,  BROADCASTING. 

Announcer — 10  years;  young,  single,  college 
grad;  music-news  —  programming  back- 
ground; morning  personality;  employed; 
salary,  benefits,  future  first  letter  please. 
Box  459H,  BROADCASTING. 

Recent  graduate  of  radio  school  desires  po- 
sition in  south  or  southwest.  Married.  Box 
462H,  BROADCASTING. 

First-phone  announcer,  9  years  experience, 
desires  work  in  northwest.  Very  depend- 
able. Good  voice.  Box  465H,  BROADCAST- 
ING. 


Experienced  announcer,  family,  will  settle 
east  for  good  pay,  good  working  conditions. 
Now  in  large  city  competitive  market,  1st 
ticket.  Box  469H,  BROADCASTING. 

Staff  announcer  five  and  one-half  years  ex- 
perience. Also  sales,  continuity,  studio  en- 
gineering. Age  35,  married,  draft  exempt. 
Willing  locate  anywhere.  Minimum  salary 
weekly  $80.00.  Box  470H,  BROADCASTING. 

Announcer-dj;  recent  professional  radio 
school  graduate.  Trained  all  phases.  Operate 
board.  Prefer  northeast.  Tape,  resume  on 
request.  Box  471H,  BROADCASTING. 

Former  McLendon  dj  and  pd.  Four  years 
present  market.  Seeking  security  and  future 
in  major  market.  Current  salary  $125.  Know 
my  music  and  sports.  Bachelor,  28,  sober. 
Box  472H,  BROADCASTING. 

PD,  announcer:  experienced,  dependable 
staffer.  9  years  radio,  tv,  agency.  College 
grad.  Travel.  Box  474H,  BROADCASTING. 

Ten  years,  all-around  announcing,  with  solid 
references.  Finest  of  background,  veteran 
with  college.  Have  program  director  exoeri- 
ence,  and  news  background.  Prefer  night 
work.  Box  475H,  BROADCASTING. 

Country  music  deejay,  recording  artist,  na- 
tionally known,  top  man,  29,  sober,  reliable, 
best  references,  know  radio  promotion, 
production,  energetic,  employed.  Desire  to 
relocate.  Box  480H,  BROADCASTING. 

Different  style,  relaxed  dj,  perfect  late  or 
all  nite.  Experienced.  Box  481H,  BROAD- 
CASTING. 

Do  you  need  thoroughly  trained,  reliable 
family  man  to  program,  help  manage,  an- 
nounce at  small  southeast  market?  They're 
hard  to  find  but  here's  one  available  for 
reasonable  money  and  future.  10  years  ex- 
perience, now  at  50  kw,  degree,  best  refer- 
ences. Box  482H,  BROADCASTING. 

Polished  announcer.  Handle  board.  Desires 
news  or  dj  position  evenings  and/or  Sun- 
days within  driving  distance  Philadelphia. 
Thorough  knowledge  music.  Some  experi- 
ence. College  grad.  Tape,  resume,  refer- 
ences. Prefer  personal  audition.  Box  492H, 
BROADCASTING. 

Graduate:  College,  radio  school,  desires  sit- 
uation Washington  (D.C.)  area.  Box  496H, 
BROADCASTING. 
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Situations  Wanted —  ( Cont'd ) 


Help  Wanted — (Cont'd) 


Announcers 


We're  a  deejay.  That  is,  I'm  an  us.  We're  an 
unbreakable  set.  Let  us  know  (uh,  better 
let  me  know — I  don't  trust  the  others)  if 
you've  a  slot  open,  preferably  after  mid- 
night. We'll  air-sell  for  you  and  entertain 
your  listeners,  all  for  the  paltry  sum  of 
$150.  Box  237H,  BROADCASTING. 


Personality  dj — imaginative  performer — ex- 
cellent news  and  commercial  delivery. 
Friendly  style  makes  listeners  friends.  $8000. 
No  sign-on,  please.  Box  238H,  BROADCAST- 
ING. 


Attention  all  radio  station  managers.  For 
the  new  sound  in  radio  meet  Bill  from  Mil- 
waukee and  John  from  England.  Have  good 
show  and  will  travel.  Box  501H,  BROAD- 
CASTING. 


Announcer-engineer.  First  ticket.  Experi- 
enced, married,  no  children.  Now  employed 
in  Louisiana.  Prefer  southeast.  Box  508H, 
BROADCASTING. 


Personality  dj.  Looking  for  swinging  top 
"40"  operation.  Tight  cues  and  good  pro- 
duction. Married,  age  26,  one  child.  Pres- 
ently employed.  Box  512H,  BROADCAST- 
ING. 


Announcer-dj,  operate  board.  Recent  pro- 
fessional radio  school  graduate.  Co-opera- 
tive, reliable.  Prefer  small  market.  Tape, 
resume,  photo  on  request.  Box  513H, 
BROADCASTING. 


Announcer,  good  morning  man,  prefer  small 
station  in  New  England  or  south.  Box  516H, 
BROADCASTING. 


Announcer,  news,  production,  copywriting, 
also  1st  ticket,  Florida  only.  Prefer  vicinity 
Orlando.   Box   517H,  BROADCASTING. 


Successful  21  year  old  disc  jockey  now  em- 
ployed at  5000  watt  station  in  small  town, 
would  like  to  move  to  station  in  large  city. 
College  graduate.  Like  playing  top  40  and 
rock  and  roll.  Must  give  present  employer 
two  weeks  notice.  Box  518H,  BROADCAST- 
ING. 


Can  talk  or  shut  up!  Experienced,  intelli- 
gent. Take  tape  and  see.  Box  519H,  BROAD- 
CASTING. 


Announcer,  single,  27,  army  vet,  broadcast 
recruit,  college  grad,  one  year  law  school, 
radio  school  grad.  Deep  authoritative  voice. 
Box  524H,  BROADCASTING. 


Young  announcer,  heavy  potential,  light  ex- 
perience. Bilingual.  Some  college,  radio 
school  grad.  Single,  vet,  smooth,  relaxed 
delivery.  Box  525H,  BROADCASTING. 


Variety  man  strong  on  news  $100  per  week. 
Box  527H,  BROADCASTING. 


Staff  announcer.  First-class  ticket.  College 
background.  Classical,  popular,  folk  music. 
Will  work.  Nick  Carter,  510  16th  Street, 
Oakland,  California. 


Experienced,  attractive  girl  announcer — 
married.  Prefer  New  York,  but  will  go 
anywhere  if  car  not  necessary.  Worked 
with  Ray  Starr  one  of  the  greatest  go- 
getters  in  radio.  Operate  board,  copywrit- 
ing time  sales.  Gloria  Charles,  11  Riverside 
Drive,  New  York  City,  %  Rotolo. 


Experienced  woman  announcer  -  continuity 
writer.  Excellent  references.  Upper  midwest 
preferred.  Lois  Dietz,  Nashua,  Iowa. 


Top  discomedian.  37.  Wrongly  wedded  to 
present  station,  divorcing  on  grounds  non- 
support,  incompatibility,  seeking  permanent 
mate.  15  years  top-rated,  far  above-average 
radio-tv  with  "savvy,"  know-how,  phenom- 
enal comedy  ad-lib,  excellent  sales  success. 
Zany  but  intelligent  humor.  Miami,  Dallas, 
Milwaukee,  New  Orleans,  also  McLendon, 
Bartell  experience.  Emceed  Mutual  net  show 
IV2  years.  Friendly  departure  with  present 
boss.  Tape,  excellent  references,  brochure. 
$225  per  week.  DJ,  342  Carilla  Lane,  Colum- 
bus 4,  Ohio. 


Experienced  announcer-news  director  seeks 
re-location  in  the  Michigan  area.  Presently 
employed.  Jim  Goodspeed,  KM  AN,  Man- 
hattan, Kansas.  8-4451. 


Announcers 


Experienced  announcer — All  phases,  strong 
on  country  and  gospel  music.  Family  man, 
best  references.  Contact  Bob  Henderson, 
1920  Virginia  Ave.,  Knoxville,  Tenn.  Phone 
3-2454  Knoxville. 


Young  announcer  specializing  in  sports  and 
dj.  Audition  tapes  available.  Write  Arnie 
Mann,  221  East  Second  Street,  Brooklyn  18, 
New  York. 


First  phone  announcer.  Fast,  bright,  tight 
production  one  year  experience,  24,  married, 
California  only.  Bob  Tobin,  470  South  Al- 
mont  Drive,  Beverly  Hills,  California. 


Technical 


Chief  engineer — Experience  5k  am  direc- 
tional high  power  fm,  multiplex,  remote 
control  installation,  maintenance,  supervi- 
sion. Age  40.  Best  references.  Box  422H, 
BROADCASTING. 


First  class  phone.  Married.  Dependable. 
Must  work  in  the  New  York  metrooolitan 
area.  Experienced.  Box  451H,  BROAD- 
CASTING. 


Old  fashion  chief  enginer  announcer  that 
still  believes  in  good  radio  looking  for  job 
at  station  with  same  views.  Thoroughly  ex- 
perienced in  construction  and  maintenance 
am,  fm  and  da.  Married,  family,  non- 
drinker.  Good  reason  for  change.  East 
Texas  at  present.  Permanent  only  and  com- 
plete information  first  letter,  please.  Box 
483H,  BROADCASTING. 


Experienced  all  phases.  Have  worked  large 
and  small  market  radio.  Good  engineer, 
good  announcer,  enough  sales  experience 
to  believe  I  have  potential.  Want  job 
with  management  possibilities.  Box  489H, 
BROADCASTING. 


Combo  man,  seven  years  at  present  position 
with  Pennsylvania  network  affiliate,  desires 
relocation  in  major  west  coast  market.  Will 
serve  in  either  or  both  capacities.  Sincerely 
interested  managers  furnished  all  particu- 
lars on  request.  Box  497H,  BROADCAST- 
ING. 


Production-Programming,  Others 


Experienced  program  manager,  6  years  ra- 
dio. Presently  employed.  Excellent' air  man. 

Box  368H,  BROADCASTING.  

News  director — 16  years  experience,  avail- 
able for  large  market  operation.  Box  446H, 
BROADCASTING. 


Producer-director  —  creative,  capable.  B.S. 
Degree,  three  years  experience  radio,  tv 
writing,  production,  including  comedy,  va- 
riety, musicals,  news,  sport  remotes,  public 
affairs,  kids  shows.  Presently  employed 
three-station  market.  Must  relocate  due  to 
station  cutback.  25,  single,  excellent  refer- 
ences.  Box  457H,  BROADCASTING.  


Creative  idea  man  for  sales  presentations, 
copy-continuity-traffic.  Minimum  $300.00 
month.  Locate  anywhere.  Family.  Need  job 
immediately.  Box  467H,  BROADCASTING. 

Live  wire  program  director  currently  un- 
happy in  major  network  affiliate  in  one 
of  top  5  markets.  Goofed!  ...  so  want  to 
relocate  with  an  aggressive  music/news 
operation.  Anywhere!  12  years  radio,  in- 
cludes McLendon  and  friends.  Wire,  write, 
confidentially,  Box  488H,  BROADCASTING. 
Whew!  Help! 


Program  director  experienced  all  phases 
radio.  Formula  or  block.  Midwest  only.  $115 
start.   Box  499H,  BROADCASTING. 

Continuity  director,  woman.  Eleven  years 
radio-tv.  Fast,  versatile,  coooerative.  Ex- 
cellent references.  Box  510H,  BROADCAST- 
ING. 


News.  Reporter,  broadcaster,  director.  Ex- 
perienced, reliable,  conscientious.  Personal 
interview  preferred,  in  midwest.  Box  511H, 
BROADCASTING. 


TELEVISION 


Help  Wanted — Sales 


Top-rated  California  vhf  network  affiliate 
has  immediate  opening  for  aggressive  sales- 
man interested  in  improving  income  and 
future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 
recent  photo  to  Jon  Kelly,  Local  Sales  Man- 
ager, KCRA-TV,  Sacramento,  California. 


Sales 


Sales  position  open  with  top  network  station 
in  upper  south.  Excellent  list  of  accounts 
with  big  dollar  volume  to  the  man  qualified 
to  service  these  customers.  Promotion  in 
sales  department  makes  this  spot  open.  Sal- 
ary guaranteed  and  attractive  commission 
arrangements,  starting  with  first  dollar  in 
sales.  We  want  a  man  who  will  be  unhappy 
with  less  than  $8,000-$10,000  in  1959.  We  have 
no  maximum.  Living  and  working  condi- 
tions excellent,  good  schools  and  churches 
of  all  faiths.  Television  market  exceeds 
400,000  sets.  Will  consider  radio  experience 
with  A-l  sales  record.  We  will  teach  you 
television.  This  is  a  character  station  with 
good  rates,  policies.  Write  all  about  your- 
self, family  and  experience.  Send  snapshot 
if  one  available.  Do  not  delay  writing  Box 
330H,  BROADCASTING. 


Technical 


Transmitter  engineer  first  phone,  experience 
with  RCA  uhf  equipment  essential.  Midwest 
station.  Excellent  opportunity  for  right  man. 
Send  complete  resume  and  recent  photo. 
Box  364H,  BROADCASTING. 


Tired  of  snow,  move  south.  Need  experi- 
enced engineer.  Paid  insurance,  retirement 
and  other  benefits.  WAIM-WCAC-W  AIM- 
TV,  Anderson,  S.  C. 


TV  transmitter  supervisor  for  mountain  top 
DuMont  installation.  Must  have  experience. 
C.  E.,  WPTZ,  Plattsburgh,  New  York. 


Production-Programming,  Others 


Commercial  artist — for  promotion  depart- 
ment, radio-tv  operation,  Virginia.  Send 
samples,  brochure,  picture,  complete  back- 
ground information  to  Box  463H,  BROAD- 
CASTING. All  replies  answered,  all  ma- 
terial returned. 


Creative  commercial  copywriter,  experi- 
enced in  tv  and  radio.  Position  open  March 
1.  Excellent  opportunity  with  top  operation. 
Mail  complete  details  with  sample  work  to 
Program  Director,  KRNT,  Des  Moines,  Iowa. 

Experienced  television  copy  writer.  Send 
resume,  samples,  and  salary  requirements 
to  Program  Manager,  WANE-TV,  Fort 
Wayne,  Indiana. 


TELEVISION 


Situations  Wanted — Management 


General  manager  with  proven  small  market 
record  available  for  personal  interview. 
Box  478H,  BROADCASTING. 


Sales 


Radio-tv  sales  executive  desires  affiliation 
with  major-market  station.  Excellent  refer- 
ences. 10  years  same  station.  16  years  experi- 
ence. Write  Box  358H,  BROADCASTING. 


Announcers 


Tv  announcer  on  camera,  booth,  presently 
employed.  Looking  for  more.  Young,  mar- 
ried, family.  Tape,  photo,  resume  on  re- 
quest. Box  460H,  BROADCASTING. 


Weather,  news,  sports,  commercials.  Can 
expect  good  job.  Some  directing.  Midwest 
only.  $110  start.  Box  498H,  BROADCASTING. 


Booth  announcer  for  new  station.  Good 
sounding.  No  television  experience,  but 
some  radio  experience.  Box  506H,  BROAD- 
CASTING. 


Announcer-director-production.  4  years  tele- 
vision, 13  years  radio.  Presently  'employed. 
Prefer  far  west.  Minimum  $650.  Box  515H, 
BROADCASTING. 


Technical 


11  years  experience.  Planning  maintenance 
and  construction.  7  years  supervisory. 
Northeast  preferred.  Box  389H,  BROAD- 
CASTING. 


Chief  of  small  tv  station  wants  opportunity 
in  larger  operation.  Experienced  am,  uhf, 
vhf  maintenance  and  construction.  Box 
414H,  BROADCASTING.  


TV  technician.  First  phone,  experienced  all 
phases  studio  operation  and  remotes.  One 
year  with  large  vhf.  Comes  with  highest 
recommendations,  available  immediately. 
Box  494H,  BROADCASTING. 
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Situations  Wanted — (Cont'd) 


FOR  SALE— (Cont'd) 


Technical 


Maintenance  and  control-room  operator,  1st 
phone.  Excellent  training.  Desires  position 
in  tv  broadcasting.  Available  immediately. 
Box  521H,  BROADCASTING. 


Qualified  young  man  seeks  position  in  engi- 
neering department.  Have  first  phone.  Will 
travel.  Available  immediately.  Box  523H, 
BROADCASTING. 


Production-Programming,  Others 


Experienced  newsman:  Now  heading  vhf- 
am  newsroom.  Consistently  ahead  with 
regional,  national  news.  News-in-depth 
specialist.  Seeking  news  directorship  or 
good  staff  job.  Member  RTNDA,  NPPA. 
Authoritative  delivery,  top  references.  Box 
303H,  BROADCASTING. 


Need  teen  show?  Kids  show?  Women's  fea- 
ture? Specials?  Live  productions.  All  kinds. 
S-V  Productions.  Box  430H,  BROADCAST- 
ING. 


Producer-director:  3  years  tv  vhf  produc- 
tion, 3  years  radio.  Film,  continuity,  sales 
experience.  Vet,  28,  married,  college  degree. 
Will  locate  anywhere.  Box  461H,  BROAD- 
CASTING. 


Production  manager:  9  years  radio,  tv,  film. 
Currently  production  manager  film  division 
of  ad  agency.  Solid  professional  background. 
College  grad.  Will  travel.  Box  473H,  BROAD- 
CASTING. 


No  apprentice,  but  a  proven  program  man 
backed  by  over  five  million  dollars  worth  of 
multi-vhf  market,  station  executive  experi- 
ence, ten  years  daily  building  with  tv  and  a 
record  in  the  "books"  and  on  the  ledgers  of: 
1.  "Putting  on",  programming  and  overall 
operational  responsibility  for  the  first  ABC 
consistently  dominating  prior  established 
CBS  and  NBC,  vhf  competition.  And  .  .  . 
back  to  back.  2.  "Putting  on"  and  pro- 
gramming what  Ollie  Treyz  calls  "The  top 
ABC  affiliate  in  the  country."  Plus  a  prime 
news  and  public  service  record  repeatedly 
documented  in  national  awards.  Eyewitness 
references  from  people  who  know  and  you 
know  in  station  management,  networks  and 
sales.  Young  40.  Family.  Ready  for  an 
honest,  permanent  program  challenge  and/ 
or  management  opportunity.  John  Q.  Quig- 
ley,  Box  495H,  BROADCASTING. 


Skilled  young  man  desires  any  tv  production 
assignment,  assistant  director,  floor  man- 
ager, camera,  audio,  etc.  College  graduate, 
with  experience  in  tv  production.  Available 
immediately,  anywhere  in  U.S.  Box  505H, 
BROADCASTING. 


Talent  and  production— female,  professional 
school  graduate,  experienced,  no  preferred 
location.  Information  upon  request.  Box 
509H,  BROADCASTING. 


Production-Programming,  Others 


TV  production  man  23:  Experienced  com- 
plete television  studio  production  and 
equipment  with  large  vhf  station.  Also 
done  tv  and  radio  sales,  promoted  stage 
shows,  hops  recording  stars,  bookings,  etc. 
Full  of  ideas,  will  relocate  anywhere. 
"Please".  Write  Box  514H,  BROADCAST- 
ING. 


First  phone  announcer-engineer.  Thorough 
knowledge  television,  radio,  ranging  from 
maintenance  to  management.  Presently  em- 
ployed in  television  as  announcer  —  all 
around  engineer.  Seeking  employment  in 
higher  paying  market,  offering  opportunity 
in  exchange  for  loyal,  energetic  service.  Call 
Louis  Anthony  Ullo,  Juniper  8-1978,  or  write 
9202  South  Tacoma  Way,  Tacoma,  Washing- 
ton. 


FOR  SALE 


Stations 


Southwestern  500  watt  daytimer,  single  sta- 
tion market.  Over  500  retail  businesses; 
equipment  only  two  years  old.  Excellent  op- 
portunity for  owner-manager.  $40,000  cash 
for  quick  sale.  Box  266H,  BROADCASTING. 


Exclusive  daytimer,  500  watts,  excellent  fa- 
cilities, clean,  profitable  operation.  Price 
$80,000,  with  $25,000  down.  Growing  south- 
west market.  Box  441H,  BROADCASTING. 


Fulltime  medium  market  station  $190,000; 
$50,000  down  payment;  daytime  monoply 
market  station  $70,000,  terms;  upper  south 
area.  Chapman  Company,  1182  West  Peach- 
tree,  Atlanta,  Ga. 


Northwest  250-watt  fulltimer  for  sale  to 
settle  estate.  Price  sixty  thousand,  $25,000 
down  and  balance  on  reasonable  terms. 
Box  797,  Rancho  Santa  Fe,  Calif. 


KCHS  says:  For  the  truth,  this  property  is 
worth  the  $44,000  asked  this  week,  so  don't 
pay  the  consequences  and  let  it  get  away. 
Good  terms,  Box  351,  Truth-or-Consequen- 
ces,  New  Mexico. 


Gulf  coast  area  medium  maTket,  diversified 
area,  $97,500;  terms.  Chapman  Company. 
1182  West  Peachtree,  Atlanta,  Ga. 


California  southern-market  kilowatt  $110,- 
000.00.  Wilt  Gunzendorfer  and  Associates, 
8630  W.  Olympic,  Los  Angeles. 


Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  apprais- 
als, handle  with  care  and  discretion.  Expe- 
rienced. Former  radio  and  television  owners 
and  operators. 


Purchase  opportunity  Great  Plains  state, 
medium  market  $60,000  down  payment 
$208,000  total.  Chapman  Company,  1182  West 
Peachtree,  Atlanta,  Ga. 


California-quarter-kilowatt  $25,000.00  cash 
full  price.  Wilt  Gunzendorfer  and  Associates, 
8630  W.  Olympic,  Los  Angeles. 


Write  now  for  our  free  bulletin  of  outstand- 
ing radio  and  tv  buys  throughout  the  United 
States.  Jack  L.  StoU  &  Associates,  6381  Hol- 
lywood Blvd.,  Los  Angeles,  Calif. 


Southwest  large  market,  $325,000,  terms; 
small  market  $30,000,  $15,000  down  payment. 
Chapman  Company,  1182  West  Peachtree, 
Atlanta,  Ga. 


West-coast  quarter-kilowatt  $60,000.00.  $25,- 
000.00  down.  Balance  5%  interest.  Wilt  Gun- 
zendorfer and  Associates,  8630  W.  Olympic, 
Los  Angeles. 


Major  market  station  in  southeast  $250,000. 
Chapman  Company,  1182  West  Peachtree, 
Atlanta,  Ga. 


Equipment 


General  Radio  equipment  in  excellent  con- 
dition. 759  sound  level  meter  and  760  sound 
analizer.  Cost  approximately  700.00.  First 
395.00  takes  both.  726A  VTVM  like  new 
75.00.  Box  452H,  BROADCASTING. 


Six  Western  Electric  618A  microphones 
90.00  each  and  two  630A  eight  balls  65.00 
each.  All  of  these  microphones  are  like  new. 
Box  453H,  BROADCASTING. 


Equipment 


Presto  PB17  eight  hour  mechanism  in  Presto 
CC4  console  cabinet.  Excellent  condition. 
Original  cost  approximately  850.00.  475.00 
crated  fob  shipping  point.  Box  454H, 
BROADCASTING. 


FM  transmitter.  RCA  1-kilowatt  model  BTF- 
1C.  Immaculate  condition.  KPEN,  Atherton. 
California. 


Console  tape  recorder — RCA-RT11B  like 
new  with  complete  remote  control.  Make 
offer  Henry  Niederkofler,  Chief  Engineer. 
WCUE,  Akron,  Ohio. 


Auricon  model  70  200  ft.  camera  one  inch 
F1.9  Eastman  lens.  Highly  modified  N.R.  25 
type  amplifier.  Snd.  track  bias  reverse  for 
positive  track  on  neg.  film  and  normal. 
Individual  two  mike  inputs.  Mike,  25  ft. 
cable  Auricon  tripod  with  pan  head  $700.00. 
Write  or  call  for  details.  Thorn  Pigneguy, 
Film  Director,  WTVO-TV,  Box  470,  Tel. 
3-5413.  Rockford,  Illinois. 


4  Bay  Collins  ring  antenna  (96.5),  600'  of 
3Y8"  Andres  #562  transmission  line,  elbows, 
reducers  to  adapt  to  any  transmitter. 
$3300.00  fob  Milwaukee,  Wis.  Contact  Charles 
Lomas,  Rt.  #2,  Box  270B,  Menomonee  Falls, 
Wis.  or  phone  5881. 


WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 


Capable  and  proven  party  wishes  to  lease 
medium  size  station.  Southeast  preferred. 
Box  12,  Tuscaloosa,  Alabama. 


FM  station  in  metropolitan  area.  Write 
Percy  Crawford,  P.O.  Box  #1,  Philadelphia 
5,  Pennsylvania. 


Equipment 


Urgently  need  5-10  watt  working  940  MC 
Audio  STL,  receiver,  cable  and  antennas. 
Box  405H,  BROADCASTING. 


2  kw  RCA  tv  lowband  transmitter  prefer- 
ably TT-2AL.  Box  486H,  BROADCASTING. 


Wanted:  Used  disc  recording  equipment  in 
good  condition-broadcast  quality.  KASI. 
Ames,  Iowa. 


Wanted :  Used  limiting  amplifier.  State  model 
and  price  wanted.  Have  for  sale  or  trade 
three  16"  Fairchild  pickup  arms,  model  202 
with  equalizers.  Manager,  KAYS,  Hays, 
Kansas. 


Rear  screen  projector.  State  make  and 
model,  price  and  condition  first  letter. 
KWWL-TV,  Waterloo,  Iowa. 


RCA  TTR-1  microwave  system.  Give  condi- 
tion and  price.  John  Shott,  WHIS-TV,  Blue- 
field,  West  Virginia. 


Used  proof  of  performance  package.  Cheap. 
Okay  if  needs  small  repair.  WKBL,  Coving- 
ton, Tennessee. 


Wanted:  Types  6181,  6448,  5563-A,  1850-A 
(Iconoscope),  10SP4-A  tubes,  used  or  new. 
Send  full  details  to  Glenn  W.  Winter,  Chief 
Engineer,  WSBA-TV,  York,  Pennsylvania. 


Used  electronics  only  for  Ampex  350.  Wally 
Heider,  Sheridan,  Oregon. 


Want  cameras,  tv  fm,  am,  transmitters, 
studio  terminal  equipment.  Also  want  Du- 
Mont  fm  exciter  type  5067B  for  transmitter 
1000/2000.  Reply,  Technical  Systems,  Corp.. 
1201  43rd  Avenue,  Long  Island  City  1,  New 
York. 


MISCELLANEOUS 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  1025  Lincoln  Street,  Den- 
ver 3,  Colorado. 


Introductory  offer!  Over  1000  riotous  air- 
worthy gag-lines  $3.00!  Edmund  Orrin,  1819- 
E.  Golden  Gate,  San  Francisco  15,  California. 


IMPORTANT 
ANNOUNCEMENT 

Effective  February  2,  1959,  all  Classified 
FOR  SALE-STATIONS  advertising  from 
individuals  or  brokers  must  be  in  the 
form  of  display  advertising,  minimum 
one  inch  (214"  wide  by  1"  deep). 

The  one  time  rate  for  an  inch  display,  is 
$20.00.  The  13  time  rate  is  $19.00.  The 
26  time  rate  is  $17.50.  The  52  time  rate 
is  $15.00  per  inch.  Proportionate  inch 
rates  apply  for  larger  units.  (Example: 
1!4  display  on  the  one  time  rate  costs 
$30.00.) 

If  proofs  are  desired  before  publication, 
the  deadline  is  10  days  in  advance  of 
Monday  publication.  Otherwise,  final 
deadline  is  7  days  in  advance,  no 
proofs. 
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BUSINESS  OPPORTUNITY 


Phenomenal  potential  earnings  await  $10,- 
000  investment.  Station  owners  preferred. 
For  details  write  Box  466H,  BROADCAST- 
ING. 


Stations 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 


First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services,  510  16th  St.,  Oakland,  California. 
TWinoaks  3-9928. 


FCC  first  phone  license  In  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  Elldns 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 


First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective- 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 


TV  tape  recorder.  Correspondence  course 
and  home  construction  details.  Build  your 
own  television  recorder.  Complete  Course 
and  Construction  details  $18.75.  B.  Carrier 
Co.,  5880  Hollywood  Blvd.,  Hollywood  28, 
California. 


RADIO 


Situations  Wanted — Announcers 


J  DISC  JOCKEY  J 

*  Presently  employed  in  one  of  the  top  t 

*  10  markets,  by  Network  affiliate.  * 
I  With  net,  this  station  won't  swing!  J 
t  I'm  looking  for  indie  operation  that  t 
J  moves.  Eight  years  with  Nation's  top  ' 
,  radio  and  tv  stations. 

*  Box  484H,  BROADCASTING  \ 


Production-Programming,  Others 


\      PROGRAM  DIRECTOR 

I  Major  market  dj  seeks  to  move  into  I 

\  Management.  Want  station  that  will  - 

\  give  authority  with  title.  Would  like 

I  to  take  "sick"  station  and  make  it 

*  "healthy,"   with    progressive  format^ 

1  and  "swingin'  sound."  8  years, 
f       Box  485H,  BROADCASTING  f 


11  » 


TELEVISION 


Situations  Wanted 


Production-Programming,  Others 


mmmmmtmm for  rent mmmmmmti 
110  seat  screening  theatre 
10th  floor,  325  W  44  St.,  NYC 

Fully  air-conditioned 
Private  entrance 
Call   MUrray   Hill   9-3854  or  write 
Box  548-B,  300  W.  43  St.,  N.  Y.  36 

WANTED  TO  BUY 


Equipment 


WANTED— WANTED— 

BC-507-x  freq  monitor    $125 

BC-223-m  freq  monitor    $150 

BC-221      freq  monitor    $  80 

BC-906-C  freq  monitor   $  12 

BC-312      receiver    $  60 

Cash  paid  for  units  in  good  condition 
Southern  Electronic  Products 
Atlanta  1,  Georgia 


EMPLOYMENT  SERVICE 


A  Specialized  Service  For 
Managers  Commercial  Manage" 

Chief  Engineers         Program  Managers 

CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 
BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 


THE  DYNAMIC  CENTER  OF 

A  GROWING  AMERICA 
WELCOME  SOUTH  BROTHER! 

Offering  Tremendous  Opportunities 
TO:  TV  Announcers         RADIO  Announc 
Engineers  Engineer 
Immediate  Openings  Available 

Write— Wire— Phone 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Ga. 
JA  5-4841 


Dollar 
far 

Da  liar 

you  can't 
beat  a 
classified  ad 
in  getting 
top-flight 
personnel 


Georgia  State  Board  of  Education  for  new 
tv  stations  to  operate  on  ch.  8  in  Waycross. 
Ga. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  13 

Denied  petition  by  Patrick  Henry  Bcstg. 
Corp.  (WHEE),  Martinsville,  Va.,  for  leave 
to  intervene  in  proceeding  on  am  annlica- 
tions  of  Old  Belt  Bcstg.  Corp.  (WJWS), 
South  Hill,  Va.,  and  John  Laurino,  Scotland 
Neck,  N.C. 


Denied  motion  by  Walter  G.  Allen.  Hunts- 
ville,  Ala.,  to  quash  notice  of  intention  to 
take  depositions  in  proceeding  on  his  am 
application  and  that  of  Marshall  County 
Bcstg.  Co.,  Arab,  Ala. 

D.  Bond 


Formally  stated  rulings  made  on  record  at 
Jan.  9  third  hearing  conference  disposing  of 
various  filings  in  proceeding  on  am  applica- 
tions of  Berkshire  Bcstg.  Co.  (WSBS).  Great 
Barrington,  Mass.,  and  Naugatuck  Valley 
Service  Inc.,  Naugatuck,  Conn.;  scheduled 
hearing  on  March  3:  granted  request  for 
substitution  of  WTEL  Inc.,  as  party  re- 
spondent, in  lieu  of  Foulkrod  Radio  Engi- 
neering Co.;  ordered  Jan.  14  as  effective  date 
of  order  for  appeal  purposes. 


Granted  motion  by  Russell  G.  Salter  Inc.. 
Dixon,  111.,  for  leave  to  amend  its  am  appli- 
cation by  mod.  of  DA  proposal. 

PETITIONS  FOR  RULE  MAKING  FILED 

Wm.  Penn  Bcstg.  Co.  (WPEN),  Philadel- 
phia, Pa.  (1-13-59)  —  Requests  rule-making 
proceedings  in  order  to  authorize  regional 
stations  to  operate  with  powers  up  to  25  kw. 
Announced  Jan.  16. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:  KCOG  Centerville,  Iowa:  KDEC 
Decorah,  Iowa;  KFAL  Fulton,  Mo.:  KGBX 
Springfield,  Mo.:  KGHM  Brookfield,  Mo.: 
KLGA  Algona,  Iowa:  KLWT  Lebanon.  Mo.: 
KODE  Joplin,  Mo.;  KOKX  Keokuk,  Iowa: 
KSIB  Creston,  Iowa;  KSIS  Sedalia,  Mo.: 
KSMN  Mason  City,  Iowa:  KTCB  Maiden. 
Mo.:  KWVY  Waverly,  Iowa;  KBOA-FM 
Kennett,  Mo.;  KFUO-FM  Clavton.  Mo.: 
KGLO-FM  Mason  City,  Iowa;  KROS-FM 
Clinton,  Iowa;  KCMO-FM  Kansas  City.  Mo.: 
KTTS-FM  Springfield.  Mo.;  KWOC-FM  Pop- 
lar Bluff,  Mo.;  KWPC-FM  Muscatine.  Iowa: 
KWPM-FM  West  Plains.  Mo.;  WHO-FM  Des 
Moines,  Iowa.;  WOC-FM  Davenoort.  Iowa: 
*KCUR-FM  Kansas  City,  Mo.:  *KDPS  (FM) 
Des  Moines,  Iowa;  *KSLH  (FM)  St.  Louis. 
Mo.;  *KSUI  (FM)  Iowa  City,  Iowa. 

NARBA  Notifications 

CANADIAN 

List  of  changes,  proposed  changes  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  Appendix  con- 
taining assignments  of  Canadian  broadcast 
stations  attached  to  recommendations  of 
North  American  Regional  Bcstg.  Agreement 
Engineering  Meeting. 

980  kc 

Montreal,  P.Q.— 10  kw,  DA-1.  U.  Class  III. 
EIO  12-15-59.  Mod.  of  notification  on  list  114. 
New. 

1080  kc 

Prince  Rupert,  B.C. — 5  kw,  DA-1,  U.  Class 
II.  Delete  assignment.  New. 

1110  kc 

Cornwall,  Ont.— 1  kw,  DA,  D.  Class  II.  EIO 
12-15-59.  Location  45°  00'  27"  N.,  74°  37'  05"  W. 
New. 

1230  kc 

CKBB  Barrie,  Ont.— 0.25  kw,  ND,  U.  Class 
IV.  Delete  assignment,  vide  950  kc. 

Midland,  Ont.— 0.25  kw,  ND,  U.  Class  IV. 
EIO  12-15-59.  Location  44*  43'  35"  N.,  79°  53 
38"  W.  New. 

Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N— night.  LS — local  sunset, 
mod.— modification,  trans— transmitter,  unl. 
— unlimited  hours,  kc — kilocycles.  SCA — sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ. 
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NOTICE  TO  EDITORS— For  more  than  30  years,  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 
ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors)  free  use  of  the  text  of  each  advertisement  in  this  series. 


The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  its  public-service  advertising  in  behalf  of  the  nation's 
health  and  safety. 


Help  your  family  to  a  healthy,  happy  winter . 


There  is,  of  course,  no  sure  way  to  escape 
colds  and  other  respiratory  ailments 
during  the  raw  and  chilly  months  of  winter. 
But  there  are  certain  safeguards  that  you 
can  take  now  to  help  you  go  through  this 
season  in  better  health— and  enjoy  some  of 
those  invigorating  days  that  the  winter  sea- 
son always  brings. 

Keep  in  top  physical  condition.  If  you 

neglected  to  have  a  health  examination  dur- 
ing the  past  year,  now's  the  time  to  see  your 
doctor  for  a  check-up.  If  you're  especially 
susceptible  to  colds,  he  may  want  to  give 
you  one  of  the  immunizing  agents  to  in- 
crease your  resistance. 

Eat  a  well-balanced  diet.  Food  provides 
fuel  for  warmth  and  energy  .  .  .  and  what 


you  eat  has  an  effect  on  whether  you  catch 
colds  easily  and  whether  you  recover 
quickly  from  an  illness.  If  your  meals— in- 
cluding a  good  breakfast— are  based  on  a 
wide  variety  of  foods,  you  can  be  sure  of 
getting  all  the  proteins,  vitamins  and  min- 
erals you  need. 

Get  lots  of  rest  and  sleep.  Fatigue  can 
lower  your  resistance  to  respiratory  dis- 
eases. Plenty  of  rest,  sleep  and  recreation 
can  help  you  avoid  that  "run-down"  feel- 
ing that  so  many  people  complain  of  dur- 
ing the  winter  season. 

Stay  away  from  people  who  have  colds. 

When  someone  has  a  respiratory  disease, 
it's  easy  to  pick  up  germs  from  the  sick 
person.  Be  particularly  careful  to  protect 


young  children  from  people  who  sneeze 
and  cough  carelessly. 

Avoid  drafts  and  chilling  and  always  wear 
clothing  suited  to  weather  conditions.  It's 
also  wise  to  stay  out  of  crowds. 

If  you  protect  your  health  in  these  ways, 
the  chances  are  that  your  resistance  to 
colds,  virus  infections  and  pneumonia  will 
be  increased.  In  the  event  you  develop  one 
of  these  ailments,  your  ability  to  fight  the  in- 
fection and  recover  quickly  will  be  greater. 

Remember  that  the  danger  of  the  com- 
mon cold  lies  mainly  in  other  infections 
that  may  follow  it.  So,  if  your  cold  is  ac- 
companied by  fever,  a  persistent  cough,  or 
a  pain  in  the  chest,  face  or  ear,  call  your 
doctor  promptly. 


Metropolitan  Life  Insurance  Company 

(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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our  respects  to  Walter  Ingalls  Kingsley 


Powerfully-built  Walter  I.  Kingsley 
crashed  his  way  into  the  tv  film  busi- 
ness, but  not  through  brawn.  An  auto 
accident  lifted  him  out  of  a  carefully 
planned  medical  career  and  into  a  top 
post  in  the  tv  film  field. 

The  transition,  though,  was  not 
quite  as  quick  as  the  accident  itself. 

The  auto  mishap  happened  in  an 
instant  on  Jan.  26,  1946,  and  llVi 
years  later  Mr.  Kingsley  at  the  age  of 
35  became  president  of  Jack  Wrather- 
formed  Independent  Television  Corp. 
In  the  interval,  Mr.  Kingsley  had  a 
crack  at  several  different  lines  of  en- 
deavor. 

Shirt-sleeve  work  and  youthful  drive 
characterize  ITC's  burgeoning  effort  to 
become  the  biggest  tv  film  entity  of  its 
kind  in  the  world  (target  is  1960).  They 
also  describe  Mr.  Kingsley  to  a  "T" — 
it  has  to  be  that  way,  he  says.  ITC  is 
a  $25  million  tv  film  production-dis- 
tribution-financing company  established 
for  world-wide  operation  by  the  Jack 
Wrather  Organization,  Beverly  Hills, 
Calif.,  and  Associated  Television  Ltd., 
London. 

The  Forward  Look  •  Half  the  age  of 
many  a  steel-grayed  board  chairman. 
Mr.  Kingsley  sees  a  challenge  ahead 
over  which  work  and  youth  can  tri- 
umph. Across  his  well-tooled  desk  at 
ITC's  headquarters  in  the  Look  Bldg. 
on  Madison  Ave.  pass  memoranda  de- 
tailing the  firm's  forward  look  in  film 
as  well  as  the  routine  of  day-to-day  op- 
eration. 

On  Oct.  20,  1923,  in  New  York 
City,  Samuel  Kingsley  (now  with  the 
brokerage  firm  of  Kingsley  &  South- 
wood,  member  of  the  New  York  Stock 
Exchange),  celebrated  the  arrival  of  his 
second  son,  Walter  Ingalls  Kingsley. 
Walter  was  brought  up  in  suburban 
Larchmont  along  with  brothers  Jerry, 
the  eldest,  and  Leonard,  who  is 
younger.  He  attended  Phillips  Academy 
at  Andover,  Mass.,  and  in  the  sum- 
mer of  1942  enrolled  in  pre-medical 
study  at  Amherst  College. 

A  year  later  he  was  in  the  Army 
continuing  pre-med  and  in  1944  mar- 
ried Betty  Bower  of  Fort  Smith,  Ark., 
a  U.  of  Chicago  student.  Admitted 
to  the  U.  of  Minnesota  to  complete  his 
pre-med,  Mr.  Kingsley  in  1946  was 
driving  to  the  separation  center  at 
Camp  Atterbury,  Ind.,  with  his  wife 
when  the  accident  occurred. 

Ticket  Taker  •  That  changed  a  few 


things.  First  it  took  the  Kingsleys  back 
to  New  York  where  he  took  a  job  as 
ticket  salesman  with  American  Airlines 
and  his  wife  with  Sky  Chefs  at  La- 
Guardia  Airport  while  recovering  from 
minor  injuries.  In  June  of  that  year  it 
was  Amherst  again  and  another  round 
at  pre-med  but  economics  were  catch- 
ing up  and  appropriately  Mr.  Kingsley 
switched  from  medicine  to  an  econom- 
ics major. 

At  this  time.  Mr.  Kingsley.  whose 
diverse  talents  included  the  drums  and 
some  piano  with  the  Cats  'n'  Jammers 
dance  and  jazz  band  and  a  fling  at 
dramatics  at  college,  started  the  Vet- 
eran Speaks  show  on  WHYN  Spring- 
field, Mass.  In  September  1947  he 
joined  WHOB  (now  WGAW)  Gard- 
ner, Mass.,  where  he  sold  time,  wrote 
copy,   announced,   played   piano  and 


handled  a  sports  show.  A  few  months 
later  he  became  commercial  manager 
and  in  March  1948  joined  WCOP 
Boston. 

From  radio,  Mr.  Kingsley  went  to 
tv  film — at  Ziv  Television  in  Decem- 
ber 1949  as  the  first  salesman  hired 
specifically  for  tv  and  assigned  to  the 
Northeast,  working  out  of  Boston.  In 
October  1950  he  moved  to  the  New 
York  sales  department,  in  September 
1951  was  sent  to  the  West  Coast  to 


develop  Ziv's  western  tv  operation  from 
Los  Angeles,  served  as  western  division 
sales  manager  from  1952  to  the  sum- 
mer of  1955  when  he  returned  to  New 
York  to  set  up  a  national  sales  depart- 
ment. In  September  1957,  Mr.  Kingsley 
became  Ziv-Tv's  general  sales  manager 
for  all  syndication.  He  left  in  July  1958 
to  become  president  of  ITC. 

Back  of  this  rapid  stride  is  Mr. 
Kingsley's  obvious  knack  in  admin- 
istration— knowing  how  to  organize  and 
how  to  coordinate.  He  says,  "ITC  is  gen- 
erated by  young,  dynamic  people.  We 
are  putting  together  what  we  believe 
will  be  the  best  integrated  production 
and  distribution  organization  in  the 
field." 

Be  the  Best  •  He  remembers  the 
advice  of  his  father:  "He  always  said 
that  if  you  become  a  peanut  vendor — 
be  the  best  on  the  street." 

Mr.  Kingsley  and  his  family  live  at 
Stamford,  Conn.  The  Kingsleys  are 
carrying  on  the  male  line:  they  have 
three  boys,  Sam  10.  Jim  7  and  Tom  5. 
His  greatest  athletic  play  today  is  "with 
the  kids,"  but  he  does  indulge  in  some 
grownup  sport;  he's  a  competent  ten- 
nis player  and  dabbles  in  golf  (at  col- 
lege, athletics  included  intramural  bas- 
ketball and  football). 

Life  at  the  Kingsleys  is  to  the  tune 
of  music  interests.  Mr.  Kingsley  keeps 
his  fingers  on  the  piano  keys — a  way 
to  let  off  steam,  he  says — and  on  very- 
rare  occasions  takes  to  the  drums  (he 
can  still  play  them).  His  wife  also  plays 
piano  and  a  son  is  adept  at  the  accor- 
dion. 

His  interests  include  jazz  records. 
He's  an  avid  collector  and  the  holder 
of  original  78  rpm  "shellacs"  recorded 
by  Benny  Goodman. 

His  participation  in  organizations  is 
limited  and  includes  membership  in 
Big  Brothers  of  America  (he  was  one 
of  the  founders  and  charter  members 
in  the  Los  Angeles  chapter)  and  the 
Amherst  Club  of  New  York. 

Of  film  he  says,  "There  must  be  a 
flow  of  product,"'  and  ITC  apparently 
is  set  to  provide  it.  By  the  spring,  he 
says,  ITC  will  have  a  new  release  every 
other  month.  The  sales  operation  now 
of  about  40  people  should  be  doubled 
by  next  June. 

Physically,  he  continues.  ITC  is  as 
big  as  any  other  film  company  and 
plans  to  be  the  "outstanding  firm  in  tv 
film  programs  and  production." 


His  father's  advice:  "Be  the  best  on  the  street." 


BROADCASTING,  January  26,  1959 
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EDITORIALS 


Reasoned  rates 

ONE  of  the  stickiest  problems  radio  has  had  to  contend 
with  has  been  the  differential  between  local  and  na- 
tional rates.  Alert  national  advertisers  have  sought  in 
various  guises  to  be  identified  as  local  businessmen  in  order 
to  get  the  lower  local  rate.  Too  often  they  have  succeeded. 
More  recently  the  problem  has  cropped  up  in  television, 
too. 

The  system  of  different  rates  for  national  and  local 
business  traces  back  to  the  precedent  set  by  newspapers  and 
the  theory  that  radio,  especially,  delivers  circulation  beyond 
the  range  of  the  local  advertiser — excess  circulation  which, 
while  valuable  to  the  national  advertiser,  has  no  real  worth 
to  the  local  dealer.  At  least  that's  the  theory,  although  the 
latter-day  mobility  of  people  leaves  it  suspect  now. 

In  any  case,  the  problems  created  by  national  advertisers 
seeking  local  rates  through  their  local  dealers  are  themselves 
enough  to  make  a  station,  thus  beset,  wonder  about  the 
feasibility  of  remaining  on  the  double  standard.  Many 
stations  must  wonder,  too,  about  the  logic  of  the  situation 
when  they  write  the  copy  and  perform  other  agency  services 
for  the  local  advertiser — and  still  charge  him  lower  rates. 

The  problems  confronting  stations  can  and  do  spill  over 
into  the  agency  area.  To  keep  from  losing  billings  to  a  local 
agency  which  is  getting  it  "wholesale"  for  a  national  client, 
the  original  agency  may  feel  compelled  either  to  apply  pres- 
sure for  local  rates  itself,  or  else  recommend  media  whose 
rate  systems  do  not  encourage  such  local  diversion  of 
billings. 

Against  this  background  it  makes  sense  that  a  movement 
toward  adoption  of  a  single  rate  for  all  advertisers  appears 
to  be  taking  form.  The  three  Balaban  radio  stations  (WRIT 
Milwaukee,  KBOX  Dallas  and  WIL  St.  Louis)  and  KTUL 
Tulsa  announced  a  week  ago  that  in  the  future  they  would 
have  single  rates  for  all  advertisers,  whether  local  or  na- 
tional (Broadcasting,  Jan.  19),  and  there  are  clear  indica- 
tions that  others  will  follow  suit. 

A  word  of  caution  is  in  order,  however.  Local  advertisers 
are  sure  to  resist  if  the  new  single  rate  is  substantially  above 
the  old  local  rate,  for  this  is  the  nature  of  people  who  buy 
anything.  We  do  not  suggest  that  rates  be  kept  low  for 
this  reason;  rather,  we  wish  to  point  out  that  local  billings 
represent  more  than  half  of  all  radio  time  sales,  and  to  cau- 
tion that  unrealistic  pricing  could  drive  money  back  to 
newspapers,  which,  as  noted  below,  are  embarked  on  a 
vigorous  anti-broadcasting  campaign. 

It  is  for  each  station  to  determine  the  value  of  its  facili- 
ties. Whether  it  adopts  a  single  rate  or  not,  only  the  station 
can  set  its  price.  If  its  rates  are  fair  and  realistic,  and  are 
adhered  to,  and  if  the  station  sells  itself  aggressively,  no 
advertiser  can  have  any  squawk  coming. 

War  of  '59? 

THE  newspapers  have  marked  1959  as  the  year  of  total 
war  against  rival  media.  They  aren't  calling  it  total  war; 
their  phrase  is  "total  selling,"  but  it  means  the  same. 

Last  week  at  the  annual  convention  of  the  Newspaper 
Advertising  Executives  Assn.  the  newspapers'  Bureau  of 
Advertising  unrolled  its  battle  plans.  They  are  formidable. 
They  are  intended  to  force  a  $300  million  increase  in  news- 
paper ad  revenues. 

If  that  objective  is  achieved  it  will  be  largely  at  the 
expense  of  television  and  radio.    Here's  how  Walter  C. 
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Kurz,  chairman  of  the  Bureau  of  Advertising  plans  com- 
mittee and  advertising  director  of  the  Chicago  Tribune,  put 
it  last  week: 

".  .  .  We  must  emphasize  the  superior  value  of  our  news- 
paper medium  to  sell  goods.  Too  frequently  the  advertiser  or 
agency  decision  to  go  into  television,  radio,  or  in  other 
media  silences  our  selling  guns  .  .  .  We  must  continue  to 
press  in  every  way  for  a  return  of  this  business  to  our  more 
productive  medium." 

If  the  newspapers  have  declared  total  war  against  tv  and 
radio,  the  simple  instinct  for  survival  must  force  tv  and 
radio  to  declare  total  war  in  return. 

In  doing  so  they  must  realize  that  total  war  is  expensive;  it 
cannot  be  conducted  with  less  than  total  resources. 

It  is  also  uncomfortable;  it  cannot  be  fought  on  a  schedule 
of  the  two-hour  lunch,  the  six-hour  day  and  the  four-day 
week. 

Total  war  requires  the  subordination  of  individual  aspira- 
tions to  the  good  of  the  whole.  In  this  respect  the  news- 
papers have  some  advantage  over  television  and  more  over 
radio. 

Newspapers  can  act  as  a  national  unit  in  their  1959 
campaign  because  there  is  less  competition  among  news- 
papers than  among  broadcasting  stations  and  networks. 
Pick  a  newspaper  monopoly  town,  of  which  there  are  many, 
and  you  will  find  a  town  which  may  have  as  many  as  a 
dozen  radio  stations  and  three  or  more  tv's.  In  such  cir- 
cumstances the  primary  promotion  and  selling  effort  of  the 
radio  station  is  more  apt  to  be  directed  against  other  stations 
in  its  market  than  against  other  media.  The  monopoly 
newspaper,  competing  with  no  other,  can  afford  to  con- 
centrate its  efforts  against  tv,  radio  and  all  other  vehicles 
of  advertising. 

This  newspaper  advantage  in  the  war  of  1959  will  not 
be  overcome  unless  radio  and  television  devise  the  ways 
and  provide  the  resources  to  compete  not  only  with  them- 
selves but  also  with  other  media.  It  will  not  be  enough  for 
a  station  to  base  its  selling  on  a  rating  advantage  over  other 
stations.  If  that  station  and  broadcasting  itself  are  to  sur- 
vive, it  must  also  spend  a  large  part  of  its  effort  on  the 
promotion  of  all  broadcasting. 

The  cost  of  waging  total  war  is  high,  but  the  cost  of 
losing  it  is  higher. 


"1  finally  found  a  tv  repairman  I  can  trust." 

BROADCASTING,  January  26,  1959 


with  top  CBS-ABC-NTA  network  shows  now  in  America's  28th  market' 


CBS 


Oh  Susanna 
Jackie  Gleason 
Name  that  Tune 
December  Bride 
The  Millionaire 
I've  Got  A  Secret 
Danny  Thomas 
Red  Skelton 
To  Tell  the  Truth 
Douglas  Edwards 
What's  My  Line 
Keep  Talking 


NCS 


lassie 

Harhelor  Father 
20lh  Century 
Hit  Parade 
Trarkdown 
Zane  Grey 
l.ux  Playhouse 
Wanted  Dead  or  Al 
Hobin  Hood 
Mighty  Mouse 
Garry  Moore 
Captain  Kangaroo 
Korlxive  or  Money 


ABC 


A  Member  of  the  Friendly  Group  Stations: 

KODE-TV,  WBOY-TV,  WSTV-TV 

52  Vanderbilt  Ave.,  N.Y.  •    211  Smlthfleld  St, 

Represented  by  Avery-Knodel,  Inc. 


l-ove  of  Life 
World  Turns 
Jimmy  Dean 


Cheyenne 
Sugnrfoot 
Zorro 
Walt  Dism 


I  '.it  I1.KM1C 

The  Lawman 
Patti  Page 
All  Star  Golf 

NTA 


Is  Alire 
Without  a  H 
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st 

in  tht  Twin  Cities 


MOVIE 
SPECTACULAR 

Paramount  •  MGM  •  Warner  Bros.  •  United  Artists 


STATION  B 


22.9% 


December  ARB  10  PJVJ  -  MIDNIGHT 


Ask  your  Katz  man  for  further 
substantiating  Trendex  and 
ARB  coincidental  ratings.  He 
also  has  complete  information 
on  remaining  minute  availabili- 
ties in  "Movie  Spectacular." 


ABC-TV 


WTCN-TV 


i 


when  to  say  V(>S 
in  Los  Angeles... 


Honey,  that  all  depends.  If  you're  buying 
television,  he'll  sweet-talk  you  about  our 
unique  kind  of  programming.  He'll  whisper 
about  our  travel-adventure  and  personality  shows 
that  have  the  most  ever-loyal  audience  in  LA. 
And  then  he'll  soothe  you  with  stories 
about  ratings  and  costs  per  little  ole  thousands. 
And  as  tho  that  weren't  enough, 
he'll  murmur  something  about  our  signal, 
just  the  most  powerful 
in  sunny  Southern  California. 
Don't  fight  it,  baby.  Anytime's  the 
right  time  to  say  yes 
to  the  man  who's  selling  KCOP.* 


1000  Cahuenga  Boulevard 


I  KCOP  I  Hollywood 


i,  Calif 


"represented  nationally  by  Edward  Petry  &  Co.,  Inc. 


A  "hold"  can  become  a  "pull",  you  know. 
Toward  the  marketplace,  if  desired.  But 
first,  it  must  really  exist.  (And  it  can  exist 
only  on  a  foundation  of  time-tested  mutual 
station-viewer  loyalty .) 

How  have  we  earned  this  special  kind  of 
loyalty?  Through  our  programming,  de- 
signed for  friendly,  adult  minds.  Through 
our  greater  than  average  interest  in  public 
service,  news  and  sports.  Through  the  com- 
munity participation  of  our  veteran  staff 
members.  Through  our  abhorrence  of  the 


WHIO-TV 


frenetic  announcer,  the  noisy  gimmick,  the 
triple  spot. 

How  is  it  expressed?  Ah!  on  92%  of  the 
TV  sets  in  fruitful  farmland,  country  es- 
tate, suburb  and  city  of  our  area,  dials  stay 
tuned  longest  to  Channel  7.  Says  Pulse,  with 
consistently  superior  ratings.  And  that's 
92%  of  an  annual  3Va  billion  dollar  pur- 
chasing appetite. 

Ah!  again!  Picture  your  product  thus  jet- 
assisted  in  a  quiet  way.  Consult  George  P. 
Hollingbery  today. 


ONE  OF  AMERICA'S  GREAT  AREA  STATIONS 

Reaching  and  Holding  2,881,420  People  —  in  41  Counties  of  3  States 


dayton,  Ohio 


/  v 


Lancaster 
Harrisburg 
York 

is  ONE  TV  market 

when  you  use 


WGAL-TV 


AMERICA'S   lOth  TV  MARKET 


O  HE  .A.  IsT  1ST  E  I_j  s 

LANCASTER,  F>A. 
3STBO  and  CBS 

In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersbu rg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEINMAN  STATION  -  Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  •   New  York   •   Chicago   •   Los  Angeles  •   San  Francisco 
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CLOSED  CIRCUIT 


Weaver's  world  •  Latest  word  on  plans 
of  Sylvester  L.  (Pat)  Weaver  Jr.,  who 
legendarily  is  incapable  of  thinking 
small,  lives  up  to  his  reputation.  For- 
mer NBC  head,  now  consultant  to 
Kaiser  Industries,  McCann-Erickson 
and  New  York  Gov.  Nelson  Rockefel- 
ler, has  support  of  Henry  Kaiser  and 
Mr.  Rockefeller  on  multi-million-dollar, 
long-range  television  project  that  even- 
tually would  put  him  into  "network" 
programming,  syndication  and  com- 
mercial production.  He  reportedly 
thinks  that  with  good  programs  he  not 
only  could  get  on  independent  stations 
but  into  network  option  time  via  this 
route:  Where  network  program  is  not 
sponsored,  get  affiliates  to  clear  for  his 
show  instead.  Production  plans,  both 
programs  and  commercials,  said  to  rely 
heavily  on  use  of  videotape. 

Dead  issue  •  Prospect  of  formation  of 
joint  Washington  organization  by  three 
tv  networks  has  faded.  Ex-Sen.  Charles 
E.  Potter  who  was  mentioned  as  prob- 
able chief  if  set-up  materialized  has 
begun  to  give  serious  consideration  to 
other  offers.  Proposal  originally  had 
support  of  CBS  and  ABC,  but  their 
interest  failed  to  kindle  equal  interest 
at  NBC. 

Against  the  stream  •  Contrary  to 
trend  on  other  radio  networks,  NBC 
Radio  this  spring  will  expand  its  tradi- 
tional programming  service  by  10-20% 
from  present  total  of  70  hours  per  week. 
Plan,  advanced  by  NBC  Radio's  execu- 
tive vice  president  Matthew  J.  Culligan, 
was  approved  by  network's  radio  af- 
filiates advisory  committee  fortnight 
ago. 

New  programming  at  NBC  Radio, 
entirely  entertainment,  will  be  on  Mon- 
day through  Friday  schedule.  Thus, 
NBC's  radio  network  approach  departs 
radically  from  CBS  Radio  Program 
Consolidation  Plan  which  began  this 
month  and  from  project  being  fostered 
by  group  of  stations  contemplating 
establishment  of  own  program  service 
(see  page  23). 

ABC's  brighter  day  •  Things  are  look- 
ing up  at  ABC  Radio,  which  less  than 
year  ago  was  on  verge  of  going  out  of 
business.  Good  bet  is  that  ABC  will 
make  close  tie-up  with  one  if  not  more 
of  nation's  major  regional  networks. 

Vocalizing  •  Both  Associated  Press  and 
United  Press  International  have  given 
thought  to  augmenting  service  to  broad- 


casters with  voice  transmissions,  and 
UPI  is  quietly  making  tests  to  find  out 
if  there's  adequate  demand.  In  one  test 
UPI  put  note  on  wire  advising  clients 
that  specific  story  was  available  by  voice 
to  any  client  calling  specific  radio  sta- 
tion. Several  called  and  taped  report 
for  use  on  their  news  shows. 

Unexpected  silence  •  Growing  number 
of  radio  stations  abandoning  "local" 
and  "national"  rates  in  favor  of  single 
rate  for  both  classes  of  business  had 
been  expected  to  bring  howl  from  Na- 
tional Retail  Merchants  Assn.,  since  in 
most  cases  new  rate  is  higher  than  old 
"local"  charge.  But  word  from  there 
now  is  that  there'll  be  no  blast.  Not 
that  NRMA  doesn't  object;  it's  just 
that,  according  to  these  sources,  NRMA 
has  "more  important  things"  to  think 
about,  implication  being  that  if  radio 
rates  seem  to  get  out  of  line,  stores 
could  go  back  to  newspapers. 

Sellers'  market  •  Buyers  of  at  least  one 
large  agency  report  tightening  of  spot 
tv  availabilities,  noting  that  it  is  getting 
more  difficult  to  place  campaigns  in 
desirable  time  on  tv  stations  around 
the  country.  Reason  appears  obvious: 
There's  no  scarcity  of  national  business 
for  spot  tv  this  winter. 

New  billing  •  Major  last-minute  change 
in  NAB's  Chicago  convention  program 
will  be  considered  this  week  at  NAB 
board  meeting  in  Hollywood,  Fla. 
Reason  is  unexpected  programming 
coup  —  appearance  at  Wednesday 
(March  18)  engineering  luncheon  of 
Army's  top  missile  boss,  Lt.  Gen.  Ar- 
thur G.  Trudeau,  in  charge  of  research- 
development.  Program  juggling  would 
take  this  form:  NBC  board  chairman, 
Robert  W.  Sarnoff,  would  formally 
open  convention  Monday  morning  in- 
stead of  at  luncheon,  receiving  keynote 
award  and  delivering  keynote  speech. 
This  would  make  room  for  Monday 
luncheon  address  by  NAB  President 
Harold  E.  Fellows.  Wednesday  en- 
gineering luncheon,  to  which  Mr.  Fel- 
lows was  originally  assigned,  would 
then  become  joint  management-en- 
gineering function. 

There  may  be  turbulent  discussion  at 
NAB  board  meetings  in  Florida  this 
week  over  rival  public  relations  plans 
for  television.  One  school,  led  by  one 
major  network,  will  advocate  high- 
priced  PR  campaign  to  get  critics  off 
tv's  back.  Other,  supported  by  at  least 


one  of  two  other  tv  networks,  wants 
first  to  do  depth  study  of  public's  at- 
titudes toward  tv  and  then  think  about 
PR  campaign  based  on  study. 

Tape  jurisdiction  •  International  Al- 
liance of  Theatrical  Stage  Employees 
officials  and  executives  of  Film  Pro- 
ducers Assn.  of  New  York  met  in 
closed-door  sessions  last  Friday  (Jan. 
30)  in  effort  to  prevent  future  hassles 
over  videotape  jurisdiction  by  different 
IA  locals  (see  story,  p.  43).  Parties 
declined  to  comment  on  progress  of 
discussion  but  it  was  understood  that 
"informal  understanding"  was  reached 
and  other  meetings  will  be  held  this 
week  to  spell  out  solution. 

Out  of  the  can  •  Bernard  L.  Schubert 
Inc.,  which  has  been  concentrating  on 
tv  film  production-distribution  for  past 
five  years,  understood  to  be  re-entering 
live  tv  packaging  field,  reviving  series 
of  1949  vintage,  Blind  Date,  early  tv 
vehicle  for  such  personalities  as  Arlene 
Francis  and  Jan  Murray.  Program  was 
one  of  ABC-TV's  earliest  entries.  Schu- 
bert aiming  for  network  sale  of  Blind 
Date  by  company's  recently-organized 
network  sales  department. 

Marlboromen  •  Group  of  Leo  Burnett 
executives  from  Chicago  were  in  New 
York  late  last  week  to  discuss  adver- 
tising plans  with  client  Marlboro 
cigarette  (Philip  Morris  Co.).  Top- 
ping their  schedule:  network  nego- 
tiating soon  to  get  underway  on  Marl- 
boro's latest  buy,  United  Artists 
Television's  film  series,  Trouble  Shoot- 
ers with  Keenan  Wynn.  Buy  also  is  of 
importance  to  UA-TV  as  it  marks  first 
sale  of  five  film  projects  company  is 
whipping  up  for  next  fall.  Marlboro, 
spot  tv  and  radio  advertiser,  is  deep  in 
network  tv  with  professional  sports, 
To  Tell  the  Truth  on  CBS-TV,  and 
Jack  Paar  on  NBC-TV. 

Justice  Dept.  has  convinced  Rep. 
James  Roosevelt  (D-Calif.)  that  it  is 
making  all  efforts  to  halt  certain  internal 
ASCAP  practices  attacked  by  congress- 
man's Small  Business  subcommittee 
(Broadcasting,  Jan.  19).  Rep.  Roose- 
velt agreed  to  give  Justice  "reasonable 
time"  to  reach  settlement  with  music 
firm  before  taking  action  which  might 
"prejudice"  case.  He  warned  Justice, 
however,  Congress  would  continue  to 
keep  "watchful  eye"  on  progress  and 
would  not  wait  another  seven  months 
(case  was  referred  to  Justice  in  July 
1958)  before  taking  further  action. 
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REACH 


DETROIT 


with  wjbk-tv  s  MORNING 

MOVIE! 


Famous  on  the  local  scene" 


Children  off  to  school .  .  .  husband  off  to  work  ...  a  cup 
of  coffee  and  now  a  Good  Movie!  The  "Morning  Show" 
is  the  first  feature  film  of  the  day  in  Detroit,  Monday 
through  Friday  at  9:00  AM.  Every  show  is  a  top-flight 
feature  from  UNITED  ARTISTS,  SCREEN  GEMS, 
NT  A,  RKO,  and  coming  soon,  PARAMOUNT. 

Strategic  programming  to  1,900,000  Television  homes 
is  one  reason  why  WJBK-TV  has  a  consistent  #1  rating 
in  the  nation's  fifth  market  —  9  billion  dollars  worth  of 
purchasing  power!  With  this  leadership  and  being  Mich- 
igan's first  station  with  full  color  and  Video-Tape  facil- 
ities, WJBK-TV  tops  them  all  in  dominating  Detroit  and 
southeastern  Michigan.      Represented  by  the  Katz  Agency 

100,000  Watts    CBS  AFFILIATE    1057-foot  tower   N.Y.  Sales  Office:  623  Madison  Ave.,  N.Y.  22  •  PLaza  1-3940 

WJBK-TV    WJW-TV     WSPD-TV    WAGA-TV  WITI-TV 

-    ,  -  Detroit       Cleveland        Toledo  Atlanta  Milwaukee 


CHANNEL. 


DETROIT 


WEEK  IN  BRIEF 


The  'Sixties'  are  less  than  a  year  away  •  We've 
fallen  into  the  bad  habit  of  thinking  the  big  population 
boom  is  still  way  in  the  future,  but  it  isn't.  It  means 
constantly  rising  sales,  more  mobile  markets  and  more 
educated  buyers — discriminating  buyers  who  won't  keep 
falling  for  the  "hard  sell"  of  some  of  today's  brusque 
radio-tv  commercials.  Norman  H.  Strouse,  president  of 
J.  Walter  Thompson  Co.,  talks  about  it  in  Monday 
Memo.  Page  19. 

New  name  in  radio  •  Nucleus  of  leading  broadcasters  start  formation  of 
a  national  program  service,  "Radio  World  Wide,"  which  would  sell  sta- 
tions programs  but  wouldn't  sell  advertisers'  advertising.  They  think  it 
answer  to  current  network  problems.  Page  23. 

Parliament  push  •  Hi-Fi,  recessed  cigarette  entry  among  the  "tar  der- 
bies," breaks  with  new  broadcast  campaign.  Surprise  addition  to  its  tele- 
vision lineup:  radio  spot  broadside.  Page  26. 

No  more  agency  commissions  •  KICD,  in  Spencer,  Iowa,  goes  to  single 
local  rate  and  tells  agencies  they  will  have  to  collect  their  15%  from 
the  man  who  is  spending  the  money — the  advertiser.  Page  28. 

Who  is  the  audience?  •  TvB's  Cash  swings  spotlight  on  the  makeup  of 
the  television  audience,  says  composition  data  takes  risk  out  of  tv,  notes 
what  the  figures  show  on  westerns.  Page  30. 

Tv  films  and  mergers  •  The  outlook  for  1959  is  for  more  consolidations 
among  tv  film  companies  as  the  industry  expands  and  competition 
stiffens.  Page  39. 

IATSE  locals  squabble  on  tape  •  Stage  union  seeks  to  solve  jurisdic- 
tional dispute  in  New  York  between  two  locals  on  videotape  jurisdic- 
tion. Page  43. 

Tv  critics  under  fire  •  Fund  for  the  Republic's  study  of  tv  criticism  finds 
it  wanting  in  many  respects,  powerful  just  the  same.  WBC's  McGannon 
tells  radio-tv  institute  what  he  thinks  of  critics.  Page  44. 

De-spotting  the  networks  •  FCC  takes  first  move  against  tv  networks; 
proposes  divorcement  of  network  spot  representation  of  tv  stations  other 
than  owned  outlets.  Commission  meeting  today  on  other  Barrow  Report 
recommendations,  including  harsh  three-vhf  limit  in  top  25  markets  to 
one  owner.  Page  51. 

Funds  for  educators  •  Senators,  educators  and  Westinghouse  all  in 
agreement  that  federal  aid  to  etv  is  essential  if  education  is  to  realize 
full  value  offered  by  the  medium.  Senate  Commerce  Committee  hearing 
provides  forum  for  discussion  of  Magnuson  bill.  Page  55. 

Broad  areas  for  space  •  Suggestions  for  space  allocations  steer  clear 
of  specific  broadcast  assignments,  but  noted  scientists  recommend  broad 
areas  which  include  tv  allocations.  Only  five  comments  filed  at  deadline 
last  week.  Page  56. 
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That  when  John  H.  Gregory  dis- 
covered the  first  gold  lode  in 
Gilpin  County,  Colorado  in  1859 
...  the  population  of  Denver  was 
4,726  . . . 

AND  IT'S  A  FACT 

That  in  1959  the  population  of  the 
Denver  TV  coverage  area  served 
by  Channel  9  is  1,479,500  people 
who  have  a  spendable  income  of 
$2,803,077,000 .  . . 


IP?"  MOREFfiCTS^ 


Fact:  One  day  spot  saturation 
on  Channel  9  for  Denver  Car 
Dealer  results  in  42  new  car 
sales  in  one  day  ...  a  new 
record! 

Fact.-  When  Channel  9  TV  per- 
sonalities promoted  kids 
theatre  party  .  .  .  outpulled 
competition's  identical  pro- 
motion .  .  .  same  day,  same 
time  . .  .  two  to  one! 

SO  FACTS  ON  FACTS 

The  best  buy  in  Denver  is  . . . 


K  B  T  V 

e 

CHANNEL 

THE  FAMILY  STATION  C7 


Join  the"Rush  To  The  Rockie 
come  to  Colorado  in  '59 
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Bartell 
Family  Radio 


By  any  measurement,  this  radio  is  first 
in  each  Bartell  market. 
Especially  when  figured  in 
results  . . .  response  .  . .  buyership. 
Your  advertising  reaches  buyers 
(the  best  kind  of  audience!) 

Product  of 

scholarship,  showmanship,  salesmanship. 

Bartell  it .  .  .  and  sell  it! 


ter 


BARTELL 

rnmiiv 

RADIO 


COAST  TO  COAST 


I  [h£fk]  I  LsismmiiuiAUHEtlU  ,  |  j 

u™(0i  r==|— i  dCS 

I  U^^M^J  I  L85o  in  BiRminsNBm-1 

L1170  |n  4RH  0ISC0-J  I 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 


BROADCASTING,  February  2, 


 ,AT  DEADLINE 

LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE   •    DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  23 


Schachte,Thurm  move 
up  with  Lever  Bros. 

Realignment  of  Lever  Bros.'  top  ex- 
ecutives has  elevated  Henry  M.  Schach- 
te,  advertising  vice  president,  to  execu- 
tive vice  president,  with  Samuel  Thurm, 
general  manager,  advertising  services 
division  at  Lever  for  past  year,  succeed- 
ing Mr.  Schachte. 

Before  joining  Lever  in  1956,  Mr. 
Thurm  for  four  years  was  associate 
media  director  at  Young  &  Rubicam. 
Mr.  Schachte  (Our  Respects,  Jan.  5), 
who  also  is  chairman  of  Assn.  of  Na- 
tional Advertisers,  will  supervise  Lever's 
three  main  marketing  divisions:  Lever, 
Foods  and  Pepsodent,  while  continuing 
supervision  of  corporate  advertising  and 
public  relations  division.  Lever's  adver- 
tising budget  is  more  than  $80  million, 
of  which  estimated  75-80%  is  in  tv. 

Setting  off  changes  is  elevation  of 
Milton  C.  Mumford,  executive  vice 
president,  to  president  of  Lever,  reliev- 
ing William  H.  Burkhart,  who  continues 
as  board  chairman. 

Stanton  reaffirms 
pay-tv  opposition 

CBS  position  that  "use  of  the  public's 
channels  for  pay  television  is  against 
the  public's  interest"  was  reiterated  by 
President  Frank  Stanton  Friday.  Also  in 
line  with  previous  position  he  refused 
to  endorse  portion  of  Harris  bill  for 
interim  ban  on  wired  as  well  as  "broad- 
cast" pay  tv,  by  adding: 

"Further  than  this  we  do  not  pro- 
pose to  go — certainly  at  this  time." 
Earlier  in  statement,  made  to  board  of 
directors  of  CBS-TV  Affiliates  Assn.  in 
answer  to  request  for  comment  on 
Harris  bill,  he  had  said,  "Any  form  of 
pay  television,"  presumably  including 
wired,  "would  inevitably  tend  to  siphon 
off  the  best  talent  and  material"  from 
free  tv.  Statement  was  at  board  meeting 
which,  it  was  reported,  laid  plans  for 
annual  CBS-TV  affiliates  meeting,  to  be 
held  in  Chicago  March  13,  preceding 
NAB  convention.  Howard  Lane,  of 
KOIN-TV  Portland,  Ore.,  is  head  of 
board. 

KXLJ-TV  court  loser 

Federal  court  in  Washington  Friday 
denied  request  by  KXLJ-TV  Helena, 
Mont,  for  stay  against  FCC  grant  to 
Montana  Microwave  to  feed  Spokane, 
Wash.,  tv  signals  to  Helena  cable  sys- 
tem. Court  put  argument  on  merits 


down  for  week  of  March  9.  FCC 
granted  Montana  Microwave  permis- 
sion year  ago  to  extend  service  to 
Helena  (it  feeds  Spokane  tv  to  antenna 
systems  in  Kalispell  and  Missoula),  and 
relay  company  also  brought  in  KXLF- 
TV  Butte,  Mont.  Both  Butte  and  Helena 
tv  outlets  are  owned  by  Ed  Craney-Z 
Bar  Net  group.  Late  Friday  KXLJ- 
TV  asked  FCC  for  permission  to  sus- 
pend operations  for  90  days  "for  rea- 
sons of  which  the  Commission  is 
aware." 

Haas  again  target 
in  KIRO-TV  argument 

Circumstances  of  Saul  Haas'  assump- 
tion of  control  of  KIRO  Seattle  in  1934 
and  his  part-ownership  in  1920's  of 
Seattle  newspaper  alleged  to  have  criti- 
cized "U.S.  imperialism"  and  praised 
"communist  line"  were  main  subjects 
of  contention  in  FCC  oral  argument 
Friday  on  Seattle  ch.  7  case.  FCC  made 
grant  to  KIRO-TV  in  1957. 

KXA  and  KVI  Seattle,  other  two 
contestants,  charged  Mr.  Haas  "ped- 
dled political  influence"  in  1934  to  ob- 
tain stock  in  KIRO  at  fraction  of  its 
value  and  used  influence  in  Washing- 
ton to  obtain  better  facilities  for  sta- 
tion and,  KVI  said,  Mr.  Haas'  associa- 
tion with  Seattle  Union  Record  in 
1920's  was  enough  to  disqualify  him  as 
ch.  7  contestant  for  disloyalty. 

KIRO  held  that  Mr.  Haas  did  not  use 
influence  and  disagreed  with  examiner's 
finding  that  Mr.  Haas  showed  lack  of 
candor  and  "conveniently"  poor  mem- 
ory in  testifying  on  events  leading  to 
his  acquisition  of  control  of  KIRO. 
KIRO  emphasized  that  Treasury  Dept. 
investigation  in  1936-37  "exculpated" 
Mr.  Haas  of  "influence-peddling." 

FCC's  Broadcast  Bureau  supported 
KIRO's  denial  that  Mr.  Haas  did  any- 
thing wrong  and  said  that  while  Charles 
M.  Thomsen  and  Ray  DeChenne,  from 
whom  Mr.  Haas  bought  KIRO  in  1934, 
might  have  thought  he  used  influence 
to  obtain  better  facilities,  this  was  not 
proved. 

CBS  cancels  quiz 

CBS-TV  late  Friday  (Jan.  30)  can- 
celled daytime  quiz.  For  Love  of 
Money,  Mon.-Fri.,  10-10:30  a.m.,  sub- 
stituting, effective  today  (Feb.  2),  filmed 
drama  series,  Morning  Playhouse.  Rea- 
son given:  show,  produced  by  inde- 
pendent firm,  FLOM  Productions,  and 
packaged  by  Walt  Framer  productions, 
allegedly  used  "decimal"  machine  (to 


determine  size  of  cash  prizes  awarded) 
which  from  time  to  time  had  "not  been 
free  from  control."  CBS-TV  said  this 
had  been  unknown  to  it,  that  network 
management  had  been  informed  of  this 
by  "personnel  assigned  to  the  show." 
Show  is  not  sponsored,  went  on  last 
June. 

WLWI  (TV)  Dedicated 

WLWI  (TV)  Indianapolis,  Crosley 
Broadcasting  Corp.  outlet  on  ch.  13, 
dedicated  $2Vi  million  plant  Friday  as 
Crosley  officials  celebrated  10th  year  in 
tv.  Hosts  were  Robert  E.  Dunville, 
Crosley  president,  and  John  Babcock, 
WLWI  station  manager.  Guest  list  in- 
cluded Sen.  R.  Vance  Hartke  (D-Ind.), 
of  Senate  Commerce  Committee;  Gov. 
Harold  W.  Handley  of  Indiana  and  Lt. 
Gov.  Crawford  W.  Parker,  and  Mayor 
Charles  A.  Boswell,  of  Indianapolis. 
Executives  from  other  Crosley  tv  out- 
lets—WLWT  (TV)  Cincinnati,  WLWC 
(TV)  Columbus,  WLWD  (TV)  Dayton 
and  WLWA  (TV)  Atlanta— took  part 
in  ceremonies. 

Two  join  ABC  Radio 

WWOL  Buffalo  and  WCKI  Greer, 
S.C.,  have  joined  ABC  Radio  as  affili- 
ates, network  announced  Friday  (Jan. 
30).  WWOL  operates  with  1  kw  on 
1120  kc  and  is  owned  and  operated  by 
Greater  Erie  Broadcasting  Co.,  of  which 
Leon  Wyszatycki  is  president  and  gen- 
eral manager.  WCKI  operates  with 
1  kw  on  1300  kc  and  is  owned  and 
operated  by  Vernon  T.  Fox.  ABC 
Radio  affiliates  now  total  293. 

Kraft  seeks  Como 

J.  Walter  Thompson,  N.  Y.,  and 
Kraft  Foods  Co.,  Chicago,  still  nego- 
tiating Friday  (Jan.  30)  as  to  future 
of  Kraft's  9-10  p.m.  Wednesday  slot  in 
which  Milton  Berle  and  Bat  Masterson 
now  placed.  Kraft  seeks  services  of 
Perry  Como  for  next  fall  as  base  of 
full-hour  show  on  NBC-TV. 

N BC  hits  FCC  proposal 

FCC's  proposal  for  rulemaking  to 
put  network  organizations  out  of  spot 
representation  business  (see  page  51) 
was  condemned  by  NBC  Friday  (Jan. 
30)  as  "completely  contrary  to  the  pub- 
lic interest"  and  one  that  "would  re- 
strict, rather  than  enhance,  competition 
among  spot  representatives." 
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Mr.  Baxter 


Mr.  Tasker 


•  Richard  H.  Baxter,  re- 
search associate  at  Cun- 
ningham &  Walsh,  N.Y., 
appointed  director  of  re- 
search department,  succeed- 
ing Gerald  W.  Tasker, 
who  is  retiring  after  34 
years  with  agency.  Mr. 
Baxter  joined  C&W  in 
1957  as  research  associate 


from  radio-tv  research  department  of  N.W.  Ayer.  Mr. 
Tasker  for  past  11  years  has  directed  C&W's  "Videotown" 
annual  study  of  tv  viewer  habits.  He  founded  agency's  re- 
search department,  has  been  credited  with  numerous  tech- 
niques developed  in  broadcast  research  among  them,  co- 
incidental radio  check,  recall  on  radio  spot  measurements, 
use  of  consumer  panels  to  pre-test  radio  shows,  and  labora- 
tory city  to  study  consumer  durables.  Mr.  Tasker  was  ap- 
pointed director  of  research  in  1940  and  elected  v.p.  in 
1951.  Caleb  Brokaw,  with  C&W  since  1956  and  before 
that  with  P.  Lorillard  and  National  Biscuit,  and  Charles 
Suttoni,  who  rejoined  Cunningham  &  Walsh  in  1958  after 
two  years  at  Ted  Bates,  become  associate  directors  of  re- 
search. 


MMH    •  William  E.  (Pete)   Matthews,  v.p. 

9     m    media   relations.   Young  &  Rubicam. 

'•'  since  March  1958.  named  v.p.  and  direc- 
B«      -  VjH     tor  of  media  relations,  in  effect  taking 

I  over  media  post  at  agency  from  Peter  G. 
Levathes,  who  was  tapped  for  v.p.  in 
charge  of  new  radio-tv  department  Jan. 

I  1  (Broadcasting,  Jan.  5,  12).  Mr. 
mmMw*M80ttm  Levathes  also  served  as  director  of  media 
Mr.  Matthews  during  transitional  phase.  Mr.  Matthews 
is  Y&R  veteran,  having  been  with  agency  for  all  of  his 
15  years  in  advertising.  He  joined  Y&R  in  1944  as  space 
buyer,  became  administrative  assistant  to  media  director 
five  years  later,  associate  director  of  media  relations  in 
1952  and  was  named  executive  assistant  to  director  of  media 
relations  in  1954. 


Mr.  Goldman 


•  Harold  Goldman,  executive  v.p.  and 
director  of  National  Telefilm  Assoc.,  N.Y., 
named  president  of  NTA  International 
Inc.,  new  tv-motion  picture  subsidiary 
(see  story,  page  42).  He  will  retain  pres- 
ent posts  with  parent  company.  NTA 
Pictures  Inc.,  which  is  current  distributor 
of  films  for  theatres,  will  become  division 
of  NTA  International,  with  Herbert  H. 
Greenblatt,  NTA  Pictures  general  man- 
ager, reporting  to  Mr.  Goldman.  Sidney  Kramer,  NTA  di- 
rector of  foreign  distribution,  and  Samuel  Gang,  NTA  for- 
eign sales  manager  and  sales  executive  in  charge  of  distribu- 
tion of  films  at  home  and  abroad,  also  will  report  to  Mr. 
Goldman.  New  NTA  president  joined  Oliver  A.  Unger  and 
Milton  G.  Ettinger  in  1951  in  formation  of  Television  Ex- 
ploitations Inc.,  tv  film  distributors.  In  1954  Messrs.  Gold- 
man and  Unger  started  Comet  Television,  which  was 
absorbed  by  NTA,  Mr.  Goldman  and  Mr.  Unger  becoming 
officers  and  directors  of  latter  company. 


•  Benjamin  Holmes,  salesman  in  televi- 
sion for  Edward  Petry  &  Co.,  New  York 
representation    firm,    appointed   v.p.  in 
charge  of  radio  division,  succeeding  Wil- 
liam Maillefert,  resigned.  Mr.  Holmes, 
who  joined  Petry  2V2  years  ago,  had  been 
with  John  T.  Griffin  stations  (Oklahoma 
and  Arkansas)  in  various  executive  posts 
for  several  years.  He  was  national  sales 
Mr.  Holmes        manager  of  group's  KTVX  (TV)  (now 
KTUL-TV)  Tulsa  and  KTUL,  KOMA  and  KFPW  Fort 
Smith,  Ark.,  in  1954-55  and  national  sales  manager  of 
KTVX  and  KATV  (TV)  Little  Rock  in  1955-56. 

•  Leon  P.  Gorman  Jr.,  ex- 
ecutive v.p.,  general  man- 
ager and  director  of 
Hildreth  stations  in  Maine 
(Community  Broadcasting 
Service  stations),  an- 
nounced resignation  Tues- 
day (Jan.  27).  Mr.  Gorman 
said  this  action  was  taken 
with  view  of  entering  ad- 
vertising business  in  New  York.  Walter  L.  Dickson,  v.p. 
of  Hildreth  stations,  will  take  charge  of  all  operations.  Mr. 
Dickson  joined  organization  as  chief  engineer  when  WABI 
Bangor  was  acquired  in  1949.  Hildreth  stations  include 
WABI-AM-TV,  WAGM-AM-TV  Presque  Isle,  WABM 
Houlton  and  WPOR  Portland. 


•  Stanford  Meigs,  account  executive  m 
ABC-TV's  central  division  office  in  Chi- 
cago, named  by  Television  Bureau  of  Ad- 
vertising to  direct  its  new  Chicago  office 
which  opens  today  (Feb.  2).  Mr.  Meigs 
joined  ABC  in  1954,  after  serving  as  ac- 
count executive  for  4Vi  years  with  Leo 
Burnett  Co.  New  TvB  branch  is  located  in 
Suite  520  of  Wrigley  Bldg. 


  if; 

lw  A 

Mr.  Gorman 


Mr.  Dickson 


Mr.  Meigs 


•  Peter  Storer,  general  sales  manager  of  WJW  Cleveland 
and  formerly  in  sales  capacities  at  other  Storer  Broadcasting 
Co.  operations  in  Detroit,  New  York,  Birmingham,  Atlanta 
and  Miami,  named  managing  director  of  WSPD-TV  Toledo. 
Son  of  George  Storer,  president  of  company,  he  will  report 
to  Allan  L.  Haid,  v.p.  in  charge  of  WSPD-TV. 

•  Harry  Sedgwick,  64,  president,  general 
manager  and  treasurer  of  CFRB  Toronto, 
founder  and  past  president  of  Canadian 
Assn.  of  Radio  and  Television  Broad- 
casters, resigned  Tuesday  (Jan.  27)  due 
to  ill  health.  He  remains  as  director.  For 
some  years  he  also  was  v.p.  of  CKLW 
Windsor-Detroit.  Mr.  Sedgwick  is  suc- 
ceeded as  president  and  general  manager 
by  J.  Elsworth  Rogers,  brother  of  late 
Red  Rogers  who  founded  station  in  1927.  Coincident  with 
Mr.  Sedgwick's  retirement,  Lloyd  Moore,  manager  of 
CFRB  since  1933,  retires  March  30,  and  is  succeeded  as 
manager  and  v.p.  by  Wes  McKnight,  veteran  sportscaster 
and  assistant  manager.  Waldo  Holden,  commercial  man- 
ager, appointed  v.p.  of  sales. 


Mr.  Sedgwick 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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It's  Channel  3  First  By  All  Surveys 

At  WREC-TV  the  finest  local  pro-  Here  are  the  latest  Memphis  Surveys  showing 

gramming   is    combined   with   the  leads   in  competitively-rated  quarter  hours, 

great  shows  of  CBS  Television  to  sign-on  to  sign-off,  Sunday  thru  Saturday: 
constantly  support  our  motto:  "In  A.R.B.  Pulse  Nielsen 

Memphis  There's  More  to  SEE  on  °c»-  29-Nov.  25  -ss     Nov.  -58     Nov.  9-Dec.  6  -ss 

1     o  >>     n  r  (Metro  Area)  (Metro  Area)       (Station  Area) 

Channel  3.     Survey  after  survey  WREC.TV       ^  ^3  ^ 

proves  it  ...  so  will  the  results  of  gta   g  g^  gg  gg 

your  advertising  effort.  See  your  g^a]  q  gg  29  70 

Katz  man  soon. 


WREC-TV 

Channel   3  Memphis 


Represented  Nationally  by  the  Katz  Agency 
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TROPIC  ISL 
CALYPSO  * 


1 


MOONLIGHT. 


RECKLESS! 


ADVENTURE ! 


AND  IN  CALYPSO-LINGO,  THIS  ALl>MEANS 


^ CARIBBEAN  DEFINITION:  "DEVIL-MAY-CARE"! 

Sassy  as  a  calypso  ballad!  Romantic  as  a  moonlit  beach! 
A  potent  blend  of  suspense,  mystery  and  international 
intrigue  amid  the  feverish  atmosphere  of  torrid  Trinidad! 


ZIV'S  NEW 


SERIES 


mm 


Explosive  Action  in  the  Colorful  Caribbean! 
starring 

DANE  CLARK 

and  introducing 

JOAN  MARSHALL 

From  the  Florida  Keys  to  Trinidad  ....  they 

^  ff0l/ffl\/7l//Z£ in  every  port  of  call! 


Every  week  a  sparkling 
half  hour!  Already  signed 
to  sell  for  advertisers 
in  over  120  markets  ! 


RCA  5KW  FM  TRANSMITTER 


DE 


TYPE  BTF-5B 

SIGNED  FOR  MULTIPLEXING  AND  REMOTE  CONTROL 


THIS  NEW  FM  TRANSMITTER  is  designed  for 
both  conventional  and  multiplex  operation. 
Outstanding  performance  features  such  as,  a 
direct  FM  system,  built-in  remote  control  pro- 
visions, screen  voltage  power  output  control, 
and  many  others,  make  the  BTF-5B  today's 
best  FM  transmitter  buy. 

ADEQUATE  COVERAGE — Its  5000-watt  power 
output  provides  adequate  coverage  of  a  multi- 
plex channel  and  improved  coverage  for  conven- 
tional operation.  The  high  power  level  permits 
the  use  of  low-gain  antennas  to  achieve  a 
high  ERP. 


UNIQUE  EXCITER— New  FM  Exciter,  Type 
BTE-10B,  uses  "Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  required.  Automatic 
frequency  control  system  with  frequency 
detector  prevents  off  frequency  operation. 

MULTIPLEX  ACCESSORIES— Subcarrier  gener- 
ators for  multiplex  operation  are  available  as 
optional  equipment.  There  is  room  inside  the 
new  transmitter  for  mounting  one  of  these 
generators.  Exciter  and  subcarrier  generators 
are  also  available  as  separate  items  for  use  with 
existing  FM  transmitters. 

BROADBAND  ANTENNA  — New  antenna 
designed  to  meet  low  VSWR  requirements  of 
multiplex  system  is  available,  along  with  a 
complete  line  of  FM  accessories. 


For  all  your  FM  needs  call  your  nearest 
RCA  Broadcast  Representative. 

IN  CANADA: 
RCA  VICTOR  Company  Limited,  Montreal 


#  3 
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OUTSTANDING  FEATURES  OF  THE  BTF-5B 

•  Designed  for  Remote  Control 

•  Direct  FM  System 

•  Designed  for  Multiplexing 

•  Fewer  Tubes  and  Tuned  Circuits 

•  Built-in  Oscilloscope  for  Easy  Tuning 

•  Choice  of  Colors 

•  Matching  Rack  Available  for  Accessories 
and  Additional  Subcarrier  Generator 


RADIO  CORPORATION  of  AMERICA 


Tmlc(»)  ® 


BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  NEW  JERSEY 


THE  ONLY  ONE 

THAT  GIVES  YOU 
ALL  THREE 


DATEBOOK 


A   CALENDAR   OF   MEETINGS   AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 
vindicates  first  or  revised  listing) 

FEBRUARY 

Feb.  1-6 — Winter  meeting  of  American  Institute 
of  Electrical  Engineers,  Statler  Hilton  Hotel,  New 
York,  includes  four  sessions  devoted  to  radio  and 
tv  experiments  and  operations.  NBC  and  CBS 
videotape  installations  will  be  described. 

Feb.  2-6 — Combined  NAB  boards  will  meet  at 
Hollywood  Beach  Hotel,  Hollywood  Beach,  Fla. 
Semi-annual  session  opens  Feb.  2  with  Tv  Finance 
Committee;  Feb.  3,  General  Fund  and  Member- 
ship Committees;  Feb.  4,  Tv  Board;  Feb.  5,  Radio 
Board;  Feb.  6,  combined  Tv  and  Radio  Boards. 

*Feb.  3:  Radio  &  Television  Executives  Society 
Timebuying  &  Selling  Seminar  luncheon,  12:15 
p.m.,  Hawaiian  Room,  Hotel  Lexington,  New  York 
City.  Topic:  "Two  Types  of  Radio."  Speakers: 
A.  W.  Dannenbaum  Jr.,  vice  president,  sales,  West- 
inghouse  Broadcasting  Co.,  and  Arthur  Hull  Hayes, 
CBS  Radio  president. 

*Feb.  3— National  Collegiate  Athletic  Assn.,  Tele- 
vision Committee,  Conrad  Hilton  Hotel,  Chicago. 
Suggestions  to  be  received  on  1959  tv  plan  from 
network,  agency  and  pay-tv  (Skiatron)  spokesmen. 

*Feb.  4 — Radio  &  Television  Executives  Society's 
"Newsmaker"  luncheon,  12:30  p.m.,  Ballroom, 
Hotel  Roosevelt,  New  York.  FCC  Chmn.  John  C. 
Doerfer  and  members  of  Commission  will  be 
honored.  Mr.  Doerfer  will  report  on  FCC  activity. 

Feb.  5-April  30— Thursday  evenings,  13-week 
seminar  in  operations  research  for  advertising  and 
marketing  personnel,  sponsored  by  Advertising 
Research  Foundation,  at  site  to  be  announced. 

Feb.  5-8 — Hi-fi  Show,  Shoreham  Hotel,  Washing- 
ton. The  newest  in  stereo  and  reproducing  gear 
will  be  on  display. 

Feb.  6-7 — Radio-Tv  Short  News  Course,  U.  of 
Minnesota  School  of  Journalism,  Minneapolis. 

*Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad- 
vertising Assn.  of  the  West.  Members  of  Congress 
will  be  Ad  Week  guests  of  Advertising  Federation 
of  America  reception  Feb.  9  at  close  of  AFA's 
first  midwiner  conference,  Sheraton-Park  Hotel, 
Washington.  Over  350  advertising  leaders  expect- 
ed at  conference. 

Feb.  9 — Broadcast  Advertising  Clinic  sponsored 
by  Hollywood  (Calif.)  Advertising  Club,  Hollywood 
Roosevelt  Hotel,  9:30  a.m.-4:15  p.m.  Club's  first 
annual  radio-tv  commercial  awards  will  be .  made 
at  luncheon. 

Feb.  10 — Entries  close  for  National  Headliners 
Club  awards.  Address  Mall  Dodson,  Convention 
Hall,  Atlantic  City,  N.  J. 

*Feb.  11 — Oliver  Treyz,  ABC-TV  president,  will 
answer  Fortune  article,  "The  Light  That  Failed," 
at  Chicago  Broadcast  Adv.  Club. 


*Feb.  12 — National  Stereophonic  Radio  Committee 
of  Electronic  Industries  Assn.,  Institute  of  Radio 
Engineers  hdqrs.,  New  York.  Separate  panels  will 
start  plans  to  create  systems  uniformity  in  com- 
patible stereo  sound. 

*Feb.  12 — Sixth  annual  Brotherhood  Media  Awards 
of  the  National  Conference  of  Christians  &  Jews 
to  be  presented  at  New  York  Brotherhood  Week 
luncheon  in  Astor  Hotel,  New  York. 

Feb.  14 — Institute  of  Radio  Engineers,  Washing- 
ton Section,  annual  banquet,  Statler  Hilton  Hotel, 
Washington. 

Feb.  15 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  United  States  scheduled  in 
U.  S.  District  Court,  Washington.  Motions  for 
trial  to  be  held  in  Miami  are  pending. 

*Feb.  16 — Boston  ch.  5  rehearing  scheduled  to 
begin.  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.  Examiner:  Judge   Horace  Stern. 

*Feb.  17-18 — Michigan  Assn.  of  Broadcasters,  leg- 
islative convention,  Olds  Hotel,  Lansing. 

*Feb.  17-19 — Broadcasting  &  Film  Commission — 
National  Council  of  Churches,  annual  meeting, 
Sheraton-McAlpin  Hotel,  New  York. 

Feb.  17-20 — Audio  Engineering  Society,  annual 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

Feb.  18 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673. 

Feb.  21 — United  Press  Intl.  Broadcasters  Assn. 
of  Connecticut,  Jolly  Fisherman,  Norwalk. 

Feb.  24-25— NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

Feb.  25-27 — Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 


'■  March  4 — California  Broadcasters  Assn.,  annual 
membership  meeting,  El  Dorado  Inn,  Sacramento. 

March  15 — Assn.  of  Maximum  Service  Telecast- 
ers,  annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  10  a.m. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

'March  16 — NAB  Tv  Code  Review  Board,  Conrad 
Hilton  Hotel,  Chicago. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

*  April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 


CAESARS,HEAD  •SPARTANBURG 
•GREENVILLE 


GA. 


S.  C. 


GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only  WFBC-TV,  "The 
Giant  of  Southern  Skies," 
gives  you  dominant  cov- 
erage in  these  three  met- 
ropolitan markets. 

Ask  the  Station  or 
WEED  for  latest  market 
data,  surveys  and  avail- 
abilities. 

Represented  Nationally  by 
WEED  TELEVISION  CORP. 


CHANNEL  4 

WFBC-TV 

GREENVILLE,  S  C. 

NBC  NETWORK 


RADIO  AFFILIATE,  "THE  PIEDMONT  GROUP" 
WFBC  -  GREENVILLE    WORD  -  SPARTANBURG 
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OPEN 


MIKE 


disappearance 

of  Mel 
Makegood 


Makegoods  are  no  problem  when  you 
have  TelePrompTer  to  keep  your 
commercials  accurate.  And  rehearsal 
time  is  cut  way  down,  too.  That's 
why  so  many  stations  are  finding  it 
profitable  to  install  TelePrompTer. 
The  smooth,  professional  delivery 
you  get  with  TelePrompTer  assures 
network  quality  at  the  local  level. 
Both  broadcasters  and  clients  agree 
"No  station  is  fully  equipped  with- 
out TelePrompTer." 

The  TelePro  6000  Rear  Screen  Pro- 
jector, too,  can  show  your  client's  of- 
fice, store  or  factory  as  a  convincing 
background  to  any  commercial.  See 
both  TelePrompTer  and  TelePro  at 
the  N.A.B.  Convention,  March  15th. 


Specialists  in 
GROUP  COMMUNICATIONS 


II  CORPORATION 


311  WEST  43  ST.,  NEW  YORK  36,  N.  Y. 

LOS  ANGELES •  WASHINGTON,  D.C. 'CHICAGO 
HUNTSVILLE,  ALA.    •    TORONTO    •  LONDON 
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Still  being  noticed 

editor: 

...  I  think  the  overall  re-formatting 
and  re-sizing,  and  the  move  of  Monday 
Memo,  is  a  fine  improvement  .  .  . 

Gene  Accas 

Associate  Media  Director 
Grey  Adv.,  New  York 

editor: 

Congratulations  on  your  new  format. 
Paraphrasing  the  old  saying:  Good 
things  come  in  smaller  packages. 

Jeremy  D.  Sprague 

Assistant  Media  Supervisor 

Cunningham  &  Walsh 

New  York 

editor: 

I  greatly  admire  the  recent  changes 
in  format  of  Broadcasting  Magazine, 
even  to  the  name  and  the  addition  of 
new  departments,  such  as  Datebook. 

Lawrence  Webb 

Managing  Director 

Station  Representatives  Assn. 

New  York 

editor: 

The  new  suit — on  you  it  looks  good! 
George  W.  Bailey 
Institute  of  Radio  Engineers 
New  York 

editor: 

I  like  the  new  size  and  format. 
Edward  P.  Whitney 
Executive  Director 
National  Community  Television 

Assn. 
Washington,  D.C. 

Mikoyan  debut  on  tv 

editor: 

in  the  jan.  19  issue  page  86  it 
states  that  the  russian  deputy  pre- 
mier mikoyan  made  his  american  tv 
debut  over  kttv  (tv)  los  angeles  on 
jan.  12.  this  statement  should  be 
corrected  for  on  jan.  10  from  the 

SAN  FRANCISCO  PRESS  AND  UNION 
LEAGUE  CLUB,  KPIX  (TV)  DID  A  LIVE 
TELECAST  OF  HIS  ONE  HOUR  NEWS  CON- 
FERENCE. 

AL  BACCARI 

KPIX  (TV)  SAN  FRANCISCO 

Wanted   in  Sweden 

editor: 

I  would  like  information  concerning 
the  cost  of  a  year's  subscription  to  your 
magazine  to  be  sent  air  mail  to  one  of 
our  clients  in  Sweden. 

Bill  Wolff 

Radio-Tv  Director 

Advertising  Agencies  Inc. 

Hollywood,  Calif. 

[EDITOR'S  NOTE:  Air  mail  service  is  avail- 
able to  all  subscribers  for  the  actual  post- 
age expended.  The  rate  to  Sweden  is  $1.65 
ner  issue,  or  $85.80  for  the  year.] 


Wanted:  Memorabilia 

editor: 

We  are  preparing  a  slide  file  and 
strip-film  lecture  concerning  the  history 
of  radio  broadcasting  to  1934.  We  are 
searching  for  photographs  and  any 
other  materials  concerning  performers, 
studios,  equipment,  etc.  of  this  period. 
If  any  of  your  readers  should  have  any 
materials  they  believe  would  be  of 
interest  to  us,  we  would  appreciate  it 
if  they  would  write  us  at  the  Dept.  of 
Speech,  Ohio  State  U,  Columbus  10, 
Ohio. 

Jos.  F.  Scharrer  and 
Raymond  T.  Bedwell  Jr. 
Ohio  State  U. 
Columbus,  Ohio 

Farm  program  evolution 

EDITOR : 

Radio  and  television  programs  ex- 
pressly for  farmers  are  passe. 

Most  of  our  food  and  fiber  is  pro- 
duced by  a  small  percentage  of  the  na- 
tion's farmers.  This  man  does  not  turn 
on  his  radio  or  television  set  to  learn 
how  to  control  chinch  bugs  and  anthrac- 
nose,  or  to  get  the  best  ration  for  laying 
hens.  Like  anyone  else  he  listens  and 
watches  for  news,  weather  reports,  mu- 
sic and  entertainment. 

We  do  need  farm  programs  for  city 
people  to  tell  them  the  fascinating  story 
of  their  "daily  bread" — the  things  they 
too  often  take  for  granted. 

Such  a  program  can  be  made  to  ap- 
peal to  all  people  and  it  will  not  be 
limited  in  sponsorship  to  feed,  fertilizer 
and  farm  implement  manufacturers. 

Why  doesn't  someone  tackle  it? 
Charley  Stookey 
Box  611 
Avon  Park,  Fla. 

WFMJ-TV  has  Play-Doh 

editor: 

re  your  play-doh  success  (jan.  12 

PAGE  45),  CH.  21  WFMJ-TV  YOUNGS- 
TOWN  SHOULD  HAVE  BEEN  INCLUDED 
AMONG  STATIONS  PARTICIPATING  IN  THIS 
SUCCESSFUL  CAMPAIGN. 

MITCH  STANLEY 

MANAGER 

WFMJ-TV  YOUNGSTOWN,  OHIO 


■Ml  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 350  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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"You're  getting  warm,  Ponsonby.  But  next  time  try  WJRT.  It's  the 
efficient  way  to  blanket  Flint,  Lansing,  Saginaw  and  Bay  City." 


Hottest  thing  in  mid-Michigan  TV:  WJRT, 
the  single-station  way  to  reach  the  nearly  half- 
million  TV  households  in  mid-Michigan.  And 
surely  the  most  efficient  way— for  WJRT  covers 
all  four  mid-Michigan  metropolitan  areas- 
Flint,  Lansing,  Saginaw  and  Bay  City— with  a 


grade  "A"  or  better  signal.  No  further  need  to 
look  in  from  the  outside.  WJRT  gives  you 
penetration  from  within.  If  you  want  to  tell 
your  story  in  Flint,  Lansing,  Saginaw  and  Bay 
City,  WJRT  is  the  way  to  cover  all  four  with  a 
single-station  buy.  Come  on  in ;  the  selling's  fine. 


WJRT 

CHANNEL  I  *  FLINT 

ABC  Primary  Affiliate 


/  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

New  York  •  Chicago  •  Detroit  •  Boston  •  San  Francisco  •  Atlanta 
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Buy 

George, 


fsmm?^^m^^^s^s^mm  rasa*? 

Smidley 

Geo.  P.  Hollingbery,  that  is! 

Yessir,  Smid,  the  Cascade  folks  got  a  new  rep. 

And,  by  George,  don't  you  forget  it — 

George  P.  Hollingbery  Company, 

national  representatives 

for  Cascade  Broadcasting  as  of  February  1st. 

So  let's  "buy"  George  and  Cascade, 

huh,  Smidley?  Right? 


CASCADE 


KIMA-TV  KEPR-TV 

YAKIMA,  WASH.  PASCO,  RICHLAND, 

KENNEWICK,  WASH 

KLEW-TV  KBAS-TV 


LEWISTON,  IDA. 


KIMA       KEPR  KWIQ 

YAKIMA,  WASH.       PASCO,  RICHLAND,      MOSES  LAKE,  WASH. 
KENNEWICK,  WASH. 


Now   Represented   by  GEORGE    P.   HOLLINGBERY  COMPANY 
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MONDAY  MEMO 

from  NORMAN  H.  STROUSE,  president,  J.  Walter  Thompson  Co.,  New  York 

The  'Sixties'  are  less  than  a  year  away 


For  the  past  several  years  we've  read 
articles  in  business  publications  and 
heard  talks  at  various  conventions  writ- 
ten or  delivered  by  those  with  sufficient 
authority  and  courage  to  forecast  the 
remarkable  opportunities  that  will  sud- 
denly spread  out  before  us  in  the  1960s. 
These  forecasts  have  been  made  so 
many  years  in  advance  that  we've  fal- 
len into  the  habit  of  thinking  of  the 
event  itself  as  set  in  the  future,  remote 
from  our  present  problems. 

This  has  been  particularly  true  dur- 
ing the  past  year,  when  a  sharp  and 
largely  psychological  recession  caused 
only  too  many  business  executives  to 
drop  their  happy  preoccupation  with 
a  constantly  rising  level  of  sales  and 
profits  and  attend  to  the  practical  prob- 
lems of  an  equally  rising  level  of  costs. 

But  the  dreamed  of  "sixties"  are 
literally  just  around  the  corner — only 
a  matter  of  months  away.  And  there  is 
little  reason  to  doubt  that  the  dream 
will  be  a  living  reality.  In  fact,  even 
during  this  past  year  the  factors  which 
have  been  at  the  root  of  our  expanding 
economy  have  continued  to  operate  and 
have  been  building  a  backlog  of  poten- 
tial demand  which  we  have  only  to 
trigger  to  convert  into  sales. 

Long  Range  Look  •  The  most  disap- 
pointing fact  of  this  past  recession  year 
was  that  so  many  American  marketers 
lost  sight  of  long-range  objectives  and 
curtailed  their  advertising  and  promo- 
tional investments  in  order  to  come  up 
with  an  earnings-per-share  figure  on 
December  31  which  would  require  the 
least  explanation  or  defense.  As  a  result 
many  companies  suffered  an  unseen  loss 
in  opportunities  to  increase  consumer 
preference  because  they  allowed  short- 
term  expedience  to  weigh  too  heavily  in 
the  scale  against  long-term  growth. 

Fortunately,  the  consumer  was  not 
too  greatly  influenced  by  such  manage- 
ment practices,  except  to  the  extent  that 
they  were  not  sufficiently  prodded  to 
purchase  durable  goods. 

But  our  economy  is  swinging  up 
again  with  reassuring  resilience,  thanks 
not  so  much  to  the  wise  business 
statesmanship  of  American  marketers 
but  rather  to  the  dynamic  economic 
health  of  the  great  body  of  Ameri- 
can consumers  who  are  sometimes 
sounder  in  their  judgments  than  our 
multiplying  echelons  of  management. 

As  we  move  shortly  into  the 
"golden  sixties"  of  latter-day  conven- 
tion speeches,  it's  important  that  we 
renew  our  basic  convictions  about 
the  unquestioned  growth  and  change 
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in  our  economy.  In  recent  talks  I  at- 
tempted to  summarize  this  growth  and 
change  by  means  of  the  concept  of  a 
four-dimensional  or  "4-D  Consumer" 
which  I  would  like  to  repeat. 

His  first  dimension  is  height,  you 
might  say — he's  greater  in  numbers.  And 
in  playing  the  numbers  game,  he  has 
repeatedly  embarrassed  the  popula- 
tion authorities  by  undertaking  ear- 
lier marriages  and  making  larger  fam- 
ilies stylish  again.  The  Census  Bu- 
reau in  its  1946  forecast  missed  by 
17  million  people  the  size  of  our  pop- 
ulation in  1955.  Now  we  have  passed 
175  million,  and  we  can  expect  a 
market  of  195  million  by  1965  and 
very  likely  211  million  by  1970. 

Acceleration  •  But  because  of  the 
sudden  acceleration  of  the  birth  rate  in 
the  early  1940s  and  the  increasing 
longevity  due  to  the  astonishing  ad- 
vances in  medicine,  we  now  find  our- 
selves with  a  disproportionately  low 
percentage  of  our  total  population  in 
the  development  age  range  of  25  to  45, 
which  will  create  serious  personnel 
shortage  problems. 

The  second  dimension  of  our  4-D 
Consumer  is  breadth — he's  changing 
rapidly  in  his  geographical  distribu- 
tion. He  has  become  a  mobile  ani- 
mal and  for  the  past  five  years  over 
30  million  of  them  have  been  chang- 
ing their  addresses  each  year.  They 
are  bringing  about  significant  regional 
shifts  in  our  population  and  at  the 
same  time  are  coalescing  into  what  we 
now  identify  as  "interurban  strips." 
These  are  continuing  phenomena,  de- 
manding close  attention  of  both  adver- 
tisers and  media  to  avoid  getting  out  of 
focus  with  the  market. 

The  third  dimension  is  depth — the 
economic  resources  of  the  4-D  Con- 
sumer  are   increasing   with  unprece- 


dented  speed.  Whereas  in  1950  our 
population  contained  just  over  11  mil- 
lion spending  units  with  a  disposable 
income  of  $4,000  or  more  after  fed- 
eral taxes,  by  1956  there  were  26  mil- 
lion such  spending  units,  and  in  1960 
— next  year — it  is  forecast  that  there 
will  be  36  million  such  spending  units. 

This  is  resulting  in  a  greater  range 
of  purchase  option,  a  lessening  in  the 
importance  of  price  alone  as  a  de- 
cision factor  and  an  increase  in  de- 
mand for  quality  and  convenience. 

'Hard  Sell'  Out  •  The  fourth  and 
final  dimension  we  might  call  texture — 
the  4-D  Consumer  is  becoming  better 
educated  and  therefore  more  discrimi- 
nating both  in  the  products  he  buys  and 
in  his  appraisal  of  and  his  response  to 
the  methods  of  communication  by 
which  we  attempt  to  sell  him. 

And  the  discriminating  consumer  is 
much  less  apt  to  be  impressed  with 
the  "hard  sell"  which  has  had  a  tend- 
ency to  elbow  its  way  so  brusquely 
into  our  broadcast  commercials  this 
past  year  or  so.  With  our  increasing 
level  of  education,  we  must  be  care- 
ful not  to  fall  into  that  self-deception 
that  assumes  that  millions  of  people 
will  succumb  to  advertising  tech- 
niques which  we  would  not  be  proud 
to  fall  for  ourselves. 

During  the  "sixties"  we  will  be 
knee-deep  in  luxuriant  markets,  but 
anyone  who  judges  these  markets 
strictly  on  the  basis  of  numerical  in- 
creases and  attempts  to  sell  them  with 
simply  "more  of  the  same"  will  risk 
loss  in  share  of  market  and  all  the  at- 
tendant ailments  that  flow  from  what 
we  may  term,  in  the  colloquial, 
"slipping."  And  if  your  slip  is  show- 
ing, it  is  amazing  how  many  of  your 
competitors  will  notice  it — and  take 
advantage  of  it. 

Norman  H.  Strouse,  b.  Nov.  4,  1906, 
Olympia,  Wash.;  graduate,  Olympia 
High  School;  no  college  education; 
honorary  LL.  D.,  Colgate  U.;  started 
with  J.  Walter  Thompson  Co.  in  1929 
as  space  buyer  in  San  Francisco,  be- 
came assistant  Pacific  Coast  manager  in 
1942.  Enlisted  as  private  in  Army  Air 
Force  in  1942  and  left  service  in  1945 
with  rank  of  major.  Returned  to  JWT 
in  1946  as  account  representative  on 
Ford  car  in  Detroit,  became  Detroit 
manager  1948,  elected  v. p.  of  agency 
1947,  director  1949  and  president  June 
1955.  The  Strouses  maintain  residences 
in  New  York  City  and  Harbor  Springs, 
Mich. 
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is  engineered  to  deliver  the  market 
covering  eastern  New  York,  western 
Massachusetts  and  parts  of  Vermont 
and  New  Hampshire.  It  provides  a 
sales  potential  of  $3,495,571,000.00 
consumer  spendable  income.  And 
that's  cash  register  money!  Food  sales 
alone  are  over  $615  million;  drugs 
over  $72  million. 
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Florida  makes  good  business  news 
with  an  average  of  45  new  plants  every  month 


Some  wag  recently  quipped— New  plants 
are  going  up  in  Florida  faster  than  new 
hotels.  Curious  thing  about  that  state- 
ment is,  it's  true!  Florida  gained  more 
than  500  new  industrial  plants  and 
major  expansions  in  1958.  That's  more 
than  all  the  hotels  ever  built  here  in 
any  single  year. 

This  doesn't  mean  Florida  is  for 
one  moment  forgetting  its  still-biggest 
industry,  tourism.  Far  from  it.  With  a 
$1.3  billion  annual  tourist  trade,  Flor- 
ida continues  to  be  one  of  the  leading 
vacation  meccas  in  the  world. 

It  does  mean,  however,  that  another 
sturdy  footing  now  underpins  the  pros- 
perity of  the  state,  and  business  news 
from  Florida  is  vying  with  resort  news 
for  headlines. 

The  new  missile-rocket  field  is  a 
prime  example  with  Cape  Canaveral 
high  in  dateline  popularity.  And  not 


to  be  overlooked  are  the  many  plants 
contributing  to  this  tremendous  pro- 
ject. New  electronics  firms  and  allied 
facilities  are  being  launched  through- 
out Florida  with  countdown  regularity. 
Over  150  manufacturers  are  already 
in  avionics,  communications,  missile 
tracking,  computing  and  related  indus- 
tries. Yet  these  space-age  businesses  are 
only  part  of  the  story. 

Now,  each  of  the  21  major  indus- 
trial classifications  listed  by  the  federal 
government  is  represented  in  Florida. 
That  these  new  companies  are  enjoying 
a  prospering  economic  environment  is 
proven  in  the  large  number  of  expan- 
sions taking  place  each  year. 

Capital  investment  for  plants  and 
equipment  jumped  134%  in  the  last 
ten  years.  The  nation  averaged  79%. 
Florida  manufacturing  employment 
rose  74%  in  the  same  period. U.S.  aver- 


aged 10% .  Plant  payrolls  soared  190% . 

This  growth  requires  skilled  labor. 
Florida  has  it.  Population  gains  keep 
pace  with  demands  for  personnel.  An 
average  of  3,000  new  residents  move 
here  every  week.  Sixty-six  percent  are 
in  the  working-age  bracket— 18  to  64 
years  old.  Thousands  more  want  to 
come.  Businessmen,  professional  men, 
skilled  technicians  and  their  families, 
plus  the  manufacturers  who  want  to 
get  closer  to  Florida's  fast-growing  mar- 
kets. All  want  to  know  about  living 
and  working  in  Florida. 

If  you'd  like  to  give  them  such  facts 
in  your  time-to-time  reporting  on 
the  Florida  scene,  we'd  like  to  help 
you  gather  the  information  you  need. 
Simply  address: 

State  of  Florida  Development  Commission 
515-T Caldwell  Building 
Tallahassee,  Florida 


: :\  T  -~  . 

YEAR    'ROUND    LAND    OF    GOOD  LIVING 


CHARLOTTE-WBTV  RULES  ABSOLUTE 

AS  FIRST  TELEVISION  MARKET 

IN  ENTIRE  SOUTHEAST 

AS  MEASURED  BY  N.C.S.  #3 

The  Charlotte-WBTV  television  market  totals  632,070  homes. 
Its  nearest  competitor  in  the  Southeast,  Atlanta,  has  579,090. 

WBTV's  set  count  exceeds  that  of  the  second  Charlotte  station  by 
43% — delivering  189,380  more  television  homes! 

Buy  WBTV  as  your  first,  biggest  step  to  television  coverage 
of  the  Southeast.  Contact  CBS  Television  Spot  Sales  or  WBTV 
for  the  full  fabulous  coverage  and  dominance  story. 


COMPARE  THESE  SOUTHEAST  MARKETS! 

WBTV-Charlotte  632,070 

Atlanta  579,090 

Louisville  509,480 

Birmingham  587,800 

Memphis  453,240 

Charlotte  Station  "B"  442,690 

Miami  434,800 

New  Orleans  380,020 

Nashville  366,560 

Norfolk-Portsmouth  337,580 

Richmond  311,680 


BROADCASTING 

THE  BUS  I  NESS  WEEKLY  OF  TELEVISION  AND  RADIO 

February  2,  1959 

Vol.  56  No.  5 


A  NETWORK  WITHOUT  ADVERTISING? 

•  Nucleus  of  national  radio  program  service  takes  shape 

•  It  includes  some  of  CBS's  and  NBC's  biggest  affiliates 

•  They  want  network  product  without  network  competition 


Some  of  the  most  respected  broad- 
casters in  the  country  last  week  took  a 
long  step  toward  formation  of  a  nation- 
wide radio  program  service  which  would 
supply  network  -  type  programs  but 
would  not  sell  advertising. 

Some  have  already  signed  a  "letter  of 
intent"  committing  them  to  underwrite 
the  project,  which  is  tentatively  named 
"Radio  World  Wide." 

The  start  of  operations  is  contingent 
upon  commitments  from  at  least  25 
major  stations  in  major  markets  for  a 
minimum  of  two  years  at  a  subscription 
rate  of  30  times  the  station's  highest 
one-time,  one-minute  rate  per  week. 

It  is  estimated  that  from  25  such  sta- 
tions a  minimum  of  $3  million  for  the 
first  two  years  of  operation  would  be 
guaranteed.  That  figures  out  to  an  av- 
erage contribution  of  $60,000  per  year 
per  station. 

Planning  Session  •  The  plan  was  dis- 
cussed in  detail  last  week  at  a  secret 
meeting  of  executives  of  some  30  long- 
established  radio  stations.  The  meeting 
was  held  at  the  Conrad  Hilton  Hotel  in 
Chicago.  The  "letter  of  intent"  (see  text, 
next  page)  was  circulated  at  the  meet- 
ing. Some  signed  it;  some  took  it  home 
to  obtain  approval  from  ownership  of 
their  properties.  A  few  reportedly  re- 
jected the  plan.  At  least  one  station 
which  was  not  represented  at  the  meet- 
ing reportedly  had  made  a  tentative  en- 
dorsement. Still  others  who  were  not  at 
the  meeting  have  indicated  interest. 

Several  leaders  of  the  project  are  rep- 
resented by  the  Henry  I.  Christal  Co..  a 
representation  firm  dealing  exclusively 
in  radio,  but  not  all  Christal  stations 
were  at  the  meeting,  nor  are  all  Christal 
stations  reportedly  in  favor  of  the  plan. 
The  movement  embraces  stations  rep- 
resented by  several  different  representa- 
tion firms  and  affiliated  (now  or  recent- 
ly) with  both  CBS  Radio  and  NBC 
Radio. 

A  complete  list  of  the  stations  with 


delegates  at  last  week's  meeting  could 
not  be  obtained  at  the  time  this  story 
was  written  late  Thursday  (Jan.  29),  but 
these  were  definitely  identified: 

NBC  affiliates:  KFI  Los  Angeles, 
KHQ  Spokane,  KSD  St.  Louis,  WGY 
Schenectady,  WTIC  Hartford  and 
WFAA  Dallas  (which  operates  on  two 
frequencies  alternately  with  WBAP  Fort 
Worth  and  is  NBC  on  820  kc  and  ABC 
on  570  kc). 

CBS  affiliates  (or  recent  disaffiliates): 
KTRH  Houston,  WTAG  Worcester, 
WHAS  Louisville  and  WJR  Detroit. 
The  majority  of  the  other  18-20  sta- 
tions which  were  represented  at  the 
meeting  reportedly  were  CBS  affiliates 
now  or  stations  which  recently  disaf- 
filiated as  a  consequence  of  CBS  Radio's 
adoption  of  its  Program  Consolidation 
Plan.  Still  other  CBS  Radio  outlets  have 
the  proposal  under  consideration  al- 
though they  did  not  attend  the  meeting. 

Non-Competitive  Supplier  •  Details 
of  Radio  World  Wide's  operations  and 


MBS  in  the  act? 

MBS  officials  are  thinking  of 
I  forming  a  wholly-owned  subsid- 
j   iary  to  sell  a  specialized  national 

and  international  news  program  ; 
I   service,    Broadcasting  learned 
last  week. 

The  subsidiary  would  be  called 

I World  News  Inc.  Its  programs 
would  be  fed  to  subscribers  over 
I  Mutual's  leased  lines  at  times 
j  that  are  not  in  use  for  regular 
I   Mutual  programming. 

The  present  Mutual  news  pro- 
gram schedule  would  not  be  af- 
fected. If  the  project  is  under- 
taken, the  Mutual  news  staff  will 
I  be  substantially  expanded  both  in 
the  U.S.  and  overseas.  Officials 
at  the  MBS  headquarters  predict 
a  decision  will  be  reached  short- 

ly- 


programming  have  not  been  planned, 
but  the  broad  purpose  of  the  service  is 
to  provide  high-quality  news,  public  af- 
fairs and  entertainment  programs  from 
a  national  program  source  that  does  not 
compete  with  its  members  for  national 
advertising  revenue  (Closed  Circuit, 
Jan  26). 

Stations  could  use  whatever  Radio 
World  Wide  programs  they  chose  at 
times  of  their  own  choosing.  All  na- 
tional advertising  on  the  stations  would 
be  spot,  sold  by  the  stations  themselves 
at  their  own  rates. 

In  this  respect  Radio  World  Wide 
would  differ  radically  from  the  defunct 
Quality  Radio  which  was  originally  sup- 
ported by  several  of  the  stations  that 
are  now  prominently  identified  with 
Radio  World  Wide.  Quality,  which  nev- 
er went  into  operation  but  for  several 
years  had  a  skeleton  sales  staff,  was  to 
be  not  only  a  program  service  but  also 
a  national  advertising  vehicle  sold  as  a 
unit  as  conventional  networks  are  sold. 
The  Quality  idea  was  abandoned  be- 
cause it  could  not  compete  with  estab- 
lished network  prices.  It  never  made  a 
sale. 

Radio  World  Wide  would  be  nothing 
but  a  program  service.  Several  of  its 
supporters  emphasized  last  week  that 
the  programs  would  include  entertain- 
ment as  well  as  news  and  public  affairs, 
although  at  the  outset  it  was  expected 
that  news  and  public  affairs  broadcasts 
would  dominate  the  schedule. 

Early  Feelers  •  It  was  learned  that 
supporters  of  Radio  World  Wide  had 
conducted  exploratory  talks  with  sev- 
eral established  program  sources,  in- 
cluding both  the  major  news  associa- 
tions, United  Press  International  and 
Associated  Press.  These  explorations 
have  dealt  with  the  possibility  of  either 
UPI  or  AP  supplying  voice  broadcasts. 

Radio  World  Wide  supporters  have 
also  talked  with  ABC  Radio  about  the 
possibility  of  its  providing  the  kind  of 
service  they  want.   At  the  moment  an 
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The  plan  for  'Radio  World  Wide' 


Here  is  the  text  of  the  "Letter  of  Intent"  which  the 
founders  of  the  proposed  program  service  have  been 
asked  to  sign. 

This  is  to  affirm  that  Radio  Station  XXXX  is  in 
accord  with  the  basic  principles  outlined  for  a  proposed 
program  service,  tentatively  named  "Radio  World  Wide," 
and  hereby  asserts  its  interest  in  becoming  a  subscriber, 
contingent  upon  the  following: 

1.  That  at  least  24  other  high  calibre  stations  in 
major  markets  have  similarly  signified  their  intent. 

2.  That  all  programs  and  services  under  contract  will 
be  under  full  control  of  the  individual  station  and  will 
be  entirely  separated  from  any  sales  activity  for  adver- 
tising revenue  by  any  person  or  organization  other  than 
the  station's  own  sales  forces. 

3.  That  qualified  legal  counsel  has  developed  and 


submitted  a  charter  and  set  of  bylaws  which  reasonably 
protect  the  associates  by  requiring  approval  of  future 
applicants  to  insure  that  only  stations  of  similar  quality 
will  become  associates. 

4.  That  the  maximum  cost  of  each  station's  sub- 
scription will  not  exceed  30  times  the  station's  highest 
one-time,  one-minute  rate  weekly. 

5.  That  details  of  corporate  structure  and  program- 
ming policies  will  be  subject  to  our  review  and  approval 
before  any  formal  and  legally  binding  contract  is 
tendered. 

We  further  express  our  agreement  that  if  and  when 
all  the  foregoing  conditions  are  met,  the  term  of  the 
formal  contract  would  be  for  a  period  of  two  years. 

(Signed) 


arrangement  with  ABC  seems  unlikely. 

All  these  discussions  have  been  tenta- 
tive in  the  extreme,  it  was  emphasized. 
At  the  Chicago  meeting  last  week  there 
were  further  discussions  about  program 
sources,  but  it  was  decided  that  organi- 
zational plans  must  be  drawn  before 
programming  details  could  be  arranged. 

Two  of  the  first  items  of  business, 
assuming  enough  stations  sign  the  letter 
of  intent,  will  be  the  design  of  a  cor- 
porate structure  and  the  selection  of  a 
chief  executive  to  head  Radio  World 
Wide. 

Orderly  Procedure  •  There  is  no 
specific  target  date  for  the  beginning 
of  Radio  World  Wide  operations.  Lead- 
ers of  the  movement  were  described  as 
wishing  to  proceed  with  an  orderly 
organization.  They  were  hopeful  of 
avoiding  premature  publicity  that  would 
wrongly  indicate  that  their  project  was 
a  sudden  spasm  induced  by  CBS  Radio's 
conversion  to  PCP  and  by  talk  that 
NBC  Radio  might  follow  suit.  These 
developments,  it  was  stated,  had  to 
some  degree  crystallized  action  on  the 
Radio  World  Wide  idea,  but  the  basic 
concept  of  such  a  service  had  been 
under  investigation  for  years. 

All  the  existing  national  networks 
and  their  affiliates  have  repeatedly  stud- 
ied proposals  for  conversion  to  a  pro- 
gram service. 

In  the  fall  of  1956,  this  magazine 
took  a  national  poll  of  both  network 
affiliates  and  independent  stations  which 
showed  substantial  sentiment  in  favor 
of  a  "press  association"  type  of  network 
service  that  would  be  supplied  to  sta- 
tions for  a  fee  and  would  not  be  sold  as 
a  national  advertising  vehicle.  In  that 
poll  37.6%  of  the  580  network  affiliates 
that  responded  said  they  would  prefer 
a  "press  association"  type  of  service  to 
existing  network  service  and  64.4%  of 
the  565  independents  that  responded 
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said  they  would  be  "interested"  if  such 
a  service  were  offered  (Broadcasting, 
Nov.  26,  1956). 

Mutual's  Conversion  •  Shortly  after 
the  publication  of  the  Broadcasting 
survey  the  Mutual  Broadcasting  System, 
then  under  the  ownership  of  General 
Teleradio,  made  a  serious  study  of  the 
prospects  of  converting  to  a  program 
service  to  be  sold  to  stations.  The  net- 
work's eventual  decision  was  a  modifi- 
cation. MBS  was  the  first  to  offer  sta- 
tions programs,  mostly  news  and  com- 
mentary, at  no  compensation  in  return 
for  the  right  to  sell  some  of  the  pro- 
grams to  network  advertisers  while 
allowing  the  stations  to  sell  others  as 
they  chose.  (For  news  of  Mutual's  cur- 
rent consideration  of  a  straight  program 
service,  see  box  page  23.) 

Both  before  and  after  Broadcast- 
ing's publication  of  its  survey,  CBS  and 
NBC  and  their  affiliates  discussed  the 
program  service  plan.  Each  time  the 
networks  concluded  that  the  costs  of 
operation  could  not  be  recovered  from 
fees  that  stations  were  willing  to  pay. 

The  fourth  radio  network,  ABC, 
made  an  intensive  exploration  of  the 
subject  only  last  April  when  there  was 
some  doubt  that  the  company  would 
stay  in  the  radio  network  business.  At 
that  time,  ABC  officials  calculated  it 
would  cost  $4  million  a  year  to  run  a 
national  program  service.  In  consulta- 
tion with  key  affiliates,  the  network  de- 
cided it  could  not  collect  that  much 
in  station  fees. 

Supporters  of  Radio  World  Wide  say 
that  the  conventional  networks  have  ex- 
aggerated the  costs  of  a  program  serv- 
ice. For  $2.5  million  a  year,  they  say, 
a  high  quality  service  including  nation- 
al and  international  news  broadcasts 
and  top  entertainment  shows  can  be 
scheduled  regularly  over  Class  A  lines. 
They  feel  that  the  $1.5  million  a  year 


budget  which  the  25  charter  subscribers 
would  guarantee  is  enough  to  put  Radio 
World  Wide  into  sound  business. 

Only  Way  Out  •  In  the  belief  of  these 
broadcasters,  a  program  service  is  the 
only  way  that  big  stations  in  big  mar- 
kets can  continue  to  supply  varied  pro- 
gramming without  going  broke. 

"The  economics  of  present  network 
arrangements  are  cockeyed,"  one  lead- 
er in  the  Radio  World  Wide  movement 
said  last  week.  "Either  the  network  has 
to  lose  money  or  the  affiliates  have  to 
lose  money.  The  only  way  to  make 
sense  out  of  this  is  to  revise  the  ar- 
rangement so  the  same  facilities  are 
sold  at  the  same  price  to  all  national 
advertisers. 

"As  it  is  now,  if  a  network  affiliate 
tries  to  sell  a  minute  spot  to  Chevrolet, 
for  example,  Chevrolet  says:  'Why 
should  I  buy  the  spot  for  your  $50 
spot  rate  when  I  can  get  the  same 
commercial  on  your  station  through  a 
network  buy  for  maybe  $3.25?'." 

Clicquot  big  in  radio 

Aiming  for  one  of  the  nation's  big- 
gest radio  promotions,  Clicquot  Club 
Co.,  Millis,  Mass.,  has  announced  plans 
to  sponsor  3Vi  hours  of  recorded  dance 
music  in  selected  market  areas  through- 
out the  country  every  Saturday  night. 

General  Sales  Manager  Donald  M. 
Smets  explained  at  a  three-day  sales 
conference  in  Boston  last  week  that 
there  will  be  local  promotions  coordi- 
nated with  the  radio  programs,  includ- 
ing dance  parties  in  the  largest  available 
facilities.  The  music  will  be  adjusted  to 
the  tastes  of  each  area  but  will  empha- 
size the  1959  Clicquot  slogan,  "Let's  go 
Klee-Ko." 

The  agency  for  the  78-year-old  soft 
drink  company  is  Daniel  F.  Sullivan 
Co.,  Boston. 
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MERCHANDISING! 


•  Covers  30  of  the  highest  volume  independent  stores 
in  Baltimore! 

•  Two  weeks  display  of  your  product  on  the  big  WITH  Drug 
Merchandising  display  stand  in  all  participating  stores  I 

•  In-store  poster  displays  of  your  product  in  all  stores ! 

•  Jumbo  mailings  to  every  retail  drug  store  in  the 
Baltimore  Metropolitan  area ! 

•  Many  more  merchandising  "pluses" !  No  other  Baltimore 
radio  station  has  anything  like  it!  Get  full  details — now. 
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Write  to  Radio  W^I^T^H  Baltimore  3,  Md. 

or  contact  the  W-l-T-H  national  representative  nearest  you: 

Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clark  Browne  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans 
McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 
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BROADCAST  ADVERTISING 


PARLIAMENT'S  QUARTER-INCH 

Radio-tv  jingle  adapts  newspaper  slogan 


Parliament  cigarettes  breaks  with  a 
major  media  move  today  (Feb.  2)  as 
its  first  commercials  on  a  new  copy 
theme  sweep  across  the  country,  using 
network  tv,  spot  tv  and  radio.  The 
saturation  radio  campaign  is  a  last- 
minute  addition  to  the  campaign. 

The  broadcast  schedule,  through 
Benton  &  Bowles,  includes  network  tv 
(Doug  Edwards  and  the  News  and  Perry 
Mason  on  CBS-TV),  spot  tv  using  about 
130  station  in  the  top  50  markets,  and 
a  "wave"  of  radio  spot  (an  average  of 
100  spots  weekly  on  some  65  stations 
covering  14  major  markets  and  others). 

Behind  the  broadcast  acceleration  is 
a  media  story  of  a  copy  theme  devel- 
oped in  newspaper  advertisements  and 
then  adapted  to  radio  and  tv.  It  is 
part  of  a  stepped-up  move  by  Parlia- 
ment in  the  war  of  the  filter  brand 
cigarettes. 

Actually  the  broadcast  approach  of 
Parliament  is  quite  simple  though  its 
action  was  one  that  its  executives  at 
first  thought  couldn't  be  done.  The 
Parliament  newspaper  ad  copy  theme 
of  "the  most  important  one-quarter  inch 
in  smoking  today"  was  put  into  a 
jingle. 

It  was  the  jingle,  nurtured  by  Parlia- 
ment's agency,  that  got  the  hot-selling 
Philip  Morris  filter  brand  off  the  ground 
and  into  the  broadcast  air.  Benton  & 
Bowles  and  Faillace  Productions,  New 
York,  came  up  with  the  lyrics  and 
music.  The  jingles  so  captivated  the 
client  that  radio  was  also  brought  into 
the  plans. 

The  jingles  were  recorded  the  first 
week  of  January.  Also  during  that 
week,  MPO  Productions,  New  York, 
filmed  commercial  footage  at  its  studio 
and  on  location  at  the  Long  Island 
Daily  Press.  In  the  jingle,  Faillace  used 
five  voices.  The  tv  commercial  has  these 
credits:  Mickey  Schwartz  of  MPO, 
directing;  Sol  Dworkow  (also  pro- 
ducer), Bob  Hughes  and  Ray  Fitz- 
gerald, all  of  B&B,  copywriters.  Frank 
Sims  does  the  announcing  for  the  tv 
commercial. 

Prepared  were  two  60-second  com- 
mercials and  two  ID's  for  television, 
and  one  minute  radio  announcements. 
Said  Parliament's  ad  people:  "We  used 
radio  because  of  the  easy  translation 
from  print  to  sound  of  a  product  ad- 
vantage." The  advantage:  the  recessed 
filter  (high-filtration)  that  traps  nicotine 


and  tar  and  has  no  "feedback." 

As  the  jingle  clocks  it  in  a  lilting 
tune: 

"It's  the  most  important  quarter  inch 
in  smoking  today 

in  smoking  today 
In  Parliament  trapped  nicotine  and 
tars  all  stay 

tars  all  stay 
A  quarter  inch  away 
A  quarter  inch  away. 
It's  the  quarter   inch   the   filter  is 
recessed  from  the  tip 

recessed  from  the  tip 
So  no  filter  feedback 


Storyboard  •  Printers  produce  Parlia- 
ment newspaper  ad,  share  Parliament 
pleasure  in  the  process. 


Can  reach  your  lips 

Tobacco  tastes  best 

When  the  filter's  recessed 

Smoke  Parliament." 

Parliament  and  B&B  say  they  realized 
that  in  their  copy  theme  they  had 
something  other  than  statistics  which 
have  loaded  filter-tip  cigarette  makers' 
ad  claims.  And  this  could  be  seen  and 
dramatized  on  tv.  The  difference  for 
radio:  the  jingle. 

The  brand — now  knocking  at  the 
sales  door  of  the  majors  in  the  filter 
tip  field — received  new  packaging  and 
a  price  compatible  with  other  filters 
when  Philip  Morris  acquired  Benson  & 
Hedges  more  than  a  year  ago. 

Ketchum's  best  year 
was  '58's  $27  million 

Ketchum,  MacLeod  &  Grove,  with 
offices  in  Pittsburgh,  New  York  and 
Washington,  D.C.,  had  its  biggest  billing 
year  in  1958,  a  total  of  $27  million. 
President  George  Ketchum  placed  the 
gain  over  1957  at  12%,  for  the  adver- 
tising and  public  relations  agency. 
Noted  was  a  trend  among  clients  to  in- 
crease their  budgeting  for  services  ren- 
dered (KM&G  has  a  list  of  heavy  in- 
dustry accounts,  places  some  radio-tv 
business  and  handles  some  stations 
themselves) . 

Otero,  Winters  open 

•  Page  B.  Otero  and  Curtis  R.  Winters, 
formerly  executives  of  McCarty  Adv., 
L.A.,  announce  opening  of  their  adver- 
tising and  marketing  agency,  Otero  & 
Winters  Inc.  Mr.  Otero  is  president 
and  Mr.  Winters  is  vice  president  of  the 
new  agency  which  is  located  at  9110 
Sunset  Blvd.;  telephone:  Crestview  4- 
5917. 

League  picks  tv  spot 

»  Joseph  I.  Sonnenreich  Adv.,  New 
York,  was  presented  with  an  award  in 
the  tv  presentation  category  by  the 
League  of  Advertising  Agencies  last 
Friday  (Jan.  30)  for  a  spot  tv  campaign 
conceived  for  Wispese  Corp.  (light- 
weight girdles),  New  York.  The  cam- 
paign, created  by  Sonnenreich  Adv., 
ran  in  35  markets  last  year  and  utilized 
semi-animation  and  illustrated  tech- 
niques in  explaining  the  features  of  the 
product.  The  tv  award  was  one  of  10  in 
various  media  categories  presented  by 
the  league  at  its  eighth  annual  dinner 
held  at  the  Hotel  Plaza  in  New  York. 
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NO  AGENCY  1 5% 
. . .  says  KICD  in  move 
to  single  local  rate 

KICD  Spencer,  Iowa — "a  250-watter 
in  a  town  of  7,400  people"  which 
"grossed  $234,000"  last  year — told  ad- 
vertising agencies  last  week  it  no  longer 
will  pay  them  15%  commission  on  busi- 
ness they  place  with  KICD.  Instead  the 
agencies  will  have  to  bill  their  clients  for 
the  service,  KICD  explained,  pointing 
out  that  in  return  the  agency  buying 
KICD  will  get  "an  honest  dollar's  worth 
of  effort  for  its  client." 

This  unique  policy  was  disclosed  by 
KICD  President-General  Manager  Ben 
B.  Sanders  in  announcing  the  station's 
swing  to  single-rate,  dropping  the  form- 
er national  rate  and  offering  the  present 
local  rate  to  all  advertisers.  Mr.  Sanders 
said  KICD  also  will  operate  without  a 
station  representative.  The  station  has 
been  in  the  John  E.  Pearson  Co.  port- 
folio. 

But  Madison  Ave.  last  week  scarcely 
blinked  at  KICD's  contribution  to  the 
drive  for  a  single  rate  card  policy  in  the 
broadcast  media  (Broadcasting,  Jan. 
26,  19).  Of  the  station's  $234,000  gross 
in  1958,  only  5%  was  national  money. 

A  Pearson  spokesman  declined  to 
comment  on  the  KICD  action.  How- 
ever, he  said  a  national  account  now  on 
KICD  is  Sinclair  Refining  Co.,  placing 


Sanders:  buy  at  one  local  rate 


through  Geyer,  Morey,  Madden  &  Bal- 
lard, New  York. 

Agency  Changes  Mind  •  A  represent- 
ative of  Geyer,  Morey,  at  first  said  the 
agency  would  not  accept  the  new  KICD 
no-commission  policy,  but  later  said  the 
agency  would  go  along  and  handle  it 
through  a  bookkeeping  change — not  ex- 
plained— if  the  client  wanted  KICD,  the 
only  station  in  Spencer.  Sinclair  billed 


$1,500  on  KICD  in  1958. 

Mr.  Sanders  wrote  agencies  in  part: 
".  .  .  We're  (1)  going  to  one  rate,  (2) 
operating  without  a  rep  and  (3)  making 
our  rates  net-to-station.  .  .  .  We're  going 
out  on  the  limb,  by  doing  something  we 
feel  will  straighten  up  the  rate  prob- 
lems eventually  for  all  stations — one 
rate  to  all. 

"And  if  a  man  wants  the  services  of 
an  advertising  agency,  let  him  pay  for 
the  services,  not  by  paying  us  a  higher 
rate,  but  by  paying  the  persons  perform- 
ing the  services — the  agency.  And  in 
turn  the  agency  will  feel  it  is  getting  an 
honest  dollar's  worth  of  effort  for  its 
client. 

"Your  client  will  pay  exactly  the 
same  rate  as  our  main  street  merchant 
plus  your  commission.  In  this  way  he 
has  the  benefits  of  your  ability  at  local 
rates.  Advertising  agencies  have  asked 
for  this  service — the  local  rates.  We  feel 
you  are  justified  in  your  demands  for 
fair  and  equal  treatment.  Hence  the 
move.  Time  will  demonstrate  if  we're 
right — we  hope  we  are. 

"A  year  from  now  we'll  look  at  the 
figures  and  let  you  know." 

Katz  forms  new  agency 
for  Baltimore  clients 

A  new  agency,  Joseph  Katz  Co.  of 
Baltimore,  was  organized  yesterday 
(Feb.  1)  as  a  separate  entity  from  Joseph 
Katz  Co.,  New  York.  The  new  firm  will 
continue  to  handle  accounts  that  were 
serviced  in  the  former  Baltimore  office 
of  the  Katz  Co. 

Stanley  E.  Blumberg,  vice  president 
of  the  Katz  agency,  becomes  president 
of  Joseph  Katz  Co.  of  Baltimore.  Harry 
Kullen,  executive  vice  president  of  the 
firm  headquartering  in  New  York,  is 
vice  president  of  the  new  Baltimore  op- 
eration. Gertrude  Myers,  administrative 
assistant  to  the  late  Joseph  Katz,  agency 
founder,  will  be  secretary-treasurer  of 
the  Baltimore  firm. 

The  original  Katz  agency  was  found- 
ed 39  years  ago.  In  New  York,  Mr.  Kul- 
len said  the  Katz  agency  in  that  city 
will  continue  to  handle  American  Oil 
Co.  and  other  accounts.  Plans  of  the 
agency  will  be  announced  soon,  he 
added. 

Joseph  Katz  Co.  of  Baltimore  will 
maintain  a  working  liaison  with  the 
New  York  agency  and  continue  to  serv- 
ice Pompeian  Co.,  Maryland  Paper 
Products  Co.,  Maryland  Cup  Co.,  First 
National  Bank  of  Baltimore,  A.  S.  Abell 
Co.  (WMAR  [TV]  Baltimore  and  Sun- 
papers),  WWDC  Washington,  WMBR 
Jacksonville,  Fla.,  WITH  Baltimore, 
WXEX  Richmond,  Va.,  and  other  ac- 
counts. 


10-second  restriction 
placed  on  prize  plugs 

Free  plugging  of  products  given  away 
as  prizes  on  audience  participation  pro- 
grams is  restricted  under  an  "interpre- 
tation" by  the  NAB  Tv  Code  Review 
Board. 

Roger  W.  Clipp,  Triangle  Stations, 
chairman  of  the  code  group,  said  the 
identification  of  giveaway  prizes  must 
not  exceed  10  seconds  of  air  time.  The 
interpretation  applies  to  all  prize  agree- 
ments made  after  Feb.  1.  Code  sub- 
scribers may  complete  existing  agree- 
ments. 

The  10-second  limit  was  interpreted 
as  "reasonable  and  limited."  If  identifi- 
cation of  a  giveaway  exceeds  10  sec- 
onds, the  entire  announcement  or  visual 
presentation  will  be  charged  against  the 
total  commercial  time  allotment  of  the 
program  period. 

The  Tv  Code  itself  specifies  that 
"reasonable  and  limited  identification 
of  .  .  .  contest  awards  and  prizes  .  .  . 
shall  not  be  included  as  commercial 
time"  and  that  "any  oral  or  visual 
presentation  concerning  the  product  or 
its  donor,  over  and  beyond  such  iden- 
tification and  statement,  shall  be  in- 
cluded as  commercial  time." 

RAB  local  ad  survey 

New  and  used  car  dealers  came  out 
on  top  in  latest  RAB  survey  of  local 
radio  advertising.  The  average  RAB- 
member  station  chalks  up  10%  of  its 
local  dollar  from  this  group.  Further- 
more, car  dealers  had  the  highest  score 
in  number  of  responding  stations  report- 
ing revenue  from  a  customer  category 
—94.6% 

In  second  place  were  supermarkets 
with  7%  of  average  local  revenue  and 
9  out  of  10  stations  listing  them  as 
clients.  Department  and  appliance  stores 
followed  (tied  for  third),  and  furniture 
stores,  banks,  soft  drink  bottlers,  savings 
and  loan  associations  and  religious  (tied 
for  seventh),  gasoline  stations,  men's 
wear  stores  and  dairies  completed  the 
top  ten. 

NL&B  billings  up  15% 

Needham,  Louis  &  Brorby  added 
15%  more  billings  in  1958  over  the 
previous  year,  showing  an  increase  of 
nearly  $5  million  for  a  total  of  $37,- 
814,767.  Addressing  an  employes'  meet- 
ing, Maurice  H.  Needham,  NL&B 
president,  also  reported  a  net  profit  of 
$203,403. 

This  data  was  included  in  the  12th 
annual  report  of  the  employe-owned 
agency,  one  of  the  few  which  makes 
public  its  financial  details.  Capitaliza- 
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Sport  watch,  dress  watch,  lady's  watch— the  new  one-price  Benrus  'Today'  aims  to  out-pace  look-alike  competitors. 


PREVIEW 

Million  dollar  boost  for  $25  watch  •  Benrus  Watch 
Co.,  New  York,  is  investing  $750,000  in  tv  specials  (out  of 
an  estimated  advertising  budget  of  $  1  million  for  the  first 
six  months  of  1959)  to  promote  a  company  innovation: 
a  new  watch  that  sells  for  $25  retail  and  carries  an  un- 
conditional three-year  guarantee. 

Harvey  Bond,  vice  president  in  charge  of  advertising, 
said  Benrus  decided  to  produce  a  one-price  watch  with 
an  unconditional  guarantee  because  the  domestic  watch 
industry  as  a  whole  has  been  plagued  for  years  by  "dis- 
countitis"  and  misleading  guarantees.  The  new  watch, 
styled  "Today,"  includes  a  man's  dress  watch,  a  lady's 
dress  watch  and  a  man's  waterproof  sport  watch.  The 
big  problem:  how  could  Benrus  tell  the  story  of  its  new, 
one-priced  timepiece  most  effectively? 

Benrus  and  its  agency,  Grey  Adv.,  New  York,  after 
considerable  evaluation  of  all  media,  chose  network 
television  specials  primarily  to  get  the  message  to  the 
consumer.  The  company  has  signed  for  one-half  sponsor- 
ship of  the  Jack  Benny  one-hour  specials  on  CBS-TV 
March  18  and  May  23  and  one-half  of  the  Emmy  Award 
telecast  over  NBC-TV  in  April,  date  not  set.  If  the  tv 


investment  "ticks,"  Benrus  intends  to  allocate  to  network 
tv,  too,  about  75%  of  an  additional  $1  million  projected 
for  the  remainder  of  the  year,  according  to  Mr.  Bond.  In 
the  first  six  months  of  this  year,  Benrus  also  will  spend 
$250,000  for  insertions  in  consumer  magazines  and  for  a 
saturation  campaign  on  Mutual,  starting  mid-March. 

Mr.  Bond  believes  that  network  tv  specials  will  pro- 
vide mass  coverage,  generate  excitement  and  lend  prestige 
and  credibility  to  the  introduction  of  the  "Today"  line 
of  timepieces. 

"Most  people  may  not  believe  this,"  Mr.  Bond  con- 
tinued, "but  several  surveys  show  that  more  than  25 
million  Americans  over  the  age  of  1 8  do  not  own  a  watch. 
Indications  are  that  these  people  have  lost  confidence 
in  watches  and  are  confused  about  the  watches  they 
want,  largely  because  of  price  variations  and  misleading 
guarantees.  These  are  the  people  we  want  to  reach  with 
'Today'  and  we  know  that  television  is  going  to  help 
us  do  it." 

The  commercial  was  conceived  by  the  Grey  Adv. 
creative  staff.  The  film  producer  was  Klaeger  Film  Pro- 
ductions Inc.,  New  York. 


tion  consists  solely  of  common  stock 
available  only  to  employes,  52%  of 
whom  hold  shares. 

Re-elected  to  the  board  of  directors 
were  Mr.  Needham,  Melvin  Brorby, 
Paul  C.  Harper  Jr.,  James  G.  Cominos, 
Edmond  C.  Dollard,  Vinton  H.  Hall, 
Frederick  A.  Mitchell  and  F.  Winslow 
Stetson  Jr.  John  F.  Whalley  was  named 
to  the  board  as  financial  vice  president 
and  secretary. 

NL&B  had  combined  radio-tv  bill- 
ings of  $16.8  million  last  year,  repre- 
senting 47%  of  all  billings,  according 
to  Broadcasting's  annual  agency  sur- 
vey. Most  of  its  activity  was  in  network 
television. 

Longer  series  pact 
sought  by  Gillette 

Baseball  Commissioner  Ford  Frick 
acknowledged  last  week  that  the  Gillette 
Safety  Razor  Co.,  Boston,  has  proposed 
that  its  current  pact  for  radio-tv  rights 
to  the  World  Series  and  All-Star  games, 
concluding  in  1961,  be  extended  to 
1964.  Mr.  Frick  said  that  no  decision 
has  been  reached. 

Mr.  Frick  said  Gillette  pays  $3.25 
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million  a  year  for  the  rights  through 
1961  but  reported  that  financial  terms 
for  the  proposed  extension  have  not 
been  discussed.  He  added  there  has  been 
"no  action  on  Gillette's  proposal  and 
I  don't  know  if  there  will.  If  we  can 
get  a  good  deal,  I'd  just  as  soon  extend 
it." 

Mr.  Frick  insisted  that  Gillette's 
move  would  not  necessarily  tie  up  the 
games  and  head  off  the  threat  of  pay 
tv,  adding:  "We  have  an  escape  clause 
in  the  contract  in  the  event  pay  tv 
comes  into  being." 

Foreign  commercials 
given  ATAS  screening 

America  may  have  put  television  into 
business  first,  but  foreign  tv  commer- 
cial makers  have  forged  ahead  in  that 
field  with  technical  skill  and  freshness 
and  are  picking  up  the  prizes  to  prove 
it.  This  was  the  point  tv  commercial 
consultant  Harry  Wayne  McMahan  was 
out  to  prove  at  two  showings  last  week 
of  international  prize-winning  filmed 
commercials  for  members  and  guests 
of  the  Academy  of  Television  Arts  and 
Sciences  in  New  York. 


Mr.  McMahan,  who  was  the  Amer- 
ican judge  of  the  1958  Venice  Adver- 
tising Film  Festival  last  September,  pre- 
sented 44  of  the  best  European,  Asian 
and  American  commercials,  and  for 
additional  comparative  purposes,  ran 
off  14  domestic  spots. 

Mr.  McMahan's  remarks  before  each 
film  pointed  out  the  need  for  greater 
communication  among  the  world's  film 
production  centers.  America  ranked 
behind  France,  England,  Italy  and  Ger- 
many in  the  Venice  competition.  The 
U.S.  lost  out,  according  to  Mr.  Mc- 
Mahan, because  of  foreign  superiority 
in  "basic  visual  concepts"  and  "non 
verbal  communication."  The  French 
commercials  and  theatre  advertising 
films  were  notable  for  their  lack  of 
words,  semi-abstract  treatments,  stop 
motion  technique,  transition  smoothness 
and  electronic  sounds. 

Mr.  McMahan  introduced  a  Belgian 
ad  for  Attraction  bras  as  "the  nearest 
thing  to  subliminal  advertising."  An  at- 
tractive miss  in  a  close-fitting  dress  was 
mentally  undressed  by  a  customer  buy- 
ing cravats.  Quick  flashes  showing  just 
her  bra  were  inserted  during  her  sales 
talk. 


WHO'S  LOOKING? 
Cash  gives  counsel 
on  use  of  research 

A  more  detailed  profile  of  the  tv  au- 
dience is  on  the  way  for  advertisers  and 
their  agencies,  according  to  Norman  E. 
(Pete)  Cash,  president  of  Television  Bu- 
reau of  Advertising. 

Mr.  Cash  spoke  about  the  tv  au- 
dience at  a  luncheon  meeting  of  the 
Radio  &  Television  Executives  Society's 
timebuying  and  selling  seminar  in  New 
York. 

What  Mr.  Cash  stressed:  Data  al- 
ready available  "have  helped  reduce  the 
advertiser's  risk  by  showing  him  the 
specific  performance  of  his  specific 
message." 

Mr.  Cash  revealed  TvB  is  preparing 
a  comprehensive  summary  of  tv  au- 
dience composition,  details  of  which 
will  be  released  within  the  next  two 
months. 

TvB  worked  with  A.C.  Nielsen  and 
The  Pulse  audience  measurement  firms, 
to  tabulate  the  number  of  men,  women, 
teenagers  and  children  viewing  by  pe- 
riods of  the  day,  by  program  type  both 
network  and  local.  Said  Mr.  Cash:  "We 
believe  this  report  will  be  a  major 
contribution  to  media,  time  period  and 
program  selection." 

Mr.  Cash's  major  point:  It  is  impor- 
tant in  good  media  research  and  use  to 
know,  not  only  the  media,  but  the 
market  of  the  product  to  be  sold.  It's 
necessary  to  know  whom  you  should 
go  after  in  your  advertising  and  how 
often  you  should  reach  each  person  to 
convince  him  of  the  product's  merits. 

The  TvB  executive  demonstrated 
evaluation  of  available  data — and  the 
fact  that  there  must  be  skill  and  under- 
standing when  using  averages  because 
"all  kinds  of  averages  can  be  mis- 
leading"— by  discussing  westerns. 

On  the  basis  of  general  criticism,  one 
would  think  the  average  tv  show  is  a 
western,  said  Mr.  Cash.  But  actual 


Nielsen  data  in  December  revealed  21 
westerns,  or  less  than  18%  of  night- 
time network  programming.  In  terms  of 
total  audience  four  out  of  the  top  10 
nighttime  shows  were  westerns.  On  the 
basis  of  average  audience,  seven  of  the 
top  10  nighttime  shows  were  westerns. 
He  also  found: 

Of  the  20%  who  view  tv  the  least, 
westerns  rated  26%  higher  than  the 
average  evening  program;  of  the  20% 
who  watch  tv  the  most,  westerns  rated 
63%  above  the  average.  The  point:  It 
is  not  true  that  the  cautious  viewer  will 
shun  westerns.  He  likes  westerns  above 
the  average  as  does  (though  not  to  the 
extent  of)  the  viewer  who  watches  the 
most.  "A  total  of  27  different  sponsors, 
aiming  at  men,  women,  teenagers  and 
children,  used  westerns." 

To  swap  media  ideas 

"Marketing  Assn.  of  North  Ameri- 
ca," is  the  working  title  of  an  advertis- 
ing agency  network  being  organized  by 
Yardis  Adv.  Co.,  Philadelphia,  to  en- 
able member  agencies  to  exchange  cre- 
ative ideas. 

MANA  is  conceived  as  a  group  of 
medium-sized  agencies  that,  through 
meetings,  news  bulletins  and  intercom- 
munication, will  improve  the  services 
and  increase  billings  of  member  agen- 
cies. 

A  meeting  to  organize  the  association 
is  tentatively  planned  for  Chicago  in 
April.  Inquiries  regarding  MANA  may 
be  sent  to  Yardis,  2116  Walnut  St., 
Philadelphia. 

Media  planners  meet 

A  new  professional  group  in  the 
media  field,  New  York  Advertising 
Media  Planners,  elected  officers  at  its 
first  formal  meeting  Thursday  (Jan.  29) 
at  the  Harvard  Club.  Formed  by  20 
men  representing  media  departments  of 
top  New  York  advertising  agencies,  the 
group  plans  monthly  meetings  for  dis- 
cussions of  integrated  media  plans, 
buying  techniques  and  market  infor- 


mation, as  well  as  to  maintain  active 
communication  with  media  groups  in 
other  sections  of  the  country. 

Media  Planners  first  officers  include 
President  Newman  F.  McEvoy,  senior 
vice  president  and  media  director  of 
Cunningham  &  Walsh;  Vice  President 
W.E.  Matthews,  vice  president  and 
director  of  media  relations  of  Young 
&  Rubicam;  Secretary  Julius  Joseph 
Jr.,  vice  president  and  media  director 
of  Heineman,  Klienfeld,  Shaw  & 
Joseph;  and  Treasurer  William  Schink, 
vice  president  and  media  director  of 
G.M.  Basford  Co. 

'Operation  Gasoline* 

RAB  is  well  armed  for  "Operation 
Gasoline,"  a  major  sales  effort  designed 
to  make  giant  oil  companies  see  the 
wisdom  of  increasing  15-20%  radio 
budgets  to  30-50%. 

The  ammunition:  just-completed,  in- 
dependently researched  study  of  gaso- 
line station  patrons'  media  habits  which 
shows  (1)  48%  more  motorists  are  ex- 
posed to  radio  on  the  day  they  buy  gas 
than  any  other  medium;  (2)  motorists 
spend  nearly  twice  as  much  time  with 
radio  (61%)  than  with  all  other  media 
combined  on  the  day  of  gasoline  prod- 
uct purchase;  (3)  final  advertising  im- 
pression closest  to  the  time  of  petroleum 
product  sales  comes  from  radio  more 
often  than  any  other  medium — three 
times  as  many  hear  radio  within  30 
minutes  of  the  purchase  than  all  other 
media  combined,  and  (4)  four  out  of 
ten  drivers  listen  to  car  radios,  a  third 
while  en  route  to  the  gas  station. 

•  Business  briefly 

Time  sales 

•  Clorox  liquid  bleach  plans  an  expand- 
ed tv  campaign  using  both  day  and 
nighttime  spots.  Honig-Cooper,  Harring- 
ton &  Miner,  San  Francisco,  is  the 
agency. 

•  Sales  representing  $275,000  for  CBS 
Radio  were  announced  last  week  by 
John  Karol,  sales  vice  president.  He  said 
Lehn  &  Fink,  for  Lysol,  bought  14 
weekly  units  for  eight  weeks  starting 
today  (Feb.  2)  through  McCann-Erick- 
son;  American  Motors'  Rambler,  eight 
weekly  segments  for  13  weeks  effective 
Jan.  12  through  Geyer  Adv.;  Clairol 
Hair  Treatment,  a  unit  each  week  for 
30  weeks  effective  Jan.  27  through 
Foote,  Cone  &  Belding  and  Mail  Pouch 
Tobacco,  segments  during  the  week  of 
March  3  through  Charles  W.  Hoyt  Co. 

•  Mennen  Co.,  Morristown,  N.J.,  has 
made  extensive  purchases  on  NBC-TV, 
calling  for  half-sponsorship  on  alter- 
nate weeks  of  Cimarron  City  (Sat., 
9:30-10:30  p.m.)  starting  Jan.  31;  Drag- 
net on  alternate  weeks  (Tues.,  7:30-8 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan.  9-15. 
They  spent: 

2,138.8  million  hours    Watching  Television 

1.113.6  million  hours    Listening  to  Radio 

447.4  million  hours    Reading  Newspapers 

196.8  million  hours    Reading  Magazines 

379.1  million  hours    Watching  Movies  on  Tv 

103.8  million  hours   Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  and  quarterly  "Activity"  report,  from  which  these 
weekly  figures  are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  cate- 
gories, and  shows  the  duplicated  and  unduplicated  audiences  between  each  specific  medium. 
Tabulations  are  available  from  Sindlinger  &  Co.  within  two  to  seven  days  of  the  interviewing 
week.  (Copyright  1959  Sindlinger  &  Co.) 

SINDLINGER'S  SET  COUNT:  As  of  Jan.  1,  Sindlinger  data  shows:  (1)  113,297,000 
people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  group); 
(2)  43,977,000  households  with  tv;  (3)  48,543,999  tv  sets  in  use  in  the  U.S. 
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RENDEZVOUS" 

is  the  most  important  dramatic  series 
ever  presented  for  first  run  syndication— 
the  chance  of  a  lifetime  for  local  and 
regional  advertisers  to  get  a  network- 
quality  showcase  for  their  products. 
On  "Rendezvous}'  intrigue,  romance  and 
drama  meet  ...in  39  new  half -hours 
based  on  stories  by  such  distinguished 
authors  as  Stephen  Vincent  Benet,  John 
Hersey,  Reginald  Rose,  Dylan  Thomas. 
No  expense  has  been  spared.  The  series 
stars  one  of  the  most  brilliant  casts 
in  television.  It's  produced  by  MGM's 
famous  Edwin  Knopf  (Lili,  The  Valley 
of  Decision)  and  Broadway's  Howard 
Erskine  (The  Desperate  Hours  and  The 
Happiest  Millionaire).  And  directed  by 
such  talents  as  Dan  Petrie  (DuPont 
Show  of  the  Month) . . .  Richard  Whorf 
(Gunsmoke) . . .  Fielder  Cook  (Patterns). 
Major  advertisers -Rheingold  Beer, 
for  instance-are  buying  "Rendezvous" 
regionally . . .  and  markets  are  going 
fast.  To  reserve  yours,  r.s.v.p. 

CBS  FILMS 

"...the  best  film  programs  for  all  stations" 
New  York,  Chicago,  Los  Angeles,  Detroit, 
Boston,  San  Francisco,  St.  Louis,  Dallas, 
Atlanta.  In  Canada:  S.  W.  Caldwell,  Ltd. 


DATE 

Thurs,  Jan.  22 
Fri.,  Jan.  23 
Sat.,  Jan.  24 
Sun.,  Jan.  25 
Mon.,  Jan.  26 
Tues.,  Jan.  27 
Wed.    Jan.  28 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 

day  of  the  week  Jan.  22-28  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 

PROGRAM  and  TIME  NETWORK  RATING 

Real  McCoys  (8:30  p.m.)  ABC-TV  23.7 

Phil  Silvers  (9:00  p.m.)  CBS-TV  23.0 

Gunsmoke  (10:00  p.m.)  CBS-TV  29.1 

Loretta  Young  (10:00  p.m.)  NBC-TV  31.5 

Desilu  Playhouse  (10:00  p.m.)  CBS-TV  28.4 

Rifleman  (9:00  p.m.)  ABC-TV  23.2 

Bat  Masterson  (9:30  p.m.)  NBC-TV  23.0 

Copyright  1959  Americon  Research  Bureau 


p.m.).  starting  tomorrow  (Feb.  3)  and  28 
participations  on  The  Jack  Paar  Show 
(Mon-Fri..  11:15  p.m.-l  a.m.).  starting 
last  week. 

•  Rexall  Drug  Co..  L.A.,  will  sponsor 
a  full-hour  comedy-variety  show  Sun- 
day, May  3,  on  NBC-TV  from  10-11 
p.m.  EST.  starring  Sid  Caesar  and  An 
Carney.  The  special  show  makes  the 
second  Rexall  sponsorship  announce- 
ment this  month.  Rexall  has  set  the 
same  time  slot  on  NBC-TV  for  March 
15  (Broadcasting.  Jan.  26).  BBDO  is 
agency. 

•  Coca-Cola  Co.,  N.Y.,  has  confirmed 
the  earlier  report  of  an  hour-long  spe- 
cial on  CBS-TV  Monday.  March  30. 
but  at  an  earlier  time  slot  (At  Dead- 
line, Jan.  26).  The  time  selected  is  7:30- 
8:30  p.m.  EST,  and  marks  Coca-Cola's 
return  to  network  tv  after  a  two-year 
absence.  Agency  is  McCann-Erickson. 
N.Y. 

•  Parker  Bros.  Inc.,  Salem.  Mass..  is 
supplementing  regular  print  and  broad- 
casting schedules  with  radio  spot  cam- 
paigns for  its  game  of  ""Rock"  on  48-60 
stations  in  the  South  and  Midwest. 
Schedules  will  run  four  weeks.  Badger  &. 
Browning  &  Parcher  Inc..  Boston,  is 
agency. 

•  The  Academy  of  Motion  Picture  Arts 
and  Sciences,  Hollywood,  will  sponsor 
the  Academy  Award  ceremonies  over 
NBC  Radio  and  NBC-TV  on  April  6 
(10:30  p.m.-12.15  a.m.).  The  presenta- 
tion will  be  on  199  radio  stations  and 
192  tv  stations.  It  will  be  carried  on 
33  Canadian  tv  stations  for  one  hour. 

•  Kellogg  Co.,  Battle  Creek.  Mich.,  has 
signed  to  sponsor  the  new  Dennis  the 
Menace  half-hour  tv  film  series  over 
CBS-TV  next  fall,  it  was  announced  last 
week  by  Screen  Gems  Inc..  New  York, 
producer  of  the  series.  The  time  period 
has  not  been  set.  The  series  is  based  on 
the  popular  comic  strip.  The  agency 
for  Kellogg  is  Leo  Burnett  Co..  Chicago. 

•  Edison  Electric  Institute.  N.Y.. 
through  Fuller  &  Smith  &  Ross,  N.Y., 
has  bought  segments  on  various  NBC- 


TV  daytime  programs,  including  The 
Price  Is  Right,  Young  Dr.  Malone  and 
County  Fair.  The  Gold  Seal  Co.,  Bis- 
marck, N.D..  through  Campbell- 
Mithun.  Minneapolis,  has  bought  seg- 
ments on  the  following  NBC-TV  day- 
time shows:  Tic  Tac  Dough,  Treasure 
Hunt,  Concentration  and  County  Fair. 
The  orders  take  effect  early  this 
month. 

•  RCA,  Camden.  N.J..  will  sponsor  on 
a  one-time  basis  'The  Third  Com- 
mandment/' a  play  by  Ben  Hecht.  over 
Kaleidoscope  on  NBC-TV  Feb.  8  (5-6 
p.m.).  Agencv:  Kenyon  &  Eckhardt, 
N.Y. 

•  Venus  Pen  &  Pencil  Corp..  N.Y..  for 
its  Paradise  "Pre-Sketched"  coloring 
sets,  has  begun  a  10-week  tv  spot  cam- 
paign around  children's  shows,  in  1 1 
markets.  Beginning  in  March,  Venus 
also  will  begin  an  eight-week  campaign 
for  its  '365'  pencil  on  the  WOR-TV 
New  York  Million  Dollar  Movie.  Doyle 
Dane  Bernbach.  N.Y.  is  agency. 

•  Edsel  division  of  Ford  Motor  Co. 
signs  as  co-sponsor  with  Timex  watches 
for  Feb.  6  colorcast  of  Phil  Harris  Show 
(NBC-TV.  8-9  p.m.  EST).  Agencies: 
Kenyon  &  Eckhardt  for  Edsel:  Doner 
&  Peck  for  Timex. 

•  Drackett  Co.,  Cincinnati,  has  launched 
a  13-week  spot  tv  campaign  in  31  mar- 
kets on  behalf  of  drain  product — Van- 
ish. Agency:  Young  &  Rubicam,  N.  Y. 

•  Corn  Products  Co.,  N.Y.,  has  re- 
newed for  52  weeks  its  schedules  of  six 
alternate-week  quarter-hour  segments 
in  four  NBC-TV  daytime  programs: 
//  Could  Be  You  (Mon.-Fri.  12:30-1 
p.m.);  Queen  for  a  Day  (Mon.-Fri.  4- 
4:30  p.m.);  Treasure  Hunt  (Mon.-Fri. 
10:30-11  a.m.);  and  The  Price  Is  Right 
(Mon.-Fri.  11-11:30  a.m.).  Lennen 
Newell,  N.Y..  is  agency. 


•  Atlantis  Sales  Corp.,  marketing  group 
for  R.T.  French  Co.,  Rochester,  N.Y., 
is  using  four  CBS  Radio  programs  on 
100-station  network  to  promote 
French's  Worcestershire  sauce.  The  pro- 
grams: Love  of  Life,  Edge  of  Night,  J 
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VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 
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1V1?  who  buys  Media, 

Is  happy  to  hear 
Commercials  within 

An  adult  atmosphere. 

Most  media  buyers  are  interested  in 
one  thing:  results.  Certainly  there 
are  a  lot  of  factors  to  be  considered 
before  a  selection  can  be  made.  Cost 
is  important,  so  are  ratings;  there's  no 
doubt  about  that.  But  even  a  low  cost- 
per-thousand  can't  produce  complete 
results  unless  you're  reaching  listen- 
ing adults  with  buying  potential. 

For  more  than  36  years,  KHJ  Radio, 
Los  Angeles,  has  racked  up  big  results 
for  agencies  and  their  clients  through 
its  foreground  sound  programming 
policy.  With  an  adult  appeal,  fore- 
ground sound  gains  and  holds  the 
listeners'  attention.  Consequently 
your  message  penetrates.  And  KHJ's 
audiences  act  on  what  they  hear,  as  a 
long  roster  of  satisfied  advertisers  can 
tell  you. 

When  you  want  to  penetrate  the  minds 
of  the  buying  adults  in  America's 
2nd  Market  choose  the  mature  atmos- 
phere of  foreground  sound  to  deliver 
results. 


KHJ 

RADIO 

LOS  ANGELES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


The  Verdict  Is  Yours  and  Art  Link- 
letter's  Houseparty.  Plans  for  other 
products  will  be  announced  shortly. 
Business  was  placed  through  J.  Walter 
Thompson  Co. 

•  Alberto-Culver  Co.  (VO-5  hair  dress- 
ing), Chicago,  will  sponsor  alternate 
weeks  of  ABC-TV's  Meet  McGraw, 
filmed  re-run  series  effective  March  1. 
Agency:  Geoffrey  Wade  Adv.,  Chicago. 
The  sale  pre-empts  a  regional  purchase 
(Mid  and  Far  West)  by  competitor 
Boyer  International  Labs  (H-A  Hair 
Arranger  dressing)  placed  through  R. 
Jack  Scott,  Chicago  (Broadcasting, 
Jan.  19). 

•  Philip  Morris  (Parliament  cigarettes) 
and  agency,  Benton  &  Bowles,  N.Y.,  are 
considering  additional  budget  for  spot 
radio  on  limited  basis.  Decision  not  yet 
made.  Broadcast-conscious  Parliament 
already  runs  heavy  radio  and  tv 
schedules. 

Agency  appointments 

•  E&H  Gallo  Winery,  Modesto,  Calif., 
shifts  $2  million  account  from  Doyle 
Dane  Bernbach,  N.Y.,  to  BBDO,  S.F.. 
effective  March  1.  Heavy  broadcast 
user,  Gallo  plans  three  quarters  of 
budget  in  broadcast  media,  bulk  in  spot 
tv.  Switch  attributed  to  need  for  closer 
geographical  proximity  of  agency  to 
client. 

•  CandyGram  Inc.,  Chicago,  appoints 
Reach,  McClinton  &  Pershall,  Chicago 
and  New  York,  for  new  candy-by-wire 
service  launched  nationally  via  Western 
Union  Tuesday  (Jan.  27).  Broadcast 
media  to  be  used  "later  in  1959"  after 
preliminary  and  exclusive  print  media 
exposure. 

•  Rapidol  Distributing  Co.  (Blensol 
color  shampoo),  New  Hyde  Park,  L.I., 
NY.,  appoints  Fletcher  Richards,  Cal- 
kins &  Holden.  Budget  is  some  $200,- 
000  with  approximately  15%  going  to 
co-op  radio  through  drug  chains. 

•  Cal-Ray  Bakeries,  Glendale,  Calif., 
names  Donahue  &  Coe  Adv.,  L.A.,  with 
Southern  California  budget  expected  to 
be  between  $75,000  and  $100,000. 

•  Arkansas  Rice  Growers  Cooperative 
Assn.  (Riceland  rice),  Stuttgart,  Ark., 
moves  its  account  from  M.  R.  Kop- 
meyer  Co.,  Louisville,  Ky.,  to  Noble- 
Drury  &  Assoc.,  Memphis  and  Nash- 
ville, Tenn. 

•  Chemical  Specialties  Co.,  health  prod- 
ucts division,  Brooklyn,  appoints  Ken- 
neth Rader  Co.,  NY.  Three  new  med- 
icated products  packed  in  spray  cans  to 
be  introduced  this  year  with  use  of  tv- 
radio  spot  heavy  in  New  York. 

•  Wershaw-Gould  Co.,  New  York,  toy 


manufacturers'  representative,  last  week 
named  Product  Services  Inc.  as  its  ad- 
vertising agency  to  handle  a  52-week 
campaign  on  behalf  of  W-G's  participat- 
ing members.  Budget  is  reported  to  be 
about  $200,000,  of  which  an  estimated 
85%  is  scheduled  for  spot  tv  participa- 
tions in  children's  programs  primarily. 

•  Thrivo  Co.  (Thrivo  dog  food).  Phila., 
names  Clements  Co.,  that  city. 

•  Chris-Craft  Corp.  (boats  and  marine 
engines),  Pompano  Beach,  Fla.,  names 
Grant  Adv.,  Miami. 


•  Also  in  advertising 

•  Feigenbaum  &  Wermen  Adv.  Agency 
Inc.,  Philadelphia,  today  (Feb.  2)  be- 
comes Wermen  &  Schorr  Inc.  Adv. 
The  company  is  principally  owned  by 
President  David  Wermen  and  Execu- 
tive Vice  President  J.  Leonard  Schorr. 

The  40-year-old  agency  is  moving 
from  1922  Spruce  St.  to  1616  Walnut 
St.  Among  its  accounts:  Bayuk  Cigars 
Inc.,  Philadelphia;  Sears  Roebuck  & 
Co.;  Westinghouse  Electric  Corp.'s 
Lamp  Appliance  Sales  and  Portable 
Appliance  Divs. 

•  Advertising  Federation  of  America 
announces  its  folder  "Some  Questions 
and  Answers  About  Advertising,"  orig- 
inally issued  10  years  ago,  has  been 
revised  and  is  again  available.  For  free 
copies  contact  the  federation,  250 
W.  57th  St.,  NY.  19.  Quantity  prices 
on  request. 

•  XETV  (TV)  Tijuana,  Mex.,  names 
Heintz  &  Co.,  L.A.,  as  its  agency. 

•  Allan  J.  Moll,  west  coast  manager  of 
Frank  B.  Sawdon  Inc.,  has  been  placed 
in  charge  of  western  advertising  for 
Kinney  shoes,  account  acquired  by  Saw- 
don when  the  agency  absorbed  F.  B. 
Stanley  Adv.  Co.  of  New  York  (Broad- 
casting, Jan.  19,  12).  Sawdon  agency 
has  moved  to  new  quarters  at  6115 
Selma  Ave.,  Los  Angeles  28.  Phone  is 
Hollywood  4-7579. 

•  Grant,  Schwenck  &  Baker,  Chicago, 
announces  it  has  resigned  Bankers  Life 
&  Casualty  Co.  (White  Cross  insur- 
ance plan) ,  account,  that  city.  Company 
sponsors  Paul  Harvey  News  on  ABC 
Radio  and  bills  about  $1  million,  with 
additional  $6  million  in  direct  mail. 

•  Ogilvy,  Benson  &  Mather  has  opened 
a  west  coast  office  at  9033  Wilshire 
Blvd.,  Beverly  Hills,  Calif.  Telephone: 
Crestview  5-6165.  Christy  Walsh  is  gen- 
eral manager. 
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GOOD  REASONS  FOR  BUYING 

WKST-TV 

TO  COVER 
THE  NATION'S  36th  MARKET 


The  November  ARB  shows  WKST-TV  with  43 
first  place  quarter-hours  +  50  second  place 
quarter-hours... graphic  evidence  that  the  new 
WKST-TV  is  the  fastest  growing  station 
in  the  market! 

WKST-TV 

ABC  FOR  YOUNGSTOWN,  OHIO,  AND  NEW  CASTLE,  PA. 


^TlOlU^  BY- 


VorK.^sc0.  Boston 


San 
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 PLAYBACK 

Sustain  promotion,  service 

The  subject  of  the  "total  selling"  ap- 
proach by  the  nation's  daily  newspapers 
and  comparable  efforts  among  broad- 
casters (Broadcasting,  Jan.  26)  was 
broached  Jan.  28  by  Robert  F.  Hurleigh, 
Mutual's  news  vice  president.  He  told 
the  South  Carolina  Radio  &  Tv  Broad- 
casters Assn.  at  its  winter  convention 
at  the  Wade  Hotel,  Columbia: 

When  I  was  in  print  media  I  was  im- 
pressed with  the  behind-the-scenes  ac- 
tivities of  the  promotion  and  circulation 
men.  These  men  always  were  in  the 
fore  in  top-level  management  on  news- 
papers. A  publisher  wouldn't  move 
without  consulting  his  promotion  or  cir- 
culation executive. 

But  broadcasters  tend  to  be  oppor- 
tunists. They  stage  specialized  promo- 
tional drives  only  during  rating  weeks 
and  die  on  the  vine  during  other 
periods. 

The  Storz  formula  may  differ  from 
the  Plough  formula,  and  the  McLendon 
formula  may  have  a  secret  ingredient, 
while  other  stations  seek  the  secrets  of 
all  three.  But  news  has  become  the  one 
common  merchandise  for  all,  includ- 
ing the  stations  disdaining  the  set  for- 
mula. I  think  we  are  all  agreed  that 
the  juke  box  formula — the  "Top  40" 
formula — has  had  it.  The  enterpris- 
ing entrepreneur  must  look  for  a  new 
formula,  while  the  present  highly  suc- 
cessful (from  a  financial  point  of  view) 
top  40  station  begins  to  spend  itself 
like  a  satellite  with  a  given,  but  not 
quite  predictable,  time  left  before  it 
burns  itself  out. 

If  you  believe  in  responsible  journal- 
ism you  are  going  to  have  to  admit  the 
fraud  of  the  frenetic  announcer  ac- 
companied or  preceded  by  whistles, 
klaxons  and  piercing  frequency  tones, 
and  using  an  echo  chamber  to  report 
a  fire  in  some  outlying  section  when, 
after  the  frenzied  newscast,  it  is  learned 
that  a  trash  can  was  afire  and  was  out 
before  the  fire  engines  arrived. 

While  the  station  rating  is  a  yard- 
stick of  immense  importance  to  the 
timebuyer  and  the  operator,  we  must 
be  prepared  for  more  attacks  on  the 
rating  yardstick  for  buying,  with  that 
embarrassing  question  "Who  buys  your 
product,  Mr.  Advertiser?" 

Advertising  and  Uncle  Sam 

While  quick  to  defend  capitalism 
and  democracy,  many  are  too  quick 
to  criticize  advertising,  a  foundation 
stone  of  the  free  economic  system,  Ivan 
Hill,  executive  vice  president,  Cunning- 
ham &  Walsh,  Chicago,  observed  in  a 
talk  before  the  board  of  directors  of 
Brand  Names  Foundation  Inc.,  New 


QUOTES  WORTH  REPEATING 


York.  To  cure  this,  he  said  "we  must 
be  much  more  concerned  with  the  po- 
litical values  in  advertising  than  we 
have  been,"  continuing: 

Perhaps  we  should  recognize  the 
fact  and  tell  the  American  public  that 
advertising  is  the  very  essence  of  our 
continuing  the  free  enterprise  system 
as  we  have  known  it.  It  may  be  that 
whereas  advertising  and  the  brand 
name  concept  contributed  considerably 
to  the  growth  of  our  economy  in  the 
past,  in  the  immediate  future  it  may 
contribute  even  more  to  the  main- 
tenance of  modern  capitalism  and  the 
stability  of  an  ethical  democracy.  .  .  . 

This  is  also  the  time  when  adver- 
tising, in  spite  of  its  being  a  real 
economic  workhorse,  is  being  kidded 
too  much.  I  would  like  to  see  an  ele- 
ment of  patriotism  associated  with  ad- 
vertising. 

The  benefits  that  advertising  pro- 
duces in  a  democratic  society  cannot  be 
obtained  any  other  way.  .  .  . 

Could  it  be  that  the  maligned  huck- 
ster is  really  one  of  democracy's 
heroes? 

Institutional  ads  sold  short 

American  business  has  failed  to  sell  j 
confidence  along  with  its  products,  ac- 
cording to  Charles  F.  Adams,  executive 
vice  president,  MacManus,  John  & 
Adams  Inc.  Mr.  Adams,  speaking  be- 
fore the  Des  Moines  Advertising  Club, 
voiced  the  need  for  more  institutional 
salesmanship: 

Of  advertising  money  there  has  been 
an  abundance.  But  most  of  it  has  been 
devoted  to  the  immediate  case  in  point: 
the  moving  of  goods.  Each  year  since 
the  end  of  World  War  II  an  increasingly 
smaller  portion  of  each  advertising  dol- 
lar has  been  earmarked  for  building 
confidence  in  the  institution  rather  than 
the  item. 

Institutional  advertising,  the  building 
of  a  compelling  public  image  not  of 
a  product  alone  but  of  its  maker,  also, 
was  practiced  like  Republicanism  in 
Alabama  ...  by  little  nests  of  fanatics 
operating  in  the  dark  of  the  moon. 

But  circumstances  were  conspiring 
to  bring  about  a  renaissance  of  in- 
stitutional advertising.  Squeezed  by 
cost  and  competition,  business  was 
forced  to  maintain  its  profit  margin  by 
expansion  and  diversification,  by  merg- 
ers and  re-groupings.  The  market 
swarmed  with  new  products — or  old 
products  under  new  sponsorship — and 
there  existed  no  protecting  umbrella  of 
the  corporate  image,  no  reservoir  of  , 
public  goodwill  that  would  embrace 
any  worthwhile  product  or  service 
because  it  was  a  part  of  the  corporate 
image. 
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 PROGRAMMING  

RICH  GETTING  RICHER  IN  TV  FILM 


But  small  operator  likely  to  be  squeezed  out 
in  1959  as  trend  to  concentration  heightens. 
Example:  current  talks  between  NTA,  G-K-S 


The  television  film  business  is  getting 
bigger  and  bigger  for  fewer  and  fewer 
companies. 

This  trend  to  concentrate  bigness  was 
confirmed  by  leading  film  producers-dis- 
tributors in  a  Broadcasting  survey  on 
business  prospects  for  this  year.  And,  it 
was  underscored  last  week  by  the  pro- 
jected alliance  of  Gross-Krasne-Siller- 
man,  New  York,  with  National  Tele- 
film Assoc.,  also  New  York  (see  box, 
this  page). 

Gross-Krasne-Sillerman  was  formed 
about  three  months  ago  with  the  ex- 
pressed intention  of  functioning  as  a 
major  production-distribution  organiza- 
tion. In  the  past  few  weeks,  the  firm  has 
held  numerous  discussions  with  NTA 
about  an  association.  NTA  insists  this 
will  mean  that  NTA  will  assume  dis- 
tribution of  G-K-S  product  (and  not 
outright  merger),  plus  the  absorption  of 
some  G-K-S  personnel. 

Whatever  organizational  move  is 
achieved,  leading  tv  film  officials  ques- 
tioned by  Broadcasting  had  come  to 
this  conclusion:  G-K-S  realized  after 
three  months  of  operation  that  its  over- 
head had  increased  perhaps  tenfold 
once  it  added  distribution  to  production 
functions.  The  financial  burden  was 
more  than  the  firm  could  carry. 

Gross-Krasne-Sillerman  is  the  first  of 
several  medium-sized  organizations  that 
will  have  to  face  "the  economic  facts 
of  life"  in  1959,  it  is  the  consensus  of 
top  tv  film  companies.  The  conviction 
is  strong  that  other  companies  will 
have  to  enter  into  similar  arrangements 
or  outright  merger  with  organizations 
with  strong  sales  forces  and  formidable 
financial  backing. 

Consolidations,  of  course,  are  nothing 
new.  In  the  past  three  or  four  years, 
the  ranks  of  large  and  medium-sized 
companies  that  have  merged  or  ceased 
operation  are  numerous.  The  number 
of  smaller  companies  that  have  gone  out 
of  business  is  inestimable. 

Among  the  more  significant  consoli- 
dations over  the  past  four  years:  UM&M 
and  PSI-TV  with  NTA;  Television  Pro- 
grams of  America  with  Independent 
Television  Corp.;  Unity  Television  Pro- 
grams with  Hygo  and  subsequently 
Hygo-Unity  with  Screen  Gems;  United 
Television  Programs  with  MCA;  Terry- 


toons  with  CBS  Films;  Associated 
Artists  Productions  with  United  Artists. 

Above  and  beyond  this,  RKO  Tele- 
vision ceased  operation  and  turned  over 
a  modest  portion  of  its  product  to  a 
new  company,  Showcase  Productions  of 
America.  Vitapix  folded  quitely  a  few 
years  ago.  Flamingo  Films  had  several 
reorganizational  transfusions  and  in 
early  1958  became  Flamingo  Telefilm 
Sales  with  new  product  and  new  man- 
agement teams.  Guild  Films  has  had  a 
checkered  career:  spectacular  success, 
spurred  by  the  overwhelming  popular- 
ity of  the  Liberace  program  between 
1953  and  1955,  and  then  financial  prob- 
lems as  the  company  expanded.  A  new 
management  group  assumed  control  of 
Guild  Films  last  year  but  reports  are 
circulating  that  Hal  Roach  Produc- 
tions, Burbank,  Calif.,  is  assuming  an 
increasingly  important  role  in  the  com- 
pany through  recent  investments  in 
Guild. 

Why  mergers,  business  failures,  out- 
side distribution  agreements? 

Industry  officials  offer  these  observa- 
tions: 

•  The  number  of  tv  stations  has  stabi- 
lized as  the  amount  of  film  program- 
ming stockpiled  to  vast  proportions. 
This  has  resulted  in  fierce  competition 
for  sales.  Stations  can  choose  their  film 
today  more  selectively  than  ever  before. 

•  The  quality  factor  in  programming 
has  become  accentuated.  Station  and 
network  requirements  have  been  revised 
upward.  Costs  then  become  more  mean- 
ingful   and    they    have  skyrocketed. 


Whereas  four  years  ago  a  39-episode 
series  could  be  budgeted  for  about  $1 
million,  including  production,  sales  and 
service  costs,  the  figure  today  is  closer 
to  $1.8  million.  Therefore,  only  a  com- 
pany with  strong  financial  resources  can 
compete  effectively. 

•  The  release  of  feature  film  libraries 
to  tv  was  a  blow  to  many  syndicators  of 
series.  Their  programs  had  to  vie  with 
popular  features  that  garnered  high  rat- 
ings. Many  of  these  could  not  hold  their 
own  with  features.  As  ratings  dropped, 
many  syndicators  could  not  sell  their 
product  to  tv. 

•  In  this  climate  of  competition,  or- 
ganizations with  large,  skilled  sales 
forces  have  a  strong  edge  over  com- 
panies with  less  sales  personnel  depth. 
Many  syndicators  attribute  a  large  part 
of  the  well-known  success  of  Ziv  Televi- 
sion to  its  vast  and  hard-hitting  sales 
staff.  But  successful  salesmen  come  high 
— from  $250  to  $350  per  week  and 
more. 

Though  most  tv  film  executives  pre- 
ferred to  speak  without  attribution,  both 
Ely  A.  Landau,  board  chairman  of 
NTA,  and  John  Mitchell,  vice  president 
in  charge  of  sales  for  Screen  Gems,  of- 
fered to  speak  for  the  record.  Both 
agreed  with  the  substance  of  the  obser- 
vations made  by  other  industry  officials 
and  both  insisted  that  within  five  years 
there  will  be  "only  five  or  six  big  com- 
panies in  the  business." 

Mr.  Mitchell  holds  to  the  belief  that 
the  film  company  of  the  future  will  have 
to  be  a  producer-distributor  and  will 
have  to  be  organized  "vertically."  He 
explains  this  by  saying  that  the  company 
must  be  active  in  many  facets  of  the  tv 
film  business  in  order  to  "have  a  cushion 
against  all  contingencies."  This  com- 
pany, he  adds,  must  be  a  packager  and 


NTA  deal  with  G-K-S  near 


National  Telefilm  Assoc.,  New 
York,  last  week  was  reported  close 
to  completing  a  transaction  whereby 
it  would  handle  all  distribution  for 
Gross-Krasne-Sillerman,  New  York, 
and  acquire  the  product  now  held  by 
G-K-S. 

Ely  A.  Landau,  NTA  Board 
Chairman,  denied  this  was  tanta- 
mount to  a  merger  of  NTA  with 
G-K-S  since  Gross-Krasffe  would  re- 
tain its  studios  and  continue  produc- 


tion for  distribution  by  NTA.  He 
acknowledged  that  it  was  "highly 
probable"  that  when  the  transaction 
is  completed,  Michael  Sillerman, 
G-K-S  president,  would  join  NTA  in 
a  top-level  executive  capacity. 

The  product  NTA  would  acquire 
under  the  agreement  consists  of  six 
half-hour  tv  film  series — Glencan- 
tibn,  African  Patrol,  O.  Henry  Play- 
house, Streets  of  Danger,  Flying 
Doctor  and  Fate. 
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a  producer,  and  must  sell  its  product 
for  networks,  national  spot  and  re-run 
use  and  be  active  in  feature  films.  (Many 
of  the  leading  companies,  including 
Screen  Gems,  operate  in  all  or  some  of 
these  spheres.) 

Mr.  Landau  envisages  stiffer  compe- 
tition for  1959  and  in  the  future  be- 
cause of  network  tape  program  activity. 
He  believes  the  successful  tv  film  pro- 
ducer-distributor must  pursue  tape 
operations  too. 

Because  of  the  static  market  in  the 
U.S.,  Mr.  Landau  believes  that  tv  film 
companies  must  concentrate  more 
heavily  on  the  international  market  in 
the  future.  He  hopes  that  NTA  can 
attain  as  much  as  25%  of  its  gross 
within  the  next  24  months  from  over- 
seas sales,  but  adds  that  only  the  com- 
panies with  a  large,  strong  sales  organi- 
zation can  expect  to  compete  success- 
fully in  this  area. 

Here  are  some  of  the  leading  film 
organizations  and  the  1959  outlook  as 
they  see  it: 

ABC  Films  Inc.  •  Phil  Williams,  vice 
president  in  charge  of  sales,  believes  the 
film  business  generally,  and  his  com- 
pany particularly,  will  increase  sales  in 
1959  because  of  (A)  more  network 
sales,  (B)  the  use  of  spot  films  by  a 
larger  number  of  national  advertisers 
and  (C)  the  trend  on  the  part  of  all 
advertisers  to  use  more  tv  films.  ABC 
Films  has  two  pilots  currently  in  the 
planning  stages  but  Mr.  Williams  de- 
clines to  talk  about  them  at  this  time. 
In  1958,  ABC  Films  sold  three  proper- 
ties for  network  exposure:  Man  With  a 
Camera,  One  Step  Beyond,  and  Meet 
McGraw.  The  company  has  in  syndica- 
tion 10  program  series,  including  26 
Men,  The  People's  Choice  and  Adven- 
tures of  Jim  Bowie. 

Flamingo  Telefilm  Sales  Inc.  •  Her- 
man Rush,  president,  forsees  a  good 
year  generally  for  film  since  "more 
local  time  will  exist  and  stations  will 
have  a  greater  need  to  fill  that  time." 
He  predicts  a  300%  increase  in  business 
for  Flamingo  in  1959,  explaining  that 
1958  was  primarily  a  year  of  reorgani- 


zation for  the  company.  At  the  end 
of  1957,  Mr.  Rush  pointed  out,  the 
company  had  only  one  program;  in 
1959,  Flamingo  will  have  17  series  in 
its  catalog.  During  the  year,  Flamingo 
will  have  a  minimum  of  two  new  series 
— Deadline,  and  Juvenile  Hearing — 
and  will  add  to  its  feature  backlog, 
covering  both  foreign-made  and  inde- 
pendently-produced pictures  of  1950 
vintage. 

Ziv  Television  Programs  •  John  L. 
Sinn,  president,  believes  the  outlook  for 
1959  is  "excellent  on  all  levels:  net- 
work, national  spot,  regional  and  local." 
Ziv  Tv  has  ten  new  pilots  in  various 
stages  of  preparation.  Among  them  is 
Moon  Probe,  Klondike  Fever,  Bravo, 
and  seven  other  series,  still  untitled,  one 
of  which  falls  into  a  category  that  Ziv 
Tv  calls  "a  fantastic"  (based  on  fan- 
tasy). Of  the  10  series  Ziv  Tv  produced 
in  1958,  three  were  sold  to  networks: 
Bat  Master  son,  Rough  Riders  and 
Tombstone  Territory.  The  others  were 
released  for  syndication.  Ziv  Tv  has  a 
total  of  27  series  in  syndication,  some 
of  which  already  have  had  multiple 
runs  and  are  sold  through  a  company 
subsidiary,  Economee  Tv.  Ziv  Tv  is 
experimenting  with  videotape  and  plans 
to  do  some  shooting  in  tape  on  at  least 
one  series  this  year. 

California  National  Productions  • 
With  additional  product  and  expanded 
services  to  clients  planned  by  Cali- 
fornia National  Productions  during 
1959,  the  company  anticipates  a  record 
year,  attaining  a  domestic  sales  goal  of 
$16  million.  CNP  believes  the  industry 
as  a  whole  will  benefit  as  "more  and 
more  national  advertisers  enter  syndi- 
cation." For  1959,  CNP  is  producing 
three  pilots:  Philip  Marlow,  The  Law- 
less Years  and  Outpost  in  Space.  CNP 
operates  with  two  sales  units:  NBC 
Television  Films,  which  syndicates 
largely  first-run  properties,  and  Victory 
Program  Sales,  which  handles  re-run 
series.  All  told,  CNP  has  28  series  on 
the  air,  of  which  21  fall  under  the 
jurisdiction  of  Victory  Program  Sales. 
CNP  has  sold  none  of  its  serials  to 
the  networks. 


Screen  Gems  Inc.  •  An  optimistic 
picture  for  1959  is  painted  for  Screen 
Gems  by  Ralph  M.  Conn,  president. 
He  points  out  that  in  1958  the  company 
made  seven  new  national  sales  and  this 
year  expects  to  surpass  that  mark.  In 
syndication,  according  to  Mr.  Cohn,  SG 
is  counting  on  doubling  its  1958  vol- 
ume, covering  the  planned  release  of 
four  new  first-run  series,  plus  the  con- 
tinuing sales  of  re-runs  and  further  re- 
lease of  feature  films  of  Columbia  Pic- 
tures Corp.,  SG's  parent  company. 
Screen  Gems  does  not  rely  solely  on 
pilots  for  sales,  Mr.  Cohn  said,  but 
this  year  plans  to  offer  sponsors  at  least 
a  dozen  properties  for  fall  release.  For 
some  of  these,  pilots  will  be  produced, 
while  others  will  be  placed  directly  into 
full  series  production.  Screen  Gems 
currently  has  1 1  shows  on  networks, 
two  in  national  spot.  Screen  Gems  has 
18  separate  made-for-tv  series  in  syndi- 
cation plus  the  Columbia  Features  Li- 
brary. 

Bernard  L.  Schubert  Inc.  •  Indica- 
tions are  that  with  its  increased  sales 
force  and  expanded  product  lineup, 
Bernard  L.  Schubert  Inc.  will  do  a 
gross  business  of  at  least  25%  more 
than  in  1958,  Bernard  L.  'Schubert, 
president  reports.  For  1959,  pilots  be- 
ing made  for  the  company  include 
Counterspy  and  the  New  Adventures  of 
Mr.  &  Mrs.  North.  Several  weeks  ago, 
Mr.  Schubert  announced  plans  for  set- 
ting up  an  international  division  this 
year  as  a  means  of  distributing  Schu- 
bert product  more  widely  to  the  grow- 
ing world  market.  Mr.  Schubert  hopes 
to  have  a  new  package  of  26  post- 1948 
feature  films  available  for  release  short- 
ly. Schubert  presently  syndicates  six 
series  and  has  none  on  the  networks. 

MCA  Tv  Ltd.  •  The  film  industry 
generally  should  have  a  better  year  in 
1959  than  in  1958  because  "there  is 
more  sponsorship  money  around,  ad- 
vertisers are  becoming  more  aware  of 
the  worth  of  supplementary  tv  presenta- 
tion, and  new  sponsors  are  being  won 
over  to  syndication  who  have  never 
tried  the  medium  before."  This  is  the 
view  of  David  V.  Sutton,  vice  presi- 


MCA-TV's  Sutton 
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LOOK!  WLOS-TV  IS  CHANGING 
THE  RATING  PICTURE  IN  THE 

CAROLINA  TRIAD! 


1 


SKILLED  NEW  MANAGEMENT,  IMAGINATIVE  NEW  - 
PROGRAMMING  GIVEN  CREDIT  IN  DYNAMIC  DRIVE  FOR  DOMINANCE 


Greenville,  S.C. 


In  just  two  months,  WLOS-TV's  new  management  has 
shaped  ABC's  great  line-up  and  strong  new  local  program- 
ming into  the  powerful  new  force  in  the  Carolina  Triad 
rating  picture. 

The  prominent  new  position  enjoyed  by  WLOS-TV  is  shown 
in  the  figures  below.  Watch  for  further  impressive  gains! 

ARB  — NOVEMBER  — 1958  . . .  AshevMe  •  Greenville  •  Spartanburg 


SHARE  OF  AUDIENCE 


SUNDAY  through  SATURDAY 
6:00  PM  to  1 0:00  PM 

WLOS-TV   30.5% 

Station  "b"  38.4% 

Station  "e"  23.2% 


MONDAY  through  FRIDAY 
3:00  PM  to  6:00  PM 

WLOS-TV  35.2% 

Station  "b"  30.5% 

Station  "e"  22.5% 


Remember — WLOS-TV  delivers  the  only  unduplicated 
VHF  network  service  and  the  only  complete  coverage 
of  this  rich  triad — 425,360  TV  homes  in  62  counties  of 
six  states*,  with  retail  sales  of  $1,848,670,000. 
*NCS  §3— All  TV  Homes    Sales  Management— May,  1958 
Represented  by  Peters,  Griffin,  Woodward,  Inc. 
Southeastern  Representative:  James  S.  Ayers  Co. 


The  "Early  Show"—  6:15-7:30  p.m.  Monday  thru 
Friday  has  the  highest  weekly  cumulative  rating 
in  the  November  book. 
"American  Bandstand"  on  WLOS-TV  is  the  highest- 
rated  daytime  show  in  the  Carolina  Triad ! 


WLOS-TV 

Unduplicated  ABC  in  Asheville  -  Greenville  -  Spartanburg 

WLOS  AM-FM 
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Ziv-Tv's  Sinn  UA-Tv's  Eells  NTA's  Landau  Screen  Gems'  Cohn 


dent,  who  believes  a  contributing  fac- 
tor to  tv  film's  growth  this  year  is  the 
network  practice  of  revising  downward 
the  "must  buy"  system.  He  said  the 
company  will  probably  have  three  or 
more  shows  ready  this  year  but  will 
know  definitely  in  a  few  months  when 
its  schedule  of  new  releases  is  set.  The 
company  has  26  series  in  syndication 
and  a  dozen  on  the  networks. 

National  Telefilm  Assoc.  •  Ely  A. 
Landau,  board  chairman,  believes  the 
tv  film  business  will  flourish  in  1959, 
but  it  will  be  "the  year  of  the  shake- 
out."  Strong  companies,  he  believes, 
will  emerge  stronger  as  competition 
stiffens.  He  has  confidence  in  the  con- 
tinued growth  of  NTA,  particularly  in 
the  overseas  area  of  1959.  Among  new 
programs  being  produced  for  NTA  dis- 
tribution are  The  Third  Man,  Man- 
tovani,  High  Noon  and  Grand  Jury. 
Programs  sold  to  the  NTA  film  net- 
work are  How  to  Marry  a  Millionaire, 
Man  Without  a  Gun,  This  Is  Alice  and 
Tv  Hour  of  Stars.  NTA  is  distributing 
31  series  to  stations,  including  Sheriff 
of  Cochise,  U.S.  Marshal,  Official  De- 
tective, Walter  Winchell  File,  Adven- 
tures of  William  Tell  and  feature  films 
from  the  library  of  20th  Century-Fox, 
plus  features  of  independent  producers. 
NTA  has  a  controlling  interest  in  Tele- 
studios  Inc.  and  plans  to  videotape 
programs  for  distribution. 

CBS  Films  Inc.  •  During  1958  CBS 
Films  sales  were  30%  over  those  of 
1957  and  the  company  is  looking 
forward  to  an  "even  better  year,"  ac- 
cording to  Sam  Cook  Digges,  vice 
president-administration.  CBS  plans  to 
produce  seven  new  series  plus  several 
pilots  during  the  year,  including  Diplo- 
mat and  House  on  K  Street.  None  of 
the  CBS  Films  shows  is  now  on  net- 
work but  the  company  is  shooting  for 
a  network  sale  this  year,  according  to 
Mr.  Digges.  CBS  Films  has  40  pro- 
grams in  syndication  in  the  U.S.  and 
abroad.  Mr.  Digges  believes  that  tape 
will  be  "a  much  more  important  factor" 
in  television  in  1959. 

Independent  Television  Corp.  •  Jack 


Wrather,  board  chairman,  points  to 
this  year  as  one  of  building  and  pre- 
paring, while  1960  will  be  "the  first 
year  of  actual  realization  of  our  plan 
for  taking  our  place  as  number  one 
in  the  industry."  The  first  new  ITC 
series  is  Cannonball,  now  in  syndica- 
tion. ITC  anticipates  an  eventual  sched- 
ule this  year  that  will  have  a  new  series 
in  syndication  every  other  month,  or 
at  least  five  by  September.  ITC  bought 
TPA  and  acquired  the  latter's  proper- 
ties. 

United  Artists  Television  •  Bruce 
Eells,  executive  vice  president,  notes 
that  UA-TV,  which  just  last  year  com- 
pleted plans  for  its  initial  series  pro- 
duced for  tv,  has  no  sales  comparison 
but  that  the  company  expects  to  do  well 
this  year  in  a  "buyer's  market."  Mr. 
Eells  did  not  comment  on  a  report  that 
UA-TV  has  concluded  its  first  sale  to 
an  advertiser  for  network  sponsorship 
(the  series  is  Trouble  Shooters).  UA- 
TV  has  four  others  being  filmed:  Miami 
Undercover,  The  Dennis  O'Keefe  Show, 
Hudson  Bay,  and  Tales  of  the  Vikings. 
Parent  United  Artists  purchased  As- 
sociated Artists  Productions,  and 
through  AAP  (now  called  United 
Artists  Associated)  distributes  Warner 
Bros,  features  and  cartoons,  Popeye 
Cartoons  and  other  product. 

MGM-TV  •  The  outlook  here  is  full 
speed  ahead.  The  film  has  an  operation 
geared  to  activity  headed  by  Sol  C. 
Siegel,  who  is  MGM's  motion  picture 
and  tv  production  boss,  and  George 
Shupert,  v.p.  in  charge  of  tv.  MGM- 
TV  offers  programs  for  network  sale 
and  may  enter  syndication  as  well.  The 
studio  is  turning  out  seven  pilots  for 
tv  series,  one  of  them  Father  of  the 
Bride,  already  committed  for  by  Gen- 
eral Foods  (Y&R).  Sales  to  date:  The 
Thin  Man  (Colgate-Palmolive  on  NBC- 
TV)  and  Northwest  Passage  (NBC- 
TV).  MGM-TV  also  continues  its  sales 
of  the  MGM  library. 

Three  CNP  series  set 

Cameras  are  rolling  on  Metro- 
Goldwyn-Mayer's  Culver  City  lot  for 


ABC  Films'  Williams 

three  new  tv  film  series  to  be  syndicated 
by  California  National  Productions 
(NBC's  film  subsidiary). 

The  three  series  represent  CNP's  new 
product  planned  thus  far  this  year. 

The  series,  as  announced  by  CNP 
President  Earl  Ritting: 

Outpost  in  Space,  a  dramatic  science- 
fiction  series  with  Boris  Sagal  directing, 
and  Robert  McQueeney  and  Ted 
Marcuso  in  leading  roles;  Lawless 
Years  (former  working  title  of  Barney 
Ruditsky,)  with  a  roaring  twenties 
setting,  production  by  Jack  Chertok 
Television  Inc.,  and  the  Philip  Marlowe 
detective  series  based  on  Raymond 
Chandler's  writings  and  produced  by 
Goodson  -  Todman.  Frank  Cleaver, 
CNP  programs  vice  president,  is  over- 
seeing all  production,  writing  and  cast- 
ing for  the  three  series. 

National  Telefilm 
goes  international 

National  Telefilm  Assoc.  is  stepping 
up  its  activities  in  the  international 
market. 

Ely  A.  Landau,  board  chairman  of 
NTA.  last  week  announced  the  forma- 
tion of  NTA  International  Inc.  to  serv- 
ice the  tv  and  motion  picture  market 
throughout  the  world.  Harold  Goldman, 
executive  vice  president  of  NTA,  will 
take  on  additional  duties  as  president 
of  NTA  International  (see  Week's 
Headliners,  page  10). 

In  1958,  about  5%  of  NTA's  gross 
came  from  overseas.  The  company  is 
aiming  to  expand  that  figure  to  about 
25%  within  the  next  24  months,  ac- 
cording to  Oliver  Unger,  president. 
During  this  year,  NTA  will  open  its 
own  offices  in  London,  Paris,  Rome, 
Brussels,  Munich  and  in  Australia.  Mr. 
Unger  added. 

NTA  International  intends  to  enter 
into  co-production  ventures  in  foreign 
countries.  The  company  recently  joined 
hands  with  the  BBC  in  co-producing  a 
half-hour  series,  The  Third  Man,  and 
other  projects  are  contemplated,  ac- 
cording to  Mr.  Unger. 
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BMI  WILL  RENEW  MUSIC  LICENSES 

But  ASCAP  won't  and  goes  to  court  seeking  radio  Interim  fee' 


Radio  music  license  negotiators 
came  to  terms  in  one  case  last  week 
but  found  themselves  in  court  in  an- 
other. 

The  All-Industry  Radio  Music  Li- 
cense Committee,  headed  by  Robert  T. 
Mason  of  WMRN  Marion,  Ohio,  recom- 
mended that  its  contributing  stations  ac- 
cept Broadcast  Music  Inc."s  offer  to 
renew  current  BMI  licenses  for  five 
years. 

Meanwhile,  in  a  surprise  move. 
ASCAP  applied  for  a  court-fixed  •  in- 
terim fee"  for  the  use  of  its  music  by 
broadcasters  whose  licenses  expired 
Dec.  31,  1958,  and  whose  negotiations 
for  new  terms  have  been  stalled  by  the 
breakdown  in  talks  between  ASCAP  and 
the  all-industry  group  (Broadcasting. 
Dec.  8,  1958,  et  seq.). 

Industry  Group's  Position  •  Under 
the  consent  decree  signed  by  ASCAP 
in  1950,  stations  could  get  licenses 
merely  by  asking  ASCAP  for  them,  and 
if  they  and  ASCAP  did  not  come  to 
terms  within  60  days,  then  the  U.S. 
District  Court  for  the  Southern  District 
of  Newr  York  could  be  asked  to  set 
reasonable  fees.  Through  Emanuel  Dan- 
nett.  its  counsel,  the  All-Industry  Com- 
mittee is  expected  to  argue  that  the 
ASCAP  motion  is  premature  because 
it  was  filed  before  the  60-day  negotiat- 
ing period  expires  the  latter  part  of 
February. 

ASCAP  wants  the  old  rates  continued 
"as  interim  fees  pending  resolution  of 
the  rate  issue  either  by  negotiation  or 
bv  court  decree."  The  motion  is  set  for 
argument  during  the  court  term  start- 
ing Feb.  10. 

Hammerstein  Affidavit  •  In  an  affi- 
davit supporting  the  motion.  Oscar 
Hammerstein  2nd.  chairman  of  the 
ASCAP  television  and  radio  commit- 
tee, charged  that  the  old  rates  were 
forced  upon  ASCAP  by  the  radio  indus- 
trv  in  1941.  that  the  terms  were  unfair 
then  and  more  so  now.  when  radio  "is 
nearly  100%  music"  and  "more  pros- 
perous than  ever." 

He  reminded  that  ASCAP  had  told 
stations  what  rates  it  now  considers 
reasonable  but  at  the  same  time  had 
offered  to  renew  the  old  contracts  for 
one  year  to  allow  time  to  explore  the 
situation  more  fully  (Broadcasting. 
Jan.  12).  He  said  970  stations  have 
accepted  the  one-year  renewal.  770  have 
applied  for  licenses  under  the  consent 
decree  course  recommended  by  the  all- 
industry  group  and  1,050  have  licenses 
which  have  not  expired. 

The  All-Industry  Committee's  posi- 
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tion  is  that  the  rates  should  be  reduced, 
not  raised. 

BMI  Licenses  •  In  contrast  to  the 
complications  in  the  ASCAP  negotia- 
tions, the  committee's  recommendation 
for  renewal  of  the  BMI  licenses  came 
after  two  meetings  with  BMI  negotia- 
tors. In  a  message  sent  to  the  approxi- 
mately 700  stations  contributing  to  the 
committee's  support.  Chairman  Mason 
said  last  Tuesday  (Jan.  27): 

"As  you  no  doubt  know,  the  highest 
BMI  rate  under  its  blanket  commercial 
license  is  1.2%  [of  net  time  sales]  as 
contrasted  with  the  ASCAP  commercial 
rate  of  2.25%.  In  addition,  BMI  does 
not  have  any  sustaining  fee.  After  care- 
ful consideration  of  all  matters  affect- 
ing the  BMI  license,  particularly  the 
increased  used  of  BMI  musical  composi- 
tions during  recent  years,  this  commit- 
tee has  concluded  to  recommend  the 
renewal  of  the  BMI  license  on  the  old 
terms  for  a  further  period  of  five  years." 

Each  Must  Decide  •  The  letter 
stressed  that  each  station  must  decide 
for  itself  "on  all  license  matters"  and 
that  this  means  "freedom  to  accept  or 
reject  your  committee's  recommenda- 
tions." 

BMI  meanwhile  last  week  completed 

COLORCAST  I  NG 

Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 

Feb.  2-6,  9-11  (2-2:30  p.m.)  Truth  or 
Consequences,  participating  sponsors. 

Feb.  2-6,  9-11  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Feb.  2,  9  (10-10:30  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Feb.  3  (8-9  p.m.)  Eddie  Fisher  Show, 
Liggett  &  Myers  through  McCann-Erick- 
son. 

Feb.  4  (8:30-9  p.m.)  The  Price  Is 
Right,  Speidel  through  Norman,  Craig  & 
Kummel  and  Lever  through  J.  Walter 
Thompson. 

Feb.  5  (9:30-11  p.m.)  Hallmark  Hall  of 
Fame,  through  Foote,  Cone  &  Belding. 

Feb.  6  (7:30-8  p.m.)  Northwest  Passage, 
Helene  Curtis  through  Edv/ard  H.  Weiss. 

Feb.  6  (8-9  p.m.)  Phil  Harris  Show, 
Edsel  through  Kenyon  &  Eckhardt  and 
Timex  through  Doner  &  Peck. 

Feb.  7  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

Feb.  8  (7:30-8  p.m.)  Music  Shop  With 
Buddy  Bregman,  sustaining. 

Feb.  8  (8-9  p.m.)  Steve  Allen  Show 
Mutual  of  Omaha  through  Bozell  &. 
Jacobs. 

Feb.  8  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 

Feb.  10  (8-9  p.m.)  Bell  Telephone  Hour, 
Bell  Telephone  through  N.  W.  Ayer. 

Feb.  11  (10-11  p.m.)  An  Evening  With 
Fred  Astaire,  Chrysler  through  Leo  Bur- 
nett (program  rescheduled  from  Jan.  28 
as  previously  announced). 


sending  out  to  all  of  its  radio  licensees 
(virtually  all  radio  stations)  its  offer 
to  renew  for  five  years.  Current  li- 
censes expire  March  11.  Practically  all 
television  stations  already  have  renewed 
their  BMI  tv  licenses.  These  terms  are 
10%  less  than  the  radio  fees.  ASCAP 
tv  licenses  were  renewed  more  than  a 
year  ago. 

Internal  vtr  strife 
afflicts  N.Y.  IATSE 

The  International  Alliance  of  The- 
atrical Stage  Employes  scheduled  a 
conference  in  New  York  last  Friday 
(Jan.  30),  designed  to  solve  an  internal 
squabble  that  has  flared  up  over  video- 
tape jurisdiction. 

Invited  to  attend  the  meeting  with 
IATSE  officials  were  Anthony  Termini, 
president  of  Termini  Videotape  Serv- 
ices Inc.;  William  Van  Praag,  president 
of  Van  Praag  Productions,  and  officers 
of  IATSE's  New  York  Local  644  and 
of  the  union's  unnumbered  local.  It 
was  believed  that  no  definitive  solu- 
tion would  be  reached  on  Friday  since 
Richard  Walsh,  LATSE's  president,  and 
other  officials  of  the  union,  probably 
would  not  be  back  in  New  York  from 
a  business  trip  in  Hollywood. 

The  internecine  hassle  developed  on 
Jan.  16  when  two  Edsel  commercials 
were  to  be  shot  on  tape  in  New  York 
for  the  Ed  Sullivan  Show  on  CBS-TV. 
Kenyon  &  Eckhardt.  New  York,  em- 
ployed two  contractors  to  produce  the 
tape  commercials — Termini  and  Van 
Praag.  Because  the  commercials  re- 
quired spacious  faculties,  Messrs.  Ter- 
mini and  Van  Praag  decided  to  use 
the  studios  of  Hi  Brown,  a  film  pro- 
ducer. 

Jurisdictional  Lines  Cross  •  The  dis- 
pute arose  because  Termini  technicians 
and  cameramen  on  the  assignment  are 
members  of  IATSE's  unnumbered  local 
which  has  jurisdiction  at  WOR-TV  New 
York,  the  facilities  ordinarily  used  by 
Termini.  The  Hi  Brown  organization, 
a  film  company,  is  under  the  jurisdic- 
tion of  IATSE's  Local  644,  encom- 
passing film  technicians  and  camera- 
men. Local  644  cameramen  insisted  on 
using  the  live  cameras.  After  lengthy 
and  heated  discussion,  a  decision  was 
reached  to  use  the  Local  644  personnel. 
It  was  reported  that  the  Termini  tech- 
nicians had  to  stand  shoulder  to  shoul- 
der with  the  644  men.  explaining  which 
knob  to  turn  next  on  the  live  camera. 

The  upshot  was  that  both  crews  had 
to  be  paid  for  the  taped  commercials, 


$122  and 

AAH0EIA 

APOLLO 
Light  and  Truth 

APOLLO  was  considered  to  be  "the  most 
Greek  of  all  the  gods"  and  even  by  today's 
standards,  he  would  be  considered  quite 
a  hunk  of  man — handsome,  sophisticated, 
cultured — but  why  go  on,  let's  just  say 
he  had  many  excellent  characteristics  at- 
tributed to  him.  The  Greeks  called  him 
the  God  of  Light  and  Truth.  Whenever 
the  Greeks  wanted  to  know  the  truth, 
they  always  went  to  Apollo's  shrine  at 
Delphi,  and  the  oracle  there  came  up  with 
the  right  answer. 

Today's  advertisers  and  time  buyers 
want  to  know  the  truth  too,  so  if  you  are 
in  the  dark  about  selecting  the  best  radio 
station  in  Cincinnati  to  sell  your  product, 
let  us  enlighten  you— IT'S  WCKY,  and 
truthfully,  here's  what  you  get: 

1.  Adult  audience— 73%  of  WCKY's 
audience  is  composed  of  housewives  who 
control  the  family  purse  and  spend  the 
major  portion  of  family  income. 

2.  50,000  Watts  of  Selling  Power,  cov- 
ering all  of  the  Cincinnati  trading  area. 

3.  Good  music  and  news  24  hours  a  day. 

4.  Air  salesmen  who  sell  your  product. 

5.  A  prestige  station  with  progressive 
management. 

 So  don't  go  to  Apollo's  shrine  at 

Delphi,  just  consult  our  oracles:  Tom 
Welstead  at  WCKY's  New  York  office, 
or  AM  Radio  Sales  in  Chicago  and  the 
West  Coast,  who  will  shed  some  Light  on 
your  problem  and  tell  you  the  true  story 
about  WCKY  and  its  power  to  sell  your 
product. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


which  were  said  to  be  satisfactory  in 
quality.  Termini  absorbed  the  costs  of 
both  crews. 

Neither  Mr.  Termini  nor  Mr.  Van 
Praag  would  comment  on  any  demands 
they  would  make  on  IATSE  but  they 
Voiced  the  belief  the  problem  would  be 
ironed  out  satisfactorily. 

It  was  believed  that  IATSE  Interna- 
tional leaders  would  insist  that  its  locals 
stop  battling  one  another.  Recurring 
friction  could  drive  tape  business  away 
from  IATSE  shops  into  those  which 
have  jurisdiction  by  the  International 
Brotherhood  of  Electrical  Workers 
(CBS-TV)  or  the  National  Assn.  of 
Broadcast  Employes  &  Technicians 
(NBC-TV). 

Fund  author  analyzes 
critic:  'tired  writer' 

A  sneak  preview  of  the  upcoming 
Fund  For  the  Republic  study  of  tv 
criticism  was  given  New  York  radio-tv 
executives  last  week  by  Patrick  M.  Mc- 
Grady  Jr.,  the  report's  author.  His  con- 
clusion: "By  and  large,  television  crit- 
icism is  the  fitful  labor  of  tired  writers 
of  monumental  good  will,  a  degree  of 
talent  and  a  jaded  perspective." 

Mr.  McGrady  in  his  findings,  sum- 
marized for  the  Radio-Television  Execu- 
tives Society  Wednesday  (Jan.  28), 
nevertheless  assigned  the  critic  a  power- 
ful role,  although  he  questioned  wheth- 
er that  should  be  the  case — "There  is 
no  reason  why  they  should  give  the 
orders  in  programming.  They  have  not 
the  responsibilities  nor  the  creative  fac- 
ulties for  the  job."  Yet  they  do,  he 
said,  citing  several  instances  of  a  critic's 
comment  altering  a  network's  or  a  sta- 
tion's programming. 

Referring  to  the  "Sevareid  Syn- 
drome" (CBS  commentator  Eric 
Sevareid's  call  for  expertise  on  the  part 
of  critics),  Mr.  McGrady  found  it  un- 
realistic as  far  as  newspapers  are  con- 
cerned. He  said  many  tv  critics,  princi- 
pally outside  New  York,  have  other 
duty  assignments  in  addition  to  their 
critical  sideline,  and  have  neither  the 
training  nor  the  time  to  be  the  kind 
of  critics  Mr.  Sevareid  would  prefer. 

Mr.  McGrady's  criticism  of  critics 
continued  to  find  their  efforts  "general- 
ly inconsistent,  capricious  and  of  ques- 
tionable value.  The  chief  cause  for 
this  unhappy  state  of  affairs  is  the 
critics'  abiding  concern  with  a  fantastic 
amount  of  mediocre,  trivial  material." 
Only  two  exceptions  were  made  to  this 
charge:  the  previewer  (such  as  Steven 
Scheuer's  "Tv  Key"  and  Richard  Klein- 
er's "Tv  Scout")  and  one  lone  critic, 
Marya  Mannes  of  The  Reporter. 

Previewing,  as  opposed  to  after-the- 
fact  criticism,  came  in  for  a  lot  of  at- 


tention in  Mr.  McGrady's  report.  He 
found  this  development  to  be  a  grow- 
ing one,  both  in  numbers  and  impor- 
tance. In  fact,  at  one  point  he  said  that 
"it  is  not  inconceivable  that  after-the- 
fact  reviewing  will  go  the  way  of  the 
free  lunch  and  the  nickel  beer,  both 
dandy  ideas,  but  in  the  end  commer- 
cially passe.  Right  or  wrong,  however, 
the  trend  is  that  way." 

Another  Heard  From  •  Tv  criticism 
drew  comment  from  another  quarter 
last  week.  Donald  H.  McGannon,  presi- 
dent of  Westinghouse  Broadcasting  Co., 
told  the  U.  of  Georgia's  Radio-Tv  In- 
stitute that  if  newspapers  applied  to 
themselves  the  same  standards  they 
suggest  for  tv,  "our  daily  press  would 
more  closely  resemble  the  lofty  editorial 
objectives  of  Harper's  or  Atlantic 
Monthly." 

Mr.  McGannon  said  he  doesn't  go 
along  with  those  who  see  in  adverse  tv 
criticism  an  effort  by  competitive  media 
to  "disenchant"  the  public  about  tv. 
Instead,  he  said  most  tv  critics  are 
merely  "atypical"  of  viewers  in  general 
because  they  have  to  look  at  tv  whether 
they  want  to  or  not,  and  cannot  view 
according  to  their  own  tastes.  He  also 
said  the  task  of  criticism  is  especially 
demanding  in  that  the  critic  must  be 
an  expert  on  too  many  things — which 
he  frequently  is  not. 

CBS  starts  vtr  series 

CBS  Films  now  is  in  videotape. 
Skippering  the  maiden  effort,  a  half- 
hour  anthology  series,  is  Producer 
Robert  Herridge.  The  project,  which 
starts  immediately  at  CBS-TV,  New 
York,  is  under  supervision  of  Leslie 
Harris,  vice  president  in  charge  of  pro- 
duction. April  15  is  target  date  for  the 
first  two  programs,  with  a  total  of  13 
due  by  Aug.  1.  The  series  will  include 
three  original  plays  by  S.  Lee  Pogostin 
(tv  adapter  of  Maugham's  Moon  and 
Sixpence),  a  jazz  show  and  possibly  a 
western  by  Mr.  Herridge. 

Sam  Cook  Digges,  administrative  vice 
president,  said  "the  series  will  be  pro- 
duced on  a  modest  budget,  but  with  a 
quality  that  we  are  certain  will  have  tre- 
mendous impact.  The  series  will  be  of- 
fered for  network  sale." 

•  Program  notes 

•  Princeton  Television  Center  names 
Televisual  International,  N.Y.,  as  dis- 
tributor of  its  The  Handyman,  series  of 
52  five-minute  tv  films  starring  Norman 
Brokenshire. 

•  Betty  Luster  Assoc.  Inc.,  N.Y.,  ap- 
pointed sales  representative  for  Elliot, 
Unger  &  Elliot,  N.Y.,  videotape-film 
production  company. 
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In  DES  MOINES, 

that  result-getting  station  is  .  .  . 
and  has  always  been  .  . 
KRNT  RADIO,  that  "know-how, 
go-now"  station  that  keeps  pace 
with  all  that's  going  on  in 
Des  Moines,  Iowa's  lively  center  of 
business  activity.  Because  KRNT 
has  news  on  the  hour,  total 
sports,  the  best  of  music, 
dramatic  shows,  complete  weather 
and  complete  service,  local 
sponsors  spend  nearly  as  much 
on  KRNT  RADIO  as  on  the 
other  5  Des  Moines 

stations  combined!  Better  See  Katz  Soon. 

SOURCE:  LATEST  AVAILABLE  F.  C.  C.  FIGURES 

KRNT  RADIO-CBS 

A  Cowles  Station 


TV:  PRACTICE  AND  PRINCIPLE 

Weaver,  Gould,  Susskind  strong  on  latter 


Television  is  a  powerful  advertising 
medium  but  derelict  as  a  programming 
vehicle.  Its  service  to  the  public  is  good 
but  not  good  enough.  Tv  must  get  bet- 
ter. 

Essentially  this  is  what  it  took  three 
tv  "authorities"  more  than  two  hours 
to  discuss  before  the  cameras  of  a 
metropolitan  New  York  tv  station  on 
Jan.  25. 

The  telecast,  entitled  Open  End,  and 
featuring  host  David  Susskind,  pro- 
ducer and  head  of  Talent  Associates 
Ltd.,  was  on  WNTA-TV  Newark,  N.J. 
The  weekly  discussion  program,  un- 
sponsored  until  yesterday  (Feb.  1), 
goes  on  the  air  at  10  p.m.  (cosmetic 
maker  Helena  Rubenstein  signed  last 
week  to  sponsor  the  first  hour.) 

By  the  time  the  program  dragged 
to  its  post-midnight  close,  the  trio  ap- 
parently had  violated  (and  with  obvious 
chagrin)  the  very  tenet  of  excitement 
which  they  agreed  ought  to  be  basic  in 
tv.  The  program  was  dull. 

Show  participants:  Tv  advertiser- 
agency  consultant  Sylvester  L.  (Pat) 
Weaver  Jr.,  producer  Susskind  and 
New  York  Times  tv  critic  Jack  Gould, 
all  of  whom  agreed  that  tv  is  a  staple 
for  millions  of  people  but  is  not  what 
it  should  be.  The  observation  was  re- 
peated in  many  different  ways.  Missing 
was  a  spokesman  of  the  networks. 

One  Way  to  Go  •  Mr.  Weaver's 
view  was  summed  up  at  the  program's 
finale:  tv  must  become  a  real  commu- 
nications service,  "has  to  get  better," 
must  be  a  responsible  medium  while 
providing  good  entertainment,  must 
serve  all  segments  of  the  people  while 


having  a  basic  quality  of  upgrading 
tastes.  Tv  is  a  business  like  any  other, 
he  said,  mentioning  the  cement  busi- 
ness, but  the  medium  has  one  essential 
difference,  that  of  "values." 

Mr.  Gould:  Tv  should  be  considered 
a  trust  by  broadcasters  (networks  and 
licensees),  advertising  agencies  and 
sponsors  alike;  "no  man  can  say,  T  don't 
have  a  responsibility'  .  .  .  Culture  is 
embodied  in  the  tv  medium." 

Mr.  Weaver  says  tv  is  no  longer  a 
"communications"  medium  with  "cov- 
erage" as  its  primary  function — that  is 
coverage  of  "all  attractions"  in  the 
American  culture  as  well  as  storytell- 
ing. The  Gould  version:  The  "world" 
of  tv  has  become  a  studio  world. 

There's  some  history  to  tv's  problem, 
Mr.  Weaver  reflected.  Milestones  he 
cited:  creativity  in  radio  when  broad- 
casting was  new,  the  subsequent  move- 
in  of  advertising  agencies  ("I  jumped 
very  fast  to  Y&R")  and  a  carry-over  of 
the  pattern  into  television.  The  selling 
formula  was,  "Be  popular,  be  liked  and 
at  the  least  cost,  be  successful." 

Tv  (presumably  under  his  tutelage  at 
NBC-TV)  climbed  out  of  this  period 
for  a  few  years  but  now  has  gone  back 
to  the  formula,  both  in  programming 
and  selling.  Mr.  Weaver  declared  that 
the  networks  had  a  $100  million  profit 
in  1956,  but  are  not  bringing  in  such 
profit  now,  so  mediocre  or  imitative 
programming  apparently  doesn't  mean 
greater  profit. 

Wall   St.  Will  Note   •   It   is  Mr. 

Weaver's  belief  that  parallel  decline  in 
programming  with  decline  in  profit  will 
boomerang — for  it  "gets  to  Wall  Street." 


Weaver,  Gould  and  Susskind  (l-r)  on  WNTA-TV:  do 


we  say,  not  as  we  do. 


He  said  a  similar  station  occurred 
with  the  motion  picture  business. 

f  Other  observations  of  Mr.  Reaver, 
supported  in  one  form  or  another  by  the 
other  two  program  participants:  * 

Tape  will  bring  some  change  to  tv, 
possibly  as  the  avenue  for  Mr.  Weaver 
to  further  his  independent  Program 
Service — "I  would  have  been  in  busi- 
ness much  earlier  than  this  ...  if  more 
major  cities  were  served  by  facilities  (if, 
for  example,  every  major  city  had  five 
stations)." 

The  "cultural  curve"  among  Ameri- 
cans is  rising  along  with  a  climbing 
curve  of  increased  leisure  time.  If  the 
networks  fail  to  provide  cultural  needs 
via  tv,  "leaders  of  the  country"  will 
find  some  other  way.  He's  not  for  pay 
tv  but  admitted  it  might  be  inevitable, 
not,  he  hopes,  "at  the  expense  of  com- 
mercial frequency." 

On  ratings — The  trouble  is  "misuse 
of  scientific  information"  by  unprofes- 
sional people.  Cumulative  circulation  is 
more  important  than  that  for  a  specific 
program  or  time  period.  An  advertiser 
buys  a  series  of  values,  not  just  a  rating 
of  circulation. 

At  one  time  he  had  considered  a 
"public  subscription"  (not  pay  tv)  pro- 
gram plan  but  had  been  talked  out  of 
it  by  advisers.  Mr.  Weaver's  idea  was 
to  have  people  subscribe  perhaps  $1 
per  month  for  special  information  on 
the  scheduling  of  cultural  programming 
(as  done  by  many  fm  stations). 

The  subject  of  pressures  in  program- 
ming was  also  discussed  briefly  by  the 
panel. 

Ohio  court  refuses 
broadcaster  immunity 

An  Ohio  state  law  which  grants  im- 
munity to  newspapermen  who  refuse  to 
reveal  their  sources  of  information  does 
not  grant  the  same  immunity  to  radio 
and  tv  newscasters,  Common  Pleas 
Judge  Kenneth  Sater  ruled  in  Columbus 
last  week.  The  ruling  was  made  in  a 
$300,000  libel  suit  filed  by  Bill  Jorgen- 
sen,  former  newscaster  for  WTVN-AM- 
TV  Columbus,  against  Bert  Charles, 
manager  of  WVKO  Columbus?  Mr. 
Charles,  also  a  newscaster  and  Sports 
announcer,  -  refused  to  answer  seven 
questions  asked  of  him  in  a  deposition 
filed  by  Mr.'  Jorgensen's  attorneys  last 
October,  holding  he  was  'given  immunity 
as  a  newsman  by  the  state  law.  Judge 
Sater  ruled  that  any  notary  or  commis- 
sioner had  authority  to  demand  answers 
and  persons  refusing  could  be  punished 
for  contempt. 
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Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week.  Both  are  subject  to  FCC  approval: 

•  KXGI  Ft.  Madison,  Iowa:  Sold  to 
Cecil  and  Richard  Gillespie  (father  and 
son)  by  Joseph  E.  McNaughton  and 
family  (owners  of  WCRA  Effingham 
and  WRMN  Elgin,  both  Illinois)  for 
$90,000.  Blackburn  &  Co.  handled  the 
sale.  KXGI  is  on  1360  kc  with  1  kw, 
day. 

•  WBRO  Waynesboro,  Ga.:  Sold  to 
Collins  Corp.  of  Georgia  by  Carl 
and  Harrod  Pugh  for  $35,000.  F.K. 
Graham  has  the  majority  interest  in  the 
purchasing  corp.  The  sale  was  handled 
by  Paul  H.  Chapman  Co.  WBRO  is  on 
1310  kc  with  1  kw,  day. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  70): 

•  WCUE-AM-FM  Akron,  Ohio:  Sold 
to  WCUE  Radio  Inc.  (Edwin  B.  Esta- 
brook  Jr.,  president)  by  Akron  Broad- 
casting Corp.  for  $450,000  plus  employ- 
ment of  Edwin  Elliot  and  Edwin  T.  El- 
liot, owners  of  Akron  Broadcasting,  for 
five  years  for  $156,300.  WCUE  is  on 
1150  kc  with  1  kw,  day,  directional  an- 
tenna. WCUE-FM  will  be  on  96.5  mc 
with  14.5  kw. 

•  KGDE  Fergus  Falls,  Minn.:  Sold  to 
Northland  Broadcasting  Corp.  (Kingsley 
H.  Murphy  Jr.,  vice  president,  has  in- 
terest in  KRNT-TV  Des  Moines,  Iowa) 
by  Fergus  Radio  Corp.  for  $100,000 
plus  agreement  to  pay  Frederic  T.  and 
Harold  L.  Dell,  majority  owners  of 
Fergus  Radio,  $24,000  over  a  5-year 
period  not  to  compete  within  radius  of 
100  miles.  KGDE  is  on  1250  kc  with 
1  kw,  day,  500  w,  night,  directional  an- 
tenna, night. 

•  WSKN  Saugerties,  N.Y.:  Sold  to  VIP 
Radio  Inc.  by  John  Lynker  and  others 
for  $37,050  (for  62.06%  interest).  VIP 
Radio  is  owned  equally  by  Martin  Stone 
(50%  owner  of  WWES-AM-FM  New 
Rochelle  and  WVIP  Mount  Kisco,  both 
New  York)  and  Plymouth  Rock  Publi- 
cations Inc.,  owned  100%  by  multiple 
owner  John  Hay  Whitney.  Comr.  Rob- 
ert Bartley  did  not  participate  in  this 
decision.  WSKN  is  on  920  kc  with  1 
kw,  directional  antenna,  day. 

AFM-networks  talk 
about  new  contract 

Negotiations  between  the  American 
Federation  of  Musicians  and  the  radio- 
tv  networks  were  scheduled  to  continue 
up  to  last  Saturday  at  midnight  (Jan. 
31)  when  the  pact  expired.  Indications 
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NORTHWEST 

Long  established  fulltime  facility  with 
excellent  market.  $40,000  cash  required 
for  100%  purchase,  or  $20,000  for  50% 
purchase. 


$100,000 


SOUTH 

Top  independent  facility  in  one  of  the  $300  000 

Q^,,+k'c  Unmlnn  markets.  $75,000  cash. 


South's  booming  markets.  $75,000  cash 
balance  over  5  years. 

SOUTH 

Very  profitable  daytime  independent 
with  high  gross  in  relation  to  purchase 
price.  $50,000  down,  balance  over  5 
years.  =j 


$175,000 


NEGOTIATIONS        •        FINANCING        •        APPRAISALS  j 

JBlackbiwri  &  Convpmu^ 

RADIO  -  TV  -  NEWSPAPER  BROKERS 

WASHINGTON,  D.  C  OFFICE     MIDWEST  OFFICE  SOUTHERN  OFFICE  WEST  COAST  OFFICE  j 

James  W.  Blackburn             H.  W.  Cassill  Clifford  B.  Marshall  Colin  M.  Selph  i 

Jack  V.  Harvey                William  B.  Ryan  Stanley   Whitaker  California   Bank   Bldg.  ; 

Joseph  M.  Sitrick          333  N.  Michigan  Avenue        Healey  Building  9441  Wilshirs  Blvd.  ; 

Washington  Building            Chicago,  Illinois             Atlanta,  George  Beverly  Hills,  CaHf.  ; 

STerling  3-4341               Financial  6-6460            JAckson  5-1576  CRestview  4-2770 


(SMART)  BIRDS 

OF  A  FEATHER  FLOCK  TOGETHER 


Our  clients  have  much  in  common  ...  #1,  They 
are  "Smart".  #2,  They  are  getting  "Results". 
You're  invited  to  join  our  flock  of  "Contented 
Clients".  Call  your  H-R  man  NOW  for  detailed 
information  about  KJEO-TV,  the  ALL-FAMILY 
station  serving  Fresno  and  the  BILLION  dollar 
San  Joaquin  Valley. 


DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 

In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
plenty  of  heart. 

Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNON  BALL  will  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.-N.Y.  22»PLaza  5-2100 


were  that  the  contract  deadline  would 
be  extended.  An  AFM  source  said  the 
union  had  not  asked  for  strike  authori- 
zation. 

The  networks  had  been  reported 
seeking  a  reduction  in  the  staff  musi- 
cians' quota.  Under  the  expiring  con- 
tract, ABC,  CBS  and  NBC  each  main- 
tain 65  musicians  in  New  York  and  45 
in  Chicago.  In  Los  Angeles,  ABC  and 
CBS  each  have  21  musicians  and  NBC, 
45.  Mutual  is  not  involved  in  the  nego- 
tiations since  it  does  not  use  staff  mu- 
sicians. 

The  federation  is  understood  to  be 
asking  for  a  ban  on  the  networks'  use 
of  musical  sound  tracks  recorded  in 
foreign  countries. 

The  Radio  and  Television  Directors 
Guild,  which  reached  an  agreement 
with  the  networks  on  Jan.  21  (Broad- 
casting, Jan.  26),  reported  last  week 
that  the  proposed  contract  has  been 
ratified  by  the  membership  in  New 
York,  Washington,  and  Chicago  and 
awaits  approval  by  the  Los  Angeles 
local. 

'Look'  publisher  hits 
tv  research  on  viewers 

An  "Audit  Bureau  of  Paid  Circula- 
tion for  Television  &  Radio" — that  was 
the  suggestion  advanced  last  week  by 
Vernon  Myers,  publisher  of  Look  maga- 
zine— with  an  implied  pitch  for  pay- 
tv. 

Such  a  bureau,  comparable  to  that 
for  print  media,  would  do  much  to 
lessen  the  confusion  on  media  circula- 
tion claims,  he  told  the  Magazine  Pub- 
lishers Assn.'s  midwest  conference  in 
Chicago  Tuesday  (Jan.  27).  Even  an 
"Audit  Bureau  of  Television"  would  be 
helpful,  he  suggested. 

An  audit  bureau  for  paid  circulation 
for  tv  would  "(1)  put  on  a  comparable 
base  the  reach,  the  cost-per-1 ,000,  the 
guarantees  of  print  and  broadcast  cir- 
culations; (2)  would  cut  through  much 
of  the  confusion  and  uncertainty  which 
now  underlie  media  decisions;  (3)  re- 
move from  advertising's  bill  the  present 
costs  and  risks  of  audience  building 
today  which  the  advertiser  must  bear 
completely,  and  (4)  provide  broadcast- 
ing with  a  vast  source  of  additional 
revenues  which  in  turn  would  enable 
the  full  development  of  the  media  to 
their  fullest  potential  of  service  to  the 
nation." 

Defends  Print  Methods  •  Mr.  Myers 
interlaced  his  speech  with  references 
to  the  views  of  Dr.  Sydney  Roslow, 
president  of  Pulse  Inc.;  George  C. 
Huntington,  vice  president  and  general 
manager  of  Television  Bureau  of  Ad- 
vertising, and  George  Abrams,  chair- 
man of  the  Assn.  of  National  Adver- 


tisers' radio-tv  committee.  Mr.  Myers 
challenged  Mr.  Huntington's  charge 
before  an  American  Marketing  Assn. 
meeting  (Broadcasting,  Jan.  12)  that 
"while  television  was  busy  pin-pointing 
its  audience,  print  went  back  to  the 
1930's  and  rediscovered  page  traffic 
and  like  rabbits  started  a  magic  tech- 
nique of  multiplication."  He  said  Mr. 
Huntington  also  accused  print  media 
of  having  "an  aversion  to  the  facts." 

Said  Mr.  Myers:  "There  is  one  thing 
don't  ask  [TvB]  for — cost-per-1, 000 
remembered  impressions  for  your  com- 
mercial. You'll  get  a  Nielsen  average 
minute  for  the  time  your  commercial 
went  on  but  won't  know  how  many 
people  saw  or  heard  it,  who  they  were, 
were  they  even  in  the  room,  and  please 
don't  ask  if  anybody  remembered  it." 

Mr.  Myers  cited  Daniel  Starch  & 
Staff  magazine  surveys  and  challenged 
Mr.  Huntington  to  produce  "any  meas- 
ure of  anything  like  this  for  tv  com- 
mercials," adding  that  "if  Starch  ratings 
are  so  important  for  print,  why  doesn't 
the  TvB  engage  the  Starch  staff  to 
make  the  same  studies  of  commercial 
memorability  for  tv  which  is  done  on 
magazine  advertisements?  I  know  of 
no  station  or  network  which  supplies 
them." 

Toll  tv  operations  •  Mr.  Myers  de- 
clared if,  as  some  research  claims,  the 
top  show  on  tv  is  tuned  to  16  million 
households  per  average  broadcast,  and 
if  it  has  this  real  appeal,  wouldn't  you 
think  that  each  household  would  be 
willing  to  pay  say  10  cents  per  week  to 
see  it?  If  so,  that  show  then  would 
gross  per  week  from  the  public  some 
$  1 ,600,000 — more  in  one  week  than  the 
entire  programming  costs  of  that  show 
for  a  full  year.  And,  if  the  public  is 
willing  to  pay  this  cost  (or  even  some 
fraction  of  it),  why  then  should  it  now 
be  on  advertising's  bill?  The  elimina- 
tion of  program  costs  for  network  tv 
advertisers  would  make  available  twice 
as  much  money  for  direct  selling  ad- 
vertising. And,  which,  may  I  ask,  sells 
goods — programming  or  advertising?" 

NAB  boards  in  Florida 
with  full  work  agenda 

NAB's  Combined  Boards  are  meet- 
ing this  week  at  the  Hollywood  Beach 
Hotel,  Hollywood,  Fla.,  opening  today 
(Feb.  2)  with  committee  sessions. 

The  Tv  Board,  meeting  Wednesday, 
will  review  the  proposed  community 
antenna  property-rights  suit,  tv  alloca- 
tions and  a  report  on  the  Television  Al- 
locations Study  Organizations  (TASO), 
proposals  to  amend  the  tv  code,  the 
"Impact  of  Television"  public  relations 
campaign  and  pay  tv  legislation.  C. 
Howard  Lane,  KOIN-TV  Portland, 
Ore.,  is  chairman  of  the  Tv  Board. 
Thad  H.  Brown  Jr.,  NAB  tv  vice  presi- 
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In  Reverberation, 
ONE  WORD  IS  BETTER 
THAN  10,000  PICTURES! 

The  word  is:  EMT-140 
And,  Mr.  Harold  R.  Krelstein,  President,  the 
Plough  Stations— WCAO,  Baltimore,  WCOP, 
Boston,  WJJD,  Chicago,  WMPS,  Memphis- 
words  about  the  EMT-140  make  it  even 
more  imperative  that  you  look  into  this 
unit  .  .  .  and  what  it  will  do  for  you. 
Mr.  Krelstein  says: 

".  .  .  the  EMT-140's  exceeded 
our  expectations  as  to  use  and 
adaptability  for  recording  work 
in  the  production  of  special 
sound  effects." 

But,  listen  for  yourself.  The  EMT-140  

added  to  your  system  easily  .  .  .  adds  that 
extra  presence,  that  extra  quality,  that  will 
make  your  broadcasting  stand  out  above 
competition's. 

Send  us  a  recorded  tape.  We'll  add  the 
quality  of  the  EMT-140  ...  no  coloration, 
and  no  degradation.  You'll  see  that  with  the 
EMT-140,  HEARING  IS  BELIEVING! 
For  a  picture,  and  specifications,  write  to: 
V^^cv  HARVEY  RADIO  CO.,  INC. 
.,°         %  103  West  43  Street 

|T"-Cr|    New  York  36,  New  York 

VpkI^  Our  31st  year  of  service 


U.  S.  IMPORTER:  ELECTRONIC  APPLICATIONS,  INC. 


dent,  will  participate  in  the  meeting. 

At  the  Radio  Board  meeting  Thurs- 
day topics  will  be  am  and  fm  commit- 
tee reports,  Standards  of  Good  Prac- 
tice, radio  transmission  tariffs,  the 
"Hear  and  Now"  and  "Look  for  a 
Room  With  a  Radio"  public  relations 
campaigns  and  Radio  Month  observ- 
ance. J.  Frank  Jarman,  WDNC  Dur- 
ham, N.C.,  is  chairman.  John  F. 
Meagher,  NAB  radio  vice  president, 
will  head  staff  participation. 

The  combined  boards  will  meet  Fri- 
day, going  into  the  1959  convention, 
finances,  editorializing,  freedom  of  in- 
formation, the  Hall  of  Fame  project, 
legislative  developments,  public  rela- 
tions, state  association  activities,  mem- 
bership and  the  Voice  of  Democracy 
contest.  Harold  E.  Fellows  will  preside 
as  NAB  president-board  chairman. 

NEW  ERA  IN  ACCESS 
Georgia  parley  hears 
optimistic  prediction 

Not  far  distant  is  the  day  when  all 
courts  and  legislatures  of  the  land  will 
have  permanent  radio  and  television 
pickup  installations  not  unlike  those  of 
the  United  Nations.  That  prediction 
was  made  last  Wednesday  by  Robert 
D.  Swezey,  WDSU-AM-FM-TV  New 
Orleans,  in  an  address  before  the  Geor- 
gia Radio  &  Television  Institute  at 
Athens. 

Mr.  Swezey,  one  of  four  speakers 
who  covered  all  facets  of  electronic 
journalism  and  chairman  of  the  NAB 
Freedom  of  Information  Committee, 
cited  as  one  of  the  remaining  road- 
blocks to  full  access  to  news  the  "ar- 
bitrary refusal  of  Speaker  Sam  Ray- 
burn  to  allow  broadcast  pickups  from 
House  committees."  The  Rayburn  ban, 
he  argued,  impedes  the  free  flow  of  in- 
formation and  deprives  the  public  of 
seeing  an  important  arm  of  its  govern- 
ment in  action. 

The  combined  audience  of  some  150 
Georgia  broadcasters,  plus  the  students 
and  faculty  of  the  Henry  W.  Grady 
School  of  Journalism,  also  heard  at 
the  opening  session  of  its  14th  annual 
program,  Matthew  J.  Culligan,  execu- 
tive vice  president  in  charge  of  NBC 
Radio,  Donald  H.  McGannon,  presi- 
dent of  Westinghouse  Broadcasting  Co. 
and  Sol  Taishoff,  editor  and  pub- 
lisher, Broadcasting. 

Mr.  Culligan  in  a  treatise  on  "mem- 
ory vision"  animated  his  talk  with  direct 
radio  pickups  from  Chet  Huntley  in 
New  York,  Joe  Harsch  in  London,  Ed 
Stevens  from  Moscow,  Welles  Hangen 
in  Cairo  and  John  Rich  in  Berlin.  These 
instantaneous  reports,  he  said,  demon- 


strate the  range,  scope,  immediacy  and 
authority  of  the  human  voice  in  cov- 
ering global  affairs.  He  called  memory 
vision — the  association  of  old  events 
with  the  new — as  the  "great  secret 
weapon  of  the  new  world"  embattled 
against  communism. 

Mr.  McGannon  said  that  public  serv- 
ice broadcasting  in  1959  must  be  excit- 
ing as  well  as  entertaining.  Moreover, 
he  contended  public  service  can  be 
salable  if  it  is  good  and  strong  enough 
to  attract  and  hold  advertisers. 

The  space  age,  and  all  its  possibilities 
for  evil  as  well  as  good,  increases  the 
dimension  and  the  responsibility  of  the 
broadcaster  who  cannot  rely  alone  on 
network  service. 

Alluding  to  critics  and  criticisms,  Mr. 
McGannon  said  he  personally  does  not 
believe  that  newspaper  critics  have 
launched  a  "fifth  column  dedicated  to 
disenchanting  the  public  about  tv," 
though  he  would  say  he  had  misgivings 
about  some  magazines.  He  described 
the  critic  as  an  atypical  observer  and 
not  by  any  stretch  typical  of  the  aver- 
age viewer.  Just  as  tv  is  a  new  art  form, 
he  observed,  criticism  of  tv  is  a  new 
avocation.  A  tv  critic,  he  said,  cannot 
be  an  expert  on  all  things  that  transpire 
on  the  television  screen. 


In  a  discussion  of  editorializing,  Mr. 
Taishoff  urged  a  prompt  review,  in  the 
courts  if  need  be,  of  the  FCC's  1949 
ruling  which,  he  said,  on  the  one  hand 
looks  with  favor  upon  editorial  com- 
ment by  stations,  but  on  the  other  re- 
quires stations  to  affirmatively  seek  out 
opposing  viewpoints  by  responsible  per- 
sons. He  described  this  opinion  as  a 
contradiction  that  requires  prompt 
clarification  if  broadcasters  are  to  en- 
joy the  freedom  of  expression  guaran- 
teed by  the  First  Amendment. 

Speaker  at  Wednesday's  dinner  ses- 
sion was  Bennett  Cerf,  president  of 
Random  House  Inc.  and  chairman  of 
the  George  Foster  Peabody  Radio  & 
Television  Awards  Advisory  Board. 
The  Peabody  awards  are  made  by  the 
U.  of  Georgia. 

Principal  speakers  at  Thursday's  clos- 
ing session  were  Sydney  M.  Kaye,  New 
York  attorney  and  chairman  of  the 
board  of  Broadcast  Music  Inc.,  on 
copyright  in  broadcasting,  Theodore  F. 
Koop,  CBS  Washington  news  and  pub- 
lic affairs  director  on  "Washington, 
World  News  Capital,"  and  Edward  J. 
Austin  of  W.  D.  Alexander  Co.,  Gen- 
eral Electric  distributors  in  Atlanta,  on 
cooperative  advertising. 


Technical  brain  trust  •  A  committee  for  the  Assn.  of  Maximum  Service 
Telecasters  met  last  Monday  to  prepare  an  agenda  for  the  next  day's  meeting 
of  the  full  AMST  board  in  Washington. 

Shown  above  are  the  members  of  the  AMST  technical  committee.  Seated 
(1  to  r) :  Phillip  B.  Laeser,  WTMJ-TV  Milwaukee,  Wis.;  Orrin  W.  Towner, 
WHAS-TV  Louisville,  Ky.;  Henry  Rhea,  WFIL-TV  Philadelphia,  Pa.; 
Joseph  B.  Epperson,  WEWS  (TV)  Cleveland,  Ohio  (chairman  of  commit- 
tee); Edgar  F.  Czarra  Jr.,  Covington  &  Burling,  Washington  counsel;  Tom 
Howard  WBTV  (TV)  Charlotte,  N.C.  Standing  (1  to  r) :  Lester  W.  Lindow, 
AMST  executive  director;  John  H.  DeWitt  Jr.,  WSM-TV  Nashville,  Tenn., 
and  Howard  T.  Head,  A.  D.  Ring  &  Assoc.,  Washington  engineering  counsel. 

The  AMST  board  reviewed  and  discussed  the  tv  allocations  problem,  the 
final  report  of  the  Television  Allocations  Study  Organization  and  its  part  in 
the  forthcoming  TASO  study  of  directional  antennas.  It  agreed  to  continue 
to  support  TASO,  voting  its  share  of  funds  for  the  first  quarter  1959.  AMST 
includes  about  120  stations  in  its  membership. 
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FCC  SLAPS  NETWORK  SPOT  SALES 


Rulemaking  proposal  would  limit  networks 
to  representing  own  tv;  comments  due  Feb.  28 


The  FCC  last  week  tentatively  took 
the  first  punitive  step  against  television 
networks.  It  issued  a  proposed  rule- 
making notice  that  would  prohibit  net- 
works from  representing  any  stations 
but  their  own  in  the  spot  advertising 
field. 

The  order,  applying  only  to  tv  at 
the  outset,  asks  for  comments  by  Feb. 
28.  It  permits  replies  to  be  filed  15  days 
later.  There  were  no  dissents. 

The  order  also  asks  that  comments 
include  a  discussion  on  the  need  and 
desirability  of  a  similar  prohibition  in 
the  radio  field. 

The  FCC  action  is  primarily  directed 
at  CBS  and  NBC;  ABC  gave  up  rep- 
resentation in  1952. 

Barrow  Recommendation  •  The  move 
is  the  first  in  which  the  Commission 
has  accepted  a  recommendation  of  the 
Barrow  Network  Study. 

Last  month  the  Commission,  by  a 
split  four  to  three  vote  found  that  op- 
tion time  is  "reasonably  necessary"  to 
tv  networking.  This  finding,  together 
with  three  individual  dissenting  state- 
ments, was  submitted  to  the  Dept.  of 
Justice  three  weeks  ago  (Broadcast- 
ing, Jan.  19). 

The  Justice  Dept.  in  April  of  last 
year  told  the  FCC  that  the  network 
practices  of  must-buy  and  option  time 
were  in  its  opinion,  per  se  violations 
of  the  antitrust  laws. 

Moving  forward  on  the  Barrow  Re- 
port front,  the  Commission  was  sched- 
uled to  meet  today  (Feb.  2)  with  its 
staff  to  discuss  other  recommendations 
in  the  network  study's  report. 

These  include  the  momentous  and 
harsh  proposal  to  change  the  multiple 
ownership  rules  to  limit  the  single 
ownership  of  vhf  television  stations  in 
the  top  25  markets  to  three.  The  present 
regulations  permit  one  entity  to  own  up 
to  five  vhf  outlets,  without  specifying 
market  areas. 

Actually  the  present  ownership  rules 
permit  a  single  owner  to  hold  a  maxi- 
mum of  seven  tv  stations,  but  only  five 
may  be  vhf. 

Other  Points  Urged  •  Other  Barrow 
recommendations  were  (1)  networks  be 
licensed  by  the  FCC,  (2)  controls  be 
imposed  over  rate-making  to  prevent 
networks  from  influencing  affiliates  in 
setting  spot  rates,  (3)  all  station  sales 
required  to  be  conducted  for  cash  to 
permit  other  applicants  to  bid  for  the 


facility  besides  the  proposed  buyer,  and 
(4)  networks  be  forced  to  make  public 
all  affiliation  agreements,  including 
compensation. 

A  recommendation  that  the  must-buy 
practice  be  curtailed  has  become  aca- 
demic since  both  CBS  and  NBC  have 
eliminated  this  contract  provision. 

Although  networks  refused  comment 
on  last  week's  proposed  rulemaking, 
it  can  be  presumed  they  will  oppose  the 
suggested  changes.  Networks  have  op- 
posed giving  up  their  spot  sales  de- 
partments since  1948  when  the  Station 
Representatives  Assn.  first  advocated 
this  move.  During  the  FCC  hearings 
on  the  Barrow  recommendations  last 
spring,  all  network  and  station  witnesses 
registered  their  opposition  to  this  pro- 
posal as  well  as  others. 

Representatives,  under  the  aegis  of 
SRA,  however,  called  for  the  adoption 
of  the  prohibition. 

Should  the  Commission's  proposal  be 
enacted,  non-network  owned  stations 
represented  by  CBS  Spot  Sales  may  ac- 
quire the  network's  spot  sales  organiza- 
tion— including  representation  of  net- 
work owned  stations  (Closed  Circuit, 
Jan.  19). 

NBC,  it  is  understood,  and  the  sta- 
tions it  represents  through  its  NBC 
Spot  Sales  organization  has  given  no 
thought  to  this  type  of  move. 

No  Comment  •  There  was  no  com- 
ment from  SRA  or  station  representa- 
tives. It  can  be  presumed,  however, 
that  they  will  support  the  proposal. 

In  its  announcement  last  week  the 
FCC  called  attention  to  the  Barrow 
Report  recommendation  that  a  "reason- 
able" length  of  time  be  given  for  sta- 
tions now  represented  by  network- 
owned  spot  sales  organizations  to  trans- 
fer their  representation  to  a  non- 
network  organization. 

A  two-year  period  was  mentioned  as 
a  fair  transition  period. 

The  gist  of  the  Commission's  pro- 
posal was  set  forth  in  its  comment  that 
rule-making  should  be  instituted  "to 
consider  the  adoption  of  a  rule  pro- 
hibiting television  station  licensees  from 
being  represented  in  national  spot  sales 
by  an  organization  which  also  operates 
a  television  network."  The  paragraph 
added  that  this  would  not  apply  to  sta- 
tions licensed  to  the  network. 

In  referring  to  the  fact  that  the  pro- 
posed rule  would  apply  only  to  tele- 


vision, the  FCC  also  suggested  that 
those  filing  comments  "direct  their  at- 
tention to  the  need  for  and  desirability 
of  a  similar  rule  with  respect  to  the 
participation  of  organizations  which 
operate  radio  networks  in  the  represen- 
tation of  stations  in  the  national  spot 
radio  field." 

CBS  Spot  Sales  represents,  besides 
the  network-owned  stations,  WTOP-TV 
Washington,  D.C.;  WJXT  (TV)  Jack- 
sonville, Fla.;  WBTV  (TV)  Charlotte. 
N.C.;  WBTW  (TV)  Florence,  S.C.: 
KSL-TV  Salt  Lake  City,  Utah;  KGUL- 
TV  Houston-Galveston,  Tex.;  KOIN- 
TV  Portland,  Ore. 

NBC  Spot  Sales  represents,  besides 
the  network-owned  stations,  KSD-TV 
St.  Louis,  Mo.;  KOA-TV  Denver, 
Colo.;  WAVE-TV  Louisville,  Ky.; 
WRGB  (TV)  Schenectady-Albany-Troy, 
N.Y.;  WCKT  (TV)  Miami,  Fla.; 
KONA-TV  Honolulu,  T.H.;  KOMO- 
TV  Seattle,  Wash. 

Commerce  committees 
prime  for  new  session 

The  Senate  Commerce  Committee 
last  week  appointed  its  Communications 
Subcommittee  while  its  House  counter- 
part received  authorization  and  money 
to  conduct  1959-60  investigations. 

Sen.  Warren  Magnuson  (D-Wash.), 
full  committee  chairman,  Tuesday  (Jan. 
27)  announced  the  re-appointment  of 
Sen.  John  Pastore  (D-R.I.)  as  Commu- 
nications chairman  and  an  increase  in 
the  subcommittee  membership  from  five 
to  eight  members.  Also  re-appointed 
were  Sens.  Mike  Monroney  (D-Okla.) 
and  Strom  Thurmond  (D-S.C). 

New  to  the  subcommittee  are  Sens. 
Gale  McGee  (D-Wyo.),  R.  Vance 
Hartke  (D-Ind.),  Clifford  Case  (R-N.L), 
Norris  Cotton  (R-N.H.)  and  Hugh  Scott 
(R-Pa.).  All  except  Sen.  Cotton  also  are 
new  members  of  the  parent  committee. 

Sen.  Magnuson  said  the  parent  com- 
mittee would  continue  its  over-all  tele- 
vision investigation  but  that  it  has  not 
been  decided  if  primary  resDonsibility 
will  be  vested  in  Sen.  Pastore's  subcom- 
mittee. The  chairman  said  he  still  is 
waiting  for  a  second  tv  report  from  spe- 
cial counsel  Kenneth  Cox  and  a  report 
on  allocations  from  the  FCC  before  pro- 
ceeding further. 

The  Senate  has  not  acted  on  the  com- 
mittee's request  for  $225,000  to  carry 
out  its  work  during  the  86th  Congress. 

The  House  Thursday  quickly  con- 
firmed its  Commerce  Committee's  re- 
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quest  for  $125,000— $25,000  of  which 
was  earmarked  for  the  Legislative  Over- 
sight Subcommittee.  Earlier  in  the  week, 
the  committee's  investigative  powers  had 
been  approved. 

The  House  Commerce  Committee  has 
not  as  yet  made  its  subcommittee  ap- 
pointments nor  decided  in  what  form 
the  Oversight  work  will  be  continued. 
Sources  on  the  committee  from  both 
parties  indicated  it  probably  would  be 
at  least  two  weeks  before  any  decision 
is  made. 

First  witnesses  named 
in  Boston  ch.  5  case 

The  first  act  cast  of  characters  in  the 
Boston  ch.  5  rehearing  was  made  pub- 
lic last  week  at  a  pre-hearing  conference 
in  preparation  for  the  Feb.  16  hearing. 

Special  Examiner  Horace  Stern,  re- 
tired Pennsylvania  Supreme  Court 
chief  justice,  announced  that  he  would 
not  be  taking  a  February  vacation  as 
planned  and  was  anxious  to  get  down  to 
brass  tacks  in  this  case.  Judge  Stern 
also  sat  in  the  Miami  ch.  10  rehearing. 

First  witness  will  be  Robert  B. 
Choate,  president  of  ch.  5  occupant 
WHDH-TV.  The  grant  to  this  wholly 


owned  subsidiary  of  the  Boston  Herald- 
Traveler  was  made  in  1957  by  a  4-2 
FCC  vote.  The  case  was  remanded  to 
the  FCC  last  summer  by  the  U.S.  Court 
of  Appeals  because  of  allegations  of  ex 
parte  contacts  between  applicants  and 
some  commissioners. 

FCC  List  •  Other  witnesses  an- 
nounced by  Edgar  W.  Holtz,  Com- 
mission associate  general  counsel, 
were:  Forrester  A.  Clark,  invest- 
ment banker  and  vice  president  of 
unsuccessful  ch.  5  applicant  Massachu- 
setts Bay  Telecasters  Inc.;  George  C. 
McConnaughey,  former  Commission 
chairman;  John  L.  and  W.  Davis  Tay- 
lor, of  the  Boston  Globe  (which  only  the 
week  before  had  been  granted  the  right 
to  intervene  in  the  case);  John  B.  Fisher, 
former  administrative  assistant  to  Sen. 
Leverett  Saltonstall  (R-Mass.)  and  asso- 
ciated in  a  D.C.  public  relations  firm 
with  Thomas  Joyce,  attorney-friend  of 
Mr.  Choate;  and  Charles  F.  Mills,  for- 
mer chairman  of  the  Contract  Renego- 
tiations Board  (of  which  Mr.  McCon- 
naughey also  was  at  one  time  chairman) 
and  recipient  of  long-distance  phone 
calls  from  Mr.  Choate,  according  to 
staff  investigators  of  the  House  Sub- 
committee on  Legislative  Oversight. 

In  remanding  Boston  ch.  5  to  the 


FCC  the  Appeals  Court  upheld  the 
Commission's  grant  to  WHDH-TV. 
The  original  vote  in  the  FCC  for  the 
grant  placed  Comrs.  McConnaughey, 
Richard  A.  Mack,  John  C.  Doerfer  and 
Robert  E.  Lee  in  favor  with  Comrs. 
Rosel  H.  Hyde  and  Robert  T.  Bartley 
dissenting.  Comr.  T.A.M.  Craven  ab- 
stained. The  charges  of  ex  parte  con- 
tacts with  commissioners  aired  last  year 
before  Legislative  Oversight  involved 
Messrs.  McConnaughey  and  Mack. 

Other  parties  involved  in  the  new 
hearings  include  two  more  unsuccessful 
applicants  for  ch.  5,  Greater  Boston 
Television  Corp.  and  Allen  B.  Du- 
Mont  Labs,  as  well  as  the  Dept.  of 
Justice,  participating  as  amicus  curiae. 

Mack  denied  shift 
of  trial  to  Miami 

A  federal  judge  in  Washington  last 
week  denied  requests  that  the  trial  of 
former  FCC  Comr.  Richard  A.  Mack 
and  Miami  attorney  Thurman  A.  White- 
side be  held  in  Miami  rather  than  in 
Washington.  The  trial  is  scheduled  for 
Feb.  16. 

U.S.  District  Judge  Burnita  S.  Matth- 
ews denied  defense  motions  to  change 
the  site  of  the  trials.  Attorneys  for 
Messrs.  Mack  and  Whiteside  claimed 
that  their  clients  could  not  receive  a  fair 
trial  in  the  District  of  Columbia  because 
of  the  wide  publicity  the  indictment  re- 
ceived in  Washington. 

Judge  Matthews  also  refused  to  dis- 
miss the  indictments  accusing  Messrs. 
Mack  and  Whiteside  of  conspiring  to 
influence  the  award  of  ch.  10  Miami  to 
National  Airlines.  They  were  indicted 
by  a  grand  jury  last  September. 

Although  the  trial  of  the  former  FCC 
commissioner  (he  resigned  last  March 
after  allegations  he  had  received  finan- 
cial aid  from  his  friend  Mr.  Whiteside 
in  exchange  for  his  vote  in  the  Miami 
ch.  10  case)  and  Mr.  Whiteside  is  sched- 
uled for  Feb.  16,  Judge  Matthews  in- 
dicated last  week  that  she  would  con- 
sider a  delay  if  requested  by  defense 
attorneys. 

KGMB  hearing  set 

The  FCC  last  week  designated  for 
hearing  the  already-approved  sale  of 
75.45%  interest  in  KGMB-AM-TV 
Honolulu,  KHBC-AM-TV  Hilo  and 
KMAU-TV  Wailuku,  all  Hawaii.  The 
sale  was  approved  last  Dec.  3,  but  the 
grant  remains  in  effect  until  the  Com- 
mission's decision  after  the  hearing, 
FCC  said. 

The  sale  was  set  for  hearing  after  a 
protest  by  Harry  Weinberg,  1.6%  stock- 
holder of  the  parent  corporation  of 
the  stations  and  a  Hawaiian  theatre 
chain,  and  a  company  in  which  he  is 
president-stockholder,     which  owns 


What  Congress  asks  about  ratings  .  .  . 


In  preparing  for  its  upcoming  rat- 
ings hearing,  the  Senate  Commerce 
Committee  last  week  prodded  adver- 
tising agencies  to  answer  question- 
naires asking  how  ratings  are  used 
in  buying  and  placing  tv  shows. 

Replies  to  the  18-question  inquiry, 
mailed  late  in  December,  have  been 
slow  in  reaching  the  committee.  Date 
for  the  hearing,  with  Sen.  Mike 
Monroney  (D-Okla.)  as  the  prime 
mover,  still  has  not  been  set  and 
preparation  has  been  slow  since  the 
new  Congress  convened.  In  fact, 
sources  close  to  the  committee  pre- 
dicted last  week  the  hearing,  sched- 
uled to  be  held  in  New  York,  would 
not  be  held  this  month  as  originally 
expected. 

Of  several  New  York  agencies 
checked  last  week,  none  has  yet  an- 
swered the  committee's  questions  al- 
though all  said  they  intend  to  do  so. 
None  of  the  agency  executives  were 
overly  concerned  or  interested  in 
the  questionnaire. 

Rating  Impact  •  Among  the  ques- 
tions asked  of  the  agencies: 

"What  effect,  if  any,  do  ratings 
have  on  your  decision  in  selecting 
or  recommending  the  continuation  of 
a  commercial  tv  program? 

"Do  you  use  your  own  measure- 
ment service  ...  or  do  you  use  the 


reports  of  outside  organizations  .  .  .  ? 

"Do  you  consider  a  program's 
rating  ...  to  be  an  accurate  re- 
flection of  [its]  popularity  .  .  .  ? 

"What  criteria  do  you  employ  in 
determining  the  accuracy  and  reli- 
ability of  the  measurements  of  the 
services  that  you  utilize? 

"What  effect,  if  any,  do  the  ratings 
.  .  .  have  on  the  success  or  lack  of 
success  of  various  programs  or  on 
the  success  ...  of  a  broadcast  sta- 
tion in  obtaining  an  account? 

".  .  .  Have  you  been  required  to 
change  a  program  from  a  desirable 
time  period  to  a  less  desirable  time 
period  or  to  remove  it  completely 
from  the  station  or  network  because 
of  low  ratings? 

"Have  you  ever  recommended  the 
removal  of  a  commercial  program 
.  .  .  because  of  low  ratings? 

"Does  the  emphasis  on  national 
tv  ratings  tend  to  have  an  adverse 
effect  on  the  development  or  creation 
of  local  live  programs?" 

The  agencies  also  were  asked  what 
factors  are  considered  in  selecting  or 
recommending  the  continuance  of  a 
tv  program  and  if  they  have  under- 
taken any  studies  to  determine  pro- 
portion of  rating  sample  audience 
made  up  of  children. 
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YOU  CAN  TELL  IF  IT  S 


A  COLLINS  TRANSMITTER 


Real  proof  of  quality  transmission  is  in 
the  listening.  The  difference  between  a 
Collins  high  fidelity  signal  and  an  ordi- 
nary signal  is  measurable.  And  you  can 
often  actually  hear  the  difference. 

Collins  high  fidelity  and  unique  quality  of 
"presence"  are  achieved  by  taking  ad- 
vantage of  the  improved  performance 
offered  by  modern  tubes  and  components. 
Only  Collins  transmitters  deliver  greater 
audio  range  with  minimum  distortion. 


Typical  audio  frequency  response  is  with- 
in ±1.5  db  from  30  to  15,000  cps  with 
less  than  3%  distortion  from  30  to  15,000 
cps  for  95%  modulation. 
Before  you  buy  any  transmitter,  compare 
these  specifications  with  others.  See  why 
Collins  out-performs  them  all. 
For  unequaled  reliability,  convenience, 
economy,  and  quality,  specify  Collins  — 
your  one  complete  source  for  all  broad- 
cast needs. 


For  complete  information  about  Collins 
high  fidelity  transmitters,  write  or  call 
Collins  Radio  Company,  Broadcast  sales 
division,  315  Second  Avenue,  S.E.,  Cedar 
Rapids,  Iowa. 


COLLINS 


COLLINS  RADIO  COMPANY 

CEDAR  RAPIDS   •   DALLAS    •  BURBANK 


0.17%  of  the  stations'  parent  corpora- 
tion, Consolidated  Amusement  Co.  Ltd. 
The  protestants  were  made  parties  to 
the  hearing. 

Mr.  Weinberg  claimed  the  sale  of 
Consolidated  (75.45%  of  the  stations 
plus  real  estate  and  a  theatre  chain)  to 
Hialand  Development  Corp.  (Broad- 
casting, Dec.  8,  1958)  for  $8,088,249 
constituted  a  fraud  on  the  stockhold- 
ers. The  sale  agreement  contained  a 
"fraudulent"  understatement  of  as  much 
as  $1,170,000  or  12.5%,  he  said.  He 
also  claimed  stockholders  were  not  in- 
formed of  an  "agreement"  between 
Hialand  and  Consolidated  concerning 
the  continuance  of  J.  Howard  Worrall 
as  president  of  the  stations. 

Booster  ban  delayed 
as  Congress  presses 

Congressional  pressure  forced  FCC 
last  week  to  double  the  life  span  of 
what  the  Commission  hopes  is  a  dying 
institution:  unlicensed  vhf  booster  tv 
stations. 

Last  Monday  (Jan.  26),  FCC  un- 
animously extended  from  three  to  six 
months  the  time  for  existing  boosters 
to  either  convert  to  uhf  translators  or 
close  down.  The  Commission's  original 
three-month  ultimatum  to  booster  op- 
erators, delivered  late  last  year,  ran 
headlong  into  a  wall  of  congressional 
opposition  (Broadcasting,  Jan.  26). 

FCC  Chmn.  John  C.  Doerfer  flew 
to  Denver  two  weeks  ago  and  listened 
to  a  chorus  of  protests  on  the  Commis- 
sion's anti-booster  action  at  a  gathering 
of  western  officials  and  booster  opera- 
tors. The  meeting  was  arranged  by  Col- 
orado Gov.  Stephen  L.  R.  McNichols. 

In  its  action  last  week,  FCC  noted 
that  the  extension  of  time  does  not  ap- 
ply to  new  boosters;  the  Commission 
intends  to  prosecute  the  operators  of 
any  boosters  which  take  to  the  air 
from  now  on.  The  Commission  also 
stated  that  it  will  give  further  study 
to  the  legal  and  technical  aspects  of 
the  booster  situation. 

Congressional  support  for  continu- 
ance of  uhf  boosters  was  strong  last 
week:  18  senators  co-sponsored  two 
resolutions  directing  FCC  to  authorize 
boosters  to  continue,  and  one  bill,  a 
joint  resolution  and  16  concurrent 
resolutions  were  introduced  in  the 
House  for  the  same  purpose. 

Merged  applicants 
on  ch.  1 2  New  Orleans 

New  Orleans  Tv  Corp.,  a  merger  of 
two  applicants  in  the  New  Orleans  ch. 
12  contest,  was  given  FCC  permission 
last  week  to  operate  temporarily  on 
ch.  13  from  yesterday  (Feb.  1)  to 
April  30.  Earlier  in  the  week  Oklahoma 
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Tv  Co.,  a  third  applicant,  was  per- 
mitted by  Chief  Hearing  Examiner 
James  D.  Cunningham  to  withdraw  its 
application  for  ch.  12  without  preju- 
dice. 

Oklahoma,  licensee  of  KWTV  (TV) 
Oklahoma  City,  had  asked  for  with- 
drawal after  an  agreement  wherein  the 
two  other  applicants,  Supreme  Broad- 
casting Co.  (WJMR-AM-FM-TV)  and 
Coastal  Tv  Co.,  effected  a  merger. 
The  new  corporation  is  to  pay  Okla- 
homa $75,000  for  out-of-pocket  ex- 
penses incurred  in  prosecuting  its  ap- 
plication (Broadcasting,  Jan.  19). 

Examiner  Cunningham  retained  the 
applications  of  Supreme  and  Coastal 
in  hearing  status. 

The  new  corporation  also  will  pay 
Supreme  $350,000  for  WJMR-TV  fa- 
cilities. WJMR-TV  was  permitted  to 
operate  from  Jan.  13-31  on  ch.  13, 
assigned  to  Biloxi,  Miss.,  and  discon- 
tinued operation  on  its  permanent  as- 
signment, ch.  20,  on  Jan.  13.  Under 
the  merger  agreement  Supreme  will 
own  40%  of  the  new  ch.  12  station 
upon  grant  and  the  nine  partners  in 
Coastal  will  own  the  remaining  60 %■ 
in  equal  shares. 

WJMR-AM-FM  are  not  involved  in 
the  proposed  merger. 

The  FCC  said  last  week  its  action 
is  not  to  be  construed  as  approval  of 
the  merger  and  is  without  prejudice  to 
any  future  action  it  may  take  in  the 
ch.  12  case. 

Philco  protest 
allowed  by  court 

The  U.S.  Supreme  Court  last  week 
virtually  told  the  FCC  that  anyone — 
no  matter  how  remote  from  broadcast- 
ing— has  the  right  to  protest  an  FCC 
action. 

It  refused  to  review  an  appeals  court 
ruling  last  June  holding  that  Philco 
Corp.,  Philadelphia,  has  standing  to 
protest  the  FCC  renewals  of  the  licenses 
of  the  NBC-owned  stations  in  Phila- 
delphia (WRCV-AM-FM-TV). 

Last  December,  in  response  to  an 
unusual  request  from  the  Supreme 
Court,  the  Justice  Dept.  and  the  FCC 
filed  divergent  opinions  on  the  right  of 
Philco  to  bring  the  protest.  Justice  main- 
tained that  the  lower  court  was  correct; 
the  FCC  held  that  the  appeals  court 
"misconstrued"  the  protest  provisions 
of  the  Communications  Act  and  opened 
the  door  to  indiscriminate  and  time  con- 
suming proceedings. 

Philco  originally  protested  the  1957 
FCC  license  renewals  of  the  Phila- 
delphia stations.  It  charged  that  NBC's 
ownership  was  unfair  competition  since 
the  stations  were  identified  with  RCA 
and  RCA  was  a  competitor  in  the  ap- 
pliance and  radio-tv  receiver  fields.  The 


FCC  denied  the  protest  on  the  ground 
that  Philco  had  no  standing.  In  June 
1958  the  U.  S.  Circuit  Court  for  the 
District  of  Columbia,  by  a  two  to  one 
vote;  upheld  the  Philco  viewpoint.  NBC 
then  asked  Supreme  Court  to  review. 

Ch.  13  crossfire 
by  Crosley,  WIBC 

Crosley  Broadcasting  Corp.  and 
WIBC  Indianapolis  swapped  "concen- 
tration of  control"  charges  in  oral  argu- 
ment last  week  (Jan.  26)  on  the  court- 
remanded  Indianapolis  ch.  13  case. 

WIBC  pictured  Crosley  as  a  "giant" 
regional  broadcasting  empire  which 
wants  to  add  ch.  13  to  its  holdings  and 
as  an  "outsider"  which  does  not  know 
"local"  needs  and  intends  to  employ 
its  regional  tv  network  to  telecast  pro- 
grams on  ch.  13  WLWI(TV)  which 
are  more  suitable  for  Cincinnati.  Co- 
lumbus and  Dayton. 

Crosley  countered  that  50-kw  WIBC 
is  the  area's  most  powerful  radio  sta- 
tion and  that  the  station's  owners  (Rich- 
ard Fairbanks  family)  not  only  hold  in- 
terests in  the  Indianapolis  Star  and  News 
but  are  in  position  to  gain  control  of 
the  two  newspapers  if  the  Pulliam  in- 
terests, which  bought  the  two  news- 
papers from  the  Fairbanks  in  1948, 
should  default  on  interest  payments  to 
the  WIBC  owners. 

WIBC  charged  that  Crosley  has  no 
scruples  about  gaining  an  area  monopoly 
through  multiple  station  rates  and  cited 
Crosley"s  violation  of  FCC  rules  in 
using  pressure  against  NBC-TV  to  keep 
that  network  from  placing  programs, 
not  accepted  by  one  of  Crosley's  tv 
stations,  on  another  non-NBC  affiliate 
in  the  area  (Broadcasting,  May  26, 
1958).  WIBC  claimed  superiority  in  9 
of  1 1  comparative  issues  and  equality 
in  the  remaining  two. 

Crosley  said  it  is  a  public  firm  where- 
as WIBC  is  owned  by  a  private  fam- 
ily, that  its  past  experience  in  program- 
ming and  its  regional  network  program- 
ming cannot  be  duplicated  by  WLWI, 
that  the  Fairbanks  family's  interest  in 
the  two  newspapers  amounts  to  $5.7 
million  and  that  Crosley's  past  record 
shows  it  has  built  up  its  broadcast  prop- 
erties instead  of  "trafficking"  in  stations. 

Chairman  John  C.  Doerfer  last  week 
refused  to  admit  WIBC's  argument  con- 
cerning its  attempt  since  the  court  re- 
mand to  purchase  present  ch.  13  facili- 
ties operated  by  Crosley  as  WLWI.  The 
FCC  granted  ch.  1 3  to  Crosley  in  March 
1957,  WIBC  appealed  and  the  case  was 
remanded  by  the  U.  S.  Court  of  Ap- 
peals for  the  District  of  Columbia  in 
June  1958. 

Comr.  Craven  is  not  participating  in 
the  ch.  13  case. 
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EDUCATORS  PLEAD  FOR  ETV  FUNDS 


Matter  of  national  necessity:  consensus  at  hearing  on  bill 


Educators  and  senators  warned  last 
week  that  Congress  must  provide  fed- 
eral funds  for  educational  tv  if  this 
country  is  to  keep  up  with  others  in 
the  advancement  of  education. 

The  Senate  Commerce  Committee 
provided  the  forum  Tuesday  and 
Wednesday  (Jan.  27-28)  with  hearings 
on  S  12,  which  provides  up  to  $1  mil- 
lion to  each  state  and  territory  for  etv 
facilities.  The  bill  was  introduced  by 
Sens.  Warren  Magnuson  (D-Wash.), 
chairman  of  the  committee,  and  An- 
drew Schoeppel  (R-Kan.),  ranking  mi- 
nority member. 

Both  witnesses  and  senators  hearing 
the  testimony  stressed  these  points: 
(1)  Lack  of  money  has  kept  etv  from 
reaching  its  potential  (there  currently 
are  35  etv  stations  operating);  (2) 
Federal  assistance  is  a  must  if  the  po- 
tential ever  is  to  be  reached;  (3)  Etv 
stations  must  get  on  the  air  if  they  are 
to  withstand  attacks  on  educational- 
reserved  channels  by  commercial  oper- 
ators; (4)  Etv  would  be  just  as  valuable 
for  adult  education  as  for  students; 
(5)  The  FCC  should  make  more  educa- 
tional vhf  channels  available  in  heavily- 
populated  areas,  and  (6)  Etv  could 
help  alleviate  the  classroom-teacher 
shortage. 

Smooth  Sailing  Forecast  •  An  identi- 
cal measure  to  S  12  passed  the  Senate 
last  spring  but  died  in  the  House  Com- 
merce Committee.  Sen.  Magnuson  has 
promised  fast  Senate  action  during  the 
new  session  and  his  committee  will  con- 
sider the  bill  at  its  next  executive  ses- 
sion, scheduled  for  Feb.  11.  So  far, 
there  is  no  opposition  within  the  com- 
mittee to  the  proposal. 


Sen.  Mike  Monroney  (D-Okla.),  who 
was  chairman  of  the  hearings  due  to 
the  illness  of  Sen.  Magnuson,  at  one 
point  suggested  the  FCC  be  called  be- 
fore the  committee  to  determine  what 
can  be  done  about  acquiring  more  vhf 
channels  for  educational  use.  When 
Sen.  Hugh  Scott  (R-Pa.)  brought  up 
ch.  12  Wilmington,  the  senators  agreed 
this  channel  should  be  re-assigned  for 
educational  use.  Storer  Broadcasting 
Co.  formerly  operated  a  commercial 
station  on  ch.  12  but  has  returned  the 
construction  permit  to  the  FCC. 

Sen.  Monroney  was  particularly 
distressed  because  heavily-populated 
eastern  areas  do  not  have  etv  stations — 
or  vhf  assignments  for  education.  He 
mentioned  specifically  New  York,  New 
Jersey,  Philadelphia  and  Washington. 

Keep  Up  With  Jonses  •  Rapid  ad- 
vancement by  other  nations  in  educa- 
tion makes  it  mandatory  that  Congress 
pass  S  12,  Sen.  Ralph  Yarborough  (D- 
Tex.)  said.  Also,  he  stated,  if  money  is 
not  appropriated  to  break  "the  bottle- 
neck choking  of  educational  tv,"  mount- 
ing pressures  for  the  unused  channels 
by  commercial  interests  may  be  suc- 
cessful. 

The  Texas  Democrat  and  Sen.  Clif- 
ford Case  (R-N.J.)  asked  that  the  bill 
be  amended  to  make  it  possible  for 
educational  organizations  crossing  state 
lines  to  be  eligible  to  receive  federal 
money. 

All  of  last  week's  witnesses  except 
Comr.  T.A.M.  Craven,  speaking  for 
the  FCC,  favored  federal  aid  for  etv 
and  the  commissioner  did  not  take  any 
position.  He  said  the  Commission  "does 
not  have  any  special  competence  as 


to  whether  or  not  federal  appropriations 
should  be  used"  to  assist  etv.  He  point- 
ed out  the  FCC  has  always  expressed  a 
"favorable  attitude"  toward  etv  with 
86  vhf  and  171  uhf  channels  reserved. 

Rep.  Stewart  Udall  (D-Ariz.),  the 
lead-off  witness,  told  the  committee  that 
"everything  we  said  last  year  [during 
April  1958  hearings  on  the  same  bill] 
is  now  more  true  than  ever  before."  He 
is  the  author  of  an  identical  bill  in  the 
House. 

Donald  McGannon,  president  of 
Westinghouse  Broadcasting  Co.,  said 
that  etv  has  accomplished  much  in  the 
past  six  years  "but  far  more  lies  in  the 
future  than  in  the  past."  Mr.  Mc- 
Gannon, accompanied  by  WBC  Wash- 
ington Vice  President  Joseph  Baudino, 
said  that  commercial  tv  makes  an  in- 
direct and  intangible  contribution  to 
etv.  He  outlined  the  monetary,  equip- 
ment and  programming  contributions 
of  WBC  to  educational  television. 

Money  Crisis  •  "The  U.S.  must  im- 
prove and  increase  the  use  of  all  edu- 
cational means  at  our  disposal,"  Mr. 
McGannon  stated,  "but  surely  radio 
and  tv  have  a  great  opportunity  and  a 
still  greater  obligation  in  this  regard." 
He  said  a  lack  of  money  hindered 
establishment  of  educational  radio,  with 
only  40  educational  am  outlets  on  the 
air,  and  the  same  could  happen  to  etv 
if  the  federal  government  does  not  pro- 
vide funds. 

John  Ivey,  executive  vice  president  of 
New  York  U.,  said  the  time  could 
come  when  it  would  be  possible  for  a 
student  to  qualify  for  a  college  degree 
through  tv  without  ever  going  near  a 
campus.   He  said  the  monetary  back- 
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ing  proposed  by  the  Magnuson  bill 
should  be  increased. 

Raymond  Hurlbert,  general  manager 
of  Alabama's  three-station  etv  network, 
labeled  tv  a  "providential  tool"  in  help- 
ing education  shift  from  the  traditional 
to  modern  teaching  needs.  "Tv  is  a 
natural  for  character  education  and  citi- 
zenship training,"  he  said.  "It  trans- 
mits emotion,  ideals — makes  communi- 
cations far  more  real  and  personal  than 
the  printed  page." 

A  plea  for  the  assignment  of  an  edu- 
cational vhf  channel  to  the  Washington, 
D.C.,  area  was  made  by  Mrs.  Edmund 
G.  Campbell,  president  of  the  Greater 
Washington  Etv  Assn.  Mrs.  Campbell 
said  the  association's  plans  are  being 
stymied  by  inability  to  get  time  on 
Washington's  four  commercial  stations. 

The  Wisconsin  Way  •  William  Har- 
ley,  president  of  the  National  Assn.  of 
Educational  Broadcasters,  said  that  the 
Wisconsin  educational  radio  network 
is  an  indication  of  what  etv  can  accom- 
plish with  sufficient  funds.  Wisconsin, 
he  said,  has  10  radio  transmitters  in 
operation  teaching  284,000  individual 
students.  Unless  federal  support  is  forth- 
coming, he  stated,  etv  reservations  will 
continue  to  lie  fallow  and  open  to  attack 
by  commercial  interests. 

Ralph  Steete,  executive  director  of 
the  Joint  Council  on  Educational  Tv, 
reported  on  etv  achievements  to  date, 
including  both  air  and  closed-circuit 
operations. 

Others  who  testified  during  the  two- 
day  hearing  included  Richard  Hull,  di- 
rector of  radio-tv,  Ohio  State  U.;  Wil- 
liam Friday,  president  of  North  Caro- 
lina U.;  William  Brish,  superintendent 


of  Washington  County  (Md.)  schools, 
which  operates  an  extensive  closed-cir- 
cuit system;  Carl  Hansen,  superintend- 
ent of  Washington,  D.C.,  public  schools; 
Roland  Kirks  of  the  D.C.  school  board; 
D.C.  Comr.  Robert  F.  Kneipp,  and  Le- 
land  Hazard,  member  of  board  of  the 
Educational  Tv  &  Radio  Center,  Ann 
Arbor,  Mich.  Sen.  Andrew  Schoeppel 
(R-Kan.),  the  AFL-CIO  and  others  en- 
tered statements  into  the  record. 

TASO  report  to  FCC 
due  end  of  February 

The  final  report  of  Television  Alloca- 
tions Study  Organization  will  be  in  the 
hands  of  the  FCC  by  the  end  of  Feb- 
ruary. This  is  the  hope  Dr.  George 
Town,  TASO  executive  director,  ex- 
pressed after  a  stormy  TASO  board 
meeting  in  Washington  Jan.  24-25. 

Two  points  of  conflict  at  the  meeting 
were:  Whether  Dr.  Town  or  the  board 
should  write  the  final  report,  and 
whether  Dr.  Town  should  refer  to  re- 
cent equipment  developments  not  noted 
or  discussed  in  technical  panel  reports 
which  make  up  the  bases  of  the  bulky 
report.  This  was  in  reference  to  such 
recent  developments  as  master  ampli- 
fiers, parametric  amplifiers,  etc. 

The  TASO  board  decided,  by  split 
vote,  that  Dr.  Town  should  write  the 
report — including  mention  of  new  de- 
vices— taking  into  account  suggestions 
advanced  by  board  members  but  permit- 
ting him  to  use  his  discretion.  It  was 
also  agreed  that  before  final  printing 
all  members  of  the  board  would  see 
galley  proofs  and  be  permitted  to  add 


their  own  comments  or  clarifying  ex- 
planations. 

The  board  reconfirmed  its  backing  of 
directional  antenna  study  and  took  up 
other  administrative  details. 

Appeals  court  hits 
FCC  'expense'  ruling 

The  FCC  has  not  made  a  sufficient 
showing  that  $55,000  paid  to  an  appli- 
cant which  withdrew  from  the  Beau- 
mont, Tex.,  ch.  6  case  represented  actual 
expenses,  the  U.S.  Court  of  Appeals  for 
the  District  of  Columbia  said  last  week 
in  a  unanimous  3-0  decision  reversing 
the  Commission.  The  case  now  goes 
back  to  FCC  for  further  proceeding. 

Judge  John  A.  Danaher,  who  had  dis- 
sented from  the  court's  decision  rever- 
sing the  Commission  in  January  1956, 
this  time  went  along  with  Judges  David 
L.  Bazelon  and  Charles  Fahy  in  the  new 
ruling  on  an  appeal  by  the  Beaumont 
Enterprise  (KRIC  Beaumont)  (Broad- 
casting, Dec.  22,  1958).  KRIC  held 
that  the  FCC  didn't  determine  "affirma- 
tively" whether  FCC  and  administrative 
processes  were  abused  by  an  agreement 
between  Beaumont  Broadcasting  Corp. 
(KFDM)  and  W.P.  Hobby,  publisher  of 
the  Houston  Post  (KPRC-AM-FM-TV 
Houston),  giving  the  latter  an  option  to 
buy  32.5%  of  the  ch.  6  station  if 
KFDM  won  the  grant,  and  by  the  $55,- 
000  payment. 

The  FCC  originally  granted  ch. 
6  to  KFDM  in  August  1954.  A  new 
oral  argument  was  held  after  requests 
for  reconsideration  and  stay.  FCC  af- 
firmed the  grant  in  January  1955.  The 
Enterprise  appealed  and  the  court  re- 
versed the  case  in  January  1956.  After 
KFDM  lost  an  appeal  to  the  U.S.  Su- 
preme Court  the  FCC  held  a  new  hear- 
ing and  in  April  1958  reaffirmed  the 
grant  to  KFDM.  KFDM  began  opera- 
tion on  ch.  6  April  24,  1955. 

The  $55,000  payment  was  made  to  a 
third  applicant,  KTRM  Beaumont,  as 
out-of-pocket  expenses  in  consideration 
for  its  withdrawal.  The  sum  was  made 
as  a  loan  to  KFDM  by  Mr.  Hobby, 
who  had  held  10%  interest  and  an 
option  for  25%  of  the  KTRM  applica- 
tion. Mr.  Hobby  withdrew  from  the 
KTRM  application  after  the  FCC's 
1954  grant  to  KFDM  and  before  the 
ensuing  oral  argument. 

The  court  said  last  week  it  will  "with- 
hold" judgment  on  whether  the  pay- 
ment of  actual  out-of-pocket  expenses 
contravenes  the  public  interest  and 
abuses  FCC  processes,  especially  in 
view  of  rulemaking  issued  on  that  ques- 
tion by  the  FCC  on  June  30,  1958, 
and  still  pending.  The  court  found 
"reasonable"  the  FCC's  position  that 
KFDM  should  not  be  disqualified  be- 
cause of  alteration  of  its  proposal. 
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Only  5  show  interest 
in  space  allocations 

Only  five  organizations  filed  fre- 
quency allocations  suggestions  for  space 
exploration  with  the  FCC  at  the  dead- 
line last  week. 

Although  none  of  the  specific  recom- 
mendations impinged  directly  on  broad- 
cast bands,  many  general  suggestions 
by  noted  scientists  enveloped  tv  chan- 
nels and  fm  broadcasting  by  their  very 
broadness. 

Tv  channels  in  the  upper  vhf  al- 
location and  the  uhf  video  band  were 
involved  in  most  of  these  references. 
The  lower  end  of  the  tv  vhf  band  was 
also  included  in  other  general  com- 
ments, as  were  the  tv  studio-transmitter 
link  and  remote  pick-up  assignments  at 
2000  mc  and  at  7000  mc. 

Filing  last  week  were  NAB,  Ameri- 
can Rocket  Society,  Air  Transport 
Assn.,  Aeronautical  Radio  Inc.,  and  the 
National  Academy  of  Sciences. 

The  comments  were  in  response  to 
an  invitation  issued  by  the  FCC  last 
month  for  suggestions  on  assignments 
in  the  radio  spectrum  for  space-space 
and  space-earth  services  (Broadcast- 
ing, Jan.  12). 

The  Commission  emphasized  that 
only  government  bands  were  involved 
and  that  the  contemplated  allocations 
were  only  for  control,  telemetering,  po- 
sition observance  and  guidance. 

NAB  asked  that  the  FCC  make  cer- 
tain that  any  bands  used  for  outer 
space  electronics  steer  clear  of  conflict 
with  the  present  fm  allocation  (88-108 
mc).  NAB  specifically  mentioned  that 
part  of  the  fm  band  between  100  and 
108  mc. 

The  American  Rocket  Society  recom- 
mended 25  assignments,  ranging  from 
1.3-1.5  mc  for  space  services  to  80,000- 
81,000  mc  for  earth-space  and  space 
services. 

ARS  queried  a  number  of  outstand- 
ing scientists  for  their  personal  com- 
ments on  spectrum  utilization  and  sub- 
mitted its  recommendations  after  these 
responses  were  screened  by  a  five-man 
panel. 

Among  suggestions  received  by  ARS 
was  Dr.  Wernher  von  Braun's  comment 
on  the  lack  of  frequency  allocations  in 
the  range  200-300  mc,  recommending 
its  use  for  space  and  satellite  telemetry, 
and  the  use  of  the  450-500  mc  and 
900-1000  mc  bands  for  tracking.  This 
band  includes  television  chs.  11-13  and 
the  lower  portion  of  uhf  tv.  Another 
expression  involving  250-1000  mc  (uhf 
television  allocation  runs  470-890  mc), 
came  from  James  L.  Middlebrooks, 
engineering  vice  president,  King  Broad- 
casting Co.  stations.  Dr.  Richard  W. 
Porter,  GE  consultant,  noted  the  "seri- 


ous gap"  in  the  region  between  150 
and  1700  mc  (this  area  includes  the 
upper  vhf  chs.  7-13  and  the  uhf  tv 
band). 

James  R.  Dempsey,  Convair-Astro- 
nautics  vice  president,  called  for  alloca- 
tions in  the  lower  end  of  the  5925-8500 
mc  band.  This  covers  the  television 
studio-transmitter  link  and  remote  pick- 
up bands  between  6875  mc  and  7125 
mc. 

Other  recommendations  were  that 
two  50-mc  bands  be  reserved  in  the  100- 
150  mc  band  (by  Peter  K.  Onnigian, 
chief  engineer,  KBET-TV  Sacramento, 
Calif.),  and  that  1,000  mc  bands  be 
assigned  above  10,000  mc  (by  Clure 
H.  Owen,  ABC  engineering  administra- 
tive assistant).  Tv  studio-transmitter 
links  and  remote  pickup  also  are  at 
12,700-13,200  mc. 

In  one  instance  ARS  recommended 
that  a  band  be  taken  away  from  another 
service.  This  is  the  430-435  mc  area, 
now  assigned  to  amateur  service.  The 
other  recommendations  refer  only  to 
government  spectrum  space. 

ATA  and  Airlnc.  on  behalf  of  civil 
aviation  interests  expressed  opposition 
to  the  allocation  of  any  frequencies  be- 
tween 108  mc  and  136  mc.  A  portion 
of  this  band  is  being  considered  for  air 
traffic  control,  they  pointed  out. 

The  National  Academy  said  it  would 
like  to  see  "more  adequate"  allocations 
between  150  mc  and  1700  mc  (again 
the  upper  vhf  channels  and  all  of  the 
uhf  video  space).  It  advocated  the 
reservation  of  a  10-mc-wide  band  in  the 
vicinity  of  400  mc  and  near  the  900- 
1000  mc  areas  for  tracking  and  telem- 
etry. The  Academy  stated  that  fre- 
quencies above  2000  mc  be  used  for 
meteorology,  altimeters  and  planetary- 
exploration. 

NAS  also  mentioned  "'space  for  har- 
monically related  frequencies  near  60, 
80  and  160  mc  (involving  chs.  2,  3  and 
5)  for  refraction  and  electron  density 
experiments."  It  also  noted  100  mc 
and  400  mc  as  possible  areas  for  scien- 
tific utilization  (fm  occupies  100  mc 
as  part  of  its  88-108  mc  band). 

WCLW-Journal  sale 
up  for  FCC  hearing 

The  FCC  last  week  designated  for 
hearing  the  proposed  sale  of  WCLW 
Mansfield,  Ohio,  to  the  Mansfield  Jour- 
nal Co.  for  $45,000.  The  Commission 
in  November  (Broadcasting,  Dec.  1) 
sent  McFarland  letters  to  WCLW  owner 
Frederick  Eckardt  and  the  Mansfield 
News-Journal  saying  a  question  still  ex- 
ists as  to  whether  the  newspaper  com- 
pany engages  in  activities  inconsistent 
with  FCC  policy  on  controversial  issues 
and  in  monopolistic  business  practices. 

The  FCC  last  week  made  WMAN 


Mansfield  a  party  to  the  hearing. 
WMAN  had  asked  for  a  hearing  on  the 
sale  last  September  (Broadcasting, 
Sept.  15).  charging  the  newspaper 
company  engages  in  business  practices 
"contrary  to"  the  Sherman  and  Clayton 
antitrust  acts. 

FCC  Chmn.  John  C.  Doerfer  dis- 
sented to  last  week's  action. 

The  Commission  denied  a  broadcast 
license  to  the  Mansfield  Journal  Co.  in 
1948  on  grounds  the  company's  affil- 
iated Lorain  (Ohio)  Journal  refused  to 
sell  advertising  to  firms  which  adver- 
tised on  WEOL  Elyria.  Ohio.  WMAN 
at  that  time  charged  similar  practices 
by  the  Mansfield  newspaper.  The  U.S. 
Supreme  Court  supported  the  FCC's 
position  in  the  Lorain  case.  Both 
WMAN  and  WEOL  have  triple  dam- 
age suits  in  Ohio  federal  district  court 
against  the  newspapers  as  a  result  of 
the  1948  cases.  The  trial  date  in  the 
WEOL  suit  is  next  September. 

Moline  race  narrows 

The  six-way  Moline,  111.,  ch.  8  case 
became  a  five-way  contest  last  week 
with  the  announcement  by  Iowa-Illinois 
Tv  Co.  that  it  will  withdraw.  Reasons 
are  to  be  given  when  the  official  re- 
quest for  withdrawal  is  made.  Iowa- 
Illinois  is  65%  owned  by  Nationwide 
Mutual  Insurance  Co..  which  is  sole 
owner  of  Peoples  Broadcasting  Corp. 
Peoples  is  licensee  of  one  tv  and  five 
am  outlets. 

The  remaining  contestants  are  Com- 
munity Telecasting  Corp..  Tele-Views 
News  Co..  Midland  Broadcasting  Co., 
Illiway  Tv  Inc.  and  Moline  Tv  Corp. 


Backs  labor  bill 

NAB  endorses  legislation  aimed 
at  union  corruption  but  objects  to 
portions  of  the  Kennedy-Ervin 
labor  bill  (S  505).  Charles  H. 
Tower.  NAB  economics-personnel 
manager,  told  a  Senate  labor  sub- 
committee Friday  (Jan.  30). 

Mr.  Tower  opposed  Title  VI  of 
the  bill  on  the  ground  only  one  of 
five  amendments  to  the  Taft- 
Hartley  Act  had  even  a  remote  re- 
lation to  abuse  of  union  power 
and  corruption.  His  major  objec- 
tion was  based  on  a  requirement 
(Sec.  103)  that  employers  report 
under  certain  circumstances  their 
expenditures  over  S2.500  to  in- 
fluence employes  by  advertising 
and  other  methods.  He  also  op- 
posed a  requirement  that  employ  - 
ers report  hiring  of  labor  relations 
counsel  used  directly  or  indirect- 
ly to  influence  employes.  He  noted 
that  no  similar  requirements  ap- 
ply to  unions. 


BROADCASTING,  February  2,  1959 


57 


FATES  &  FORTUNES 


Advertisers 

•  Don  C.  Miller, 
formerly  senior  v.p.  of 
Kenyon  &  Eckhardt, 
N.Y.,  elected  market- 
ing v.p.  of  B.  F.  Good- 
rich, N.Y.  Mr.  Miller 
was  previously  direc- 
tor of  market  research 
and  head  of  sales  or- 
ganization and  analy- 
sis of  Packard  Motor  Co. 

•  Richard  L.  Dexter,  formerly  ac- 
count executive,  Rogers  &  Smith  Adv., 
Kansas  City,  to  Interstate  Securities  Co., 
that  city,  as  director  of  advertising  and 
public  relations. 

•  Maurice  E.  Atkinson,  previously  as- 
sistant to  v.p.  and  director  of  marketing, 
Jacob  Ruppert  Brewery,  N.Y..  ap- 
pointed advertising  manager. 

•  Harry  F.  Schroeter.  formerly  of 
Procter  &  Gamble,  Cincinnati,  and 
with  National  Biscuit  Co.,  N.Y.,  since 
1945,  named  director  of  newly-created 
general  advertising  department. 

•  Arthur  E.  Rosengarten.  sales  rep- 
resentative of  Ronson  Corp.  in  metro- 
politan New  York,  appointed  western 
regional  sales  manager,  headquartering 
in  Los  Angeles. 

•  Ogden  Kniffin,  formerly  with 
Young  &  Rubicam,  to  Colorforms, 
N.Y.,  toy  manufacturer,  as  advertising 
director  and  manager  of  new  products 
division. 

•  Owen  H.  Klepper,  with  Philco 
Corp.,  Phila.,  since  1948,  appointed  ad- 
vertising and  sales  promotion  manager- 
home  laundry  equipment  and  air  condi- 
tioners. 


Mr.  Gillen 


Agencies 

•  F.  R.  Risley,  senior  v.p.  and  man- 
ager, Reach  McClinton's  Newark  office, 
named  vice  chairman  of  board.  Don 
Mayer,  v.p.  and  account  executive  in 
Newark  office,  succeeds  Mr.  Risley. 

•  William  R.  Gil- 
len, v.p.  in  charge  of 
BBDO's  Chicago  of- 
fice, named  assistant 
to  president  to  con- 
centrate on  new  busi- 
ness. He  is  succeeded 
in  Chicago  by  Wayne 
Tiss,  previously  in 
charge  of  BBDO, 
Hollywood.  Robert  J.  Stefan,  tele- 
vision production  supervisor  in  Holly- 
wood office  since  1952,  succeeds  Mr. 
Tiss. 

•  Frank  Armstrong,  president  of 
Sales  Communications  Inc.,  N.Y., 
named  v.p.  of  parent  company,  Mc- 
Cann-Erickson  Inc. 

•  Dale  Anderson,  formerly  v.p.  and 
account  manager  coordinator,  Lennen 
&  Newell,  to  Compton  Adv.,  N.Y.,  as 
v.p.  and  account  supervisor. 

•  George  J.  Poris,  creative  supervisor, 
Sullivan,  Stauffer,  Colwell  &  Bayles, 
NY.,  named  v.p. 

•  Wallace  J.  Rigby,  52,  v.p.  of  Sales 
Communications  Inc.,  N.Y.,  died  Jan. 
22  following  heart  attack.  He  had  been 
with  parent  McCann-Erickson  as  asso- 
ciate director  of  merchandising  depart- 
ment before  joining  SC  in  1957. 

•  Leroy  B.  Block,  v.p.  and  account 
supervisor;  Hal  F.  Davis,  assistant  to 
president;  Dr.  E.  L.  Deckinger,  v.p. 
and  director  of  media  department;  and 
Theodore  M.  Kaufman,  v.p.  and  ac- 
count supervisor,  elected  to  board  of 
directors,  Grey  Adv.,  N.Y. 
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•  H.  Grant  Atkinson,  formerly  ra- 
dio-tv  supervisor  of  Compton  Adv., 
Chicago,  appointed  v.p.  and  radio-tv 
director  of  MacFarland,  Aveyard  & 
Co.,  Chicago,  succeeding  James 
Shelby,  resigned.  Other  agency 
changes:  Walter  C.  Power  to  execu- 
tive v.p.  and  general  manager;  David 
W.  Stotter,  senior  v.p.;  Merritt  R. 
Schoenfeld,  v.p.,  and  Gordon 
Hendry,  media  director,  latter  succeed- 
ing Alfred  Trude,  resigned  to  join 
Clinton  E.  Frank  Inc.,  Chicago  (Broad- 
casting, Jan.  26). 

•  William  C.  Gordon  Jr.  will  resign 
as  executive  director  of  American  Mar- 
keting Assn.,  effective  June  30.  Mr. 
Gordon,  executive  director  since  Oc- 
tober 1953,  plans  to  concentrate  on 
personal  affairs  and  to  be  marketing 
and  management  consultant. 

•  Graeme  W.  Stewart  and  Donald 
L.  Cuttie,  account  executives  of  Henri, 
Hurst  &  McDonald,  Chicago,  elected 
v.p.'s. 

•  Louis  F.  Cahn  assumes  duties  as 
president  of  Cahn,  Miller  &  Strouse  Inc., 
Baltimore  agency  formed  from  merger 
of  Cahn-Miller  Inc.  and  Strouse  &  Co. 
Samuel  S.  Strouse  will  be  v.p.-treas- 
urer,  and  William  C.  Harris,  v.p.-sec- 
retary.  C.  LeRoy  Miller  has  retired. 
Agency  will  operate  from  510  St.  Paul 
Place;  telephone  is  Saratoga  7-4466. 

•  Arthur  R.  Davies,  formerly  with 
BBDO,  named  copy  chief  of  Vic  Mait- 
land  &  Assoc.,  Pittsburgh. 

•  Thomas  L.  Burch,  formerly  v.p.,  ac- 
count supervisor  and  member  of  plans 
board,  Young  &  Rubicam,  L.A.,  to 
Tatham-Laird,  Chicago,  as  account  su- 
pervisor. 

•  Gordon  G.  Hurt,  formerly  advertis- 
ing and  merchandising  director,  Norge 
Div.  of  Borg-Warner  Corp.,  Chicago, 
named  account  supervisor  on  Bell  & 
Howell  account  at  McCann-Erickson, 
that  city. 

•  Frederick  J.  Cowan,  formerly  ac- 
count executive,  Hazard  Adv.  Co., 
named  account  supervisor,  Gaynor  & 
Ducas  Inc.,  N.Y. 

•  Fred  A.  Epps,  president,  Fred  A. 
Epps  &  Assoc.,  and  Jack  Trustman, 
president  of  Jack  Trustman  Adv.,  both 
Detroit,  have  merged  their  agencies  to 
form  Epps-Trustman  Co.,  Detroit.  Mr. 
Epps  headed  his  own  agency  for  14 
years,  Mr.  Trustman,  five  years.  New 
firm's  address  is  10324  Puritan. 

•  John  I.  Prosser,  formerly  executive 
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v.p.  and  general  manager  of  WKAT 
Miami  Beach,  Fla.,  to  Tally  Embry 
Inc.,  Miami  advertising  agency,  as  ra- 
dio director.  Mr.  Prosser  entered  radio 
in  1927  at  WWJ  Detroit. 

•  David  Strousse,  for  past  five  years 
with  Grey  Adv.,  to  Warwick  &  Legler, 
N.Y.,  as  senior  account  executive  on 
Revlon  account. 

•  Richard  A.  Korte,  formerly  account 
executive  at  Foote,  Cone  &  Belding,  to 
Chicago  office  of  Kenyon  &  Eckhardt 
in  similar  capacity.  James  A.  Mc- 
Namara,  previously  with  Procter  & 
Gamble,  named  account  executive  in 
K&E's  New  York  office. 

•  Robert  Grossman,  formerly  adver- 
tising manager  of  Catalina  Inc.,  San 
Pedro,  Calif.,  to  Doyle  Dane  Bernbach, 
L.A..  as  account  executive. 

•  John  W.  Robinson  Jr.,  tv  commer- 
cial producer,  McCann-Erickson,  N.Y., 
named  tv-radio  account  executive. 

•  Frederick  C.  Stebbins,  previously 
advertising  and  sales  promotion  man- 
ager, Corning  Glass  Works,  Corning. 
N.Y.,  to  Fuller  &  Smith  &  Ross,  Pitts- 
burgh, as  account  executive  on  West- 
inghouse  account. 

•  Robert  Roth,  formerly  of  Magnavox 
Co.,  Ft.  Wayne,  Ind.,  to  Lavenson  Bu- 
reau of  Advertising,  Phila.,  as  account 
executive. 

•  Charles  W.  Johnson,  formerly  ac- 
count executive  of  KYA-AM-FM  San 
Francisco,  to  Gross  &  Roberts  Adv., 
that  city,  in  similar  capacity. 

•  Frederick  C.  Williams,  account  ex- 
ecutive at  D'Arcy  Adv.  Co.,  Chicago, 
to  Clinton  E.  Frank,  that  city,  in  similar 
capacity. 

•  Ted  Malone  to  House  of  J.  Hay  den 
Twiss  Inc.,  N.Y.,  as  director  of  radio, 
tv  and  films. 

•  Peter  Triolo,  formerly  associate 
media  director,  Dancer-Fitzgerald- 
Sample,  to  Ogilvy,  Benson  &  Mather 
Inc.,  NY.,  as  media  supervisor  on  Max- 
well House  coffee  account. 

•  Jeremy  Sprague,  media  buyer  for 
past  four  years,  Cunningham  &  Walsh, 
N.Y.,  and  before  that  timebuyer  at 
Compton  Adv.,  named  assistant  media 
supervisor  at  C&W. 

•  Bruce  C.  Crawford,  formerly  ac- 
count executive  with  Benton  &  Bowles. 
NY.,  to  Ted  Bates  &  Co.,  N.Y.,  as 
member  of  Brown  &  Williamson  ac- 
count group. 

•  Dale  Fisher,  formerly  copywriter  at 
BBDO,  Chicago,  to  copy  staff  of  Clin- 
ton E.  Frank,  that  city. 


•  I.  Jerrold  Johnson,  formerly  prod- 
uct supervisor  for  retail  advertising  at 
Northrup-King,  Minneapolis,  to  cre- 
ative and  copy  department  of  Richard 
Crabb  &  Assoc.,  Chicago  advertising- 
marketing-public  relations  agency. 

•  George  Hall,  formerly  program  di- 
rector of  WRAL-TV  Raleigh,  N.C.. 
to  J.  T.  Howard  Adv.,  that  city,  as 
copy  director. 

•  Ted  Van  Dyk,  formerly  with  Pru- 
dential Insurance  Co.,  to  copy  staff  of 
Doyle  Dane  Bernbach,  NY. 

Networks 

•  Norman  Racusin,  director  of  budg- 
ets, pricing  and  planning  for  NBC-TV, 
adds  duties  of  director,  business  affairs, 
replacing  Howard  L.  Letts,  who  re- 
joins RCA  as  v.p.  and  controller. 

•  M.  S.  (Bud)  Rukeyser  Jr.,  with 
NBC  since  January  1958  and  before 
that  in  television  publicity  department 
of  Young  &  Rubicam  Inc.,  named  press 
editor,  news  and  public  affairs,  newly- 
created  unit  in  NBC  press  department. 
William  Fagu  and  Arthur  Oppen- 
heim,  NBC  press  staff  writers,  were 
named  to  unit  to  supervise  publicity  for 
news  and  public  affairs,  respectively. 

•  Robert  D.  Kasmire,  formerly  of 
WJAR-TV  Providence,  R.I.,  named  co- 
ordinator, special  projects,  corporate 
planning,  NBC,  N.Y. 

•  Myra  Clark,  continuity  editor  of 
KFI  Los  Angeles  for  12  years,  moves  to 
continuity  acceptance  department  of 
ABC,  that  city,  Feb.  15.  Dorothy 
Wood  succeeds  her  as  continuity  editor 
of  KFI. 

•  Harry  K.  McWilliams,  recently 
with  J.  Arthur  Rank  organization, 
named  promotion  and  publicity  coordi- 
nator for  1959  Academy  Awards  tele- 
cast (NBC-TV,  April  6.  10:30  p.m.- 
12:15  a.m.). 


Stations 

•  John  A.  Patter- 
son, sales  manager, 
WPIX  (TV)  New 
York,  elected  v.p.  in 
charge  of  sales. 

•  Edward  V.  Cheviot 
I    and  Rex  Preis  ap- 

Mr.  Patterson      Pointed  fai™ 

agers    of  WOAI-TV 

and  WOAI  San  Antonio,  respectively. 
Mr.  Cheviot,  commercial  manager  of 
WOAI-TV  since  1952,  was  formerly 
general  advertising  manager  of  San  An- 
tonio Light.  Mr.  Preis,  commercial  man- 
ager of  WOAI  since  1951,  was  formerly 
assistant  general  manager  and  commer- 
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cial  manager  of  KTSA  (now  KAKI) 
San  Antonio. 

•  William  J.  Page, 
formerly  general  man- 
ager and  secretary- 
treasurer  of  WBAZ- 
AM-FM  Albemarle, 
N.C.,  appointed  gen- 
eral manager  of 
WEZL  Richmond, 
Va.  Mr.  Page  was 
previously  manager  of 
Albemarle  Chamber  of  Commerce. 

•  Howard  Morris,  formerly  station 
manager  of  WARD-AM-TV  Johnstown, 
Pa.,  to  KBMB-TV  Bismarck,  N.D.,  in 
similar  capacity. 

•  Herbert  E.  Evans,  v.p.  and  general 
manager  of  Peoples  Broadcasting  Corp., 
Columbus,  Ohio,  named  NAB  delegate 
to  Inter-American  Assn.  of  Broadcast- 
ers, succeeding  Gilmore  Nunn,  re- 
signed. Appointment  of  Mr.  Evans  will 
become  effective  following  IAB's  sixth 
general  assembly  in  April. 

•  Kenneth  L.  Has- 
tie,  with  WMT  Cedar 
Rapids,  Iowa,  since 
1936,  named  station 
manager.  Beryl  W. 
Starbuck  succeeds 
Mr.  Hastie  as  sales 
manager.  Mr.  Star- 
buck  joined  WMT  as 
announcer  in  1946. 

•  William  F.  Russell,  formerly  sales- 
man of  WKYW  Louisville,  to  WSON- 
AM-FM  Henderson,  both  Kentucky,  as 
stations  director. 

•  Joe  Morris,  formerly  of  James  Olin 
Tice  Jr.  stations  (South  Carolina  and 
Delaware),  to  WKIX-AM-FM  Raleigh, 
N.C.  as  business  manager  and  assistant 
to  v.p.  and  general  manager. 

•  Harold  E.  Sheffers,  63,  v.p.  and 
director  of  First  Federal  Savings  & 
Loan  Assn.  of  Washington,  D.C.,  and 
formerly  sales  manager  of  WOL  and 


WTTG  (TV),  both  Washington,  and 
general  manager-president  of  WUST- 
FM  Bethesda,  Md.,  died  Jan.  26  in 
Washington. 

•  Len  Corwin,  formerly  New  Eng- 
land representative  of  Ziv  Television 
Programs,  to  WCRB-AM-FM  Waltham, 
Mass.,  as  v.p.  in  charge  of  sales. 

•  Les  Miller  assumes  duties  of  v.p. 
and  general  manager  of  KARS  (for- 
merly KEXX)  San  Antonio.  Other 
KARS  appointments:  Harold  Carr  as 
assistant  manager  and  production  di- 
rector; Don  Mitchell  as  sales  man- 
ager, and  Troy  Mallory  as  chief  an- 
nouncer. 

•  Hal  Ghues  appointed  station  man- 
ager of  KIWW  San  Antonio,  Tex.,  re- 
placing W.M.  (Bill)  Simpson,  named 
regional  sales  manager. 

•  Cal  Perley,  west  coast  v.p.  of  Com- 
munity Club  Awards  past  10  years,  ap- 
pointed executive  assistant  to  president 
of  KCOP  (TV)  Los  Angeles.  Mr.  Per- 
ley will  work  on  over-all  sales  activities 
in  conjunction  with  expanded  videotape 
syndication  plans. 

•  Ted  Richardson,  chief  announcer 
of  WMOH-AM-FM  Hamilton,  Ohio, 
named  supervisor  of  production  and 
personnel. 

•  Edward  J.  Young,  engineering  staff, 
WTAE  (TV)  Pittsburgh,  promoted  to 
production  coordinator. 

•  Phil  Wygant,  operations  manager  of 
WBAP-TV  Fort  Worth,  Tex.,  elevated 
to  promotion  director  of  WBAP-AM- 
FM-TV,  replacing  Margret  McDon- 
ald, retired. 

•  Walt  Schaar,  program  supervisor  of 
KREM-TV  Spokane,  Wash.,  promoted 
to  program  director,  and  Richard  Bar- 
rett to  production  manager. 

•  Ralph  S.  Silver  Jr.  resigns  as  na- 
tional sales  manager  of  WLEC  San- 
dusky, Ohio,  to  enter  private  business 
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in  that  city.  Mr.  Silver  was  formerly 
general  manager  of  WNLA  Peekskill, 
N.Y. 

•  Dave  Archard  promoted  to  produc- 
tion manager  of  WALT  Tampa,  Fla., 
and  Roy  Nilson,  formerly  of  WHOO 
Orlando,  Fla.,  named  WALT  program 
director. 

•  James  Ferguson,  program  director 
of  WSAZ-TV  Huntington,  W.Va.,  to 
WMCT  (TV)  Memphis,  Tenn.,  as  pro- 
gram manager. 

•  Stan  Richards,  program  director  of 
WILD  Boston,  elected  v.p. 

•  Don  Brewer,  formerly  of  KCMO 
Kansas  City,  to  KBKC,  that  city,  as 
news  director. 

•  Gilbert  Martyn,  53,  formerly  news 
director  of  KTLA  (TV)  Los  Angeles, 
died  in  Los  Angeles  of  throat  cancer 
Jan.  24  after  illness  of  two  years.  Dur- 
ing New  York  World's  Fair  in  1939, 
Mr.  Martyn  delivered  news  program 
over  WNBT  (TV),  believed  to  be  first 
tv  newscast  in  history. 

•  Don  Ross,  formerly  program  director 
of  KGFJ  Los  Angeles  and  with  KFMB 
San  Diego  since  1956,  named  program 
director  of  KFMB. 

•  W.W.  Chaplin,  with  NBC  News 
since  1943,  joins  KTRL  Bradenton, 
Fla.,  as  news  director  today  (Feb.  2). 

•  Ed  Pollock,  formerly  newscaster  of 
WWVA-AM-FM  Wheeling,  W.Va.,  to 
WSTV-TV  Steubenville,  Ohio,  as  news 
editor. 

•  Ken  Waligorski  promoted  from  di- 
rector to  production  manager  of  WISN- 
TV  Milwaukee.  Mr.  Waligorski's  new 
post  was  erroneously  given  as  station 
manager  last  week  (Broadcasting,  Jan. 
26). 

•  Chet  Brouwer,  program  coordinator 
for  Groucho  Marx  show,  joins  KTLA 
(TV)  Los  Angeles  as  director  of  film 
and  tape  operations. 

•  Tom  Cary,  air  personality  of  KMTV 
(TV)  Omaha,  Neb.,  for  seven  years, 
promoted  to  account  executive. 

•  Paul  Downs,  formerly  assistant  ad- 
vertising manager  of  Greenville  (N.C.) 
Daily  Reflector,  to  WAVY  Portsmouth, 
Va.,  as  account  executive.  Bobby 
Randolph  Davidson,  formerly  with 
Kraft  Foods,  named  merchandising  man 
and  George  Hanna  appointed  assistant 
bookkeeper  for  WAVY-AM-TV. 

•  Ray  Markham,  formerly  of  WIBV 
Belleville,  111.,  to  KWK  St.  Louis  as 
account  executive. 
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•  Ken  Manley,  operations  manager, 
southern  division  of  Tarlow  Assoc. 
(WHYE  Roanoke,  Va.,  WWOK  Char- 
lotte, N.C.,  and  WJBW  New  Orleans), 
resigns  to  join  WCSH  Portland,  Me. 

•  Russell  Wittberger,  formerly  of 
WISN  Milwaukee,  to  sales  staff  of 
WEMP,  that  city. 

•  Bert  Files,  formerly  air  personality 
of  WCAW  Charleston,  W.  Va.,  to 
WCHS,  that  city,  on  sales  staff. 

•  Donald  A.  Getz  promoted  from 
radio  salesman  to  assistant  sales  mana- 
ger at  WGN  Chicago. 

•  Cal  Druxman,  director  of  merchan- 
dising of  KFJZ-TV  Ft.  Worth,  Tex., 
appointed  account  executive. 

•  Barbara  Curran,  formerly  of  KOAT- 
TV  Albuquerque,  N.M.,  to  Hollywood 
office  of  KBIG  Santa  Catalina,  Calif., 
as  assistant  traffic  and  sales  service  man- 
ager. 

•  Thomas  Joseph  (Jeff)  Guier,  for- 
merly of  WEAM  Arlington,  Va.,  to 
WFBR  Baltimore  sales  staff. 

•  Ernie  Berger,  formerly  of  KSD  St. 
Louis,  to  KCFM  (FM),  that  city,  as 
sales  manager.  Other  KCFM  appoint- 
ments: Walter  Peters  and  Kent 
Braverman,  latter  formerly  of  WMT- 
AM-TV  Cedar  Rapids,  Iowa,  as  an- 
nouncers; and  Sibley  Smith,  formerly 
of  KCMO-TV  Kansas  City,  as  writer. 

•  Steve  Halpern,  formerly  assistant 
advertising  and  promotion  manager  of 
KYW-TV  Cleveland,  to  KENS-TV  San 
Antonio  as  director  of  exploitation. 

•  Ruth  Hider,  formerly  account  ex- 
ecutive and  supervisor  of  Fred  Riger 
Adv.,  Binghamton,  N.Y.,  to  WNBF- 
AM-FM-TV,  that  city,  as  merchandis- 
ing executive. 

•  Joseph  Lugar,  formerly  sales  repre- 
sentative of  Kansas  City  Star  Co.,  to 
KCMO-AM-FM  Kansas  City  as  ac- 
count executive  today  (Feb.  2). 

•  John  Redfield,  KIFN,  elected  pres- 
ident of  Metropolitan  Phoenix  (Ariz.) 
Broadcasters  for  1959.  Other  elected 
officers:  Howard  Stalnaker,  KPHO- 
TV,  v.p.;  Sheldon  Engel,  KRIZ,  sec- 
retary-treasurer; Bill  LaDow,  KTVK 
(TV),  Ray  Smucker,  KTAR-KVAR 
(TV),  Homer  Lane,  KOOL-AM-TV, 
and  John  Hogg,  KOY,  all  to  board  of 
directors. 

•  Lester  C.  Rau,  sales  manager  of 
KOLN-TV  Lincoln,  Neb.,  named  city's 
"outstanding  young  man  of  1958"  by 
Junior  Chamber  of  Commerce.  Mr. 
Rau,  32,  joined  KOLN-TV  in  1953  and 
was  appointed  sales  manager  in  1956. 
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•  Robert  M.  Light,  promotion  direc- 
tor of  Don  Lee  Broadcasting  System, 
KHJ-AM-TV  Los  Angeles  and  KFRC 
San  Francisco,  1953-58,  currently  pro- 
ducing Quiz  Down  on  KNXT  (TV) 
Los  Angeles,  appointed  managing  di- 
rector of  Southern  California  Broad- 
casters Assn. 

•  Robert  Garick,  who  has  appeared 
in  more  than  20  motion  pictures,  to 
WWIN  Baltimore  as  air  personality. 

•  Robert  Anderson  to  KLAC  Los 
Angeles  as  newscaster. 

•  Bill  Daniels,  formerly  d.j.  of  KFWB 
Los  Angeles,  to  KTLA  (TV),  that  city, 
as  member  of  publicity  staff. 

•  Bill  Davis,  Red  Robinson  and  Ray 
Horn,  formerly  of  KEX-AM-FM  Port- 
land, Ore.,  to  KGW  Portland  as  air  per- 
sonalities. 

•  George  Rice  joins  WCCO  Min- 
neapolis-St.  Paul  as  host-moderator  of 
Open  Mike,  panel-discussion  night  pro- 
gram heard  Mon.-Fri. 

•  Joseph  della  Malva,  formerly  of 
WDGY  Minneapolis,  to  WPBC,  that 
city,  as  news  commentator. 

•  Ronald  A.  Barrett,  air  personality 
of  KYW-TV,  Cleveland,  to  KYW-FM 
as  announcer. 


•  Ken  Jones,  formerly  of  WCPO-AM- 
FM  Cincinnati,  to  WHTN-AM-FM 
Huntington,  W.  Va.,  as  announcer. 

•  James  Dawson,  formerly  weather- 
caster  of  WOAI-TV  San  Antonio,  to 
KONO-TV,  that  city,  in  similar  capac- 
ity. 

•  Owen  Spann,  formerly  air  personal- 
ity of  WBT  Charlotte,  N.C.,  to  KCBS- 
AM-FM  San  Francisco  in  similar  ca- 
pacity. 

•  Reed  Farrell,  formerly  air  per- 
sonality of  KWK  St.  Louis,  to  WIL, 
that  city,  in  similar  capacity. 

•  Jerry  Blair  to  WDRC-AM-FM 
Hartford,  Conn.,  as  announcer. 

•  James  Mudge,  formerly  feature 
writer  and  reporter  of  Grand  Rapids 
(Mich.)  Herald,  to  WOOD,  that  city, 
as  newsman.  Other  WOOD  appoint- 
ments: George  Davis,  formerly  of 
WAMM  Flint,  Mich.,  to  announcer, 
and  Constance  Miller  to  copywriter. 

•  Al  Bronick,  formerly  of  WMCK 
McKeesport,  Pa.,  to  WSTV-TV 
Steubenville,  Ohio,  as  announcer.  Bob 
Anderson  joins  WSTV-AM-FM  as  air 
personality. 

•  Bill  McMillan,  formerly  newsman 
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A  new  operation  •  Operations 
manager  Cliff  Gill  (lower  right)  of 
KBIG  Santa  Catalina,  Calif., 
hands  over  his  slide  rule  to  succes- 
sor Alan  Lisser.  Resigning  aftei 
seven  years  with  KBIG,  Mr.  Gill 
plans  to  build  his  own  station  in 
Anaheim,  Calif.  Also  pictured  at 
the  Hollywood  farewell  party  are 
(I  to  r)  Edith  Brundage,  Lois 
Decker,  Barbara  Beach,  Bertha 
Lasar  and  Edloi  Van  Camp. 


of  WKY  Oklahoma  City,  Okla.,  to 
KOMA,  that  city,  in  similar  capacity. 

Representatives 

•  Paul  C.  Holter,  formerly  San  Fran- 
cisco sales  manager,  KLX  Oakland, 
appointed  head  of  radio  sales  depart- 
ment, Avery-Knodel,  S.F. 

•  Ed  Dyer,  production  director  of 
KLAC  Los  Angeles,  has  become  man- 
ager of  Los  Angeles  office  of  Broad- 
cast Time  Sales. 

•  Lee  W.  Swift  Jr.,  formerly  in  sales 
department,  WVUE  (TV)  Wilmington, 
to  radio  sales  staff  of  Headley-Reed, 
N.Y. 

•  Robert  E.  Richer,  formerly  sales 
manager,  Bill  Grauer  Productions, 
N.Y.,  named  account  executive  for 
NTA  Spot  Sales  (representing  NTA- 
owned  stations). 

•  George  Backus,  for  past  10  years 
with  radio  sales  staff  of  Edward  Petry 
&  Co.,  and  Richard  Hayes,  since  1953 
tv  account  executive  with  Branham  Co., 
N.Y.,  appointed  to  Petry's  New  York 
tv  sales  staff. 

•  Roger  Sheldon,  previously  with 
KFMB  San  Diego,  to  Adam  Young's 
Los  Angeles  sales  staff. 

Programming 

•  Bob  Ganon,  former  production  co- 
ordinator for  TV  Spots,  promoted  to 
v.p.  and  general  manager  of  company, 
producer  of  Crusader  Rabbit  cartoon 
series  and  of  tv  commercials.  He  suc- 
ceeds Bill  Bauman,  resigned. 

•  James  E.  Denning,  formerly  with 
NBC,  appointed  v.p.  in  tv  department, 
MCA-TV,  N.Y. 

•  Sig  Frohlich  elected  v.p.  of  Fryman 
Enterprises,  Hollywood  motion  picture- 
tv  production  company.  Mr.  Frohlich 
will  be  in  charge  of  development  of 
new  tv  film  series. 

•  Don  Gilman,  on  production  staff  of 
Filmways  Inc.,  named  art  director  of 
Filmways  Inc.,  N.Y. 

•  Bob  Nash,  formerly  with  WPAT 
Paterson,  N.J.,  named  manager  of  pro- 
duction and  sales  for-Faillace  Produc- 
tions Inc.,  N.Y.,  producer  of  musical 
commercials  for  tv  and  radio. 

•  Devery  Freeman  named  producer 
of  Ann  Sothern  Show,  replacing  Albert 
J.  Cohen,  who  will  form  own  pack- 
aging firm.  Ann  Sothern  is  Anso-Desilu 
Productions  show. 

•  William  Don  Bryan,  formerly  of 


Ziv  Television  Programs,  named  south- 
ern area  sales  manager  of  Screen  Gems, 
replacing  Frank  Stone,  resigned.  Don 
Fuller,  southern  sales  representative, 
has  also  resigned. 

•  Robert  Klein,  former  account  ex- 
ecutive with  Classified  Telephone  Di- 
rectory, named  account  executive  for 
Pittsburgh  area,  Ziv  Television  Pro- 
grams, replacing  Eugene  Adams,  re- 
signed. 

•  John  Tallcott,  formerly  in  sales  de- 
partment, NBC  Radio,  to  Ziv  Television 
Programs  Inc.,  New  York,  sales  de- 
partment. 

•  Don  Fuller,  formerly  with  ABC-TV 
and  before  that,  Screen  Gems  Inc.,  to 
Official  Films  Inc.  as  southwestern 
representative,  headquartering  in  Dallas. 

•  Bert  Granet,  producer  of  "Lucy 
Makes  Room  for  Danny"  on  Westing- 
house-Desilu  Playhouse  series  on  CBS- 
TV,  and  William  Froug,  producer  of 
"Eddie"  for  NBC-TV's  Alcoa-Goody  ear 
Theatre  (filmed  at  Screen  Gems)  have 
received  Screen  Producers  Guild  awards 
for  "the  best  television  film  of  the  year." 
Dual  awards  resulted  from  tie  vote 
in  SPG  balloting. 

•  John  Bowman,  named  executive  pro- 
ducer and  sales  manager  of  Claster 
Enterprises  Inc.,  Baltimore,  producer 
of  several  tv  shows  including  Strikes 
'«'  Spares.  Ken  Calfee  to  executive 
producer  of  Romper  Room  Inc.,  pro- 
ducer of  Romper  Room  School  tv  pro- 
gram. 

•  Barry  Winton,  previously  with  Tele- 
vision Programs  of  America,  to  Official 
Films'  New  York  sales  force. 

•  Matthew  D.  Schuster,  formerly 
sales  development  manager  of  Philco 
Corp.,  Phila.,  to  Capitol  Records  Inc., 
Hollywood,  as  national  phonograph  ad- 
ministrator. 

•  Alan  Barzman,  formerly  editor  of 
Marketing  Research  Bureau  index  and 
program  director  of  KEX  Portland, 
Ore.,  to  writing  staff  of  Freberg  Ltd., 
L.A.  organization  specializing  in  crea- 
tion-production of  radio-tv  commer- 
cials. 

•  Judy  Frankel,  previously  with  NBC 
International,  to  Gotham  Recording 
Corp.,  N.Y.,  as  production  assistant. 

•  George  Stevens  Jr.,  son  of  Acad- 
emy Award  winning  director  and  as- 
sociate producer  of  film,  "The  Diary 
of  Anne  Frank,"  to  direct  segment  of 
Mark  VII  Ltd.  tv  series,  The  D.A.'s 
Man. 


•  Nathan  Zucker,  president  of  Dy- 
namic Films  Inc.,  re-elected  president 
of  Film  Producers  Assn.  of  New  York 
for  1959.  Other  new  officers  are  Lee 
Blair.  Film-Tv  Graphics,  executive 
v.p.;  Judd  Pollack,  MPO  Productions, 
first  v.p.;  Robert  Crane,  Color  Serv- 
ice Inc..  second  v.p.;  Henry  Strauss, 
Henry  Strauss  &  Co.,  secretary;  Ed- 
ward J.  Lamm,  Puthe-Scope  Co.  of 
America,  treasurer. 

Equipment  &  Engineering 

•  Titus  Haffa,  board  chairman  of 
Webcor  Inc.,  Chicago,  assumes  addi- 
tional duties  of  president  and  chief  ex- 
ecutive officer  of  electronics  firm.  Mr. 
Haffa  succeeds  Nicholas  Malz,  who 
had  been  president  since  1957. 

•  Dominic  F.  Schmit,  v.p.,  product 
engineering,  RCA,  appointed  senior 
RCA  representative  of  C  Stellarator 
Assoc.,  management  and  engineering 
organization  established  by  RCA  and 
Allis-Chalmers  Mfg.  Co.  to  design  and 
build  research  facility  for  Princeton  U. 
and  Atomic  Energy  Commission  for 
advanced  studies  in  control  of  thermo- 
nuclear fusion  for  power  production. 

•  Wendell  R.  Smith,  formerly  v.p. 
of  Alderson  Assoc.,  Phila.,  management 
consultant  firm,  appointed  director, 
marketing  research  and  development, 
RCA. 
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•  Raymond  K.  McClintock,  with 
Sylvania  Electric  Products,  N.Y.,  since 
1936,  named  manager  of  new  Mountain 
View  (Calif.)  tube  plant  of  special 
tube  operations. 

•  G.  Carleton  Hunt,  General  Film 
Labs,  Hollywood,  named  financial  v.p. 
of  Society  of  Motion  Picture  &  Tv  En- 
gineers, completing  unexpired  term  of 
J.  W.  Servies,  National  Theatre  Sup- 
ply Co.,  N.Y.  S.  P.  Solow,  Consoli- 
dated Film  Industries,  Hollywood,  re- 
places Reid  H.  Ray,  Reid  H.  Ray  Film 
Industries,  St.  Paul,  Minn.,  as  treasur- 
er. Barbara  D.  Skeeter  succeeds  Wal- 
lace Shapiro  as  director  of  public  rela- 
tions. 

•  Abe  Morin,  formerly  of  Western 
Electric  Co.,  N.Y.,  to  Bogen-Presto. 
division  of  Siegler  Corp.,  N.Y.,  as  pur- 
chasing agent,  replacing  Louis  Ellen- 


•  John  L.  Pfeffer,  president.  Struth- 
ers-Dunn  Inc.,  Pitman,  N.J.,  elected 
president  of  National  Assn.  of  Relay 
Manufacturers. 

•  H.  S.  Crawford,  formerly  purchasing 
agent  of  electronics  and  air  arm  divi- 
sions of  Westinghouse  in  Baltimore, 
Md.,  named  purchasing  agent  for  tech- 
nical products  division  of  Packard-Bell 
Electronics  Corp.,  L.A. 

•  Elmer  J.  Perry,  manager  of  semi- 
conductor plant  at  Hillsboro.  N.H., 
Sylvania  Electric  Products,  appointed 
manufacturing  manager  of  Sylvania's 
semiconductor  division.  Bertram  S. 
Weinstein,  formerly  of  Sperry  Gyro- 
scope Co.,  Great  Neck,  N.Y.,  appointed 
to  development  planning  staff  of  Syl- 
vania Electronics  Systems,  Waltham. 
Mass. 

•  Miss  Gerry  Colson,  formerly  west 
coast  publicity  director  of  Compton 
Adv.,  to  Autonetics,  Downey,  Calif., 
division  of  North  American  Aviation 
Inc.,  as  writer  in  promotional  pub- 
lications. 

Allied  Fields 

•  Mike  Gould,  formerly  of  Capitol 
Records,  Hollywood,  appointed  general 
professional  manager  of  music  pub- 
lishing operations,  Walt  Disney  Pro- 
ductions, Burbank,  Calif.  Mr.  Gould 
will  head  both  Los  Angeles  and  New 
York  offices.  Moe  Preskell,  who  had 
been  in  charge  of  both  publishing  and 
recording  phases  in  New  York,  as- 
sumes duties  of  eastern  sales  manager 
for  three  Disney  labels  (Disneyland, 
Buena  Vista  and  Mickey  Mouse  Club). 
Jack  Fine  continues  on  New  York 
publishing  operations. 
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•  E.P.  (Jimmy)  James,  v.p.  of  A.C. 
Nielsen,  Chicago,  named  head  of  Niel- 
sen Tv  Index  service  in  United  King- 
dom, effective  later  this  month,  replac- 
ing Graham  Dowson,  who  joins  board 
of  Southern  Television,  British  program 
contractor. 

•  A.  R.  Hopkins,  formerly  RCA  broad- 
cast equipment  sales  executive  and 
presently  consultant  to  Ampex  Corp., 
Redwood  City,  Calif.  (Week's  Head- 
liners,  Jan.  19),  appointed  New  Jersey 
resident  manager  of  Mayer  &  Dibrell  & 
Co.,  Philadelphia  management  consult- 
ing firm. 

•  Lee  Gottlieb,  programming  editor 
of  Tv  Guide  magazine,  named  assistant 
managing  editor  at  magazine's  head- 
quarters in  Radnor,  Pa.  Niel  Glixon 
succeeds  him  as  programming  editor, 
and  Mrs.  Evelyn  Bigsby  has  been  ap- 
pointed assistant  managing  editor  for 
women's  features.  Edward  Baker, 
editor  of  Washington  state  edition, 
moves  to  Radnor  headquarters. 

•  Herb  Kaufman,  with  American  Re- 
search Bureau,  Beltsville,  Md.,  since 
1954,  named  assistant  manager  of  New 
York  office. 

•  Howard  Pyle,  deputy  assistant  to 
President  Eisenhower,  has  resigned  to 
become  president  of  National  Safety 
Council,  Chicago.  Mr.  Pyle  is  ex-gov- 
ernor of  Arizona  and  holder  of  minor- 
ity interest  in  KTAR  Phoenix. 

•  Henry  C.  Cassidy,  formerly  direc- 
tor of  radio  news,  special  events  and 
public  affairs  for  NBC,  New  York, 
named  consultant  to  director  of  Radio 
Free  Europe,  N.Y. 

•  Earl  J.  LeClair  Jr.,  with  United 
Press  International  since  1953,  ap- 
pointed manager  of  Pittsburgh  news- 
pictures  bureau. 

•  J.  K.  Peterson,  formerly  news  di- 
rector of  KTVH  (TV)  Hutchinson, 
Kan.,  named  director  of  publicity,  pro- 
motion and  television  for  Private  Enter- 
prise Inc.,  Wichita,  Kan.,  international 
small  business  investment  organization. 

•  Elston  Brooks,  with  Fort  Worth 
(Tex.)  Star-Telegram  since  1948,  to 
Bevel  Assoc.,  Fort  Worth-Dallas  pub- 
lic relations  firm. 

•  Julius  M.  J.  Madey,  18,  to  receive 
General  Electric's  annual  radio  amateur 
award  for  public  service  in  1958.  Mr. 
Madey,  who  plans  to  enter  Rutgers  U. 
next  year,  was  cited  for  handling  thou- 
sands  of  messages   for  personnel  at 
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isolated  Antarctic,  Arctic  and  South 
Pacific  posts. 

Government 

•  Leonidas  P.B.  Emerson,  attorney  in 
rules  and  standards  division  of  FCC, 
appointed  legal  advisor  to  Comr.  John 
S .  Cross,  succeeding  Louis  C. 
Stephens,  returning  to  broadcast  bu- 
reau as  assistant  chief  of  rules  and 
standards  division. 

International 

•  Michael  Nidorf,  member  of  board 
of  directors,  Jack  Wrather  Organiza- 
tion, N.Y.,  named  American  program 
representative  of  Radio  Luxembourg 
(London)  Ltd.;  Prince  Littler,  chair- 
man of  board  of  Moss  Empires  and 
chairman  of  board  of  Associated  Tele- 
vision Ltd.,  elected  to  board  of  direc- 
tors of  Radio  Luxembourg. 

•  Dorothy  Gill,  with  Kenyon  &  Eck- 
hardt,  Ltd.,  Toronto,  as  media  super- 
visor since  1956,  to  media  manager. 

•  Jack  C.  Liddle,  formerly  of  Ford 
Motor  Co.  of  Canada,  to  CKLW-AM- 
TV  Windsor,  Ont.,  as  director  of  public 
services. 

•  Gordon  S.  Bennett,  assistant  super- 
intendent of  broadcast  services,  Cana- 
dian Pacific  Railway,  Montreal,  Que., 
has  retired  and  started  own  business  as 
telecommunications  consultant  at  155 
Westminster  Ave.  N.,  Montreal  W., 
Que. 

•  Laurie  Irvine,  formerly  special 
events  director  of  CKWX  Vancouver, 
B.C.,  to  program  manager  of  CFCF 
Montreal,  Que. 

•  Benoit  Lafleur,  director  of  French- 
language  radio  for  CBC  at  Montreal, 
Que.,  to  CBC  representative  at  Paris, 
France,  succeeding  Jean  Beaudet. 

•  Harvey  Dobbs,  announcer  at  CHUM 
Toronto,  to  sales  staff. 

•  Larry  Costello,  announcer  of 
CKTB  St.  Catharines,  Ont.,  to  CKGB 
Timmins,  Ont. 


BOOKS 

•  It  Floats:  99  and  44/100%  Pure,  by 
Alfred  Lief,  Rinehart  &  Co.;  338  pp.; 
$5.95. 

This  is  the  fascinating  story  of 
Procter  &  Gamble  Co.,  from  that  mo- 
mentous day  in  1878  when  the  bar  of 
floating  soap  was  born,  to  the  present, 
when  P&G  thrives  as  the  world's  largest 
tv  advertiser.  Although  much  of  P&G's 
advertising  story  has  been  told  else- 
where (Broadcasting,  June  3,  1957) 
and  this  book  is  by  no  means  a  critical 
business  biography,  it  is  nevertheless 
a  concise  and  enlightening  survey  for 
anyone  toiling  in  the  vineyards  of 
broadcast  advertising. 

In  1921,  for  instance,  the  reader 
learns  that  the  brash  young  J.  K. 
Fraser's  Blackman  Co.  (now  Compton 
Adv.)  literally  took  away  the  P&G  ac- 
count from  its  own  house  agency.  Two 
years  later,  on  experimental  station 
WEAF  New  York,  P&G  pioneered 
commercial  radio  and  five  years  after- 
ward P&G  became  the  first  radio  net- 
work advertiser.  By  1930,  in  the  words 
of  the  author:  P&G's  radio  activity 
"added  up  to  a  good  deal  of  talk." 
There  were  20  NBC  Red  stations,  11 
NBC  Blue  stations,  22  CBS  affiliates  as 
well  as  five  NBC  Pacific  Coast  outlets. 
And  this  was  only  the  beginning. 

In  1932,  on  WLW  Cincinnati,  P&G's 
Oxydol  became  the  first  sponsor  of  what 
later  was  to  become  popularized  as 
"soap  opera."  In  the  two-year  period 
of  1935-37,  the  P&G  network  radio 
budget  jumped  from  $2  million  to  $4.5 
million,  then  to  $8  million  in  1939 
(as  against  $1.8  million  in  magazines). 
Later,  with  the  advent  of  radio's  com- 
panion medium,  tv,  the  P&G  broad- 
casting growth  expanded  accordingly. 
In  1939  the  firm  sponsored  a  local 
New  York  sportscast  between  the  Cin- 
cinnati Reds  and  the  Brooklyn  Dodgers. 
Two  years  later,  when  WNBT  (TV) 
(now  WRCA-TV)  New  York  went  on 
the  air,  P&G  sponsored  a  video  version 
of  Ralph  Edwards'  Truth  or  Conse- 


quences, reaching  all  of  5,000  sets. 

By  1944,  network  radio  was  eating 
$13  million  from  the  P&G  ad  budget 
table;  the  next  year  it  took  $15  million. 
Yet  less  than  a  decade  later,  1953,  the 
firm  was  spending  that  much  on  tv 
alone.  Today,  P&G  relies  so  heavily  on 
tv  that  about  82%  of  its  total  $59 
million  ad  budget  is  spent  here. 

•  Disc  Jockey  Gags,  by  Walt  Hiley, 
Vantage  Press;  86  pp.;  $2. 

The  subtitle  of  this  slim  collection 
of  gags,  "Hiley  Seasoned,"  prepares  the 
reader  for  its  contents.  Under  such 
chapter  headings  as  "Foolosophy," 
"The  Tender  Passion"  and  "This  Mortal 
Coil"  may  be  found  as  varied  a  group 
of  puns  as  Joe  Miller  could  wish  for. 
It  being  impossible  to  amuse  all  of  the 
people  all  of  the  time,  some  of  the  gags 
are  funny  and  some  are  not,  but  the 
percentage  that  do  bring  a  grin  or  a 
chuckle  is  surprisingly  high. 

The  last  gag  in  the  book  is  apropos 
on  all  sides : 

"Here's  to  a  departed  disc  jockey, 
At  his  passing  we  are  naturally  sad, 

But  he  rates  special  glory 

On  the  ending  of  his  story — 
He  was  reading  a  commercial — 
Bravo,  lad!" 

•  shrdlu:  an  affectionate  chronicle  of 
the  National  Press  Club,  Colortone 
Press;  160  pp.;  available  through 
NPC,  Washington  4,  D.C.,  or  its 
members  at  $5.25. 

On  its  golden  anniversary,  the  Na- 
tional Press  Club  has  produced  an  in- 
formal history  of  its  founders  and  mem- 
bers, the  myriad  personalities  who  have 
been  its  guests  and  many  of  the  amus- 
ing incidents  which  have  given  it  so 
distinctive  a  character.  The  NPC  has 
been  called  "the  largest  exclusive  club 
in  the  world,"  and  a  comparison  of  its 
original  roster — 32  men  on  March  12, 
1908 — with  its  present  roll  of  4,673 
confirms  the  description,  shrdlu  reflects 
in  words  and  pictures  the  spirit  of  this 
constantly  growing  organization  of 
newsmen. 

Among  the  many  firsts  that  have  oc- 
curred within  the  club's  walls  was  one 
of  broadcasting  significance  on  Jan.  14 
of  this  year.  President  Eisenhower  set 
a  precedent  that  day  by  permitting  live 
radio-tv  coverage  of  a  presidential  news 
conference  following  a  NPC  luncheon. 
Lasting  50  minutes,  the  session  was  fed 
to  all  major  networks.  At  its  conclu- 
sion, the  President  was  proclaimed  a 
member,  prompting  him  to  say,  "I  hope 
possession  of  this  card  gives  me  cer- 
tain immunity  that,  up  to  this  moment, 
has  not  been  mine."  This,  along  with 
other  advances  by  radio-tv  newsmen,  is 
chronicled  in  shrdlu. 
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El  A  committee  to  set 
stereophonic  standard 

Stereophonic  broadcasting,  growing 
suddenly  in  popularity  without  pattern 
or  uniform  definitions,  will  be  given  a 
set  of  standards. 

Methods  of  broadcasting  multiple 
versions  of  programming  will  be  taken 
up  by  a  new  National  Stereophonic  Ra- 
dio Committee,  formed  under  the  aus- 
pices of  Electronic  Industries  Assn.  Its 
function  is  of  a  public  service  nature, 
similar  to  the  National  Television  Sys- 
tems Committee  that  created  technical 
standards  governing  television. 

Dr.  W.R.G.  Baker,  director  of  the 
EIA  engineering  department,  said  the 
committee  will  be  organized  into  six 
panels.  These  will  review  technical  fac- 
tors in  broadcasting  stereo  on  a  com- 
patible basis  (not  interfering  with  exist- 
ing public  broadcast  service).  Present 
radio  sets  continue  to  provide  their 
existing  service  under  compatible  stereo 
but  additional  equipment  is  required  to 
provide  stereo  sound  from  compatible 
stereo  broadcast  signals. 

Dr.  Baker  invited  all  those  who  have 
technical  proposals  to  send  them  to  the 
committee,  care  of  Virgil  M.  Graham, 
11  W.  42nd  St.,  New  York  36.  Mr. 
Graham  is  associate  director  of  the  EIA 
engineering  department.  The  NSRC 
operation  will  be  under  policy  direction 
of  an  administrative  committee  headed 
by  Dr.  Baker  and  David  B.  Smith,  Phil- 
co  Corp.,  vice  chairman. 

The  panel  organization: 

Coordination — Donald  G.  Fink,  Phil- 
co  Corp.,  chairman;  William  J.  Mor- 
lock,  General  Electric  Co.,  vice  chair- 
man. 

Panel  1,  System  Specifications — 
Charles  J.  Hirsch,  Hazeltine  Research 
Corp.,  chairman. 

Panel  2,  Interconnecting  Facilities — 
Axel  Jensen,  chairman;  John  M.  Bar- 
stow,  Bell  Telephone  Labs.,  vice  chair- 
man. 

Panel  3,  Broadcast  Transmitters — 
Ralph  N.  Harmon,  Westinghouse 
Broadcasting  Co.,  chairman. 

Panel  4,  Broadcast  Receivers — Joseph 
N.  Benjamin,  David  Bogen  Co.,  chair- 
man. 

Panel  5,  Field  Testing — A.  Prose 
Walker,  NAB,  chairman;  Ross  H.  Be- 
ville,  WWDC-AM-FM  Washington, 
vice  chairman. 

Panel  6,  Subjective  Aspect — Dr.  A. 
N.  Goldsmith,  chairman. 

Raytheon  splits  market 

Raytheon  Manufacturing  Co.  (elec- 
tronics), Waltham,  Mass.,  has  split  its 
trading  areas  into  six  regional  sales 


offices:  Boston,  New  York,  Baltimore, 
Cleveland,  Chicago  and  Los  Angeles. 

Resident  commercial  managers  are 
being  installed  in  these  areas.  They  will 
report  to  Assistant  Vice  President  Curtis 
R.  Hammond,  who  has  been  appointed 
corporate  director  of  regional  commer- 
cial administration. 

Zenith  splits  stock 

A  three-for-one  stock  split,  antici- 
pated since  last  fall,  was  recommended 
by  the  board  of  directors  of  Zenith 
Radio  Corp.  Tuesday,  after  the  market 
closed  at  $178  on  Zenith  stock.  Share- 
holders are  expected  to  vote  on  the 
proposal  at  their  annual  meeting  April 
28. 

The  directors  also  declared  a  75  cent 
quarterly  dividend  on  present  stock, 
payable  March  31  to  shareholders  of 
record  March  13.  The  previous  divi- 
dend was  50  cents.  The  current  split 
actually  represents  a  200%  stock 
dividend. 

Zenith  initially  split  its  stock  two- 
for-one  March  31,  1958.  The  new  split 
calls  for  the  issuance  of  two  additional 
$1  par  shares  to  each  share  outstand- 
ing. Zenith  stock  reached  a  new  high 
of  208  ^  last  month,  but  fell  off 
8V2  points  last  Monday  and  Tuesday. 

•  Technical  topics 

•  Telechrome  Mfg.  Corp.,  Amityville, 
L.I.,  announces  introduction  of  a  spe- 
cial effects  generator,  model  490-A, 
which  is  capable  of  producing  "72  dif- 
ferent pre-set  dissolves  and  an  infinite 
number  of  special  effects  which  may  be 
keyed  electronically."  Model  is  report- 
edly the  only  commercial  instrument 
which  will  operate  on  both  black-white 
and  color  tv  signals.  Additional  sepa- 
rate features  are  waveform  generator, 
switching    amplifier,    remote  control 


panel  and  power  supply.  For  further  in- 
formation write  H.  Charles  Riker,  v.p., 
Telechrome  Mfg.  Corp.,  28  Ranick 
Drive,  Amityville,  L.I. 

•  Califone  Corp.,  Hollywood,  intro- 
duces the  Cue  Master,  a  precision  in- 
strument for  its  phonographs  that  pro- 
vides "immediate  and  exact  selection 
of  any  desired  groove  on  any  size 
phonograph  record."  For  further  infor- 
mation, write  Califone  Corp.,  1041 
N.  Sycamore  Ave.,  Hollywood  38,  Calif. 

•  RCA's  broadcast  and  tv  department, 
Camden,  N.J.,  announces  availability 
of  the  new  RCA  broadcast  camera 
equipment  catalog.  Book  describes  com- 
pany's line  of  color  and  monochrome 
cameras,  camera  accessories,  lighting 
equipment  and  mobile  units  for  tv  sta- 
tions and  closed-circuit  use. 

•  May  1  is  the  deadline  for  technical 
papers  to  be  presented  at  the  Aug.  18- 
21  Wescon  technical  sessions  in  San 
Francisco.  Authors  may  submit  100- 
200-word  abstracts,  plus  complete  texts 
or  additional  detailed  summaries  to: 
Chairman  of  the  Technical  Program, 
Dr.  Karl  R.  Spangenberg,  Wescon,  60 
W.  41st  Ave.,  San  Mateo,  Calif.  Au- 
thors will  be  notified  of  acceptance  or 
rejection  of  papers  by  June  1. 

•  Collins  Radio  Co.  has  been  chosen 
to  develop  the  complete  electronic  ap- 
paratus aboard  the  first  U.S.  manned 
space  satellite,  the  Cedar  Rapids,  Iowa, 
company  has  announced.  The  National 
Aeronautics  &  Space  Agency  awarded 
Project  Mercury  to  McDonnell  Aircraft 
Co.  last  week,  and  McDonnell  has 
chosen  Collins  for  the  electronic  instru- 
mentation —  radio  voice,  command, 
telemetry,  guidance  and  tracking  facili- 
ties. Collins  is  also  providing  voice  com- 
munications and  electronic  navigation 
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facilities  for  the  Air  Force's  X-15 
manned  rocket,  scheduled  to  send  a 
man  100  miles  into  space  early  this 
year. 

•  Ampex  Corp.,  Redwood  City,  Calif., 
has  issued  a  32-page  engineering  de- 
partment publication  describing  the  con- 
version of  the  Ampex  VR-1000  video- 
tape recorder  to  color.  Brochure  in- 
cludes 12  full-page  schematic  diagrams. 

•  RCA  reports  recent  shipments  of 
these  transmitters:  25-kw  to  WALB- 
TV  Albany,  Ga.,  and  used  10-kw  to 
KBLI  (TV)  Pocatello,  Idaho,  and  these 
antennas:  superturnstile  to  KONA 
(TV)  Honolulu;  pylon  to  WKBN-TV 
Youngstown,  Ohio,  and  travelling  wave 
12-gain  to  WBAL-TV  Baltimore  and 
to  WJZ-TV  Baltimore. 

•  Westrex  Corp.,  division  of  Litton 
Industries,  N.Y.,  announces  addition 
of  high  frequency  type  52  single  side- 
band radio  telephone  receiver.  Unit  is 
designed  to  be  compatible  with  exist- 
ing transoceanic  single  sideband  sys- 
tems and  has  two  independent  side- 
bands capable  of  delivering  up  to  four 
simultaneous  3000  cycle  telephone 
and/ or  teletype  channels.  For  informa- 
tion write  Westrex,  111  8th  Ave.,  New 
York  11,  N.Y. 


INTERNATIONAL 


CODE  IN  CUBA 
Mestre  says  U.S.  films 
have  bad  influence 

U.S.  television  films  are  exerting  an 
undesirable  influence  on  Latin  Ameri- 
can tv,  according  to  Goar  Mestre,  pres- 
ident of  Cuba's  CMQ  radio  and  tv  net- 
works. 

In  a  panel  discussion  Wednesday 
(Jan.  28)  of  the  impact  of  global  tv  on 
Hollywood  and  vice  versa  during  a 
meeting  of  the  Academy  of  Television 
Arts  &  Sciences,  Mr.  Mestre  said  that 
for  many  years  the  governments  of 
Central  and  South  American  countries 
had  been  trying  to  gain  program  con- 
trol of  radio  and  television,  using  the 
excuse  that  control  of  program  content 
was  necessary  for  moral  reasons. 

To  combat  this,  Mr.  Mestre  ex- 
plained, 12  years  ago  in  Cuba,  broad- 
casters, advertisers  and  advertising  agen- 
cies, together  with  groups  of  civic  lead- 
ers, prepared  a  broadcasting  code  and 
appointed  a  czar  whose  decisions  are 
final.  Since  then,  he  said,  the  broad- 
casters have  kept  government  out  of 
programming   by   demonstrating  that 
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in  reserve: 


When  you  specify  Utility  Towers 
you  get  Strength  in  Reserve.  Our 
towers  are  designed  and  built  to 
withstand  far  greater  stresses 
and  pressures  than  are  normally 
expected.  Yet  we  give  you  this 
reserve  strength  at  a  highly 
competitive  price.  And  we  get  the 
job  done  on  time.  These  are  some 
of  the  reasons  Utility  Towers 
are  known  the  nation  over  as  the 
"Tops  in  Towers." 


they  themselves  were  adequately 
policing  their  own  output. 

But  today,  Mr.  Mestre  stated,  Cuban 
advertisers  are  beginning  to  resist  the 
code.  They  complain  that  the  rules 
that  bind  their  live  tv  programs  do  not 
apply  to  the  U.S.  producers  whose  tv 
films  are  broadcast  in  Cuba.  Already, 
he  said,  it  has  been  necessary  to  revise 
the  code,  to  ease  restrictions  on  local 
live  programs  which  cannot  be  imposed 
on  imported  telefilms. 

"We're  waging  a  losing  battle,"  he 
declared,  pointing  out  that  under  the 
code's  prohibition  of  suicide  scenes  and 
dope  addiction  in  tv  programs,  a  num- 
ber of  the  52  U.S.  film  shows  seen 
on  Cuban  television  each  week  would 
have  to  be  dropped. 

Ralph  Cohn,  president  of  Screen 
Gems,  one  of  the  largest  producers  of 
filmed  programs  for  television,  asked 
for  copies  of  the  Cuban  code  and  of 
any  similar  codes  from  other  countries. 
The  motion  picture  industry  faced  this 
problem  many  years  ago,  he  reported, 
and  collected  codes  from  all  parts  of 
the  world,  which  were  considered  when 
motion  pictures  were  produced  so  that 
they  would  not  be  shut  out  of  profitable 
foreign  markets.  The  same  thing  could 
happen  in  television,  he  indicated. 

Along  with  Mr.  Cohn  and  Mr. 
Mestre,  the  ATAS  panel  on  worldwide 
tv  film  problems  included  Rodney 
Erickson,  vice  president  in  charge  of 
global  sales  for  Warner  Bros.  Tv, 
Michio  Ito,  board  member  of  the  Nip- 
pon Tv  Network  of  Japan;  Peter  Lome, 
chairman  of  the  European  marketing 
committee  of  McCann-Erickson,  Lon- 
don; Alfred  Stem,  NBC  director  of 
international  operations,  and  Jean 
Bartel,  singer-actress  who  has  been  ap- 
pearing on  Brazilian  tv.  Frederic  W. 
Wile  Jr.,  business  manager  of  MGM- 
TV,  was  moderator. 

Some  of  the  topics  discussed  at  the 
meeting  were: 

•  Foreign  markets,  which  provide  up 
to  50%  of  the  gross  revenue  of  theat- 
rical pictures,  may  produce  as  much  as 
25%  of  the  gross  of  a  tv  film,  but  to  get 
this  distribution  under  current  condi- 
tions may  cost  up  to  40%  of  the  gross, 
Mr.  Cohn  said.  In  five  years,  foreign 
markets  may  account  for  45-50%  of 
a  telefilm's  gross,  Mr.  Erickson  pre- 
dicted, concurring  with  Mr.  Cohn  on 
the  high  cost  of  selling  tv  film  abroad. 

•  Commercial  tv  in  Britain,  with  its 
emphasis  on  entertainment  in  place 
of  culture,  has  been  very  popular  with 
both  advertisers  and  public,  Mr.  Lome 
said.  He  reported  that  currently  about 
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50%  of  all  advertising  placed  by  Mc- 
Cann-Erickson  in  the  United  Kingdom 
goes  for  television. 

•  Global  tv  networks  are  things  of 
the  distant  future,  according  to  Mr. 
Stern.  Ke  put  live  trans-Atlantic  tele- 
vision, from  five  to  10  years  off,  at 
least.  More  optimistic,  Mr.  Ito  said 
Japanese  scientists  are  studying  the 
feasibility  of  a  trans-Pacific  tv  network 
via  Alaska  and  hope  to  have  real  prog- 
ress to  report  within  the  next  year. 

•  Videotape  is  either  installed  or  on 
order  in  England,  Germany,  Japan, 
Mexico,  Cuba,  Argentina  and  elsewhere. 
Mr.  Stern  predicted  it  will  become  as 
important  abroad  as  at  home.  Differ- 
ences in  currents,  with  some  countries 
on  50-cycle,  some  on  60-cycle,  at  pres- 
ent prevent  complete  interchangeability 
of  tapes,  but  both  AmDex  and  RCA  are 
working  on  this  problem,  he  reported. 

•  Discussing  his  recent  visit  to  Rus- 
sia, Mr.  Cohn  said  that  tv  there  is  in 
much  the  state  it  was  in  the  U.S.  ten 

.  years  ago.  There  are  about  three  mil- 
lion tv  homes.  Moscow  has  two  stations 
operating  seven  hours,  six  days  a  week; 
other  Russian  cities  have  one  station  on 
the  air  three-to-eight  hours  a  day,  three- 
to-seven  days  a  week.  Networks  are  just 
getting  started  and  in  the  near  future 
will  connect  Russia  with  the  outside 
world,  through  Eurovision,  as  well  as 
provide  national  service. 

•  Unfavorable  rate  of  exchange  and 
high  import  duties  have  kept  U.S.  tv 
films  out  of  Brazil,  Miss  Bartel  re- 
ported. Programming  there  is  98%  live, 
timing  is  casual  and  there  are  few  if  any 
rehearsals.  There  are  no  unions  for  per- 
formers, who  get  paid  by  the  month, 
and  no  residuals.  The  biggest  show  on 
Brazilian  tv.  a  two-hour  musical  in 
which  she  was  starred,  cost  less  than 
$3,000  to  produce,  she  said. 

Canadian  television 
at  77%  saturation 

There  are  now  3,241,300  television 
households  in  Canada,  out  of  total  4,- 
196,000  households,  or  77%  of  all 
households,  according  to  the  Bureau  of 
Broadcast  Measurement.  Toronto,  Ont. 
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Total  estimated  population  at  Novem- 
ber 1958  was  17,180,200.  BBM  re- 
ports no  radio  households,  on  basis  that 
almost  all  households  have  radio  re- 
ceivers. 

High  point  in  tv  household  satura- 
tion is  in  Quebec  province  with  86% 
or  920,300  tv  households.  Ontario 
province  has  85%,  Nova  Scotia  75%, 
British  Columbia  67%,  Manitoba  66%, 
New  Brunswick  66%,  Alberta  64%, 
Prince  Edward  Island  59%,  Saskatche- 
wan 56%  and  Newfoundland  40%. 

Heaviest  saturation  in  metropolitan 
districts  is  for  Quebec  City,  Que.,  with 
97%  saturation  with  66,900  tv  house- 
holds out  of  69,100  households,  fol- 
lowed by  Windsor,  Ont.  (opposite  De- 
troit) with  95  per  cent  saturation  or 
51,600  tv  households  out  of  total  54,- 
100  households. 

Canada  music  fee  2% 

Canadian  radio  stations  will  pay  2% 
of  gross  revenue  to  the  Composers, 
Authors  &  Publishers  Assn.  of  Canada 
Ltd.  (CAP AC),  for  use  of  its  repertoire 
in  1959,  and  Canadian  tv  stations  will 
pay  IV2  %  of  gross  revenue.  This  is  up 
from  the  1  %  %  on  gross  revenue  which 
independent  Canadian  radio  stations 
have  been  paying  in  recent  years  and 
the  nominal  sum  Canadian  tv  stations 
have  been  paying.  The  rate  was  set 
after  hearings  before  the  Canadian 
Copyright  Board  at  Ottawa  last  fall. 
Canadian  Broadcasting  Corp.,  owned  by 
the  Canadian  government,  will  pay 
CAP  AC  2  cents  per  capita  on  the  pres- 
ent population  of  about  17,750,000,  or 
about  $355,000. 

Lord's  Day  decision 

The  Supreme  Court  of  Canada  ruled 
Tuesday  (Jan.  27)  that  Canadian  Broad- 
casting Corp.  was  immune  from  pros- 
ecution for  broadcasting  on  Sunday.  It 
was  a  4-3  vote  by  the  court.  CBC  had 
been  charged  along  with  CKEY 
Toronto,  and  three  Toronto  daily  news- 
papers for  violation  of  the  50-year  old 
Canadian  Lord's  Day  act  in  March 
1957.  CBC  appealed  through  courts 
that  as  a  government  body  it  was  ex- 
empt from  the  charge.  Following  the 
Supreme  Court  announcement,  Ontario 
Attorney  General  Kelso  Roberts  stated 
that  the  Toronto  case  against  CKEY 
and  the  newspapers  will  probably  be 
dropped  when  it  comes  up  in  the 
magistrates  court  late  this  month. 

•  Abroad  in  brief 

•  Yugoslavia  now  has  more  than  1 
million  radio  sets  in  use.  The  country, 
population  about  18  million,  has  eight 
medium  wave  stations,  15  shortwave 
and  vhf  transmitters  plus  1 1  satellite 
transmitters.    Yugoslavia's   three  tele- 
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CMQ  stations  putting  out  peaceful  signal 


When  Fidel  Castro's  rebel  forces 
marched  into  Havana  last  month, 
one  of  their  first  moves  was  to  com- 
mandeer the  facilities  of  CMQ  and 
CMQ-TV,  program  source  of  the 
CMQ  Radio  and  Tv  Networks,  and 
take  them  over  as  their  own  com- 
munications center,  directing  mili- 
tary activities  and  keeping  the  pub- 
lic informed.  CMQ  President  Goar 
Mestre  gave  a  firsthand  account  last 
week  in  Hollywood,  where  he  par- 
ticipated in  a  panel  discussion  of 
global  tv  presented  by  the  Academy 
of  Television  Arts  &  Sciences  (see 
page  66). 

Although  the  six  days  that  his  net- 
works were  run  by  the  rebels  cost 
something  like  $100,000  in  lost  com- 
mercial revenue,  Mr.  Mestre  is  not 
unhappy  about  the  situation.  "We 
came  through  very  nicely,  along  with 
other  Cuban  broadcasters  who  took 
an  impartial  position,"  he  said.  He 
contrasted  their  lot  with  that  of  two 
other  Cuban  radio  networks,  Cir- 
quito  Nacional  Cubano  and  Union 
Radio,  whose  station  holdings  have 
been  confiscated  by  the  Castro  gov- 
ernment. CNC's  former  owner,  also 
a  former  son-in-law  of  deposed  dicta- 
tor Fulgencio  Batista,  will  probably 
not  return  to  Cuban  broadcasting  as 
long  as  the  Castro  regime  is  in 
power.  Union  Radio,  owned  by  the 


Confederation  of  Cuban  Workers 
,  (comparable  to  the  AFL-CIO  in  the 
U.S.),  will  probably  be  returned  to 
the   organization   after   its  official 


Cuban  broadcaster  Mestre:  tension's  gone  now 

ranks  have  been  purged  of  Batista 
supporters. 

As  a  Cuban  patriot,  Mr.  Mestre  is 
happy  that  his  stations  helped  to  pre- 
vent bloodshed  in  Havana  by  "letting 
people  stay  at  home  and  watch  the 
revolution  on  tv  instead  of  going  out 


in  the  streets." 

And  as  a  broadcaster,  he  rejoices 
in  the  end  of  "seven  miserable  years, 
during  which  we  were  harassed,  per- 
secuted and  annoyed  by  the  govern- 
ment." For  the  last  two  years,  he 
said,  Cuban  broadcasting  has  op- 
erated under  rigid  censorship,  with 
"all  constitutional  guarantees  taken 
away  and  all  civil  rights  gone.  That's 
no  way  to  operate  radio  and  tele- 
vision." 

Mr.  Mestre,  in  September  1957, 
went  into  self-imposed  exile  in  pro- 
test against  a  Batista  decree  which 
"converted  broadcasters  into  mere 
puppets  of  the  government"  and  did 
not  return  to  his  native  land  until  the 
following  year,  after  the  law  had 
been  repealed.  He  credits  the  change 
in  large  part  to  the  Inter-American 
Assn.  of  Broadcasters,  of  which  he  is 
a  past  president.  The  repeal  came, 
he  said,  following  a  meeting  of  the 
IAAB  board  with  Mr.  Batista. 

CMQ  was  an  important  part  of 
the  rebel  movement,  Mr.  Mestre 
stated,  with  80%  of  its  personnel 
either  active  in  or  sympathetic  to  the 
movement.  "In  the  last  two  years, 
we  lost  38  employes  who  were  in 
prison,  in  exile,  in  hiding  or  fighting 
with  Castro.  They're  all  back  now  at 
their  old  jobs,  which  we  held  for 
them." 


vision  stations  serve  7,000  licensed  re- 
ceivers, 600  of  which  are  in  Belgrade. 

•  Official  West  German-West  Berlin 
figures  place  the  country  second  among 
the  world's  exporters  of  electrical  ap- 
pliances (including  radio-tv  sets,  phono- 
graphs). About  $7.8  million  worth  was 
exported  by  West  Germany  in  1958. 
America,  according  to  the  figures,  is  the 
largest    electrical    appliance  exporter. 


Great  Britain  is  third.  The  figures  show 
that  sales  of  tv  receivers  last  year  in- 
creased 85%  in  West  Germany.  The 
country  expects  a  general  appliance 
sales  increase  of  10%  in  1959. 

•  Canadian  Broadcasting  Corp.,  Ottawa, 
Ont,  has  appointed  McGavren-Quinn 
Corp.,  N.Y.,  as  exclusive  representative 
in  the  United  States  for  its  Trans-Can- 
ada  and   Dominion  English-language 


radio  networks  for  spot  business.  R.  S. 
Joynt,  CBC  assistant  director  of  radio 
network  sales,  Toronto,  Ont.,  will  be 
liaison  between  CBC  and  McGavren- 
Quinn  Corp. 

•  Canadian  radio  set  sales  totalled 
71,042  in  November  1958,  compared 
with  63,087  in  November  1957;  tele- 
vision set  sales  were  down  from  60,- 
481  in  November  1957,  to  51,417  last 
November,  Electronic  Industries  Assn. 
of  Canada,  Toronto,  reports.  Only  port- 
able radio  sets  increased  in  sales  in  the 
January-November  1958  period  over 
the  previous  year,  with  75,034  sets  sold 
last  year  and  50,166  in  the  1957  period. 
Similarly  portable  tv  sets  were  sold  in 
larger  numbers  in  1958  than  in  1957, 
with  59,790  sets  sold  last  year  as 
against  41,393  in  1957. 

•  Pulse  Ltd.,  the  British  affiliate  of  the 
U.S.  research  organization,  started  a 
continuing  study  of  tv  audience  charac- 
teristics in  London  on  Feb.  1.  It  is 
patterned  on  the  qualitative  data  now 
provided  U.S.  subscribers  in  the  network 
Pulse  radio  and  tv  reports,  covering  au- 
dience composition  and  product  use. 


RADIO-TELE-LUXEMBOURG 

GIVES  ADVERTISERS  COVERAGE  OF 
BELGIUM  and  NETHERLANDS .  .  .  Over  1,000,000  Radio  Homes 
England.  .2,800,000  Radio  Homes  France.  .  .3,500,000  Radio  Homes 
Germany  Ruhr;  Rhineland-Pfalz 

WE  HAVE  NOT  LOST  AN  AMERICAN 
ADVERTISER  IN  OVER  10  YEARS! 

Advertisers  now  using  RADIO-TELE-LUXEMBOURG 

•  Aqua  Velva  •  Frigidaire  *  Nescafe  ■  Philips  Yeast 

•  Colgate  Palmolive      •  Tide  *  MacCormick  •  Toni 

•  Lux  •  Prom  *  Carters  •  White  Rain 

•  Gillette  •  Singer  •  Watermans 

And  others 

GUY  BO  LAM  MU  5-1300 

AMERICAN  SALES  &  SERVICING  AGENCY  370  Lexington  Ave. 
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Snowmanship  •  Howdee  Meyers,  vice  president  in  the  Chicago  office  of 
Venard.  Rintoul  &  McConnell  Inc.,  station  representative,  is  no  one  to 
pass  up  a  chance  for  a  pitch.  And  so  these  snowy  mornings  he  can  be  found 
outside  the  Prudential  Building,  in  full  view  of  several  large  advertising 
agency  offices,  "stomping"  out  sales  messages.  In  the  left  panel  he  sets  out 
to  promote  a  trio  of  clients.  Footsteps  in  the  right  panel  lead  up  to  the 
result,  promoting  WERE  Cleveland,  WGST  Atlanta  and  WILX-TV  Onon- 
daga. Mich.  The  message  was  meant  for  media  departments  overhead  of 
Leo  Burnett.  D'Arcy  and  Needham.  Louis  &  Brorby. 


The  boys  from  Syracuse 

Former  boxing  champion  Carmen 
Basilio  and  other  professional  sports- 
men were  the  stars  of  a  Jan.  22  WSYR- 
AM-TV  Syracuse.  N.  Y.,  luncheon  for 
about  100  agencymen  in  Chicago. 

The  Syracuse  outlets  took  Mr.  Basilio, 
Cleveland  Browns  fullback  Jimmy 
Brown  and  Adolph  Schayes  of  the  Syra- 
cuse Nationals  basketball  team  to  show 
the  Chicagoans  that  Syracuse  is  "the 
home  of  champions."  Among  the 
WSYR  stations'  staffers  attending  the 
luncheon:  E.  R.  Vadeboncoeur.  presi- 
dent-general manager;  William  V.  Roth- 
rum,  vice  president;  William  R.  Alford, 
sales  director;  Fred  I.  Geiger,  tv  sales 
manager;  Fred  Hillegas,  news  editor; 
Ed  Murphy,  air  personality,  and  Bill 
O'Donnell.  sports  editor. 

WBRE-TV  puts  money  in  radio 

WB  RE-TV  Wilkes  -  Barre  -  Scranton, 
Pa.,  is  allocating  most  of  its  first-quar- 
ter advertising  budget  to  radio,  David 
M.    Baltimore,   vice  president-general 


manager,  has  announced.  The  tv  outlet 
has  bought  spots,  slotted  between  6:30- 
7  p.m..  on  seven  northeast  Pennsylvania 
radio  stations. 

Of  the  radio  advertising,  Mr.  Balti- 
more says,  "We  can  reach  potential  tv 
viewers  in  the  home  and  another  all- 
important  group,  those  tuned  to  auto- 
mobile radios — a  segment  that  can't  be 
reached  through  newspaper  advertis- 
ing." WBRE-AM-FM  are  radio  com- 
panions of  WBRE-TV. 

16,000  dig  for  'Treasure' 

To  promote  Bill  Burrud's  Treasure 
series  of  filmed  visits  to  famous  treas- 
ures of  the  world,  broadcast  Tuesday. 
7-7:30  p.m..  on  KCOP  (TV)  Los  Ange- 
les, Bill  Burrud  Productions  set  up  a 
treasure  trove  of  its  own,  at  Corrigan- 
ville,  Calif,  (some  30  miles  out  of  Los 
Angeles),  and  for  four  weeks  invited 
Treasure  viewers  to  go  out  at  2  p.m. 
one  Sunday  and  start  digging  for  treas- 
ure chests  containing  $500  in  cash, 


$200  in  cash,  a  trip  for  two  to  Hawaii 
and  numerous  other  lesser  prizes. 

In  place  of  the  usual  admission 
charge  of  90  cents  for  adults  and  50 
cents  for  children.  Treasure  viewers 
were  told  they  could  gain  admittance 
to  Corriganville  on  that  day  with  a 
seal  from  a  jar  of  Mary  Ellen's  Jams  & 
Jellies,  made  by  the  program's  spon- 
sor. Although  it  turned  out  to  be  a 
cold,  raw  day,  16,000  persons  delivered 
Mary  Ellen  seals  to  Corriganville  gate- 
keepers, to  the  delight  of  Bill  Burrud. 
Mary  Ellen  and  Guild,  Bascom  &  Bon- 
figli,  San  Francisco,  Mary  Ellen's  agen- 
cy. 

WAVE-AM-TV  commission  opera 

An  original  three-act  opera  based 
on  Maeterlinck's  play  "Sister  Beatrice," 
has  been  commissioned  by  WAVE-AM- 
TV  Louisville.  Ky..  to  mark  the  dedica- 
tion of  the  station's  new  radio-tv  cen- 
ter next  autumn.  The  composer  is  Lee 
Hoiby,  34,  whose  first  opera,  "The 
Scarf,"  was  produced  in  Italy  last  sum- 
mer. Mr.  Hoiby's  new  work  will  be 
broadcast  and  teleca-st  by  WAVE-AM- 
TV  following  the  completion  of  the 
center,  now  under  construction. 

WGBH-FM  heard  in  Europe 

A  Boston  Symphony  concert  broad- 
cast across  the  Atlantic  by  WGBH-FM 
Boston  sounded  "very  good"  in  the  capi- 
tals of  Europe,  listeners  abroad  have 
told  WGBH-FM.  The  educational  sta- 
tion on  Jan.  23  originated  the  live  pro- 
gram conducted  by  Pierre  Monteux  to 
Great  Britain,  France  and  Belgium  di- 
rectly from  Boston's  Symphony  Hall. 

The  concert  was  transmitted  by  ocean 
cable  and  picked  up  by  the  BBC,  Radio- 
diffusion  Francaise  and  Radio  Brussels. 
It  was  beamed  to  a  potential  audience 
of  90  million  in  Great  Britain.  France 
and  Belgium. 

•  Drumbeats 

•  WDRC  Hartford  is  giving  the  wel- 
come treatment  to  new  members  of  the 
Greater  Hartford  Chamber  of  Com- 
merce. Harvey  Olson.  WDRC  public 
relations  vice  president,  interviews  them 
on  tape,  broadcasting  tapes  throughout 
the  station's  24-hour  schedule. 

•  KMOX-TV  St.  Louis  reports  orig- 
inating the  first  live  telecast  from  local 
police  headquarters  when  it  visited  the 
police  crime  laboratory  on  the  Saturday 
morning  program,  On  Location.  The 
program  concentrated  on  firearms  iden- 
tification, lie  detectors,  and  scientific 
investigation  procedure. 

•  Five  thousand  spectators  turned  out 
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Equipping  a 
Radio  Station? 


EES 


New  RCA 
5  KWFM  Transmitter 
Designed  for 
Multiplexing 

A  "Direct  FM"  system  plus  many 
other  outstanding  performance 
features  such  as  built-in  remote 
control  provisions  and  screen  volt- 
age power  output  control,  make  the 
BTF-5B  today's  best  FM  transmit- 
ter buy.  Its  5000-watt  power  out- 
put provides  adequate  coverage  of 
a  multiplex  channel  and  improved 
coverage  for  conventional  opera- 
tion. New  Exciter,  Type  BTE-10B, 
uses)"Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  re- 
quired. Whatever  your  equipment 
needs-SEE  RCA  FIRST! 


Or  write  for  descriptive  liter- 
ature to  RCA,  Dept.  P-22, 
Building  15-1,  Camden,  N.  J. 


RADIO  CORPORATION 
of  AMERICA 


to  watch  a  d.j.  of  KUSN  St.  Joseph, 
Mo.,  broadcast  for  two  hours  from 
a  flag  pole  atop  the  station's  new  studio 
building.  Five  hundred  balloons  were 
dropped,  containing  merchandise  gift 
certificates. 

•  In  three  weeks  of  intensive  air  pro- 
motion, WONE  Dayton,  Ohio,  col- 
lected $3,500  to  send  an  18-year-old 
boy  needing  heart  surgery  to  Mayo 
Clinic.  The  operation  is  credited  with 
saving  the  boy's  life. 

•  KNTV  (TV)  San  Jose,  Calif.,  launched 
1 1  new  shows  in  a  "Blast  Off"  heralded 
with  an  11 -day  countdown.  Propellants: 
a  KNTV  space  man  who  wandered 
streets  of  San  Jose,  Salinas,  Monterey 
and  Santa  Cruz;  air  spots;  newspaper 
ads;  70,000  jumbo  postcards,  and 
other  mailings. 

•  WMT  Cedar  Rapids,  Iowa,  reports  it 
had  86  new  advertising  outlets  following 
snow-storms  hitting  the  state.  They 
were  the  area's  schools  which  advised 
families  "in  case  of  storms,  please  tune 
to  WMT."  The  station  carried  "no- 
school"  announcements  for  the  schools 
as  a  public  service,  when  difficult  trans- 
portation conditions  forced  cancellation 
of  classes. 


All-Tennessee    hookup   •  The 

72-station  network  formed  by  the 
Tennessee  Assn.  of  Broadcasters 
for  the  governor's  inaugural  set  a 
state-network  size  record,  TAB 
reports.  Behind  the  microphone 
(1  to  r):  retiring  Gov.  Frank  Clem- 
ent, Tennesse  Supreme  Court  Jus- 
tice Allen  Prewitt  and  Gov.  Bu- 
ford  Ellington,  being  sworn  in. 
WLAC  Nashville  originated  the 
pickup  for  the  TAB,  but  used 
only  "TAB"  call  letters. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Jan.  22  through  Jan.  28:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERF — effective  radiated  power,  vhf 
— very  high  frequency,  uhl— ultra  high  fre- 
quency, ant.— antenna,  aur.— aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  me — mega- 
cycles. D — day.  N— night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
— unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary  communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ. 


New  Tv  Stations 

ACTIONS  BY  FCC 

Presque  Isle,  Me— WLBZ  Tv  Inc. — Grant- 
ed ch.  10  (192-198  mc);  ERP  15.5  kw  vis.,  7.8 
kw  aur.;  ant.  height  above  average  terrain 
391  ft.,  above  ground  96.7  ft.  Estimated 
construction  cost  $31,300,  first  year  operating 
cost  $55,000,  revenue  $70,000.  P.O.  address 
157  High  St.,  Portland,  Me.  Studio-trans, 
location,  Presque  Isle.  Geographic  coordi- 
nates 46°  43'  36"  N.  Lat.,  67°  55'  45"  W.  Long. 
Trans.,  ant.  RCA.  Legal  counsel  Smith  & 
Hennessey.  Washington,  D.C.  Consulting  en- 
gineer Page,  Creutz,  Steele  &  Waldschmitt 
Inc.,  Wash.,  D.C.  Maine  Bcstg.  Co.,  (licensee 
of  WLBZ-AM-TV  Bangor)  owns  98%  of 
applicant.  Mrs.  Adeline  Rines,  who  owns 
96%  of  Maine  Bcstg.,  also  owns  98%  of 
WRDO  Augusta  and  WCSH-AM-TV  Port- 
land, both  Maine.  Announced  Jan.  22. 
APPLICATIONS 

New  Orleans  Television  Corp.,  New  Or- 
leans, La.— Request  for  STA  to  operate 
on  ch.  13,  210-216  mc;  ERP  vis.  94.5  kw,  aur. 
47.2  kw,  in  New  Orleans,  La.  Subject  to 
condition  that  operation  on  ch.  13  shall 
cease  at  such  time  as  regularly  authorized 
tv  service  commences  in  New  Orleans  on 
ch.  12,  but  in  no  event  to  continue  beyond 
time  of  commencement  of  operation  on  ch. 
13  at  Biloxi,  Miss.  (Request  waiver  of  Sec. 


Existing  Tv  Stations 


ACTIONS  BY  FCC 
KCPP  (TV)  St.  Louis,  Mo.— Granted  ap- 
plication to  change  trans,  and  studio  loca- 
tions, decrease  aur.  ERP  to  158  kw,  with  316 
kw  vis.  and  ant.  height  to  1010  ft.,  change 
trans,  and  ant.  and  make  other  equipment 
changes  without  prejudice  to  whatever  ac- 
tion Commission  may  take  with  respect  to 
pending  petitions  of  St.  Louis  Amusement 
Co.  and  testimony  before  Special  Subcom- 
mittee on  Legislative  Oversight  of  House 
Committee  on  Interstate  and  Foreign  Com- 
merce, with  respect  to  ex  parte  representa- 
tions allegedly  made  to  Commission  on  be- 
half of  Columbia  Bcstg.  System  Inc.,  with 
respect  to  ch.  11  in  St.  Louis.  Announced 
Jan.  22. 

KSOO-TV  Sioux  FaUs,  S.D.— Is  being  ad- 
vised that,  unless  within  30  days  it  requests 
hearing,  its  application  for  additional  time 
to  construct  will  be  dismissed,  cp  canceled, 
and  call  letters  deleted;  also,  application  to 
increase  vis.  ERP,  ant.  height  above  average 
terrain,  change  type  trans.,  site,  and  to  make 
other  equipment  changes,  indicates  neces- 
sity of  hearing.  Announced  Jan.  22. 

APPLICATIONS 

KBIC-TV  Los  Angeles,  Calif.— Mod.  of 
cp  to  change  station  location  from  Los 
Angeles,  Calif,  to  South  Pasadena,  Calif. 
Studio  location  from  6540  Sunset  Blvd.. 
Los  Angeles,  Calif.,  to  South  Pasadena, 
Calif.  ERP  from  vis..  540  kw,  aur.  320  kw 
to  vis.  8.35  kw,  DA,  aur.  5.85  kw-DA;  change 
type  trans.,  changes  in  ant.  and  ant.  height 
above  average  terrain  2926  feet.  (Request 
waiver  of  Section  3.614(b)  (4)  and  Section 
3.685(e)  of  Rules).  Announced  Jan.  28. 
CALL  LETTERS  ASSIGNED 

KTVB  (TV)  Boise,  Idaho — Assigned  to 
KIDO  Inc.  Changed  from  KIDO-TV. 
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Translators 

Maupin  Television  Corp.,  Maupin,  Ore.— 

Is  being  advised  that  application  to  replace 
expired  cp  for  tv  translator  station  (K72AB) 
on  ch.  72  to  translate  programs  of  KOIN- 
TV  (ch.  6)  Portland,  indicates  necessity  of 
hearing.  Announced  Jan.  22. 

New  Am  Stations 

ACTIONS  BY  FCC 
Albuquerque,  N.M.— T.  I.  Moseley— Grant- 
ed 730  kc,  1  kw  D.  P.O.  address  1515  Indus- 
trial Way,  Belmont,  Calif.  Estimated  con- 
struction cost  $45,516,  first  year  operating 
cost  $48,000,  revenue  $90,000.  Sole  owner 
Mr.  Moseley  is  president,  Dalmo  Victor  Co., 
electronics  manufacturer.  Announced  Jan. 
22. 

Albuquerque,  N.M. — Tara  Bcstg.  Corp.— 
Granted  1310  kc,  1  kw  D.  P.O.  address  Mur- 
ray J.  Chikofsky,  Esq.,  444  W.  56th  St.,  New 
York  19,  N.Y.  Estimated  construction  cost 
$29,640,  first  year  operating  cost  $70,000, 
revenue  $75,000.  Owners  are  Larry  Stern, 
Arthur  Alexander  and  Murray  J.  Chikofsky 
(each  one-third).  Mr.  Stern  is  tv  film  sales 
and  distributor  rep.  Mr.  Alexander  has 
various  film  interests.  Mr.  Chikofsky  is 
house  counsel  of  film  firm.  Announced  Jan. 
22. 

Glens  Falls,  N.Y.— Vacationland  Bcstg. 
Corp.— Granted  1410  kc,  1  kw  D.  P.O.  ad- 
dress 168'/2  North  Union  St.,  Olean,  N.Y. 
Estimated  construction  cost  $20,241,  first 
year  operating  cost  $40,000,  revenue  $50,000. 
Owners  are  Olean  Bcstg.  Corp.  (62.96%)  and 
others.  Announced  Jan.  22. 

Rapid  City,  S.D.— Black  Hills  Radio  Inc.— 
Granted  920  kc,  1  kw  D.  P.O.  address  3640 
West  St.  Patrick  St.,  Rapid  City.  Estimated 
construction  cost  $21,751,  first  year  operat- 
ing cost  $40,000,  revenue  $55,000.  Owners  are 
Arthur  Jones  (29%),  Charles  Lien  (22%) 
and  others.  Mr.  Jones  is  KOTA-AM-TV 
Rapid  City  announcer-promotion  director. 
Mr.  Lien  is  in  gravel  and  crushed  rock. 
Announced  Jan.  22. 

APPLICATIONS 

Bridgeport,  Ala.— Bridgeport  Bcstg.  Co. 
1480  kc.  1  kw  D.  P.O.  address  Box  263. 
Estimated  construction  cost  $14,898,  first 
year  operating  cost  $32,000,  revenue  $38,500. 
Sole  owner  is  Roy  C.  McCloud,  TVA  elec- 
trician. Announced  Jan.  28. 

Iola,  Kan.— Iola  Bcstg.  Co.  1370  kc,  500  w 
D.  P.O.  address  Box  503  Carthage,  Mo.  Esti- 
mated construction  cost  $24,562,  first  year 
operating  cost  $42,000,  revenue  $48,000.  Sole 
owner  is  Lloyd  C.  McKenney  who  also  owns 
KRMO  Monett,  Mo.,  KMDO  Fort  Scott, 
Kan.,  and  is  50%  partner  in  KBHM  Bran- 
son, Mo.  Announced  Jan.  22. 

Rugby,  N.D.— Rugby  Bcstrs.  1450  kc.  250  w. 
P.O.  address  906  16th  Ave.,  W.,  Williston, 
N.D.  Estimated  construction  cost  $13,731, 
first  year  operating  cost  $31,200,  revenue 
$40,800.  Applicants  are  equal  partners  Olav 
Folkvord,  50%  owner  KSTV  Stephenville, 
Tex.;  Ray  Friederich,  Rugby  attorney  and 
Oscar  H.  Halvorson,  chief  engineer  KUMV- 
TV   Williston,   N.D.   Announced  Jan.  26. 

Lordsburg,  N.M.— Alan  A.  Kofi  950  kc. 
1  kw  D.  P.O.  address  Box  EE.  Estimated 
construction  cost  $16,165,  first  year  operat- 
ing cost  $36,000,  revenue  $40,000.  Mr.  Koff 
is  in  construction  business.  Announced  Jan. 
2B. 

Depew,  N.Y.— WEXC  Inc.  1300  kc.  1  kw 
D.  P.O.  address  875  Main  St.,  Buffalo  3,  N.Y. 
Estimated  construction  cost  $46,184,  first 
year  operating  cost  $45,000,  revenue  $52,000. 
Owners  of  applicant  corp.  are  Samuel  A. 
Varco  Jr.  (45%)  Buffalo  ad  agency  account 
executive;  F.  Robert  Greene  (20%)  part 
owner  WHAM,  WHFM  (FM)  Rochester, 
N.Y.,  Richard  C.  W.  Mauron  (20%)  Toronto, 
Canada  businessman;  Samuel  Varco  (10%) 
physician;  and  Thomas  L.  Vines  (5%) 
WBNY-AM-FM  Buffalo  chief  engineer.  An- 
nounced Jan.  28. 


Existing  Am  Stations 


ACTIONS  BY  FCC 

WBCH  Hastings,  Mich.— Granted  change 
from  DA-D  to  non-DA,  continuing  opera- 
tion on  1220  kc,  250  w,  D;  engineering  con- 
dition. Announced  Jan.  22. 

KOLO  Reno,  Nev. — Granted  change  from 
DA-1  to  DA-N,  continuing  operation  on  920 
kc,  1  kw,  unl.  Announced  Jan.  22. 

KPLK  Dallas,  Ore. — Granted  increase  of 
power  from  500  w  to  1  kw,  continuing  opera- 
tion on  1460  kc,  D.  Announced  Jan.  22. 
APPLICATIONS 

WAVO  Avondale  Estates,  Ga. — Cp  to  in- 
crease power  from  500  w  to  1  kw;  make 
changes  in  DA  system  (one  additional 
tower)  and  change  station  location  to 
Decatur,  Ga.  Announced  Jan.  22. 

WDAN  Danville,  HI. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Announced  Jan.  28. 
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WSME  Sanford,  Me.— Cp  to  change  freq. 
from  1220  kc  to  1340  kc;  change  hours  of 
operation  to  unl.;  change  power  to  250  w. 
500  w-LS  and  make  changes  in  trans,  equip- 
ment. Announced  Jan.  26. 

KWOS  Jefferson  City,  Mo.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  22. 

KWPM  West  Plains,  Mo.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  28. 

WTSB  Lumberton,  N.C.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  26. 

WLAF  La  Follette,  Tenn.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Announced  Jan.  26. 

KDWT  Stamford,  Tex.— Mod.  of  license  to 
change  hours  of  operation  from  unl.  to 
SH.  Announced  Jan.  22. 

WHSM  Hayward,  Wis.— Cp  to  increase 
power  from  1  kw  to  5  kw;  install  DA-D 
and  new  trans,  and  make  changes  in 
ground  system.  Announced  Jan.  22. 

KLUK  Evanston,  Wyo.— Mod.  of  license  to 
change  hours  of  operation  from  unl.  to  SH; 
Daily:  6:30  a.m.  to  6:30  p.m.  Announced 
Jan.  23. 

CALL  LETTERS  ASSIGNED 

KPGE  Page,  Ariz.— Harold  J.  Arnoldus. 

KAAB  Hot  Springs,  Ark.— The  Phoenix 
Co.  Changed  from  KWFC. 

WGHS  Cocoa  Beach,  Fla.— Mel  Wheeler. 

WJUD  St.  Johns,  Mich.— Justin  F.  Marzke. 

KRFS  Superior,  Neb.— Great  Plains  Bcstg. 
Inc. 

WKBK  Keene,  N.H. — KBR  Stations  Inc., 
1220  kc. 

WRAN  Dover,  N.J.— Lion  Bcstg.  Co. 

WJMK  N.  Syracuse,  N.Y.— James  A.  Mc- 
Kechnie.  „ 

WGOG  Walhalla,  S.C.— Oconee  Bcstg. 
Co.,  1460  kc. 

KPNG  Port  Neches,  Tex.— Mid-County  Ra- 

KNBE  Kanab,  Utah— Harold  J.  Arnoldus. 

New  Fm  Stations 

ACTIONS  BY  FCC 

San  Jose,  Calif.— United  Bcstg.  Co.  Grant- 
ed 100.3  mc,  3  kw.  P.O.  address  De  Anza  Ho- 
tel Estimated  construction  cost  $12,000,  first 
year  operating  cost  $36,000,  revenue  $36,000. 
Applicant  is  licensee  of  KEEN  San  Jose.  An- 
nounced Jan.  22. 

Dayton,  Ohio— Skyland  Bcstg.  Corp.  Grant- 
ed 104.7  mc,  4.8  kw.  P.O.  address  380  W. 
First  St.  Estimated  construction  cost  $8,000, 
first  year  operating  cost  $20,000.  Applicant  is 
owner  WONE  Dayton.  Announced  Jan.  22. 

San  Juan,  P.R. — Department  of  Education 
of  Puerto  Rico.  Granted  cp  for  new  non- 
commercial educational  fm  station  to  op- 
erate on  89.7  mc;  ERP  840  w;  ant.  740  ft. 
Announced  Jan.  22. 

Diboll,  Tex.— Arthur  Temple  Jr.  Granted 
95.5  mc,  6.5  kw.  P.O.  address  KSPL  Diboll. 
Estimated  construction  cost  $12,615,  first  year 
operating  cost  $20,000,  revenue  $20,000.  Ap- 
plicant is  sole  owner  of  KSPL.  Announced 
Jan.  22. 

Marinette,  Wis. — M  &  M  Bcstg.  Co.  Grant- 
ed 105.1  mc,  37  kw.  P.O.  address  %  Radio 
Station  WMAM  Marinette.  Estimated  con- 
struction cost  $27,900,  first  year  operating 
cost  $27,500,  revenue  $30,000.  Applicant  is 
licensee  of  WMAM.  Announced  Jan.  22. 
APPLICATIONS 

Atlanta,  Ga. — Rounsaville  of  Atlanta  Inc. 
94  1  mc,  76.36  kw.  P.O.  address  3165  Mathie- 
son  Dr.  N.E.,  Atlanta  5.  Estimated  construc- 
tion cost  $19,950,  first  year  operating  cost 
$6,000,  revenue  $6,000.  Applicant  is  licensee 
of  WQXI  and  WATL-TV  Atlanta;  WLOU 
and  WTAM-TV  Louisville,  Ky.;  WCIN  and 
WSOK-TV  Cincinnati;  WMBM  Miami  Beach; 
WTMP  Tampa;  WVOL  Nashville  and  WYLD 
New  Orleans.  Announced  Jan.  28. 

Detroit,  Mich.— Radio  Station  WCHB  of 
Bell  Broadcasting  Co.  105.1  mc,  33.945  kw. 
P.O.  address  32790  Henry  Ruff  Rd.,  Wayne, 
Mich.  Estimated  construction  cost  $22,790, 
first  year  operating  cost  $30,000,  revenue 
$30,000.  Applicant  owns  WCHB  Inkster, 
Mich.  Announced  Jan.  22. 

Pittsburgh,  Pa.— WCAE  Inc.  96.1  mc,  30.6 
kw.  P.O.  address  530  Carlton  House.  Esti- 
mated construction  cost  $21,250,  first  year 
operating  cost  $32,600.  WCAE  Inc.  which  is 
owned  by  Hearst  Corp..  operates  WCAE  and 
owns  50%  of  WTAE  (TV)  both  Pittsburgh. 
Announced  Jan.  28. 

San  Juan,  P.R.— Electronic  Enterprises  Inc. 
93.7  mc,  3.36  kw.  P.O.  address  Box  2792.  Esti- 
mated construction  cost  $7,100,  first  year 
operating  cost  $3,000,  revenue  $4,000.  Appli- 
cant owns  WITA  San  Juan.  Announced 
Jan.  26. 

Milwaukee,  Wis.— Hearst  Corp.  97.3  mc, 
25.4  kw.  P.O.  address  959  Eighth  Ave.,  Rm. 
202  New  York  19.  Estimated  construction 
cost  $29,975.  Applicant  owns  WISN-AM-TV 
Milwaukee,  WBAL-AM-TV  Baltimore  and 
WCAE  Pittsburgh,  Pa.  Announced  Jan.  22. 


Existing  Fm  Stations 

ACTIONS  BY  FCC 

KRCW  (FM)  Santa  Barbara,  Calif  .—Grant- 
ed SCA  to  engage  in  functional  music  opera- 
tion on  multiplex  basis.  Announced  Jan.  22. 

WTOA  (FM)  Trenton,  N.J.— Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis.  Announced  Jan.  22. 

WFID  (FM)  Rio  Piedras,  P.R.— Granted 
SCA  to  engage  in  functional  music  opera- 
tion on  multiplex  basis.  Announced  Jan.  22. 
CALL  LETTERS  ASSIGNED 

KITH  (FM)  Phoenix,  Ariz.— Voice  of  Ari- 
zona Inc.,  101.3  mc. 

KOTN-FM  Pine  Bluff,  Ark.  —  Universal 
Bcstg.  Co.,  92.3  mc. 

KPRI  (FM)  San  Diego,  Calif .— Barbary 
Coast  Records  Inc. 

WKSD  (FM)  Kewanee,  111.— Board  of 
Education,  District  229. 

WROW-FM  Albany,  N.Y  .—Capital  Cities 
Television  Corp.,  95.5  mc. 

WONE  (FM)  Dayton,  Ohio— Skyland  Bcstg. 
Corp.,  104.7  mc. 

KSPL-FM  Diboll,  Tex.  —  Arthur  Temple 
Jr.,  95.5  mc. 

WAFC-FM  Staunton,  Va.— American  Home 
Bcstg.  Corp.,  102.5  mc. 

WRVB-FM  Madison,  Wis.— Paul  A.  Stew- 
art Enterprises,  102.5  mc. 

WMAM-FM  Marinette,  Wis.— M  &  M  Bcstg. 
Co.,  105.1  mc. 

Ownership  Changes 

ACTIONS  BY  FCC 

KXLA  Pasadena,  Calif. — Is  being  advised 
that  application  for  assignment  of  license 
and  cp  to  Eleven  Ten  Bcstg.  Corp.  indicates 
necessity  of  hearing.  Announced  Jan.  28. 

KGDE  Fergus  Falls,  Minn. — Granted  as- 
signment of  license  to  Northland  Bcstg.  Corp. 
(Kingsley  H.  Murphy  Jr.,  vice  president, 
has  interest  in  KRNT-TV  Des  Moines);  con- 
sideration $100,000  plus  agreement  to  pay 
Frederic  T.  and  Harold  L.  Dell  $24,000  over 
5-year  period  not  to  compete  within  radius 
of  100  miles.  Announced  Jan.  28. 

KSD-AM-TV  St.  Louis,  Mo.— Granted 
transfer  of  control  from  Joseph  Pulitzer  Jr., 
and  Charles  J.  Hentschell,  voting  trustees, 
to  same  plus  three  other  voting  trustees; 
stock  transaction.  Announced  Jan.  28. 

WSKN  Saugerties,  N.Y. — Granted  transfer 
of  control  from  John  Lynker,  et  al.,  to  VIP 
Radio  Inc.;  consideration  $37,050  for  62.06% 
interest.  Transferee  is  owned  equally  by 
Martin  Stone  (50%  owner  WWES-AM-FM 
New  Rochelle,  and  WVIP  Mount  Kisco,  N.Y.) 
and  Plymouth  Rock  Publications,  Inc.,  100% 
owned  by  John  Hay  Whitney  (WISH-AM- 
TV  Indianapolis;  WANE  AM-TV  Fort 
Wayne;  KOTV[TV]  Tulsa,  and  KGUL[TV] 
Houston).  Commissioner  Bartley  not  partici- 
pating. Announced  Jan.  28. 

WCUE-AM-FM  Akron,  Ohio — Granted  as- 
signment of  license  and  cp  to  WCUE  Radio 
Inc.  (Edwin  B.  Estabrook  Jr.,  president); 
consideration  $450,000  plus  employment  of 
Edwin  Elliot  and  Edwin  T.  Elliot  for  five 
years  for  $156,300.  Announced  Jan.  28. 

WCLW  Mansfield,  Ohio— Designated  for 
hearing  application  for  assignment  of  license 
to  Mansfield  Journal  Co.;  made  Richland 
Inc.  (WMAN)  Mansfield,  party  to  proceed- 
ing. Chairman  Doerfer  dissented.  Announced 
Jan.  28. 

WPEN-AM-FM  Philadelphia,  Pa.— Granted 
transfer  of  control  from  Sun  Ray  Drug  Co. 
to  Consolidated  Sun  Ray  Inc.  (merger  of 
Sun  Ray  Drug  Co.  and  Consolidated  Retail 
Stores  Inc.,  with  no  change  in  officers  and 
directors);  stock  transaction;  without  prej- 
udice to  any  action  Commission  may  deem 
warranted,  if  any,  pending  final  action  on 
Notice  of  Appeal  and  Petition  for  Review 
(Cases  Nos.  14738  and  14739)  filed  by  Wm. 
Penn  Bcstg.  Co.  in  Court  of  Appeals  for 
District  of  Columbia  Circuit.  Announced 
Jan.  28. 

APPLICATIONS 

WJHB  Talladega,  Ala. — Seeks  assignment 
of  50%  interest  in  licensee  Confederate 
Bcstg.  Co.  from  Mr.  and  Mrs.  Ned  Butler  to 
William  Tyler  for  $6,000.  Mr.  Tyler  is  former 
general  manager  KOME  Tulsa,  Okla.  An- 
nounced Jan.  27. 

WTLS  Tallassee,  Ala.— Seeks  assignment  of 
license  from  Confederate  Bcstg.  Co.  to  Ne- 
Ler  Co.  Purchaser,  Ned  Butler  is  50%  owner 
and  former  president  of  Confederate  Bcstg., 
resigned  to  purchase  WTLS  as  individual. 
Sale  price  $15,000.  Announced  Jan.  27. 

WTUS  Tuskegee,  Ala. — Seeks  assignment 
of  license  from  Radio  Tuskegee  Inc.  to  An- 
dalusia Bcstg.  Co.  which  owns  WCTA-AM- 
FM  Andalusia,  Ala.  Consideration  $35,000. 
Announced  Jan.  27. 

KIFW  Sitka,  Alaska— Seeks  assignment  of 
license  from  Alaska  Bcstg.  System  Inc.  to 
Sitka  Bcstg.  Co.  Consideration  $29,500.  Buy- 
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ers  are  Harry  C.  Lane  (33%)  KIFW  man- 
ager; Howard  C.  Bradshaw  (26%)  Sitka 
merchant,  and  others.  Announced  Jan.  23. 

KHBM  Monticello,  Ark.  —  Seeks  assign- 
ment of  license  from  Baker  Broadcasting 
Co.  to  Edward  Keith  Baker.  Mr.  Baker  is 
current  manager  of  KHBM,  and  nephew  of 
present  owner  James  R.  Baker.  Considera- 
tion $60,000.  Announced  Jan.  27. 

KFRE-AM-TV,  KRFM  Fresno,  Calif.— 
Seeks  assignment  of  licenses  from  California 
Inland  Bcstg.  Co.  to  Triangle  Publications 
Inc.  California  Inland  is  wholly  owned  sub- 
sidiary of  Triangle.  Announced  Jan.  27. 

WICC-AM-TV  Bridgeport,  Conn.  —  Seeks 
assignment  of  license  from  Bridgeport  Bcstg. 
Co.  to  Connecticut-New  York  Bcstrs.  Inc. 
Consideration  $1.63  million,  including  $200,- 
000  over  ten-year  period  to  both  Phillip 
Merryman  and  Manning  Slater,  present  own- 
ers, for  not  competing  within  50-mile  radius. 
Purchaser  Kenneth  M.  Cooper  formerly 
sales  manager  of  WORC  Worcester,  and 
vice  president  of  WTRY  Troy-Schenectady 
and  others.  Announced  Jan.  27. 

WGRC  Green  Cove  Springs,  Fla.— Seeks 
assignment  of  cp  from  Ben  Akerman  to 
Frank  Van  Hobbs.  Consideration  $1,500.  Mr. 
Hobbs  former  sales  manager  WDXB  and 
WAGC  Chattanooga,  Tenn.  Announced 
Jan.  22. 

WCPK  College  Park,  Ga.— Seeks  assign- 
ment of  cp  from  Robert  A.  Corley  to  College 
Park  Bcstg.  Inc.  with  Mr.  Corley  as  only 
stockholder.  Announced  Jan.  26. 

WGSR  Millen,  Ga.— Seeks  assignment  of 
license  from  Jenkins  Bcstg.  System,  wholly 
owned  by  W.  Herbert  Brannen  Sr.  to  Jen- 
kins Bcstg.  System  Inc.  with  Mr.  Brannen 
owning  66%%  and  Jack  V.  LoPresti,  WGSR 
manager  and  chief  engineer  owning  33y3%. 
Announced  Jan.  26. 

KPID  Payette,  Idaho— Seeks  assignment 
of  license  from  Earl  F.  Hash  to  A.  V.  Barn- 
ford,  Everett  S.  and  Rosemary  Graham. 
Consideration  $16,493.37.  Mr.  Bamford  (50%) 
has  minority  interests  in  KMOP  Tucson, 
Ariz.,  KHOK  Golden,  Colo.,  and  KHEY  El 
Paso,  Tex.  Mr.  and  Mrs.  Graham  (25%  each) 
are  employes  of  KPID.  Announced  Jan.  28. 

WHXY  Bogalusa,  La. — Seeks  assignment 
of  license  from  Bogalusa  Bcstg.  Corp.  to 
J.  A.  Oswald.  Consideration  $37,500.  Mr.  Os- 
wald formerly  had  minority  interest  in 
WWEZ  New  Orleans.  Announced  Jan.  28. 

WAMM  Flint,  Mich.— Seeks  involuntary 
transfer  of  50%  interest  in  licensee,  Binder- 
Carter-Durham  Inc.,  from  Richard  S.  Carter, 
deceased  to  Cora  J.  Carter,  executrix  of  his 
estate.  Announced  Jan.  23. 

WMBC  Macon,  Miss. — Seeks  assignment  of 
license  from  Confederate  Bcstg.  Co.  to  Ma- 
con Radio  for  $20,000.  Purchaser,  Walter 
Welch  is  former  chief  engineer  of  WMLS 
Syacauga,  Ala.  Announced  Jan.  27. 

KBTN  Neosho,  Mo. — Seeks  assignment  of 
license  from  Neosho  Bcstg.  Co.  to  W.  Mont- 
gomery Harlow,  who  is  employe  of  KTTS- 
TV  Springfield,  Mo.  Consideration  $45,000. 
Announced  Jan.  28. 

WATH  Athens,  Ohio— Seeks  assignment  of 
license  from  Radio  Athens  to  Radio  Athens 
Inc.  with  present  partnership  becoming  in- 
corporated. Owners  are  A.  H.  Kovlan  (70%), 
Stephen  H.  Kovalan  (20%  J  and  Edward 
Kovalan  (10%).  Announced  Jan.  26. 

KUIK  Hillsboro,  Ore.— Seeks  assignment 
of  license  from  KUIK  Bcstrs.  to  KUIK 
Broadcasting  of  Oregon  Ltd.  Application  is 
for  change  in  partnership  with  Herman 
Goldberg  and  Miss  Virginia  Riley  each  pur- 
chasing 20%  interest  from  present  partners 
John  P.  Gillis,  James  L.  Dennon  and  George 


I.  West,  and  former  partner  Donald  F. 
Stelles.  Consideration  $200  for  each  20 r, 
Announced  Jan.  22. 

KHTV  (TV)  Portland,  Ore.— Seeks  assign- 
ment of  cp  from  Trans-Video  Co.  of  Oregon 
to  KHTV,  Channel  27  Die.  Action  soughx  is 
organization  of  corporation  comprised  of 
present  owners.  Announced  Jan.  28. 

KLIQ  Portland,  Ore.— Seeks  assignment 
of  license  from  KLIQ  Inc.  to  KLIQ  Bcstrs. 
owned  by  equal  partners  John  F.  Malloy  and 
Stanley  G.  Breyer.  Mr.  Malloy  is  former 
majority  owner  KECC  Pittsburg,  Calif.,  and 
Mr.  Breyer  is  sales  manager  KSAY  San 
Francisco.  Consideration  $90,000.  Announced 
Jan.  27. 

WCBG  Chambersburg,  Pa.— Seeks  assign- 
ment of  license  from  James  R.  Reese  Jr.  to 
Reese  Bcstg.  Corp.,  consisting  of  Mr.  Reese 
(80%)  and  Norman  E.  Messner  (20%),  WCBG 
sales  manager.  Mr.  Messner  will  pay  $18,000 
for  his  20%,  interest  in  station.  Announced 
Jan.  22. 

WICU  Erie,  Pa.— Seeks  assignment  of  li- 
cense from  Community  Service  Bcstg.  Co.  to 
Dispatch  Inc.  Community  is  wholly  owned 
subsidiary  of  Dispatch.  Announced  Jan.  26. 

WRAW  Reading,  Pa.— Seeks  assignment  of 
license  from  Reading  Bcstg.  Co.  to  WRAW 
Inc.,  for  $290,000.  Purchasers  are  Charles  T. 
Weiland  (40%  )  Phoenixville,  Pa.,  meat  pack- 
er; William  L.  Cremers  Jr.  (10%),  Phoenix- 
ville attorney;  John  F.  Cremers  (10%), 
farmer;  Hugh  L.  Hamilton  (20%),  Narbeth, 
Pa.,  engineer,  and  Perrin  C.  Hamilton  (20%  ), 
Philadelphia  lawyer.  Announced  Jan.  26. 

WFLI  Lookout  Mountain,  Tenn.  —  Seeks 
assignment  of  cp  from  Lookout  Bcstrs.,  con- 
sisting of  Cyril  G.  Brennan,  T.  Julian  Skin- 
ner Jr.,  George  Blaskow  and  James  G. 
Stelzenmuller  to  same  company  with  Iralee 
W.  Benns  as  new  partner  in  place  of  George 
Blaskow,  consideration  $1.  Also,  Mrs.  Benns 
is  acquiring  80%  of  interest  in  station  held 
by  Mr.  Skinner  for  $1,  making  her  45^7 
owner  of  station.  Announced  Jan.  22. 

WHEY  Millington,  Tenn.  —  Seeks  assign- 
ment of  license  from  Millington  Bcstg.  Co. 
to  Memphis-Millington  Bcstg.  Co.  Purchasers 
are  equal  partners  Fred  L.  Thomas  and 
Robert  G.  Watson,  who  each  own  one-third 
of  WLAY  Muscle  Shoals,  Ala.  Consideration 
$55,000.  Announced  Jan.  23. 

KEVA  Shamrock,  Tex. — Seeks  involuntary 
assignment  of  20%  interest  in  station  from 
Clark  Bumpers,  deceased,  to  his  widow, 
Merita  Bumpers,  present  20%  owner.  Con- 
trolling partner  is  Albert  Cooper  who  owns 
60%.  Announced  Jan.  27. 

WKYR  Keyser,  W.Va.— Seeks  assignment 
of  one-third  interest  in  licensee  WKYR  Inc. 
from  Walter  Patterson  to  WKYR  Inc.  Con- 
sideration $19,075.  Announced  Jan.  28. 

Hearing  Cases 

FINAL  DECISIONS 

By  order,  Commission  adopted  Dec.  9, 
1958  initial  decision  and  granted  application 
of  WLBE  Inc.,  to  increase  daytime  power  of 
am  station  WLBE  Leesburg  -  Eustis,  Fla., 
from  1  kw  to  5  kw  and  change  from  DA,  D 
to  non-DA,  D,  continuing  operation  on  790 
kc  with  1  kw,  N,  DA,  N.  Announced  Jan.  28. 

By  order,  Commission  (1)  granted  petition 
of  Carthage  Bcstg.  Co..  and  (2)  adopted  and 
made  final  Dec.  9,  1958  initial  decision  grant- 
ing application  of  that  company  for  new 
am  station  to  operate  on  1350  kc,  500  w,  D, 
in  Carthage,  Tenn.  Announced  Jan.  28. 

INITIAL  DECISIONS 

Hearing  Examiner  Annie  Neal  Huntting 
issued  initial  decision  looking  toward  grant- 


ing application  of  Beacon  Bcstg.  Corp.,  to 
increase  power  of  WICO  Salisbury,  Md., 
from  500  w  to  1  kw,  continuing  operation 
on  1320  kc,  daytime  only.  Announced  Jan.  28. 

Hearing  Examiner  Annie  Neal  Huntting 
issued  initial  decision  looking  toward  grant- 
ing application  of  County  Bcstg.  Co.  for  new 
am  station  to  operate  on  1300  kc,  1  kw,  D, 
in  Clarion,  Pa.  Announced  Jan.  26. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order,  Com- 
mission denied  petitions  filed  by  Acadian 
Television  Corp.  on  Oct.  18,  1957  and  June 
6,  1958  to  enlarge  and  change  issues,  and  by 
Evangeline  Bcstg.  Co.,  filed  Oct.  18,  1957 
for  revision  of  hearing  issues  in  Lake 
Charles-Lafayette,  La.,  ch.  3  comparative 
proceeding.  Comr.  Cross  concurred  and  is- 
sued statement. 

By  order,  Commission  made  editorial  and 
procedural  revisions  in  FCC  form  323  (own- 
ership report  of  broadcast  stations),  effec- 
tive March  1.  No  new  data  being  elicited, 
and  only  changes  of  any  consequence  occur 
on  page  2  of  form,  where,  in  order  to  better 
depict  corporate  capitalization,  new  columns 
provide  for  listing  of  unissued  shares  and 
include  blocks  for  disclosing  whether  there 
are  more  or  less  than  50  holders  of  voting 
stock  and  more  or  less  than  50  holders  of 
non-voting  stock,  and  separate  columns  to 
show  offices  and  directorships  and  respective 
dates  of  election  of  all  corporate  officers  and 
directors.  Copies  of  revised  form  will  be 
available  upon  request  to  Commission  in 
near  future. 

Routine  Roundup 

Commission,  by  unanimous  action  of  full 
membership  on  Jan.  26,  extended  from  three 
to  six  months  time  for  existing  television 
vhf  booster  stations  to  comply  with  public 
notice  of  Dec.  30,  during  which  time  Com- 
mission will  give  further  study  to  legal  and 
technical  aspects  of  problem. 

Such  studies  will  include  possible  new  leg- 
islation looking  toward  amending  Communi- 
cations Act  to  provide  more  flexibility  in 
administering  Sec.  319  (a)  and  possible  re- 
laxation of  operator  requirements  for  broad- 
cast stations. 

This  period  of  grace  does  not  extend  to 
new  vhf  booster  operation. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Jan.  23 
KLRS  Mountain  Grove,  Mo. — Granted  as- 
signment of  license  to  KLRS  Bcstg.  Co. 

KRGI  Grand  Island,  Nebr.— Granted  as- 
signment of  license  to  Grand  Island  Bcstg. 
Co.  Ltd. 

WFUR  Grand  Rapids,  Mich.— Granted  ac- 
quisition of  positive  control  by  William  E. 
Kuiper  Sr.,  through  purchase  of  stock  from 
William  E.  Kuiper. 

KXGI  Fort  Madison,  Iowa — Granted  li- 
cense covering  installation  new  trans. 

KPEN  Atherton,  Calif.— Granted  mod.  of 
cp  to  change  type  trans. 

KRDG  Redding,  Calif  .—Granted  change  of 
remote  control  authority. 

Actions  of  Jan.  22 

KABR  Aberdeen,  S.  D.— Granted  license 
covering  change  of  freq.;  increase  power 
and  installation  new  trans. 

WDXI  Jackson,  Tenn. — Granted  mod.  of 
license  to  operate  trans,  by  remote  control, 
using  dir.  ant.  N  (main);  conditions. 

WVCG-FM  Coral  Gables,  Fla.— Granted 
mod.  of  cp  to  change  type  trans.;  condition. 

WETU  Wetumpka,  Ala.— Remote  control 
permitted   (main  trans.). 

WTRP  La  Grange,  Ga.— Remote  control 
permitted. 

KJOY  Stockton,  Calif.— Remote  control 
permitted  while  using  nondirectional  ant. 

WMBR  Jacksonville,  Fla. — Remote  control 
permitted  while  using  nondirectional  ant. 
Actions  of  Jan.  21 

WDAU-TV  Scranton,  Pa.— Granted  license 
for  tv  station;  ERP  vis.  447  kw,  aur.  224  kw, 
ant.  1350  ft.  (main  trans.  &  main  aux.  ant.). 

WBNS-TV  Columbus,  Ohio— Granted  li- 
cense covering  maintenance  of  old  licensed 
trans,  as  auxiliary  facilities  at  main  trans, 
site. 

KOBY  San  Francisco,  Calif.— Granted 
mod.  of  license  to  operate  main  and  alter- 
nate main  trans,  by  remote  control  using 
DA-D  and  N  (DA-2);  conditions. 

WDBC  Escanaba,  Mich.— Granted  mod.  of 
license  to  operate  trans,  by  remote  control, 
using  DA-D  and  N  (DA-2);  conditions. 

KTKT  Tucson,  Ariz. — Granted  mod.  of 
license  to  change  studio  location  and  op- 
erate trans,  by  remote  control,  using  DA-D; 
conditions. 

KBOY-FM  Medford,  Oreg. — Granted  cp  to 
replace  expired  permit  for  fm  station. 

KALA  (TV)  Wailuku,  Hawaii— Granted 
mod.  of  cp  to  change  ERP  to  vis.  12.2  kw, 


ALLEN  KANDER 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS  / 


WASHINGTON 
1625  Eye  Street,  N.W. 
NAtional  8-1990 

NEW  YORK 
60  East  42nd  Street 
MUrray  Hill  7-4242 

CHICAGO 

35  East  Wacker  Drive 
RAndolph  6-6760 

DENVER 

1700  Broadway 
AComa  2-3623 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 

Executive  Offices          ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 

— Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial    Radio    Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 

WASHINGTON,  D.  C. 
P.  O.  BOX  7037        JACKSON  5302 
KANSAS    CITY,  MO. 
Member  AFCCE 

A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  BJdg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 

Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  l>.  C. 
Member  AFCCE 

RUSSELL    P.  MAY 

711  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 

L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
IN  WOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
O  Liver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronic* 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230   Executive  3-5851 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St. — Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San   Francisco  28,  California 
Diamond  2-5208 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 

Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
617  Albee  Bldg.      Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 

VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney      Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

A.  E.  Towne  Assocs.,  Inc. 

TELEVISION   and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 

RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  298,  Arcade  Bldg., 
St.  Louis  1,  Mo.      Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations   *  Applications 
Petitions  •  Licensing  Field  Service 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 

SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing  station   owners  and  manag- 
ers,   chief   engineers   and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 

Service  Directory 

COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 

CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

3324  16th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical     Broadcast.     TV  Electronics 
engineering  home  study  and  residence 
courses.  Write  For  Free  Catalog,  spec- 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 

COLLECTIONS 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commissions 
STANDARD  ACTUARIAL 
WARRANTY  CO. 
220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 


Compiled  by  BROADCASTING  through  Jan.  28 

ON  AIR  CP         TOTAL  APPLICATIONS 

Lie.  Cps  Not  on  air  For  new  stations 


■AM                        3,286  52 

109 

616 

FM                          543  37 

127 

TV                         43  21  83 

105 

104 

OPERATING  TELEVISION 

STATIONS 

Compiled  by  BROADCASTING  through  Jan.  28 

VHF 

UHF 

TOTAL 

Commercial  435 

80 

515' 

Non-Commercial  30 

8 

38* 

COMMERCIAL  STATION 

BOXSCORE 

As  reported  by  FCC  through  Dec.  31,  1958 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,286 

CPs  on  air  (new  stations) 

40 

35 

83s 

CPs  not  on  the  air  (new  stations) 

114 

117 

104 

Total  authorized  stations 

3,440 

695 

666 

Applications  for  new  stations  (not  in  hearing) 

470 

44 

38 

Applications  for  new  stations  (in  hearing) 

124 

29 

70 

Total  applications  for  new  stations 

594 

73 

108 

Applications  for  major  changes  (not  In  hearing) 

478 

31 

37 

Applications  for  major  changes  (in  hearing) 

48 

0 

17 

Total  applications  for  major  changes 

526 

31 

54 

Licenses  deleted 

1 

2 

1 

CPs  deleted 

0 

0 

1 

1  There  are,  in  addition,  seven  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

"There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

"There  have  been,  In  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

'There  has  been,  In  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


aur.  6.1  kw,  ant.  height  5930  ft.,  install  new 
ant.  system  and  make  other  equipment 
changes. 

KBHC  Nashville,  Ark.— Granted  mod.  of 
cp  to  change  type  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WPIX 
(TV)  New  York  to  8-3  (aux.  ant.);  WELZ 
Belzoni,  Miss.,  to  2-28;  KLIF  Dallas,  Tex., 
to  7-20;  WKIZ  Key  West,  Fla.,  to  3-15; 
WHAV-FM  Haverhill,  Mass.,  to  2-13  and 
WHYL-FM  Carlisle,  Pa.  to  3-28. 

Actions  of  Jan.  20 

KNOB  (FM)  Long  Beach,  Calif.— Granted 
cp  to  increase  ERP  to  79  kw;  ant.  height 
410  ft.;  install  new  ant.  and  trans. 

WSON-FM  Henderson,  Ky. — Granted  cp 
to  change  ERP  to  6.6  kw;  remote  control 
permitted. 

WLOE-FM  Leaksville,  N.  C— Granted  cp 
to  decrease  ERP  to  13.5  kw. 

WINZ  Miami,  Fla.— Granted  cp  to  install 
new  trans. 

WJRD  Tuscaloosa,  Ala.— Granted  cp  to 
install  new  trans,  to  be  used  as  auxiliary 
trans.,  employing  DA-N. 

KCMR  McCamey,  Tex.— Granted  cp  to  in- 
stall new  trans. 

WTTR  Westminster,  Md.— Granted  cp  to 
install  auxiliary  trans. 

WHLI  Hempstead,  N.  Y.— Granted  cp  to 
increase  power  of  auxiliary  trans. 

WIVY  Jacksonville,  Fla. — Granted  cp  to 
install  new  trans. 

WKMH  Dearborn,  Mich.— Granted  cp  to 
install  auxiliary  trans,  at  main  trans,  site. 

WPAT  Paterson,  N.  J.— Granted  cp  to  in- 
stall new  alternate  main  trans,  at  main 
trans,  site. 

WISK  South  St.  Paul,  Minn.— Granted  cp 
to  install  new  trans,  for  nighttime  use  (two 
main  trans.). 

WCIL  Carbondale,  111.— Granted  cp  to  in- 
stall new  trans. 

KSRA  Salmon,  Idaho— Granted  mod.  of  cp 
to  change  studio  location,  type  trans.,  and 
specify  remote  control  point  same  as  studio 
location. 

KAOL  Carrollton,  Mo. — Granted  mod.  of 
cp  to  change  studio  location,  type  trans., 
and  specify  remote  control  point  same  as 
studio  location. 

WHYL  Carlisle,  Pa.— Waived  Sect.  3.30(a) 
of  rules  to  permit  main  studio  location  1.1 
miles  from  center  of  town  on  Holly  Pike. 

KJML  Sacramento,  Calif. — Granted  mod. 
of  cp  to  make  changes  in  ant.  system. 

WKIC-FM  Hazard,  Ky.— Granted  mod.  of 
cp  to  change  ERP  to  9  kw  and  type  trans.; 
remote  control  permitted. 

KGVW  Belgrade,  Mont— Granted  mod.  of 
cp  to  change  studio  locations  and  type  trans. 

The  following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown: 
WELO  Tupelo,  Miss.,  to  4-17;  KSBW  Salinas, 
Calif.,  to  3-25;  KAOL  Carrollton,  Mo.,  to 
4-15;  WLOV,  Cranston,  R.  I.,  to  4-20;  KDOG, 
La  Habra,  Calif.,  to  6-10;  KMUZ  Santa 
Barbara,  Calif.,  to  8-11;  WRED  Youngstown, 
Ohio,  to  6-1  and  KVEN-FM  Ventura,  Calif., 
to  5-28. 

Actions  of  Jan.  19 

Granted  licenses  for  following  noncom- 
mercial educational  tv  stations:  WUFT 
Gainesville,  Fla.;  WJCT  Jacksonville,  Fla., 
and  change  studio  location;  WFPK-TV 
Louisville,  Ky.,  and  to  specify  correct  trans, 
location  and  change  studio  location. 

*WGBH-TV  Boston,  Mass.— Granted  li- 
cense covering  changes  in  noncommercial 
educational  tv  station. 

Granted  licenses  covering  changes  in  fol- 
lowing tv  stations:  WBNS-TV  (main  trans. 


and  ant.),  Columbus,  Ohio;  KPRC-TV  Hous- 
ton, Tex.  (main  trans.  &  ant.). 

♦KTXT-TV  Lubbock,  Texas— Granted  ex- 
tension of  completion  date  to  7-21. 

ACTIONS  ON  MOTIONS 
By  Commissioner  T.  A.  M.  Craven 
on  Jan.  27 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  29  to  file  respon- 
sive pleadings  to  petition  by  Melody  Music 
Inc.,  WGMA  Hollywood,  Fla.,  for  leave  to 
amend  its  am  application. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  27 

Granted  petition  by  Oklahoma  Television 
Corp.  for  dismissal  without  prejudice  of  its 
application  for  new  tv  station  to  operate  on 
ch.  12  in  New  Orleans,  La.,  and  retained  in 
hearing  status  applications  of  Coastal  Tele- 
vision Co.,  for  new  tv  station  to  operate  on 
ch.  12  in  New  Orleans,  and  Supreme  Bcstg. 
Co.  to  change  from  ch.  20  to  ch.  12,  in  New 
Orleans. 

Dismissed  as  moot  petition  of  Broadcast 
Bureau  to  reopen  record  in  matter  of  revo- 
cation   of    license    of   Darwin   Bcstg.  Co. 


(KHCD),  Clifton,  Ariz.;  canceled  license,  de- 
leted call  letters  and  terminated  proceeding. 
By  Hearing  Examiner  Isadore  A.  Honig 
on  Jan.  27 

Granted  petition  by  Radio  KYNO,  Fresno, 
Calif.,  for  continuance  of  date  for  exchange 
of  proposed  Radio  KYNO  exhibits  to  Feb. 
19;  continued  hearing  from  Feb.  3  to  Feb.  26 
in  proceeding  on  am  application  of  Radio 


By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Dismissed  with  prejudice  for  failure  to 
prosecute  applications  of  Gralla  and  Gralla, 
Tujunga,  J.  J.  Flanigan,  Fontana  and  San 
Luis  Rey  Bcstg.  Co.,  Newport  Beach,  all 
California,  in  am  proceeding.  Action  Jan.  26. 

Scheduled  hearing  for  March  25  in  pro- 
ceeding on  am  applications  of  Tempe  Bcstg. 
Co.,  Tempe,  Ariz.,  et  al.  Action  Jan.  22. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  27 

Granted  petition  by  William  F.  Huffman 
Radio  Inc.  for  leave  to  amend  its  am  appli- 
cation to  change  facilities  of  WFHR  Wiscon- 
sin Rapids,  Wis.,  from  1340  kc,  250  w,  unl., 
to  1320  kc,  500  w,  N,  5  kw,  D,  DA. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  27 

Upon  oral  request  of  The  Riverside  Church 
in  the  City  of  New  York,  New  York,  ex- 
tended date  for  filing  reply  findings  from 
Jan.  27  to  Jan.  30  in  proceeding  on  its  fm 
application  and  that  of  Huntington-Montauk 
Bcstg.  Co.,  Huntington,  both  New  York. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Jan.  23 

On  own  motion,  continued  prehearing  con- 
ference from  10  a.m.,  Jan.  26  to  3  p.m.,  Jan. 
29,  in  proceeding  on  am  applications  of 
Donner  Bcstg.  Co.,  Truckee,  Calif.,  and 
Lakeside  Bcstrs.,  Sparks,  Nev. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Jan.  23 

Scheduled  prehearing  conference  for  Feb. 
6  in  proceeding  on  am  application  of  Booth 
Bcstg.  Co.  (WBBC),  Flint,  Mich. 

By  Chief  Hearing  Examiner  James  D. 

Cunningham  on  dates  shown 
Scheduled  oral  argument  for  9:15  a.m., 
Jan.  27,  on  petition  by  Oklahoma  Television 
Corp.,  for  dismissal  without  prejudice  of  its 
application  for  new  tv  station  to  operate  on 
Continued  on  page  79 


SOUTHWEST 


One  of  the  best  growth  mar- 
kets in  West  Texas.  Oil  Ranch- 
Agriculture.  Station  less 
than  two  years  and  will  gross 
asking  price.  $85,000.  Lower 
price  for  an  all  cash  deal. 


WEST  TEXAS  DAYTIMER 


Contact  the  DALLAS  OFFICE,  151 


HAMILTON  •  STUBBLEFIELO   TWINING  and  Associates, Inc. 


BROKERS  •  RADIO  AND  TELEVISION  STATIONS  •  NEWSPAPERS 


SAN  FRANCISCO  , 


WASHINGTON,  D.  C. 
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ADVERTISEMENTS 


CLASSIFIED 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE— Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  204  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  304  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

S1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transc  _ 
•road cast img  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please);  All  transcriptions,  photos, 
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Help  Wanted— (Cont'd) 

Help  Wanted— (Cont'd) 

Help  Wanted — Management 

Announcers 

Announcers 

Commercial  manager  with  1st  class  ticket. 
Sales  full  time,  maintenance  when  needed, 
no  announcing.  Salary  plus  percent  of  prof- 
its to  permanent,  experienced  top  man.  250 
Mutual,  E.  North  Carolina.  Write  in  detail. 

Box  567H,  BROADCASTING.  

Sales  manager.  Experienced.  Excellent  op- 
portunity.  WHTG,  Asbury  Park,  N.  J. 
Station  manager— For  Florida  property  with 
tremendous  potential.  We  need  a  stable,  ex- 
perienced man  who  can  assume  direction  of 
all  phases  of  a  promising  operation.  Write, 
wire,  or  call  with  complete  information 
including  references  and  requirements.  Hal 
King,  WITT,  P.O.  Box  8716,  Jacksonville  11, 
Florida.  Phone  Raymond  4-2188. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data.  General  Mana- 
ger Box  134H,  BROADCASTING.  

Sales  manager.  Major  central  Ohio  market. 
Top  money  and  future  for  man  who  loves 
to  sell.  Box  376H,  BROADCASTING. 

Salesman  for  leading  station  in  mid-south 
medium  market.  Good  starting  salary  with 
opportunity  for  advancement.  Box  522H, 
BROADCASTING. 

Radio  sales  manager  in  the  upper -midwest 
5  kw  am  #1  station  in  market,  metropolitan 
population  150,000.  If  you  have  background 
of  selling  experience  and  are  interested  in 
management,  send  details  Box  584H, 
BROADCASTING. 

Sales  representative,  for  new  Westport  radio 
station.  College  background  preferred.  Ex- 
cellent future.  Call  Westport  CApital  7-5133 
or  write  P.O.  Box  511,  Westport,  Con- 
necticut. 

California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 

Expanding  sales  force.  Wanted  energetic, 
young,  experienced  radio  salesman.  Some 
local  agency  but  mostly  direct.  State  qualifi- 
cations and  salary  requirements.  Photo  re- 
quested. Write  Joe  Wolfman,  Sales  Manager, 
KSON,  San  Diego. 

Solid  radio  salesman  wanted  to  take  over 
established  account  list.  Highly  successful 
1  kw  soon  to  go  to  5  kw.  Opening  created 
by  staff  promotion.  Full  details  to  WMIX, 
Mt.  Vernon,  Illinois. 

Salesmen — Needed  for  our  Florida  stations. 
We  have  immediate  openings  for  responsible, 
reliable,  experienced  men,  salary  plus  per- 
centage. Send  complete  details  to  Hal  King, 
WTTT,  P.O.  Box  8716,  Jacksonville  11, 
Florida. 

Small-medium  market  managers-sales  man- 
agers come  to  the  city  and  sell  for  the 
south's  most  progressive  negro  radio  group. 
Top  salesmen  make  8-10  thousand  per  year, 
advancing  to  managers  making  12-15  per 
year.  Opportunities  unlimited,  aggressive 
men  28  to  39.  Send  complete  resume  and 
photograph  first  letter.  McLendon  Ebony 
Radio,  Suite  509  Lamar  Life  Building,  Jack- 
son, Mississippi. 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 


251H,  BROADCASTING. 


Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary  re- 
quirements, experience,  air  check.  Box  355H, 
BROADCASTING. 

Morning  dj  for  home  base  of  growing  chain 
in  year  round  vacation  land.  Happy  sound! 
Fast  paced  in  good  taste.  Only  pros  apply. 
Send  tape,  salary.  Box  444H,  BROADCAST- 
ING. 

Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 

Modern  music  station  in  Michigan  wants 
good,  lively  announcer  for  night  deejay 
show.  Good  station,  good  working  condi- 
tions, employee  benefits.  Experienced  men 
only,  personal  interview  a  must.  No  tapes. 
Write  Box  526H,  BROADCASTING. 

Experienced  announcer  for  growing  station 
near  New  York  City.  No  rock  'n  roll.  Send 
tape,  resume  and  photo  to:  Box  554H, 
BROADCASTING. 

New  independent  in  suburban  area,  major 
metropolitan  market  upstate  New  York 
seeks  experienced  announcer  with  first 
phone.  Write  giving  full  details,  send  tape 
with  letter.  Box  578H,  BROADCASTING. 

Modern  radio-tv  in  the  upper  midwest  has 
opening  for  fast-paced,  bright  dj  who  is 
interested  in  gaining  tv  experience.  Box 
583H,  BROADCASTING. 

Sales  manager  wanted  8  to  10  years  or  more 
well-rounded  radio  experience.  Proven  sales 
record  and  know-how  in  production  spots. 
Illinois  kilowatt.  Liberal  salary,  over-ride, 


Versatile  announcer-engineer  wanted  for 
Wisconsin  station.  Please  send  audition 
tapes  and  resume  of  experience  to  Box  597H, 
BROADCASTING.  Airwork  prime  essential, 
engineering  secondary. 

Fifty  kilowatt  North  Carolina  station  now 
auditioning  for  general  staff  vacancy. 
Southern  background  and  experience  help- 
ful. Send  resume,  tape  Box  598H,  BROAD- 
CASTING. 


Stable,  creative  announcer  with  first  phone, 
or  mature  versatile  deejay  with  production 
spot  experience.  No  top  40,  no  rock  'n  roll. 
News  gathering  and  writing  ability  desir- 
able but  secondary  at  present  in  expanding 
Illinois  kilowatt.  Good  pay  for  competent 
man.  Bonus,  insurance,  sick  leave,  many 
fringe  benefits.  List  age,  education,  experi- 
ence in  detail.  Box  143H,  BROADCASTING. 


Top  announcer  wanted, 


ad  on  page  78. 


Wanted.  Good  announcer  with  selling  ex- 
perience. Immediate  opening,  permanent 
position.  Salary  commensurate  with  ex- 
perience. Jim  Duncan,  KSIL,  Silver  City, 
N.  Mex. 

Announcer  with  some  programming  experi- 
ence by  independent  with  music,  news  and 
sports  format.  Prefer  man  from  south  or 
southwest.  Real  live  operation.  Wire  or  call 
Radio  Station  KTEM,  Temple,  Texas. 


WOC  am-fm-tv,  Davenport,  Iowa,  will  ac- 
cept qualified  applications  for  anticipated 
radio-tv  staff  announcer  position.  Experi- 
ence and  board  ability  required.  Address 
resume,  picture,  requirement  and  tape 
stressing  dj  work  to  program  director. 


50,000  watts  in  Miami.  South's  biggest  music 
and  news  independent  has  immediate 
opening  for  top-rated  disc  personality  to 
program  to  Miami's  largest  adult  audience. 
Must  be  thoroughly  experienced  in  music 
and  news  operation  with  broad  produc- 
tion background  and  a  warm,  friendly  ap- 
proach with  top  on  the  air  selling  ability. 
No  top  40  screamers.  Send  tape,  resume, 
and  photo  to  Ned  Powers,  WINZ,  Miami. 

Wanted — Top  notch  all  night  man  to  take 
over  immediately  "Music  to  Dawn"  show. 
Program  presently  sold  out  commercially. 
Announcer  must  know  music,  news,  how 
to  handle  telephone  interviews.  Rush  tape, 
photo,  background  to  Bill  Frosch,  WISH, 
Indianapolis. 


Young  engineer  who  wants  to  be  chief. 
Must  be  a  whiz  on  maintenance.  Fit  in 
with  young,  aggressive  staff.  New  equip- 
ment forthcoming,  but  you'll  have  to  be  a 


past  experience.  Kilowatt  directional,  south- 
west metropolis.  Box  552H,  BROADCAST- 
ING. 

Director  of  engineering.  Two  radio  and  two 
tv  stations.  Former  director  going  into  man- 
ufacturing. Upper  midde  west.  $9,000-$10,000 
per  year  to  start.  Only  completely  qualified 
need  apply.  Box  558H,  BROADCASTING. 

Growing  chain  needs  first  class  licensed  en- 
gineer-announcer combination  for  Florida 
station.  Announcing  secondary.  Must  be 
able  to  handle  chief  engineer's  job.  Ideal 
climate  and  working  conditions  plus  oppor- 
tunities for  advancement.  1  Box  575H, 
BROADCASTING. 

Wanted  good  maintenance  engineer  who  can 

double  as  announcer-newsman.  Must  like 
south  Texas.  Box  604H,  BROADCASTING. 

Chief  engineer  for  5  kilowatt  cultural- 
religious  station.  Must  be  experienced  and 
have  dedicated  church  background.  KJLT, 
North  Platte,  Nebraska. 

First  phone  engineer.  Some  experience  pre- 
ferred. Must  have  car.  No  announcing. 
Fred  Epstein,  KSTT,  Davenport,  Iowa. 

Chief  engineer,  experienced!  Must  do  main- 
tenance. Announcing  helpful,  but  not  es- 
sential. Immediate  opening.  Right  pay  for 
right  man.  Mail  qualifications.  WLAS, 
Jacksonville,  N.  C. 

Need  fully  experienced  engineer  about  24-30 
years  old  for  responsible  position.  Good  pay 
and  expenses.  Call  Al  Evans,  WOKJ,  Jack- 
son, Mississippi.  Fleetwood  3-3733. 

Production-Programming,  Others 

Washington,  D.  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 
ing station.  Fabulous  opportunity,  top 
money.  Rush  snapshot,  data.  Box  362H, 
BROADCASTING. 

Modern  radio  production  director-announc- 
er. Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay  .  Send 
^  photo,  letter  Box  384H,  BROADCAST - 


ING 

Progressive  station  in  upper  midwest  needs 
top  am  and  tv  news  man  and  tv  traffic- 
copy.  Stable,  growing  market.  Excellent 
schools,  housing,  churches  available.  Com- 
pany pension  and  hospitalization  plans.  Ex- 
cellent opportunity  for  advancement.  Send 
complete  details  and  photo  immediately. 
Box  396H,  BROADCASTING. 
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Situations  Wanted — (Cont'd) 


Production-Programming,  Others 


Needed  immediately.  Experienced,  alert  ra- 
dio newsman  for  opening  on  fast-pace,  top- 
flight news  staff  at  number  one  McLendon 
station.  Must  be  able  to  broadcast  news  as 
well  as  gather.  Replaces  man  elevated  to 
news  director  at  one  of  sister  stations. 
Send  tapes  and  resume  to  Dave  Muhlstefn, 
KLIF,  Dallas. 

Experienced  newsman  needed  immediately 
in  fully  equipped  radio  newsroom.  Good 
wages,  many  fringe  benefits.  Must  gather, 
write  and  broadcast  news.  Write  or  phone 
WITH,  Port  Huron,  Michigan. 

Peter  Smith,  222  West  59th  Street,  NYC, 
Judson  2-0148  or  P.O.  Box  493  Huntington, 
Long  Island,  Hamilton  1-3821,  Commercial 
writers  agent  radio-tv  (jingles  etc.),  ex- 
cellent contacts. 


Announcers 


RADIO 


Situations  Wanted — Management 

General  manager  or  sales  manager,  31,  fam- 
ily, experienced,  four  years  medium  market 
general  manager.  Desire  change.  Box  503H, 
BROADCASTING. 

Experienced  manager,  announcer,  engineer 
currently  managing  small  market.  Desires 
competitive  small  or  medium  midwest  mar- 
ket, any  phase.  Box  534H,  BROADCAST- 
ING. 


Sales  executive,  ten  years  experience,  de- 
sires opportunity  to  represent  multiple 
station  group  nationally,  New  York.  Box 
588H,  BROADCASTING. 

Experienced  salesman  with  first  ticket  avail- 
able immediately.  L.  H.  Estes,  Marble  Hill, 
Missouri. 


Announcers 


Negro  announcer,  no  clown,  sensible  and 
intelligent  deUvery,  network  quality,  de- 
sirous of  eastern  or  west  coast  spot.  Rush. 
Box  445H.  BROADCASTING. 

Here's  your  man!  Announcer,  program  di- 
rector, production  manager  and  continuity. 
9  years  experience.  Desire  progressive  adult 
programming  station.  Available  now.  Will 
travel.  Box  447H,  BROADCASTING. 

Staff  announcer  five  and  one-half  years  ex- 
perience. Also  sales,  continuity,  studio  en- 
gineering. Age  35,  married,  draft  exempt. 
Willing  locate  anywhere.  Minimum  salary 
weekly  $80.00.  Box  470H,  BROADCASTING. 

Announcer-dj;  recent  professional  radio 
school  graduate.  Trained  all  phases.  Operate 
board.  Prefer  east  coast.  Tape,  resume  on 
request.  Box  471H,  BROADCASTING. 

Just  graduated  from  professional  radio 
school.  Qualifications  include  gathering  and 
writing  news,  ad-libbing  disc  jockey  snows, 
writing  and  producing  commercials,  engi- 
neering and  promotion  work.  Box  531H, 
BROADCASTING. 

Announcer,  married,  family.  Excellent 
newsman,  copywriter.  Know  board  and 
music.  Recent  grad.  Radio  school.  Salary 
secondary  to  permanent  location.  Box  532H, 
BROADCASTING. 

Experienced,  ambitious,  reliable,  combo. 
Presently  employed.  Desires  midwest  lo- 
cation. Married.  Box  533H,  BROADCAST- 
ING. 

I'm  the  best  dj  on  this  page.  Young,  edu- 
cated, married.  Vast  show  biz  experience, 
limited  dj  work,  accompanied  with  poten- 
tial, desire  to  "make  it".  Box  535H,  BROAD- 
CASTING. 

Announcer,  some  experience,  know  board, 
available  immediately.  Prefer  south.  Box 
536H,  BROADCASTING. 


Personality  dj.  One  year  experience  as  dj 
and  program  director.  Experience  in  copy- 
writing,  programming  and  operate  own 
board.  Prefer  north  or  midwest.  Available 
immediately  for  personal  audition.  Box 
538H,  BROADCASTING. 

Country  music  deejay,  recording  artist, 
nationally  known,  top  man,  29,  sober, 
reliable,  best  references,  know  radio  promo- 
tion, production,  energetic,  employed.  De- 
sire to  re-locate.  Box  539H,  BROADCAST- 
ING. 

Women's  programs-announcer-writer-direc- 
tor. Good  general  background.  Cooperative. 
Versatile.  Box  540H,  BROADCASTING. 

Announcer,  young.  Learns  quickly.  Good 
related  background.  Cooperative.  Operate 
board.  Box  541H,  BROADCASTING. 

Negro  deejay.  Smooth  patter.  Efficient,  pro- 
duction, controls.  Audition  tape.  Refer- 
ences. Box  542H,  BROADCASTING. 

Negro  announcer/dj.  Capable;  sales,  music, 
controls.  Good  background.  References.  Box 
543H,  BROADCASTING. 

Gospel  programs.  Announcer-producer- 
packager.  Capable  handling  commercial 
staff  duties.   Box  544H,  BROADCASTING- 

Announcer-dj;  operate  board.  Strong,  copy, 
sales,  gimmicks.  Cooperative.  Reliable.  Box 
545H,  BROADCASTING. 

Announcer,  mature.  Sales  minded.  Good 
related  background.  Operate  board.  Coop- 
erative. Box  546H,  BROADCASTING. 

Girl-dj  announcer.  Operate  board.  Capable, 
sales,  writing,  production.  Eager,  steady. 
No  bad  habits.  Box  547H,  BROADCASTING- 

Announcer-dj;  experienced.  Ready  for 
larger  market.  Music,  news,  commercials. 
Box  549H,  BROADCASTING. 


Look  no  further  for  capable  staff 
deep  resonant  voice,  two  years  experience; 
married,  dependable.  Ready  for  larger 
market.   Box   551H,  BROADCASTING. 

Seasoned  announcer-newscaster.  Metropoli- 
tan experience.  Know  copy-contact.  Box 
559H,  BROADCASTING.  Seattle  —  SUnset 
2-4540. 

Sportscaster:  Experienced  play-by-play  all 
sports.  Write  news,  sports.  Box  562H, 
BROADCASTING. 

News-sports  director  desires  change.  Tapes 
and  excellent  references  available.  Box 
563H,  BROADCASTING. 

Announcer,  1st  phone,  available  immediate- 
ly. Give  full  particulars  first  letter.  No  car, 
$80.  Box  564H,  BROADCASTING. 


phases  of  radio  including  pd.  Presently  em- 
ployed. Strong  play-by-play.  For  brochure 
and  tape.  Box  568H,  BROADCASTING. 

Experienced  announcer  -  salesman.  Young 
family  man,  23,  competent,  dependable  air 
and  time  salesman,  desires  position  south- 
ern metropolitan  area,  prefer  Nashville, 
Chattanooga.  Three  years  radio,  presently 
5  kw.  Know  music,  run  tight  board.  Mini- 
mum $100.  Tape,  resume,  pix,  on  request. 
Box  573H,  BROADCASTING. 

Relaxed  delivery  dj.  Perfect  late  or  all  nite, 
news,  experienced.  Box  580H,  BROAD- 
CASTING. 

Versatile  announcer  available  now.  DJ, 
news,  sports  (play-by-play),  5  years  ex- 
perience. Married.  Box  582H,  BROADCAST- 
ING. 

Announcer-married,  good  personality,  ex- 
perienced all  phases  radio.  Operate  own 
board,  cooperative,  versatile,  industrious, 
service  completed.  Box  589H,  BROADCAST- 
ING. 

Announcer — Experienced,  AFRS  and  com- 
mercial radio,  know  sales,  recent  graduate 
of  professional  radio  school.  Run  own 
board.  Versatile,  will  travel.  Box  594H, 
BROADCASTING. 

Versatile,  good  music  and  news  man.  Ex- 
perienced from  top  to  bottom  of  log.  Com- 
mercial specialist.  Try  me.  Box  596H, 
BROADCASTING. 


Announcer — single,  draft  exempt,  college 
graduate.  College  radio  experience.  Best 
work  in  sports.  Eager  to  work.  Go  any- 
where.   Box    599H,  BROADCASTING. 

Announcer.  Two  years  experience  New 
Jersey  market.  Desire  to  learn  more  radio. 
Present  progress  too  slow.  Newscaster,  disc 
personality  with  national  accounts.  Will 
consider  first  contact.  Box  601H,  BROAD- 
CASTING. 

Personality  announcer  negro  NYU  trained 
CBS  method.  Will  travel.  Salary  open.  Box 
607H,  BROADCASTING. 

Deep  resonant  voiced  announcer  prefer 
news,  commercial,  dj.  Working  knowledge 
of  business.  Married  recently.  Available 
immediately.  Box  608H,  BROADCASTING. 

Several  years  of  basic  radio  experience. 
Now  want  to  go  into  the  field  of  announc- 
ing. If  you  want  a  young,  steady  announcer 
who  is  willing  to  learn,  contact  Box  663, 
Gary,  Indiana. 

Announcer,  married,  8  years  experience. 
Employed  2  years  with  California  station, 
prefer  California.  Call  Redwood  4-7090, 
Visalia,  California  after  3:30. 

Experienced  combo  man  first  phone.  Avail- 
able immediately.  GL  5-9205.  O.  J.  Cunning- 
ham, Jr.,  Milano,  Texas. 

Top  discomedian.  37.  Wrongly  wedded  to 
present  station,  divorcing  on  grounds  non- 
support,  incompatibility,  seeking  permanent 
mate.  15  years  top-rated,  far  above-average 
radio-tv  with  "savvy,"  know-how,  phenom- 
enal comedy  ad-lib,  excellent  sales  success. 
Zany  but  intelligent  humor.  Miami,  Dallas, 
Milwaukee,  New  Orleans,  also  McLendon, 
Bartell  experience.  Emceed  Mutual  net  show 
IVa  years.  Friendly  departure  with  present 
boss.  Tape,  excellent  references,  brochure. 
$225  per  week.  DJ,  342  Carilla  Lane,  Colum- 
bus 4,  Ohio. 

Disc  jockey,  available  now.  Go  anywhere. 
Just  completed  broadcasting  school.  Write 
or  call  Mack  Geer,  P.O.  Box  57,  Valparaiso, 
Indiana.  Phone  4-6539. 

Country  dj  specialist:  Seeks  position  with 
large  station.  Twelve  years  experience. 
Permanent!  $125.00  week.  Curley  Huntley, 
Corinth,  Mississippi. 

Have  dictionary,  first  phone,  will  travel.  For 
a  dj  or  news  show,  1  year  experience  KTLA. 
John  Kirby,  5927  Sunset  Blvd.,  Hollywood, 
Calif.  HO  9-1938. 

I'm  certain,  I  can  become  a  good  news- 
caster. I'm  35,  single,  14  months  experience. 
Desire  position  only  with  radio  station 
that  has  AP  or  UP  news.  No  college  de- 
gree, only  H.S.  diploma.  No  clockwatcher, 
but  an  unusually  cooperative,  honest,  con- 
scientious person.  Available  immediately. 
Joe  Martin,  P.O.  Box  1683,  phone  UN  4-9972, 
Clifton,  Arizona. 

Announcer-writer.  Single,  35.  Strong  on 
news,  non-pops  music;  will  travel  anywhere 
Canada.  Sample  material  on  request.  C.  M. 
Overed,  34  Dundonald,  Toronto  5. 

Three  years  aircraft  radio,  ten  years  radio, 
6  years  tv,  5  years  fm,  2  years  industry, 
first  phone  license.  Howard  C.  Williams, 
1038  Front  St.,  Binghamton,  N.  Y. 


Technical 


Chief  engineer— Experience  5k  am  direc- 
tional high  power  fm,  multiplex,  remote 
control  installation,  maintenance,  supervi- 
sion. Age  40.  Best  references.  Box  422H, 
BROADCASTING.  

Combo  man,  seven  years  at  present  position 
with  Pennsylvania  network  affiliate,  desires 
relocation  in  major  west  coast  market.  Will 
serve  in  either  or  both  capacities.  Sincerely 
interested  managers  furnished  all  particu- 
lars on  request.  Box  497H,  BROADCAST- 
ING  

Chief-engineer  announcer.  Experienced 
both  phases  including  construction.  Prefer 
hillbilly  and  country  announcing.  Salary 
depends  on  hours  and  location.  South  only. 
Box  530H.  BROADCASTING. 
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Help  Wanted— (Cont'd) 


Situations  Wanted — (Cont'd) 


Technical 


Experienced  salesman  with  first  ticket  avail- 
able immediately.  L.  H.  Estes,  Marble  Hill, 
Missouri. 


First  phone  engineer,  experienced,  single. 
Top  references,  desires  southwest.  Jerry 
Wills,  542  Carroll  Ave.,  San  Antonio,  Texas. 
WA  2-8991. 


Production-Programming,  Others 


Experienced  program  manager,  6  years  ra- 
dio. Presently  employed.  Excellent  air  man. 
Box  368H,  BROADCASTING. 


News  director — 16  years  experience,  avail- 
able for  large  market  operation.  Box  446H, 
BROADCASTING. 


Program  director  experienced  all  phases 
radio.  Formula  or  block.  Midwest  only.  $115 
start.  Box  499H,  BROADCASTING. 


Continuity  director,  woman.  Eleven  years 
radio-tv.  Fast,  versatile,  cooperative.  Ex- 
cellent references.  Box  510H,  BROADCAST- 
ING. 


Copy  and  account  man  with  two-dimen- 
sional experience — broad  and  long.  Been 
with  4A  agencies.  Write  radio,  tv  and  print 
copy,  consumer  and  industrial.  Handle  ac- 
counts as  well.  Of  particular  interest  to 
agency  (or  client)  needing  man  to  work  on 
wide  variety  of  things,  including  booklets, 
publicity  and  promotional  material.  Write 
Box  555H,  BROADCASTING. 


Have  skills!  Will  deliver!  Accomplished 
air/tv  woman;  creative,  resourceful,  experi- 
enced copy,  publicity,  community  liaison. 
Will  exchange  skills  for  challenging  oppor- 
tunity, communications  related  field.  Have 
car.  Box  560H,  BROADCASTING. 


Somewhere  a  station  owner  is  about  to 
make  a  staff  change  or  will  be  needing  ex- 
perienced personnel  for  a  new  operation. 
Since  we're  both  looking  let's  exchange 
confidential  offers.  Family  man,  thirty-one, 
twelve  years  varied  experience  same  station, 
still  employed.  Seeking  opening  for  assistant 
manager,  program  director  or  news  editor. 
Full  resume  ready.  Best  character,  ability, 
credit  references.  Seeking  alert,  friendly  op- 
eration with  security.  No  place  too  small. 
Locate  by  mid-April  or  sooner.  Box  581H, 
BROADCASTING. 


TELEVISION 


Help  Wanted— Sales 


If  you  can  sell  and  would  like  to  make  a 
permanent  connection  with  a  progressive, 
dominant  television  station  in  a  rapidly 
growing  Texas  market,  then  you  should 
contact  George  Breeding  or  Dan  Guthrie  "at 
KRBC-TV,  Abilene,  Texas. 


Announcers 


If  you  are  an  experienced  announcer  and 
have  a  first-class  ticket  and  would  like  to 
learn  television,  we  have  an  opening  on  the 
#1  radio  station  5  kw  upper  midwest.  Box 
557H,  BROADCASTING. 


Opportunities  for  tv  announcer-director,  for 
personality  work  on  the  air,  good  com- 
mercial delivery.  Also  chance  to  develop 
your  own  creative  ideas.  TV  experience 
preferred.  Progressive  midwest  station  in 
3-station  market.  Send  tape,  pictures,  per- 
sonal and  experience  data,  and  salary  ex- 
pectations.   Box   600H,  BROADCASTING. 


Technical 


Transmitter  engineer,  experienced,  for  Du- 
Mont  25  kw  installation.  Current  top  $2.45. 
Contact  Chief  Engineer,  KTVR,  Denver, 
Colo. 


Tired  of  snow,  move  south.  Need  experi- 
enced engineer.  Paid  insurance,  retirement 
and  other  benefits.  WAIM-WCAC-WAIM- 
TV,  Anderson,  S.  C. 


TV  transmitter  supervisor  for  mountain  top 
DuMont  installation.  Must  have  experience. 
C.  E.,  WPTZ,  Plattsburgh,  New  York. 


Production-Programming,  Others 


Network  vhf  with  radio  affiliate  in  highly 
competitive  market  is  seeking  a  well-qual- 
ified and  experienced  man  to  serve  as  news 
director,  do  on-camera  newscast.  We  are 
seeking  mature,  stable  man  who  will  do 
outstanding  news  and  public  relations  jot), 
add  stature  to  station  and  news  department. 
Man  selected  will  direct  activities  of  other 
newsmen  and  photographers  in  well-staffed, 
well-equipped  newsroom.  Excellent  salary 
for  man  who  fills  bill.  Please  submit  com- 
plete information  and  background,  experi- 
ence, education  and  references  in  first  letter. 
Also  send  photo  and  film  or  kine.  Please 
do  not  apply  unless  you  meet  the  qualifica- 
tions. No  beginners  for  this  one,  please. 
Write  Box  570H,  BROADCASTING. 


Major  midwest  tv  station — multi  network 
affiliate  needs  girl  for  tv  traffic.  Position 
includes  responsibility  for  programming  in 
sales  coordination.  Excellent  working  con- 
ditions. Send  personal  and  experience 
qualifications  first  letter.  Box  586H,  BROAD- 
CASTING. 


Film  department  opening  anticipated  im- 
mediately— midwest  vhf-tv  station.  Respon- 
sible position — opportunities  for  advance- 
ment— excellent  working  conditions.  State 
your  experience  and  qualifications  first  let- 
ter.  Box  587H,  BROADCASTING. 


Wanted,  crack  news  director.  Prefer  on-air 
man.  Interesting  challenge,  solid  oppor- 
tunity. Sunny,  southwestern  million  market. 
Applicants  must  have  proven  record.  Box 
602H,  BROADCASTING. 


Creative  commercial  copywriter,  experi- 
enced in  tv  and  radio.  Position  open  March 
1.  Excellent  opportunity  with  top  operation. 
Mail  complete  details  with  sample  work  to 
Program  Director,  KRNT,  Des  Moines,  Iowa. 


TELEVISION 


Situations  Wanted 


Sales 


Radio-tv  sales  executive  desires  affiliation 
with  major-market  station.  Excellent  refer- 
ences. 10  years  same  station.  16  years  experi- 
ence. Write  Box  358H,  BROADCASTING. 


Announcers 


Weather,  news,  sports,  commercials.  Can 
expect  good  job.  Some  directing.  Midwest 
only.  $110  start.  Box  498H,  BROADCAST- 
ING. 


Announcer,  producer.  TV,  film,  radio  ex- 
perience. News,  sports,  commercials,  versa- 
tile. Box  550H,  BROADCASTING. 


Ambitious,  experienced  radio  man  with  first 
phone,  wants  first  job  in  television-an- 
nouncing preferably.  Vet,  married,  Califor- 
nia only.  Resume,  photo  on  request.  Box 
574H,  BROADCASTING. 


Young,  thoroughly  experienced  radio  an- 
nouncer desires  first  tv  opportunity.  Pres- 
ently employed.  Go  anywhere.  Reply  Box 
579H,  BROADCASTING. 


Technical 


11  years  experience.  Planning  maintenance 
and  construction.  7  years  supervisory. 
Northeast  preferred.  Box  389H,  BROAD- 
CASTING. 


Qualified  young  man  seeks  position  in  engi- 
neering department.  Have  first  phone.  Will 
travel.  Available  immediately.  Box  523H, 
BROADCASTING. 


Dependable,  neat  appearing  salesman.  Ex- 
cellent television  background.  Top  refer - 
ences.  Write,  Box  571H,  BROADCASTING. 

First  phone,  28,  married,  technical  training, 
need  experience,  desire  secure  position  in 
radio  or  television.  California  only.  Box 
576H,  BROADCASTING.  

1st  phone  experienced  in  tv  transmitter  and 
control  room  work.  Family  of  four.  Box 
590H,  BROADCASTING. 


Production-Programming,  Others 


Experienced  newsman:  Now  heading  vhf- 
am  newsroom.  Consistently  ahead  with 
regional,  national  news.  News-in-depth 
specialist.  Seeking  news  directorship  or 
good  staff  job.  Member  RTNDA,  NPPA. 
Authoritative  delivery,  top  references.  Box 
303H,  BROADCASTING. 


Production-Programming,  Others 


Need  teen  show?  Kids  show?  Women's  fea- 
ture? Specials?  Live  productions.  All  kinds. 
S-V  Productions.  Box  430H,  BROADCAST- 
ING. 


Production.  Producer-director,  public  rela- 
tions, promotion,  performer.  7  years  all 
facets  of  telecast.  Proven  top  organizer, 
creative,  flexible.  Finest  references,  mar- 
ried, veteran,  resume.  Box  436H,  BROAD- 
CASTING. 


Production  manager:  9  years  radio,  tv,  film. 
Currently  production  manager  film  division 
of  ad  agency.  Solid  professional  background. 
College  grad.  Will  travel.  Box  473H,  BROAD- 
CASTING. 


Skilled  young  man  desires  any  tv  production 
assignment,  assistant  director,  floor  man- 
ager, camera,  audio,  etc.  College  graduate, 
with  experience  in  tv  production.  Available 
immediately,  anywhere  in  U.S.  Box  505H, 
BROADCASTING. 


Staff  reorganization  causes  Michigan  tv  sta- 
tion to  release  ambitious,  reliable  an- 
nouncer-producer. Stable,  married,  M.A.  de- 
gree, veteran,  will  relocate.  Still  employed 
but  available  immediately.  For  references 
and  resume,  write  Box  572H,  BROADCAST- 
ING. 


Young  man,  family,  college  graduate,  3rd 
ticket,  experienced,  desires  any  tv  position 
available.  Artis  Meadows,  1019  Terminal, 
Houston,  Texas.  WA  3-8580. 


FOR  SALE 


Equipment 


Four  Western  Electric  9-A  heads.  Will  sell 
for  $75.00.  Box  553H,  BROADCASTING. 


Two  Altec  type  670-A  microphones.  Both 
for  $100.  Box  561H,  BROADCASTING. 


Two  dishes,  two  dipoles  and  two  paraboles 
that  fit  KTR1000  Raytheon  one  watt  micro- 
wave receiver  and  transmitter.  Box  577H, 
BROADCASTING. 


Gates  CB-11  turntable,  less  arm  and  filter, 
fair  condition,  $100.  KFLD,  Floydada,  Texas. 


1-G.E.  1  kw  fm  broadcast  transmitter  type 
4BT1A1,  250  exciter  type  4BF1A1,  1  kw  am- 
plifier. Good  condition.  $2500.00.  Contact 
Chief  Engineer,  KSJO,  San  Jose,  California. 


One  radio  console.  Perfect  condition.  Also 
one  link  mobile  unit,  type  1903,  receiver, 
xmitter,  accessories.  Priced  to  sell.  Call 
WMNE  Radio,  Menomonee,  Wisconsin. 


Transmitter.  1  kw  Gates,  IE.  Complete  rust 
remote  control.  FCC  equipment  measure- 
ments passed  January,  1959.  Power  increase 
reason  for  sale.  Best  offer  over  $3,500.  F.O.B. 
WEEB,  Southern  Pines,  N.C.  Call  Jack 
Younts. 


IMPORTANT 
ANNOUNCEMENT 

Effective  February  2,  1959,  all  Classified 
FOR  SALE-STATIONS  advertising  from 
individuals  or  brokers  must  be  in  the 
form  of  display  advertising,  minimum 
one  inch  (Vk"  wide  by  1"  deep). 

The  one  time  rate  for  an  inch  display,  is 
$20.00.  The  13  time  rate  is  $19.00.  The 
26  time  rate  is  $17.50.  The  52  time  rate 
is  $15.00  per  inch.  Proportionate  inch 
rates  apply  for  larger  units.  (Example: 
114"  display  on  the  one  time  rate  costs 
$30.00.) 

If  proofs  are  desired  before  publication, 
the  deadline  is  10  days  in  advance  of 
Monday  publication.  Otherwise,  final 
deadline  is  7  days  in  advance,  no 
proofs. 
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FOR  SALE 


RADIO 


RADIO 


Equipment —  (Cont'd ) 


Going  5  kw.  Gates  1  kw  BC-1J,  three  years 
old  with  Gates  model  44  antenna  coupler 
and  diode,  motor  Rheostat  and  plate  and 
current  kits.  Best  offer  over  $3,500.  Contact 
Mel  Stone,  WLOB,  Portland,  Maine. 

Crystal,  1480  kilocycles,  FCC  approved 
General  Electric  "Thermocell,"  6.3  V  A  C 
heater,  guaranteed  new,  $38.00.  Bauer  Elec- 
tronic Mfg.  Co.,  3728  Southwood  Avenue, 
San  Mateo,  California. 

Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W.E.,  Bliley 
and  J-K  holders,  regrinding,  repair,  etc.  BC- 
604  crystals.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonials  praise 
our  products  and  fast  service.  Eidson  Elec- 
tronic Co.,  Box  31,  Temple,  Texas. 

AM-FM-TV  transmitters,  studio-terminal 
equipment,  cameras-consoles-STL,  etc.  We 
maintain  a  testing  and  reconditioning  lab. 
Buying  or  selling  equipment?  We  can  re- 
condition it  for  you.  Technical  Systems 
Corp.,  12-01  43rd  Ave.,  L.I.C.  1,  N.Y. 

WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 

FM  station  in  metropolitan  area.  Write 
Percy  Crawford,  P.O.  Box  #1,  Philadelphia 
5,  Pennsylvania. 


Equipment 


Wanted:  Types  6181,  6448,  5563-A,  1850-A 
(Iconoscope),  10SP4-A  tubes,  used  or  new. 
Send  full  details  to  Glenn  W.  Winter,  Chief 
Engineer,  WSBA-TV,  York,  Pennsylvania. 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

TV  tape  recorder.  Correspondence  course 
and  home  construction  details.  Build  your 
own  television  recorder.  Complete  Course 
and  Construction  details  $18.75.  B.  Carrier 
Co.,  5880  Hollywood  Blvd.,  Hollywood  28, 
California. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  EOdns 
Radio  License  School.  3805  Regent  Drive, 
Dallas,  Texas. 

First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services,  510  16th  St.,  Oakland,  California. 
TWinoaks  3-9928. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  lor  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 


First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective - 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 


MISCELLANEOUS 


Bingo  Xtme  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 


ver  3.  Colorado. 


Help  Wanted — Management 

-^-i      -^r,  ^y~,  i0r*&i 

§       STATION  MANAGER  | 

V  Need  aggressive  and  experienced  § 
§  station  manager  to  take  over  in  28th  £ 
£  market.  Operation  ready  to  grow.  ^ 
J  Need  good  tough  man  to  do  it.  Op-  § 
§  portunity  unlimited.  We  want  you  £ 
£  for  pay,  not  play.  Only  apply  if  you  3f 
y  have  a  proven  record.  § 

|       Box  537H  BROADCASTING  § 
Sales 


Situations  Wanted 


Nation's  fastest  growing  major 
market  group  has  openings  for 
three  top  salesmen.  $15,000  year 
maximum  to  proven  producers. 
Opportunity  for  management. 
Send  resume  and  photo  to  Box 
593H,  BROADCASTING. 


PERSONALITIES 

Nation's  fastest  growing  major 
market  group  wants  versatile,  co- 
operative personalities.  Top 
salaries,  security  and  opportunity 
for  management.  Prefer  men 
with  Balaban  or  Storz  experience. 
Send  photo  and  tape  or  air  check 
to  Box  592H,  BROADCASTING. 


LIVE  IN  FLORIDA 

I;  Announcer  job  in  beautiful  Ft.  Lauder- 

%  dale.  America's  fastest  growing  mar- 

I  ket 

|  ANNOUNCER:    Mature,  experienced 

|;  DJ. — good  on  production  and  news- 

i|  casting. 

|:  Immediate  opening.  Send  full  require- 

|;p  ments,  experience,  picture  if  possible, 

j|  and  tape  with  first  letter  to 

RADIO  STATION  WFTL 

Ft.  Lauderdale.  Fla. 


Production-Programming,  Others 


QUALITY  PUBLICITY  IS 
VALUABLE 

Many  radio/tv  groups  have  full-time 
publicity  departments  working  directly 
with  tradepapers  and  newspapers.  A 
service  such  as  this  is  prohibitive  in  cost 
to  the  single  operation.  There's  a  happy 
solution — I  can  provide  consistent,  crea- 
tive and  intelligent  service  plus  close 
personal  contacts  in  all  media. 
12  years  industry  experience  .  .  .  lead- 
ing tradepaper,  station  and  film  back- 
ground. Complete  resume  and  details 
on  request.    Please  write: 

QUALITY  PUBLICITY 
Box  591 H,  BROADCASTING 


TELEVISION 


Situations  Wanted 


Production-Programming,  Others 
pilMIIIHIIIIIIIIinilllllllllllllllllllllllllllllllllMIIIIIIIIIIIIIII|j 

§j        Production  Manager  f§ 

EE  Top  proven  record  in  all  phases  of  produc-  5 
si  tion,  direction,  organization,  creativity.  Want  =: 
=  problems  and  hard  work.  Flexible.  Presently  £ 
£  employed,  32,  family,  college.  Five  years  = 
=  with  medium  market  stations.  Desire  proges-  = 
=  sive  station  or  agency. 

£  Box    338H,    BROADCASTING  £ 

^IllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllilllllllllllllS 

FOR  SALE 


Equipment 


CO-AXIAL  TRANSMISSION 
LINE 

Unused  Andrew  Teflon  ls/a".  51.5  ohms. 
Original  Packing — Tremendous  Saving. 
Immediate  Shipment  Large  or  Small 
Quantity.  Wire  or  write:  Sacramento 
Research  Labs.,  3421— 58th  St.,  Sacra- 
mento 20,  Calif. 


WANTED  TO  BUY 


AVAILABLE  CLIENTS  WHO  ARE  INTERESTED 
IN  PURCHASING  ACTIVE  RADIO  STATIONS 
PREFERABLY  IN  THE  SOUTHEASTERN 
STATES. 

Wire— Phone— Write 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Georgia 
JAckson  5-4841 


ARE  YOU  GETTING  YOUR 
SHARE  OF  AUDIENCE? 


Universal's  patented 
locked-frequency 
"Mike  Radios"  captured 
your  audience. 


The  "Universal  Plan" 
brings  you  more  listen- 
ers, revenue,  new  cus- 
tomers, promotion  and 
publicity  at  no  cost  to 
the  station. 


WRITE  OR  PHONE  TODAY 
UNIVERSAL  PUBLICIZERS,  INC. 

SUPERIOR  7-1924 

936  No.  Michigan  Avenue 
Chicago,  Illinois 


ch.  12  in  New  Orleans,  La.  Action  Jan.  23. 

Granted  petition  by  Clarksburg  Bcstg. 
Corp  (WPDX),  Clarksburg,  W.Va.,  for  dis- 
missal without  prejudice  of  its  am  applica- 
tion  and  retained  in  hearing  status  am  ap- 
plication of  Central  W.Va  Service  Corp. 
(WHAW),  Weston,  W.Va.  Action  Jan.  22. 

By  Hearing  Examiner  Millard  F.  French 
on  Jan.  23 

Granted  petition  by  City  of  St.  Peters- 
burg Fla.  (WSUN-TV),  continued  further 
hearing  from  Jan.  28  to  Feb.  17  m  Largo, 
Fla.,  ch.  10  proceeding. 

By  Hearing  Examiner  Herbert  Sharfman 
on  dates  shown 

Granted  petition  by  Livesay  Bcstg.  Co. 
Inc  for  leave  to  amend  its  application  for 
new  tv  station  to  operate  on  ch.  10  in  Terre 
Haute,  Ind.,  to  change  its  trans,  site  and 
make  some  changes  and  additions  to  nnan- 
cial  showing  of  application.  Action  Jan.  ££. 

Continued  hearing  from  Jan.  26  to  Feb.  2 
in  proceeding  on  am  applications  of  ioman- 
Mauston  Bcstg.  Co.  (WTMB),  Tomah,  Wis. 
Action  Jan.  23. 

Bv  Hearing  Examiner  Elizabeth  C.  Smith 
on  Jan.  22 

Granted  motion  by  Musical  Heights  Inc., 
for  continuance  of  hearing  from  Jan.  28  to 
Feb  16  on  its  application  for  am  facilities 
in  Braddock  Heights,  Md. 


Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  30  to  file  excep- 
tions to  initial  decision  on  fm  application  of 
South  Bay  Bcstg.  Co.  (KAPP),  Redondo 
Beach,  Calif.  Action  Jan.  22. 

Granted  petition  by  Huntington-Montauk 
Bcstg.  Co.  (WGSM),  Deer  Park,  N.Y.,  for 
extension  of  time  to  Jan.  22  to  file  answer 
to  replies  and  oppositions  of  James  M.  Tis- 
dale  and  Broadcast  Bureau  to  its  petition 
for  rehearing  in  proceeding  on  its  am  appli- 
cation. Action  Jan.  21. 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  30  to  file  respon- 
sive pleadings  to  supplement  to  motion  to 
enlarge  issues  filed  by  Community  Tele- 
casting Corp.,  in  Moline,  ni.,  ch.  8  proceed- 
ing. Action  Jan.  21. 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Jan.  29  to  respond  to 
motion  to  enlarge  issues  to  include  issues 
for  absolute  disqualification  of  Liberty  Tele- 
vision Inc.,  filed  by  KEED  Inc.,  in  Eugene, 
Ore.,  ch.  9  proceeding.  Action  Jan.  22. 


Upon  petition  by  Donner  Bcstg.  Co., 
Truckee,  Calif.,  for  dismissal  of  his  am  ap- 
plication, ordered  Donner  on  or  before  Feb. 
2  to  submit  under  oath  detailed  breakdown 
of  actual  expenses,  viz.,  cash  outlay,  in- 
curred by  him  in  connection  with  filing  and 
prosecution  of  his  application  to  date. 


Upon  agreement  by  parties,  continued 
hearing  from  Feb.  18  to  March  23  in  pro- 
ceeding on  am  applications  of  Tri-County 
Bcstg.  Co.,  Jerseyville,  and  Radio  Missouri 
Corp.  (WAMV),  East  St.  Louis,  both  Illinois. 
Bv  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  21 

Scheduled  prehearing  conference  for  Feb. 
24  in  proceeding  on  am  applications  of 
Alkima  Bcstg.  Co.,  West  Chester,  Pa.,  et  al. 

Bv  Hearing  Examiner  Millard  F.  French 
on  Jan.  22 

On  own  motion  continued  hearing  sched- 
uled for  Feb.  3  to  date  to  be  set  by  subse- 
quent order  in  proceeding  on  am  applica- 
tion of  Fayetteville  Bcstg.  Co.  (KHOG), 
Fayetteville,  Ark. 

Bv  Hearing  Examiner  Basil  P.  Cooper 
on  Jan.  22 

On  own  motion  continued  evidentiary 
hearing  from  Jan.  22  to  Jan.  30  in  proceed- 
ing on  am  applications  of  Monocacy  Bcstg. 
Co.,  Gettysburg,  Pa.,  et  al. 


Granted  petition  by  Blue  Island  Commu- 
nity Bcstg.  Co.  for  leave  to  amend  its  ap- 
plication for  new  fm  station  in  Blue  Island, 
111  to  change  facilities  proposed  from  Class 
A  station  on  96.7  mc  to  Class  B  station  on 
105.9  mc;  removed  amended  application 
from  hearing  status  and  returned  to  proc- 
essing line. 

By  Commissioner  T.  A.  M.  Craven 
on  dates  shown 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Feb.  5  to  file  exceptions 
to  initial  decision  in  proceeding  on  applica- 
tions of  Palm  Springs  Translator  Station 
Inc.,  Palm  Springs,  Calif.  Action  Jan.  20. 

Granted  petition  by  American  Broadcast- 
ing-Paramount Theatres  Inc.,  for  further 
extension  of  time  to  Jan.  19  to  reply  to 
comments  and  oppositions  by  other  parties 
to  American  Bcstg.  Co.'s  Oct.  6  pleading 
for  reconsideration  of  Sept.  5  decision  on 
applications  of  Albuquerque  Bcstg.  Co. 
(KOB),  Albuquerque,  N.M.  Action  Jan.  19. 
By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  16 

Set  aside  Dec.  31  action  which  specified 
March  12  for  commencement  of  hearing 
ordered  by  Commission  on  Dec.  23  on  am 
applications  of  Alkima  Bcstg.  Co.,  West 
Chester,  Pa.,  et  al.,  and  with  regard  to  new 
proceeding  ordered  by  Commission  on  Jan. 
14,  scheduled  hearing  for  March  23. 

Scheduled  hearings  for  April  2  in  pro- 
ceedings on  am  applications  of  Radio  South 
Inc  (WXLI)  Dublin  and  WAYX  (Ethel 
Woodward  Williams,  et  al.,  executors  of  last 
will  and  testament  of  Jack  Williams,  de- 
ceased) Waycross,  both  Georgia;  and  F.  M. 
Radio  &  Television  Corp.,  Escondido,  and 
Norman  E.  Kay,  Del  Mar,  both  California. 


STATIONS 


FOR  SALE 


CALIFORNIA 
1000  watt  daytimer  in  growing  at- 
tractive market.  New  station.  Brand 
new  office  and  technical  equipment. 
Beautiful  studios.  $10,000  cash  will 
handle  on  total  price  of  $41,000  for 
quick  sale.  Balance  on  excellent 
terms.  Box  595H,  BROADCASTING 


50%  interest  in  midwest  medium 
market    station.    Rich  oil-wheat 
area.  $30,000  cash  for  quick  sale. 
Box  603H,  BROADCASTING. 


5,000  Watt 
Daytimer 

*  Station  in  large  Florida  market  area, 

■  unlimited  potential.  Price  S300.000  prin- 
Jj  cipals  only.  Write: 

■  Box  605H,  BROADCASTING 


25% 

Of  successful  California  FM  station. 
Very  active  fm  market  of  400.000. 
Selling  my  part  because  of  other 
interests. 

Box  606H,  BROADCASTING 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 


Security  Bldg.    Davenport,  Iowa 
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HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


By  Hearing  Examiner  Millard  F.  French 
on  dates  shown 

Extended  date  for  filing  reply  findings 
from  Jan.  22  to  Jan.  27  in  proceeding  on 
fm  applications  of  The  Riverside  Church  m 
the  City  of  New  York  and  Huntington- 
Montauk  Bcstg.  Co.,  Huntington,  both  New 
York.  Action  Jan.  19. 

Scheduled  oral  argument  for  9  a-™.,  Jan. 
23  on  motion  by  City  of  St. .  Petersburg, 
Fla  .  for  continuance  of  hearing  date  m 
Largo,    Fla.,    ch.    10    proceeding.  Action 

^Continued  prehearing  conference  from 
Jan.  21  to  9  a.m.,  Feb.  4  in  Arecibo-Aqua- 
dilla,  P.R.,  ch.  12  proceeding.  Action  Jan.  20. 
Bv  Hearing  Examiner  Forest  L.  McClenning 
on  Jan.  19 

Granted  petition  by  Rounsaville  of  Cin- 
cinnati Inc.  (WCIN),  Cincinnati,  Ohio,  for 
cancellation  of  exchange  of  direct  affirma- 
tive cases  and  further  prehearing  confer- 
ence scheduled  for  Jan.  15  and  30,  respec- 
tively, and  scheduled  hearing  for  Feb.  16  on 
its  am  application  and  that  of  Shelby  Coun- 
tv  Bcstg   Co.,  Shelbyville.  Ind. 

Granted  petition  by  WRAC  Inc.,  Racine, 
Wis.,  for  leave  to  amend  its  am  application 
to  reduce  ant.  height. 

Formally  stated  rulings  made  on  record 
at  Jan.  19  prehearing  conference  and  among 
other  procedural  steps  scheduled  hearing 
for  April  1  on  am  applications  of  Russel  G. 
Salter  Inc.,  Dixon,  111.,  et  al. 
Bv  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  16 

Continued  without  date  proceeding  on  am 
application  of  William  F.  Huffman  Radio 
Ihc  (WFHRi,  Wisconsin  Rapids,  Wis.,  pend- 
ing'filing  of  petition  for  leave  to  amend  its 
application,  which  if  granted,  may  obviate 
necessity  for  further  hearing. 


Granted  motion  by  Hall  Bcstg  Co  Los 
Angeles  Calif.,  for  continuance  of  date  for 
exchange  of  written  exhibits  from  Jan.  22 
to  Feb  23,  and  date  of  evidentiary  hearing 
from  Feb.  2  to  March  2,  in  proceeding  on 
its  fm  application. 

By  Hearing  Examiner  J.  D.  Bond 
on  Jan.  20 

Bv  order,  granted  motion  by  Berkshire 
Bcstg.  Co.  (WSBS),  Great  Barrington,  Mass., 
for  various  changes  in  dates  previously 
scheduled  in  proceeding  on  its  am  applica- 
tion and  that  of  Naugatuck  Valley  Service 
Inc  Naugatuck,  Conn.,  and  continued  hear- 
ing from  March  3  to  date  to  be  subsequently 
fixed. 

Bv  Hearing  Examiner  H.  Gifford  Irion 
on  Jan.  20 

Granted  petition  by  Booth  Bcstg.  Co. 
(WBBC),  Flint,  Mich.,  for  leave  to  amend 
its  am  application  to  make  changes  in  day- 
time directional  array  on  present  assigned 
frequency  of  1330  kc.  _  . 

Scheduled  prehearing  conference  for  Feb. 
3  in  proceeding  on  am  applications  of  con- 
tinental Bcstg  Corp.  (WHOA),  San  Juan 
and  Jose  R.  Madrazo,  Guaynabo,  both  Puer- 
to Rico. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  Jan.  19 

Scheduled  prehearing  conference  for  Jan. 
30  in  proceeding  on  am  apphcation  of 
Southern  General  Bcstg.  Co.  (WTRO), 
Dyersburg.  Tenn. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Jan.  21 

Granted  joint  petition  by  L.  K  U.  Bcstg. 
Co  The  Jet  Bcstg.  Co.  and  WERC  Bcstg. 
Corp.  for  dismissal  without  prejudice  of 
their  applications  for  new  tv  stations  to  op- 
erate on  ch.  66,  Erie,  Pa. 

PETITION  FOR  RULE  MAKING  FILED 

Cleveland  Broadcasting  Inc.  (WERE). 
Cleveland.  Ohio  ( 1-20-59  )—  Requests  amend- 
ment of  rules  in  order  to  authorize  regional 
stations  to  operate  with  powers  up  to  25  kw. 
Announced  Jan.  29. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:   *KWAR   (FM)    Waverly,  Iowa; 

V.'Cl-FM  Ames.  Iowa:  KCMO-TV  Kansas 
City,  Mo.:  KCRG-TV  Cedar  Rapids  Iowa; 
KDRO-TV  Sedalia.  Mo.;  KFEQ-TV  St.  Jo- 
seph, Mo.;  KFVS-TV  Cape  Girardeau.  Mo.; 
KC-LO-TV  Mason  City.  Iowa;  KHQA-Tv  Han- 
nibal. Mo.:  KMBC-TV  Kansas  City.  Mo.; 
KODE-TV  Joplin.  Mo.:  KOMU-TV  Colum- 
bia Mo.;  KENT-TV  Des  Mcines.  Iowa; 
KTIV  (TV)  Sioux  City,  Iowa:  KTTS-TV 
Springfield.  Mo.;  KVTV  (TV)  Sioux  City, 
Iowa;  KYTV  (TV)  Springfield.  Mo.;  WHO- 
TV  Des  Moines.  Iowa;  WMT-TV  Cedar 
Rapids.  Iowa:  WOC-TV  Davenport,  Iowa; 
-KETC  (TV)  St.  Louis,  Mo. 
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"At  Heublein,  every  issue  of  Ad  Age 
is  well-thumbed ..." 


says  FRANK  C.  MARSHALL 

Advertising  Manager 
Heublein,  Inc. 


"I  read  Advertising  Age  because,  as  the  masthead 
says,  it  is  a  marketing  newspaper.  It  gives  the 
facts  and  gives  them  fast.  Its  news  coverage  is,  indeed, 
national  and  objective— its  accuracy,  unexcelled. 
At  Heublein,  every  issue  of  Ad  Age  is  a  well- 
thumbed  copy  read  by  advertising,  marketing  and 
management  personnel." 


It's  a  fact:  over  the  years  ( 29  so  far ) ,  advertising,  marketing  and 
management  executives  have  relied  on  Advertising  Age  to  bring 
them  the  news  and  trends  of  marketing — quickly,  accurately, 
objectively.  And  here's  another:  among  these  readers  are  most 
of  the  executives  of  importance  to  you — those  who  influence  as 
well  as  those  who  activate  major  broadcast  decisions. 

At  Heublein,  Inc.,  for  example,  interest  in  television  as  an  ad- 
vertising medium  for  its  cereals  is  mounting  steadily.  Spot  tv 
appropriations — for  Maypo  and  Maltex — vaulted  from  just  over 
$82,000  in  1956  to  almost  $255,000  in  1957.*  The  trend  toward 
substantial  increases  for  spot  tv  continued  during  1958,  and 
Heublein  reports  a  similar  pattern  for  the  first  half  of  1959. 

Every  Monday,  market-interested  executives  at  Heublein  turn 
to  Ad  Age  to  keep  posted  on  the  developments  affecting  them. 
Heublein  and  Bryan  Houston,  Inc.,  the  agency  handling  the 
Maypo  and  Maltex  accounts,  receive  a  total  of  24  paid-subscrip- 
tion copies  of  Ad  Age  each  week. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its  tremen- 
dous penetration  of  advertising  with  a  weekly  paid  circulation 
currently  reaching  over  12,500  agency  people  alone,  its  intense 
readership  by  top  executives  in  national  advertising  companies 
— and  you'll  recognize  in  Ad  Age  a  most  influential  medium  for 
swinging  broadcast  decisions  your  way. 

•Television  Bureau  of  Advertising,  Inc. 


2  00    EAST    ILLINOIS    STREET    •     CHICAGO     11,  ILLINOIS 


FRANK  C.  MARSHALL 

A  veteran  adman,  Mr.  Marshall  came 
to  Heublein,  Inc.,  as  assistant  advertis- 
ing manager  in  1935,  from  Johnson  & 
Johnson.  At  J  &  J,  he  had  been  an 
assistant  product  manager  for  several 
products  during  a  nine-year  period. 
His  background  also  includes  some 
agency  experience  with  Ferry-Hanley. 

Mr.  Marshall  has  served  Heublein  as 
advertising  manager  since  1940. 
Among  the  nation's  100  largest  adver- 
tisers, this  Connecticut  concern  markets 
a  variety  of  liquor  and  food  products, 
including  Smirnoff  Vodka,  Heublein 
cocktails,  A-l  Sauce  and  the  Maypo 
and  Maltex  hot  cereals. 

Golf  and  photography  occupy  some  of 
Mr.  Marshall's  after-hours  time,  while 
his  professional  affiliations  include  the 
Association  of  National  Advertisers,  in 
which  he  has  been  active  for  a  num- 
ber of  years. 


?  Year  (52  issues)  $3 


OUR  RESPECTS  TO  .  .  . 

Connie  Barriot  Gay 


One  day  last  week  a  chauffeur-driven 
Cadillac,  of  roughly  the  dimensions  of 
the  U.S.S.  Forrestal,  cruised  majestical- 
ly up  Connecticut  Avenue  in  Washing- 
ton, D.  C.  Enfolded  in  the  lush  up- 
holstery of  the  passenger  compartment 
was  an  angular  man  who  wore  a  derby, 
a  Chesterfield  and  brown  sports  shoes 
with  moccasin  toes. 

He  was  raptly  listening  to  the  Cadil- 
lac's radio,  an  instrument  of  resonant 
clarity.  From  it  poured  a  deafening 
mixture  of  scraping  fiddles,  wheezing 
accordions  and  the  wails  of  a  love- 
struck  mountain  maiden  singing  through 
her  nose.  Connie  B.  Gay  had  begun  his 
day  at  the  office. 

What  the  House  of  Morgan  is  to  Wall 
Street,  the  General  Motors  Building 
to  the  auto  industry  and  Onassis'  yacht 
to  international  snipping,  Connie  B. 
Gay's  $1 1,800  limousine  is  to  the  cult  of 
country  music.  It  is  both  a  symbol  and 
a  source  of  affluence  and  power. 

Mr.  Gay  is  master  of  ceremonies,  im- 
presario, talent  manager,  music  pub- 
lisher, producer  and  owner  of  the  Town 
&  Country  Network,  the  world's  big- 
gest country  music  package  firm.  An 
expansionist  by  nature,  he  has  also  ac- 
quired four  radio  stations,  and  his  pur- 
chase of  a  fifth  awaits  only  the  for- 
mality of  FCC  approval. 

It  is  an  empire  which  was  built  on 
Mr.  Gay's  recognition  of  a  simple  prin- 
ciple: city  folks  are  more  gullible  than 
country  folks  and  have  more  money. 

The  principle  first  dawned  on  him 
during  his  childhood,  but  he  lacked  the 
laboratory  in  which  to  test  it  as  long 
as  he  stayed  in  Lizard  Lick,  N.  C,  his 
home  town  where  he  was  born  Aug.  22, 
1914.  It  was  in  1931  that  he  decided  to 
examine  city  folks  at  close  range.  That 
was  the  year  he  left  Lizard  Lick  for 
Raleigh  to  study  agriculture  at  North 
Carolina  State  College. 

The  Formative  Years  •  To  make  ends 
meet  at  school  he  worked  in  the  dairy 
and  poultry  barns,  waited  on  tables, 
sold  door  to  door,  drove  a  bus,  ran  a 
switchboard  and  made  $10  a  week  as 
manager  of  a  college  dance  band. 

After  graduation  in  1935  Mr.  Gay 
spent  two  years  taking  soil  samples  with 
the  Dept.  of  Agriculture's  soil  erosion 
service.  This,  he  felt,  was  wasted  time. 
He  quit  the  security  of  government 
employment  for  an  occupation  in  which 
he  now  says  he  "learned  more  about 
people  than  in  any  part  of  my  life."  He 
became  a  pitchman. 

For  a  year  Mr.  Gay  roved  the  city 


streets,  setting  up  his  pitch  on  corners, 
in  doorways,  wherever  there  was  shelter 
from  the  weather  and  the  police.  "I'd 
buy  a  knife  sharpener  for  5  cents  and 
sell  it  for  25,"  he  recalled  the  other  day. 
"Sometimes  I'd  get  50  cents  in  a  sucker 
town  like  Washington." 

By  the  end  of  his  year  of  nomadic 
merchandising  Mr.  Gay  had  fully  con- 
firmed the  gullibility  of  the  inhabitants 
of  major  cities  of  the  East  and  South. 
He  was  ready  for  bigger  things,  but  the 
U.  S.  economy  was  not.  The  Depres- 
sion still  discouraged  empire  building. 
He  returned  to  government  service  to 
await  America's  recovery. 

Time  Out  for  Depression  •  From 
1938  to  1946,  except  for  a  few  months' 
interval  as  farm  director  of  WPTF 
Raleigh,  Mr.  Gay  was  with  the  U.  S. 
Dept.  of  Agriculture  in  various  jobs. 

In  November  1946  he  figured  the 
post-war  boom  had  made  America 
ready  for  Connie  B.  Gay.  He  signed 
on  at  WARL  Arlington,  Va.,  as  farm 
director  and  d.j.  He  persuaded  a  re- 
luctant management  to  let  him  start  a 
half-hour  country  music  show.  Non- 
salaried,  he  lived  on  savings  for  three 
months  while  the  show  caught  on  and 
he  began  to  round  up  sponsors.  The 
show  snow-balled.  Mr.  Gay's  Town  & 
Country  Time  went  to  three  hours, 
WARL  went  completely  country  music, 
and  Connie  B.  Gay  went  to  the  U.  S. 
Patent  Office  to  register  "Town  &  Coun- 
try" as  his  trademark. 

If  the  eyes  of  rival  broadcasters  were 
opened,  Connie's  were  opened  even 
wider.  He  began  lining  up  top  talent 
from  WSM  Nashville's  Grand  Ole  Opry 
for  box  office  appearances  in  Washing- 
ton. In  1948  he  talked  his  way  into 
Washington's  highbrow  Constitution 
Hall  for  a  one-night  stand.  He  stayed 
27  Saturdays  and  set  a  $22,000  all-time 
record  for  one  night's  gate. 

With  the  country  music  kingdom 
now  tres  Gay,  Connie  went  on  to  new 
firsts:  performances  at  Griffith  Stadium 
ballpark,  a  country  music-air  circus 
combination,  outdoor  amphitheatres,  a 
special  train  to  Nashville's  Grand  Ole 
Opry  and  country  music  moonlight 
cruises  from  Washington,  Baltimore  and 
Philadelphia. 

The  Network  Big-Time  •  Two  years 
ago  CBS-TV  took  a  dark  horse  out  of 
Mr.  Gay's  stable — Jimmy  Dean — and 
built  a  network  show  around  him  and  a 
company  of  country  musicians  and 
dancers.  Last  September  Mr.  Gay  sold 
his  property  rights  in  Mr.  Dean  to  CBS- 


Mr.  Gay  steps  into  his  'office' 

TV  and  turned  his  hand  to  grooming 
another  singer,  George  Hamilton  IV, 
whom  he  brought  out  of  North  Caro- 
lina in  1956  and  whose  first  record, 
"A  Rose  and  a  Baby  Ruth,"  sold  more 
than  a  million  copies.  "This  boy  is  a 
combination  of  Como,  Crosby  and 
Boone,"  Mr.  Gay  confides. 

In  the  past  few  years  Mr.  Gay  has 
been  buying  radio  stations,  WTCR 
Ashland,  Ky.,  in  1955;  WFTC  Kinston, 
N.  C,  in  1957;  KITE  San  Antonio  last 
August;  WYFE  New  Orleans  last  De- 
cember. His  purchase  of  WGAY  Silver 
Spring,  Md.,  a  Washington  suburb,  is 
pending  approval  of  the  FCC. 

Mr.  Gay  married  Hazel  Anne  Pleas- 
ant in  1936.  Their  son,  Jan,  20,  and 
daughter,  Judy  Anne,  18,  are  in  col- 
lege. The  family  lives  in  Vienna,  Va., 
another  Washington  suburb.  Mr.  Gay 
maintains  two  offices,  one  in  a  Wash- 
ington apartment  house  and  the  other 
in  his  limousine. 

Connie  now  is  casting  avaricious  eyes 
at  the  capital  of  gullibility,  New  York 
City,  where  he  feels  his  Town  &  Coun- 
try product  would  really  go  to  town.  If 
he  has  his  way,  it  won't  be  long  before 
he  invades  the  big  town  to  produce 
enough  live  and  film  country  music 
shows  to  make  Tin  Pan  Alley  think  it's 
a  dead-end  street.  Postmarks  on  CBS- 
TV's  Jimmy  Dean  fan  mail  indicate  a 
formidable  fifth  column  is  already  busy. 

He  also  aspires  to  fill  out  his  radio 
quota  with  stations  in  Manhattan  and 
Los  Angeles.  Asked  whether  he  has 
such  a  station  in  mind  as  WNEW  New 
York,  Connie  roared,  slapped  his  thigh, 
pointed  accusingly  and  said,  "You  said 
that — I  didn't." 
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EDITORIALS 


Two  big  jobs 

WHATEVER  else  the  NAB  board  of  directors  may  do 
at  its  meeting  at  Hollywood,  Fla.,  this  week,  it  should 
give  more  than  lip-service  to  at  least  two  vital  matters. 

The  board  will  receive  a  report  from  its  ad  hoc  committee 
on  editorializing.  Instead  of  treading  water,  we  think  the 
board  should  go  all  out  in  demanding  that  the  FCC  remove 
the  burden  of  forcing  stations  which  editorialize  to  "affirma- 
tively" seek  out  opposing  viewpoints  by  "responsible" 
parties.  This  requirement  is  unworkable  and  meaningless. 

The  board  also  should  take  a  strong  stand  against  the 
FCC's  insistence  upon  programming  reports  in  applications 
for  licenses,  renewals  and  assignments.  It  should  give  full 
support  to  the  views  expressed  by  Comr.  T.  A.  M.  Craven, 
who  believes  such  reports  are  both  illegal  and  impractical. 
Replies  to  the  FCC's  proposed  rule-making  are  now  due  on 
Feb.  20 — the  deadline  having  been  extended  one  month. 

The  NAB  has  no  more  important  function  than  to  resist 
intrusion  by  government  into  the  business  and  programming 
affairs  of  licensees.  Even  if  the  FCC  should  turn  thumbs 
down  on  the  propositions,  good  will  result.  The  way  then 
will  be  opened  for  court  reviews,  which  are  essential  in 
restoring  to  broadcasting  the  freedoms  Congress  originally 
intended  for  it. 

Betwixt  and  between 

THE  FCC  these  days  is  being  whip-sawed  between  Con- 
gress and  the  courts.  While,  at  the  moment,  Congress  is 
reasonably  quiescent  getting  itself  organized,  the  courts  are 
not. 

Within  the  last  fortnight  there  have  been  two  court  de- 
cisions which  cause  the  FCC,  and  broadcasters,  considerable 
travail.  One  is  destined  to  have  an  important  bearing  on 
fm's  development,  just  as  that  long  slumbering  aural  service 
of  admittedly  superior  quality  is  beginning  to  revive.  The 
other  may  play  hob  with  the  FCC's  way  of  doing  its  allo- 
cating. 

The  full  panel  of  nine  judges  of  the  U.  S.  Court  of 
Appeals  split  5-4  in  ruling  that  the  FCC's  1955  fm  multi- 
plexing order,  holding  that  functional  music  is  not  broad- 
casting, is  wrong.  That  1955  order  required  fm  stations  to 
multiplex  functional  music  broadcasts,  while  continuing 
regular  public  broadcasts  on  their  main  channel. 

According  to  the  FCC,  the  court  has  substituted  its  judg- 
ment for  that  of  the  expert  body  itself.  If  the  decision  sticks, 
the  FCC  must  force  functional  music  and  other  non-broad- 
cast operators  using  fm  to  perform  as  broadcasters.  This 
means  identification  of  sponsors  (presumably  meaning  every 
subscriber),  station  breaks,  program  balance,  and  otherwise 
meet  all  the  obligations  of  the  broadcaster  licensee. 

In  the  second  case,  a  three-judge  panel  of  the  appellate 
court  reversed  a  long-standing  tenet  on  allocations.  The 
court,  in  effect,  held  that  where  a  minor  deviation  from 
allocation  standards  is  involved,  and  is  protested  on  technical 
grounds,  the  FCC  can  let  the  authorization  stand  and  hold 
the  hearing  required  afterward.  Under  the  long  established 
KOA  precedent,  the  FCC  has  been  required  to  grant  a  stay 
enjoining  the  new  operation  prior  to  a  formal  hearing,  on 
the  ground  that  introduction  of  interference  constitutes  a 
modification  of  the  dominant  station's  license  without 
hearing. 

What  the  court  now  has  held  is  that  if  there  is  only  slight 
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interference,  there  is  no  reason  to  prevent  the  new  facility 
from  operating  pending  outcome  of  the  required  hearing.  If 
that  is  valid,  what  would  there  be  to  prevent  the  new  sta- 
tion from  applying  for  improved  facilities  at  regular  intervals 
and  thus  gradually  getting  a  dominant  status  that  it  other- 
wise could  not  procure? 

It  seems  to  us  the  FCC  has  no  alternative  but  to  seek 
Supreme  Court  reviews  of  both  cases. 

Sports  steamroller  again 

THE  sports  lobby  is  on  schedule  in  picking  up  at  this 
session  of  Congress  where  it  left  off  last  summer  in  its 
espousal  of  legislation  to  exempt  major  sports  from  the 
antitrust  laws. 

A  half-dozen  bills  already  have  been  introduced  in  both 
House  and  Senate.  While  they  vary  in  some  degrees,  all 
would  provide  for  blackouts  of  television  in  areas  where 
home  teams  are  playing.  The  sports  entrepreneurs  could 
black  out  free  broadcasts  in  favor  of  pay  television,  or  de- 
vise any  other  means  of  making  the  public  pay,  whether 
or  not  they  go  to  the  ball  parks. 

At  the  last  session,  the  House  passed  the  bill  on  the 
strength  of  enormous  pressure  from  its  proponents.  It  was 
stalled  in  the  Senate,  thanks  to  the  intercession  of  the  Dept. 
of  Justice,  Chairman  Emanuel  Celler  (D.,  N.  Y.)  of  the 
House  Judiciary  Committee  and  the  late-starting,  but  never- 
theless effective  opposition  of  broadcasters. 

There  is  plenty  of  steam  beyond  the  legislation  this 
session,  with  the  baseball  lobby  again  taking  the  lead.  Their 
effort  will  be  to  knock  down  every  argument  advanced  by 
the  opposition  in  blocking  Senate  action  last  session. 

It  is  our  contention  that  the  sports  industry  deserves  no 
special  privileges.  Certainly  broadcasting  organizations, 
constantly  threatened  for  antitrust  infractions,  are  perform- 
ing public  service  that  transcends  the  importance  of  a  base- 
ball game. 

We  doubt  whether  broadcasters  will  be  caught  napping 
again.  Nevertheless  it  is  going  to  require  skillful  marshalling 
of  broadcasting's  counter-offensive  to  brake  this  year's  model 
of  the  sports  industry  steamroller. 


Drawn   for   BROADCASTING    by    Sid  Hijc 


"Mind  if  I  listen?  I'm  monitoring  commercials  for  the  Federal 
Trade  Commission." 

BROADCASTING,  February  2,  1959 


The  world,  the  weather  and  the  winners 


Here  are  the  top  ratings  in  the  Twin  Cities  in  the  10:00 
to  10:30  p.m.  time  segment,  every  week  of  the  month! 

Bill  Ingram  presents  "Today's   Headlines"    at    10:00.  At 
10:15  it's  Johnny  Morris  in  the  "Weather  Room." 
10:20,  Dick  Xesbitt  with  complete  coverage  on  the 
(and  losers)  in  the  world  of  sports. 


d  at 

iners 


Month  after  month,  year  after  year  this  award-winning  trio 
(with  the  assistance  of  KSTP-TV's  unmatched  news  depart- 
ment facilities)  leads  the  way  in  ratings,  no  matter  what  the 
competition. 

There  are  (at  this  writing)  a  few  choice  availabilities  around 
these  top  shows  in  the  market.  For  further  information,  contact 
your  nearest  Perry  office  or  a  KSTP-TV  representative. 
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Represented  by  Edward  Petry  &  Co.,  Inc. 
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The  SALESMAN  makes  a  difference . . 
and  so  does  the  ^ 


STATION! 


You  can  bet  on  it  —  a  reputable,  believable 
salesman  will  make  less  noise  —  and  make  more  sales  ■ 
than  a  carnival  pitch  man. 

50,000-watt  WHO  Radio  is  the  most  believable,  effective 
salesman  in  this  State.    Iowa  has  confidence  in  WHO 
because  WHO  has  confidence  in  Iowa.  We  have  proved  our 
faith  for  decades — by  building  and  maintaining  the  greatest  Farm 
Department  in  Mid-America  —  the  greatest  News 
Department  —  a  fine,  professional  Programming  Department 
that  does  a  lot  more  than  play  the  "first  50*'. 
As  a  result,  more  Ioiva  people  listen  to  WHO 
than  listen  to  the  next  four  commercial  stations 
combined  —  and  BELIEVE  what  they  hear! 

Of  course  you  are  careful  about  the  salesmen  you 
hire.  You  of  course  want  to  be  equally  careful 
about  your  radio  salesmen.  Ask  PGW  for  all  the 
facts  about  Iowa's  GREATEST  radio  station! 


for  Iowa  PLUS ! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 
P  A  Lovet,  Resident  Manager 
Robert  H.'Harter,  Sales  Manager 


WHO  Radio  is  part  of  Ce 
which  also  c 
WHO-TV,  Des  Moir 


itral  Broadcasting  Company, 

\ns  and  operates 

:s,  WOC-TV,  Davenport 


Peters,  Griffin,  Woodward,  Inc., 
National  Representatives 


AM  I 


Americans  dearly  love  a  mystery— any  kind  of  mystery. 
Witness  the  hordes  of  hard  and  soft- cover  books,  pulp 
magazines  and  slick  periodicals  that  thrive  on  the  end- 
less demand.  Moral  for  telecasters :  Take  the  guesswork 
out  of  your  programming— put  the  mystery  in.  The  VPS 
mystery,  of  course! 


PANIC  — Ordinary  people  suddenly  flung  into  situations  of 
extraordinary  suspense.  First-run-off-the-network,  with  an  out- 
standing ARB  record.  Stars  include  Everett  Sloane,  Mercedes 
McCambridge,  Ann  Rutherford,  James  Mason. 


« 

i 


m.  j 
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DANGEROUS  ASSIGNMENT- Espionage  on  an  international 
scale,  starring  Hollywood's  Brian  Donlevy.  As  government  agent 
Steve  Mitchell,  he  covers  the  earth  like  a  coat  of  well-known 
paint.  Lots  of  latitude  for  free-swinging  adventure. 


CAPTURED- The  original  "Gangbusters"  of  radio -TV  fame, 
with  Chester  Morris  as  host.  Dramatized  recaps  of  headline  police 
cases  like  those  of  Willie  Sutton,  Tony  the  Stinger,  Little  Duke 
Likini.  Arrestingly  authentic. 


INNER  SANCTUM -Just  beyond  the  renowned  creaking  door 
lie  gripping  tales  of  the  eerie  and  unusual.  Mood  pieces  with  off- 
the-beaten-track  themes,  featuring  leading  performers  of  Holly- 
wood and  Broadway. 


THE  FALCON  —  Undercover  action  overseas.  Charles  McGraw 
stars  as  U.  S.  secret  "op"  Mike  Waring,  otherwise  known  as  "The 
Falcon."  Plots  and  counter-plots  on  both  sides  of  the  Iron  Curtain 
make  for  intriguing  drama. 


VICTORY  PROGRAM  SALE 


A  DIVISION  OF  CALIFORNIA  NATIONAL  PRODUCTIONS  •  663  FIFTH  AVENUE,  NEW  YORK  22,  N.  Y. 

CANADIAN  REPRESENTATIVES '  KBEMAHJLE  QE  CANADA.  I-/TD. 
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Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
1735  DeSales  St.,  N.  W..  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 
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NIELSEN 
PULSE 
ARB 

KRLD-TV  is  your  best  buy 

FIRST  IN  AUDIENCE:  ARB's  latest  Dallas-Fort  Worth  report  shows  that  KRLD-TV  domi- 
nates in  audience  share  from  sign-on  Sunday  morning  to  sign-off  Saturday  night.  The 
Nielsen  Station  Index  (December,  1958)  also  shows  more  TV  homes  watch  KRLD-TV 
than  any  other  station  in  the  Dallas -Fort  Worth  area! 

FIRST  IN  POPULARITY:  The  latest  Dallas  Telepulse  lists  15  out  of  the  top  18  once-a-week 
shows  and  eight  of  the  top  ten  multi-weekly  shows  —  all  on  KRLD-TV. 

FIRST  IN  AREA  OF  COVERAGE:  KRLD-TV,  with  its  low-band  channel,  and  telecasting 
with  maximum  power  from  its  tremendous  tower  (1,685  feet  above  average  terrain), 
has  the  largest  circulation  of  any  station  in  the  southern  United  States! 


MAXIMUM  POWER 


The  Branham  Company,  Exclusive  Representative. 


HERALD  STATIONS 


JOHN  W.  RUNYON 
Chairman  of  the  Board 


CLYDE  W.  REMBERT 
President 
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closed  circuit: 


50-50  on  NBC  Radio  •  That  new  pro- 
gramming being  prepared  by  NBC 
Radio  (Closed  Circuit,  Feb.  2)  is  ex- 
pected to  work  this  way:  it'll  be  17  five- 
minute  periods  per  day,  scheduled  at 
25  minutes  past  the  hour,  with  half  of 
commercial  positions  to  be  sold  by 
network  and  half  by  stations.  Extension 
of  network's  Stardust  programming  will 
feature  Bob  Hope,  Groucho  Marx,  Mar- 
lene  Dietrich,  George  Gobel,  Ed  Gard- 
ner, etc.,  in  entertainment  vignettes. 
Despite  reports  circulating  that  NBC 
will  ask  for  "free"  time  in  return  for 
commercial  positions  available  to  sta- 
tions, inside  word  is  that  affiliates  will 
be  compensated  at  regular  rates  for  all 
network  sales,  with  no  barter  involved. 

Multiple  ownership  •  Consensus  of  FCC 
last  week  after  several  meetings  on 
subject  was  that  Barrow  Report  recom- 
mendation that  multiple  owners  be 
limited  to  three  vhf  tv  outlets  in  top  25 
markets  would  be  unworkable.  Com- 
missioners batted  subject  back  and 
forth  several  times  during  week,  with 
final  conclusions  that  although  local 
ownership  might  be  desirable,  it  was 
not  overriding — particularly  to  point 
where  present  multiple  owners  who  are 
doing  good  job  be  required  to  lose  key 
outlets  in  top  markets. 

Commission  also  last  week  discussed 
Barrow  Report  recommendation  that 
station  sales  be  put  on  cash  basis  so 
others  besides  purchaser  might  put  in 
bid  for  property.  Although  few  com- 
missioners felt  present  procedure  could 
be  improved  (to  permit  FCC  to  have 
more  voice  in  deciding  who  gets  sta- 
tion), most  felt  hands  are  tied  since 
1952  Communications  Act  amendments 
forbid  old  Avco  procedure  and  any 
changes  would  be,  in  essence,  in  con- 
flict with  Congressional  intent.  Other 
matters  taken  up  during  week  (Commis- 
sion met  every  day  except  Wednesday 
when  most  FCC  commissioners  at- 
tended Radio-Television  Executives  So- 
ciety luncheon  in  New  York)  were  fol- 
lowing, but  no  final  decisions  made: 
community  antenna  systems,  boosters, 
tv  allocations,  common  carrier  matters, 
international  telecommunication  prob- 
lems. 

Quarter  horses  •  Critics  who  say  people 
look  at  nothing  but  westerns  on  tv  are 
not  half  right.  A.  C.  Nielsen  Co.  people 
have  been  studying  their  audience  data, 
find  that  in  one  winter  week  (ended 
Nov.  29)  average  tv  home  spent  12 
hours  30  minutes  watching  nighttime 
(7-11  p.m.)  network  sponsored  shows, 
with  2  hours  49  minutes  of  that  time 
spent  looking  at  westerns.  It  comes  out 


to  22.5%  of  time  spent  with  nighttime 
sponsored  network  tv. 

Organization  men  •  House  Commerce 
Committee  subcommittee  assignments 
have  not  been  made,  as  yet,  but  old 
Transportation  &  Communications  body 
definitely  will  be  split.  Parent  com- 
mittee chairman  Rep.  Oren  Harris  (D- 
Ark.)  will  retain  Communications 
chairmanship  while  No.  2  Democrat 
John  Bell  Williams  (Miss.)  will  head 
Transportation.  Ranking  minority  mem- 
ber John  Bennett  (R-Mich.)  will  take 
spot  on  Communications  with  Rep.  Wil- 
liam Springer  (R-Ill.),  second-ranking 
committee  member  in  his  party,  to  be 
assigned  to  Transportation  although 
preferring  Communications  Subcom- 
mittee seat.  Rep.  Harris  still  had  not 
decided  form  1959  Oversight  Subcom- 
mittee will  take  although  four  staffers, 
including  one  investigator,  still  are  on 
payroll. 

Tape  and  labor  •  Kenyon  &  Eckhardt, 
which  tapes  30%  of  its  tv  commercial 
output,  has  decided  not  to  "'farm  out" 
any  more  of  its  taped  commercials  for 
its  automotive  accounts  for  time  being. 
Agency  handles  Edsel  and  Mercury,  got 
itself  entangled  in  internecine  union 
squabble  late  last  month  when  two 
Edsel  commercials  were  taped  in  New 
York  (Broadcasting,  Feb.  2).  From 
now  on,  says  K&E,  taped  auto  com- 
mercials will  be  handled  at  networks. 

K&E  meantime  quickened  interest 
in  film  for  some  of  its  auto  commercials 
as  result  of  experience  with  Trans- 
film's  "visual  squeeze"  process  (tv  varia- 
tion of  old  filmograph  technique).  Such 
commercial  filmed  with  Ed  Sullivan  for 
Mercury  cars  was  scheduled  for  show- 
ing on  next  Sunday's  (Feb.  15)  Sullivan 
show.  Technique  gives  staccato-like  ef- 
fect or  "visual  squeeze,"  has  been  used 
also  by  Ford  autos  via  J.  Walter  Thomp- 
son. 

Roster  of  members  •  NAB,  as  of  first 
of  year,  had  active  station  membership 
of  2,186  as  against  2,070  year  ago, 
board  of  directors  was  told  last  Friday 
at  Hollywood,  Fla.  meeting.  Net  gains 
included  65  in  am.  46  fm  and  5  in  tv. 
There  were  105  associate  members  as 
of  Jan.  1  as  against  118  associates  year 
ago.  Among  station  resignations  was 
that  of  WHAS-AM-TV  Louisville.  Off- 
setting additions  include  WTIC-TV 
Hartford  and  KCOP  (TV)  Los  Angeles. 
Forecast  stormy  •  Proposal  for  federal 
aid  to  educational  tv,  which  breezed 
through  Senate  Commerce  Committee 
last  week  (story,  page  137),  will  run  into 


stormy  weather  generated  by  economy 
bloc.  This  particularly  expected  to  be 
true  when  bill  reaches  House,  where 
one  representative  described  measure  as 
just  another  way  to  spend  taxpayers' 
money. 

Option  opinion  •  Justice  Dept.  report- 
edly has  all  but  decided  to  tell  FCC 
television  network  option  time  violates 
antitrust  laws.  Month  ago  FCC  gave 
Justice  report  saying  FCC  majority 
thought  option  time  was  necessary. 
Whether  Justice  will  go  beyond  mere 
statement  of  its  opinion  and  tell  FCC 
what  ought  to  be  done  isn't  known.  It's 
conjectured  Justice  may  be  waiting  for 
forthcoming  Supreme  Court  ruling 
which  could  affect  administration  of 
antitrust  laws  in  broadcast  field. 

Before  Supreme  Court  is  appeal  on 
motion  in  antitrust  case  involving  NBC- 
Westinghouse  swap  of  Cleveland  and 
Philadelphia  stations.  It's  felt  Supreme 
Court  ruling  will  decide  that  either  FCC 
or  Justice  has  primary  responsibility  of 
antitrust  law  enforcement  in  broadcast 
regulation. 

Program  protests  •  Refusal  of  NAB 
Board  at  its  Hollywood,  Fla.  session 
Friday  to  oppose  full-tilt  FCC's  pro- 
posed revision  of  application  form  deal- 
ing with  program  breakdowns  expected 
to  result  in  filing  of  opposition  by  more 
individual  stations  than  normally  would 
be  case.  There's  considerable  support 
for  position  of  Comr.  T.A.M.  Craven 
that  program  form  constitutes  censor- 
ship and  therefore  is  illegal.  Illinois 
State  Broadcasters  Assn.  formally  has 
taken  action  supporting  Craven  posi- 
tion and  Leslie  Johnson,  WHBF-AM- 
TV  Rock  Island,  is  leading  proponent 
for  all-out  action. 

Station  bait  •  NBC-TV  is  ready  to  go 
with  two  "experiments."  Starting  March 
1,  in  response  to  affiliate  requests  and 
in  hopes  of  improving  clearances  on 
these  programs,  it  will  make  five  one- 
minute  commercial  positions  available 
for  station  sale  in  each  of  two  daytime 
strips:  Dough-Re-Mi  at  10-10:30  a.m. 
and  Truth  or  Consequences  at  2-2:30 
p.m.  Positions  are  subject  to  recapture 
on  14  days'  notice  in  case  of  network 
sale,  and  NBC  reserves  right  to  call 
whole  deal  off  at  end  of  13  weeks. 
Other  experiment,  which  also  may  be 
halted  after  12  weeks,  is  elimination  of 
middle  station  break  in  Tic  Tac  Dough 
(Mon.-Fri.,  12-12:30  p.m.)  and  exten- 
sion of  station  break  at  end  of  one 
minute.  Idea  here  is  to  see  whether 
audience  will  be  maintained  better 
throughout  show  if  there's  no  middle 
interruption. 
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I N  ATLANTA 


THE  WHOLE  FAMILY 


WATCHES  WAGA-TV! 


a 


EARLY 


BUILDING  NEW  SUCCESS 
STORIES  EVERY  DAY! 


Ratings  are  rocketing  on  WAGA-TV'S  Early  Show,  5:30  p.m.  Mondays  thru  Fridays, 
featuring  top  Warner  Brothers,  RKO,  United  Artists,  and  Screen  Gem  movies  that 
deliver  a  big  family  audience  at  low  cost.  There's  a  new  success  story  nearly 
every  day  . .  .  why  not  make  the  next  one  yours?  See  your  Katz  man  now. 


•3:  ^  a"  WAGA-TV  WJW-TV 
rfl*f»fr         Atlanta  Cleveland 


WSPD-TV  WJBK-TV 

Toledo  Detroit 


WITI-TV 

Milwaukee 
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WEEK  IN  BRIEF 


How  does  tv  sell  your  'Product  X'?  •  A  firm  believer 
in  the  selling  punch  of  television,  Art  Lund,  vice  pres- 
ident, radio-tv,  Campbell-Mithun  Inc.,  Minneapolis, 
doesn't  pull  any  when  he  relates  what  he  considers 
improper  commercial  practices  by  some  tv  stations. 
The  sad  case  history  of  "Product  X"  is  told  in  this  week's 
Monday  Memo,  Page  21. 


Mr.  Lund 


Allocations  on  the  spot  again  •  OCDM  proposal  to 
have  Presidential-named  commission  study  spectrum 
assignments  draws  roar  from  Capitol  Hill.  FCC's  Doerfer  sees  hope  for 
wider  all-vhf  tv  band.  Page  23. 

Benton  &  Bowles  on  single  rate  •  Agency  cracks  down  on  two-rate 
system  of  local  and  national  rates  in  television  wherein  local  rival  product 
is  priced  competitively  with  national  brand.  Page  26. 

Lark's  1 ,200-station  radio  drive  •  D'Arcy's  direct  approach  to  stations 
for  two-week  Studebaker  campaign  stirs  excitement,  criticism,  but  most 
of  the  antagonism  appears  dispelled  by  agency's  explanations.  Page  28. 

NAB  Board  okays  editorializing  •  Directors  find  phony  men-in-white 
commercials  under  control;  Chicago  convention  to  consider  anti-tv  cam- 
paigns. Page  35. 

New  worlds  for  studio  tv  •  CBS-TV  network  unveils  "VideoScene" 
device  permitting  live  action  in  miniature  sets,  says  it  will  give  virtually 
unlimited  range  to  live  studio  production.  Page  52. 

NBC-TV  show  changes  •  Steve  Allen  at  7:30,  Gobel  and  Fisher  dropped; 
Kraft-Como  decision  expected  this  week.  Page  53. 

Sports  fracas  revived  •  Kefauver  sports  antitrust  bill  would  leave  it  up 
to  FCC  to  approve  or  disapprove  any  attempts  to  blackout  professional 
football  and  baseball  telecasts.  Page  136. 

'Ex  parte'  contacts  a  'musf  •  FCC  brief  to  appeals  court  upholds 
private  talks  between  commissioners  and  parties  concerned  in  rulemaking 
proceedings  on  deintermixture  cases.  But  Justice  Dept.  thinks  differently, 
calls  for  hearing.  Page  138. 

Perspective  '59— A  Report  on  Radio-Tv  in  1958-59 

The  curves  that  are  starting  to  climb  in  '59 
How  radio-tv  ran  against  the  stream  in  '58 
Radio  time  sales  since  1935;  tv  from  1948 
Arno  Johnson:  beginning  of  a  10-year  boom? 
Richard  Doherty:  the  '59  climb  for  radio-tv 
What  the  space  age  means  to  television 
Pete  Cash:  tv  gross  should  rise  10%  in  '59 
An  analysis  of  the  broadcast  audience  today 
Kev  Sweeney:  a  warning  on  radio  complacency 
Why  the  strong  enthusiasm  for  videotape  in  '59? 
Fm's  story  today:  have  audience,  can  sell 
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THE  RESULTS: 

November  1958 
Qualitative 
Survey  of  the 
22  County 
Tidewater,  Va. 

Area 

Question  1: 

When  you  first  turn  on  the  ra- 
dio, is  there  any  particular  sta- 
tion you  try  first? 

Answer: 

WTAR 


Question  2: 

Which  radio  station,  if  any,  dc 
you  prefer  for  music? 

Answer: 


| 

Question  3: 

Which  r 

you  pre 

Answer 

H-  wAvr 
BSM  •  .  i*" 

Question  4: 

If  you  heard  conflicting  accounts 
of  the  same  story  on  different 
radio  stations  which  station 
would    you  believe? 

Answer : 


RADIO 

Norfolk  -  Newport  News  -  Portsmouth 
and  Hampton,  Virginia 

. .  .ranks  1st  during 
155  out  of  180 rated 
half  hours... 

Represented  Nationally  by 
JOHN  BLAIR  &  COMPANY 
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KCMO-Radio  gets  farm  news  first  too 

Our  coverage  of  farm  news  starts  where  news  begins— on  the  farms 
and  with  farmers. 

And  it  ranges  over  the  whole  farm  scene  — from  feedlots,  stockyards,  and 
experimental  stations  all  the  way  to  the  State  Houses  and  Washington,  D.  C. 

The  men  who  follow  the  facts  are  men  who  know  what  makes  Midwest 
farm  news.  They're  career  journalists— professionals  all.  Born,  reared,  educated 
right  here  in  the  American  heartland. 

And  behind  them  are  the  far-reaching  news  lines  of  CBS  and  KCMO'S 
world-wide  services.  From  the  neighboring  farm  to  agriculture's  farthest  frontier, 
you're  in  the  know  on  KCMO-Radio. 


Kansas  City  MO-radio 


SYRACUSE  WHEN 

PHOENIX  KPHO 

OMAHA  WOW 

TULSA  KRMG 


Represented  nationally  by  Katz  agency. 


WHEN-TV  The  Katz  Agency 

KPHO-TV  The  Katz  Agency  Meredith  Stations  are  affiliated  with  BETTER 

WOW-TV  John  Blair  &  Co.-Blair-TV      HOMES  and  GARDENS  and  SUCCESSFUL 

John  Blair  &  Co. 


FARMING  Magazines. 
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AT  DEADLINE 


LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE   •   DETAILED  NEWS  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  23 


NAB  OPENS  CONVENTION  DOORS 

Antitrust  exemption  for  sports  opposed 


Closed-door  formula  adopted  year 
ago  for  1959  NAB  ownership-manage- 
ment meetings  during  Chicago  conven- 
tion (March  15-18)  was  reversed  Friday 
(Feb.  6)  as  association's  joint  boards 
wound  up  three-day  meeting  at  Holly- 
wood, Fla.  (Early  stories  start  page  35.) 

Reacting  to  criticism  of  closed  busi- 
ness meetings  (Broadcasting,  Jan.  19), 
boards  instructed  Convention  Commit- 
tee to  reconsider  policy.  Following  close 
of  board  sessions,  committee  decided  all 
radio  sessions  at  Chicago  should  be 
open,  with  one  tv  business  meeting  and 
labor  clinic  to  be  held  behind  closed 
doors. 

Record  budget  of  slightly  over  $1  mil- 
lion for  fiscal  year  1959-60  was  ap- 
proved. 

Directors  voted  against  full-scale 
NAB  participation  in  rulemaking  pro- 
cedure at  FCC  on  proposed  application 
forms  covering  programming.  Decision 
authorizes  efforts  to  seek  clarification  of 
proposal  but  did  not  support  position 
taken  by  Commissioner  T.A.M.  Craven 
against  programming  form  on  ground 
it  constitutes  censorship  and  is  there- 
fore illegal.  Action  was  based  on  feeling 
that  NAB  should  not  go  beyond  proce- 
dural participation,  leaving  to  individual 
licensees  decision  as  to  course  they  will 
follow.  Responses  to  rulemaking  are 
due  Feb.  20. 

In  discussion  of  Supreme  Court  ap- 
peal of  WDAY  Fargo,  N.  D.,  on  licensee 
responsibility  for  libel  charged  against 
political  candidate,  board  was  told  by 
Douglas  A.  Anello,  chief  attorney,  that 
case  would  be  argued  this  week  and 
that  upon  result  could  hinge  quest  of 


broadcasters  for  full  freedom  from  pro- 
gram regulation. 

Proposal  of  Tom  Bostic,  KIMA-TV 
Yakima,  Wash.,  that  NAB  seek  clarifi- 
cation of  status  of  broadcasters  who  run 
for  public  office,  was  passed  over  pend- 
ing outcome  of  Fargo  Sec.  315  appeal. 

After  hearing  legislative  report  of 
Vincent  T.  Wasilewski,  government  re- 
lations director,  board  reaffirmed  its  op- 
position to  bills  to  exempt  professional 
sports  from  antitrust  laws.  It  also  op- 
posed legislation  that  would  bar  so-called 
ex  parte  contact  in  non-adjudicatory 
proceedings.  Resolution  of  Radio  Board 
to  look  with  disfavor  upon  hard  liquor 
advertising  on  radio  and  tv  was  ap- 
proved. 

Other  actions:  Adopted  resolutions 
commending  American  Bar  Assn.  for 
appointment  of  committee  to  study 
Canon  35  and  urged  increased  activity 
in  seeking  equal  access;  heard  that  about 
half  of  $10,000  "seed"  money  author- 
ized for  exploration  of  Hall  of  Fame 
project  had  been  collected,  with  meeting 
to  be  held  in  Washington,  Feb.  17. 

Re-elected  Everett  Revercomb  secre- 
tary-treasurer for  fourth  successive  year. 

Designated  A.  Prose  Walker,  NAB 
engineering  manager,  as  representative 
at  International  Telecommunications 
Conference  in  Geneva  later  this  year. 

Approved  new  rules  allowing  mem- 
bership of  satellites  and  semi-satellites 
under  minimum  dues  provision. 

Decided  to  hold  1961  winter  board 
session  in  Hollywood,  Fla.  (1960  meet- 
ing will  be  in  Palm  Springs,  Calif.). 

Substituted  Chicago  for  Louisville  in 
1960  fall  conference  schedule,  with 
meeting  to  be  held  Nov.  9-10. 


ARB  expands  service 

Diversification  of  American  Research 
Bureau  Inc.,  Washington  and  New 
York,  into  opinion  and  market  research 
announced  today  (Feb.  9)  by  James 
Seiler,  ARB's  director.  New  firm,  ARB 
Surveys  Inc.,  will  have  management 
and  function  separate  from  bureau  but 
will  use  ARB's  field  interviewing  force, 
technical  staff  and  sales  organization. 
ARB  Surveys  will  open  for  business 
March  1  with  offices  at  201  E.  57th  St., 
New  York,  with  Don  Cahalan,  formerly 
of  W.  R.  Simmons  &  Assoc.  Research 


Inc.  and  National  Opinion  Research 
Center,  U.  of  Chicago,  as  president. 

WPRO  sale  filed 

Sale  of  WPRO-AM-FM-TV  Provi- 
dence by  Cherry  &  Webb  Broadcasting 
Co.  to  Capital  Cities  Tv  Corp.  for 
$6,508,808  was  filed  at  FCC  Friday 
(Feb.  6)  (Broadcasting,  Dec.  22, 
1958).  Of  $7.5  million  borrowed  by 
Capital  Cities  to  finance  sale,  $1.5  mil- 
lion was  borrowed  from  John  B.  Poole, 
Bloomfield  Hills,  Mich.,  attorney,  iden- 
tified as  owner  of  31,000  shares  of 
Storer  Broadcasting  Co. 


Coast  pay-tv  rumors 
draw  disclaimers 

Los  Angeles  papers  were  bannering 
expectation  that  their  Dodgers  baseball 
team  would  be  "on  pay-tv  by  July,"  but 
explorations  turned  up  little  grounds  to 
support  them  Friday  (Feb.  6).  Dodgers' 
Walter  O'Malley  said  no  arrangements 
had  been  made.  Pacific  Telephone  & 
Telegraph  Co.,  reported  interested  in 
stringing  wires  for  L.  A.  pay-tv  service, 
said  it  had  neither  commitments  nor 
recent  negotiations. 

RCA  Service  Co.,  said  to  be  in- 
terested in  hooking  homes  to  lines 
strung  by  Pacific  T&T,  said  it  had  held 
negotiations  but  they  were  broken  off. 

Report  that  Skiatron  of  America,  in- 
terested in  getting  its  pay-tv  system  into 
L.  A.,  might  float  $6  million  security 
issue  through  Merrill  Lynch,  Pierce, 
Fenner  &  Smith,  for  loan  to  Pacific 
T&T,  brought  surprised  reaction  from 
Merrill  Lynch  authorities,  who  said 
they'd  never  heard  of  it.  Matty  Fox, 
key  figure  in  Skiatron  pay-tv  operation, 
could  not  be  reached  (see  page  54). 

Cunningham  asks 
joint  etv  system 

Nationwide  move  to  "upgrade  our 
national  mind"  through  single  or  multi- 
channel tv  facility  to  be  advocated  to- 
day (Feb.  9)  by  John  P.  Cunningham, 
chairman  of  board,  Cunningham  & 
Walsh.  He  refers  to  "full-time,  24-hour- 
a-day"  educational  tv  facility  to  reach 
every  person  in  U.S.,  in  talk  prepared 
for  Advertising  Federation  of  America 
mid-winter  conference  at  Washington. 
D.C.  Mr.  Cunningham  said  24-hour 
facility  was  ideal  toward  which  country 
should  aim.  In  speech,  he  advocates  tv 
coverage  of  Congress  for  classroom 
viewing;  suggests  joint  committee  of 
advertisers,  broadcasters  and  educators 
to  explore  national  service  and  warns 
he'll  continue  to  make  "nuisance  of 
myself  among  advertising  people"  until 
issue  is  met. 

•  Business  briefly 

•  In  its  first  use  of  network  television, 
I.  B.  Kleinert  Rubber  Co.,  New  York, 
(bathing  caps,  baby  pants,  notions)  is 
understood  to  have  made  purchases  on 
NBC-TV  daytime  programs,  including 
alternate  week,  quarter-hour  sponsor- 
ship of  Truth  or  Consequences  (Mon.- 
Fri.,  2-2:30  p.m.)  and  County  Fair 
(Mon.-Fri.,  4:30  p.m.).  Agency:  Grey 
Adv.,  New  York. 
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WEEK'S  HEADLINERS 


•  David  C.  Adams,  NBC  exective  v.p.  for  corporate  rela- 
tions, named  to  new  post  of  senior  executive  v.p.,  and 
Walter  D.  Scott,  NBC-TV  sales  v.p.,  elected  executive 
v.p.  in  charge  of  tv  network,  at  NBC  board  meeting  Friday 
(Feb.  6).  Four  other  executive  promotions  also  announced: 
Don  Durgin,  v.p.  and  national  sales  manager  for  tv,  to 
v.p.  in  charge  of  network  tv  sales,  succeeding  Mr.  Scott; 
James  A.  Stabile  from  director  to  v.p.  in  charge  of  talent 
and  program  contract  administration;  Albert  L.  Capstaff 
from  director  to  v.p.  for  radio  network  programs,  and 
George  A.  Graham  Jr.  from  director  to  v.p.  for  sales 
planning  for  radio  network.  As  executive  v.p.  for  tv  net- 
work Mr.  Scott  takes  post  vacated  by  Robert  E.  Kintner 
when  he  became  president  last  July.  Announcing  promo- 
tions, board  chairman  Robert  W.  Sarnoff  said  "most  signifi- 
cant aspect"  was  that  all  were  made  from  within  company, 
reflecting  both  personal  accomplishment  and  depth  of  NBC's 
executive  personnel. 


f  '  '  i 
%. 

Mr.  Riddleberger    Mr.  Trevarthen 


•  Stephen  Riddleberger, 
v.p.  and  comptroller  of 
ABC,  appointed  to  newly- 
created  post  of  v.p.  for 
o&o  stations,  and  William 
H.  Trevarthen,  director  of 
engineering  operations  for 
ABC,  named  v.p.  in  charge 
of  production  services.  Mr. 
Riddleberger's  post  was  created,  according  to  Leonard  H 
Goldenson,  president  of  AB-PT,  in  recognition  of  "the  vital 
part  our  owned  and  operated  stations  play  in  ABC's  success. 
Mr.  Riddleberger  joined  ABC  in  1953  as  radio  budget  officer 
and  in  October  1957  was  promoted  to  v.p.-comptroller  of 
ABC  and  assistant  treasurer  of  AB-PT.  He  had  previously 
been  with  NBC  for  seven  years.  Mr.  Trevarthen  has 
been  with  ABC  since  its  separation  from  NBC  in  1943. 
He  was  appointed  operations  supervisor  in  1947  and  in 
March  1953  director  of  engineering  operations. 


•  Gordon  F.  Hayes,  v.p.  of 
CBS  Radio  in  charge  of 
CBS  Radio  Spot  Sales,  ap- 
pointed to  national  manager 
of  affiliate  relations  for 
CBS-TV,  effective  Feb.  23, 
assuming  position  held  by 
Carl  S.  Ward  until  his 
elevation  to  v.p.  and  direc- 
tor of  affiliate  relations. 
Milton  F.  (Chick)  Allison,  eastern  sales  manager  of 
CBS  Radio  Spot  Sales,  named  to  assume  duties  relinquished 
by  Mr.  Hayes  with  title  of  general  manager  of  CBS  Radio 
Spot  Sales.  Mr.  Hayes  joined  CBS  Radio  Spot  Sales  in 
Chicago  in  1945  as  assistant  sales  manager;  was  promoted 
to  western  sales  manager  in  1948  and  was  named  general 
manager  for  New  York  unit  in  1956.  He  had  previously 
been  salesman  for  WTOP  Washington.  Mr.  Allison  has 
been  with  spot  sales  since  1949  and  earlier  had  been  sales 
manager  of  WLWT  (TV)  Cincinnati  in  1948-49  and  sales 
manager  of  WPEN  Philadelphia,  starting  in  1946.  Donald 


Mr.  Hayes 


Mr.  Allison 


E.  Clancey,  business  manager  of  affiliate  relations  for 
CBS-TV,  named  administrative  manager,  with  change  in 
title  said  to  "reflect  Mr.  Clancey's  increased  responsibilities 
in  the  department." 


•  Jay  W.  Wright  named  president  of 
Radio  Service  Corp.  ( KSL- AM-FM-TV 
Salt  Lake  City,  Utah).  Mr.  Wright,  for- 
merly of  CBS  general  engineering  depart- 
ment, has  spent  past  AV2  years  as  adminis- 
trative v.p.  and  later  as  executive  v.p.  of 
corporation.  In  broadcasting  since  1929,  he 
was  with  Glen  D.  Gillette,  consulting  engi- 
neers, Washington,  D.C.,  prior  to  CBS. 
Mr.  Wright  other  appointments:  David  O.  McKay 
named  member  and  chairman  of  board  of  directors:  Stephen 
L.  Richards  and  J.  Reuben  Clark  Jr.,  named  vice  chair- 
men. Mr.  Wright  was  also  added  to  board  of  directors.  J. 
Allen  Jensen  named  corporation  v.p.  and  secretary,  and 
Joseph  A.  Kjar,  general  manager  of  KSL-AM-FM,  elevated 
to  v.p.  Ivor  Sharp,  with  KSL  since  1938  and  v.p.  in  charge 
of  corporate  development  since  1956,  has  retired.  D. 
Lennox  Murdoch  continues  as  v.p.  and  general  manager 
of  KSL-TV,  and  Benjamin  H.  Hollingsworth  continues 
as  treasurer  and  assistant  secretary. 


•  Hathaway  Watson,  partner  in  Booz, 
Allen  &  Hamilton  management  consultants, 
Washington,  elected  vice  president  of  RKO 
Teleradio  Pictures  Inc.,  with  headquarters 
in  New  York.  Booz,  Allen  &  Hamilton  re- 
cently completed  survey  for  RKO-owned 
stations,  with  Mr.  Watson  playing  major 
|  role.  He  will  help  implement  recommenda- 
tions made  for  RKO  stations,  with  empha- 
sis upon  more  uniform  approach  in  selling 
national  business.  Also  planned:  common  programming 
among  all  RKO  stations;  special  assignments  for  Mr.  Wat- 
son to  be  handed  out  by  President  Thomas  O'Neil.  Mr. 
Watson  formerly  was  assistant  Secretary  of  State  and  served 
on  White  House  staff  during  Truman  Administration.  RKO 
stations  include  WOR-AM-TV  New  York,  WNAC-AM-TV 
Boston,  KHJ-AM-TV  Los  Angeles,  WHBG-AM-TV  Mem- 
phis, WGMS  Washington  and  KFRC  San  Francisco. 


•  Howard  Eaton  Jr.,  media  manager  of  radio  and  tv  at 
Lever  Bros,  past  two  years,  promoted  to  media  director 
today  (Feb.  9).  Mr.  Eaton  will  be  responsible  for  purchase 
of  all  Lever's  print  and  tv  time,  talent  and  programs  work- 
ing with  Lever's  six  agencies.  In  effect  Mr.  Eaton  succeeds 
Samuel  Thurm,  now  Lever's  advertising  v.p.,  Mr.  Thurm 
having  succeeded  Henry  M.  Schachte,  who  now  is  execu- 
tive v.p.  Both  Messrs.  Thurm  and  Eaton  report  to  Mr. 
Schachte.  Mr.  Eaton  was  sports  editor,  WELI  New  Haven, 
Conn.,  1947-52,  also  handled  play-by-play  broadcast  of 
Yale  U.  games  which  he  still  does  each  year.  He  joined 
Young  &  Rubicam  as  tv  account  representative  in  1952. 


Mr.  Watson 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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LZ-T7  is  still  number  one 


as  Colorado  Celebrates  its  Centennial 

STARR  YELLAND — Highest  rated  sports  show  Avg.  20.9 

CARL  AKERS — Highest  rated  evening  news  Avg.  23.9 

Highest  rated  afternoon  news  Avg.  11.4 

BOB  BUTZ — Highest  rated  morning  news  Avg.  4.7 

ART  GOW — Highest  rated  live  music  show  Avg.  4.7 

GENE  AMOLE — Highest  rated  live  remote  show  I9.9 

FRED  'N  FAE — Highest  rated  morning  kid  show  5.1 

DICK  BECKER — Highest  rated  weather  show  Avg.  22.4 

WHIRL YBIRDS—  Highest  rated  syndicated  show   37.7 

Again  first  from  sign  on  to  sign  off,  seven  days  a 
week,  in  both  the  one  week  and  four  week  period. 
3  of  top  5  network  programs  on  CBS-Television. 

® TELEVISION  —  'November  ARB 

CBS  IN  DENVER 
channel  j^^g  Represented  by  KATZ  Agency 
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Snapped  up  in  first 
7days  in  54  markets! 


"Cannonball"  Mike  Malone,  one  of 
the  rugged  men  entrusted  to  main- 
tain the  nation's  commercial  lifeline 
—the  long-haul  truckers. 


Created  and  produced  by 
Robert  Maxwell,  famed  creator 
of  Lassie,  and  combining  for 
the  first  time  dynamic  action 
adventure  and  intense  human 
interest  in  a  brand-new  series. 


Wire  Now  for  Your  Choice 
of  Available  Markets! 


le  Philadelphia,  Salt 
Lake  City,  Miami,  New  Haven -Hartford,  Norfolk, 
Detroit,  Seattle,  Lebanon,  San  Diego,  El  Paso, 
Altoona,  Binghamton,  Baton  Rouge,  Phoenix, 
Denver,  etc.  Also  throughout  Canada,  sponsored 
by  S.  C.  Johnson  &  Co.,  Ltd.  (Johnson's  Wax)  and 
Robin  Hood  Flour  Mills,  Ltd. 

Phone  or  wire  collect  now  for  availability  of  your  market! 


DEPENDENT 


T£Ll!i  VISION 
CORPORATION 


488  Madison  Avenue  •  New  York  .  PI  a-r*  R.om 


1 


Traveling  Showcase"  for  Sales... 


Give  your  clients  this  WKMH 
merchandising  PLUS  in  Detroit 


Represented  by  Headley-Reed 


k 


Staffed  by  Detroit's  top  radio  personalities,  the  new  WKMH 
MOBIL-RAMA  is  shown  above  on  Washington  Boulevard,  as  it 
helped  promote  the  March  of  Dimes  and  Symphony  Week  in  Detroit. 
The  WKMH  MOBIL-RAMA  is  more  than  a  vehicle  for  public 
service.  It  offers  a  potent  merchandising  tool,  available  to  help  sell 
your  sponsors'  products  in  the  rich  Detroit  market.  This 
"traveling  showcase"  is  equipped  with  complete  display  facilities 
to  tell  your  client's  story  and  show  his  products  at  point  of  sale 
as  well  as  on  the  air.  Why  not  put  the  WKMH  MOBIL-RAMA 
to  work  for  YOU? 


]^|_Orr  BROADCASTING  CORPORATION 


WKMFEigan  WELL  WSAM  fgfe  WKHMS 


Jackson, 
igan 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

(■"Indicates  first  or  revised  listing) 

FEBRUARY 

Feb.  8-14 — National  Advertising  Week,  sponsored 
by  Advertising  Federation  of  America  and  Ad 
vertising  Assn.  of  the  West.  Members  of  Congress 
will  be  Ad  Week  guests  of  Advertising  Federation 
of  America  reception  Feb.  9  at  close  of  AFA's 
first  midwiner  conference,  Sheraton-Park  Hotel, 
Washington.  Over  350  advertising  leaders  expect- 
ed at  conference. 

Feb.  9 — Broadcast  Advertising  Clinic  sponsored 
by  Hollywood  (Calif.)  Advertising  Club,  Hollywood 
Roosevelt  Hotel,  9:30  a.m. -4:15  p.m.  Club's  first 
annual  radio-tv  commercial  awards  will  be  made 
at  luncheon. 

Feb.  10 — Entries  close  for  National  Headliners 
Club  awards.  Address  Mall  Dodson,  Convention 
Hall,  Atlantic  City,  N.  J. 

!:Feb.  10 — Radio  &  Television  Executives  Society 
Timebuying  &  Selling  Seminar  luncheon,  12:15 
p.m.,  Hawaiian  Room,  Hotel  Lexington,  New  York. 
Topic:  "Local  vs.  National  Rates."  Speakers:  Lee 
Rich,  v.p. -media  director,  Benton  &  Bowles,  and 
George  Armstrong,  executive  v.p.,  WHB  Kansas 
City. 

Feb.  11 — Oliver  Treyz,  ABC-TV  president,  will 
answer  Fortune  article,  "The  Light  That  Failed," 
at  Chicago  Broadcast  Adv.  Club. 

Feb.  12 — National  Stereophonic  Radio  Committee 
of  Electronic  Industries  Assn.,  Institute  of  Radio 
Engineers  hdqrs.,  New  York.  Separate  panels  will 
start  plans  to  create  systems  uniformity  in  com- 
patible stereo  sound. 

Feb.  12 — Sixth  annual  Brotherhood  Media  Awards 
of  the  National  Conference  of  Christians  &  Jews 

to  be  presented  at  New  York  Brotherhood  Week 
luncheon  in  Astor  Hotel,  New  York. 

Feb.  14 — Institute  of  Radio  Engineers,  Washing- 
ton Section,  annual  banquet,  Statler  Hilton  Hotel, 
Washington. 

Feb.  15— Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  United  States  scheduled  in 
U.  S.  District  Court,  Washington.  Motions  for 
trial  to  be  held  in  Miami  are  pending. 

Feb.  16 — Boston  ch.  5  rehearing  scheduled  to 
begin.  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.   Examiner:  Judge   Horace  Stern. 

"Feb.  16-17 — Managers  of  Tele-Broadcasters  Inc. 
will  hold  first  annual  sales-management  meeting 
at  Sheraton  East  Hotel,  New  York.  H  Scott 
Killgore  is  president. 

Feb.  17-18 — Michigan  Assn.  of  Broadcasters  leg- 
islative convention,  Olds  Hotel,  Lansing. 
Feb.  17-19— Broadcasting  &  Film  Commission- 


National  Council  of  Churches,  annual  meeting, 
Sheraton-McAlpin  Hotel,  New  York. 

Feb.  17-20 — Audio  Engineering  Society,  annua! 
western  convention,  Hotel  Biltmore,  Los  Angeles. 

Feb.  18 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673. 

*Feb.  18-22 — Hi-Fi  Show,  Hotel  Baltimore,  Los 
Angeles. 

Feb.  21 — United  Press  Intl. .  Broadcasters  Assn. 
of  Connecticut,  Jolly  Fisherman,  Norwalk. 

Feb.  24-25 — NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

Feb.  25-27 — Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 

sFeb.  26 — NAB  Engineering  Advisory  Committee, 
NAB  hdqrs.,  Washington. 


March  4 — California  Broadcasters  Assn.,  annual 
membership  meeting,  El  Dorado  Inn,  Sacramento. 

"March  5-6 — Assn.  of  National  Advertisers,  Ad- 
vertising to  Business  &  Industry,  Hotel  Webster 
Hall,  Pittsburgh. 

*  March  13-14 — Arkansas  Broadcasters  Assn., 
spring  meeting,  Hotel  Marion,  Little  Rock. 

March  15 — Assn.  of  Maximum  Service  Telecast- 
ed, annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  10  a.m. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  at  noon  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  16 — NAB  Tv  Code  Review  Board,  Conrad 
Hilton  Hotel,  Chicago. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

April  5-8— National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9— National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request,  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  12-13 — Spring  meeting,  Texas  Assn.  of 
Broadcasters,  Commodore  Perry  Hotel,  Austin. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April    20-23 — American    Newspaper  Publishers 
Assn.,  Waldorf-Astoria  Hotel,  New  York. 
April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 


gay 
adventures 
of  Wally 
Wing-it 


The  clients  always 
take  the  director  to 
lunch  this  way  since 
his  station  installed 
TelePrompTer 


If  you  have  to  "wing  it",  it's  safer,  surer 
with  TelePrompTer.  You  can  get  a 
smooth  professional  announcement  with 
a.  single  run  through.  More  and  more 
stations  take  clients  right  into  the  studio, 
show  them  how  TelePrompTer  gives  live 
commercials  the  smoothness  and  ac- 
curacy of  film — assuring  network  quality 
at  the  local  level.  Broadcasters  and 
clients  agree  ''No  station  is  fully 
equipped  without  TelePrompTer." 

The  TelePro  6000  Rear  Screen  Projec- 
tor, too,  can  show  your  client's  office, 
store  or  factory  as  a  convincing  back- 
ground to  any  commercial.  See  both 
TelePrompTer  and  TelePro  at  the 
N.A.B.  Convention,  March  15th. 


Specialists  in 
GROUP  COMMUNICATIONS 

CO  R  PO  RA  T  I  O  N 
311  WEST  43  ST.,  NEW  YORK  36,  N.  Y. 


LOS  ANGELES' WASHINGTON,  D.C. -CHICAGO 
HUNTSVILLE,  ALA.    •    TORONTO    •  LONDON 
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OPEN  MIKE 


NO  MATTER  HOW  YOU  STACK' EM  . . . 

you'll  find  the  best  bridge  to  the 
huge  New  York  audience  is 


The  Voice  of  New  York 


wmca 

First  on  14,028,147  radio  dials 
It's  unanimous!  Up  in  latest  Pulse,  Nielsen  and  Hooper! 


Sloppy  station  correspondence 

editor: 

Enclosed  is  an  example  of  what  time- 
buyers  and  media  people  receive  several 
times  a  week  from  various  radio  and  tv 
stations  [program  log  correction]. 

This  has  been  a  pet  peeve  with  me 
for  quite  some  time.  Here  is  a  correc- 
tion notice  in  a  program  schedule  for 
some  tv  station — but  which  one?  If  this 
were  an  unusual  happening  it  could  pass 
unnoticed,  but  it  occurs  frequently.  It 
seems  to  me  that  if  this  information  is 
important  enough  to  be  mailed  to  time- 
buyers  the  station  should  want  the  time- 
buyer  to  know  its  identity  .  .  . 

Another  example  of  the  above  is  the 
fairly  elaborate  brochure  sent  out  by  a 
new  tv  station  and  no  place  on  it  was 
the  address  or  town  in  which  the  station 
is  located!  The  coverage  map  in  the 
brochure  covered  a  number  of  towns 
and  the  business  offices  could  have  been 
in  any  one  of  them. 

This  is  just  sort  of  a  little  "thing"  with 
me.  But  it  does  cause  one  to  wonder 
how  carefully  one's  schedules  are  han- 
dled by  these  stations  that  are  so  care- 
less in  their  own  business. 

(Mrs.)  Barbara  R.  Seever 

Media  Director 

Evans  &  Assoc. 

Fort  Worth,  Tex. 

Wanamaker  still  hot  copy 

editor: 

Please  send  us  50  reprints  of  your 
article:     "Radio:     Wanamaker's  Hot 
Salesman"  [Oct.  20,  1958,  page  35]. 
Walter  H.  Stamper 
Commercial  Manager 
WAPO  Chattanooga,  Tenn. 

editor: 

.  .  .  please  send  us  five  copies  .  .  . 
Richard  J.  Scholem 
Commercial  Manager 
WTIG  Massillon,  Ohio 

editor: 

Can  you  send  us  20  reprints  .  .  .  '? 
Robert  K.  Brown 
Manager 

KMAQ  Maquoketa,  Iowa 

f EDITOR'S  NOTE:  Reprints  5#  each]. 


^mmk  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 350  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


Collins  now  offers  the  most  attractive  custom  control  desks 
available.  At  lower  cost  than  "catalog"  desks!  Fully  custom 
designed  to  meet  your  requirements.  "Cabinet-maker"  construc- 
tion. Natural  wood  finish,  or  painted  to  match  or  harmonize 
with  your  color  scheme.  No-mar  Formica  top. 

For  a  free  estimate  on  the  desk  you  need,  make  a  rough  sketch 
of  available  space  and  mail  with  this  coupon.  There's  no 
obligation  of  any  kind. 

*This  desk  designed  for  and  in  use  by  KOEL,  Oelwein,  Iowa. 


COLLINS  RADIO  COMPANY  .  315  2nd  AVE.  S.E.  .  CEDAR  RAPIDS,  IOWA 

Please  send  me  an  estimate  on  a  Collins  Custom  Control  Desk.  Desk  will  incorporate : 
Turntables    (make)  _  (size)  (number) 


■        Console  (make) 

^  size ) 
(size) 

\  numoer ; 

m        Record  Compartment  for  (number) 

Records 

■  Name 

Title 

J        Station  or  Company  Name 

■        Call  Letters 

Address 

■  City 

Zone  State 

m 
m 

= 

COLLINS   RADIO  COMPANY 
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find  out 

how  little 

a  Collins  custom 
control  desk 

will  cost  you 


My  Mommy  Listens 
to  KFWB 

The  biggest  audience  of  any  station 
in  Los  Angeles  is  plenty  familiar  with 
the  moppet  who  I.D.'s  KFWB  Channel 
98  Radio  around  the  clock. 

Pulse  (November- December)  says  so 
...  but  large:  KFWB  leads  the  second 
station  in  the  market  by  33%,  and  the 
third  station  by  42%.  Hooper  rates 
KFWB  a  fat  first,  too,  with  a  31%  share! 

Your  clients'  sales  messages  are  de- 
livered to  more  mommies,  more  daddies, 
more  everybodies  .  .  .  when  you  buy 
KFWB  .  .  .  first  in  Los  Angeles. 


6419  Hollywood  Blvd..  Hollywood  28    HO  3-5151 


ROBERT  M.  PURCELL,  President  and  Gen.  Manager 
MILTON  H.  KLEIN,  Sales  Manager 
Represented  nationally  by  JOHN  BLAIR  &  CO. 
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"JAXIE" 
SALUTES 

SCHLITZ 


The  Schiltz  Brewing  Company  has  joined 
the  Honor  Roll  of  Advertisers  who  chose 
WFGA-TV  to  carry  its  sales  messages 
to  more  than  a  quarter-million  Florida- 
Georgia  TV  homes.  Schlitz  is  sponsoring 
"MacKenzVs  Raiders",  with  Richard 
Carlson,  from  10:30  to  11:00  PM  on 
Thursdays,  and  this  fine  show — com- 
bined with  WFGA-TV  coverage — will 
provide  top  selling  power  for  the  Schlitz 
Brewing  Company. 

"Jaxie"  is  proud  to  have  Schlitz  and 
the  J.  Walter  Thompson  advertising 
agency  on  its  growing  list  of  prestige 
advertisers. 

NBC  and  ABC  Programming 

Represented  nationally  by  Peters,  Grif- 
fin, Woodward,  Inc. 


WFGA-TV 

Channel  12 

Jacksonville,  Florida 


FLORIDA'S 
COLORFUL  STATION 
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it  takes  /  TALENT  brother  .  .  .  and 


THE 
BIG 
DIFFERENCE 
IN 

PHILADELPHIA 
RADIO 
IS 
TALENT 


TALENT  THAT  SELLS 

on  the  station  where  the  most  important 
sound  is  your  commercial 


WPEN 


WPEN  programs  believable,  selling,  local 
personalities  24-  hours  a  day,  7  days  a  week. 
Talent— that's  why  more  local  and  more  national 
advertisers  buy  WPEN  than  any  other 
Philadelphia  radio  station. 

Represented  nationally  by  GILL-PERN  A 

New  York,  Chicago,  Los  Angeles,  San   Francisco.   Boston.  Detroit 


MONDAY  MEMO 

from  ART  LUND,  vice  president,  radio-tv,  Campbell-Mithun  Inc.,  Minneapolis 


How  is  tv  selling  your  'Product  X'? 


Some  of  my  best  friends  run  tv 
stations.  So  let  me  say  at  the  beginning 
there's  nothing  personal  in  these  para- 
graphs. Fm  still  convinced  tv  is  one  of 
the  greatest  sales  media  of  all  time. 

Television's  combination  of  sight, 
sound,  and  motion;  its  ability  to  demon- 
strate; to  put  the  customer  directly  into 
the  picture  with  the  product;  to  make 
it  instantly  recognized  when  the  buyer 
sees  it  at  point  of  purchase — all  these 
have  enabled  television  to  move  moun- 
tains of  products  for  our  clients. 

I  am  continuing  to  buy  advertising  on 
television.  I'm  sold  on  television.  But 
I'm  certainly  not  sold  on  some  practices 
all  too  many  tv  stations  have  tried  on 
me.  Here's  what  I  mean: 

1 .  When  we  buy  spot  announcements 
on  a  tv  station,  we  feel  we  deserve 
reasonable  protection  against  spots  for 
competing  products.  We  don't  want  a 
competing  product  advertised  within  30 
minutes  of  our  spot,  ideally  speaking: 
in  rare  instances,  35  minutes  between 
commercials  for  competing  products. 

Be  on  the  Agency  Side  •  I  think  the 
station  executive  who  sets  sales  policy 
ought  to  be  on  our  side  in  this  stipula- 
tion. He  should  share  our  desire  to  make 
these  spots  get  results. 

2.  I  cannot  see  how  a  "thinking 
man's  tv  station"  can  possibly  condone 
triple-spotting.  Some  stations  are  run- 
ning three  1-minute  announcements 
back-to-back  in  participating  shows. 
This  is  ridiculous  on  the  face  of  it. 

3.  I  don't  trust  stations  that  cut  rates. 

No  Faith  in  Rate-Cutters  •  The  rea- 
son is  obvious  here.  too.  We  undertake 
to  get  our  clients  the  very  best  prices 
possible,  consistent  with  the  published 
rate  card  and  its  frequency  discounts. 
But  I'll  be  darned  if  I  want  to  pay  a 
penny  more  than  another  spot-buyer 
pays  for  the  same  time  and  frequency. 

Along  this  line,  I  believe  one  of  the 
most  vicious  abuses  in  the  tv  business 
is  the  so  called  "local"'  rate.  Nothing 
lowers  our  opinion  of  a  station  more 
than  to  discover  the  existence  of  a 
"double  standard."  with  preferential 
rates  being  given  to  a  certain  class  of 
advertisers.  In  the  long  run,  stations 
who  indulge  in  this  practice  are  hurting 
themselves — and  their  own  industry. 

4.  On  the  other  hand,  I'm  not  too 
pleased  about  the  device  some  adver- 
tisers adopt  of  using  the  first  40  seconds 
of  a  1-minute  spot  to  sell  one  product 
and  then  devoting  the  last  20  seconds 
to  pitching  a  similar  but  different  prod- 
uct. If  such  an  announcement  is  coupled 


with  another  1-minute  spot  in  a  par- 
ticular program,  it  winds  up  the  same 
as  triple-spotting,  in  my  opinion. 

5.  I  think  loaded  rating  weeks  are 
unfair  to  our  agency's  clients.  We  buy 
on  the  basis  of  ratings  and  results.  If 
a  station  trots  out  the  ratings  for  one 
loaded  week  and  represents  them  as  ac- 
curately reflecting  the  number  of  view- 
ers we're  getting  the  other  three  weeks 
of  the  month,  they're  misleading  us. 

6.  I  wish  stations  would  tell  us  when 
they  make  a  mistake  with  one  of  our 
commercials.  In  as  complicated  a  busi- 
ness as  television,  there  are  going  to  be 
goofs  from  time  to  time.  Stations  don't 
want  them  any  more  than  we  do.  So  tell 
us.  We  can  work  out  a  solution.  Nothing 
builds  our  confidence  in  a  station  like  a 
frank  admission  of  an  error. 

The  Case  History  •  Nobody  violates 
the  simple  basic  rules  I've  complained 
about,  you  say.  Well,  I  wonder.  Let  me 
show  you  an  unfortunate  "for  in- 
stance" in  the  form  of  a  recap  of  what 
actually  happened  to  one  campaign  I 
heard  about  which  involved  less  than 
a  dozen  spots  in  just  one  week.  It 
took  place  a  couple  of  months  ago  on 
a  well-known  network-affiliated  station 
in  a  metropolitan  area.  Names  have 
been  changed  to  protect  the  innocent. 

Let's  call  the  product  "Product  X." 
The  campaign  was  primarily  1-minute 
announcements.  It  extended  through 
four  consecutive  days.  All  set  now: 

The  first  day,  the  "Product  X"  com- 
mercial ran  back-to-back  with  a  spot 
advertising  a  direct  competitor. 

The  second  day,  the  "Product  X" 
1-minute  spot  was  one  of  ten  1-minute 
spots  appearing  during  a  45-minute  pro- 
gram. Three  of  the  spots  were  for  prod- 
ucts in  direct  competition  with  good  old 
"Product  X."  Total  commercial  time 
used  was  nearly  double  the  code-ap- 
proved 5  minutes  45  seconds  of  com- 
mercial time  in  a  45-minute  program. 

Another  "Product  X"  1-minute  spot 
came  around  a  little  bit  later  on  this 
second  day  of  the  campaign.  It  was 
part  of  a  30-minute  show.  A  total  of 
five  1-minute  spots  and  one  20-second 
spot  showed  up  during  this  half-hour 
program — one  minute  and  five  seconds 
more  commercial  time  than  the  code 
recommends.  And  what  really  hurt  was 
the  fact  that  two  of  the  spots  were  for 
products  in  direct  competition. 

Again  One  of  Ten  •  The  third  day 
of  the  campaign  dawned  bright  and 
clear,  but  it  wasn't  long  before  "Product 
X"  was  again  getting  the  shaft.  First 


time  around,  its  1-minute  commercial 
was  one  of  ten  1-minute  spots  in  a  45- 
minute  show — two  direct  competitors. 
Code  limit:  5  minutes  45  seconds.  Ac- 
tual commercial  time:  10  minutes. 

Pretty  soon,  along  came  another  1- 
minute  spot  for  "Product  X."  This  time 
it  was  one  of  six  1-minute  spots  in  a 
half-hour  show.  Only  one  was  a  direct 
competitor,  however,  although  com- 
mercial time  was  nearly  two  minutes 
more  than  the  code  recommends. 

On  the  fourth  day,  "Product  X" 
really  got  the  business.  It  was  triple- 
spotted — with  one  of  the  other  spots 
representing  a  conflict  with  a  direct 
competitor.  It  was  one  of  ten  1-minute 
commercials  in  a  45-minute  show  again, 
with  two  direct  competitors  in  the 
crowd.  And  finally,  it  was  one  of  six 
1-minute  spots  during  a  half-hour  show 
— along  with  two  direct  competitors. 

Big  Sales  Success?  •  Tell  me,  do  you 
think  the  "Product  X"  campaign  sold 
much  Product  X?  Good  television  ad- 
vertising gets  better  than  good  sales  re- 
sults. That's  what  I'm  after. 

Isn't  that  what  Mr.  Tv  Sales  Manager 
really  wants,  too? 


Arthur  H.  Lund,  b.  Dec.  17,  1914. 
Minneapolis;  graduated  U.  of  Minne- 
sota 1935;  joined  WCCO  there  as  mer- 
chandising-publicity  mgr.,  then  1939 
switched  to  Knox  Reeves  Adv.  as 
broadcasting  supervisor  on  Wheaties 
baseball.  Joined  Campbell-Mithun  Inc. 
in  1944,  rising  from  timebuyer  to  radio 
director  in  1946  and  v. p.  and  radio-tv 
director  1952.  Elected  to  board  1956. 
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SOLD  BY  WRC-'THE  SOUND  OF  QUALITY!" 


•«RC  Radio  reaches  the  people  who  buy  automobiles,  and  has  be  n       « s  faotor 
in  making  Oranson  Rambler,  Inc.,  one  of  the  largest  Rambler  dealers  H  iM  SS^Z 
n  less  kn  one  yearns  time-  The  Sound  of  ^«rK*olr«aT,e*£W£**£ 
Sy  o^anyT  (Signed)  Al  Cranson,  President,  Cranson  Rambler,  too,,  Bethesda  dryland 
MR.  CRANSON  ADDS  FURTHER  TESTIMONY  TO  THE  SALES  EFFECTIVENESS  OF  WRC'S  "SOUND  OF  QUALITY. 


WRC  RADIO  981 

NBC  Leadership  Station  in  Washington,  D. 

Sold  by  NBC  Spot  Sales! 
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SPECTRUM  UP  FOR  GRABS  AGAIN? 

•  Pentagon  and  politics  blended  in  defense  agency's  report 

•  Capitol  Hill  shows  determination  to  protect  public  rights 

•  FCC  Chairman  Doerfer  revives  hope  for  wider,  all-vhf  band 


The  future  of  the  radio  spectrum  and 
its  tv  allocations  faces  new  disturbances 
from  the  Pentagon,  White  House  and 
Capitol  Hill. 

Bedlam  on  the  Potomac  appeared 
imminent  at  the  weekend  as  the  spec- 
trum became  involved  in  a  series  of 
political  and  military  maneuverings. 

Three  principal  developments  occur- 
red last  week: 

•  Leo  A.  Hoegh,  Civil  &  Defense 
Mobilization  director,  proposed  a 
spectrum  study  to  be  conducted  by  a 
Presidential  commission.  This  ran  coun- 
ter to  a  report  by  the  President's  special 
advisory  committee,  which  wanted  Con- 
gress to  name  a  spectrum  study  group. 

•  The  Hoegh  proposal  brought  bi- 
partisan Capitol  Hill  protests  as  some 
legislators  detected  a  strong  scent  of 
military  trickery  while  other  members 
of  Congress  gave  their  guarded  ap- 
proval. 

•  FCC  Chairman  John  C.  Doerfer, 
addressing  broadcasters  in  New  York, 
revived  proposal  of  expansion  of  the 
vhf  television  band  into  a  continous- 
tuning  spectrum  segment,  eliminating 
the  uhf  mixup. 

The  OCDM  Proposal  •  Two  steps  to 


remove  confusion  from  government, 
military  and  non-government  communi- 
cations allocations  were  taken  last  week 
by  the  Office  of  Civil  &  Defense  Mobili- 
zation. 

Mr.  Hoegh  announced  the  OCDM's 
telecommunications  unit  would  be  ex- 
panded to  handle  a  heavier  work  load, 
following  a  recommendation  by  the  Spe- 
cial Advisory  Committee  on  Telecom- 
munications (Closed  Circuit.  Jan.  5). 

Mr.  Hoegh's  report  set  Capitol  Hill 
buzzing  Thursday  when  he  went  against 
the  advisory  group's  recommendations 
by  proposing  that  a  long-range  spec- 
trum study  be  conducted  by  a  five-man 
commission  to  be  appointed  by  the 
President. 

The  advisory  group  had  proposed  a 
three-man  board  to  be  appointed  by 
Congress. 

Key  legislators  of  both  parties,  in- 
formed by  Broadcasting  of  the  Hoegh 
recommendations,  pointed  to  the  threat 
of  military  and  White  House  control 
over  the  spectrum  study.  They  said  the 
public  must  be  protected  through  Con- 
gressional control  of  any  review  of  the 
radio  spectrum,  recalling  historic  mili- 


tary and  governmental  demands  for 
spectrum  space  beyond  any  actual  re- 
quirements. 

The  commission  proposed  by  Mr. 
Hoegh  would  review  frequency  alloca- 
tions to  determine  if  division  of  fre- 
quency space  among  government  and 
non-government  users  serves  the  nation- 
al interest.  Mr.  Hoegh  is  expected  to 
submit  proposed  legislation  to  Congress 
in  about  a  month. 

The  advisory  committee  was  headed 
by  Victor  E.  Cooley.  retired  board 
chairman  of  Southwestern  Bell  Tele- 
phone Co.  and  former  deputy  director 
of  the  Office  of  Defense  Mobilization. 
This  committee  took  cognizance  of 
complaints  that  the  whole  government 
telecommunications  setup  has  been 
kicked  around  for  years.  It  noted  that 
FCC  is  a  continuing  body  feeling  a 
minimum  impact  from  political  up- 
heavals and  elections  whereas  no  major 
executive  agency  exercises  management 
or  policy  control  over  the  way  federal 
departments  and  the  military  use  their 
assigned  frequencies. 

Committee  members  are  understood 
to  have  found  a  critical  lack  of  or- 
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ganized  information  in  the  executive 
branch  on  international,  interdepart- 
mental and  inter-Pentagon  telecom- 
munications. About  a  score  of  persons 
comprise  OCDM's  telecommunications 
unit.  This  is  to  be  doubled,  at  Mr. 
Hoegh's  direction,  and  a  top-flight  ad- 
visor is  to  be  appointed. 

History  of  Confusion  •  Efforts  to 
bring  some  degree  of  order  out  of 
military  and  government  confusion  were 
started  in  1951  after  an  advisory  com- 
mittee submitted  a  report.  This  com- 
mittee, the  President's  Communications 
Policy  Board,  was  headed  by  Irvin 
Stewart,  past  president  of  West  Virginia 
U.  and  an  ex-FCC  member.  President 
Truman  named  Haraden  Pratt,  Mackay 
Radio  &  Telegraph  Co.,  to  head  a  new 
telecommunciations  office.  When 
Messrs.  Truman  and  Pratt  left  their 
posts,  telecommunications  became  prac- 
tically an  executive  orphan,  a  problem 
the  Cooley  committee  wants  solved. 

Routine  military  and  government  al- 
locations problems  are  now  handled  by 
the  Interdepartment  Radio  Advisory 
Committee  but  this  is  a  low-level  office 
lacking  policy  powers. 

Other  members  of  the  Cooley  com- 
mittee, besides  the  chairman  and  Mr. 
Stewart,  were  Frank  Kear,  of  the  Kear 
&  Kennedy  engineering  consulting  firm; 
William  G.  Thompson,  retired  assistant 
vice  president  of  American  Telephone 
&  Telegraph  Co.,  and  Maj.  Gen.  W. 
Preston  Corderman  (retired),  vice 
president  of  Litton  Industries. 

Spectrum  Study  Background  •  The 
first  measure  calling  for  an  investigation 
of  military-assigned  spectrum  space  was 
introduced  in  the  Senate  June  18,  1957, 
by  Sen.  Charles  Potter  (R-Mich.) 
(Broadcasting,  June  24,  1957).  Two 
days  later,  Rep.  William  Bray  (R-Ind.) 
introduced  an  identical  resolution  in  the 
House. 

As  originally  drafted,  the  two  reso- 
lutions called  for  a  three-man  commis- 
sion to  be  appointed  by  the  President. 
In  the  summer  of  1958,  the  Senate 
Commerce  Committee  amended  the 
Potter  proposal  to  make  it  a  five-man 
commission.  Two  members  were  to 
have  been  appointed  by  the  President 
and  one  each  by  the  Vice  President  (as 
president  of  the  Senate),  the  Speaker 
of  the  House  and  the  Chairman  of  the 
FCC. 

In  this  revised  form,  the  bill  unani- 
mously passed  the  Senate  last  July 
(Broadcasting,  July  28,  1958).  The 
commission  would  have  been  charged 
with  conducting  ".  .  .a  thorough  and 
comprehensive  study  and  investigation 
of  the  radio  and  television  frequencies 
allocated  to  the  various  agencies  and 
instrumentalities  of  the  federal  govern- 
ment with  a  view  to  determining  (1) 
whether  such  frequencies  are  being  ef- 
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fectively  utilized  to  the  maximum  de- 
gree possible,  (2)  whether  any  (and  if 
so,  how  many)  of  such  frequencies  may, 
without  jeopardizing  the  public  interest, 
be  relinquished  to  the  FCC  for  alloca- 
tion to  non-governmental  purposes  and 
(3)  what  are  the  likely  future  require- 
ments of  the  various  agencies  and  in- 
strumentalities of  the  federal  govern- 
ment for  radio  and  television  fre- 
quencies." 

With  the  bill  under  consideration  by 
the  House  Commerce  Committee,  the 
White  House  offered  an  amendment 
which  would  have  shifted  emphasis  of 
the  proposed  investigation  from  mili- 
tary space  to  civilian  assigned  space  and 
even  the  FCC  itself  (Broadcasting, 
Aug.  4,  1958).  The  House  committee 
quickly  adopted  the  White  House 
amendment  and  favorably  reported  the 
amended  version  on  Aug.  1,  1958. 

It  then  was  placed  on  the  House  cal- 
endar for  consideration  the  following 
Monday.  However,  tremendous  oppo- 
sition to  the  White  House  version  arose 
over  the  ensuing  weekend  and  the  bill 
never  reached  the  House  floor.  Propo- 
nents admitted  it  was  withdrawn  be- 
cause chances  for  passage  had  vanished. 

Criticism  on  The  Hill  •  Rep.  Bray 
was  the  most  outspoken  last  week  in  his 
criticism  of  the  OCDM  proposal.  "I 
don't  think  all  the  members  of  the  com- 
mission should  be  appointed  by  the 
President  at  all.  I  want  a  study  of  the 
matter,  not  an  executive  decree,"  he 
said.  The  Indiana  Republican  pointed 
out  that  Congress,  as  author  of  the 
Communications  Act,  should  oversee 
any  study  of  the  spectrum. 

As  proposed  by  Mr.  Hoegh,  Rep. 
Bray  felt  that  the  study  would  be 
"stacked"  in  favor  of  the  military.  He 
said  an  executive  study  is  not  what  he 
had  in  mind  when  he  proposed  a  spec- 
trum study  in  1957.  Rep.  Bray  said  that 
he  would  re-introduce  his  spectrum- 
study  measure,  with  minor  changes 
from  the  1957  version,  soon  after  his 
return  to  Washington  from  participa- 
ting in  Lincoln  birthday  (Feb.  12)  cele- 
brations. 

Rep.  Oren  Harris  (D-Ark.),  chairman 
of  the  House  Commerce  Committee, 
said:  "I  don't  think  Congress  would  ap- 
prove this' procedure."  The  Hoegh  rec- 
ommendation, he  felt,  would  be  looked 
upon  "with  a  great  deal  of  reluctance." 
Rep.  Harris  said  that  he  is  giving  con- 
sideration to  "an  entirely  different  ap- 
proach" for  a  spectrum  study  under  the 
supervision  of  a  congressional  body.  He 
refused  to  elaborate  on  just  what  type 
investigation  this  would  entail. 

In  its  final  report  released  Jan.  3 
(Broadcasting,  Jan.  5),  the  Oversight 
Subcommittee  of  the  House  Commerce 
Committee  recommended  that  Congress 
authorize  an  investigation  of  frequency 
allocations.  And,  two  weeks  ago,  the 


House  approved  a  resolution  giving  its 
Commerce  Committee  authority  to  in- 
vestigate radio-tv  matters,  including 
"allocation  of  radio  spectrum." 

Senators  Not  So  Critical  •  The  two 
ranking  majority  members  of  the  Senate 
Commerce  Committee  were  not  as  crit- 
ical of  the  Hoegh  recommendations  as 
were  the  representatives.  Sen.  Warren 
Magnuson  (D-Wash.),  chairman,  said 
he  thought  the  President's  advisory 
committee  on  telecommunications  had 
done  a  good  job.  "We've  just  got  to  get 
after  the  thing  [spectrum  study]"  in 
some  form,  he  said,  and  it  does  not  mat- 
ter who  conducts  the  investigation.  He 
said  the  committee  probably  would  ap- 
prove a  measure  similar  to  the  Senate- 
passed  Potter  resolution  of  last  year. 

Sen.  John  Pastore  (D-R.I.),  chairman 
of  the  Commerce  Committee  Commu- 
nications Subcommittee,  said  appoint- 
ment of  the  special  commission  mem- 
bers by  President  Eisenhower  would 
give  it  added  stature. 

Following  the  Hoegh  recommenda- 
tions, the  commission  "can  do  an  ob- 
jective job  and  would  be  under  the 
dominance  of  no  one,"  he  said. 

At  the  same  time,  Sen.  Pastore 
warned  of  the  danger  involved  in  over- 
loading the  commission  with  military 
men.  Such  a  "stacked"  body  would  re- 
sult in  a  "futile  effort,"  he  warned. 

Hope  for  More  Vhf  •  FCC  Chairman 
Doerfer  said  last  week  that  the  "logical 
solution"  to  the  television  allocations 
problem  was  "expansion  in  a  contin- 
uous vhf  band." 

Mr.  Doerfer  made  the  remark  in  a 
speech  to  the  Radio  &  Television  Execu- 
tives Society  in  New  York.  He  said  there 
was  "little  promise  of  immediate  solu- 
tion—at least  not  until  every  effort  to 
get  more  vhf  spectrum  space  is  ex- 
hausted." 

"The  hope  for  this  possibility  is  not 
dead,"  he  said.  "A  clearer  picture  of  the 
prospects  of  securing  more  vhf  space 
should  develop  within  the  year. 

"It  would  be  most  unwise,  in  my 
opinion,  to  attempt  any  uhf  deintermix- 
ture  at  this  late  date,  at  least  until  there 
is  a  final  determination  that  no  addition- 
al contiguous  vhf  space  can  be  made 
available.  I  have  never  given  up  hope 
for  this. 

"Moving  all  television  to  the  uht 
portion  of  the  spectrum  will  be  the  last 
resort.  After  the  Congress  and  the  peo- 
ple begin  to  realize  what  a  total  shift  to 
uhf  would  mean— in  dollars  and  loss  of 
service,  especially  in  fringe  areas— it  is 
my  opinion  that  strong  Congressional 
pressures  will  develop  to  secure^suffi- 
cient  space  within  the  vhf  band." 

Mr.  Doerfer  refused  to  amplify  his 
remarks  about  widening  vhf  space  when 
asked  to  after  his  speech.  (For  other 
matters  that  he  covered  in  his  New 
York  appearance,  see  story,  page  138.) 
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B&B  PUSHES  FOR  SINGLE  TV  RATE 

Inequities,  broadcaster  sympathy  found  in  study,  says  Lee  Rich 


Benton  &  Bowles  is  working  diligent- 
ly for  all  of  its  clients  to  break  down 
the  two-rate  system  for  national  and 
local  tv  advertisers. 

Details  have  been  revealed  in  an 
exclusive  interview  with  Lee  Rich, 
B&B's  vice  president  in  charge  of 
media. 

Mr.  Rich  is  the  agency  executive 
who  within  the  past  year  won  recogni- 
tion of  tv  time  sellers  and  buyers  for 
his  vigor  as  a  campaigner  against  triple 
spotting  by  tv  stations. 

How  B&B  Proceeded  •  Over  the  past 
six  to  eight  months,  the  agency  queried 
some  350  tv  stations,  asking  whether 
or  not  they  had  a  local  and/ or  national 
rate. 

Of  this  number,  a  list  was  formed  of 
about  60  which  offered  more  than  one 
rate.  These  stations  were  asked  for 
"facts"  on  who  qualified  for  which 
rate.  The  outlets  were  requested  to  give 
the  same  rate  for  the  same  time  pur- 
chased to  all  advertisers. 

B&B  reports  overwhelming  success 
with  only  "four  or  five"  stations  de- 
clining a  single  rate  policy.  The  re- 
luctant stations,  Mr.  Rich  says,  will  be 
dropped  from  prepared  schedules. 

The  Benton  &  Bowles  move  comes  at 
a  time  when  several  radio-tv  stations 
across  the  nation  are  announcing  inten- 
tions to  adopt  single  rates.  (Broadcast- 
ing Jan.  19  et  seq.). 

Why  the  Crack  Down?  •  Why  Ben- 
ton &  Bowies'  sudden  interest?  Not  so 
sudden,  says  Mr.  Rich.  The  double-rate 
standard  has  been  a  sore  point  for 
some  time. 

As  he  explains  it,  in  some  product 
groups  a  few  brands  are  distributed  and 
sold  nationally.  But  against  these 
brands  on  store  shelves  across  the  na- 
tion are  stacked  local  "regional"  and 
competitively  rival  brands,  which  when 
totaled  can  sometimes  reach  as  high 
as  500  to  1,000. 

Yet,  Mr.  Rich  notes,  the  national 
brand  was  charged  a  higher  or  national 
rate  while  the  competing  brand  received 
the  lesser  or  local  rate.  He  asks,  why 
penalize  the  national  brand? 

After  a  few  soundings,  the  agency 
decided  on  a  formal  survey  and  found 
most  tv  stations  were  not  giving  local 
rates  to  the  non-national  brands.  But 
some  stations  were.  So  B&B  started  its 
"clean  up." 

The  agency  went  directly  to  stations 
and  not  through  their  representatives, 
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"though  representatives  have  been  co- 
operative." Two-thirds  of  the  queried 
stations  claimed  but  one  rate.  From 
that  point  on,  B&B  concentrated  on  the 
remaining  third. 

Mr.  Rich  says  stations  cooperated 
wonderfully.  From  their  reaction  he 
believes  broadcasters  do  not  favor  the 
dual  standard  and  have  been  looking 
for  an  out  to  get  rid  of  it.  He  adds 
that  all  B&B  wants  for  its  clients  is 
the  "same  rate  given  for  all  adver- 
tisers." 

Tv's  Elbow  Room  •  Mr.  Rich  says 
B&B  waded  into  the  troubled  waters 
because  tv  had  been  a  "seller's  medium" 
for  years  but  now  the  climate  is  more 
"free  and  competitive,"  noting,  too, 
that  for  the  agency,  such  clean  ups 
are  time  wasting  with  manpower  de- 
voted to  the  questioning  and  cross 
checking  instead  of  to  other  media 
functions. 

Such  attention  was  given  to  the  triple- 
spotting  battle  he  led  in  the  past  year. 
That  area — which  B&B  continues  to 
police — is  considered  "100%  clean" 
with  nearly  all  stations  formerly 
dropped  now  back  on  the  schedule. 

Stations  which  switched  from  the 
two-price  system  for  local  and  national 
advertisers  to  the  single,  higher  rate 
(in  all  known  cases,  stations  said  they 
would  offer  local  rival  brands  the  single 
or  higher  rate)  are  protecting  current 


B&B's  Rich:  he  found  tv  stations  cooperative 


contracts  so  that  advertisers  on  the  local 
or  lesser  rate  will  continue  at  that  rate 
until  the  end  of  their  present  commit- 
ments. 

B&B   Handles  Spot  Chips  •  The 

agency's  spot  tv  billing  is  estimated  to 
be  about  $20-25  million. 

Several  large  spot  advertisers  are  on 
the  B&B  roster,  including  such  blue- 
chips  as  General  Foods  Corp.,  which 
for  its  Maxwell  House  coffee  alone  is 
said  to  bill  some  $7-8  million  in  tv 
spot,  and  such  top  tv  investors  as 
Procter  &  Gamble,  S.  C.  Johnson  and 
others.  The  Maxwell  House  lineup 
alone  is  formidable,  covering  as  many 
as  300  stations  in  52-week  contracts. 

Mr.  Rich  asserts  that  a  tv  station 
ought  to  understand  on  what  basis  the 
local  and  national  rate — if  it  has  them 
— are  given  and  who  qualifies  for 
each.  It's  a  mistake,  he  continues,  for 
stations  to  determine  their  policies  in- 
dividually, however,  because  "the  stand- 
ard ought  to  be  set  industry-wide  and 
advertisers  then  can  choose  what  they 
should  do." 

Radio  recommended 
at  auto  convention 

"Too  many  dealers  make  a  mistake 
by  not  spending  their  advertising  money 
wisely,"  the  National  Automobile  Deal- 
ers Assn.  was  told  last  week. 

Discussing  used  car  sales,  Melvin  Hil- 
liard,  president  of  Melvin  Hilliard  Chev- 
rolet Co.,  Kansas  City,  Mo.,  noted,  "We 
have  always  found  to  do  a  proper 
merchandising  job  we  have  to  have  a 
balanced  advertising  program."  And  in 
his  case  that  includes  radio  and  news- 
papers, he  told  the  42nd  annual  NADA 
convention  at  Chicago's  Conrad  Hilton 
Hotel. 

"On  our  radio  programs  we  do  noth- 
ing but  sell  used  cars.  We  keep  a  daily 
inventory  sheet  and  when  a  used  car 
has  been  in  stock  30  days,  we  run 
these  cars  as  radio  specials.  We  find  by 
doing  it  this  way  we  sometimes  sell 
from  15  to  20  used  cars  from  the 
specials  on  radio.  In  newspapers  we  use 
nothing  but  line  ads." 

Mr.  Hilliard  reported  that  his  used 
car  operation  "is  not  a  step-child  but 
a  very  important  part  of  our  business. 
It  amounts  to  about  $72,000  gross  profit 
per  year,  plus  insurance  and  financial 
reserve." 

Earlier,  Frederick  H.  Mueller,  Un- 
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Dodge  panorama  gets  nod  in  live  action 

Film  capital  favorites  •  Television 
commercials  prepared  for  Dodge, 
Butter-Nut  coffee,  Kaiser  Aluminum 
and  Burgermeister  beer  were  tapped 
today  (Feb.  9)  by  the  Hollywood  Ad 
Club  as  the  best  video  ads  produced 
in  the  greater  Los  Angeles  area  dur- 
ing 1958.  Radio  kudos  went  to  Tilla- 
mook cheese,  Zee  tissues  and  Chick- 
en-of-the-Sea  tuna.  A  special  award 
for  tv  program  titles  was  voted  The 
Ford  Show. 

Awards  went  to  the  advertising 
agencies  and  production  companies 
at  the  noon  luncheon  of  HAC's  first 
Broadcast  Advertising  Clinic.  HAC 
President  Jack  Brembeck  made  the 
presentations. 

The  Dodge  commercial  judged 
best  in  the  live  action  category  opened 
with  a  fire-erupting  volcano,  shifted 
to  a  man-made  fire  and  dollied  back 
through  a  sequence  of  articles  man 
has  made  with  the  aid  of  fire,  up  to 
the  ultimate  achievement — the  "new 
Dodge."  Awards  went  to  Grant  Adv., 
Hollywood,  and  Universal  Pictures. 

Winner  in  the  animated  commer- 
cial class  (Butter-Nut  instant  coffee) 
was  a  burlesque  of  the  subliminal 
technique  (Broadcasting,  Nov.  24, 
1958).  Awards  went  to  Buchanan- 
Thomas,  Omaha,  the  agency;  Freberg 
Ltd.,  Hollywood,  the  creator;  Fine 
Arts  Productions,  producer. 

Kaiser  Aluminum  &  Chemical 
Corp.'s  presentation  of  the  "dream 
car  of  the  future"  and  the  part  alumi- 
num will  play  in  its  construction  was 
adjudged  the  best  institutional  com- 
mercial. Awards  went  to  Young  & 
Rubicam  and  Warner  Bros.  Tv. 

Voted  the  best  ID  was  an  eight- 


dersecretary  of  Commerce,  chided  the 
Senate  Antitrust  and  Monopoly  Com- 
mittee for  its  predictions  last  November 
that  increases  in  advertising  expendi- 
tures per  automobile  will  have  an  ad- 
verse effect  on  the  level  of  automobile 
sales,  and  that  a  $100  boost  on  a  $2,000 
car  would  tend  to  reduce  annual  sales 
by  several  hundred  thousand  cars. 

"The  answer  - —  which  businessmen 
know  but  haven't  got  across  to  enough 


Animation  honors  for  Butter-Nut  SP'  spoof 


Agreed:  Burgie's  ID  'so  much  more 
refreshing' 


second  spot  for  Burgermeister  beer, 
in  which  Burgie's  "little  man"  stands 
beside  a  bottle  to  proclaim  shyly, 
"Burgie  is  so  much  more  refreshing," 
Awards  went  to  BBDO  and  Play- 
house Pictures. 

Playhouse  Pictures  along  with  J. 
Walter  Thompson  Co.,  Hollywood, 
also  received  the  award  for  the  best 
tv  program  title,  used  on  The  Ford 
Show,  in  which  a  blob  cartoon 
character  is  the  victim  of  another 
blob  with  a  pump  who  explodes  him 
into  the  word  "Ford." 

Honorable  mentions  in  the  live 
action  category  were  given  to  Dan- 
cer-Fitzgerald-Sample and  Roland 
Reed  Productions,  both  Hollywood, 
for  a  Bayer  aspirin  commercial,  and 
to  Erwin  Wasey,  Ruthrauff  &  Ryan, 


people — is  that  advertising  that's  worth 
buying  actually  reduces  costs  by  increas- 
ing volume,  making  possible  lower 
prices  than  would  otherwise  be  pos- 
sible by  achieving  the  economies  in 
mass  production  and  mass  distribution," 
Mr.  Mueller  asserted. 

He  suggested  that  if  advertising  were 
not  profitable,  how  would  the  Senate 
Committee  "explain  the  otherwise  per- 
verse as  well  as  huge  advertising  budg- 


Kaiser  'dream:'  best  institutional  spot 


Los  Angeles,  and  Tuchman-Harris 
Productions  for  Friskies  dog  food. 

In  the  animation  class,  honorable 
mentions  were  won  by  Leo  Burnett 
Co.  and  Quartet  Films,  both  Holly- 
wood, for  a  commercial  for  Marl- 
boro cigarettes,  and  by  Foote,  Cone 
&  Belding  and  Cascade  Pictures  of 
California,  both  Hollywood,  for  the 
Calo  cat  food  commercial  that  took 
first  prize  at  the  Cannes  Film  Festi- 
val. 

Radio  awards  for  the  best  straight 
presentation  went  to  Botsford,  Con- 
stantine  &  Gardner,  Portland,  Ore., 
and  CBS  Pacific  Radio  Network, 
Hollywood,  for  Tillamook  cheese. 

Award  for  the  best  radio  jingle 
went  to  Erwin  Wasey,  Ruthrauff  & 
Ryan,  for  both  creation  and  produc- 
tion of  the  rhyme-plus-music  of  the 
"famous"  mermaid  for  Chicken-of- 
the  Sea. 

Cunningham  &  Walsh  and  Freberg 
Ltd.,  both  Hollywood,  received 
awards  for  the  best  humorous  radio 
commercial,  a  fantasy  in  which  a  roll 
of  Zee  bathroom  tissues  put  into  a 
player  piano,  produces  not  the  prom- 
ised music  but  a  sales  pitch. 

Judges  were  Thomas  Freebairn- 
Smith,  Academy  of  Television  Arts 
&  Sciences;  Evelyn  Bigsby,  Tv  Guide; 
Hale  Sparks,  UCLA  communications 
dept.,  and  Don  Belding,  who  retired 
last  year  as  vice  president  of  Foote, 
Cone  &  Belding  in  charge  of  the  Los 
Angeles  office.  Bill  Merritt,  western 
sales  manager  of  Broadcasting,  and 
Phil  Seitz,  Los  Angeles  editorial  rep- 
resentative of  Advertising  Age,  are 
co-chairmen  of  the  broadcast  pro- 
ducers awards. 


ets  of  firms  making  and  selling  every- 
thing from  razors  and  soap  to  hi-fi  sets 
and  automobiles?  They  must  think 
every  tv  program  is  a  giveaway. 

Entertainment  at  the  three-day  con- 
vention, which  drew  approximately  10.- 
000  dealers,  was  provided  Wednesday 
evening  by  Dinah  Shore  and  Pat  Boone, 
stars  of  their  own  NBC-TV  and  ABC- 
TV  shows,  respectively,  for  Chevrolet 
Div.  of  General  Motors  Corp. 
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STUDEBAKER  LARK 

1 ,200  radio  stations 
get  car  spot  campaign 

Studebaker  -  Packard  and  D'Arcy 
Adv.  had  stations  and  station  repre- 
sentatives in  a  tizzy  last  week  with  a 
spot  radio  campaign  set  to  run  Feb.  21 
through  March  8  for  the  Studebaker 
Lark,  using  some  1,200  radio  stations 
in  over  1,000  markets  and  representing 
billings  estimated  at  "several  hundred 
thousand  dollars." 

The  dither  started  when  D'Arcy,  New 
York,  went  direct  to  stations  with  a 
letter  asking  for  availabilities  and  rates, 
sent  copies  of  the  letter  to  the  stations' 
representatives,  and  declined  to  con- 
sider availabilities  from  stations  not  on 
the  list. 

Anguished  cries  of  "by-passing  the 
reps,"  "attempt  to  get  lower  rates"  and 
"peculiar  procedure"  went  up  when  the 
news  first  got  around.  By  late  last  week, 
however,  most  —  but  not  all  —  of  the 
complaints  appeared  to  have  been  si- 
lenced by  D'Arcy's  explanations.  Some 
reps  still  charged  that  it  looked  like  an 
effort  to  get  lower  rates,  although  this 
was  pointedly  and  vigorously  denied  by 
the  agency. 

Agency's  Position  •  DArcy  author- 
ities explained  that  their  problem  was 
one  of  time.  Studebaker  wanted  the 
campaign  to  start  Feb.  21  and,  with 
some  1,200  stations  involved,  this  left 
practically  no  time  to  line  them  up.  In 
many  markets  Studebaker  wanted  to 
reach,  they  said,  stations  that  either  had 
no  national  representatives  or  whose 
reps  were  unknown  to  DArcy.  In  any 
case,  they  reasoned,  talking  to  the  reps 
of  several  hundred  stations,  asking  them 
to  get  availabilities,  then  getting  them 
and  compiling  them  would  take  more 
time  than  they  could  afford. 

D'Arcy's  Frances  M.  Velthuys  de- 
vised a  coded  form  to  send  to  the  sta- 
tions that  had  been  selected.  A  covering 
letter  explained  that  Studebaker  planned 
to  use  30  one-minute  announcements — 
12  during  each  of  the  first  two  weeks,  six 
over  the  final  Saturday  and  Sunday.  The 
form  listed  the  time  periods  D'Arcy 
preferred.  The  stations  were  asked  to 


check  those  in  which  they  could  de- 
liver. They  also  were  asked  to  indicate 
"the  actual  rates  which  this  schedule 
will  earn." 

Miss  Velthuys'  letter  continued:  "If 
you  will  then  return  this  form  to  the 
writer,  and  providing  you  can  fill  this 
schedule,  we  in  turn  will  send  an  order 
covering  this  purchase  either  directly  to 
you  or  to  your  representative  if  you  have 
one.  It  is  important  that  our  original 
form  be  returned  to  us,  since  it  is  coded 
and  will  greatly  speed  handling." 

Letter  to  Reps  •  The  letter  went  out 
last  Monday  (Feb.  2),  with  copies  to 
representatives  and  an  explanation  by 
Miss  Velthuys:  ".  .  .  The  time  required 
to  secure  availabilities,  place  orders  and 
ship  transcriptions  and  instructions  is 
so  very  short  that  we  felt  the  only  way 
to  handle  the  whole  operation  was 
through  this  method  of  direct  mailing. 
We  did  not  intend  in  any  way  to  bypass 
your  function;  rather,  we  hope  you  will 
agree  that  we  have  saved  time  and  ef- 
fort in  each  direction  in  order  to  accom- 
plish our  goal." 

Although  the  mailing  to  stations  was 
not  finished  until  Monday,  Miss  Vel- 
thuys said  that  by  Thursday  she  al- 
ready had  about  170  returns,  with  only 
one  or  two  "disappointments."  She  was 
elated  with  results,  said  the  use  of 
coded  forms  was  speeding  handling 
beautifully. 

The  charge  that  D'Arcy  was  seeking 
lower  or  perhaps  local  rates  for  the 
campaign  apparently  stemmed  from  a 
checklist  included  in  the  letter  to  sta- 
tions. They  were  asked  to  say  whether 
they  would  charge  the  automotive  rate 
(usually  higher),  plan  rates,  run-of- 
schedule  rates,  26-time  earned  rates, 
flat  rates  or  "other."  Critics  took  the 
"other"  to  be  an  invitation  to  a  deal. 

'No  Deals'  •  This  was  denied  by 
Miss  Velthuys,  who  said  computations 
throughout  the  planning  were  strictly 
on  card  rates,  that  stations  would  be 
paid  according  to  the  rates  they  checked 
and  that  no  station  had  been  turned 
down  because  of  rates.  She  said  she 
didn't  believe  in  deals,  D'Arcy  didn't 
believe  in  deals,  and  no  deals  were 
solicited. 

This  explanation  appeared  to  satisfy 


DATE 
Thurs.,  Jan.  29 
Fri.,  Jan.  30 
Sat.,  Jan.  31 
Sun.,  Feb.  1 
Mon.,  Feb.  2 
Tues.,  Feb.  3 
Wed.,  Feb.  4 


ARBITRON'S  DAILY  CHOICES 

t       .  i  i      ,  „  )U  hinhpst-rankina  television  network  shows  for  each 
dayLoMdhebwe:kajrInth29hF9ebeS4  afraid  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 
PROGRAM  and  TIME 

Playhouse  90  (9:30  p.m.) 

77  Sunset  Strip  (9:30  p.m.) 

Gunsmoke  (10  p.m.) 

Loretta  Young  (10  p.m.) 

Danny  Thomas  (9  p.m.) 

Rifleman  (9  p.m.) 

I've  Got  a  Secret  (9:30  p.m.) 

Copyright  1959  American  Research  Boreal 


NETWORK 

RATING 

CBS-TV 

21.3 

ABC-TV 

20.6 

CBS-TV 

31.4 

NBC-TV 

26.5 

CBS-TV 

27.2 

ABC-TV 

25.0 

CBS-TV 

25.2 

28    (BROADCAST  ADVERTISING) 


most  of  the  reps  who  had  openly  ex- 
pressed criticism,  or  at  least  doubt, 
about  the  move.  So  did  the  explanation 
of  D'Arcy's  refusal  to  consider  avail- 
abilities of  stations  not  on  the  list.  "If 
we  gave  even  ten  minutes  to  every  rep- 
resentative, we'd  never  get  this  flight  off 
the  ground."  D'Arcy  did  have  some 
encouragement  for  stations  that  didn't 
make  the  list.  If  the  campaign  indi- 
cates that  the  agency  picked  some 
clinkers,  they'll  be  replaced  the  next 
time  around. 

Burnett  increases 
plans  board  to  1 7 

Leo  Burnett  Co.,  Chicago,  an- 
nounced Monday  (Feb.  2)  it  has  in- 
creased membership  of  its  plans  board 
from  9  to  17  executives,  complementing 
a  sweeping  top-level  realignment  at  last 
year's  end.  At  that  time  Richard  N. 
Heath  moved  up  from  president  to 
chairman  of  the  executive  committee; 
W.T.  Young  Jr.,  from  executive  vice 
president  to  president;  DeWitt  O'Kieffe, 
director,  senior  vice  president,  and 
Mr.  Burnett  continued  as  board  chair- 
man and  chief  executive  officer  (At 
Deadline,  Dec.  29,  1958). 

Last  week,  it  was  evident  that  the 
agency  wanted  to  pump  fresh  young 
blood  into  the  plans  board  from  the 
areas  of  broadcasting,  marketing,  film, 
copy,  research  and  art. 

New  plans  board  members  are  Wil- 
liam J.  Mcllvain,  vice  president  in 
charge  of  the  broadcasting  department; 
Don  Tennant,  vice  president  in  charge 
of  tv  films;  Leonard  S.  Matthews,  vice 
president-marketing  services;  Howard 
W.  Anderson,  vice  president-art;  John 
Coulson,  vice  president-research;  Nor- 
man W.  LeVally,  vice  president;  John 
Matthews,  vice  president,  associate  copy 
director  and  manager,  copy  department; 
and  Edward  Thiele,  vice  president  and 
senior  account  supervisor. 

They  join  these  present  members: 
Messrs.  Burnett,  Heath,  Young  and 
O'Kieffe;  Draper  Daniels,  executive 
vice  president  in  charge  of  creative 
services;  Joseph  M.  Greeley,  executive 
vice  president-marketing  services;  John 
V.  Tarleton  and  Julian  Watkins,  vice 
presidents,  and  James  E.  Weber,  execu- 
tive vice  president,  client  relations.  (Tv 
film  commercial,  print  copy  and  art 
are  under  Mr.  Daniels'  supervision.) 

Burnett  now  claims  to  be  the  only 
advertising  agency  whose  entire  creative 
work  is  handled  in  Chicago  to  bill  over 
the  $100  million  mark— and  one  whose 
growth  has  stemmed  largely  from  de- 
velopment within  its  clients.  Eight 
clients  who  billed  an  aggregate  of  near- 
ly $10  million  their  first  year  with 
Burnett  now  account  for  nearly  $70 
million. 
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wherever  they  be 


it's 


IN  N.  Y.  C.  and  VICINITY 


first  in  the  Negro  Community 


When  you  reach  for  the  Negro  Community  in  Metro- 
politan Greater  New  York  you're  tapping  a  market 
of  1,500,000  people  —  a  market  growing  faster  than 
any  other  portion  of  the  population  —  an  alert,  pro- 
gressive community  that  has  increased  over  40% 
since  1951  alone. 

Its  income  level,  too,  has  risen  proportionately  and 
it  spends  more  of  its  spendable  income.  In  the  New 

York,  New  Jersey  and  Connecticut  area  these  427,054 
families  are  willing  and  able  to  buy  the  many  good 
products  you  have  to  offer. 
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Programming  IIV2  hours  a  day  to  the  needs  and 
interests  of  this  vital  economic  force,  WOV  is  the 
only  radio  station  that  reaches  the  17  county  Greater 
New  York  Negro  market  IN  ITS  ENTIRETY. 

A  valuable,  statistical  booklet  —  "Maximum  Sales 
in  The  Negro  Market  of  New  York"  will  give  you  a 
rich  insight  of  its  potential.  It's  yours  for  the  asking. 


wov 


r  W  V  NEW  YORK 

Representatives:  John  E.  Pearson  Co. 


PENETRATION 

When  the  ratings  more  than  double  in 
six  months,  you  know  you're  penetrating 
every  square  inch  of  buying  potential  in 
Milwaukee.  Top  radio  personalities— from 
jockey  Bob  "Coffee-Head"  Larson  to  Sports 
Director  Joe  Taylor  of  the  Milwaukee  Braves 
-sell  the  station  that  sells  the  people 
That's  penetration. 


WRIT 


BUY  Radio  when  you  buy  media  W/L 

BUY  Balaban  when  you  buy  radio  BALABAN  STATION^ 

BUY  WRIT  when  you  buy  Milwaukee  Dallas  in  tempo  with  the  tii 

and  you  BUY  the  people  who  BUY 


WRIT 


P&G  TOPS  NETWORK  TV  SALES 

American  Home  second  with  $2.2  million 


Soap  king  Procter  &  Gamble  spent 
more  than  $4.2  million  at  gross  rates 
for  network  tv  time  last  November. 
American  Home  Products  invested 
more  than  $2  million,  while  four  other 
national  advertisers  each  placed  nearly 
$2  million  in  the  medium. 

Four  cigarette  firms  spent  over  $1 
million  in  November:  R.  J.  Reynolds, 
P.  Lorillard,  Liggett  &  Myers  and 
American  Tobacco. 

The  big  money  figures  in  network 
tv  for  November  were  released  last 
week  by  Television  Bureau  of  Adver- 
tising as  compiled  by  Leading  National 
Advertisers  and  Broadcast  Advertisers 
Reports. 

The  brand  leaders  were  Anacin  Tab- 
lets with  close  to  $1  million,  Viceroy 
cigarettes  (Brown  &  Williamson  which 
did  not  appear  in  the  list  of  the  top 
15  companies  in  network  tv),  Chevro- 


let and  Kent  cigarettes  (P.  Lorillard 
which  did  appear  in  the  top  15  list). 
Viceroy,  Chevrolet  and  Kent  each  spent 
more  than  $700,000. 

Gains  were  scored  all  along  the  line 
in  the  breakdown  of  network  tv  gross 
time  billing  by  day  parts. 

NETWORK  TV  GROSS  BILLINGS  BY  DAY  PARTS 

November 


Percent 

1957 

1958 

Change 

Daytime 

$14,883,074 

$17,774,659 

+19.4 

Mon.-Fri 

11,907,339 

14,077,282 

+18.2 

Sat.  &  Sun.  2,975,735 

3,697,377 

+24.3 

Nighttime 

33,115,669 

34,234,134 

+  3.4 

Total 

S47,998,743 

$52,008,793 

+  8.4 

January-November 

Percent 

1957 

1958 

Change 

Daytime 

$140,724,766 

$153,215,161 

+  8.9 

Mon.-Fri 

119,573,443 

130,069,418 

+  8.8 

Sat.  &  Sun.  21,151,323 

23,145,743 

+  9.4 

Nighttime 

325,735,064 

359,436,419 

+10.3 

Total 

$466,459,830 

$512,651,580 

+  9.9 

TOP  15  IN  NOVEMBER 

BY  COMPANY 

1.  Procter  &  Gamble  $4,219,010 

2.  American  Home  Products  2,222,914 

3.  Colgate-Palmolive  1,917,566 

4.  General  Foods  1,898,478 

5.  Lever  Bros.  1,836,526 

6.  General  Motors  1,803,313 

7.  R.  J.  Reynolds  Tobacco  1,339,480 

8.  P.  Lorillard  1,317,189 

9.  Bristol-Myers  1,259,856 

10.  Sterling  Drug  1,163,813 

11.  General  Mills  1,102,013 

12.  Liggett  &  Myers  Tobacco  1,100,394 

13.  American  Tobacco  1,025,618 

14.  Pharmaceuticals  982,946 

15.  Gillette  949,392 


1. 

Anacin  tablets 

$992,596 

2. 

Viceroy  cigarettes 

744,445 

3. 

Chevrolet  passenger  cars 

740,198 

4. 

Kent  cigarettes 

708,710 

5. 

Bufferin 

608,579 

6. 

Tide 

597,285 

7. 

Winston  cigarettes 

550,122 

8. 

L&M  filter  cigarettes 

528,695 

9. 

Bulova  watches 

511,047 

10, 

Dodge  passenger  cars 

507,600 

11. 

Dristan 

507,105 

12. 

Bayer  aspirin  tablets 

486,064 

13. 

Ford  passenger  cars 

458,164 

14. 

Colgate,  regular, 

aerosol  dental  cream 

424,025 

15. 

Salem  cigarettes 

396,296 

November 
1958 

Agriculture  &  Farming    — 

Apparel,  Footwear  &  Accessories   $  635,613 

Automotive,  Automotive  Access.  &  Equipment  3,998,559 

Beer,  Wine  &  Liquor    665,565 

Building  Materials,  Equipment  &  Fixtures  .  .  224,217 

Confectionery  &  Soft  Drinks    946,629 

Consumer  Services    247,486 

Entertainment  &  Amusement    — 

Food  &  Food  Products    10,085,106 

Gasoline,  Lubricants  &  Other  Fuels    525,017 

Horticulture    — 

Household  Equipment  &  Supplies    1,965,201 

Household  Furnishings    301,953 

Industrial  Materials    1,520,717 

Insurance    704,774 


TV  GROSS  BILLINGS  BY  PRODUCT  TYPE 

Jan. -Nov.  November  Jan. -Nov. 

1958  1958  1958 

$        51,347  Jewelery,  Optical  Goods  &  Cameras             $  2,142,774  $  10,785,369 

4,831,121  Medicines  &  Proprietary  Remedies    6,029,868  51,138,877 

48,857,960  Office  Equipment,  Stationery  &  Writing 

5,783,421  Supplies    390,986  6,211,223 

2,144,010  Political    18,775  274,290 

8,258,063  Publishing  &  Media    5,252  833,085 

2,623,571  Radios,  Tv  Sets,  Phonographs,  Musical 

249,989  Instruments  &  Accessories    906,249  7,676,304 

98,397,635  Smoking  Materials    6,770,731  56,061,433 

2,772,895  Soaps,  Cleansers  &  Polishes    4,816,363  55,921,629 

1,007,774  Sporting  Goods  &  Toys    380,143  1,541,391 

21,136,059  Toiletries  &  Toilet  Goods    7,931,976  90,418,033 

3,045,409  Travel,  Hotels  &  Resorts    249,720  2,408,913 

16,101,517  Miscellaneous    545,119  7,553,707 

6,566,555  Total   $52,008,793  $512,651,580 

LNA-BAR:  Gross  time  costs  only 


NC&K  plans  to  sue 
Pabst  for  $95,000 

Pabst  Brewing  Co.,  Chicago,  faces  a 
$95,000  lawsuit  from  its  former 
agency,  Norman.  Craig  &  Kummel, 
New  York,  over  payments  made  by 
NC&K  to  the  American  Federation  of 
,  Television  &  Radio  Artists,  plus  com- 
missions and  other  costs. 

NC&K  has  filed  with  the  New  York 
secretary  of  state  its  intention  to  sue 
Pabst,  a  legal  preliminary  step  because 
the  brewing  company  is  an  out-of-state 
corporation.    After    30    days,  during 
;    which  Pabst  may  enter  a  reply,  NC&K 
may  file  a  suit  in  New  York  State  Su- 
preme Court. 
1       NC&K  contends  that  last  spring, 
I    while  handling  Pabst,  the  agency  bought 
I    spots  on  Monitor  for  the  brewer.  The 
agency  said  it  believed  it  was  entitled 
I    to  the  "wild  spot  rate,"  but  AFTRA 
yi    insisted  that  the  talent  payment  should 
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be  the  network  rate.  NC&K  paid  the 
bill  to  AFTRA,  amounting  to  $72,000, 
and,  the  complaint  said,  its  promised 
forthcoming  suit  arises  from  its  efforts 
to  collect  from  Pabst.  (The  Pabst  ac- 
count is  now  at  Kenyon  &  Eckhardt). 

Norman  B.  Norman,  NC&K,  said 
that  before  initiating  the  present  action, 
the  agency  had  tried  "for  weeks"  to 
communicate  with  Pabst  in  an  effort 
"to  commonly  resolve  the  issue."  He 
claimed  that  "all  our  many  telephones 
calls,  letters  and  wires  have  been  con- 
spicuously disregarded." 

Congress,  admen  meet 
for  kickoff  of  Ad  Week 

Members  of  Congress  are  helping  the 
Advertising  Federation  of  America 
launch  Advertising  Week  1959  today 
(Feb.  9)  at  a  reception  in  the  Sheraton- 
Park  Hotel,  Washington. 

The   event  closes   an   all-day  mid- 


winter conference  that  is  expected  to 
be  attended  by  more  than  350  admen. 
Advertising's  legislative  problems  are 
slated  to  be  discussed  at  10  a.m.  by 
advertising  attorneys  John  J.  Ryan 
(AFA  counsel)  of  Murphy,  Block, 
Sullivan  &  Sawyer,  New  York;  Morton 
J.  Simon,  Philadelphia  attorney,  and 
F.  Joseph  Donohue  of  Donohue  & 
Kaufman,  Washington.  John  P.  Cun- 
ningham (conference  chairman)  of  Cun- 
ningham &  Walsh  Inc.,  New  York,  and 
Robert  M.  Feemster  (AFA  chairman) 
of  the  Wall  Street  Journal,  presides  at 
the  morning  session. 

Mr.  Cunningham  is  due  to  speak 
at  the  luncheon  as  is  Rep.  Bob  Wil- 
son (R-Calif.).  The  latter  is  a  partner 
in  Champ,  Wilson  &  Slocum  Adv.,  San 
Diego.  An  afternoon  panel  session  fea- 
tures John  W.  Gwynne,  Federal  Trade 
Commission  chairman;  John  C.  Doer- 
fer,  FCC  chairman,  and  Amos  Latham, 
Internal  Revenue  Service  commis- 
sioner. 
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New  Chicago  ad  hub? 

Chicago's  London  Guarantee  Bldg., 
home  of  several  media  and  advertising 
interests,  was  sold  Monday  by  Michi- 
gan-Wacker  Building  Corp.  to  National 
Properties  Inc.  for  $5.45  million.  At  the 
same  time,  Samuel  W.  Banowit,  Na- 
tional president,  said  the  new  owners 
"will  concentrate  on  making  the  build- 
ing the  advertising  center  of  Chicago" 
with  plans  to  attract  advertising  agen- 
cies as  tenants  and  strengthening  its 
identity  in  allied  fields. 

The  building,  constructed  by  10  Eng- 
lishmen in  1923,  is  Chicago  headquar- 
ters for  Broadcasting,  ABC  tv-radio 
central  divisions,  Editor  &  Publisher, 
American  Newspaper  Publishers  Assn.'s 
Bureau  of  Advertising  and  such  adver- 
tising agencies  as  Erwin  Wasey,  Ruth- 
rauff  &  Ryan  and  Edward  H.  Weiss  & 
Co.  Station  representative  tenants  in- 
clude the  Branham  Co.,  Walker-Rawalt 
and  Crosley  Broadcasting  Corp. 

Now  Swigart  &  Evans 

Whitlock,  Swigart  &  Evans  Inc.,  New 
Orleans  advertising  agency,  has  changed 
its  name  to  Swigart  &  Evans,  following 
the  resignation  of  Bache  Whitlock,  one 
of  the  original  firm's  founders.  At  the 
annual  election  of  officers,  Daniel  G. 
Evans  was  re-elected  president;  Fred- 
eric R.  Swigart,  vice  president  and 
treasurer,  and  Elmore  R.  Verlander, 
New  Orleans  accountant,  was  elected 
to  the  board  of  directors.  Address  re- 
mains 327  Exchange  PL;  telephone  is 
Express  5201. 

Runyon  forms  agency 

Jack  W.  Runyon,  former  writer- 
director  of  Amos  V  Andy,  I  Love  Lucy, 
This  Is  Your  Life  and  other  shows,  has 
opened  an  advertising  agency  at  26 
O'Farrell  St.,  San  Francisco.  Telephone: 
Exbrook  7-6282.  Roland  E.  (Jake) 
Jacobson,  formerly  vice  president-man- 
ager, William  W.  Harvey  Co.,  is  ac- 
count supervisor  for  Jack  W.  Runyon 
&  Co.  Anne  Meredith,  formerly  with 
Roy  S.  Durstine  Inc.,  is  the  new  com- 
pany's media  director. 

Ad  Club  hears  Wald 

Motion  picture  producer  Jerry  Wald 
last  Monday  (Feb.  2)  told  the  Holly- 
wood Advertising  Club  that  he  allows  a 
year  to  pre-sell  a  motion  picture.  The 
job  is  much  tougher  in  tv,  he  com- 
mented, because  with  a  new  show  every 
week  for  every  series  there's  no  time  to 
do  that  kind  of  pre-selling  for  tv  pro- 
grams. 

He  pointed  out  that  a  major  factor 
in  a  successful  campaign,  regardless  of 
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HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan.  16-22. 
They  spent:  _  ,    .  . 

2,108.5  million  hours   -  Watching  Television 

1,081.8  million  hours    Listening  to  Radio 

452.3  million  hours    Reading  Newspapers 

199.2  million  hours    Reading  Magazines 

385.1  million  hours    Watching  Movies  on  Tv 

102.1  million  hours   Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  "Activity"  report,  from  which  these  weekly  figures 
are  drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  categories,  and 
shows  the'  duplicated  and  unduplicated  audiences  between  each  specific  medium.  Tabulations 
are  available  from  Sindlinger  &  Co.  within  two  to  seven  days  of  the  interviewing  week. 
(Copyright  1959  Sindlinger  &  Co.) 

SINDLINGER'S  SET  COUNT:  As  of  Jan.  1,  Sindlinger  data  shows:  (1)  113,297,000 
people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  group); 
(2)  43  977,000  households  with  tv;  (3)  48,543,000  tv  sets  in  use  in  the  U.S. 


whether  it  is  in  motion  picture  produc- 
tion, advertising  or  broadcasting,  is  the 
courage  to  buck  the  tide,  to  do  some- 
thing original  and  not  "something 
like"  the  current  successes.  He  cited  the 
"47  western  series  on  tv  today"  as 
proof  of  tv's  "tragedy — that  it  lacks  the 
courage  to  fight  the  empty  flannel  suits 
of  Madison  Avenue."  By  a  year  from 
now,  he  predicted,  "there'll  be  only 
three  or  four  westerns  on  television; 
the  rest  will  have  killed  each  other  off." 

New  L.  A.  firm 

Gordon  Gumpertz,  Phil  Bentley  and 
Forrest  Dolan,  former  account  execu- 
tives of  Edward  S.  Kellogg  Co.,  L.A., 
have  opened  their  own  advertising 
agency  in  Los  Angeles.  Mr.  Gumpertz 
is  president  of  Gumpertz,  Bentley  & 
Dolan,  with  Mr.  Bentley  serving  as 
v.p.  and  account  service  director  and 
Mr.  Dolan  as  v.p.  and  creative  director. 
The  firm's  address:  3434  W.  Sixth  St.; 
telephone:  Dunkirk  9-1234. 

Ad  members  sought 

American  Academy  of  Advertising, 
N.Y.,  organized  last  June  at  national 
convention  of  Advertising  Federation 
of  America  and  which  is  assisting  AFA 
with  its  new  Bureau  of  Education  and 
Research,  is  seeking  new  memberships 
from  advertising  practitioners  and  edu- 
cators. Persons  wishing  to  join  AAA 
may  send  $4  annual  membership  fee 
to  Prof.  George  T.  Clarke,  Dept.  of 
Marketing,  New  York,  U.,  Washing- 
ton Square,  New  York  3,  N.Y. 

Media  strategy  given 

Advertisers  can  and  should  compare 
media  before  launching  an  advertising 
campaign  was  the  advice  given  by 
Kevin  B.  Sweeney,  president  of  the 
Radio  Advertising  Bureau,  while  ad- 
dressing a  Feb.  4  luncheon  meeting  of 
the  San  Diego,  Calif.,  Advertising  Club. 

In   attacking   one   of  advertising's 


standard  cliches  that  "comparing  media 
is  like  comparing  apples  and  oranges 
and  can't  be  done,"  Mr.  Sweeney  said, 
"the  phoniest  pose  in  all  advertising  is 
that  you  can't  compare  media,  that 
you  can't  weigh  different  media  on  the 
same  scale  and  determine  which  is  bet- 
ter for  a  specific  assignment.  The  fact 
is  that  most  advertisers  do  it  every  day, 
especially  those  who  cry  loudest  that 
it  can't  be  done."  With  less  than  one 
advertiser  in  10  pre-testing  the  major 
media,  Mr.  Sweeney  pointed  out  that 
"any  advertiser  can  check  out  his  media 
strategy  for  less  than  5%  of  what  he 
intends  to  spend  on  the  whole  cam- 
paign." 

•  Business  briefly 

Time  sales 

•  B.A.  Bekins  Van  and  Storage  Co., 
L.A.,  is  planning  a  spring  tv  campaign 
to  start  about  mid-March  in  a  dozen 
western  markets,  using  nighttime  one- 
minute  spots  and  id's.  Company  re- 
cently discontinued  its  sponsorship  of 
Bekins  Musical  Hall  on  CRPN  after  21 
years.  C.J.  LaRoche  &  Co.,  L.A.,  is 
the  Bekins  agency. 

•  Pharma-Craft  (Coldene),  Cranbury, 
N.J.,  places  spot  tv  campaign  this  week 
in  some  45  markets  for  eight  weeks. 
J.  Walter  Thompson,  N.Y.,  is  agency. 

•  Procter  &  Gamble  Co.  has  bought 
$250,000-worth  of  newscasts  on  KTLA 
(TV)  Los  Angeles,  mainly  featuring  the 
station's  Telecopter  Report,  Peters,  Grif- 
fin, Woodward  Inc.,  KTLA's  repre- 
sentative reports.  P&G  is  the  first  big 
sponsor  of  Telecopter  Report.  The 
schedule  was  placed  through  Compton 
Adv. 

•  W.F.  Schrafft  &  Sons  Corp.,  N.Y. 
is  using  all  seven  tv  stations  in  metre 
politan  New  York  this  week  (Feb.  ? 
13)  for  special  Valentine's  Day  candy 
gift  campaign.  More  than  100  ids  are 
scheduled,  all  placed  during  evening 
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In  the  20  counties  which 
make  up  the  Greater  Washington 
Area,  Pulse  shows  WTOP 
with  the  most  quarter-hour 
wins  . . .  351  out  of  504!  Clear 
proof  that  in  Washington, 
the  important  station  is  .  .  . 


Oufwn 


WASHINGTON,  D  C. 

An  affiliate  of  the  CBS  Radio  Network 
Represented  by  CBS  Radio  Spot  Sales 

operated  by 

THE  WASHINGTON  POST  BROADCAST  DIVISION 
WTOP  Radio,  Washington,  D.C. 
WJXT,  Channel  4,  Jacksonville,- Florida 
WTOP-TV,  Channel  9,  Washington,  D.C. 


Animation,  live  action  combine  to  sell  Reelfoot  •  Reelfoot  Packing  Co., 
Union  City,  Tenn.,  will  break  this  new  film  spot  in  March  to  introduce  a 
switch  in  corporate  symbol  from  an  old  Indian  character  to  youthful  Indian 
boys.  The  meat  packing  company,  along  with  its  subsidiary  plants  in  the 
South,  has  been  a  user  of  radio-tv  spot  for  several  years. 

To  appear  on  a  half-dozen  stations  in  the  Union  City  plant's  market  area 
of  Tennessee,  Missouri,  Kentucky  and  Mississippi,  the  new  spot  features 
animation  superimposed  over  live  action.  The  process  is  called  "rotoscope." 
In  addition  to  introducing  the  new  Indian  boy  symbol,  the  spot  sequence 
promotes  the  Reelfoot  meat  product  line  and  highlights  the  new  multi-million- 
dollar  Union  City  plant. 

Parent  Reelfoot,  headed  by  Lorenz  Neuhoff,  also  owns  autonomously- 
operated  plants  in  Clarksville,  Tenn.,  Montgomery,  Ala.,  Quincy,  Fla.,  and 
Kinston,  N.C.,  using  Frosty  Morn  brand;  Bristol  and  Salem,  Va.,  using 
Valleydale  brand,  and  Keith  Sausage  Co.,  Salem,  Va.  Together  they  account 
for  spot  schedules  on  about  50  tv  and  40  radio  stations  in  the  South. 

Fred  A.  Niles  productions,  Chicago,  maker  of  the  spot,  has  been  using 
rotoscope  for  five  years  on  such  commercials  as  those  for  Climalene.  It's 
costly;  twice  as  much  as  all-animation  or  all-live,  but  enhances  realism  and 
story  line  through  special  effects.  Indian  music  on  the  soundtrack,  composed 
by  the  Reelfoot  agency,  Noble-Dury  &  Assoc.,  Nashville,  will  highlight  radio 
spots,  too. 


hours.  Agency  is  Richard  K.  Manoff, 
N.Y. 

•  Genessee  Brewing  Co.,  Rochester, 
N.Y.,  has  signed  for  MCA  TV's  SA  7 
series  in  eight  upstate  New  York 
markets,  consisting  of  Albany,  Bing- 
hamton,  Buffalo,  Elmira,  Rochester, 
Syracuse,  Watertown  and  Poughkeep- 
sie,  starting  March  1.  Agency: 
Marschalk  &  Pratt  Div.,  McCann- 
Erickson,  N.Y. 

•  MCA-TV  Ltd.,  N.Y.,  reports  the  sale 
of  SA  7  series  to  Tareyton  cigarettes, 
through  Lawrence  Gumbinner  Adv., 
N.Y.  for  10  markets  throughout  the 
U.S.  and  the  Donovan  Coffee  Co.  for 
two  markets  in  Alabama. 

•  National  Shoes,  N.Y.,  is  launching 
three-month  campaign  in  early  March, 
using  687  announcements  per  week  on 


30  radio  stations  in  23  markets  and  an- 
nouncements on  children's  programs  on 
WPIX  (TV)  New  York.  Agency:  Mogul, 
Lewin,  Williams  &  Saylor. 

•  Mid-America  Corp.,  Houston,  dis- 
tributor in  six  southwest  states  for 
Rootes  Motors,  manufacturer  and  im- 
porter of  Hillman,  Sunbeam,  Humber 
and  Singer  automobiles,  appoints  Erwin 
Wasey,  Ruthrauff  &  Ryan,  N.Y.,  as 
agency.  Budget  estimated  in  excess  of 
$150,000  yearly.  Radio-tv  and  other 
media  to  be  used. 

•  Ford  Div.  of  Ford  Motor  Co.'s  short 
radio  spot  burst  that  opens  this  week 
reflects  an  upping  of  original  plan.  Ford 
was  to  use  some  50  markets,  instead 
has  about  doubled  total.  Campaign  has 
approximate  three-week  run.  J.  Walter 
Thompson,  N.Y.,  is  agency. 


•  Illinois  Bell  Telephone  Co.,  through 
N.  W.  Ayer  &  Son,  buys  final  games 
of  Illinois  High  School  basketball  tour- 
nament March  21  on  10-station  re- 
gional tv  network  to  be  fed  by  WBKB 
(TV)  Chicago.  Stations:  WCIA  (TV) 
Champaign;  WDAN-TV  Danville; 
WTVP  (TV)  Decatur;  WTVH  (TV) 
Peoria;  KHQA-TV  Quincy;  WTVO 
(TV)  Rockford;  WHBF-TV  Rock 
Island;  WICS  (TV)  Springfield  and 
KETC  (TV)  St.  Louis  (Mo.). 

•  Edsel  Div.  of  Ford  Motor  Co.  will 
sponsor  special  telecast  March  9  of 
Ringling  Bros.  &  Barnum  &  Bailey 
Circus,  entitled  The  Greatest  Show  on 
Earth,  and  originating  at  Charlotte, 
N.C.  Show  is  slated  7:30-8:30  p.m.  on 
ABC-TV.  Kenyon  &  Eckhardt,  N.Y., 
is  agency. 

Agency  appointments 

•  The  Wurlitzer  Co.  (electronic  pianos, 
organs;  other  musical  instruments), 
Chicago,  appoints  Clinton  E.  Frank 
Inc.,  that  city,  to  expand  its  corporate 
publicity  and  public  relations.  Agency 
already  handles  advertising  account  of 
firm. 

•  Arnold  Bakers  Inc.,  Port  Chester, 
N.Y.,  names  Kudner  Adv.,  N.Y.,  for 
its  bread  and  rolls  division,  effective 
July.  Account  was  previously  handled 
by  Charles  W.  Hoyt  Co.,  N.Y.,  which 
retains  Arnold  cookies. 

•  Also  in  advertising 

•  Grant  Adv.  Inc.,  Tampa,  Fla.,  moves 
today  (Feb.  9)  to  3408-A  S.  Dale 
Mabry  Ave.  Telephone:  68-1141. 

•  General  Public  Relations  Inc.  has 
established  Hollywood  headquarters  for 
its  tv  program  publicity  and  promotion 
staff  in  the  offices  of  Benton  &  Bowles, 
its  parent  company.  Hollywood  staff  in- 
cludes Jean  Meredith  and  Robert  Will, 
account  supervisors,  and  Joan  Ware 
Holland,  general  assistant.  Address  is 
6253  Hollywood  Blvd.,  telephone  Holly- 
wood 4-9151. 

•  Smalley,  Levitt  &  Smith  Inc.,  Los 
Angeles,  has  moved  to  1544  N.  High- 
land Ave.  Telephone:  Hollywood  2- 
7236. 

•  Don  Kemper  Co.,  advertising  agency 
with  offices  in  Dayton,  Ohio,  and  New 
York,  has  moved  its  public  relations 
headquarters  to  New  York,  with  Her- 
man R.  Williams  appointed  director  of 
public  relations.  Mr.  Williams  was  for- 
merly executive  vice  president  of 
Smith  &  Williams  Adv.,  N.Y. 

•  Ross,  Flink  &  Livengood  Inc.,  Peoria. 
111.,  is  the  new  name  of  the  former  Ross 
Adv.  there. 
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NAB  BOARDS  OKAY  AIR  EDITORIALS 


Combined  radio  and  tv  units  vote  unanimously 
to  encourage  editorializing  by  broadcasters. 


Editorializing  on  the  air  received  for- 
mal approval  of  the  combined  NAB 
Radio  and  Tv  Boards  Friday  in  Holly- 
wood, Fla. 

Adopted  unanimously  was  a  report  of 
an  ad  hoc  committee  appointed  last 
year.  It  includes  a  "Broadcasters'  Guide 
to  Editorializing"  in  lieu  of  what  had 
been  proposed  as  "Standards  of  Edi- 
torial Practice".  The  directors  recom- 
mended the  ad  hoc  committee  be  made 
a  standing  committee  to  conduct  a  con- 
tinuous study  of  editorializing.  The 
board's  resolution  concluded:  ''That  the 
NAB  Board  adopt  a  policy  of  favoring 
and  encouraging  editorializing  by  broad- 
cast licensees  after  they  become  prop- 
erly equipped  to  perform  the  editorial 
function  with  the  highest  degree  of  pro- 
fessional  skill   and  integrity." 

The  resolution  stated  the  ad  hoc  com- 
mittee, co-chairmanned  by  Alex  Keese, 
WFAA-AM-TV  Dallas,  and  Joseph  E. 
Baudino,  Westinghouse  Washington  vice 
president,  believes  that  "opportunity 
for  presentation  of  contrasting  views 
was  essential  in  providing  overall  fair- 
ness." It  also  said  further  that  broad- 
casters traditionally  "recognize  a  moral 
responsibility  to  provide  for  the  pre- 
sentation of  responsible  opposing  view- 
points on  public  issues  irrespective  of 
any  legal  obligation." 

Text  of  the  "Broadcasters'  Guide  to 
Editorializing"  follows: 

"The  broadcast  editorial  can  be  a 
powerful  influence  in  a  community,  as 
the  brief  history  of  such  editorializing 
has  demonstrated.  The  dynamic  nature 
of  the  medium  and  the  personal  impact 
of  a  radio  or  television  editorial  place 
a  great  weight  of  responsibility  upon 
the  licensee.  If  a  station  editorializes, 
therefore,  it  should  do  so  only  on  the 
basis  of  the  most  careful  preparation 
and  a  maximum  effort  to  assure  that 
the  opinion  expressed  is  well  informed 
and  well  founded. 

"Broadcasters  traditionally  recognize 
a  moral  responsibility  to  provide  for  the 
presentation  of  responsible  opposing 
viewpoints  on  public  issues  irrespective 
of  any  legal  obligation. 

"To  assure  that  the  editorial  repre- 
sents the  highest  possible  level  of  elec- 
tronic journalism,  the  following  requi- 
sites should  be  observed. 

"(1)  Responsibility  of  the  licensee — 
The  editorial  must  be  presented  as  the 
opinion  of  the  licensee  himself,  and  not 


merely  of  a  station  employe.  The  repu- 
tation for  integrity,  responsibility  and 
fairness  of  the  station  must  stand  behind 
the  editorial. 

"(2)  High  professional  skill — The  edi- 
torial should  be  based  on  facts  assem- 
bled by  competent  individuals,  conver- 
sant with  local  problems  and  public  af- 
fairs. A  professional  background  of 
broadcast  news  reporting  and  analysis 
is  appropriate  for  editorializing.  The 
person  delivering  the  editorial  on  the 
air  should  be  the  manager  or  his  desig- 
nated representative. 

"(3)  Public  Interest — The  editorial 
should  deal  with  an  issue  of  public  in- 
terest. 

"(4)  Identification  of  editorial — The 
editorial  should  be  clearly  identified  as 
a  statement  of  opinion  of  the  manage- 
ment, regardless  of  who  delivers  it.  The 
editorial  should  be  clearly  distinguished 
from  the  news  and  other  program  ma- 
terial by  appropriate  announcement. 

"(5)  Editorial  record  —  Editorials 
should  be  delivered  from  a  script  and 
the  editorials  should  be  made  avail- 
able to  interested  individuals." 

Tv  Board  to  fight 
adverse  publicity 

Television  broadcasters  want  to  do 
something  to  combat  the  torrent  of  bad 
publicity  inundating  their  medium. 

NAB's  Tv  Board,  meeting  at  Holly- 
wood, Fla.,  decided  last  week  to  put 
the  problem  before  the  tv  ownership- 
management  meetings  at  the  Chicago 
convention  (March  15-18). 

Board  members  agreed  the  publicity 
onslaught  should  be  fully  discussed  at 


NAB's  million 

NAB's  budget  will  exceed  SI 
million  for  the  first  time  in  the 
1959  fiscal  year,  according  to  es- 
timates submitted  to  the  joint 
board  of  directors. 

For  the  fiscal  year  April  1, 
1959  to  March  31,  1960,  a  total 
of  $1,029,700  is  requested.  In- 
come for  the  period  is  estimated 
at  $1,043,683. 

These  figures  compare  with  the 
1958  budget  estimate  of  S976,- 
000,  with  estimated  total  expenses 
of  $970,749,  and  projected  total 
income  of  $1,040,724. 


Chicago  but  they  weren't  sure  how  the 
criticism  should  be  answered. 

Newspapers,  magazines,  producers 
and  former  tv  executives  as  well  as 
persons  prominent  in  government  and 
public  fife  were  named  as  sources  of 
what  appear  to  be  inspired  attempts  to 
damage  the  medium. 

A  fund  should  be  raised  from  net- 
works, multiple  owners,  individual 
broadcasters  and  others,  some  board 
members  felt,  but  others  thought  the 
matter  should  be  handled  within  the 
present  NAB  framework. 

Donald  N.  Martin,  NAB  public  re- 
lations assistant  to  the  president,  pro- 
posed a  sharply  expanded  campaign  on 
a  long-haul  basis  rather  than  a  crash 
program.  He  proposed  "statesmen-like 
studies"  on  the  theme,  "Television  and 
the  American  People,"  plus  depth 
studies  by  independent  specialists. 

Taking  up  suggestions  made  earlier 
by  two  directors — C.  Wrede  Peters- 
meyer,  Corinthian  stations,  and  David 
C.  Adams,  NBC  executive  vice  presi- 
dent— Mr.  Martin  urged  tv  stations  to 
make  more  use  of  their  own  time  on  be- 
half of  tv.  He  proposed  a  new  series  of 
filmed  spots  developing  the  theme. 
"Nothing  Brings  It  Home  Like  Tele- 
vision." A  pilot  series  on  this  theme 
is  being  used  successfully  by  over  200 
NAB  tv  stations,  he  said. 

The  Tv  Board  members  discussed 
the  Office  of  Civil  &  Defense  Mobiliza- 
tion report  proposing  a  study  of  the 
entire  radio  spectrum  (story  page  23). 
Pay  tv  was  reviewed  and  NAB's  oppo- 
sition to  the  idea  was  reaffirmed.  Rec- 
ognition was  given  videotape  and  its 
growing  importance  and  a  committee 
to  review  the  subject  was  authorized. 

Thad  H.  Brown  Jr.,  NAB  tv  vice 
president,  told  the  board  the  NAB  Film 
Committee  will  meet  Feb.  19  in  New- 
York  with  tv  film  producers  and  distrib- 
utors invited  to  join  a  luncheon  session. 
Supplements  will  be  added  to  NAB's 
Film  Manual.  He  reported  on  tv  music 
licensing  and  transmission  tariffs. 
Vincent  T.  Wasilewski,  NAB  govern- 
ment relations  manager,  outlined  the 
Capitol  Hill  situation.  The  association 
has  engaged  the  Washington  engineer- 
ing firm  of  Kear  &  Kennedy  to  analyze 
the  report  of  Television  Allocations 
Studv  Organization. 

C.  Howard  Lane,  KOIN-TV  Port- 
land, Ore..  Tv  Board  chairman,  presided 
at  the  meeting.  G.  Richard  Shafto. 
WIS-TY  Columbia,  S.C.,  co-chairman 
of  the  convention  committee,  reviewed 
changes  in  the  convention  format 
("Closed  Circuit,  Feb.  2).   Lt.  Gen. 
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A.  G.  Trudeau,  in  charge  of  Army  re- 
search and  development,  will  address 
the  full  convention  at  the  final  March 
18  luncheon.  President  Harold  E. 
Fellows  will  speak  at  the  March  16 
luncheon.  Robert  W.  Sarnoff,  NBC 
board  chairman,  originally  scheduled  to 
receive  the  Keynote  award  at  the  March 
16  luncheon,  will  open  the  convention 
that  morning. 

Tv  Board  members  present  were: 

Joseph  E.  Baudino,  Westinghouse  Broadcasting 
Co.;  John  E.  Fetzer,  WKZO-TV  Kalamazoo,  Mich.; 
Payson  Hall,  Meredith  Publishing  Co.;  Mr.  Lane; 
Dwight  W.  Martin,  WAFB-TV  Baton  Rouge,  La.; 
James  D.  Russell,  KKTV  (TV)  Colorado  Springs; 
Mr.  Shafto;  J.  J.  Bernard,  KTVI  (TV)  St.  Louis; 
Henry  B.  Clay,  KTHV  (TV)  Little  Rock,  Ark.;  Mr. 
Petersmeyer;  Willard  E.  Walbridge,  KTRK-TV, 
Houston;  Alfred  Beckman,  ABC-TV;  William  B. 
Lodge,  CBS-TV;  Mr.  Adams. 

NAB  staff  members  were  Everett  E.  Revercomb, 
secretary-treasurer;  Edward  H.  Bronson,  director 
of  tv  code  affairs;  Howard  H.  Bell,  assistant  to 
the  president;  Douglas  A.  Anello,  chief  counsel, 
and  A.  Prose  Walker,  manager  of  engineering. 


Sideline  promotion  •  An  official 
Oregon  Centennial  Commission 
tie  was  pinned  on  Robert  T.  Ma- 
son, WMRN  Marion,  Ohio,  dur- 
ing the  NAB  Florida  board  meet- 
ing by  C.  Howard  Lane,  KOIN- 
TV  Portland,  Ore.,  commission 
member.  Left  to  right:  NAB  Pres- 
ident Harold  E.  Fellows;  Mr. 
Lane;  G.  Richard  Shafto,  WIS- 
TV  Columbia,  S.  C,  and  Mr. 
Mason. 


No  liquor  ads,  says 
NAB  Radio  Board 

Endorsement  of  NAB's  stand  against 
advertising  of  hard  liquors  was  voiced 
Thursday  (Feb.  5)  by  the  association's 
Radio  Board  at  Hollywood,  Fla.  A  res- 
olution to  this  effect  was  submitted  to 
the  NAB  Joint  Boards,  meeting  Feb.  6. 

Douglas  Anello,  NAB  general  coun- 
sel, said  a  recent  Internal  Revenue  Serv- 
ice ruling  on  co-op  advertising  (Broad- 


casting, Dec.  29,  22,  1958)  could  cost 
advertising  media  millions  in  revenue. 
He  cited  one  estimate  the  ruling  might 
involve  a  $200  million  loss.  John  F. 
'Meagher,  NAB  radio  vice  president,  re- 
ported NAB  and  Radio  Advertising 
Bureau  cooperation,  particularly  on  ex- 
cise tax  and  financial  data  problems. 

FCC  has  authorized  remote  control 
operations  for  15  directional  antenna 
stations,  according  to  A.  Prose  Walker. 
NAB  engineering  manager.  He  said 
three  50  kw  stations — WJR  Detroit  (two 
transmitters),  WGN  Chicago  and 
WHAS  Louisville — had  remote  author- 
izations and  applications  are  pending 
for  WHAM  Rochester,  WBZ  Boston 
and  WBT  Charlotte,  N.C. 

F.  C.  Sowell,  chairman  of  the  Am 
Radio  Committee,  said  the  drive  to 
push  installation  of  radio  sets  in  hotels 
and  motels  is  making  good  progress. 
The  board  approved  selection  of  May 
as  National  Radio  Month,  endorsing  a 
year-round  radio  announcement  promo- 
tion. 

A  resolution  calling  for  clarified  ra- 
dio audience  reports  by  research  serv- 
ices, introduced  by  George  Hatch  of  In- 
termountain  Network,  was  referred  to 
an  upcoming  meeting  of  the  associa- 
tion's Radio  Research  Committee.  The 


plan  specifies  that  minimum  informa- 
tion include  dimensions  of  survey  (car, 
business,  home,  portable  listening);  area 
surveyed;  method  used;  size  of  sample 
completed,  calls,  interviews,  diaries  or 
mechanical  tapes  per  program. 

Am  membership  in  NAB  totals  1,473 
stations,  a  gain  of  65  in  a  year.  Fm 
membership  totals  383,  a  gain  of  46. 

Ben  Strouse,  WWDC-FM  Washing- 
ton, chairman  of  the  Fm  Committee, 
reported  on  progress  in  that  medium 
(see  fm  Perspective  59  story,  page  124). 
Donald  N.  Martin,  NAB  public  rela- 
tions director,  reported  133  prints  of 
the  radio  promotion  film,  "Hear  and 
Now,"  had  been  sold. 

Attending  the  meeting  were  Daniel  W.  Kops, 
WAVZ  New  Haven,  Conn.;  Simon  Goldman,  WJTN 
Jamestown,  N.Y.;  Jack  S.  Younts,  WEEB  Southern 
Pines,  N.C;  Hugh  M.  Smith,  WCOV  Montgomery, 
Ala.;  Mr.  Sowell;  Robert  T.  Mason,  WMRN  Mar- 
ion, Ohio,  board  vice  chairman;  J.  M.  Higgins, 
WTHI  Terre  Haute,  Ind.;  William  Holm,  WLPO 
LaSalle,  III.;  Ben  B.  Sanders,  KICD  Spencer,  la.; 
Raymond  V.  Eppel,  KORN  Mitchell,  S.D.;  Robert 
L.  Pratt,  KGGF  Coffeyville,  Kan.;  Alex  Keese, 
WFAA  Dallas;  Mr.  Hatch;  Joe  D.  Carroll,  KMYC 
Marysville,  Calif.;  Robert  J.  McAndrews,  KBIG 
Avalon,  Calif.;  Thomas  C.  Bostic,  KIMA  Yakima, 
Wash.;  Harold  Hough,  WBAP  Fort  Worth;  J.  Frank 
Jarman,  WDNC  Durham,  N.C,  chairman  of  the 
board;  Frederick  A.  Knorr,  WKMH  Dearborn, 
Mich.;  William  C.  Grove,  KFBC  Cheyenne,  Wyo.; 
J.  R.  Livesay,  WLBH  Mattoon,  III.;  Mr.  Strouse; 
Merrill  Lindsay,  WSOY-FM  Decatur,  III.;  E.  J. 
DeGray,  ABC;  Arthur  Hull  Hayes,  CBS  Radio; 
Charles  W.  Godwin,  MBS,  and  P.  A.  Sugg,  NBC 


WHITE  COATS  NOW  ON  PRO'S 

NAB  file  shut;  McGannon  new  Tv  Code  head 


NAB  has  about  rid  the  television 
code  structure  of  phony  men-in-white 
commercials  but  it  must  leave  the  prob- 
lem of  accredited  professional  people 
up  to  their  own  professions,  the  asso- 
ciation's Tv  Board  was  told  at  its 
Wednesday  (Feb.  4)  meeting,  at  Holly- 
wood Beach,  Fla. 

The  Tv  Board  adopted  a  half-dozen 
clarifying  amendments  to  the  Tv  Code 
and  approved  appointment  of  Don  Mc- 
Gannon, president  of  Westinghouse 
Broadcasting  Co.,  as  new  chairman  of 
the  Tv  Code  Review  Board. 

Mr.  McGannon  succeeds  Roger  W. 
Clipp,  vice  president,  Triangle  Stations, 
who  has  completed  his  term  and  was 
not  eligible  for  reappointment.  Besides 
elevating  Mr.  McGannon  to  the  chair- 
manship, Mr.  Fellows  named  three  new 
members  to  the  board — Mrs.  Dorothy 
Bullitt,  president  of  King  Stations  in 
the  Pacific  Northwest;  Joe  Herold,  vice 
president-general  manager  of  KBTV 
(TV)  Denver,  and  Gaines  Kelly,  vice 
president-general  manager  of  WFMY- 
TV  Greensboro,  N.  C.  Holdover  mem- 
ber is  Joe  Hartenbower,  vice  president- 
general  manager  of  KCMO-TV  Kansas 
City. 

Retiring  with  Mr.  Clipp  were  Mrs. 
Hugh  McClung,  of  the  McClung  Sta- 
tions in  California,  and  Richard  A. 


Borel,  director,  WBNS-TV  Columbus, 
Ohio. 

In  his  closing  message  Mr.  Clipp  said 
the  Jan.  1  men-in-white  deadline  had 
met  "wide  observance."  He  added, 
"Accredited  physicians,  dentists  and 
nurses  are  appearing,  and  are  accept- 
able under  the  code.  It  is  now  up  to 
the  professions  to  police  their  own 
people  and  we  have  told  them  so." 

The  code  budget  was  increased 
slightly  to  $125,000. 

Member  firms  of  the  Film  Producers 
Alliance,  producing  about  75%  of  all 
films  for  tv,  will  start  showing  the  code 
seal  on  all  new  product  this  spring,  Mr. 
Clipp  said.  Alliance  members  are 
affiliate  code  subscribers.  He  said  the 
code  monitoring  program  has  reached 
all  301  member  stations  for  at  least  one 
three-day  35-hour  period.  The  moni- 
toring "strongly  confirms  the  code 
board's  contention  that  the  majority  of 
member  stations  are  in  substantial  com- 
pliance with  the  advertising  provisions 
of  the  code,"  he  said.  "The  familiar 
charges  of  over-commercialism  are  not 
supported  by  the  facts." 

The  Tv  Board  voted  to  authorize 
President  Fellows  to  name  a  board  com- 
mittee to  review  code  regulations  and 
procedures. 

The  code  amendments,  mostly  chang- 
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WHAT  OUTLINES  A  MARKET  AREA? 
A  single  community?  City,  county ,  state  boundaries? 


reaches  5  prime  cities, 
89  counties,  4  states  in  the 

OLDEN  OHIO  VALLEY 


Backed  by   316,000  watts   of  power 
pouring  from  an  antenna  1000  feet  above 
average  terrain,  WHTN-TV  is  the  only  full  power 
station  in  the  Golden  Ohio  Valley  .  .  .  the  only  station 
that  puts  city  grade  service  over  this  widespread. 

spectacularly  prosperous  area. 

Power-packed   with   factories,   fuel,   farms   and   fast-growing  shopping 
centers,  supermarkets,  chain  and  retail  stores  that  it  is  estimated 
will  profit  from  $2,482,661,000  in  retail  sales  in  1958  alone.  Bursting 
with  2,957,100  people,  591,020  TV  homes*,  who  enjoy  WHTN-TV's  out- 
standing programs  .  .  .  top-rated  CBS  shows  ...  its  -'better"  viewing. 

And  you  can  cover  this  huge  market 
iackpot  at  one  of  the  lowest  cost-per-thousand  rates  available  anywhere. 

Get  the  dollars  and  cents  story  RIGHT  NOW  from  Petry. 

♦August  TV  Market  Guide 


t 


WHTN-TV 


Huntington-Charleston,  West  Virginia 
A  Cowles  Operation   •    CBS  Basic 


The  only  full-powered  station  in  this  Golden  Valley 
Nationally  represented  by  Edward  Petry  &  Co.,  Inc. 
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WILS 


FIRST  IN  AUDIENCE 
. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 

With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 

WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


CONTACT 
VENARD 
RINTOUL  & 
McCONNELL,  INC. 


*C.  E.  HOOPER 


ASSOCIATED  WITH  PONTIAC'S 


McGannon  takes  over  chair  of  Television  Code 

es  in  language  recommended  by  the 
code  board,  follow: 

Under  acceptability  of  program  ma- 
terial (par.  a,  iii),  the  entire  paragraph 
covering  banned  words  and  phrases  was 
deleted;  the  word  "occultism"  inserted 
in  par.  1  after  "exhibitions  of  fortune- 
telling";  under  par.  t,  phrase  "except 
where  essential  to  the  program  plot"  in- 
serted after  "Law  enforcement  shall  be 
upheld  and." 

Under  acceptability  of  advertisers 
and  products  (par.  1.,  lines  7-11)  word 
"broadcast"  changed  to  "broadcasting." 
This  language  was  added  to  par.  1.,  f: 
"Such  advertising  of  personal  products 
as  is  accepted  must  be  presented  in  a 
restrained  and  obviously  inoffensive 
manner."  The  language  on  contests, 
par.  1.,  was  changed  to  add  this  phrase, 
"in  addition  to  complying  with  all 
federal,  state  and  local  laws  and  regula- 
tions." 

Par.  1.,  responsibility  toward  chil- 
dren, was  revised  to  read  as  follows: 

"The  education  of  children  involves 
giving  them  a  sense  of  the  world  at 
large.  However,  such  subjects  as  vio- 
lence and  sex  shall  be  presented  with- 
out undue  emphasis  and  only  as  re- 
quired by  plot  development  or  character 
delineation.  Crime  should  not  be  pre- 
sented as  attractive  or  as  a  solution  to 
human  problems,  and  the  inevitable 
retribution  should  be  made  clear." 

Tying  into  the  acceptability  of  pro- 
gram material  (par.  1)  dealing  with  ' 
fortune-telling  and  the  like  was  a  revi- 
sion under  acceptability  of  advertisers 
(par.  1.,  e)  which  deletes  the  word 
"spiritualism"  because  of  its  possible 
conflict  with  religion.  A  protest  to  the 
board  led  to  this  revision.  The  new 
provision  reads  as  follows: 

"The  advertising  of  fortune-telling, 
occultism,  astrology,  phrenology,  palm- 
reading,  numerology,  mind-reading, 
character  reading  or  subjects  of  a  like 
nature  is  not  permitted." 


NAB  calls  state  heads 
to  meeting  Feb.  24-25 

Presidents  of  state  broadcasters'  as- 
sociations will  hold  their  fourth  annual 
conference  in  Washington  Feb.  24-25 
under  NAB  auspices.  The  program  in- 
cludes reports  on  major  industry  topics 
such  as  freedom  of  information,  local 
taxes,  sports,  government  relations  and 
industrywide  promotion. 

NAB  President  Harold  E.  Fellows 
will  address  the  opening  luncheon.  The 
final  luncheon  will  feature  awards  cere- 
monies for  the  Voice  of  Democracy 
broadcast  script-writing  contest.  FCC 
Comr.  Robert  E.  Lee  will  explain  the 
civil  defense  radio  warning  system  the 
opening  morning. 

The  program  includes  panel  discus- 
sions and  roundtables.  Robert  D.  Swe- 
zey,  WDSU  New  Orleans,  chairman  of 
NAB's  Freedom  of  Information  Com- 
mittee, will  speak  on  the  topic,  "A  Time 
for  Action."  Reports  include:  Freedom 
of  Information,  Pat  Murphy,  KCRC 
Enid,  Okla.;  local  taxes,  John  E.  Bell, 
WCMA  Corinth,  Miss.;  sports,  Gene 
Shumate,  KRXK  Rexburg,  Iowa;  gov- 
ernment liaison,  Joseph  M.  Higgins, 
WTHI  Terre  Haute,  Ind.,  and  the  hotel- 
motel  radio  campaign,  F.  C.  Sowell, 
WLAC  Nashville,  Tenn.  Howard  H. 
Bell,  NAB  assistant  to  the  president, 
will  preside  at  the  meetings. 

WITH's  Embry  elected 

R.C.  Embry,  WITH  Baltimore,  was 
elected  president  of  Maryland-D.C. 
Broadcasters  Assn.  at  a  Feb.  5  meeting 
held  at  the  Broadcasters  Club  of  Wash- 
ington. Jason  Pate,  WASA  Havre  de 
Grace,  was  elected  vice  president. 
Lloyd  W.  Dennis  Jr.,  WTOP  Washing- 
ton, was  elected  secretary-treasurer. 
Frederick  S.  Houwink,  WMAL  Wash- 
ington, is  retiring  president. 

Elected  to  the  board  were  Richard 
Eaton,  WARK  Hagerstown;  E.  K.  Jett, 
WMAR-TV  Baltimore;  Robert  B.  Jones 
Jr.,  WFBR  Baltimore;  Joseph  Good- 
tellow,  WRC  Washington;  Mr. 
Houwink;  Charles  J.  Truitt,  WBOC 
Salisbury,  Md.,  and  Morris  H.  Blum, 
WANN  Annapolis.  The  annual  con- 
vention will  be  held  June  18  at  the 
Stephen  Decatur  Hotel,  Ocean  City, 
Md. 

Two  adopt  one  rate 

Two  more  radio  stations  have 
adopted  a  single  rate  for  both  local  and 
national  business.  They  are  WPTR  Al- 
bany, N.  Y.,  and  WZOK  Jacksonville, 
Fla.  Both  stations  are  represented  by 
Robert  E.  Eastman  &  Co.,  a  leader  in 
the  current  single-rate  movement. 
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1 1  0  U  S  T  O  N  ,  TEXAS  •  50,000  WATTS  •  740  KILOCYCLES 
epresented  Nationally  by  PETERS,  GRIFFIN,  WOODWARD,  INC.    *See  ANY  Area  Survey 


LASSO  THESE 
HARD -TO -GET 
SPONSORS 


NBC-TV  EASES  BAN  ON  DELAYS 

Affiliates  may  use  tape  with  permission 


A  major  potato  chip  sponsor  to 
12  stations  in  a  four-state  area! 
.  .  .  Whether  it's  potato  chips 
or  petroleum  distributors, 
"Cisco  Kid"  helps  deliver  ac- 
counts on  your  station's  "most 
wanted"  list! 

Could  you  use  a  local .  .  . 

•  FOOD  PACKAGER 

>  INSURANCE  AGENCY 

•  BAKERY 

•  GROCERY  ASSOC. 

■  DEPARTMENT  STORE 

•  DAIRY 

•  TOY  COMPANY 


Sponsors  in  ALL  these  classi- 
fications (and  many,  many 
more)  are  on  TV  stations  in 
markets  coast  -  to  -  coast  with 
the  new  "Cisco  Kid"  plan. 
You  can  offer  sponsors  a  rat- 
ing-proved series  that's  backed 
with  a  complete  market-tested 
traffic  and  direct  sales-building 


CISCO   KID  DIVISION 

1529  Madison  Road 
Cincinnati  6,  Ohio 


NBC-TV  last  week  set  up  the  me- 
chanics by  which  affiliates  may  seek  ex- 
ceptions to  the  ban  on  local  tape  delays 
of  network  broadcasts. 

The  statement  of  policy  and  proce- 
dure mailed  to  affiliates,  recognized  that 
exceptional  circumstances  may  arise  in 
which  a  station  is  justified  in  wanting 
to  carry  a  specific  program  at  a  time 
other  than  that  scheduled  by  the  net- 
work (Closed  Circuit,  Jan.  26).  It 
warned,  however,  that  written  permis- 
sion must  be  granted  in  advance  and 
that  this  will  come  only  "on  a  case  by 
case  basis,  and  only  when  a  clear  dem- 
onstration of  audience  advantage,  public 
service  or  other  compelling  considera- 
tion is  made  and  the  requesting  station 
agrees  to  comply  fully  with  the  proce- 
dures established  by  NBC." 

Procedures  •  Requests  must  be  sub- 
mitted to  Steve  Flynn,  director  of  sales 
service,  on  forms  supplied  by  NBC. 
They  must  be  received  at  least  14  days 
before  the  scheduled  network  broadcast 
date  in  the  case  of  sponsored  programs 
and  seven  days  before  for  sustaining 
shows.  NBC  will  answer  in  writing  at 
least  24  hours  before  broadcast  time 
(or,  if  an  "emergency"  prevents  com- 
pliance with  the  full  procedure,  may 
answer  orally  but  confirm  it  in  writing). 
Stations  must  explain  why  they  want 
the  delay  and  show  when  and  how  the 
program  will  be  carried.  If  a  tape  delay 
is  approved,  the  station  must  agree  to 
erase  the  tape  within  24  hours.  NBC 
reserves  the  right  to  withdraw  approval 
on  24  hours'  notice. 

Factors  to  be  considered  in  passing 
upon  such  requests,  NBC  said,  include 
the  reasons  given  by  the  affiliate,  suit- 
ability of  the  time  the  station  wants  to 
broadcast  the  program,  advertiser  ap- 


Tale  of  2  cities' 

WTRY  Albany-Schenectady- 
Troy,  N.  Y.,  organized  a  group 
of  civic-minded  citizens  from  the 
area  Friday  (Jan.  30)  to  visit  New 
Haven,  Conn.,  and  see  redevelop- 
ment projects  underway  there. 

WAVZ  Broadcasting  Corp., 
which  owns  WTRY  and  WAVZ, 
has  campaigned  for  nearly  10 
years  for  redevelopment  of  New 
Haven.  Now  that  the  New  Haven 
station  is  seeing  results  for  its 
editorializing,  it  decided  to  invite 
the  Albany-Schenectady-Troy 
group  over  to  observe  what  has 
been  done  to  revitalize  the  city. 


proval  if  the  program  is  sponsored,  ef- 
fects on  color  programs  and  effects  on 
the  technical  quality  of  the  program. 
The  technical  quality,  NBC  explained, 
"is  related  to  the  'generation'  of  tape 
from  which  the  delayed  broadcast  is 
made  (this,  in  turn,  hinges  on  whether 
the  network  feed  was  live,  film  or  tape, 
and  if  tape,  what  generation)." 

NBC's  requirements  are  similar  to 
those  imposed  by  CBS-TV  in  its  cur- 
rent "experimental"  relaxation  of  its 
ban  against  tape  delays  by  affiliates 
(Broadcasting,  Dec.  15,  1958).  Both 
networks  stress  that  exceptions  will  be 
made  only  for  compelling  reasons. 

WRVA  leaves  CBS  for 
NBC  because  of  PCP 

WRVA  Richmond,  affiliated  with 
CBS  for  almost  22  years,  will  move  to 
NBC  July  1,  Harry  Bannister,  NBC 
station  relations  vice  president,  is  an- 
nouncing today  (Feb.  9). 

The  station,  displeased  with  CBS' 
Program  Consolidation  Plan,  declined 
to  sign  a  new  contract  embodying  PCP 
and  was  given  cancellation  notice  by 
CBS  a  few  weeks  ago  (Broadcasting, 
Jan.  19). 

Explaining  the  new  affiliation,  C.  T. 
Lucy,  radio  vice  president  of  Larus  & 
Brother  Co.,  owner  of  WRVA,  said 
that  "the  aggressive  and  forward  look- 
ing policies  of  the  NBC  network  in 
maintaining  a  full  schedule  of  national 
service  leads  us  to  believe  that  we  can 
best  continue  to  serve  the  people  of 
Richmond"  by  affiliating  with  NBC. 

Replaces  WLEE  •  WRVA,  on  1140 
kc  with  50  kw,  will  replace  WLEE 
Richmond  in  the  NBC  lineup.  WLEE 
is  on  1480  kc  with  5  kw.  WRVA, 
founded  in  1925,  was  an  NBC  affiliate 
from  1929  to  1937,  when  it  switched 
to  CBS.  John  B.  Tansey  is  general 
manager. 

CBS  officials  say  that  they  have  had 
affiliation  applications  from  a  number 
of  stations  since  PCP  was  announced 
but  that  as  yet  they  cannot  comment 
on  whether  they  have  signed  replace- 
ments for  specific  defections.  In  addi- 
tion to  WRVA  these  include  WJR  De- 
troit, WKNE  Keene,  N.H.,  WSAN  Al- 
lentown,  Pa.,  and  WTAG  Worcester, 
Mass.  WKNE  and  WSAN  have  signed 
with  NBC.  WJR  and  WTAG  are  among 
the  stations  working  for  formation  of  a 
nationwide  radio  program  service  which 
would  supply  network-type  programs 
but  not  sell  advertising  (Broadcasting. 
Feb.  2). 
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"When  a  man's  business  card  reads  'HAVE  GUN 
—  WILL  TRAVEL'  he  must  always  stay  one 
jump  ahead  of  the  competition,"  Again  KSLA-TV 
has  "notched-up"  EIGHT  of  the  TOP  TEN 
shows  ...  20  of  the  TOP  25  with  a  weekly 
audience  of  51.1%  mornings,  61.2% 
afternoons  and  57.5%  nighttime. 0 

You  just  can't  quarrel  with  a  station  that  promotes 
consistently  .  .  .  programs  imaginatively 
. . .  delivers  a  clean,  clear  picture  ...  is  backed 
up  with  BASIC  CBS  programming .  .  . 
and  comes  out  ON  TOP  in  every  TV  audience 
survey,  time  after  time. 

You  can  hire  a  TOP  GUN  to  work  for  you 
in  Shreveport  by  contacting 
Messrs.  Harington,  Righter  and  Parsons 
for  the  complete  KSLA-TV  story. 

Colt  .45  engraved  by  E.  C.  Prudhomme,  Shreveport 

basic  (mj  channel  JL2  shreveport,  la. 

*  November,  1958  ARB  Represented  nationally  by:  HARRINGTON,  RIGHTER  and  PARSONS,  INC. 
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OPTIONAL  OPTION  TIME  PLAN 

Shafto  launches  'floating'  idea  in  S.C. 


A  proposal  for  "floating  option  time" 
during  evening  television  hours — made 
possible  through  videotape  recording 
and  designed  to  put  program  control 
more  completely  into  the  hands  of  local 
station  management — has  been  ad- 
vanced informally  by  G.  Richard 
Shafto,  executive  vice  president,  WIS- 
AM-TV  Columbia,  S.C,  and  WIST 
Charlotte,  N.C.  WIS-TV  is  a  primary 
NBC-TV  affiliate. 

In  operation,  the  local  tv  station 
would  decide  how  best  to  serve  the 
local  community  interest  by  the  most 
effective  scheduling  of  the  three  hours 
of  network  option  time  programs  dur- 
ing the  evening  segment  of  6-11  p.m. 
The  tv  networks  have  prohibited  affili- 
ates from  deviating  from  the  simul- 
taneous broadcasting  of  option  time 
programs,  although  NBC-TV  last  week 
announced  it  will  consider  written  ap- 
plications on  a  case-by-case  basis 
requesting  permission  to  delay  or  re- 
schedule specific  shows  because  of  un- 
usual circumstances  (see  page  40).  CBS- 
TV  is  "experimenting"  with  a  similar 
policy. 

Keynote  Speaker  •  Mr.  Shafto  made 
his  proposal  Jan.  28  in  a  keynote  ad- 
dress before  the  spring  convention  of 
the  South  Carolina  Radio  and  Televi- 
sion Broadcasters  Assn.  in  Columbia. 
He  said  FCC  rules  on  option  time 
would  have  to  be  amended  to  accom- 
modate the  "floating  option  time"  plan. 
FCC  only  last  month  advised  Justice 
Dept.  that  network  option  time  is  "rea- 
sonably necessary"  to  assure  successful 
network  functioning  (Broadcasting, 
Jan.  12  et  seq).  In  April  1958  Justice 
informed  the  Commission  it  considered 
option  time  a  per  se  violation  of  anti- 
trust laws,  but  to  date  has  not  taken  any 
action. 

Mr.  Shafto  noted  that  "when  the 
broadcaster  strives  to  shape  his  evening 
programs  in  a  manner  which  his  judg- 
ment dictates  is  best  suited  to  meet  the 
needs  of  his  local  audience,  he  is  con- 
fronted with  the  impediment  of  net- 
work option  time  occupying  in  one 
solid  block  the  hours  from  7:30-10:30 
p.m.  So  long  as  this  compact  segment 
remains  beyond  his  control,  the  broad- 
caster is  lulled  into  accepting  another's 
judgment  for  the  programs  emanating 
from  his  television  tower." 

Observing  that  half  of  all  network 
programs  now  are  on  film  and  that 
additional  prints  could  afford  the  re- 
quired flexibility,  Mr.  Shafto  said  more 
recently  the  videotape  recorder  has  en- 
abled stations  to  perform  the  same  func- 
tion within  minutes.  Although  the  vtr 


"is  currently  restricted  by  network 
policy,  it  is  unbelievable  that  it  can 
long  be  prevented  from  rendering  the 
full  service  of  which  it  is  capable,"  he 
said. 

If  floating  option  time  is  workable, 
Mr.  Shafto  said,  "it  will  permit  the  li- 
censee to  move  to  the  side  of  the  stage 
the  network  program  unworthy  of  cen- 
ter-stage position.  Of  equal  importance, 
the  affiliate  could  adjust  the  sequence 
of  network  programs  to  the  habits  of 
his  audience — thus  overcoming  a  broad- 
cast time  which  may  have  been  chosen 
as  a  compromise  to  suit  the  several 
time  zones  to  which  the  program  was 
transmitted. 

"Of  even  greater  importance,  the 
broadcaster  could  assume  his  rightful 
responsibility  for  balancing  his  sched- 
ule of  programs — whether  local,  film  or 
network — to  meet  the  needs  of  his  com- 
munity." 

Mr.  Shafto  asked,  "Can  you  imagine 
a  popular  and  successful  New  York 
Times  or  a  Charleston  News  and 
Courier  if  the  Associated  Press  wrote 
everything  that  went  on  the  front  page 
and  indicated  where  each  story  should 
be  placed?" 

Mr.  Shafto  felt  simultaneous  trans- 
mission causes  a  network  pattern  or  se- 


Early  equipment  •  This  replica 
of  the  first  transmitter  control 
board  used  by  KDKA  Pittsburgh 
to  broadcast  Presidential  election 
returns  is  being  donated  to  Wash- 
ington's Smithsonian  Institution. 

The  equipment,  demonstrated 
here  by  Ted  Kenney,  chief  engi- 
neer of  KDKA,  saw  duty  in  the 
Harding-Cox  election  of  1920.  It 
controlled  a  power  of  100  w,  as 
compared  with  KDKA's  50  kw 
output  of  today. 


quence  of  look-alike  programs  to  pre- 
serve high  "lead-in"  audiences  for  the 
sponsors  of  succeeding  programs.  "This 
effect,"  he  said,  "is  highly  detrimental. 
It  results  in  a  chaining  of  each  program 
to  the  other — to  fixing  a  pattern  of 
mediocrity  where  the  influence  of  the 
advertiser  effectively  restrains  day-to- 
day or  week-to-week  program  changes. 
It  freezes  attention  to  the  national  pop- 
ular rating  of  the  preceding  program — 
no  matter  what  its  program  content  or 
format."  Thus  the  gluts  of  quizzes  and 
westerns,  he  noted. 

More  Competition  •  Other  benefits  of 
floating  option  time  cited  by  Mr.  Shafto 
included  the  introduction  of  competi- 
tion from  the  ever-increasing  wealth  of 
films  available  to  tv,  and  opening  the 
way  "for  additional  exposure  in  the 
prime  hours  of  programs  from  the  third 
network  in  the  one-  and  two-station 
markets." 

Mr.  Shafto  said  it  is  "commonplace" 
for  a  tv  station  in  one  city  "without  ad- 
verse effect  upon  its  audience  size"  to 
broadcast  a  film  two  weeks  later  than 
the  same  network  show  was  carried  in 
a  city  50  or  60  miles  away. 

Mr.  Shafto  also  discussed  the  rela- 
tionship of  the  radio  network  and  the 
radio  station  as  well  as  the  over-popu- 
lated status  of  radio  stations  today. 

He  said  the  radio  network  "is  no 
longer  an  income  factor  in  the  econom- 
ics of  a  radio  station  operation — it  adds 
little,  if  any,  to  the  size  of  the  station 
audience — and  if  a  station  operator  has 
an  aggressive  sales  staff,  his  option  hour 
commitments  to  the  network  may  de- 
prive him  of  substantial  local  revenue. 

"Despite  all  of  its  marvelous  contri- 
butions to  building  our  American  sys- 
tem of  radio  broadcasting,  the  radio 
network  has  dwindled  almost  to  the 
point  of  impotence  in  1959." 

Mr.  Shafto  called  for  more  careful 
cost  accounting  and  better  program  per- 
formance and  selling  to  avoid  being 
found  among  the  large  number  of  loss 
operations  in  radio  (3 1  %  lost  money  in 
1957,  he  said).  He  continued  in  part: 

"So  long  as  a  newcomer  whose  pro- 
gramming consists  of  records  announced 
by  youngsters  of  meager  talent — and 
meager  earnings — can  successfully  com- 
pete for  audience,  I  submit  that  there 
exists  an  atmosphere  that  suggests  con- 
solidation. If  we  are  going  to  discourage 
more  new  stations — and  cause  the  less 
able  of  the  existing  stations  to  drop  out 
or  consolidate — the  best  broadcasters 
must  do  something  more  than  they  are 
now  doing  to  distinguish  themselves 
from  the  poorest  broadcasters." 

Ohio  plans  etv  network 

The  Ohio  Council  for  Educational 
Television  has  given  Sarkes  Tarzian 
Inc.  (electronics  manufacturer),  Bloom- 
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BUT. You'll  Steal  The  Show  In  Kalamazoo -Battle  Creek 
And  Greater  Western  Michigan  With  WKZO  Radio! 


7-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA  —  MARCH  1958 
SHARE  OF  AUDIENCE  —  MONDAY-FRIDAY 


WKZO 

Station  "B" 

Station  "C" 

6  A.M.  ■  12  NOON 

32 

22 

10 

12  NOON -6  P.M. 

29 

22 

10 

6  P.M.  -  12  MIDNIGHT 

30 

20 

11 

Each  day  when  the  curtain  goes  up  on  radio  listening  in 
Kalamazoo-Battle  Creek  more  families  tune  —  and  stay 
tuned  —  to  WKZO  Radio  than  to  any  other  station! 
WKZO  alone  has  as  many  listeners  each  day  from  6  A.M. 
to  Noon  as  the  next  two  stations  combined!  Pulse  also  shows 
that  WKZO  Radio  gets  43%  more  audience  day  and  night 
than  the  next  station. 

Make  your  command  performance  in  Kalamazoo-Battle 
Creek  and  Greater  Western  Michigan  on  WKZO  Radio — 
see  Avery-Knodel  for  more  information ! 

*"Life  With  Father",  with  3,213  performances,  has  been  New  York's  most 
successful  play. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 

WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 

WJEF  RADIO  —  GRAND  RAPIDS 

WJEF-FM  — GRAND  RAPIDS-KALAMAZOO  ' 

WWTV  —  CADILLAC,  MICHIGAN 

KOLN-TV  —  LINCOLN,  NEBRASKA 


WKZO 

CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN 

Avery-KnodeJ,  Inc.,  Exclusive  National  Representatives 
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up  to  our 
rafters  in  movies! 

Looking  for  top  film  packages  for 
the  Oregon  market?  KPTV  has 
them!  2,426  features  in  all — run- 
ning in  peak-rated  evening  peri- 
ods. Just  another  reason  why 
KPTV  is  your  best  buy  station  in 
Portland.  Call  your  Katz  man 
5  today! 

Check  over  this  list: 

Paramount 
RKO 

Dream  Package 

Critics  Award  Package  (#1  &  2) 

21  Package 

Princess 

Enterprise 

Fox  52 

Galaxy  20 

Anniversary 

United  Artist 

Selznick  Features 

Shock 

Son  of  Shock 
RKO  Showcase 
Triple  Crown 

Warner  Bros.  (#7  through  13) 
Columbia  Misc. 


ortland,  Oregon 
channel  1  £Zl! 


Oregon's  FIRST  Television  Statii 
Represented  by  the 
Katz  Agency,  Inc. 


ington,  Ind.,  a  blueprint  for  an  etv  net- 
work that  would  link  nine  existing  or 
proposed  Ohio  etv  outlets. 

Costing  more  than  $700,000,  the 
network  will  be  connected  by  a  micro- 
wave relay  system  that  will  give  cover- 
age to  most  of  the  state.  Ohio  etv  sta- 
tions include  WCET  (TV)  Cincinnati, 
WOSU-TV  Columbus,  WMUB-TV 
Oxford  and  WGTE-TV  Toledo. 

AFM,  networks  sign 
five-year  contract 

The  three  radio-tv  networks  and  the 
American  Federation  of  Musicians 
reached  agreement  Feb.  1  on  a  new 
five-year  contract,  expiring  March  1, 
1964.  It  calls  for  reduction  in  some 
staffs,  wage  increases,  the  establishment 
of  a  pension  plan  and  a  formula  for  use 
of  music  recorded  on  videotape.  (Mu- 
tual has  no  staff  musicians). 

The  old  contract  expired  at  mid- 
night Jan.  31  while  negotiations  were 
still  in  progress  and  AFM  then  said  "a 
strike  was  in  effect."  There  was  no 
picketing  at  the  networks,  however, 
and  they  apparently  were  not  affected. 
The  new  contract  proposal  has  been 
approved  by  the  union's  executive 
board,  and,  according  to  Herman  D. 
Kenin,  president,  the  pact  is  not  subject 
to  ratification  by  the  membership. 

Staff  musicians  will  receive  no  im- 
mediate wage  increase  but,  starting  Feb. 
1,  1961  (the  start  of  the  contract's 
third  year),  they  will  receive  a  10% 
raise.  The  minimum  pay  in  New  York 
at  networks  is  $220  a  week  and  varies 
in  other  cities.  An  immediate  10% 
raise,  applicable  in  New  York  only,  was 
granted  for  "single  engagement"  work, 
affecting  musicians  who  are  hired  for  a 
special  program  or  to  perform  for  a 
show  on  a  single  time  rather  than  on 
a  continuing  basis. 

Some  Staff  Reductions  •  The  quota 
of  staff  musicians  will  remain  as  it  has 
been  in  New  York  and  Los  Angeles — 
65  musicians  for  each  of  the  three  net- 
works in  New  York;  45  for  NBC  in 
Los  Angeles  and  21  each  there  for  CBS 
and  ABC.  The  union,  however,  agreed 
to  reduce  guaranteed  employment  in 
Chicago,  which  no  longer  is  the  orig- 
inating center  for  as  many  network 
musical  programs  as  in  the  past.  Cur- 
rently, each  network  maintains  45  staff 
musicians  in  Chicago.  The  new  contract 
permits  each  network  to  drop  five 
musicians  annually  for  the  next  four 
years,  thereby  reducing  each  staff  in 
Chicago  to  25.  Cut-backs  in  the  number 
of  staff  musicians  also  will  be  instituted 
in  Boston,  Detroit,  St.  Louis  and  San 
Francisco,  where  the  networks  own  and 
operate  stations. 

The  pension  plan,  which  is  the  first 


to  be  established  for  network  musicians, 
will  be  network  financed  by  a  5%  con- 
tribution of  minimum  wages.  There 
will  be  no  deductions  from  employes. 

On  taped  programs,  musicians  will 
receive  residual  payments  as  follows: 
75%  of  the  original  fee  for  first  and 
second  re-plays;  50%  for  third  and 
fourth  and  fifth  re-plays;  10%,  sixth 
re-play,  and  5%,  all  subsequent  re- 
plays. 

Another  provision  gives  the  net- 
works the  right  to  use  staff  musicians 
for  six  hours  in  an  eight-hour  schedule. 
In  the  old  contract,  they  were  on  call 
for  eight  hours  but  received  overtime 
after  playing  for  four  hours.  In  the 
new  pact,  overtime  will  not  become 
effective  until  after  six  hours  of  assigned 
playing. 

Plane  crash  kills  six 

Casualties  in  last  Wednesday's  (Feb. 
4)  crash  of  an  American  Airlines'  plane 
in  New  York's  East  River  off  LaGuar- 
dia  Airport  included  six  persons  with 
broadcasting  or  advertising  affiliations. 
Dead  were:  Beulah  Zachary,  Chicago, 
producer  of  the  former  network  show 
Kukla,  Fran  &  Ollie;  Howard  A.  Kass, 
New  York,  merchandising  coordinator 
for  Sales  Communications  Inc.,  sales 
planning  subsidiary  of  McCann-Erick- 
son;  S.  Harris  Shevelson,  Westport, 
Conn.,  editorial  director  of  Madison 
Avenue  magazine;  the  Rev.  William  A. 
Meadows,  Nashville,  director  of  radio- 
tv  services  and  training  for  the  Meth- 
odist Church;  the  Rev.  Royer  H.  Wood- 
burn,  Nashville,  director  of  utilization 
and  field  service  of  the  Methodist  Tv- 
Radio  Commission,  and  the  Rev.  W. 
Carlisle  Walton  Jr.,  Nashville,  director 
of  tv  ministry  development  for  the 
Methodist  Church. 

Among  the  survivors  was  Edward 
Gottlieb,  president  of  Edward  Gottlieb 
&  Assoc.,  New  York,  a  public  relations 
firm  which  has  broadcast  advertising 
clients,  including  Chesebrough-Pond's 
toiletries  and  Florists'  Telegraph  Deliv- 
ery Assn. 

Blair  moving  again 

The  three  John  Blair  &  Co.  organi- 
zations will  move  in  New  York  for  the 
third  time  in  eight  years,  according  to 
President  John  Blair. 

John  Blair  &  Co.  (radio  station  rep- 
resentative), Blair-Tv  and  Blair  Tele- 
vision Assoc.,  by  late  spring  will  fill 
the  seventh  floor  of  the  new  Corning 
Glass  Bldg.  at  717  Fifth  Ave.  The  new 
quarters  will  provide  22,000  feet  of 
space,  40%  more  than  the  Blair  firms 
now  occupy  on  two  floors  at  415  Madi- 
son Ave.,  and  nearly  double  the  sixth 
floor  space  into  which  Blair  moved 
just  three  years  ago. 
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BUYING  DETROIT  AND  SOUTHEAST  MICHIGAN? 
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tallest  TV  tower  in  southeast  Michigan 

Ijlanketing  an  even  larger  area  with  a  powerful 
signal 

wxyz-tv  adas  new  viewers  running  into  the 
hundreds  of  thousands 

wxyz  adds  scores  or  suburbs;  towns  and  cities 

now  WXYZ-TV  serves 
more  people,  better! 

Now  transmitting  from  the  heart  of  America's 
fifth  market  .  .  .  center  of  Southeast  Michigan's 
■                   population  shift! 

This  huge  1,073  ft.  tower  permits  WXYZ-TV  to 
blanket  a  larger  area  than  ever  with  a  powerful 
signal  .  .  .  adding  hundreds  of  thousands  of 
viewers  to  its  coverage  area! 

WN7-W 

I                     Represented  Nationally  by  BLAIR-TV 

BROADCAST  HOUSE  —  70  Mile  and  Northwestern  Highway,  14  miles  northwest  of  central  Detroit 
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THERE'S  NO  GAMBLING 


when  you  offer  your  broadcast  property  for  sale 
through  Blackburn  and  Company.  A  nationwide  team 
of  representatives  offers  quality  transactions  on 
every  negotiation. 


NEGOTIATIONS        •        FINANCING        •  APPRAISALS 

JBlackbwm  &  Company 

RADIO-TV-NEWSPAPER  BROKERS 


WASHINGTON,  D.  C.  OFFICE    MIDWEST  OFFICE 
James  W.  Blackburn  H.  W.  Cassill 

Jack  V.  Harvey  William  B.  Ryan 

Joseph  M.  Sitrick        333  N.  Michigan  Avenue 
Washington  Building  Chicago,  Illinois 

STerling  3-4341  Financial  6-6460 


SOUTHERN  OFFICE  WEST  COAST  OFFICE 

Clifford  B.  Marshall  Colin  M.  Selph 

Stanley  Whitaker  California  Bank  Bldg. 

Healey  Building  9441  Wilshire  Blvd. 

Atlanta,  Georgia  Beverly  Hills,  Calif. 

JAckson  5-1576  CRestview  4-2770 


SELL 

Oklahoma's  Biggest 
TV  Market .  .  . 
the  KWTV  Community  

from  KWTV 

OKLAHOMA  CITY 


■ :  f 


TOWG? 


NCS  NO.  3 
Spring,  1958 
WEEKLY  COVERAGE 

Total  Homes  Reached  DAY 


!  NIGHT:  263,880 


See  your  PBTRYman 


BPA  board  meeting 
plans  fall  convention 

Preliminary  program  plans  for 
Broadcasters'  Promotion  Assn.'s  fourth 
annual  convention  in  Philadelphia  Nov. 
2-4  were  explored  at  its  first  1959  board 
meeting  in  Chicago  a  fortnight  ago. 

Thirteen  of  the  17  officers  and  direc- 
tors attended  the  all-day  meeting  con- 
ducted by  Charles  A.  Wilson,  BPA 
president.  A  second  board  meeting  is 
planned  for  mid- June  in  Philadelphia. 

Earlier,  Mr.  Wilson  announced  mem- 
bership of  a  steering  committee  to  guide 
planning  and  development  for  BPA  in 
1959.  Named  to  the  group  were  Bruce 
Wallace,  WTMJ-AM-TV  Milwaukee; 
Haywood  Meeks,  WMAL-TV  Washing- 
ton, D.C.;  Elliott  W.  Henry  Jr.,  ABC 
Chicago  and  immediate  BPA  past  presi- 
dent; Donald  Curran,  KTVI  (TV)  St. 
Louis,  and  Gene  Godt,  WCCO-TV 
Minneapolis,  and  BPA  first  vice  presi- 
dent as  chairman. 

Mr.  Wilson  also  announced  the  ap- 
pointments of  James  Kiss,  WPEN 
Philadelphia,  as  1959  convention  pro- 
gram chairman;  Kenneth  Chernin, 
WFIL-AM-TV  Philadelphia,  conven- 
tion facilities  chairman,  and  Janet 
Byers,  KYW  Cleveland,  as  member- 
ship chairman. 

John  F.  Hurlbut,  WFBM-AM-TV 
Indianapolis,  chairman  of  the  special 
projects  committee,  was  asked  to  frame 
a  questionnaire  to  provide  station  in- 
formation to  agencies,  advertisers,  trade 
publications  and  other  stations.  The 
board  also  discussed  selection  of  region- 
al and  state  membership  chairmen  and 
approved  preparation  of  a  new  mem- 
bership brochure.  Nine  new  members 
have  been  added  to  BPA's  roster  since 
Jan.  1,  according  to  Mr.  Wilson. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week.  Both  are  subject  to  FCC  approval: 

•  W  T  S  V-A  M-F  M  Claremont  and 
WTSL  Hanover,  both  New  Hampshire: 
Sold  to  Norman  Knight  by  Good  Neigh- 
bor Stations  group  owner  William  F. 
Rust  Jr.  for  $255,000  for  both  outlets 
plus  adjustments  for  current  assets.  Mr. 
Knight  is  president  of  the  Yankee  Net- 
work and  WNAC-AM-TV,  WRKO- 
FM  Boston;  he  recently  purchased 
WHEB  Portsmouth,  N.H.  The  sales 
were  handled  by  Blackburn  &  Co. 
WTSL  is  on  1400  kc  with  250  w.  WTSV 
is  on  1230  kc  with  250  w.  WTSV-FM 
is  on  106.1  mc  with  4.8  kw. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  150): 

•  WMUR-TV  Manchester,  N.H.:  Sold 
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to  the  United  Television  Co.  of  New 
Hampshire  by  The  Radio  Voice  of  New 
Hampshire  Inc.  for  $450,000.  Assignee 
stock  is  held  by  Friendly  Broadcasting 
Co.,  99%  owned  by  multiple  owner 
Richard  Eaton.  WMUR-TV  is  on  ch. 
9  and  is  affiliated  with  ABC-TV. 

•  KSAL  Salina,  Kan.:  Sold  to  Salina 
Broadcasting  Inc.  (KFOR  Lincoln, 
KRGI  Grand  Island,  both  Nebraska, 
and  KMNS  Sioux  City,  Iowa)  by  KSAL 
Inc.  for  $350,000.  KSAL  is  on  1150  kc 
with  5  kw,  directional  antenna,  night, 
and  is  affiliated  with  MBS. 

•  WTAC  Flint,  Mich.:  Sold  to  L&P 
Broadcasting  Corp.  (Leonard  and  Phil 
Chess)  by  First  Broadcasting  Corp.  for 
$278,000.  WTAC  is  on  600  kc  with 
1  kw,  day,  and  500  w,  night. 

•  KFMU  (FM)  Los  Angeles,  Calif.: 
Sold  to  Metropolitan  Theatres  Corp. 
(owned  by  multiple  owner  Sherrill  C. 
Corwin)  by  Brazy  Broadcasting  Corp. 
for  $100,000  plus  agreement  not  to 
compete  in  the  radio  business  in  area  for 
a  five-year  period.  KFMU  is  on  97.1 
mc  with  58  kw. 

NBC  won't  balk 
at  toll  tv  tests 

The  three  television  networks  are  op- 
posed fundamentally  to  pay  tv.  How- 
ever, NBC  last  week  said  it  was  not  op- 
posed to  limited  technical  tests  of  sub- 
scription television,  but  CBS  and  ABC 
both  went  on  record  against  tests  too. 

In  a  letter  to  the  nation's  tv-radio  edi- 
tors, Robert  W.  Sarnoff,  NBC  board 
chairman,  said  the  network  recently 
has  had  "a  barrage  of  inquiries  as  to  its 
position"  on  pay  tv,  particularly  on  the 
technical  test  proposal  suggested  by 
Rep.  Oren  Harris  (D-Ark.),  chairman 
of  the  House  Interstate  &  Foreign  Com- 
merce Committee.  NBC  does  not  ob- 
ject to  the  technical  tests,  Mr.  Sarnoff 
continued,  as  "they  may  serve  to  satisfy 
the  view  held  by  many  people  of  hon- 
esty and  integrity  that  some  form  of 
test  opportunity  should  be  given  the 
promoters  of  pay  systems." 

Mr.  Sarnoff  observed  that  NBC  still 
holds  to  this  conviction:  "If  pay  tele- 
vision is  established,  it  can  succeed  and 
grow  only  by  displacing  free  television, 
and  in  the  process,  the  great  majority  of 
the  public  will  lose  the  enormous  bene- 
fits which  free  television  now  offers 
them." 

NBC's  position  on  technical  tests 
appears  to  be  at  odds  with  CBS'  view- 
point, as  expressed  recently  by  CBS 
President  Frank  Stanton  when  he  as- 
serted: 

"We  also  gave  careful  study  to  con- 


Wanted;  more 
news  editors 

We  find  very  few  "News  Editors"  listed  in  direc- 
tories of  station  executives.  Every  other  job  seems 
to  be  well  staffed. 

If  electronic  journalism  is  to  grow  and  prosper, 
somebody  qualified  has  to  take  it  over.  With  all  due 
respect  to  program  directors,  announcers  and  disc 
jockeys,  news  handling  is  a  profession — not  an  avo- 
cation. 

Broadcasting  needs  craftsmen  who  know  and  under- 
stand the  value  of  leads,  rewrites,  style,  timing  and 
"kills".  As  the  battle  for  more  eyes  and  ears  goes 
on  in  every  market,  the  search  for  program  orig- 
inality must  press  on. 

The  network  or  station  penetrating  deepest  into 
news  features  wins  recognition.  It's  true  nation- 
ally. It's  true  locally. 


ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 
of  Radio  and  Television  Stations 


WASHINGTON 
NEW  YORK 
CHICAGO 
DENVER 


1625  Eye  Street  N.W. 
60  East  42nd  Street 
35  East  Wacker  Drive 
1700  Broadway 


NAtional  8-1990 
MUrray  Hill  7-4242 
RAndolph  6-6760 
AComa  2-3623 
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Wo w  to  get  your 
product  on  the 

BIGGEST  SHOPPING  LIST 

in  Southern  California 

Your  product  or  service  automati- 
cally goes  on  100,000  official  shopping 
lists  .  .  .  just  as  soon  as  your  radio 
spots  go  on  KBIG's  HOME- 
MAKERS'  CLUB,  INC.  package. 
As  a  participating  sponsor,  your 
labels  are  worth  money  to  over  500 
active  women's  clubs  in  Southern 
California.  Guaranteed  also  are 
product  demonstrations  at  a  mini- 
mum average  of  5  club  lunches  or 
dinners  a  week;  access  to  consumer 
panel  testing;  low-cost  sampling 
and  couponing;  regular  product 
bulletins  to  member  clubs;  and 
monthly  listings  in  Everywoman's 
Family  Circle. 

You  can  buy  this  proven  merchan- 
dising plan  (together  with  the 
effective  selling  power  of  KfilG)  for 
package  rates  as  low  as  $155 
weekly.  Ask  your  KBIG  or  WEED 
representative  ...  of  write  for 
special  brochure.  guy 

Catalina 


ditions  under  which  the  principles  of 
pay  television  might  be  tested.  We  were 
forced  to  two  conclusions.  One  was 
that  spot  experiments  in  isolated  areas 
could  not  settle  the  issue.  The  other 
was  that  no  all-out  nationwide  test 
could  be  conducted  without  destroying 
television  as  we  now  know  it." 

Leonard  H.  Goldenson,  president  of 
American  Broadcasting  -  Paramount 
Theatres,  last  week  reiterated  his  oppo- 
sition to  even  a  trial  of  pay  television. 
Even  if  authorized  on  a  trial  basis,  he 
said,  pay  tv  would  "eventually  lead  to 
the  destruction  of  free  television."  He 
said  that  permitting  a  test  of  pay  tv  is 
"equivalent  to  starting  an  epidemic  to 
test  a  new  vaccine.  Once  the  epidemic 
has  started,  it  cannot  be  controlled. 
Even  'limited'  tests,  because  of  the  in- 
vestment required,  would  create  eco- 
nomic interest  which  once  established 
would  be  virtually  impossible  to  dis- 
lodge." 

Ayres,  Allen  &  Smith 
to  rep  Ayres  stations 

Ayres,  Allen  &  Smith,  San  Francisco 
and  Hollywood,  has  been  formed  to 
represent  approximately  25  stations  for- 
merly serviced  by  William  A.  Ayres  Co. 
The  latter  now  operates  solely  as  a  pub- 
lisher's representative. 

William  A.  Ayres,  owner-manager  of 
Ayres  Co.,  is  in  an  administrative  ca- 
pacity with  AA&S.  Robert  R.  Allen, 
salesman,  McGavren-Quinn  Corp.,  San 
Francisco,  is  manager  of  AA&S'  office 
there.  Jack  DeBar  Smith,  Southern 
California  manager,  Ayres  Co.,  joins 
the  new  representative  company  in  a 
similar  capacity. 

Headliner  deadline 

Entries  for  the  silver  anniversary 
Headliner  Awards  of  the  National 
Headliners  Club  will  close  Feb.  10,  ac- 
cording to  Mall  Dodson,  executive  sec- 
retary of  the  club.  An  all-media  board 
of  judges  will  select  winners  of  radio- 
tv,  magazine  and  newspaper  contests. 
Entries  are  to  be  submitted  to  Mr.  Dod- 
son at  National  Headliners  Club,  Con- 
vention Hall,  Atlantic  City,  N.  J.  Non- 
winning  entries  will  be  returned. 

Winner  will  be  announced  in  early 
spring  with  award  presentations  shortly 
thereafter. 

•  Rep  appointments 

•  WROV  Roanoke,  Va.,  names  Jack 
Masla  &  Co.,  N.Y.,  as  its  national  rep- 
resentative, effective  Feb.  15. 

•  Canadian  Broadcasting  Corp.  has  ap- 
pointed McGavren-Quinn,  N.Y.,  as  its 
first  U.S.  sales  representative,  covering 
the  CBC's  Trans-Canada  and  Dominion 
radio  networks  and  its  owned  English- 


Sell  yourself 

Efficacy  of  commercials  on  the 
WSPA-TV  Spartanburg,  S.  C, 
Pitts  Showroom  has  been  high- 
lighted by  purchase  of  the  spon- 
sor's product  by  four  station 
staffers.  The  show  features  Re- 
nault Dauphine  automobiles  for 
the  local  Pitts  Motor  Co. 


language  radio  stations  for  spot  business 
(At  Deadline,  Jan.  19). 

•  McKee  Broadcasting  Co.  (WKCB- 
WKCQ  [FM]  Berlin,  and  WBNC  Con- 
way, both  New  Hampshire)  names 
Walker-Rawalt  Co.,  N.Y.,  as  its  repre- 
sentative in  the  following  cities:  Boston, 
Atlanta,  Chicago,  Los  Angeles  and  San 
Francisco.  Breen  &  Ward,  N.Y.,  will 
represent  the  stations  in  New  York. 

•  KINS  Eureka,  Calif.,  names  Weed  & 
Co..  N.Y.,  as  its  national  representa- 
tive. 

•  Cascade  Broadcasting  Co.  (KIMA- 
AM-TV  Yakima,  KEPR-AM-TV  Pasco, 
KBAS-TV  Ephrata  and  KWIQ  Moses 
Lake,  all  Washington,  and  KLEW-TV 
Lewiston,  Idaho)  names  George  P.  Hol- 
lingbery  Co.,  N.Y.,  as  its  national  rep- 
resentative. 

•  WOWL-TV  Florence,  Ala.,  names 
Rambeau,  Vance  &  Hopple,  N.Y.,  as 
its  national  representative.  Firm  already 
represents  WOWL  Radio. 

•  KMSO-TV  Missoula,  Mont.,  names 
Forjoe  &  Co.,  N.Y.,  as  its  national 
representative  except  for  Washington 
and  Oregon  which  will  continue  to  be 
represented  by  Hugh  Feltis  &  Assoc. 

•  Media  reports 

•  KBIZ  Ottumwa,  Iowa,  today  (Feb. 
9)  joins  CBS  Radio  as  bonus  outlet. 
Owned  and  operated  by  Wapello  Coun- 
ty Broadcasting  Co.,  KBIZ  operates  full- 
time  on  1240  kc  with  250  w. 

•  WSM-AM-TV  Nashville,  Tenn., 
has  presented  tapes  of  first  two  vol- 
umes of  NBC's  radio  documentary. 
Image  Russia,  to  Nashville  Public  Li- 
brary. John  H.  DeWitt  Jr.,  president  of 
WSM  stations,  said  that  entire  series  of 
72  tapes  will  be  contributed  to  city  li- 
brary for  public  use. 

•  Total  of  1,057  affiliates  is  claimed 
by  Keystone  Broadcasting  System  with 
the  addition  of  11  stations.  They  are: 
WTOT  Marianna,  Fla.;  KLEM  Le- 
mars,  KMAW  Maquoketa  and  KWPC 
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it's  a  habit... 


•  More  Quarter-Hour  Wins  Monday 
thru  Saturday 

27%  more  than  Station  A 
1%  more  than  Station  B 


in  FRESNO 

(California) 


First  in  Share  of  Audience  Sign- 
on  to  Sign-off 

first  in  weekday  mornings 
first  in  weekday  afternoons 
first  7  nights  per  week 

Nine  Out  of  Top  Twenty  Shows 
50%  more  than  Station  A 
80%  more  than  Station  B 


(Oct-Nov  1958  i-week  ARB  Fresno  Metropolitan  Area) 
THE     KATZ     AGENCY,     NATIONAL  REPRESENTATIVE 
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Now,  you  say  when 


And  how  often  too!  For  once  programs  and  commercials  are  Videotape*  recorded,  scheduling  is  wide 
open.  Playbacks  can  be  telecast  immediately  —  hours  later -or  anytime  you  decide.  At  least  100  repeats 
can  be  made  from  any  one  recording.  Copies  can  be  made.  And  tapes  recorded  on  a  VR-1000  Videotape 
Recorder  can  be  played  back  on  any  other  VR-1000,  anywhere. 

Never  before  have  sponsors  been  able  to  schedule  commercials  to  reach  selected  audiences  so  easily. 
Never  have  stations  had  so  many  "live"  availabilities  to  offer. 

Get  the  complete  story  on  the  many  things  Videotape  recording  can  do  for  you.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  tlVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 


934  CHARTER  STREET, 


REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 


Ampex 


CORPORATION 


professional 
products  divisic 


so 
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Muscatine,  all  Iowa;  KWCL  Oak  Grove, 
La.;  WFRB  Frostberg,  Md.;  WBXX 
Hattiesburg,  Miss.;  WATA  Boone,  N. 
C;  KFJI  Klamath  Falls,  Ore.;  WWBD 
Bamberg,  S.  C,  and  KZEE  Weather- 
ford,  Tex. 

•  KSIL  Silver  City,  N.M.,  has  joined 
Mutual  as  an  affiliate.  The  station  for- 
merly was  with  CBS.  Owned  and  op- 
erated by  James  Duncan,  KSIL  is  on 
1340  kc  with  250  w. 

•  KILT  Dallas,  Tex.,  moves  into  Mc- 
Lendon  Bldg.,  500  Lovett  Blvd.,  this 
week.  The  16,000  sq.-ft.  building  cost 
$500,000  to  construct.  KILT  is  owned 
and  operated  by  The  McLendon  Corp. 

•  KRON-FM  San  Francisco  resumes 
regular  operations  this  month,  Harold 
P.  See,  general  manager,  announces. 
The  station  will  feature  classical  and 
semi-classical  music  with  frequent  news- 
casts. KRON-FM  went  on  the  air  in 
1947.  It  suspended  operations  in  De- 
cember 1954.  The  station  broadcasts  on 
96.5  mc. 

•  Newsfilm  by  WJZ-TV  Baltimore 
showing  policemen  "twisting  a  boy's 
arms  and  punching  his  head"  has 
been  called  as  evidence  in  a  case  in- 
volving the  fatal  shooting  of  a  police 
officer. 

•  ABC  Radio  Network  headquarters. 


Editorializing  paid  off  for  WSJV 
(TV)  Elkhart-South  Bend,  Ind., 
when  the  alternate  sponsors  of  its 
Sunday  evening  opinion  show,  The 
Jack  Scott  Report,  renewed  for  an- 
other 13  weeks. 

Paul  Brines,  vice  president  and 
station  manager  of  WSJV,  admits 
that  when  the  program  went  on  the 
air  he  had  misgivings,  which  were 
quickly  dispelled  when  the  St.  Joseph 
Valley  Bank,  Elkhart,  and  J.E.  Walz 
Inc.,  South  Bend  appliance  dealers, 
renewed  the  program,  seen  Sundays, 
6:30-7  p.m.  EST. 

Explains  John  Walz,  vice  presi- 
dent of  Walz,  "We're  a  hard  sell 
outfit,  and  we  took  a  chance  on 
this  kind  of  program.  Now  we're 
ready  to  renew  it  because  we  get 
so  many  compliments  on  our  will- 
ingness to  get  into  this  kind  of 
show." 

Lewis  Armstrong,  president  of  St. 
Joseph  Valley  Bank,  admits,  "We 
are  amazed  at  the  response;  we  have 
people  coming  into  the  bank  just  to 


formerly  at  7  and  39  W.  66th  St.,  N.Y., 
have  been  consolidated  in  a  new  building 
at  77  W.  66th  St.  Location  is  across 
from  Lincoln  Square,  new  center  for 
performing  arts  now  under  construction. 

•  National  Theatres  had  a  consolidated 
net  income  of  $362,843  or  13  cents  a 
share  for  the  quarter  ended  Dec.  30, 
1958  (first  quarter  of  the  company's 
fiscal  year),  John  B.  Bartero,  president, 
reported  to  stockholders  last  week.  Con- 
solidated net  for  first  quarter  of  the 
previous  year  was  $65,401  or  2  cents 
a  share.  Report  does  not  isolate  income 
from  WDAF-AM-TV  Kansas  City,  ac- 
quired last  May.  Mr.  Bartero  does  com- 
ment, however,  that  following  the  "over- 
whelmingly favorable  vote"  of  a  special 
stockholders  meeting  (Broadcasting, 
Jan.  12),  National  Theatres  is  seeking 
government  clearances  needed  to  pro- 
ceed with  its  plans  to  acquire  a  control- 
ling interest  in  National  Telefilm  Assoc., 
which  also  owns  WNTA-AM-TV  New- 
ark and  KMSP-TV  Minneapolis-St. 
Paul. 

•  WWCO  Waterbury,  Conn.,  has  dis- 
affiliated from  the  Yankee  Network,  be- 
coming an  independent. 

•  U.  of  Southern  California  has  started 
a  course  in  radio-tv  law.  Dixon  Q. 
Dern,  attorney  for  CBS  in  Hollywood, 
conducts  the  class,  covering  legal  aspects 
of  broadcasting. 


disagree  with  the  program." 

The  show's  idea  was  originated 
by  John  F.  Dille  Jr.,  president  of  the 
Truth  Publishing  Co.  and  WSJV, 
who  feels  that  it  has  brought  new 
prestige  to  the  station.  Mr.  Dille 
occasionally  substitutes  for  Jack 
Scott,  who  is  a  vice  president  of  the 
company. 

Dealing  primarily  with  controver- 
sial local  subjects,  The  Jack  Scott 
Report  includes  a  round-up  of  the 
weekend  news,  a  late  sports  sum- 
mary and  the  closing  prices  of  lead- 
ing stocks.  Prior  to  the  editorial,  the 
sponsor  is  protected  with  a  disclaimer 
in  which  the  station  assumes  com- 
plete responsibility  for  the  comments 
expressed. 

WSJV  solicits  opposing  viewpoints 
from  competent  spokesmen  follow- 
ing each  show  in  accordance  with 
FCC  regulations  although  Mr.  Dille 
feels  that  the  Commission's  policy 
on  editorializing  "does  not  encourage 
the  practice  on  the  part  of  local 
broadcasters." 


Spot  Perfection 


Mr.  George  Gould,  President 
NTA's  Telestudios,  Inc. 
New  York 

"Agencies  and  advertisers  that  use 
our  production  facilities  demand 
all  the  here-and-now  intimacy,  the 
depth,  the  dramatic  impact  of  live 
delivery  -  plus  the  perfection  and 
protection  of  pre-recording.  That's 
why  Norman,  Craig  &  Kummel,  Inc. 
came  to  us  for  Videotape*  record- 
ing of  the  Speidel  Corporation's 
watch  band  sales  messages." 


AMPEX 

CORPORATION 
934  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 


professional 
products  division 


*TM  Ampex  Corporation 


Sponsored  editorials  that  paid  off 
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PROGRAMMING. 


CBS-TV  UNVEILS  VIDEOSCENE' 

Device  swells  tiny  sets  to  full  size  backgrounds 


A  device  hailed  as  opening  the  way 
for  virtually  unlimited  settings  and 
scenic  effects  in  live  television  studio 
productions  was  announced  and  dem- 
onstrated by  CBS-TV  last  week. 

The  new  electronic  camera  system 
blends  live  action  with  miniature  sets, 
photographs  or  motion  pictures  to  pro- 
duce a  television  picture  in  which  the 
performers  appear  to  be  moving  in 
"life-size"  settings.  Called  "Video- 
Scene,"  it  was  to  be  used  publicly  for 
the  first  time  last  night  (Feb.  8)  on  the 
Ed  Sullivan  Show. 

At  a  demonstration  for  newsmen  last 
Thursday,  four  miniature  sets — models 
of  a  Japanese  garden,  of  the  entrance  to 
the  Plaza  Hotel,  an  Old  West  street 
scene,  and  a  waterfall  effect — occupied 
a  corner  of  the  stage  in  the  Sullivan  show 
studio.  E.  Carlton  Winckler,  CBS-TV 
director  of  production  operations,  said 
any  one  of  them,  if  built  to  normal  size, 
would  require  a  studio  four  times  as 
large.  Here's  how  the  system  works: 

Explanation  •  One  camera  focuses  on 
the  miniature  set,  another  on  the  actor 
working  against  a  bare  background 
made  of  a  special  light  reflecting  mate- 
rial. The  master  camera,  covering  the 
actor,  has  two  picture  tubes:  one  photo- 
graphs the  actor  against  the  reflective 
background,  the  other  produces  a  sil- 
houette of  the  actor  and  blacks  out  the 
background.  These  signals  and  the  one 
from  the  satellite  camera,  covering  the 
miniature  set,  feed  into  the  keying  am- 
plifer  and  are  blended  into  a  single 
composite  picture  for  the  tv  screen.  The 
cameras  are  linked  by  a  servo  system 
which  synchronizes  movements  so  that 
when  the  master  camera  pans,  tilts  or 
zooms,  the  satellite  does  too.  Thus  actor 
and  background  are  always  matched. 

CBS-TV  authorities  described  the 
system  as  different  from  ordinary  "su- 
pering"  in  that  the  VideoScene  "keys 


out"  the  portion  of  the  background  pic- 
ture behind  the  actor — he  isn't  trans- 
parent, as  in  the  usual  superimposing 
process. 

"The  VideoScene  is  an  entirely  new 
concept,"  the  announcement  said.  "Up 
to  the  present,  matting  systems  in  tele- 
vision have  had  very  limited  use.  The 
reason  is  that  it  hasn't  been  possible  to 
move  the  cameras.  If  either  the  back- 
ground or  actor's  camera  moves,  the 
composite  picture  falls  apart  and  the 
actor  flies  off  into  space.  With  the 
VideoScene  it  is  no  longer  necessary  to 
lock  the  camera  and  freeze  on  a  static 
shot.  Cameras  can  pan  and  follow  the 
action  and  go  in  for  a  tight  spot  or  pull 
back  for  a  wide  shot.  This  takes  elec- 
tronic matting  out  of  the  special  effects 
category  and  makes  it  a  practical  pro- 
duction tool." 

Cowan  Appraisal  •  CBS-TV  Network 
President  Louis  G.  Cowan  saw  the  de- 
velopment as  a  hurdle  over  "serious" 
limitations  in  studio  production. 

"Only  a  few  years  ago,"  he  said,  "the 
presentation  of  drama  on  television,  for 
example,  was  seriously  limited  as  to  the 
number  of  sets,  the  size  of  sets  and  the 
difficulty  of  quickly  transferring  the 
actors  from  one  scene  to  another  in  a 
live  presentation.  Through  the  use  of 
the  VideoScene  it  now  becomes  possible 
to  implement  the  creative  talents  of  tele- 
vision so  as  to  reproduce  practically 
anything  the  script  demands." 

He  called  the  development  a  "fine 
example  of  creative  thinking"  and  sin- 
gled out  Edward  Saxe,  operations  vice 
president;  Mr.  Winckler,  and  Paul  F. 
Wittlig,  manager  of  production  develop- 
ment, for  special  credit. 

Mr.  Winckler  noted  that  the  Video- 
Scene  makes  available  for  live  studio 
television  a  wealth  of  story  material  that 
in  the  past  could  not  be  used  because  the 
necessary  settings  could  not  be  repro- 


duced within  the  confines  of  a  studio. 

The  new  device  also  is  expected  to 
cut  costs — through  the  elimination  of 
storage  and  moving  of  full-sized  sets 
in  many  cases,  and  by  enabling  CBS-TV 
to  build  up  an  inventory  of  adaptable 
miniatures,  still  photographs  and  motion 
pictures  and  thus  expand  available  re- 
sources without  the  need  for  additional 
space.  But  it  was  noted  that  preparation 
of  miniatures  is  "not  uncostly  in  itself." 
The  "essential  purpose,"  authorities 
said,  is  to  help  provide  programs  "with 
ever  greater  scope  by  expanding  the 
capabilities  of  live  studio  operation." 

Not  in  Production  •  Officials  said  the 
present  unit  was  hand-made  and  is  not 
now  regarded  as  a  quantity  production 
item,  but  that  some  refinements  have 
been  designed  and  will  be  incorporated 
"in  production  models  we  hope  to  have 
in  the  future."  They  said  the  unit  is 
"readily"  adaptable  for  color  tv. 

It  may  be  used  for  commercials  as 
well  as  in  programming.  At  the  demon- 
stration CBS-TV  showed  a  sample — a 
man  with  a  bowl  of  breakfast  food  big- 
ger than  he  was.  "The  range  of  special 
effects  possible  with  VideoScene  is  truly 
without  limit,"  CBS-TV  reported. 

The  reflective  material  against  which 
the  live  actors  perform  was  developed 
for  CBS-TV  by  the  Reflective  Products 
Div.  of  Minnesota  Mining  &  Mfg.  Co. 
The  function  of  the  reflected  light  is  to 
"black  out,"  for  the  tv  screen,  the 
matting  background  which  is  behind  the 
actors. 

In  the  demonstration  Miyoshi  Umeki, 
Japanese  singing  star,  went  through  the 
production  she  was  to  present  on  the 
Sullivan  show  last  night;  in  appearance 
on  the  screen  she  was  singing  as  she 
walked  through  a  Japanese  garden. 
Johnny  Cash,  country  music  singer,  and 
vocalist  Trudy  Adams,  both  also  slated 
for  VideoScene  appearances  on  the  Sul- 


Miss  Umeki,  'Sullivan'  co-producer  Mario  Lewis  inspect  tiny  setting  which  is  blended  in  VideoScene  with  Miss  Umeki  against  black,  producing  final  effect. 
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livan  program,  participated  in  the  dem- 
onstration. 

As  of  last  Thursday  CBS-TV  spokes- 
men said  the  home  audience  of  the  Sul- 
livan program  would  not  be  told  that 
a  special  device  was  being  used. 


Guild  hearing  delayed 

Judge  William  C.  Mathes  of  U.S. 
District  Court  in  Los  Angeles  Thursday 
(Feb.  5)  postponed  hearing  petitions 
for  injunctions  pending  trial  in  two 
suits  against  Guild  Films  Co.,  for  a 
few  days,  to  allow  time  to  determine 
whether  or  not  his  court  has  jurisdic- 
tion. The  suits  charge  breach  of  con- 
tract and  wrongful  conversion  by  Guild 
in  connection  with  two  tv  series.  The 
Liberace  Show  and  Life  With  Elizabeth. 

Liberace's  International  Artists  Ltd. 
and  Don  Fedderson's  Tido  Productions 
are  co-plaintiffs  in  the  suit  over  The 
Liberace  Show  which  asks  $200,000 
damages  for  breach  of  contract.  Betty 
White,  star  of  Life  With  Elizabeth, 
George  Tibbies  and  Tido  Productions, 
operating  as  a  partnership  under  the 
title,  Bamby  Productions,  are  plaintiffs 
in  the  second  suit,  in  which  $50,000 
damages  is  asked. 

Schubert  in  live  field 

The  re-entrance  of  Bernard  L.  Schu- 
bert Inc.,  tv  film  producer-distributor, 
into  the  live  tv  production  field  was  an- 
nounced last  week  with  the  re-activation 
of  Blind  Date,  a  program  Schubert 
packaged  for  ABC-TV  in  1949  (Closed 
Circuit,  Feb.  2).  Mr.  Schubert  said 
the  program  will  be  offered  for  network 
sale  as  a  daytime  vehicle.  In  recent 
years,  the  Schubert  company  has  been 
concentrating  solely  on  the  production 
and  distribution  of  filmed  programming. 
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NBC-TV  shuffle 
moves  Steve  Allen 

NBC-TV  last  week  formalized  a  new 
shuffle  of  nighttime  programming.  The 
rescheduling  pits  the  entire  Steve  Allen 
Show  against  Maverick  on  ABC-TV.  On 
March  15,  Allen  goes  into  the  7:30- 
8:30  period  on  Sunday  nights  and  gets 
a  half -hour  jump  on  CBS-TV's  Ed  Sul- 
livan. 

When  the  Allen  show  moves,  RCA, 
via  Kenyon  &  Eckhardt,  will  under- 
write its  alternate  week.  Currently  the 
program  has  four  sponsors,  Hazel 
Bishop,  Greyhound,  DuPont  and  Mu- 
tual of  Omaha.  NBC-TV  has  picked 
up  its  option  for  the  program  for  the 
next  fall  season. 

The  shift  leaves  the  Sunday  8:30-9 
p.m.  slot  open,  and  will  bump  The 
Music  Shop  starring  Buddy  Bregman 
out  of  the  7:30  spot  and  off  the  net- 
work nighttime  schedule. 

In  the  Tuesday  lineup  effective 
March  31,  NBC-TV  drops  the  George 
Gobel  and  Eddie  Fisher  alternating  8-9 
p.m.  programs.  Liggett  &  Myers  (L&M 
cigarettes),  through  Dancer-Fitzgerald- 
Sample,  will  sponsor  a  new  Tuesday, 
8:30-9  p.m.  program  starring  singer 
limmie  Rodgers,  while  the  same  firm 
for  its  Chesterfield  cigarettes,  through 
McCann-Erickson,  will  sponsor  an 
alternate  week  of  Pete  Kelly's  Blues 
(a  melodrama  about  the  Kansas  City 
jazz  era  produced  by  lack  Webb). 

Kraft  Foods  Division  of  National 
Dairy  Products,  Chicago,  and  its  agen- 
cy, J.  Walter  Thompson,  New  York, 
meanwhile,  were  reported  close  to  ob- 
taining Perry  Como's  signature  on  a 
contract  that  would  initially  tie  the  star 
to  Kraft  for  a  two-year  period. 

Kraft  at  present  has  Milton  Berle  in 
the  first  half  hour  of  the  9-10  p.m. 
period  followed  by  the  filmed  Bat 
Masterson  which  Kraft  sponsors  with 
sister  Sealtest  Div. 

A  decision  is  expected  this  week. 
Mr.  Como  at  present  has  a  contract 
with  NBC-TV  that  precludes  his  per- 
forming with  any  other  network.  Since 
Kraft  proposes  to  place  the  singer  in 
the  advertiser's  regular  Wednesday,  9- 
10  p.m.  period  on  NBC-TV  next  fall, 
this  move  would  not  conflict  with  the 
Como-NBC-TV  pact.  The  network, 
however,  reportedly  was  resisting  the 
proposal  as  it  would  take  the  star  out 
of  a  key  Saturday  night  anchor  spot  in 
NBC-TV's  program  roster. 

ABC  Films  new  dept. 

ABC  Films  Inc.,  has  established  a 
merchandise  licensing  department  to 
handle  franchises  for  several  of  its  prop- 
erties. The  company  has  merchandis- 
ing rights  for  26  Men,  The  People's 


Choice,  The  Musketeers,  Sheena,  Queen 
of  the  Jungle  and  The  Adventures  of 
Jim  Bowie. 

The  new  department  is  not  to  be  con- 
fused with  ABC  Merchandising  Inc.. 
which  handles  ABC  network  properties. 
Donald  E.  Willman,  client  service  man- 
ager, heads  the  new  department. 

Buckeye  echoes  trend 
in  N.Y.  film  merger 

The  trend  toward  mergers  and  ab- 
sorptions among  film  companies  in  1959 
(Broadcasting,  Feb.  2)  was  exempli- 
fied last  week  when  the  Buckeye  Corp., 
Springfield,  Mo.,  announced  it  had  ac- 
quired Pyramid  Productions,  New 
York,  a  tv  film  production  company; 
Flamingo  Telefilm  Sales,  a  distribution 
organization,  and  property  rights  in 
five  tv  film  series  held  by  Essex  Uni- 
versal Corp.,  New  York. 

The  acquisitions  represent  a  diversifi- 
cation move  for  Buckeye,  a  manufactur- 
er of  farm  implements  and  glass  in- 
cubators. The  effect  of  this  action  will 
be  to  group  together  Pyramid  and 
Flamingo  Telefilm  Sales  under  one  roof; 
Flamingo  has  served  as  distributor  for 
Pyramid  properties  as  well  as  for  the 
Essex  Universal  series,  including  O.S.S., 
Grand  Ole  Opry  and  western  serials. 

Pyramid  has  produced  such  proper- 
ties as  The  Big  Story,  Decoy  and 
Treasury  Men  in  Action,  and  currently 
has  a  39-episode  series,  Deadline,  in 
production.  Flamingo  Telefilm,  in  addi- 
tion to  its  current  distribution  contracts, 
also  owns  property  rights  in  feature 
films  for  tv  and  theatre  distribution 
and  several  tv  serials,  including  Citizen 
Soldier. 

Money  Matters  •  Essex  Universal 
will  receive  $1  million  for  the  property 
rights  to  its  series,  plus  certain  con- 
tingent payments  in  cash  and  preferred 
stock  based  on  future  earnings  of  the 
properties  involved.  The  financial  de- 
tails of  Buckeye's  arrangements  with 
Flamingo  and  Pyramid  were  withheld 
pending  approval  of  the  Securities  & 
Exchange  Commission. 

Pyramid  Productions  is  headed  by 
Leonard  Loewinthan,  president,  and 
Everett  Rosenthal,  executive  vice  presi- 
dent. Flamingo  is  directed  by  Herman 
Rush,  president,  and  Ira  Gottleib.  vice 
president  and  treasurer.  These  execu- 
tives will  continue  in  their  present  posts, 
and  the  corporate  entities  will  remain 
until  "basic  management  decisions  are 
made  as  to  the  most  effective  method 
of  corporate  administration.'"  a  spokes- 
man said. 

It  was  reported  that  Buckeye  will 
provide  both  Flamingo  and  Pyramid 
with  capital  to  expand  their  activities. 
Buckeye  spokesmen  said  the  company 
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Jubilee  shareout 

Everyone  connected  with  ABC- 
TV's  Jubilee,  U.S.A.  now  owns  a 
piece  of  its  sponsor,  Massey-Fer- 
guson  Inc.,  farm  equipment  man- 
ufacturer. 

Benefactor  of  the  some  120 
personnel  (one  share  of  common 
stock  apiece)  is  Crossroads  Tv 
Productions  Inc.,  which  produces 
the  show.  The  move  is  expected 
to  heighten  employes'  interest, 
thus  making  the  program  "better 
than  ever." 

Value  of  the  stock  (about  $13 
a  share)  is  posted  on  a  backstage 
blackboard  and  closely  watched 
by  Jubilee  personnel,  some  of 
whom  are  said  to  have  begun  in- 
dependently to  increase  their  hold- 
ings in  the  company. 


hopes  to  acquire  another  organization 
that  is  active  in  the  production  of  tv 
film  commercials  and  industrial  and 
educational  films. 

COLLEGE  FOOTBALL 
NCAA  sees  no  pay  tv 
in  immediate  future 

The  National  Collegiate  Athletic 
Assn.  is  expected  to  retain  its  familiar 
national-regional  pattern  for  1959  foot- 
ball telecasts,  in  view  of  preliminary 
action  taken  by  its  tv  committee  last 
week. 

The  new  group,  meeting  in  Chicago's 
Conrad  Hilton  Hotel  Feb.  3-5,  has 
completed  provisional  voting  on  various 
parts  of  the  1959  football  tv  control 
plan  but  delayed  final  approval  pend- 
ing additional  meetings  Feb.  16-17. 

Walter  Byers,  executive  director  of 
NCAA,  announced  Thursday  the  com- 
mittee is  in  "substantial  agreement"  and 
added  the  1959  controls  "undoubtedly 
will  be  quite  similar"  to  the  1958  plan. 
General  framework  for  control  was  au- 
thorized by  the  membership  of  NCAA's 
53d  annual  convention  in  Cincinnati  last 
January. 

If  the  program  materializes  as  indi- 
cated last  week,  it  will  once  again  call 
for  nine  national  network  and  four 
"intra-district"  or  regional  telecasts,  and 
presumably  a  prohibition  against  more 
than  six  teams  in  any  one  NCAA  dis- 
trict participating  in  national  telecasts, 
plus  other  holdover  features  (Broad- 
casting, Feb.  17,  1958). 

Pay  Team  •  Again  toll  tv  advocates 
had  their  inning  with  the  tv  com- 
mittee, either  in  person  or  by  other 
communication.  Only  actual  presenta- 
tion during  "hearings"  was  given  by 
Ted  Leitzell,  public  relations  director 
of  Zenith  Radio  Corp.,  in  behalf  of  its 
Phonevision.  NBC  was  represented  by 
Tom  Gallery,  sports  director. 

Bob  Hall,  who  was  to  have  represent- 
ed Skiatron  Electronics  &  Television 
Corp.,  was  unable  to  attend  but  tele- 
phoned his  report  to  the  committee. 
Mr.  Hall  reportedly  told  the  group 
Skiatron  is  optimistic  about  getting  into 
limited  pay  tv  (by  wired  circuits) 
operations  in  certain  Pacific  Coast  cities 
this  fall.  His  comments  were  viewed 
by  some  committee  members  as  im- 
portant only  insofar  as  they  bear  on 
that  part  of  the  language  in  the  1959 
plan  dealing  with  toll  tv.  They  see  no 
immediate  role  for  toll  tv  in  NCAA 
football  in  terms  of  next  fall — or  per- 
haps even  in  1960. 

The  new  tv  committee  reviewed  the 
report  and  recommendations  of  its 
predecessor  1958  group  and  also  estab- 
lished its   administrative  organization 


and  procedures.  Once  the  plan  is  final- 
ized, it  is  certain  to  encounter  opposi- 
tion again  from  the  Big  Ten,  which 
favors  each  conference  negotiating  its 
own  tv  contracts,  and  from  the  U.  of 
Notre  Dame.  Under  NCAA  programs 
the  past  four  years,  member  schools 
have  been  permitted  to  appear  twice  on 
tv — once  each  on  network  and  regional 
or  twice  regionally. 

Earlier  Howard  Grubbs,  dist.  6 
(Southwest  Conference)  representative, 
was  named  chairman  of  the  NCAA  tv 
committee  and  Asa  S.  Bushnell,  mem- 
ber-at-large,  Eastern  College  Athletic 
Conference,  was  reappointed  tv  pro- 
gram chairman,  a  post  he  has  held  for 
the  past  several  years.  Mr.  Grubbs  suc- 
ceeds Rix  N.  Yard,  Denison  U.,  small 
college,  (east),  as  chairman. 

Lineup  •  Other  committee  members 
are  William  J.  Flynn,  Boston  College, 
dist.  1;  Robert  J.  Kane,  Cornell  U., 
dist.  2;  James  J.  Corbett,  Louisiana 
State  U.,  dist.  3;  Paul  W.  Brechler,  U. 
of  Iowa,  dist.  4  (replacing  Douglas 
Mills,  U.  of  Illinois);  Norvall  Neve, 
Missouri  Valley  Conference,  dist.  5; 
Charles  A.  Taylor,  Stanford  U.,  dist.  8; 
Rix  N.  Yard,  Denison  U.,  small  college 
(east);  Leroy  B.  Hughes,  California 
State  Polytechnic  College,  small  college 
(west),  and  Walter  Byers,  NCAA  execu- 
tive director  and  member-at-large.  Mr. 
Mills,  Illinois  athletic  director,  resigned 
during  the  NCAA  national  convention 
in  Cincinnati  last  month,  charging  that 
NCAA  is  seldom  sympathetic  to  sug- 
gestions from  the  Western  Conference 
(Big  10)  on  football  tv  policy. 

Aside  from  NBC,  Zenith  and  Pacific 
Coast  Conference  representatives  who 
attended  NCAA  "hearings"  last  week, 
the  tv  committee  also  acknowldeged  an 
expression  of  views  from  International 
Telemeter  Corp.,  McCann  -  Erickson, 
the  Big  10.  Sports  magazine,  and  the 
Universities  of  Minnesota,  Wyoming 
and  Denver.  Once  again,  the  Western 
Conference  favors  removal  of  all  re- 
strictions except  its  own  proposal  to 
limit  any  one  individual  NCAA  mem- 
ber-team to  three  tv  appearances  (na- 
tional and/ or  regional). 

NCAA  committee  members  did  not 
identify  the  McCann-Erickson  executive 
who  represented  the  agency  as  going  on 
record  favoring  last  year's  NCAA  foot- 
ball program  in  essence.  U.  of  Minne- 
sota representatives  reportedly  discussed 
the  situation  involving  its  owned-and- 
operated  KTCA-TV,  which  last  year 
was  permitted  to  televise  the  Univer- 
sity's games  even  within  the  50-mile  so- 
called  "blackout"  area.  Non-commer- 
cial, educational  outlets  were  given  this 
right  under  the  1958  program  where 
such  coverage  was  not  deemed  a  hard- 
ship on  attendance. 

In  response  to  a  question  at  Wednes- 


day's news  conference,  Mr.  Grubb  felt 
that,  since  "we  never  had  a  problem" 
with  toll  tv,  he  could  not  say  whether 
NCAA  would  be  any  more  receptive 
this  year  to  pay-as-you-see  television 
overtures.  Mr.  Byers  added  that  NCAA 
never  had  been  confronted  with  a  spe- 
cific offer  from  toll  tv  interests. 

Integration  debate 

NBC-TV  scheduled  a  special  program 
yesterday  (Feb.  8)  from  6-30-7  p.m.  for 
debate  on  the  issue  of  school  integra- 
tion in  the  South. 

The  telecast  follows  protests  of  an 
editorial  by  tv  commentator  Chet  Hunt- 
ley at  the  end  of  a  one-hour  program 
Feb.  1,  titled  The  Second  Agony  of 
Atlanta.  Mr.  Huntley  suggested  that 
the  racial  climate  in  the  South  might  be 
improved  if  the  NAACP  and  "militant 
Negro  leadership"  withdrew  from  the 
battle  against  segregation.  The  NAACP 
insisted  that  NBC-TV  give  the  organiza- 
tion "a  full  hour"  to  reply  to  the  edi- 
torial. 

NBC-TV  subsequently  suggested  a 
special,  half-hour  program,  giving  two 
sides  of  the  question.  The  NAACP 
agreed  to  participate  even  though  it 
still  preferred  to  have  a  program  of  its 
own.  Scheduled  to  appear  on  yester- 
day's program  were  Roy  Wilkins,  ex- 
ecutive secretary  of  the  NAACP,  and 
Thomas  R.  Waring,  editor  of  the 
Charleston  (S.  C.)  News  and  Courier. 

COLORCASB|Ni 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 

Feb.  9-13,  16-19  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors. 

Feb.  9-13,  16-19  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Feb.  9,  16  (10-10:30  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
&  Newell. 

Feb.  10  (8-9  p.m.)  Bell  Telephone  Hour, 
Bell  Telephone  through  N.  W.  Ayer  &  Son. 

Feb.  11,  18  (9-9:30  p.m.)  Milton  Berle 
Starring  in  Kraft  Music  Hall,  Kraft  Foods 
through  J.  Walter  Thompson. 

Feb.  11  (10-11  p.m.)  An  Evening  With 
Fred  Astaire,  Chrysler  through  Leo 
Burnett. 

Feb.  12  (9:30-10  p.m.)  Ford  Show,  Ford 
Motors  through  J.  Walter  Thompson. 

Feb.  12  (10:30-11  p.m.)  Masquerade 
Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Feb.  13  (7:30-8  p.m.)  Northwest  Pas- 
sage, Helene  Curtis  through  Edward  H. 
Weiss. 

Feb.  13  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Feb.  14  (8-9  p.m.)  Perry  Como,  partici- 
pating sponsors. 

Feb.  15  (7:30-8  p.m.)  Music  Shop 
Starring  Buddy  Bregman,  sustaining. 

Feb.  15  (8-9  p.m.)  Steve  Allen  Show, 
Greyhound  through  Grey  Adv.,  Hazel 
Bishop  through  Raymond  Spector. 

Feb.  15  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 

Feb.  17  (8-9  p.m.)  Eddie  Fisher  Show, 
Liggett  &  Myers  through  McCann-Erickson. 
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To  sell  Indiana, 
you  need  both 
the  2nd  and  3rd 
ranking  markets. 

NOW 
ONE  BUY 

delivers  both  — 


YOU  NEED  TWO  TO  REALLY  GO 
in  Indiana! 


Advertisers  anxious  to  gather  speed  in  Indiana,  ride  double 
into  this  lively  sales  place.  They  sweep  across  two  major 
markets  — Fort  Wayne  and  South  Bend -Elkhart— on  one 
combination  fare  which  saves  10%.  They  thus  "cut  the  ice" 
in  a  rich  interurbia  of  340,000  TV  homes— bigger  than  T.A.'s 
43rd  market*  Over  1,688,000  people  — more  than  Arizona, 
Colorado  or  Nebraska.  Effective  Buying  Income,  nearly  $3 
billion  — and  it's  yours  with  just  one  budget-saving  buy! 


"Sources:  Television  Age,  May  19,  1958;  Sales  Management 
Survey  of  Buying  Power,  May  1958. 


call  your  H™R  man  now! 


SOUTH     BEND    V  ELKHART  ^J^BC  F  Q  R  T     WAYNE     U~^—  ^^^^^^J  ~ 

^''w3«E  ^■ru'.   ...  —  ..  _  '  :_  ^  


More  Shirley  Temple 

NTA  Film  Network  has  announced 
a  new  weekly  series  of  Shirley  Temple 
feature  films  to  start  April  5  on  63 
stations  of  the  network.  Series  of  eight 
20th  Century-Fox  films,  entitled  Shirley 
Temple  Spring  Specials,  is  the  third 
series  of  first-run  Shirley  Temple  films 
presented  by  NTA.  Previous  tv  runs 
were  in  1957  and  1958.  Titles  in  the 
new  series,  with  two  as  yet  unan- 
nounced, include  "Just  Around  the 
Corner,"  "Dimples,"  "Baby  Takes  a 
Bow,"  "Bright  Eyes,"  "Poor  Little  Rich 
Girl"  and  "Little  Miss  Broadway." 

Talk  shows  on  WBC 

Westinghouse  Broadcasting  Co.,  New 
York,  announced  last  Thursday  (Feb. 
5)  that  its  five  owned  and  operated  tv 
stations  will  carry,  in  prime  time,  two 
half-hour  discussion  programs,  Youth 
Wants  to  Know  and  The  American 
Forum  of  the  Air,  on  a  once-a-month 
basis,  starting  the  week  of  Feb.  23. 

The  tv  shows  and  separate  radio  pro- 
grams of  the  two  series  will  be  taped 
for  syndication  to  other  stations,  and 
will  be  available  for  commercial  spon- 
sorship. The  radio  programs  will  be  car- 
ried on  WBC's  six  stations  on  a  weekly 
basis. 

Veteran  producer  Theodore  Granik 


Talking  about  'talk'  programs  • 

Richard  Pack  (1),  Westinghouse 
Broadcasting  Co.  vice  president — 
programming,  and  producer  Ted 
Granik  discuss  plans  for  their  up- 
coming shows,  Youth  Wants  To 
Know  and  American  Forum  of 
the  Air,  including  radio-tv  syndi- 
cation of  programs  to  stations 
other  than  WBC  outlets. 


will  serve  as  host  for  the  programs, 
which  will  originate  at  WTTG  (TV) 
Washington  (both  WTTG  and  WNEW- 
TV  New  York,  owned  by  the  Metro- 
politan Broadcasting  Co.,  will  carry  the 
telecasts). 


Murrow  for  editorials 

Edward  R.  Murrow,  CBS  commenta- 
tor, appeared  on  The  Press  and  the  Peo- 
ple over  WGBH-TV  Boston,  noncom- 
mercial-educational station,  last  Thurs- 
day (Feb.  5)  and  suggested  that  net- 
works "should  add  an  editorial  column 
to  their  daily  programming  and  reserve 
more  prime  tv  time  for  informative  pro- 
grams." 

Radio  and  tv  editorials  "would  stimu- 
late more  serious  consideration  of  na- 
tional issues,"  Mr.  Murrow  said,  adding: 
"The  fact  there  is  no  tradition  of  edi- 
torializing in  radio  and  television  seems 
to  me  no  reason  why  it  should  not  be 
attempted." 

Mr.  Murrow  recommended  that  oc- 
casionally there  should  be  "programs  of 
an  informative  nature  during  prime 
hours."  He  expressed  the  belief  "it 
would  be  good  business  for  the  cor- 
porations because  I  do  not  believe  that 
most  corporate  heads  want  the  so-called 
corporate  image  to  consist  of  talking 
horses  and  dancing  cigarettes. 

News  privilege  bill 

A  bill  to  protect  radio,  tv  and  other 
news  reporters  from  disclosing  source 
of  information  was  introduced  in  the 
Illinois  state  legislature  in  Springfield 
Wednesday  (Feb.  4). 

The  measure  filed  in  the  House  would 
apply  to  reporters  for  broadcasting  sta- 
tions, newspapers  and  press  associa- 
tions. They  would  be  protected  on  news 
sources  involving  court  trials  or  probes, 
grand  juries,  legislative  committees, 
county  or  municipal  bodies,  and  state 
commissions,  departments  and  bureaus. 

The  bill,  introduced  by  Rep.  Michael 
F.  Zlatnik  (R-Chicago)  and  numerous 
co-sponsors,  was  acknowledged  to  be 
inspired  by  the  10-day  contempt-of- 
court  sentence  of  Marie  Torre,  New 
York  Herald  Tribune  tv  columnist. 

•  Program  notes 

•  An  increase  of  21  cents  an  hour 
in  wages  and  fringe  benefits  will  be  paid 
by  producers  of  motion  picture  and  tv 
films  to  members  of  IATSE's  21  local 
unions  under  terms  of  a  new  two-year 
contract,  effective  as  of  Jan.  31,  1959. 
Increase  reportedly  is  divided:  15  cents 
an  hour  in  straight  wage  increases,  6 
cents  in  such  benefits  as  health  insur- 
ance, increased  life  insurance  (from 
$1,000  to  $2,500)  and  increased  pay- 
ments into  the  industry  pension  plan. 
Union  can  reopen  the  contract  on  the 
issue  of  wages  only  at  times  the  Bureau 
of  Labor  cost  of  living  index  rises  5% 
or  more  above  the  Jan.  15,  1959,  point. 
Neither  videotape  nor  pay  tv  is  cov- 
ered in  the  new  pact,  nor  is  there  any 
mention  of  the  offer  of  the  picture  pro- 


WHOM 

TOP-RATED  STATION 
IN  NEW  YORK'S  SPANISH  HOMES 

OF  THE  TIME 

*  *  *  Pulse 
November  1958 

WHOM 

136  W.  52nd  St.,  New  York 
Circle  6-3900 
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□  Keystone's  complete  station  list,  or 

□  Details  on  Keystone's  farm  market  coverage 


$£22  and 
AAH0EIA 

APOLLO 
Light  and  Truth 

APOLLO  was  considered  to  be  "the  most 
Greek  of  all  the  gods"  and  even  by  today's 
standards,  he  would  be  considered  quite 
a  hunk  of  man — handsome,  sophisticated, 
cultured — but  why  go  on,  let's  just  say 
he  had  many  excellent  characteristics  at- 
tributed to  him.  The  Greeks  called  him 
the  God  of  Light  and  Truth.  Whenever 
the  Greeks  wanted  to  know  the  truth, 
they  always  went  to  Apollo's  shrine  at 
Delphi,  and  the  oracle  there  came  up  with 
the  right  answer. 


Today's  advertisers  and  time  buyers 
want  to  know  the  truth  too,  so  if  you  are 
in  the  dark  about  selecting  the  best  radio 
station  in  Cincinnati  to  sell  your  product, 
let  us  enlighten  you— IT'S  WCKY,  and 
truthfully,  here's  what  you  get: 

1.  Adult  audience— 73%  of  WCKY's 
audience  is  composed  of  housewives  who 
control  the  family  purse  and  spend  the 
major  portion  of  family  income. 

2.  50,000  Watts  of  Selling  Power,  cov- 
ering all  of  the  Cincinnati  trading  area. 

3.  Good  music  and  news  24  hours  a  day. 

4.  Air  salesmen  who  sell  your  product. 

5.  A  prestige  station  with  progressive 
management. 

 So  don't  go  to  Apollo's  shrine  at 

Delphi,  just  consult  our  oracles:  Tom 
Welstead  at  WCKY's  New  York  office, 
or  AM  Radio  Sales  in  Chicago  and  the 
West  Coast,  who  will  shed  some  Light  on 
your  problem  and  tell  you  the  true  story 
about  WCKY  and  its  power  to  sell  your 
product. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


ducers  to  put  up  $250,000  for  a  job 
analysis  study  if  IATSE  would  extend 
the  former  for  a  year. 

•  Consolidated  net  profit  of  Walt  Dis- 
ney Productions  and  its  domestic  sub- 
sidiaries for  the  14-week  quarter  ended 
Jan.  3,  1959,  was  $629,838  (or  40  cents 
a  share),  compared  with  13-week  first 
quarter  earnings  of  $527,684  (34  cents 
a  share)  for  the  previous  year. 

•  California  District  Court  of  Appeals 
in  Los  Angeles  last  week  upheld  a  1950 
contract  between  Edgar  Rice  Burroughs 
Inc.  and  Commodore  Productions  giv- 
ing Commodore  first  option  on  the  tv 
rights  to  Tarzan,  rejecting  an  appeal  of 
Burroughs  to  void  this  contract.  In  vio- 
lation of  this  agreement,  Commodore 
officials  said,  Burroughs  in  1955  granted 
exclusive  tv  rights  to  Sol  Lesser  Produc- 
tions. In  1957  Commodore  filed  suit 
for  $10  million  damages  against  Bur- 
roughs, which  is  expected  to  go  to  trial 
next  summer. 

•  Telenews,  N.Y.,  Hearst  Metro- 
tone's  daily  newsfilm  service,  announces 
addition  of  WNBQ  (TV)  Chicago  to  its 
client  list.  New  markets  signed  outside 
U.  S.  include  CMAB-TV  Telemundo, 
Havana,  Cuba;  Tv  Rio,  Rio  de  Janeiro, 
and  KUAM-TV  Agana,  Guam. 

•  Jay  ark  Films  Corp.,  N.Y.,  reports 
the  Bozo  The  Clown  cartoon  package 
has  been  sold  in  a  total  of  72  markets, 
with  latest  purchases  by  WPIX  (TV) 
New  York,  KTLA  (TV)  Los  Angeles, 
WSBT-TV  South  Bend,  WBEN-TV  Buf- 
falo, KONO-TV  San  Antonio,  KVAR 
(TV)  Mesa-Phoenix,  KING-TV  Seattle, 
and  KIMA-TV  Yakima. 

•  NBC-TV  reports  new  half-hour 
domestic  comedy  series,  The  Jacksons, 
starring  Joan  Blondell  and  J.  Pat  O'Mal- 
ley,  started  filming  Friday  (Feb.  6)  at 
Desilu  Studios,  Hollywood.  Series,  cre- 
ated and  produced  by  Jess  Oppen- 
heimer,  may  appear  on  NBC  in  the  fall. 


False  stringer 

A  10-year-old  Washington, 
D.C.,  boy  was  charged  Jan.  29 
with  making  five  false  fire  alarms 
in  order  to  collect  a  reward  from 
WWDC  there  which  pays  for 
news  tips.  The  station  says  it  has 
no  record  of  paying  the  boy. 


•  Between  one-fourth  and  one-third  of 
the  audience  of  ABC's  "Tschaikovsky 
Story"  on  Walt  Disney  Presents  Jan.  30, 
rearranged  their  radio-tv  sets  to  hear 
the  sound  portion  in  three-way  stereo, 
ABC  reported  last  week.  Officials 
said  a  special  Trendex  20-city  poll 
showed  29%  of  the  audience  took  ad- 
vantage of  the  stero  simulcast.  The 
Trendex  rating:  21.5  and  37.3  share  of 
audience.  Program  was  sponsored  by 
Hill  Bros.,  Hudson  Pulp  &  Paper  and 
Kellogg. 

•  Banner  Films  Inc.,  N.Y.,  reports  the 
sale  of  its  Judge  Roy  Bean  half-hour  tv 
film  series  to  WNEW-TV  New  York, 
KTVR  (TV)  Denver,  WSIL-TV  Harris- 
burg,  111.,  and  KCIX-TV  Nampa,  Idaho. 

•  Capitol  Records  Inc.,  Hollywood,  an- 
nounces start  of  construction  of  new 
manufacturing  and  office  facilities.  The 
existing  factory  and  warehouses  will  be 
renovated,  and  a  two-story  office  build- 
ing will  be  erected,  involving  expendi- 
ture reportedly  in  excess  of  $400,000. 
Capitol  expects  the  modernization  of 
the  present  factory  to  be  completed  this 
April  with  new  offices  scheduled  for 
occupancy  in  July. 

•  Gross-Krasne  Inc.  has  purchased 
Impulse,  series  of  tv  programs  created 
by  actress  Maria  Palmer,  for  spring  pro- 
duction at  California  Studios.  Jack 
Gross  will  probably  produce  the  series, 
based  on  case  histories  of  court  psychi- 
atrists assigned  to  check  on  the  sanity 
of  accused  persons.  Gross-Krasne-Siller- 
man  will  distribute  the  series. 


RADIO  STATION 


Southern  Metropolitan 
Market  on  Gulf  Coast  24- 
hr.  regional.  Price  $175,- 
000.  $55,000  down,  bal- 
ance over  reasonable  time. 
Seller  wants  immediate 
action. 


Contact  the  Dallo 


Washington  office. 


HAMILTON  •  STUBBLE  FIELD   TWINING  and  Associates.lnc. 


BROKERS  •  RADIO  AND  TELEVISION  STATIONS  •  NEWSPAPERS 

(1737  De  Sales  St.  N.W.  .  „», .      1  1 5)  1  Bryan  St.  .         „«„,,„■„  J  HI  Sutter  St. 

WASHINGTON,  0.  C.    EXecu)ive  3.3456  DAUAS  1  Riverside  8-11 
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1959s  FIRST 


NIELSEN 

shows  that  of  the  three 
networks,  ABC -TV  is 
No.  I  most  nights  of  the 
week,  and  has  the  most 
programs  in  the  Top  Ten. 

National  Nielsen  Average  Audience  I  January  Report,  1959. 

ABC  TELEVISION 


In  the  drug  store/  products 
advertised  on  WWJ-TV  are 
more  apt  to  get  attention,  more 
likely  to  be  purchased. 
The  reason?  WWJ-TV  adds  an 
extra  measure  of  believability 
to  your  advertising.  People  in 
southeastern  Michigan  have 
faith  in  WWJ-TV,  recognize  its 
leadership,  appreciate  its  high 
standards. 

Give  your  spring  campaigns 
this  big  advantage.  Buy 
WWJ-TV,  Detroit's  Believabil- 
ity Station. 


PAYS 

OFF 

HERE 


ASSOCIATE  AM-FM  STATION  WWJ 

Firs*  in  Michigan  •  Owned  &  operated  by  The  Detroit  News 
National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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THE  CURVES  START  CLIMBING 


Now  that  it  is  over,  economists  have  begun  to  call 
it  what  it  was,  a  depression.  Compared  with  the 
cataclysm  of  the  Thirties,  it  was  no  more  than  a 
jiggle  on  the  charts.  But  it  struck  suddenly,  like  a 
muscle  spasm  near  the  heart,  and  for  the  first  time 
in  many  years  the  U.S.  economy  experienced  fear. 

Whatever  the  reasons  for  the  jiggle  and  whatever 
the  complex  play  of  forces  that  corrected  it,  there  is 
every  sign  that  the  U.S.  economy  has  recovered  its 
equilibrium  and  nerve.  Nobody  is  predicting  that 
1959  will  be  a  boom  year;  indeed  nobody  wants  a 
boom  in  the  speculative  or  fast-buck  sense  of  the 
word.  But  most  business  forecasters  are  agreed  that 
1959  will  see  full  recovery  from  the  depression  of 
1958  and  then  some. 

For  advertising  there  is  a  special  mission  in  1959 


and  in  the  years  to  follow.  It  was  a  mission  not  too 
well  performed  in  1958.  Advertising's  job  is  to 
elevate  the  U.S.  standard  of  living  which  means  ex- 
panding the  public's  consumption  of  services  and 
goods.  In  1958,  advertising  tended  to  follow  the 
downward  curve  of  general  business.  In  1959  and 
beyond,  it  must  lead  the  upward  curves  if  consumer 
demand  is  to  advance  with  the  nation's  production 
capacity. 

The  two  advertising  vehicles  with  the  longest  reach 
and  greatest  persuasiveness  are  television  and  radio. 
On  them,  to  a  large  extent,  will  be  the  responsibility 
of  creating  consumer  wants  and  needs.  The  ensuing 
articles  seek  to  tell  how  broadcasting  reacted  to  the 
jiggle  on  the  charts  and  how  it  will  contribute  to  the 
new  economic  upswing. 
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1 958  RECORD:  HOW  RADIO-TV 
RAN  AGAINST  THE  STREAM 


Television  and  radio  did  much  better 
in  1958  than  most  other  kinds  of  busi- 
ness. 

But  neither  did  as  well  as  it  had  the 
year  before. 

For  television,  that  statement  requires 
further  explanation.  As  it  has  every 
year  of  its  existence,  television  set  a 
new  dollar  record  in  1958.  But  its  rate 
of  expansion  was  perceptibly  slower 
than  it  had  been  earlier.  Television 
time  sales  in  1958  were  almost  $900 
million.  The  figure  was  3.6%  higher 
than  the  record  of  1957,  but  the  per- 
cent of  gain  was  the  least  in  the 
medium's  short  and  spectacular  history. 

Radio  time  sales  in  1958  flattened 
out  at  just  under  the  1957  level.  But 
the  1957  level  was  an  all-time  high, 
and  1958  volume  was  the  second  high- 
est in  the  24  years  of  recorded  radio 
financial  history.  Radio  time  sales  last 
year  were  $531.6  million,  a  1.1%  de- 
cline from  1957. 

These  are  Broadcasting  estimates 
of  net  time  sales  after  all  frequency  and 
promotional  discounts  but  before  de- 
duction of  commissions  to  agencies 
and  station  representatives.  They  are 
comparable  to  the  net  time  sales  records 
compiled  annually  by  the  FCC.  The 
FCC  report  for  1958  will  not  be  issued 
until  late  in  1959. 

Television  •  The  deceleration  in  tele- 
vision's expansion  first  became  notice- 
able in  1957.  By  that  year  the  majority 
of  new  television  stations  granted 
after  the  FCC  issued  its  tv  allocations  in 
1952  had  gone  on  the  air.  During  that 
year  the  depression  which  was  to  bot- 


tom out  in  1958  had  begun.  Total  tele- 
vision time  sales  in  1957  were  only 
5.5%  bigger  than  they  were  in  1956. 
The  1956  volume  had  been  20.8% 
bigger  than  the  volume  of  1955. 

The  importance  of  networking  in  the 
tv  economy  continued  in  1958  to  be 
emphasized  in  the  time  sales  records  of 
the  medium.  Tv  network  time  sales 
($414  million)  were  more  than  $100 
million  bigger  than  the  next  highest 
category  of  advertising,  spot  ($307 
million),  and  $237  million  bigger  than 
the  third  category,  local  ($177  million). 

Radio  •  In  the  older  medium  the 
ratio  of  local,  spot  and  network  is  the 
exact  opposite  of  the  ratio  in  tv.  Last 
year  local  radio  time  sales  ($311  mil- 
lion) were  6V2  times  the  network 
volume  ($47  million)  and  nearly  twice 
the  volume  of  national  spot  ($168  mil- 
lion). 

The  ratio  was  roughly  the  same  in 
1957  and  1956.  With  the  exception  of 
the  year  1957  network  radio  volume 
has  fallen  annually  since  1949,  the 
year  that  television  first  began  to  be 
felt  as  a  national  advertising  medium. 
Over  the  same  period  both  local  and 
spot  radio  time  sales  have  steadily  in- 
creased, again  except  for  one  year, 
1954. 

The  1958  Broadcasting  estimates  of 
time  sales  were  compiled  from  a  survey 
of  a  large  sample  of  stations  according 
to  a  formula  that  has  been  in  suc- 
cessful use  since  1935.  The  statistical 
information  was  audited  by  Sinrod  & 
Tash,  certified  public  accountants.  For 
annual  records  see  tables  at  right. 
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TELEVISION  TIME  SALES  1948-1958 

These  are  billings  after  all  frequency  and  promotional  discounts  but  before  payment  of 
commissions  to  agencies,  sales  representatives,  etc.  Figures  are  those  officially  reported 
by  the  FCC  except  for  1958  which  are  Broadcasting  estimates.  The  FCC  report  for 


1958  will  not  be  available  until  later  this  year. 

%  change 

%  change 

%  change 

%  change 

National 

from 

National 

from 

from 

from 

Year 

Network 

previous  year 

Non-Network 

previous  year 

Local 

previous  year 

Total 

previous  year 

1948  * 

%  2,500,000 

$  6,200,000 

$  8,700,000 

1949 

10,796,000 

$  7,275,000 

9,460,000 

27,530,000 

1950 

35,210,000 

+226.1 

25,034,000 

+244.1 

30,385,000 

+221.2 

90,629,000 

+229.2 

1951 

97,558,000 

+177.1 

59,733,000 

+138.6 

51,304,000 

+68.8 

208,595,000 

+130.2 

1952 

137,664,000 

+41.1 

80,235,000 

+34.3 

65,171,000 

+27.0 

283,070,000 

+35.7 

1953 

171,900,000 

+24.9 

124,318,000 

+54.9 

88,474,000 

+35.8 

384,692,000 

+35.9 

1954 

241,224,000 

+40.3 

176,766,000 

+42.2 

120,131,000 

+35.8 

538,122,000 

+39.9 

1955 

308,900,000 

+28.1 

222,400,000 

+25.8 

149,800,000 

+24.7 

681,100,000 

+26.6 

1956 

367,700,000 

+19.0 

281,200,000 

+26.4 

174,200,000 

+16.3 

823,100,000 

+20.8 

1957 

394,200,000 

+7.2 

296,400,000 

+5.4 

178,100,000 

+2.2 

868,700,000 

+5.5 

1958  f 

414,146,401 

+5.1 

307,768,391 

+3.8 

177,847,100 

—0.1 

899,761,892 

+3.6 

*  In  1948  FCC  reported  only  "total  revenues"  (from  time,  talent  and  services)  from  "network 
programs"  and  from  business  "sold  directly  by  stations."  Hence  figures  for  that  first  year  of 
television  financial  reporting  are  not  comparable  with  figures  for  time  sales  in  ensuing  years. 

f  1958  figures  estimated  by  Broadcasting. 


RADIO  TIME  SALES  1935-1958 

%  change  %  change       National       %  change  %  change  %  change 

National  from        Regional       from  Non-  from  from  from 

Year  Network     previous  year  Network  previous  year    Network     previous  year       Local    previous  year    Total  previous  year 

1935 1  $  39,737,867  ~.        \777777  77.       %  13,805,200  ~         $  26,074,476        ~.       $  79,617,543 


1936  2 


1937 

56,192,396 

+41.4 

$  2,854,047 

23,117,136 

+67.4 

35,745,394 

+37.1 

117,908,973 

+48.1 

1938 

56,612,925 

+  0.7 

28,109,185 

+21.6 

32,657,349 

—  8.7 

117,379,459 

—  0.6 

1939 

62,621,689 

+  10.6 

30,030,563 

+  6.8 

37,315,774 

+14.2 

129,968,026 

+10.7 

1940  * 

71,919,428 

+13.1 

1,869.583 

37,140,444 

+23.8 

44,756,792 

+20.0 

155,686,247 

+20.5 

1941 

79,621,534 

+  10.7 

2,752,073 

+47.2 

45,681,959 

+23.0 

51,697,651 

+  15.5 

179,753,217 

+15.4 

1942 

81,744,396 

+  2.7 

3,444,581 

+25.2 

51,059,159 

+11.8 

53,898,916 

+  4.2 

190,147,052 

+  5.8 

1943 

99,389,177 

+21.6 

6,256,508 

+81.6 

59,352,170 

+16.2 

64,104,309 

+  18.9 

228,102,164 

+20.0 

1944 

121,757,135 

+22.5 

7,612,366 

+21.7 

73,312,899 

+23.5 

84,960,347 

+29.3 

287,642,747 

+26.1 

1945 

125,671,834 

+  3.2 

8,301,702 

+  9.1 

76,696,463 

+  4.6 

99,814,042 

+17.5 

310,484,046 

+  7.9 

1946 

126,737,727 

+  0.8 

8,043,381 

—  3.1 

82,917,505 

+  8.1 

116,380,301 

+16.6 

334,078,914 

+  7.6 

1947 

127,713,942 

+  0.8 

7,012,689 

—12.8 

91,581,241 

+10.4 

147,778,814 

+27.0 

374,086,686 

+  12.0 

1948 

133,723,098 

+  4.5 

7,329.255 

+  4.3 

104,759,761 

+  14.4 

170,908,165 

+15.6 

416,720,279 

+11.4 

1949 

128,903,467 

—  3.6 

5,994,858 

—18.2 

108,314,507 

+  3.4 

182,144,301 

+  6.5 

425,357,133 

+  2.1 

1950 

124,633,089 

—  3.3 

6,897,127 

+15.0 

118,823,880 

+  9.7 

203,210,834 

+11.6 

453,564,930 

+  6.6 

1951 

113,984,000 

—  8.5 

8,481,000 

+23.0 

119,559,000 

+  0.6 

214,519,000 

+  5.6 

456,543,000 

+  0.6 

1952 

102,528,000 

—10.0 

7,334,000 

-13.5 

123,658,000 

+  3.4 

239,631,000 

+  11.7 

473,151,000 

+  3.6 

1953 

92,865,000 

—  9.4 

5,192,000 

—29.2 

129,605,000 

+  4.8 

249,544,000 

+  4.1 

477,206,000 

+  0.9 

1954 

78,917,000 

—15.0 

4,767,000 

—  8.2 

120,168,000 

—  7.3 

247,478,000 

—  0.8 

451,330,000 

—  5.4 

1955 

60,268,000 

—23.6 

3,809,000 

—20.1 

120,393,000 

+  0.2 

272,011.000 

+  9.9 

456,481,000 

+  0.7 

1956 

44,839,000 

—25.6 

3,585,000 

—  5.9 

145,461,000 

+20.8 

297,822,000 

+  9.5 

491,707,000 

+  7.7 

1957 

47,951,000 

+  6.9 

3,709,000 

+  3.5 

169,511,000 

+  16.5 

316,493,000 

+  6.3 

537,664,000 

+  9.3 

1958  f 

47,181,810 

-  1.6 

3,834,014 

+  3.4 

168,714,703 

—  0.5 

311,904,519 

—  1.4 

531,635,046 

—  1.1 

1  Nationwide  and  regional  networks  combined.  *  Figures  prior  to  this  date  not  comparable  in  all  categories. 

3  Data  not  available.  t  1958  figures  estimated  by  Broadcasting. 
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J.  Walter  Thompson's  senior  economist  says  U.S.  produc-  interview  with 
tion  can  reach  $700  billion  in  next  10  years  .  .  .  But  con- 
sumption must  also  increase  50%  .  .  .  Population  growth 
alone  won't  be  enough  .  .  .  Standard  of  living  must  also 
improve  .  .  .  And  advertising  is  the  force  that  must  educate 
people  to  raise  living  standards  .  .  .  Arno  Johnson 


BEGINNING  OF  A  10-YEAR  BOOM? 


Mr.  Johnson,  what  is  the  outlook 
for  advertising  generally  in  what  we 
hope  is  a  rising  economy? 

It  is  very  favorable  if  we  can  get 
a  proper  understanding  of  the  impor- 
tance of  advertising  in  the  expansion  of 
our  standard  of  living.  I  don't  think 
that  there's  been  enough  general  rec- 
ognition of  the  educational  and  acti- 
vating power  of  advertising  as  a  part  of 
our  rising  standard  of  living. 

If  we  are  to  reach  the  goals  of  pro- 
duction that  the  economists  have  set 
for  a  period  of  five  to  ten  years  from 
now,  we're  going  to  have  to  expand, 
very  much  more  rapidly  than  most  peo- 
ple realize,  the  standard  of  living  of 
the  American  people.  The  economists 
seem  to  be  pretty  much  in  agreement 
that  our  production  must  grow  to  over 
$700  billion  within  the  next  10  years. 
That  can  be  possible  only  with  a  rapid 
improvement  in  living  standards. 

Are  you  saying  that  our  standard 
of  living  is  not  high  enough? 

It's  not  high  enough  and  it  has  the 
opportunity  for  very  considerable  ex- 
pansion over  the  next  10  years.  The  op- 
portunity for  further  expansion  is  in- 
herent in  the  productive  ability  that  the 
American  people  have  shown. 

The  economists  talk  in  terms  of  that 
productive  ability.  The  Rockefeller 
Brothers  Fund  report  of  last  April  set  as 
a  goal  for  our  economy  for  1967  a 
total  of  $707  billion  in  production  and 
gave  very  good  evidence  of  why  we 
could  reach  that.  I  have  used  a  more 
conservative  goal  of  around  $700  bil- 
lion 10  years  from  now.  This  is  based 
on  the  conservative  increment  of  2% 
per  year  in  productivity  per  capita 
which  is  only  80%  of  what  we've  had 
for  a  long  period  of  time.  Even  that 
conservative  figure  would,  in  10  years 
from  now  with  the  growth  of  population 
to  around  209  million,  mean  that  the 
very  minimum  level  of  productive  abil- 
ity would  be  $700  billion. 

What  is  the  current  gross  national 
product? 

Well,  our  level  of  production  was 


around  $453  billion  in  the  fall  of  1953. 

How  does  that  compare  with  the 
fall  of  1957? 

It  was  well  above  the  $438.9  billion 
level  of  Fall,  1957.  It  had  been  lower. 
It  got  down  to  around  $425.8  billion 
in  the  first  quarter  of  1958. 

Let  me  complete  the  reasoning  a  little 
bit  here  because  I  say  that  the  econo- 
mists are  pretty  thoroughly  agreed  on 
the  productive  level  of  over  $700  billion 
that  we  can  and  must  have  10  years 
from  now  if  we're  going  to  keep  our 
people  employed  and  utilize  our  abili- 
ties. The  thing  that  they  don't  talk 
about,  and  that  I  fail  to  see  any  of  them 
recognize  is  what  that  level  of  pro- 
duction means  to  the  standard  of  living 
of  the  American  people. 

If  we  can  produce  that  much,  obvi- 
ously we're  going  to  have  to  consume 
that  much,  and  even  after  you  allow 
for  very  substantial  increases  in  the 
overall  needs  of  government  and  for 
plant  and  equipment  that  will  be  need- 
ed for  that  kind  of  production,  it  means 
we're  going  to  have  to  expand  our 
standard  of  living  by  over  50%  in 
that  short  period  of  time. 

In  10  years'  time  we're  going  to  have 
to  add  about  $147  billion  to  our  total 
level  of  personal  consumption — -from 
$288  billion  in  1958  to  over  $435  bil- 
lion by  1969.  So  that  brings  us  face  to 
face  with  the  fact  that  the  standard  of 
living  will  have  to  increase  in  the  next 
10  years  as  much  as  it  grew  in  200 
years  from  Colonial  days  to  1939  when 


we  consumed  about  $147  billions;  in 
terms  of  1958  prices.  That  is  a  velocity 
of  change  beyond  anything  we  have 
experienced. 

You  asked  me  whether  our  standard 
of  living  is  high  now.  It  is  high  but 
we're  about  $30  billion  dollars  behind 
where  we  should  have  been  had  we  not 
had  this  rather  self-induced  recession — 
a  recession  which  was  brought  about  to 
stop  inflation. 

So  we  start  out  today  with  a  $30 
billion  backlog  of  consumer  buying  that 
needs  activation  right  now.  That's  why  I 
feel  that  we're  not  doing  nearly  as  much 
as  we  should  be  doing  in  the  whole  area 
of  advertising  because  it's  the  educa- 
tion of  people  up  to  this  better  stand- 
ard of  living  that  their  productivity 
makes  possible  that  we  have  to  count 
on  to  reestablish  the  necessary  growth 
in  our  economy.  Only  a  part  of  this  in- 
crease can  be  taken  care  of  by  popula- 
tion growth. 

A  third  of  the  50%  increase  in  per- 
sonal consumption  in  the  next  10  years 
could  come  about  through  the  high 
rate  of  growth  of  population,  but  the 
other  two-thirds  must  come  about 
through  a  change  in  the  basic  stand- 
ard of  living  of  our  population  which 
means  the  building  of  new  concepts — 
an  upgrading  of  diets,  new  concepts  of 
what  to  do  with  leisure  time,  new  con- 
cepts of  home  life  and  all  these  things 
that  we  count  in  as  a  standard  of  living. 

This  means  not  just  the  material 
things  that  so  many  think  of — the  auto- 
mobile, electrical  equipment  and  other 
durable  goods  which  represent  only 
13%  of  our  total  standard  of  living — 
but  when  I  talk  about  standard  of  living 
I  include  such  things  as  improved 
health,  and  there  has  been  a  very  greatly 
increased  interest  in  health.  I  include 
recreation  and  travel.  Foreign  travel, 
for  example,  could  increase  threefold  in 
the  next  10  years  if  we  have  a  $700 
billion  economy,  and  that  could  have  a 
terrific  impact  on  the  whole  world  econ- 
omy, as  travel  can  grow  to  $6.5  billion 
compared  to  a  little  over  $1  billion 
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today.  At  $6.5  billions  this  represents 
a  magnitude  one-half  of  today's  total 
merchandise  imports. 

Those  "scenery  dollars"  which  rep- 
resent an  invisible  import  could  have  a 
very  important  impact  on  world  rela- 
tions. 

When  I  talk  about  an  increase  in  our 
standard  of  living  I  visualize  the  up- 
grading of  the  diet,  a  change  in  the  diet 
habits  and  perhaps  a  greater  use  of  the 
protective  foods,  the  animal  product 
foods,  the  dairy  products,  items  of  that 
sort  which  are  normally  considered  an 
indication  of  a  higher  level  of  standard 
of  living. 

I  visualize  increases  in  education  be- 
cause the  whole  area  of  education  rep- 
resents an  improvement  in  standard  of 
living,  and  increased  education  has  a 
very  direct  contribution  to  increased 
productivity. 

Where  is  this  $30  billion  backlog 
in  consumer  spending?  Is  it  in  sav- 
ings accounts  or  places  of  that  de- 
scription? 

It  exists  in  purchasing  power,  yes. 

Is  it  money  that  is  being  utilized 
for  another  purpose  or  is  just  lying 
fallow? 

It's  lying  fallow.  But  don't  misunder- 
stand me.  An  increased  expenditure  is 
not  in  conflict  with  increased  savings  as 
well.  That  is,  as  soon  as  you  can  acti- 
vate consumption  and  come  back  into 
the  levels  of  production  that  are  in  line 
with  our  capacity,  it  would  mean  that 
by  the  end  of  1959  we  should  have  con- 
sumer expenditures  about  $30  billion 
greater.  That  would  be  about  $318  bil- 
lion instead  of  the  $288  billion  level  in 
the  middle  of  1958.  By  1960  to  get  in 
line  with  productive  ability  we  should 
have  around  $330  billion  for  similar 
purposes  which  is  about  $42  billion  and 
about  15%  greater  than  now. 

Now  that  much  production  for  con- 
sumption would  so  stimulate  the  over- 
all level  of  production,  and  the  need  for 
new  plant  and  equipment  which  has 
been  lagging  very  seriously,  that  you 
would  have  increased  revenue  to  con- 


sumers sufficient  for  that  increase  in 
consumption  and  also  for  further  in- 
crease in  savings;  in  other  words,  our 
savings  level  in  1959  can  go  up  to 
around  $25  billion  dollars  from  the 
1958  level  of  $20  billion.  Accordingly, 
purchases  and  savings  are  not  in  con- 
flict. 

With  an  advancing  standard  of  living 
and  an  advancing  demand,  you  can 
have  both  an  increase  in  savings  and  an 
increase  in  expenditures.  They're  not  in 
conflict  with  each  other  although  peo- 
ple so  often  say,  "Well,  if  you're  going 
to  spend  more,  where  do  you  get  it 
from?  You  only  have  to  take  it  out  of 
savings."  You  don't.  You  take  it  out  of 
the  increased  production. 

Are  there  any  indications  now  that 
steps  are  being  taken  to  increase 
production? 

Yes,  we  have  had  a  very  definite  re- 
covery from  the  low  point  of  the  reces- 
sion which  most  statistical  indices  meas- 
ured as  being  in  the  second  quarter  of 
1958.  It's  very  interesting  that  when  we 
purposely  slowed  down  our  consump- 
tion we  lowered  productivity  and  ex- 
perienced increased  prices  at  the  same 
time. 

When  we  took  the  various  measures 
started  in  the  fall  of  1954  through  the 
fall  of  1957  to  slow  down  on  demand  in 
order  to  stop  inflation,  we  had  a  very 
serious  drop  in  productivity  because  we 
found  that  as  soon  as  you  slowed  down 
on  demand,  productivity  dropped.  And 
by  1957,  we  had  really  no  growth  in 
productivity  in  spite  of  the  fact  that 
wages  were  going  up  and  therefore  we 
had  a  squeeze  in  profit  margins  which 
in  itself  was  an  inflationary  pressure. 

Now  as  soon  as  the  monetary  policies 
were  changed  in  November  1957  we 
had,  as  you  know,  a  very  rapid  decline 
in  the  cost  of  money  and  in  the  various 
restrictive  measures  all  through  the  first 
half  of  1958,  following  which  we  did 
have  quite  a  rapid  recovery  in  business. 
Production  has  gone  up  and  consumer 
buying  has  gone  up,  and  with  that  in- 
crease in  consumption  we  had  a  com- 
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plete  reversal  of  this  decline  in  produc- 
tivity. 

We've  had  productivity  increases  in 
the  last  four  months  that  have  been 
more  rapid  than  we've  experienced  al- 
most any  other  time  in  history.  Even 
the  bank  letters  are  beginning  to  talk 
about  this  increased  productivity  now. 

As  a  result  of  that  increased  produc- 
tivity, which  is  a  direct  result  of  the 
increased  demand,  we've  had  a  very 
definite  slowing  down  of  inflationary 
pressures.  In  other  words,  actually  we've 
had  relative  price  stability  for  the  last 
six  or  seven  months.  So  I  think  that  has 
been  a  demonstration  in  itself  that  one 
of  the  real  tools  to  fight  inflation  is  in- 
creased demand  which  is  reflected  there- 
fore in  increased  productivity. 

It  has  been  pointed  out  that  increased 
productivity  has  meant  that  employment 
and  reemployment  haven't  come  back 
as  rapidly  as  production  would  indicate 
they  should.  We  hear  about  the  problem 
of  continuing  unemployment,  which  is 
perfectly  true  and  is  an  illustration  of 
the  fact  that  with  this  increased  pro- 
ductivity we  are  now  able  to  produce  as 
much  or  more  than  we  were  in  1957 
but  with  a  smaller  number  of  people 
employed.  Now  to  reach  full  employ- 
ment we  must  have  a  much  higher  level 
of  total  production  and  consumption 
than  in  1957. 

What  dollar  level  did  advertisina 
reach  in  1958? 

Well  I  think  at  year  end  it  was  about 
$10^  billion.  It  won't  average  that  for 
the  whole  year  1958.  It  will  be  a  little 
over  $10  billion.  It  should  actually,  I 
think,  have  been  over  $11  billion  or 
thereabouts  to  really  keep  in  line  with 
what  we  need. 

What  level  do  you  think  it  will  hit 
in  1959? 

It  should  be  between  $11  and  $11.5 
billion.  I  think  that  the  advertising  in- 
dustry as  a  whole  has  been  somewhat 
laggard,  more  so  than  it  was  in  1949 
and  1954  when  advertisers  actually  in- 
creased their  appropriations  and  there- 
fore retained  the  recessions  of  those 
two  periods  to  nothing  more  than  an  in- 
ventory recession  with  an  actual  in- 
crease in  consumption. 

Business  itself  became  fearful  in  this 
1958  recession  and  did  not  increase  ap- 
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propriations.  In  fact  advertising  may  be 
below  the  level  of  1957.  And  in  that 
way  I  think  we  actually  contributed 
somewhat  to  the  seriousness  of  the 
slowdown  that  we  had  in  1958. 

To  the  advertiser,  will  1959  be 
the  big  year  of  accelerated  consump- 
tion and  a  jump  in  the  standard  of 
living? 

I  think  '60  would  be  more  likely  to 
be  the  big  year,  but  1959  can  be  a  very 
impressive  year. 

Then  how  should  advertisers  plan 
ad  budgets  for  1959?  In  anticipation 
of  the  big  acceleration? 

In  anticipation  of  the  accelerated  op- 
portunity, yes  I  would  think  '59  is  the 
key  year  for  advertising. 

Is  there  any  particular  indicator 
in  the  economy  that  an  advertiser 
might  be  fearful  of  this  time,  per- 
haps inflation? 

The  inflationary  pressures  I  think  are 
lessened  rather  than  increased  by  the 
very  fact  that  we  are  increasing  our 
production. 

We  are  going  to  tighten  money 
though,  aren't  we? 

That  is,  in  my  estimation,  the  only 
negative  factor  that  I  really  worry 
about.  Again  we  have  had  an  indication 
of  purposely  tighter  money  based  on  the 
belief  that  we  can  stop  inflation  by  tight- 
ening up  on  money.  This  is  a  tangible 
way  of  slowing  demand  to  avoid  exces- 
sive purchasing  power  chasing  scarce 
goods  and  forcing  prices  up.  Tightening 
money  slows  down  on  building,  it  slows 
down  on  plant  and  equipment  plans  of 
manufacturers  and  to  some  extent, 
slows  down  consumer  interest  in  buy- 
ing, and  that  is  a  negative  factor  in  the 
economy  now,  since  we  actually  have 
excess  in  productive  capacity  now — 
rather  than  shortages  of  supply.  The 
tight  money  hasn't  been  pressed  as  far 
or  as  rapidly  as  it  was  in  1955  to  1957, 
however. 

Do  I  understand  you  then  that 
tight  money  policy  is  one  of  the  fac- 
tors which  you  think  contribute  to 
a  recession  or  it  causes  one  and  if 
we  tighten  our  money  policy  now, 
we  could  possibly  look  to  another 
recession  in  a  couple  of  years  from 
now  as  a  result  of  that? 

It  wouldn't  have  to  be  that  long. 


If  we  had  a  continuation  or  a  stepping 
up  of  tight  money,  I  think  it  could  be 
reflected  in  the  economy  within  another 
6  to  8  months.  Because  there  is  about 
an  8  months'  to  a  year's  lag  in  the  ef- 
fect of  monetary  policy  on  the  economy 
as  near  as  I  can  tell  and  the  money  was 
tightened  up  starting  about  last  August. 
This  could  be  a  depressing  factor  in  the 
latter  part  of  '59. 

Is  this  a  factor  over  which  we 
have  any  control? 

When  you  say  "we,"  I  don't  think  the 
individual  has  very  much  control  but  I 
am  inclined  to  think  that  the  change  in 
the  composition  of  the  House  and  Sen- 
ate may  have  some  effect  on  it  because 
I  think  the  Democrats  are  going  to 
question  very  seriously  the  whole 
monetary  policy  and  the  Federal  Re- 
serve Board. 

How  do  the  economists  feel  about 
some  of  the  troubles  and  fears 
I  think  we  can  talk  about  the  fear 
of  the   businessman,   for  example, 
about  the  excessive  debt? 

Well,  there's  been  an  awful  lot  of 
misunderstanding,  I  think,  about  debt — 
largely  because  of  the  magnitude  of  the 
debt  in  actual  dollars.  I  have  pointed 
out  repeatedly  that  the  growth  of  debt 
has  been  less  than  the  growth  in  produc- 
tion in  this  country,  with  the  result  that 
the  ratio  of  debt  to  production  has  gone 
down  quite  dramatically.  That's  even 
true  if  you  take  into  account  the  huge 
increase  in  the  war  debt  as  contrasted 
with  private  debt. 

I  don't  think  it  is  generally  recog- 
nized how  much  the  level  of  the  debt, 
in  total,  had  dropped  in  relation  to 
production  by  1958.  Going  back  to 
pre-war  we  had  a  drop  in  relation  of 
debt  to  production  from  210%  of  the 
year's  production  in  1930  and  189%  in 
1940,  down  to  165%  of  the  year's  pro- 
duction at  the  start  of  1958,  and  any 
increase  in  production  now  will  drop 
that  relationship  even  further. 

I  think  we  may  have  to  change  our 
whole  perspective  on  debt  because  if 
we  do  have  a  $700  billion  level  of  pro- 
duction 10  years  from  now,  it  would 
mean  that  we  could  have  as  larae  as 
$1,320,000,000,000  level  of  totafdebt. 
public  and  private,  compared  to  some 
$726  billion  now,  without  exceeding 
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the  relationships  that  we  had  as  recently 
as  1940.  And  private  debt  could  in- 
crease— without  putting  any  greater 
burden  on  our  economy  than  there  was 
in  1940 — could  increase  nearly  double, 
from  $455  billion  up  to  $890  billion; 
and  of  course,  debt,  primarily,  is  in- 
curred for  production.  That  relationship 
is  a  significant  relationship. 

Would  it  be  unfair  to  label  this 
thesis  a  transfer  of  the  deficit  financ- 
ing principle  from  government  to 
personal  expenditures?  Are  you  rec- 
ommending deficit  financing  for  the 
individual? 

Deficit  financing  in  a  prudent  rela- 
tionship, yes.  If  you  take  consumer 
credit  alone  and  look  upon  the  1940 
relationship  of  consumer  credit  to  the 
ability  to  pay  or  to  discretionary  spend- 
ing power,  we  actually  could  have  a 
considerably  higher  level  of  consumer 
credit  now,  without  being  more  greatly 
extended  than  we  were  in  1940,  as 
again,  this  increase  in  income  and  in- 
crease in  production  has  been  greater 
than  the  increase  in  consumer  debt. 

If  you  want  to  carry  that  just  five 
years  forward,  to  1964,  and  assum- 
ing that  we  will  get  back  on  the 
path  toward  this  $700  billion  econ- 
omy 10  years  from  now,  what  level 
of  consumer  credit  could  we  have? 

We  could  support  a  total  consumer 
credit  of  about  $79  billion  without 
being  out  of  line  with  purchasing  power. 
That  would  be  an  83%  increase  over 
the  present  level  of  consumer  debt. 

I  don't  like  the  term  "deficit  financ- 
ing" in  that  respect,  since  the  extension 
of  consumer  debt  in  a  way  becomes  an 
enforced  form  of  saving  because  the  re- 
payment of  that  debt  is  a  fixed  commit- 
ment and  it's  building  an  equity  in 
whatever  you  have  purchased. 

Do  you  think  there  is  any  chance 
we  might  see  a  lowering  of  the  prices 
of  goods? 

I  think  that  it  would  be  possible.  In- 
creased productivity  can  check  inflation 
and  with  adequate  demand  could  lead 
to  lower  prices.  You  are  in  constant 
conflict  there,  of  course,  with  the  in- 
creased demands  of  labor,  and  there  is 
always  a  fight  as  to  which  one  is  going 
to  get  further  ahead  there — whether  the 
consumer  is  going  to  share  in  this  in- 
creased productivity  or  the  wages  are 
going  to  go  up  and  take  all  of  it.  But 
if  our  standard  of  living  can  be  stimu- 
lated to  grow  rapidly  I  believe  produc- 
tivity overall  can  justify  higher  wages 
and  make  possible  lower  consumer 
prices  at  the  same  time. 

The  consumer  and  the  laborer  are 
the  same  person? 

They  are  the  same  person,  but  they 
don't  often  recognize  that. 

We  have  many  instances  of  labor 
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85,000,000  boxes  of  sweet,  sun-ripened  Florida  oranges  are  on 
the  move  ...  by  truck,  train  and  steamship  .  .  .  out  of  Florida's 
rich  groves  into  the  North's  important  market  centers.  Citrus  is 
big  business,  with  Florida  now  supplying  70%  of  the  nation's 
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trouble  right  now.  I  suppose  to  be 
realistic,  we  can't  look  forward  to 
any  declines  in  the  price  structures. 
Is  that  correct? 

I  wouldn't  really  say  that.  I  disagree 
completely  with  those  who  believe  that 
we  must  have  inevitable  inflation  or 
that  it  is  desirable  to  have  creeping  in- 
flation of  2  or  3%  a  year.  I  think  that 
it  is  a  matter  of  increasing  productivity 
rapidly  enough  to  keep  up  with  the  de- 
mands of  labor.  The  only  possible  way 
of  doing  that  is  to  increase  the  level  of 
demand  so  that  more  efficient  tools  can 
be  utilized  profitably  and  so  that  the 
full  advantage  can  be  taken  of  the  hours 
of  labor  that  go  into  the  product. 

You  see,  when  you  come  down  to 
how  do  you  increase  productivity,  you 
often  hear  about  the  attitude  of  labor 
and  that  is  important.  You  must  have 
an  attitude  of  labor  which  will  allow 
for  increased  technology  and  use  of 
improved  machinery.  Then  you  hear 
about  health — and  that's  important  too 
— fewer  hours  out  for  sickness,  etc. 
You  hear  about  education,  and  that's 
important  because  there's  very  direct 
relationship  of  education  to  produc- 
tivity and  income. 

But  beyond  those  three  things,  there 
are  just  two  ways  to  increase  produc- 
tivity. One  is  to  give  labor  better  tools 
and  that  means  you  have  got  to  improve 
your  plant  and  equipment  and  your  re- 
search on  products.  That  means  finan- 
cial encouragement  for  a  growing  econ- 
omy. The  other  way  to  increase  produc- 
tivity is  to  have  an  expanding  market — 
a  market  that  can  be  increasing  so  that 
you  can  sell  what  you  can  produce  and 
keep  your  tools  and  labor  working,  so 
that  you  don't  have  long  periods  of 
idleness  of  machine,  labor  and  invest- 
ment. 

And  that's  why  I'm  quite  optimistic 
about  avoiding  inflation,  because  if  we 
succeed  in  expanding  our  standard  of 
living  as  rapidly  as  the  10  year  produc- 
tion estimates  of  economists  indicate 
we  could  (i.e.  $700  billion  by  1969),  I 
think  we  can  keep  ahead  of  the  wage- 
price  spiral  and  look  forward  to  price 
stability  or  even  lowered  prices  with  in- 
creased production.  Obviously  if  you 
can  increase  your  production  and  share 
your  fixed  overhead  costs  on  a  greater 
overall  product,  you  can  lower  your 
costs  and  lower  your  prices.  That  re- 
quires greater  demand — and  demand 
can  be  stimulated  with  advertising. 

Will  people  be  buying  more  in 
1959  than  they  did  in  1958? 

Oh,  I  think  they  will,  yes.  I  think  that 
the  consumer  attitudes  have  been  im- 
proving toward  purchasing — the  survey 
of  the  U.  of  Michigan  has  shown  that. 
I  think  if  we  don't  frighten  them  by  em- 
phasizing too  much  the  dangers  of  in- 
flation and  the  dangers  of  over-exten- 


sion of  their  credit;  that  is,  if  you  allow 
them  to  use  their  own  judgment  and 
then  stimulate  their  desires  .  .  .  stimu- 
late their  interest  in  the  upgrading  of 
their  standard  of  living,  I  think  you  can 
have,  as  I  say,  a  10  to  15%  increase  in 
consumer  purchases  by  1960.  And  that 
comes  down  largely  to  an  advertising 
job. 

Can  the  advertiser,  then,  look  for- 
ward with  confidence  in  1959? 

I  think  he  can,  with  only  that  nega- 
tive factor  which  already  has  been  men- 
tioned, of  some  tendency  to  tighten  up 
on  money,  which  I  think  may  be  a 
negative  factor  with  a  lag  of  about 
eight  months  to  a  year. 

More  specifically,  what  should  ad- 
vertising be  in  dollars  to  achieve  this 
goal  of  increased  demand? 

Well,  in  total  dollars  it  should  be,  I 
would  say,  better  than  $11  billion,  real- 
ly it  should  be  about  $12  billion  to  be 
in  line  with  pre-recession  relationships 
to  our  standard  of  living. 

Is  it  possible  to  express  that  as  a 
percentage  of  the  consumer  expend- 
iture, or  the  standard  of  living  that 
we  were  talking  about? 

Well,  I  think  it  could  be,  because  I'm 
talking  in  terms  of  a  needed  standard  of 
living  by  1960  of  some  $330  billion  of 
consumer  expenditures. 

And  then  what  should  the  adver- 
tising ratio  be? 

Well,  at  $11  billion  that  would  be 
316%.  You  see,  the  ratio  of  advertising 
to  standard  of  living  or  personal  con- 
sumption expenditures  in  1956,  was 
3.7%,  but  in  1958  it  had  dropped  to 
around  3.5%.  In  other  words,  we  really 
reduced  the  advertising  pressure  in 
1958  a  little  bit  in  relation  to  pur- 
chases. On  the  basis  of  $12  billion 
expenditure  in  1960,  it  would  be  about 
3.7%.  To  stimulate  consumer  pur- 
chases of  $318  billion  in  1959  would 
require  $11.6  billion  at  the  3.7%  rate. 
I  don't  think  that  this  3.7%  that  we 
had  in  1956  was  necessarily  the  op- 
timum figure. 

I  think  that  perhaps  over  a  10  year 
period,  you  should  count  on  advertising 
representing  about  5%  of  the  overall 
standard  of  living  which,  on  the  basis 
of  $435  billion  would  bring  you  up  to 
nearly  $22  billion  by  1969. 

We  can  assume,  all  things  being 
equal,  that  the  higher  that  percent- 
age figure  of  advertising  goes,  the 
more  pressure  there  will  be  on  in- 
creasing the  standard  of  living? 

Yes,  I  think  so.  Somebody  might 
bring  up  the  question  of,  "Well,  where 
do  you  reach  the  point  of  diminishing 
returns?"  and  I  don't  know  where  that 
is.  But  I  don't  think  5%,  say,  10  years 
from  now  would  be  at  that  diminishing 
return  point. 

Do  you  think  that  we  are  now 
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advertising  at  even  Interview  With 
the  minimum  rate — 
that  the  current  level 
of  advertising  is 
enough  to  maintain 
ourselves  at  an  even 
keel,  much  less  ad- 
vancing? 

I  think  that  there 
are  factors  in  this 
whole  economy,  of 
ours  that  are  not  being  taken  into  ac- 
count in  terms  of  potential  by  the  ad- 
vertiser— not  taken  into  account  fully. 
I  developed  some  figures  for  the  AAAA 
regional  meeting  in  Palm  Springs  last 
October  which  could  be  useful  as  a  sort 
of  a  rough  yardstick  that  an  advertiser 
might  just  lay  down  beside  his  individ- 
ual product. 

Assuming  that  he  was  doing  an  ade- 
quate advertising  job  in  1951,  using 
1951  as  a  starting  point,  this  indicates 
what  he  would  need  to  spend  today,  in 
1959,  to  take  into  account  just  four 
factors  of  change. 

Now,  in  the  first  place,  and  the  one 
that  most  people  talk  about,  has  been 
the  increased  cost  of  advertising;  that  is, 
the  cost  of  reaching  a  household  or 
C-P-M  circulation.  That  averages  out 
for  the  different  kinds  of  media — print 
media  and  broadcast  media — to  about 
9%  increase  between  1951  and  1959. 
So  obviously,  if  you  are  just  going  to 
do  the  same  sort  of  a  job  that  you  did 
in  1951  on  an  individual  product  you 
would  have  to  spend  $1.09  in  1959 
compared  to  $1.00  in  1951. 

But  that's  only  the  least,  the  very 
smallest  part,  of  what  you  should  take 
into  account  even  though  it  is  the  part 
that  most  of  the  emphasis  has  been  on 
when  discussing  increased  cost  of  ad- 
vertising. 

The  next  factor  is  that  the  population 
has  increased;  you've  got  more  house- 
holds to  reach.  If  you  want  just  to  have 
the  same  proportion  of  households 
reached  that  you  had  in  1951  for  this 
product  with  the  same  kind  of  cam- 
paign that  you  had,  you'd  have  to  add 
another  17  cents.  It  would  cost  there- 
fore $1.26  or  26%  more  to  reach  the 
same  proportion  of  households  that  you 
had  reached,  at  the  increased  cost  of 
advertising. 

But  then  as  a  third  factor  you  must 
take  into  account  the  fact  that  these 
people  are  being  reached  by  a  great 
many  more  competitive  messages  today 
than  they  were  in  1951.  You  have  had 
a  very  real  physical  increase  in  the 
number  of  messages  reaching  the  aver- 
age person.  I'm  not  talking  about  the 
dollar  pressure  increase  that's  taken 
place,  but  the  actual  number  of  com- 
petitive messages,  and  if  you  want  just 
to  maintain  your  position  in  each 
household  that  you  reach,  you  now 
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The  best  things  in  life ... 

Proud  and  impressive,  the  one-hundred  million  dollar 
Texas  Medical  Center  in  Houston  stands  as  the  fulfillment 

of  a  dream  to  further  education  research  and  treatment. 
Ever  growing,  this  great  and  humanitarian  project  is  among 
the  finest  of  its  kind  in  the  world. 
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IGH  towers  are  wonderful  when  located  to  serve  PEOPLE  instead  of  PINES, 
'POSSUMS  and  PORCUPINES.  WSPA-TV  is  located  to  serve  the  people  of 
the  PROSPEROUS  PIEDMONT.  The  area  is  highly  industralized  and  its  con- 
centration of  population  ranks  with  industrial  areas  of 
New  England. 

WSPA-TV  IS  NEAREST  THE  PEOPLE  AND 
SERVES  THEM  BEST  WITH  CBS. 


WSPA-TV 


AM      -  TV 

SPARTANBURG 


F  M 


WSPA-TV  has  its  tower  on  Paris  Mountain,  in  the  very 
heart  of  the  Magic  Piedmont  Industrial  Circle  .  .  .  With 
antenna  height  of  1180  feet  above  average  terrain, 
Channel  7  blankets  the  Spartanburg,  Greenville,  Ander- 
son SUPERMARKET  with  the  best  television  picture. 


NATIONAL  REPRESENTATIVES 

GEORGE  P.  HOLLINGBERY  COMPANY 


WSPA-TV  IS  THE  ONLY  CBS,  VHF  STATION 
SERVING  THE  SPARTANBURG-GREENVILLE-ANDERSON  SUPERMARKET 
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.  .  .  Advertisers  should  accept  that  it  now  takes  $2.21  to  interview  with 
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would  have  to  add  another  54  cents. 
That  is,  if  in  1951  one  out  of  every  100 
messages  going  in  the  household  was 
on  your  product,  you  would  still  have 
that  same  relationship  to  competitive 
advertising.  So  that  means  that  to  cover 
the  increased  cost  of  reaching  a  house- 
hold and  to  have  the  same  proportion 
of  messages  that  you  had  before  and 
thus  to  have  the  same  position  in  the 
household  competitively  that  you  had 
before  it  would  now  take  80%  more, 
or  $1.80  for  every  1951  dollar. 

But  a  fourth  factor,  the  purchasing 
power  of  the  prospective  customer  has 
increased.  He's  a  much  better  prospect 
for  your  product  today  than  he  was  in 
1951,  taking  the  average  increase  in  the 
disposable  income  of  the  population. 
He  can  be  a  better  customer.  If  you 
want  to  take  that  into  account  so  that 
you  will  be  reaching  people  in  propor- 
tion to  their  prospective  buying  poten- 
tial from  you,  you'd  have  to  add  an- 
other 41  cents. 

That  would  mean  that  to  take  into 
account  those  four  factors,  the  increased 
cost-per-thousand,  the  increase  in  the 
number  of  households,  to  match  com- 
petition among  the  people  that  you're 
reaching  in  terms  of  messages  and  to 
take  into  account  the  purchasing  power 
increase  of  this  family  as  a  prospective 
customer,  it  would  take  $2.21  for  every 
dollar  you  spent  in  1951,  or  121% 
more  than  you  did  in  1951. 

Now,  that's  just  a  rough  yardstick 
and  it  doesn't  take  in  other  factors 
about  these  people,  that  is,  their  in- 
creased education  and  their  changed 
ideas.  It  takes  into  account  only  four 
factors  which  are  important  factors,  but 
if  you  want  to  match  up,  so  that  you 
are  really  doing  the  kind  of  a  job  in 
relation  to  your  potential  market  that 
you  were  doing  in  1951 — assuming  that 
you  are  satisfied  with  your  '51  market 
— it  means  that  you  should  be  spending 
2lA  times,  roughly,  as  much  today. 

Are  advertisers  willing  to  accept 
this  position  and  put  in  that  added 
$1.21? 

Some  are.  Some  have  even  gone  be- 
yond that.  Others  have  thought  only  in 
terms  of  the  increased  cost  per  unit  of 
space  or  time  per  1,000  and  have  just 
tried  to  match  it.   They  say,  "Well, 


we're  doing  all  right;  we're  taking  care 
of  this  increased  cost." 

There  is  another  whole  problem 
which  becomes  apparent  during  a  reces- 
sion: advertising  budgets  which  are 
fixed  dollars  per  unit  of  sale.  Then 
through  something  beyond  your  con- 
trol, more  or  less,  you  have  a  decline  in 
sales — such  as  the  1958  recession  de- 
cline in  automobiles.  With  automotive 
sales  dropping  in  terms  of  numbers  of 
units  and  with  many  budgets  on  auto- 
mobiles being  set  up  at  a  fixed  number 
of  dollars  per  car,  you  had  an  automatic 
dropping  of  advertising  effort  at  the 
very  time  when  there  should  have  been 
an  increase  in  advertising  because  pur- 
chasing power  actually  was  higher. 

It  is  rather  interesting  on  the  auto- 
motive picture  that  the  real  purchasing 
power  of  the  total  population — and  I'm 
talking  now  of  the  disposable  income 
after  taxes,  corrected  for  the  value  of 
a  dollar  or  corrected  for  prices — was 
7%  greater  in  the  fall  of  1958,  than  it 
was  in  1955.  Yet  we  sold  over  7  million 
passenger  cars  in  1955.  There  was  more 
real  purchasing  power — corrected  for 
inflation  and  everything  else — by  7% 
in  1958,  than  there  was  in  1955,  and 
yet  with  the  reduced  advertising  pres- 
sure the  industry  sold  less  than  5  mil- 
lion cars,  in  1958 — about  Vs  less  than 
in  1955. 

Mr.  Johnson,  what  about  the  post- 
war baby  boom?  Isn't  it  time  that 
some  of  these  babies  were  growing 
up  to  be  customers? 

Yes.  If  you  take  the  age  18  as  the 
beginning  of  the  family  formation  stage 
we  are  seeing  in  1959  the  beginning  of 
a  very  rapid  increase  in  that  age  group. 

That  is  the  buying  stage.  It  has  been 
called  sometimes  the  age  of  accumula- 
tion; it's  the  point  at  which  they  start 
to  get  married,  start  to  set  up  their  own 
households,  start  to  have  children,  and 
that  means  the  beginning  of  brand  in- 
terests, the  beginning  of  a  need  for 
durable  goods  and  home  furnishings; 
it's  the  starting  point  and  the  period  of 
acquisition  from  there  through  the 
early  30's. 

If  the  advertiser  is  going  to  do 
an  educational  job,  isn't  that  just  the 
time  he  ought  to  be  reaching  these 


people?  In  other  words,  in  1959  on 
through  1960? 

Yes.  That's  the  period  in  which  we 
are  going  to  have  a  very  rapid  increase 
in  the  number  of  people  coming  into 
this  beginning  of  the  family  formation 
stage.  The  number  of  people  reaching 
the  age  of  18  didn't  really  show  very 
much  of  an  increase  in  the  last  five 
years,  up  through  1958.  It  is  just  start- 
ing in  '59  and  it  will  increase  very 
rapidly — by  1965,  there  will  be  about 
70%  more  reaching  the  age  of  18  each 
year. 

How  much  weight  would  you  put 
on  this  factor?  Do  you  think  this 
factor  alone  might  be  strong  enough 
to  stimulate  the  economy? 

It  will  be  a  plus  pressure,  but  if  these 
people  don't  have  jobs,  they  can't  do 
the  buying.  No,  it  doesn't  happen  auto- 
matically. Just  because  you  have  an  in- 
crease in  population  doesn't  mean  neces- 
sarily that  you  have  an  increased  stand- 
ard of  living  or  an  increased  demand. 

You  can  demonstrate  that  by  the 
under-developed  countries:  China  and 
India,  and  so  forth.  Population  alone 
doesn't  mean  markets.  You  must  have 
the  increased  productivity — stimulated 
by  a  real  desire  for  higher  living  stand- 
ards. When  you  combine  an  increase 
in  population  with  an  increase  in  edu- 
cation and  an  increase  in  productivity, 
then  you  have  increased  markets. 

Can  you  at  this  point  prescribe 
a  period  that  might  be  called  the 
golden  years  for  production?  Would 
you  say  it's  the  next  10,  or  the 
next  15? 

Well,  I'd  say  it  is  the  next  10  quite 
definitely,  because  it  is  in  these  10  years 
that  we  do  have  this  coming  of  age  of 
a  great  increase  in  population.  We  know 
that  we  have  the  resources  for  the  kind 
of  production  we  need,  and  we  know 
that  we  have  had  a  past  history  of  pro- 
ductivity which  can  lead  us  to  the  $700 
or  $750  billion  level  10  years  from  now. 

Now,  of  course,  one  could  say,  "Well, 
why  not  20  years;  why  not  30  years?" 
Well,  it  is  a  little  hard  to  try  to  look 
ahead  that  far,  but  we  do  know  our 
markets  for  the  next  10  to  15  years  in 
terms  of  population  as  these  people 
already  have  been  born. 
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IN  1959:  BOOST  FOR  RADIO-TV 

A  broadcasting  economist  sees  radio  back 
on  upward  climb  and  tv  hitting  new  highs 


By  RICHARD  P.  DOHERTY,  president,  Tv-Radio 
Management   Corp.,   Washington,  D.C. 

For  1959  we  may  expect  a  solid  year 
of  progressive  economic  improvement, 
but  we  should  not  expect  a  boom.  Con- 
sumer revenue  and  expenditures  will 
rise,  overall  business  earnings  will  in- 
crease moderately,  all  segments  of  the 
economy  will  improve  and  by  the  end 
of  the  year  we  will  have  regained  the 
losses  of  the  1957-1958  recession.  The 
overall  gain  in  general  business,  as  re- 
flected by  the  gross  national  product 
(total  value  of  goods  and  services), 
should  be  in  the  order  of  8% -10%  dur- 
ing the  next  12  months  over  the  reces- 
sion low  point  of  1958. 

Of  primary  significance  to  the  broad- 
casting industry  is  the  fact  that  all  media 
advertising  expenditures  will  reach  a 
new  all  time  high.  Tv  and  radio  will 
get  their  full  share  of  the  larger  adver- 
tising dollar  and  each  will  derive  more 
revenue  than  in  1958. 

Tv  dollars  will  top  1958  by  a  10%- 
12%  margin  and  prove  again  that  the 
industry  has  what  it  takes  to  step  up- 
ward, year  after  year.  All  areas  of  tv 
will  be  strong.  Local  tv  expenditures 
should  gain  by  5% -7%  over  1958;  na- 
tional spot  tv  outlays  should  rise  by 
12% -14%  while  tv  expenditures  at  the 
network  level  should  show  a  12%  im- 
provement. 

Virtually  every  tv  station  will  ex- 
perience a  1959  gross  revenue  gain  over 
its  respective  1958  figure.  Obviously 
these  1959  advances  will  vary  consider- 
ably, on  a  station  percentage  basis,  but 
plus  figures  will  show  up  in  nearly  every 
case.  This  was  not  so  in  1958.  A  very 
considerable  number  of  individual  tv 
stations  witnessed  a  1958  decrease  vs 
1957  despite  the  fact  that  the  total  tv 
industry  (all  stations  and  networks)  had 
a  slightly  better  aggregate  gross  revenue 
in  1958  than  it  had  in  1957. 

Using  the  record  of  1957  (the  latest 
year  for  which  complete  data  are  avail- 


able) as  a  basis  of  comparison,  here  are 
an  estimate  of  1958  results  and  a  fore- 
cast for  1959.  See  table  below. 

Note  that  both  advertising  expendi- 
tures for  television  and  the  revenue  re- 
ceived by  tv  stations  and  networks  in- 
creased in  1958  over  1957.  Tv  was  one 
of  the  rare  industries  which  made  gains 
in  1958.  In  the  face  of  a  rather  universal 
recession  tv  not  only  advanced  but 
reached  a  new  high  in  its  business 
volume. 

While  the  overall  1958  tv  industry 
revenue  (all  stations  and  networks)  made 
out  well  in  the  face  of  the  general  eco- 
nomic recession,  a  considerable  number 
of  established  individual  tv  stations  ex- 
perienced a  decline  in  gross  sales — new- 
ly developed  stations  being  excepted. 
It  is  our  personal  estimate  that  at  least 
95  tv  stations  (both  vhf  and  uhf)  oper- 
ated at  a  loss  (after  depreciation  and 
other  charges)  during  1958. 

The  causes  for  reduced  1958  individ- 
ual station  revenue  are  quite  obvious: 
(a)  added  market  competition  due  to 
more  tv  stations  going  on  the  air;  (b)  dip 
in  "per  station"  average  national  spot 
which  affected  some  markets  more  than 
others;  (c)  adverse  local  business  condi- 
tions. On  the  other  hand  practically 
every  tv  station  had  a  rise  in  its  net- 
work revenue. 

Individual  tv  station  profit  margins 
have  been  shrinking  for  the  past  few 
years.  For  the  industry,  as  a  whole, 
there  will  be  a  slightly  higher  profit  mar- 
gin in  1959  vs  1958  but  this  should  not 
necessarily  be  judged  as  a  reversal  of 
trend — merely  an  improvement  over  the 
not  so  good  profit  margins  of  1957.  Im- 
proved profit  margins  or  decreased  loss 
ratios  will  be  available  for  the  majority 
of  individual  tv  stations  in  1959  if  man- 
agement learns  to  control  expenses  on 
all  sides. 

Radio  didn't  have  a  particularly  good 
1958  on  a  station-by-station  basis.  De- 
spite  the   optimistic   claims   of  some 


(Add  000,000  to  all  dollar  figures) 


All  advertising  expenditures'5 
Expenditures  in  tv* 
Tv  share  of  expenditures* 
Tv  station-network  revenue** 
Expenditures  in  radio* 
Radio  share  of  expenditures* 
Radio  station-network  revenue* 


1957 
$10,310 
$  1,291 
12.52% 
$  943.2 
$  623.0 

6.04% 
5  517.9 


1958 
$10,100 
$  1,375 

13.5% 
$  982.0 
$  612.0 

6.05% 
$  503.0 


1959 
$10,400-10,500 
$  1,420-  1,425 

13.7% 
S  1,025.0 
$  625.0 
6.0% 
$  520.0 


groups,  we  personally  hold  to  the  con- 
clusion that  total  1958  radio  revenue  fell 
off  slightly  (approximately  3%)  as  com- 
pared with  the  1957  level.  Moreover, 
we  judge  that  at  least  2,400  individual 
radio  stations  either  barely  matched 
1957  gross  revenue  or  showed  a  de- 
crease. The  underlying  causes  were:  (a) 
adverse  local  economic  conditions  which 
hurt  this  area  of  sales  which  is  so  all 
important  for  most  radio  stations;  (b)  the 
slump  in  national  spot  during  the  first 
nine  months;  (c)  tv  competition  in  the 
market;  (d)  greater  intra-market  com- 
petition due  to  formula  programming; 
(e)  highly  intensified  radio  competition, 
in  many  markets,  arising  from  the  "wide 
open"  FCC  policy  of  granting  new  radio 
licenses. 

Partially  offsetting  the  2,400  stations 
which  barely  held  their  own  or  dropped 
in  their  gross  revenue  scale,  we  estimate 
that  approximately  500  radio  stations 
experienced  a  rise  in  total  sales  income 
of  better  than  10%.  Most  of  these  sta- 
tions operated  in  the  top  75  markets  of 
the  nation  and  their  gains,  dollar-wise, 
were  large  in  total  aggregate.  Another 
300-odd  stations  experienced  gross  reve- 
nue increases  of  5% -10%. 

In  1959,  total  radio  industry  station 
and  network  revenues  will  fully  equal  or 
exceed  the  1957  figure  of  $517,900,000. 
We  will  not  be  surprised  if  the  over-all 
industry  receives  total  advertiser  ex- 
penditures of  between  $625,000,000  and 
$630,000,000  with  the  broadcast  reve- 
nue (stations  and  networks)  in  the 
vicinity  of  $520,000,000. 

In  the  face  of  this  expected  improve- 
ment in  over-all  radio  industry  revenue, 
the  great  majority  of  radio  stations  will 
be  faced,  during  1959,  with  the  problem 
of  creeping  costs  and  intensified  audi- 
ence and  sales  competition  from  other 
stations  within  the  market.  This  matter 
of  audience  competition,  with  conse- 
quent effects  on  station  sales,  is  not  new 
for  radio  but  it  has  become  greatly  in- 
tensified during  the  past  two  or  three 
years.  Over  and  beyond  the  addition  of 
new  station  licenses  to  many  markets, 
established  stations  have  improved  their 
coverage  and,  most  of  all,  the  strong 
growth  in  news  and  music  operations 
(selective  formula  or  other  formula  in- 
cluding top  50's,  top  60"s,  etc.)  has 
greatly  leveled  out  station  competition 
in  most  markets. 


'  Expenditures  mean  total  money  spent  by  advertisers  for  production,  programs,  time  space  and  all 
advertising  services.  For  1957  these  figures  were  calculated  by  McCann-Erickson  for' Printer's  Ink 

Revenues  are  total  money  received  by  stations  and  networks  for  sale  of  time,  talent  and  other 
services,  i-or  1957  the  revenue  figures  were  reported  by  the  FIX. 
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The  new  look  in  Michigan  coverage 

BY 


GRADE 
B 

GRADE  1 
A 

1  CITY 
1  GRADE 

BATTLE 
CREEK 

CHANNEL 


mm  II 


FULL  POWER: 
Video  — 316,000  watts 
Audio— 158,000  watts 
Antenna  height— 1008' 


1© 


WILX-TV  is  the  only  single  station  that  will  com- 
pletely cover  Michigan's  Golden  Triangle- 
Jackson,  Lansing  and  Battle  Creek — with  a  City 
Grade  signal! 


WILX-TV  has  the  Right  coverage  in  the  Right  spot 

TOTAL  STATE  EXCLUDING  METROPOLITAN  DETROIT  B  SIGNAL  AREA 


Population 
Households 
TV  Households 
Farm  Population 
Retail  Sales 


43.4% 
44.7% 
44.0% 
34.1% 
47.3% 


Retail  Food  Sales  47.3% 

Retail  Drug  Sales  48.6% 

Retail  Automotive  Sales  50.3% 

Retail  Filling  Stations  46.3% 

Gross  Farm  Income  39.9% 


Only  WILX-TV,  an  NBC  affiliate,  can  so  thoroughly  cover  and  deliver  this  rich  out-state 
market!  Just  check  those  figures  again! 


Michigan's  Golden  Triangle  is  a  major  market. 
In  total  population  it  ranks  just  below  the  10th 
largest  metropolitan  area*  and  in  TV  homes, 
ranks  just  below  the  27th  market  area  *  *  in  the 
nation. 


prime  time  now  available! 

RIGHT  NOW.  .  .  is  the  time  to  contact 

VENARD,  RINTOUL  &  McCONNELL,  INC. 
for  complete  market  information 


WILX-TV 


CHANNEL 


SERVING  MICHIGAN'S 

GOLDEN  TRIANGLE 


LANSING 

BATTLE — \ 
CREEK  \ 

JACKSON 
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WHAT  THE  SPACE  AGE  MEANS  TO  TV 

Tests  this  year  will  pave  way  for  international  networking 


Sometime  this  year  a  rocket  carrying  a  collapsed  balloon 
will  thunder  into  space.  At  a  prearranged  moment  the 
balloon  will  be  ejected  from  its  hurtling  cocoon,  inflated  to 
its  full  100-foot  diameter  and  spun  into  orbit.  The  first 
space  radio  reflector  will  have  begun  circling  Earth. 

Dramatic  as  this  trick  may  seem  at  the  beginning  of 
Earth  Year  1959,  it  will  be  no  more  than  a  crude  forerunner 
of  an  international  networking  system  soon  to  come.  Scien- 
tists confidently  predict  that  satellite  relays  for  global  tv  will 
be  in  operation  before  the  television  set  you  buy  today  is 
obsolete. 

The  balloon  which  will  be  put  into  orbit  in  1959  will  be 
the  first  of  its  type  of  relay  station  but  not  the  first  instru- 
ment to  be  used  for  radio  relay  in  space.  The  Atlas  SCORE 
which  played  back  President  Eisenhower's  Christmas  mes- 
sage last  December  was  also  a  relay  station.  The  balloon 
and  the  Atlas  SCORE  (Signal  Communication  via  Ofbital 
Relay  Equipment)  are  the  first  test  versions  of  the  two  main 
types  of  stations  which  scientists  say  will  eventually  be  used 
for   nation-to-nation,    hemisphere-to-hemisphere  television 


networking.  Space  communicators  call  the  balloon  a  pas- 
sive reflector,  the  Atlas  satellite  an  active  relay. 

Passive  Reflectors  •  The  balloon  which  will  be  tested  this 
year  and  its  successors  of  whatever  shape  or  composition 
will  be  nothing  more  than  rebound  surfaces  against  which 
signals  can  be  bounced  from  one  point  on  Earth  to  another. 
Passive  reflectors  require  no  instrumentation  or  power 
source  of  their  own,  but  the  Earth  transmitting  apparatus 
must  use  tremendous  power  to  throw  a  signal  hard  enough 
to  bounce  off  the  reflector  and  back  to  Earth. 

Active  Relays  •  The  Atlas  SCORE  was  a  "storage  type" 
of  active  relay.  It  contained  tape  recording  gear,  a  trans- 
mitter and  receiver.  It  stored  messages  which  were  played 
back  upon  command  from  an  Earth  station.  Another  type 
of  active  relay,  yet  to  be  tested  in  space,  will  be  "instan- 
taneous." It  will  receive  Earth  signals,  amplify  them  and 
re-transmit  them  to  Earth  in  micro-seconds.  Both  kinds  of 
active  relays  need  their  own  source  of  power  and  delicate 
instruments  that  would  require  maintenance  if  they  were 
to  be  kept  in  operation  over  long  periods. 
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The  question  of  maintenance  has  been  the  source  of 
countless  engineer-type  jokes  including  those  that  inquire 
into  what  kind  of  holiday  schedules  IBEW  would  demand 
in  space  transmitter  contracts.  It  is  also  under  serious  study. 

Only  recently  Lockheed  missile  engineers  suggested  the 
construction  of  Astrotugs  which  would  carry  crews  aloft  to 
assemble  large  space  platforms.  The  Lockheed  scientists 
pointed  out  that  space  platforms  would  be  too  big  to  be 
boosted  intact  into  orbit  by  present  rocket  power,  but  they 
could  be  launched  in  sections  and  assembled  in  space.  The 
Astrotugs  could  also  be  used  to  carry  maintenance  men. 

There  is  another  question  about  relay  stations  on  which 
scientists  are  divided.  How  high  the  orbit? 

The  majority  of  space-communicators  favor  placement  of 
relay  stations,  whether  passive  or  active,  some  22,300  miles 
in  space  where  the  speed  of  their  orbits  would  be  virtually 
the  same  as  the  rotation  of  Earth.  The  positions  of  these 
satellites  would  be  fixed  in  relation  to  a  position  on  Earth 
and,  seen  from  a  given  point  on  Earth,  would  appear  to  be 
'"stationary." 

Other  scientists  say  the  "stationary"  satellite  would  be 
too  critical  to  launch  and  guide  into  position.  They  urge 
a  series  of  low  flying  satellites,  possibly  20,  so  that  there 
would  always  be  one  "in  view"  of  a  given  point  on  Earth. 
These  would  circle  at  the  Equator,  like  a  string  of  Christmas 
baubles  in  space. 

Matter  of  Time  •  There  are  mechanical  problems  to  be 
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solved  and  many  trials  and  probably  failures  to  be  endured, 
but  scientists  are  unanimously  agreed  that  space  relay  is 
inevitable. 

The  Select  House  Committee  on  Space  in  its  yearend  re- 
port published  early  last  month  stated  that  "within  a  decade 
peaceful  applications  of  space  development  to  weather  pre- 
dictions and  long-rang  communications  alone  will  more  than 
pay  back  to  the  economy  all  the  funds  previously  required 
to  achieve  these  capabilities." 

In  a  statement  issued  last  March  by  the  President's  Sci- 
ence Advisory  Committee,  the  communications  aspect  of 
space  exploration  was  referred  to  in  this  manner: 

"This  all  leads  up  to  an  important  point  about  space  ex- 
ploration. The  cost  of  transporting  men  and  material 
through  space  will  be  extremely  high,  but  the  cost  and  diffi- 
culty of  sending  information  through  space  will  be  com- 
paratively low.  .  .  .  They  [satellites]  will  surely- — and  rather 
quickly — be  pressed  into  service  for  expanding  world-wide 
communications,  including  intercontinental  television. 

"At  present  all  transoceanic  communication  is  by  cable 
(which  is  costly  to  install)  or  by  shortwave  radio  (which  is 
easily  disrupted  by  solar  storms).  Television  cannot  practi- 
cally be  beamed  more  than  a  few  hundred  miles  because 
the  wavelengths  needed  to  carry  it  will  not  bend  around 
the  earth  and  will  not  bounce  off  the  region  of  the  atmos- 
phere known  as  the  ionosphere. 

"To  solve  this  knotty  problem,  satellites  may  be  the  thing, 
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for  they  can  serve  as  high-flying  radio 
relay  stations.  Several  suitably-equipped 
and  properly-spaced  satellites  would  be 
able  to  receive  tv  signals  from  any  point 
on  the  globe  and  relay  them  directly — 
or  perhaps  via  a  second  satellite — to 
any  other  point.  .  .  ." 

In  a  space  handbook  issued  by  the 
RAND  Corp.,  the  top  Air  Force  civilian 
"think"  organization,  the  following  was 
suggested: 

•  Communications  between  space  ve- 
hicles and  earth  stations  are  rather  easy 
to  maintain  in  satellite  or  lunar  flights. 
Communications  as  far  as  Mars  seem 
reasonably  well  in  hand,  but  at  much 
greater  distances  current  possibilities  be- 
come questionable. 

•  Opportunities  in  astronautics  in- 
clude (1)  large-scale  radio  broadcasting 
facilities,  (2)  long-range,  point-to-point 
communications  without  elaborate, 
slowly  constructed  ground  facilities, 
(3)  reliable  communication  at  low 
power  levels  with  fixed  or  vehicular  sta- 
tions, and  (4)  point-to-point  communi- 
cations over  long  ranges  at  low  power 
levels  to  conserve  the  already  crowded 
radio  frequency  spectrum. 

•  The  feasibility  of  communications 
across  lunar  distances  (about  240,000 
miles)  with  present  components  is  well 
established.  With  components  that  can 
be  made  available  in  a  relatively  few 
years,  communications  will  be  possible 
over  distances  as  great  as  50  million 
miles  (about  the  distance  to  Mars  or 
Venus  when  these  planets  are  closest  to 
Earth).  For  communication  to  Jupiter 
(about  500  million  miles)  additional 
technical  advances  would  be  required. 

Reasons  for  Space  Stations  •  Why 
this  concern  with  communication  possi- 
bilities? It's  simple. 

There  are  only  two  ways  of  instan- 
taneously sending  and  receiving  mes- 
sages across  oceans.  One  is  via  cable; 
the  other,  via  shortwave  radio.  Cables 
are  expensive  to  lay  and  to  repair.  In 
1956  AT&T  laid  its  second  Atlantic 
Ocean  cable.  This  cost  $36  million  to 
lay.  Its  capacity  is  160  kc — enough  for 
36  voice  circuits,  but  far  inferior  to  the 
4,500  kc  required  for  a  television  pic- 
ture. Radio  is  plagued  by  the  heavy 
demands  on  the  restricted  spectrum 
space — the  short  wave  band  occupies 
the  high  frequency  band  below  30  mc 
(from  around  6  mc  to  21.45  mc) — and 
by  the  disturbances  caused  by  sun  spots 
and  similar  atmospheric  aberrations. 

Perhaps  the  best  answer  for  the 
American  scientist's  eager  concern  with 
space  relaying  was  given  by  Dr. 
Herbert  F.  York,  chief  scientist  of  the 
Defense  Dept.'s  Advanced  Research 
Projects  Agency:  One  communications 
satellite  might  handle  as  many  tele- 
phone calls  as  the  entire  Bell  Telephone 
system  handles  today,  he  stated. 

The  significance  of  space  communi- 
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Si  Fueris  Romae ,  Romano 


Vivito  More.." 


Ad-landers  get  that  lusty  Roman  feeling  every 
time  they  drop  in  at  the  Forum  of  12  Caesars 
in  New  York.  No  wonder,  with  a  dozen  Caesars 
gazing  royally  down  from  the  walls. 

A  quick  mental  segue  back  to  the  Golden  Age  of 
the  Roman  Empire  brings  up  St.  Ambrose's 
well-remembered  "When  in  Rome  .  .  ."  And  when 
time  buying  talk  swings  round  the  compass 
to  Down  East,  it  comes  out — "When  in  Maine, 
buy  as  Maine  businessmen  buy." 

Despite  all  the  charts,  the  dope  sheets,  the 
CPMs,  the  local  businessman  still  is  the  best 
proof  of  which  station  delivers  the  market.  The 
shrewd  Down  Easter  is  as  close  to  his  ad  budget 
as  the  bark  on  a  tree.  He  won't  buy  unless  he 
gets  results.  And  he  knows  the  "H"  in  Hildreth 
Stations  stands  for  a  "Heap"  of  results. 

So,  "When  in  Maine,  buy  as  the  Maine  businessman 
buys"  .  .  .  Buy  the  Hildreth  Stations. 
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The  first  talking  satellite  •  An  Air  Force  Atlas  missile 
last  December  carried  a  tape  recorded  Christmas  mes- 
sage from  President  Eisenhower  into  orbit,  later  relayed 
a  voice  message  from  one  Earth  station  to  another.  The 
missile  is  shown  at  left  before  its  launching.  The  com- 
munications package  it  carried  is  shown  below. 

The  41/i-ton,  $2  million,  military  satellite  contained 
dual  receivers,  tape  recorders,  transmitters  and  beacon 
gear.  The  President's  voice  was  pre-recorded  and  placed 
on  the  tape  recorder  spools  just  before  blastoff.  On 
command  from  ground  stations,  the  tape  recorders  were 
activated  and  flashed  the  President's  words  to  receivers 
on  the  ground.  The  Army  had  four  such  stations — 
spread  from  Southern  California  to  Georgia. 

Intensive  tests  continued  for  the  24  days  that  the 
Atlas  was  aloft.  They  culminated  in  the  complex  techni- 
que of  a  Signal  Corps  engineer  at  Fort  Monmouth,  N.J., 
talking  via  long  distance  wire  lines  to  the  west  coast 
ground  station  and  having  his  words  transmitted  to  the 
satellite,  where  they  were  recorded  and  stored.  When 
the  satellite  appeared  over  the  east  coast  ground  station, 
the  recorder  was  triggered  and  the  words  were  returned 
to  Earth. 

Each  of  the  two  communications  packages  in  the 
Atlas  was  34-in.  long,  12-in.  wide  and  10-in.  high.  In- 
side each  was  an  endless  loop  7x5-in.  tape  recorder  with 
4-minute  capacity,  a  fully-transistorized,  31/ix41/i xl-in. 
receiver,  and  a  6V4x4Vix41/2-in.  8  w  transmitter.  Silver- 
oxide  batteries  with  a  4  to  6  week  life,  control  beacon, 
tracking  equipment  and  telemetry  gear  were  also  in- 
side each  capsule. 


■bun 


cations  was  more  graphically  expressed 
by  Arthur  C.  Clarke,  English  scientist. 

"The  tv  satellite,"  he  said,  "is 
mightier  than  the  ICBM." 

"Of  all  the  applications  of  astronau- 
tics during  the  coming  decade,"  Mr. 
Clarke  continued,  "I  think  the  com- 
munications satellite  the  most  important 
.  .  .  The  printed  word  plays  a  small 
part  in  the  battle  for  the  minds  of 
largely  illiterate  populations  and  even 
radio  is  limited  in  range  .  .  . 

"But  when  line-of-sight  tv  transmis- 
sions become  possible  from  satellites  di- 
rectly overhead,  the  propaganda  effect 
may  be  decisive  .  .  .  Considering  the 
impact  of  tv  upon  our  own  ostensibly 
educated  public,  the  impact  upon  the 
peoples  of  Asia  and  Africa  may  be  over- 
whelming. 

"It  may  well  determine  whether  Rus- 
sian or  English  is  the  main  language  of 
the  future." 


The  eminent  Dr.  Lloyd  V.  Berkner, 
president  of  Associated  Universities 
Inc.,*  was  even  more  sanguine: 

"Satellites  are  of  almost  immediate 
commercial  utility  .  .  .  [there  are] 
a  variety  of  schemes  to  provide  tens 
of  thousands  of  new  channels  of  com- 
munications over  great  distances  .  .  . 
The  value  of  such  channels  for  all 
purposes,  including  international  tele- 
vision, far  exceeds  the  costs  of  the 
satellites;  they  are  certain  to  become 
regular  features  of  our  economy." 

Dr.  Louis  G.  Dunn,  president  of 
Space  Technology  Labs.  Inc.,  Los  An- 
geles, has  the  same  views: 

"It   is  my  opinion  that  the  most 

*  Associated  Universities  is  a  group  of 
universities — including  MIT,  Harvard,  Yale, 
and  Princeton — which  run  such  major 
undertakings  as  the  atomic  Brookhaven 
Lab.  at  Brookhaven,  Long  Island,  and  the 
Radio  Astronomy  Lab.  at  White  Sulphur 
Springs,  W.Va. 


significant  development  that  will 
emerge  out  of  the  various  space  pro- 
grams is  the  use  of  satellites  for  a 
world-wide  communication  system  .  .  . 

"A  careful  analysis  of  the  relative 
costs  of  satellites  and  of  more  conven- 
tional communication  systems  shows 
that  even  at  today's  costs  the  com- 
munication satellite  costs  less  than  the 
underseas  telephone  cable  per  cycle  of 
bandwidth  and  is  comparable  in  cost 
with  that  of  the  overseas  radio  system. 

"But  what  is  of  utmost  importance 
is  that  it  will  do  what  no  other  device 
will  do;  it  will  provide  the  wide  band- 
widths  required  for  tv,  multi-channel 
telephone  and  secure  communications. 

"Literally,  it  opens  a  new  era  of 
reliable  long  range  communications 
that  may  well  revolutionize  our  life.  It 
is  safe  to  predict  that  this  particular 
use  of  rocket  vehicles  will  have  more 
direct  effect  on  the  man  in  the  street 
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Blair  Radio 
Stations  keep 
Ben-Gay  sales 
far  in  front 

in  many  major  markets 


In  the  drug  field,  few  products  can  match  Ben-Gay's 
record  of  service  to  several  generations. 

And  in  marketing  methods,  no  product  is  more  mod- 
ern. For  in  America's  major  markets,  Ben-Gay  uses  the 
tremendous  selling-power  of  Spot  Radio— and  Spot  Radio 
exclusively  —  to  maintain  its  position  of  leadership. 

In  many  of  these  major  markets,  Blair  Stations  have 
carried  a  heavy  share  of  the  advertising  attack.  The 
simple  fact  is:  BLAIR  STATIONS  SELL.  Through  ap- 
plied audience-research,  they  have  developed  and  inten- 
sified the  elements  that  give  radio  its  real  selling  power : 

1.  Local  interest  programming,  which  serves  listeners 
throughout  the  station's  own  area  in  a  personal  way 
no  distant  program  source  can  duplicate. 

National  Representative  for  Major  Market  Stations: 


2.  Local  selling  personalities,  who  speak  the  language 
of  the  area  they  serve,  and  endow  commercial  mes- 
sages with  believability  that  converts  ratings  into 
cash-register  results. 

Over  40  stations  in  major  markets  are  represented  by 
John  Blair  &  Company  —  by  far  the  most  important 
group  of  markets  and  stations  served  by  one  repre- 
sentative firm. 

So  when  you're  thinking  about  radio,  as  most  adver- 
tisers are,  talk  with  your  Blair  man.  In  many  of  your 
best  markets,  he  represents  the  stations  that  sell. 


and  Company 


New  York  WABC 

Chicago  WLS 

Los  Angeles  KFWB 

Philadelphia  WFIL 

Detroit  WXYZ 

Boston  WHDH 

San  Francisco  KGO 

Pittsburgh  WWSW 

St.  Louis  KXOK 


Washington  WWDC 

Baltimore  WFBR 

Dallas-Ft.  Worth  KLIF- 

KFJZ 

Minneapolis-St.  Paul.-.WDGY 

Houston  KILT 

Seattle-Tacoma  KING 

Providence-Fall  River- 
New  Bedford  WPRO 

Cincinnati  WCPO 


Miami  

WQAM 

Kansas  City  

WHB 

New  Orleans  

WDSU 

Portland,  Ore  

KGW 

KTLN 

Norfolk-Portsmouth- 

Newport  News  

WGH 

Louisville  

WAKY 

Indianapolis  

WIBC 

Columbus  

WBNS 

San  Antonio  

..KTSA 

Tampa-St.  Petersburg  WFLA 

Albany-Schenectady-Troy..  WTRY 


Memphis  

Phoenix  

Omaha  

Jacksonville  

Oklahoma  City.. 

Syracuse  

Nashville  

Knoxville  


WMC 
KOY 
WOW 


Wheeling-Steubenville  WWVA 

Tulsa  KRMG 

Fresno  KFRE 

Wichita  KFH 

Shreveport  KEEL 


WMBR  Orlando.. 
KOMA 
WNDR 
.WSM 
WNOX 


WDBO 
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Binghamton  WNBF 

Roanoke  WSLS 

Boise  KIDO 

Bismarck  KFYR 
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than  any  other  development  in  space 
technology." 

Dr.  S.  Fred  Singer,  U.  of  Maryland 
physicist,  was  even  more  specific: 

"At  this  stage,  also,  Earth  satellites 
which  can  act  as  economical  television 
relay  stations  become  of  practical  in- 
terest; they  can  receive  weak  signals 
from  a  ground  transmitter  and  re- 
transmit them  across  oceans.  In  this 
way  we  eliminate  the  need  for  expen- 
sive submarine  video  cables  or  trans- 
continental microwave  links." 

Warning  Bell  •  The  references  to  the 
utility  of  space  communications  as 
cheaper  and  more  efficient  than  cables 
brings  a  sharp  caveat  from  Dr.  J.  R. 
Pierce,  the  chief  of  communications 
principles  at  Bell  Telephone  Labs. 

He  doesn't  deny  that  space  com- 
munications will  come;  in  fact  he  has 
been  a  leader  in  the  scientific  circles 
which  have  worked  out  many  of  the 
theoretical  principles  to  be  applied. 
What  does  trouble  him  is  whether 
ultimately  space  relaying  will  stand  the 
test  of  economics. 

"This  whole  satellite  business,"  he 
said  recently,  "is  basically  what  can  we 
do,  when?" 

"If  things  turn  out  favorably,  this 
may  be  a  good  way  to  get  broadband 
circuits  overseas  and  from  one  part  of 
the  world  to  the  other."  There  is,  he 
mused,  some  doubt  whether  this  will 
make  cables  obsolete. 

For  some  time  now  the  Bell  system 
has  been  working  on  broadbanding  its 
overseas  cables. 

Dr.  Pierce  is  a  passive  reflector  ad- 
vocate. He  feels  that  about  20  such 
reflectors,  put  into  3,000-mile-high 
orbits,  would  satisfy  the  requirement 
that  one  be  "seen"  always  from  any 
one  particular  spot  on  Earth. 

This  type  of  space  communications, 
he  estimated,  would  require  100  kw 
transmitters  and  150-ft.  antennas  on 
the  ground,  plus  highly  sensitive  re- 
ceivers. Such  equipment  is  at  hand,  he 
stressed,  particularly  the  receivers.  He 
alluded  in  this  respect  to  the  develop- 
ment of  maser  amplifiers  which  have 
reduced  internal  receiver  noise  sharply. 

Word  From  the  Top  •  In  Washing- 
ton, where  the  National  Aeronautics  & 
Space  Administration  is  housed  in  a 
one-time  Lafayette  Park  town  house, 
the  atmosphere  is  hurried  and  intense. 
This  is  the  headquarters  for  America's 
Age  of  Space. 

There  Leonard  Jaffe,  the  young  (32) 
chief  of  communications  program- 
ming, had  some  comments  to  make  re- 
cently. Mr.  Jaffe  emphasized  first  the 
over-all  NASA  goal:  to  prove  the  feasi- 
bility of  space  communications  and  to 
provide  the  satellites  for  this  purpose. 

The  ultimate,  he  said,  is  a  broad- 
band system,  capable  of  carrying  multi- 


ple telephone  service,  teletypewriter  cir- 
cuits, even  computer  data — and  of 
course  television. 

NASA's  next  mission,  Mr.  Jaffe  ex- 
plained, is  to  put  up  the  100-ft.  balloon. 
This  will  be  placed  in  orbit  sometime 
this  year.  The  outside  of  the  balloon 
will  be  covered  with  an  aluminized  plas- 
tic, making  it  more  effective  as  a  passive 
reflector  for  radio  signals.  Its  purpose, 
he  stressed,  is  to  permit  studies  of  propa- 
gation and  reflection  characteristics. 

The  first  tests  will  be  with  narrow- 
band signals,  but  before  the  balloon's 
span  of  life  is  completed,  tests  will  be 
conducted  using  2  mc  of  bandwidth. 

Mr.  Jaffe  made  an  exciting  point 
about  the  balloon  satellite:  Anyone  will 
be  able  to  use  it  to  bounce  signals  across 
great  distances.  The  balloon  will  be  a 
free-flying  sphere.  It  will  be  up  in  space 
for  all  to  use — military,  government, 
civilian,  even  Russia. 

In  five  years,  Mr.  Jaffe  predicted, 
there  will  be  a  global  communications 
space  relay  system  of  some  sort.  In  10 
years,  he  estimated,  there  should  be  a 
wideband  system  in  operation — wide 
enough  for  television. 

Another  "SCORE"  •  Across  the  Po- 
tomac from  Washington  in  the  gigantic 
military  beehive  that  is  the  Pentagon  sits 
a  civilian  Signal  Corps  engineer  who 
has  been  involved  with  military  com- 
munications since  before  World  War  II. 
He  is  Robert  F.  Brady,  chief  of  Signal 
Corps'  research  and  development  com- 
munications. Mr.  Brady  was  the  com- 
munications overseer  on  the  Atlas 
SCORE  project  last  December. 

Right  now  he  is  immersed  in  plans 
for  another  communications  satellite 
test,  target  date  unknown  at  the  mo- 
ment. Mr.  Brady  sees  the  second  test  as 
the  decisive  one.  It  will  show  refine- 
ments of  the  first  mission  so  success- 
fully demonstrated  with  President  Eis- 
enhower's "good  will  to  men"  message 
last  Christmas  season. 

He  sees  two  advances:  greater  use  of 
higher  frequencies  which  will  permit 
greater  bandwidths  and,  higher  orbits 
permitting,  more  time  when  the  active 
relay  will  be  available  to  be  "seen". 

The  Atlas  SCORE  satellite  electrified 
the  world  Dec.  18  when  it  was  put  into 
orbit  115-930  miles  above  Earth.  Not- 
withstanding the  success  of  the  first  talk- 
ing satellite,  engineers  refer  to  it  as 
"primitive  as  a  baby's  first  words." 

Mr.  Brady's  efforts  are  bent  toward 
active  relays.  This  is  the  military  view- 
point. Passive  reflectors,  he  feels,  re- 
quire powers  of  too  high  an  order, 
plus  the  use  of  immense  antennas  on 
the  ground.  Active  repeaters  permit  the 
power  requirements  to  be  split  between 
ground  and  space. 

Mr.  Brady  expressed  the  hope  the 
other  day  that  in  the  next  test  band- 


widths  up  to  100  kc  will  be  used  suc- 
cessfully. Within  five  years,  he  pre- 
dicted, this  bandwidth  will  be  upped  to 
1  mc,  and  in  10  years  it  will  reach  the 
4-5  mc  size  necessary  for  television. 

When  the  basic  problems  are  licked 
— and  the  basic  problems  are  environ- 
mental and  systemental — Mr.  Brady 
foresees  a  "fixed"  satellite  22,000-odd 
miles  from  Earth.  This  would  be  the 
ideal  device  for  instantaneous  relay,  he 
feels. 

Meanwhile,  at  lower  orbits,  where  a 
satellite  flashes  by  a  fixed  Earth  spot 
in  about  90  seconds,  Mr.  Brady  sees  the 
delayed  type  of  repeater  as  ideal. 

Besides  the  technical  aspects  of  put- 
ting up  a  satellite  and  equipping  it  to 
perform  as  a  space  relay,  there  are  other 
difficulties.  One  of  the  most  vexatious, 
according  to  many  who  have  thought 
things  through,  is  the  matter  of  inter- 
national agreements. 

A  communications  transmitter  cir- 
cling the  globe  means  transmissions 
over  the  United  States,  over  Europe, 
over  Asia — over  all  the  world's  nations. 

FCC  Comr.  T.A.M.  Craven,  a  prac- 
tical communications  and  broadcast  en- 
gineer before  his  appointment  to  the 
FCC  2'/2  years  ago,  raised  this  ques- 
tion in  a  recent  discussion. 

Today's  international  assignments  of 
radio  frequencies  are  on  a  zone  basis, 
he  pointed  out.  In  some  areas  of  the 
world  the  same  frequencies  are  used  for 
different  services.  For  example,  the  vhf 
frequencies  which  are  used  for  tv  on  the 
North  American  continent  are  used  for 
fm  radio  or  communications  point-to- 
point  services  in  Europe  and  in  Asia. 

"If  the  use  of  frequencies  becomes 
worldwide  for  a  space  relay  system." 
Mr.  Craven  commented,  "an  entirely 
new  concept  of  world  allocations  must 
be  planned."  The  first  such  move  is  on 
the  agenda  at  this  year's  international 
telecommunications  conference,  sched- 
uled for  this  summer  and  fall  in  Geneva. 

This  same  concern  was  expressed  the 
other  day  by  A.  Prose  Walker,  the  en- 
gineering director  of  the  National  Assn. 
of  Broadcasters  and  veteran  of  many 
international  meetings. 

A  satellite  orbiting  around  Earth 
and  pumping  out  radio  transmissions, 
means  the  requirement  for  international 
agreements  has  become  virtually  essen- 
tial. Says  Mr.  Walker.  "If  we  thought 
we  had  problems  establishing  world- 
wide allocations  before,  this  is  going  to 
make  them  look  like  kindergarten  play." 

The  ability  to  put  satellites  into  space, 
to  make  them  talk,  to  use  them  for  link- 
ing more  closely  the  peoples  of  the 
world  is  certain  of  accomplishment.  But 
getting  men  and  nations  to  work  to- 
gether to  utilize  these  awesome  things 
for  the  greater  benefit  of  man  is  not  so 
certain.  This  is  the  key  to  space  com- 
munications. 


86    (PERSPECTIVE  '59) 


BROADCASTING,  February  9,  1959 


Long  life  and  stable  performance  of  RCA  power  tubes  are  a  result  of  more 
than  two  decades  of  experience  in  designing  and  building  tubes  for 
transmitters  at  all  commercial  power  levels.  Take  the  RCA-5762,  for  example. 


The  time-proved  original  design  of  this  famous  power  triode  has  withstood  severe  tests 
over  many  years  of  on-air  operation.  Kept  up-to-date  with  the  most  modern 
techniques,  this  high-quality  power  tube  is  today  a  better  investment  than  ever. 

To  get  all  the  hours  of  tube  life  you  pay  for,  go  RCA.  For  prompt  service,  all  it  takes 
is  a  phone  call — to  your  RCA  Industrial  Tube  Distributor. 


RADIO  CORPORATION  OF  AMERICA 


Electron  Tube  Division  Harrison,  N.  J. 


IN  RICH 

MONROE 

MARKET 


AS    REPORTED    IN  ARB 
DECEMBER  1958 


From  Sign  On  To 
Sign  Off  7  Days  A  Week 

KNOE-TV 


Has 


79.4  % 

Average  Share  Of 
Audience 


JUST  LOOK  AT  THIS  MARKET  DATA! 


And  you  get  more  impact  and  circulation  per 
dollar  in  radio  on 

WNOE-Radio  50ffiFctts 

New  Orleans 

KNOE-Radio  «'* 

Monroe 

^Survey  proven  No.  1,  6  a.m.— 6  p.m.  by  A.  C.  Neilsen 


Population 
Households 

Consumer  Spendable  Income 
Food  Sales 
Drug  Sales 
Automotive  Sales 
General  Merchandise 
Total  Retail  Sales 


1.520,100 
423,600 
$1,761,169,000 
$  300,486,000 
$  40,355,000 
$  299,539,000 
$  148,789,000 
$1,286,255,000 


KNOE-TV 


Channel  18  •  Monroe,  La. 
A  James  A.  Noe  Station 


CBS    •  ABC 
.    NBC  • 


NOE  ENTERPRISES,  INC. 
James  A.  Noe,  Jr. — President 
Paul  H.  Goldman — Executive  Vice  President  and 
General  Manager 
Represented  by  H-R  Television,  Inc. 
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Norman  E.  (Pete)  Cash,  president,  Television  Bureau  of  Ad-  interview  with 
vertssing,  predicts  rising  revenue  for  tv  this  year,  outpacing 
the  6.5%  estimate  for  1958  ...  At  least  25%  boost  in  auto 
advertising  in  tv  expected  .  .  .  Liquid  detergents  will  spend 
$36-40  million  in  the  big  push  .  .  .  Major  effort  will  be  made 
to  win  'new  money'  for  tv  .  .  .  Pete  Cash 


TV  GROSS  SHOULD  RISE  10%  IN  '59 


Since  we  interviewed  you  for  Per- 
spective '58,  the  economy  has  turned 
around  and  headed  up  again.  What, 
in  view  of  that,  is  your  opinion  of 
the  prospects  for  television? 

I'm  greatly  encouraged.  While  we  do 
not  have  the  final  quarter  figures  for 

1958  yet.  it  should  be  the  highest  quar- 
ter in  the  history  of  television  billing. 
Unless  we  miss  our  guess.  '58  should  be 
up  about  6.5% . 

How  would  that  break  down? 

Network  should  show  an  increase  of 
6%,  spot  10%  and  local  3%,  which  in 
dollars  will  mean  a  gain  of  from  $1,- 
290,900.000  in  '57  to  S  1.374.000.000 
in  '58,  a  6.4%  jump  to  be  exact. 

What  do  you  think  prospects  are 
going  to  be  for  1  959? 

At  least  equal  to  the  '58  percentage 
increase,  but  I  expect  it  to  go  up.  We 
should  be  gearing  ourselves  for  at  least 
a  10%  increase. 

Are  you  in  a  position  to  break 
down  your  1959  forecast? 

We  think  well  see  a  5%  further  in- 
crease in  network,  10%  in  spot  and 
4%  in  local.  These  are  on  the  conserv- 
ative side  and  I  think  that  we  can  ex- 
pect a  higher  gain  in  local.  But  we  will 
be  the  first  to  admit  that  there  is  too 
little  specific  recording  of  the  dollars 
spent  in  local  television.  It's  something 
I  hope  the  Bureau  can  undertake  in 

1959  because  we  already,  as  you  may 
know,  have  an  excellent  documenta- 
tion of  network  and  spot  dollars,  thanks 
to  the  cooperation  of  stations,  networks 
and  station  representatives. 

May  I  here  urge  other  media  to  give 
us  more  current  figures  on  the  expendi- 
tures of  advertisers  in  their  media?  An 
advertising  man  must  have  current  fig- 
ures in  planning  his  13-week  or  26-week 
period  ahead,  rather  than  know  what 
went  on  a  year  and  a  half  ago. 

In  what  product  category  is  there 
the  greatest  possibility  of  increased 
business  for  tv  in  1  959? 

There  is  a  considerable  amount  of 
optimism  involving  the  automotive  in- 
dustry. We  have  just  completed  a  series 
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of  presentations  in  Detroit  and  I  cer- 
tainly look  to  Detroit  to  sell  more  auto- 
mobiles, generate  more  advertising  dol- 
lars and  give  television  its  fair  share. 
That's  a  category  where  I  think  we 
should  anticipate  at  least  a  25%  in- 
crease. No  automotive  manufacturer  is 
making  television  its  basic  medium  yet. 
They  still  spend  more  money  in  other 
media. 

How  do  you  explain  the  25%  in- 
crease? 

I  mean  over  what  they  actually  spent 
in  total  in  '58.  We  should  see  at  least  a 
25%  gain  in  their  advertising  money. 

You  mentioned  that  the  auto  mar- 
ket should  be  giving  its  "fair  share." 
What  do  you  consider  a  fair  share? 

An  average  of  50%  of  their  advertis- 
ing budget. 

What  are  they  now  running? 

If  you  took  all  the  motor  companies. 
I  think  we  would  average  22%  of  their 
total  advertising  or  promotional  bud- 
get. In  1957.  General  Motors,  of  a  total 
of  Si 04  million  spent  S14  million  or 
about  14%  in  television.  Chrysler  was 
heavier.  Of  their  total  S59  million  bud- 
get, they  spent  almost  S20  million  or  ap- 
proximately 34% .  Ford,  with  a  S69 
million  budget,  ran  S17  million  in  tele- 
vision. Here  we  have  about  24%.  With 
General  Motors  pulling  us  down  in  the 
averages  again,  we're  now  getting  rough- 
ly one  quarter  of  their  total  budget. 

This  does  not.  of  course,  account  for 
the  local  money  of  the  individual  deal- 
ers, which  would  add  to  this  consider- 
ably. We've  got  to  get  Detroit  to  recog- 


nize this  one  fact — that  television 
should  be  their  basic  medium. 

Are  other  industries  increasing 
television  allocations? 

Certainly.  The  packaged  goods  indus- 
try will  continue  as  heavily  as  ever, 
probably  more  so.  Many  new  products 
are  continuing  to  break  on  the  mar- 
ket— new  in  the  sense  of  backing  with 
heavy  advertising  pressure. 

I'm  talking,  for  instance,  about  the 
liquid  detergent  field.  Up  to  this  point 
they've  been  more  or  less  testing  the 
markets  and  haven't  really  launched 
their  big.  total  campaigns. 

That  would  be  additional  spot 
money,  wouldn't  it? 

Not  necessarily.  It  would  be  a  lot  in 
spot.  yes.  but  I  think  the  big  soap  manu- 
facturers will  continue  to  use  their  net- 
work franchises  to  carry  the  liquid  de- 
tergents. I  estimate  liquid  detergent  ex- 
penditures in  television  alone  in  '59 
should  run  close  to  S36  to  S40  million 
from  about  four  or  five  different  brands. 

What  are  some  of  your  other  tar- 
gets? 

While  we  have  been  able  to  demon- 
strate and  prove  to  packaged  goods 
manufacturers  what  television  can  do 
and  they  have,  in  turn,  endorsed  tele- 
vision for  years  as  their  basic  medium, 
we  now  have  to  zero  in  on  those  to 
whom  we  have  not  been  able  to  com- 
pletely articulate  the  merits  of  television 
for  their  use.  particularly  to  those  who 
are  not  heavy  advertising  spenders — 
new  money.  This  of  course  is  a  part  of 
TvB's  operation.  No  one  thought  that 
Lestoil  would  be  a  hot  prospect  back  in 
1954,  but  now  I  think  the  industry  and 
Lestoil  have  served  each  other  very  well. 

What  big  sales  has  TvB  made  dur- 
ing this  past  year? 

We  are  very  proud  of  our  sales  peo- 
ple's work  with  the  National  Assn.  of 
Insurance  Agents,  for  the  Manhattan 
Shirt  Co..  for  A.  C.  Gilbert.  Jergens. 
Sun  Oil.  among  others. 

By  the  way,  on  all  those  I  just  men- 
tioned, this  is  a  combination  of  effort 
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WCSH-TV  6 

NBC  Affiliate  Portland,  Maine 


IT  DOESN'T  TAKE  A  VERY 
SHARP  PENCIL  TO  FIGURE  IT. 

In  fact,  one  look  at  the  Nov.  '58  ARB  Metro  Report  (and 
a  little  addition)  will  show  that  SIX  scored  more  quarter 
hour  firsts  than  the  other  two  stations  combined. 

Your  Weed  TV  man  has  five  straight  years  of  surveys 
that  similarly  prove  the  marked  viewer  preference  for  the 
programs  of  Northern  New  England's  service-minded  SIX. 
Ask  him  about  them. 

WCSH-TV,  Portland 
WLBZ-TV,  Bangor 
WCSH-Radio,  Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 

'  matching  schedule  on  Ch.  2  in  Bangor  saves  an  extra  5  % 


by  the  management  of  these  companies, 
their  advertising  agencies,  and  our 
work.  We  have  seen  many  of  our  ma- 
terials used  as  direct  presentations  to 
various  companies,  especially  by  cer- 
tain medium-sized  agencies. 

We  have  the  knowledge,  I  believe,  the 
physical  dollars  to  work  with,  and  ob- 
viously the  interest  to  build  a  good  tele- 
vision selling  presentation  to  be  used 
by  agencies  for  advertising  managers  to 
their  top  managers.  Whether  we  are 
there  in  person  or  not  doesn't  bother 
anyone  a  damn  bit,  as  long  as  the  ad- 
vertising agencies  are  presenting  them 
in  worthwhile  context  to  the  plans  of  a 
given  company.  More  and  more  this 
has  been  the  case  with  Armstrong 
Cork,  du  Pont,  Manhattan  Shirt,  the 
Ohio  Bell  Telephone  people,  just  using 
portions  of  TvB's  presentations  on  their 
own — even  to  the  extent  of  buying 
them. 

Is  there  one  prospect  who  is  pretty 
hot  now? 

One  group  definitely,  if  you  mean 
from  a  category  standpoint,  is  insur- 
ance. 

You  think  there's  money  there? 

Yes.  I  don't  know  how  fast  it  will 
grow,  but  I  have  great  confidence  in 
this  area.  We  need  re-charging  of  sales- 
men-in-the-field's  batteries.  Not  only 
ourselves  and  our  members,  but  sales- 
men of  the  companies  who  are  using 
television.  For  these  sales  forces,  that 
is  what  we  hope  to  accomplish  with 
these  film  presentations  and  through  our 
upcoming  Sales  Advisory  Clinics. 

Do  you  have  somebody  like,  for 
example,  Sears  Roebuck,  which  off 
and  on  has  been  touted  as  a  big  fu- 
ture tv  advertiser?  Are  you  after 
people  like  that? 

We  definitely  are.  We  have  been 
working  very  closely  with  Sears  Roe- 
buck through  1958.  It  is  the  request  of 
the  management  of  Sears  Roebuck, 
however,  that  these  things  be  discussed 
with  Sears  Roebuck  and  that  Sears  Roe- 
buck report  on  their  total  use,  plus  and 
minus,  or  success  and  failure  of  the 
television  industry. 

I  was  particularly  honored  to  have 
Thomas  Barnes,  advertising  manager  of 
Sears  Roebuck,  come  all  the  way  from 
Chicago  to  see  our  presentation  at  the 
Waldorf.  Similarly,  Eugene  Duffield, 
vice  president  of  Federated  Department 
Stores,  came  from  Cincinnati.  Top  re- 
tail chain  advertising  executives  present 
included  Joseph  Rowen  of  W.  T.  Grant, 
Herbert  Whitkin  of  the  Allied  Stores 
Corp.,  Joseph  Pollard  of  Interstate  De- 
partment Stores,  John  McNamara  of 
Montgomery  Ward. 

Of  course,  practically  all  of  the  resi- 
dent buying  offices  had  their  executives 
present  such  as  Thomas  Carrol  of 
Frederick  Atkins,  Morford  May  of 
Arkwright,  James  Gould  of  Kirby's, 
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The  RCA  Television  Tape  Recorder  Meets  Fondest  Dreams 

"Monochrome  and  color  pictures  recorded  and  produced  by  the  RCA  color  television  tape  recorder  are 


WBTV,  Charlotte,  North  Carolina— first  televi- 
sion station  to  record  and  air  a  locally  produced 
color  television  tape  recording,  has  been  using 
RCA  Color  Television  Tape  Equipment  since 
September  5,  1958.  Their  experience  has  led  Tom 
Howard  to  report:  "It  is  evident  that  RCA's 
design  engineers  did  not  limit  their  efforts  to  just 
getting  video  and  audio  signals  on  tape— they 
remembered  that  their  customers  had  to  maintain 
and  operate  the  gear  day-in  and  day-out. 
MASTER  ERASE  HEAD  A  TIME-SAVER 
"We  like  the  master  erase  head.  It  eliminates  the 
necessity  for  bulk  erasing,  assures  a  clean  tape  at 


Be  Sure  to  See  the  New 
Features  of  the  RCA  Color  Television 
Tape  Recorder  in  Operation  at  NAB 
Convention,  Chicago 


all  times  and  in  many  cases  allows  for  selective 
erasing  and  re-recording  of  spots  or  other  program 
material  without  destroying  the  entire  contents  of 
the  reel.  It  is  a  time  saver.  For  instance  if  there 
has  been  a  false  start  or  a  fluff  in  a  spot  or  in 
the  early  part  of  a  recording  it  is  only  necessary 
to  back  up  the  tape  and  start  again.  There  is  no 
need  to  remove  the  reel,  bulk  erase,  replace  the 
reel  and  start  all  over  again. 

BUILT-IN  FACILITIES  COMMENDED 

"We  commend  the  decision  of  the  RCA  design 
engineers  that  necessary  operational  equipment 
should  be  built-in  instead  of  being  made  available 
as  'accessories.'  We  appreciate  their  facing  the 
facts  of  operational  life  by  incorporating  the 
master  erase  head,  the  built-in  audio  monitoring 
speaker  for  cuing  and  continuity,  the  built-in 
picture  monitor,  the  built-in  CRO,  the  built-in 
switcher  for  picture  monitor  and  CRO  input 
signal  selection,  the  elapsed  time  meter  for  slip 
rings  and  brushes,  the  metering  of  individual 


of  WBTV  Engineers  in  Daily  Operating  Conveniences!" 


— Says  Thomas  E.  Howard,  V.P.  Engineering  and  General  Services,  WBTV. 
superb,  and  we  are  impressed  by  the  convenience  and  versatility  designed  into  the  equipment." 


I 


"IVE  LIKE  the 
master  erase  head. 

"WE  UK  the 
built-in  facilities. 

MOST  OF  ALL,  WE 
LOVE  that  cue  frock. 
In  our  opinion,  it  is 
destined  to  be  a  must 
in  every  tape 
operation.1' 


TOM  HOWARD 
WBTV 


Engineer  Dall 

as  Townsend  super- 

vises  the  recording  of  the  "Betty 

Feezor  Show' 

— first  locally  pro- 

duced  color  program  to  be  re- 

corded and 

aired"  by  a  tele- 

vision  station. 

video  head  recording  currents,  the  continuously 
adjustable  tape  wind  and  rewind  speeds  for  rapid 
and  accurate  cuing  of  tape,  and  the  built-in  test 
signal  channel  for  rapid  check  and  trimming  of 
color  processing  equipment,  even  while  a  color 
signal  is  being  recorded. 

CUE  TRACK  A  "MUST" 

"Most  of  all  we  love  that  cue  track— in  our 
opinion  it  is  destined  to  be  a  'must'  in  every  tape 
operation.  The  value  of  the  cue  track  seems  to 
be  limited  only  by  the  imagination  and  ingenuity 
of  the  user. 

"We  use  the  cue  track  to  bridge  the  program 
director's  channel  during  record  operation.  This 


channel  becomes  our  cue  reference.  This  big  fea- 
ture has  enabled  us  to  salvage  some  'fluffed'  spots 
in  programs  or  to  insert  new  spots— live  or  on  film 
— in  a  program  that  has  already  been  recorded. 

AVENUE  TO  AUTOMATION 

"RCA's  pioneering  in  incorporating  the  cue  track 
in  television  tape  recorders  is  a  valuable  contribu- 
tion to  smoother  tape  operation  and  definitely 
opens  another  avenue  to  automation." 

Your  RCA  Broadcast  Representative  will  gladly  provide 
further  particulars  about  the  RCA  Color  Television  Tape 
Recorder  and  help  to  integrate  this  equipment  into 
your  facilities.  In  Canada,  write  to  RCA  VICTOR 
Company,  Limited,  Montreal. 


RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.J. 


.  .  .  Television  can  meet  retail  flexibility  demands  .  .  .  Hard 
liquor  is  not  a  new  business  prospect...  More  airline  business 
could  be  had  if  tv  didn't  give  away  so  many  free  plugs  . . .  Tv  is 
costly  but  not  expensive.  The  measure  is,  'How  many  people 
do  you  reach.  It  may  even  be  a  curse  of  ours,  that  we  have 
too  much  circulation.' . . . 


Felix  Lilienthal  of  Lilienthal  and  so  on. 
An  officer  of  Macy's  was  with  us,  Gim- 
bel  representatives,  furniture  stores, 
men's  clothing  stores,  shoe  chains,  wom- 
en's specialty  stores,  grocery  chains, 
and  so  on. 

Shooting  strongly  for  the  retail 
market  in  '59,  is  this  not  going  to 
demand  greater  flexibility  in  the  pat- 
terns of  doing  business  in  television? 

The  answer  is  yes  and  we  are  ready 
to.  We  can  make  patterns  flexible.  But 
we  cannot  do  it  if  a  man  says,  "I'm  not 
sure  which  week  in  52  I  want  to  use 
your  facilities."  He  doesn't  use  any 
other  media  that  way,  or  he  shouldn't. 
We  have  got  to  know  at  least  three 
months  in  advance  what  his  plans  are. 

I  don't  mean  he  has  got  to  be  active 
each  one  of  the  52  weeks.  But  we  can't 
work  with  this  giant  economy  of  the 
retail  picture  on  a  two  and  three-day 
notice  or  with  no  prior  notice  at  all.  If 
we  know  he  wants  to  use  us  when  he 
has  certain  specials  that  are  coming  up 
and  they  are  logically  coming  up  in  the 
third  week  in  March,  this  is  sufficient 
information.  That's  all  we  want. 

Are  you  handicapping  yourself? 
The  newspapers  don't  demand  that 
advance  notice. 

Because  they  have  the  advantage  of 
putting  in  more  pages  or  taking  them 
out. 

Hasn't  Allied  Stores  been  pretty 
successful  in  tv? 

Yes.  Again  this  is  a  market-by-mar- 
ket situation  with  some  stores  using 
very  little  television  and  other  Allied 
stores  such  as  Maas  Bros,  in  Tampa- 
St.  Petersburg  using  a  considerable 
amount.  In  fact  we  are  told  that  one  of 
Allied's  western  stores  is  using  85%  of 
its  entire  advertising  media  budget  in 
television.  Allied  has  a  new  vice  presi- 
dent in  charge  of  sales  promotion  [Her- 
bert Whitkin]  who  has  given  new  con- 
sideration to  television  media  and  we 
expect  to  see  more  Allied  stores  using 
more  television. 

What  other  categories  are  you  hit- 
ting now? 

We  have  a  long  way  to  go  in  the  food 
processing  and  meat  packer  area.  The 
West  Coast  is  now  showing  some  indica- 
tions of  upbeat  in  the  budgets  from  the 
food  processors  there. 


Do  you  consider  hard  liquor  a 
prospect? 

No,  I  don't. 

How  do  you  go  about  reaching 
the  man  with  a  "better  mousetrap?" 
Do  you  see  a  number  of  other  new 
products  on  the  horizon  that  tv  is 
going  to  get  first  crack  at? 

Not  particularly  an  innovation,  but 
certainly  in  the  field  of  the  small  car, 
this  is  an  area  where  Renault  right  now 
is  showing  a  very  brilliant  use  of  tv. 
Foreign  cars  plan  to  spend  $4  million  in 
'59  in  advertising.  I  hope  that  we  get 
our  fair  share  of  this  because  again  we 
can  beautifully  demonstrate  the  ad- 
vantages of  a  small  car,  as  Renault  is 
articulating  so  well  in  its  commercials. 

I  look  forward  to  a  new  product 
called  the  variable  annuity  in  the  in- 
surance field  which  seems  to  bear  in- 
vestigation on  the  part  of  a  lot  of  peo- 
ple. The  mutual  fund  has  a  new  product 
and  they  happen  to  be  in  conflict  with 
each  other,  by  the  way.  Basic  insurance 
is  in  conflict  with  the  mutual  fund  con- 
cept. 

From  other  areas  new  products  are 
evolving.  We  see  in  airplane  traffic 
another  area  which  unfortunately  to 
this  date  has  not  been  fully  sold  on  tv. 

They  get  too  many  free  plugs? 

This  is  probably  the  basic  reason. 
Why  should  you  buy  when  it  is  given 
away?  And  this  is  a  practice  we  should 
definitely  curtail.  I  don't  know  the  exact 
figures  of  what  share  of  transportation, 
personal  transportation,  the  air  industry 
must  have  with  the  advent  of  the  tre- 
mendous investment  they  are  making  in 
jets.  It  is  pretty  pathetic  and  some  of 
the  figures  are  hard  for  me  to  believe, 
but  the  number  of  people  who  have 
ever  flown  is  still  under  10%. 

Some  of  the  criticisms  of  tv  current 
are  that  it  costs  too  much  money, 
driving  the  small  advertiser  out  of 
the  marketplace  and  at  the  same 
time  forcing  the  large  advertisers  to 
share  with  others  and  lose  sponsor 
identification.  Do  you  see  any 
change  in  this  situation? 

I  don't  think  it's  a  true  one  to  begin 
with.  The  medium  is  costly  but  it's  not 
expensive.  I  think  if  we  can  hammer  this 
home  we'll  be  doing  all  a  service.  It  is 
a  costly  medium,  but  the  difference 
here  is  that  it  is  not  an  expensive  medi- 


Interview  with 


Pete  Cash 

um,  by  the  very  base  of  all  advertising 
people:  how  many  people  do  you  reach? 
It  may  even  be  a  curse  of  ours,  that  we 
have  too  much  circulation.  Tv  can 
grow  only  as  fast  as  the  population. 

How  much  faster  can  you  grow?  For 
years  they  have  been  saying  we've  al- 
most reached  the  saturation  point.  The 
happy  thought  is  that  as  America  grows, 
television  can  grow.  I  feel  frankly  this 
is  our  greatest  strength.  Especially  as 
we  pick  up  the  tremendous  population 
coming  up  underneath  us  who  are  more 
oriented  to  television  than  they  are  to 
any  other  medium.  It  will  be  their  basic 
means  of  communicating  with  the 
world.  I'm  talking  about  the  tremendous 
population  growth  anticipated  in  this 
country. 

Particularly  in  the  next  10  to  15 
years? 

You're  so  right.  This  is  really  where 
the  whole  thing  is  going  to  hit  pay  dirt. 
When  America  will  reach  a  fantastic 
economy  in  1962-65.  This  is  excellent- 
ly documented,  by  the  way,  by  J.  Walter 
Thompson  Co.  They  show  that  our  total 
population's  growth  was  34%  from 
1940  to  1959,  while  the  20-year-old  to 
39-year-old  group,  basically  the  force 
from  which  we  must  draw  our  sales- 
men, has  only  grown  9%. 

Because  of  the  difficulty  of  hiring 
good  salespeople,  more  and  more  reli- 
ance is  on  advertising,  and  we  feel  the 
closest  thing  to  the  human  salesman  is 
television.  Obviously,  to  an  insurance 
industry  this  is  extremely  important. 
You  find  Prudential,  for  instance,  with 
22,000  salesmen.  But,  where  do  they 
go  now  to  draw  new  salesmen,  unless 
we  increasingly  put  in  their  hands  top- 
flight advertising  to  really  open  the 
doors — even  as  Prudential  has  done 
through  their  use  in  the  past  of  radio 
and  today,  television? 

Do  you  think  there'll  be  other  in- 
surance firms  imitating  Prudential  as 
far  as  television  is  concerned? 

We  have  had  considerable  interest  on 
the  part  of  other  insurance  companies 
we  have  talked  to  about  using  more  tele- 
vision. Particularly  when  they  see 
figures  such  as  those  from  the  McCann- 
Erickson  1958  media  study  on  the  cost- 
per-thousand  adults,  showing  news- 
papers at  $10;  magazines,  $5.11:  com- 
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•  COUNTDOWN  2  .  .  . 

Television  didn't  wait  for  a  landing  on  the 
moon.  It's  extra  terrestrial  right  now,  as  the 
best  buy  for  any  canny  advertiser  who  wants 
results  with  the  million  pound  thrust-lift.  No 
other  medium  has  television's  unbelievable 
power  to  move  people,  move  merchandise, 
and  at  so  low  a  cost  per  thousand.  Let  its 
critics  say  what  they  will,  television's  big 
future  is  here  .  .  .  today  and  every  day.  No 
waiting  for  the  next  big  shot  at  the  moon! 


Take  five:  and  get  44%  of  the  audience! 


The  illustration  is  a  r.hf.t..«rsph  of  Sentovic's  nai 
proposal  by  Krafft  A.  Ehricke.  of  Convair's  Astronai 
landing  nuclear-powered  space  liners  on  the  mooi 
backed  down  until  its  sondola  touches  the  surfac 
pound  payload.  Its  crew  cnminunicates  with  Earth 


•  COUNTDOWN  1  .  .  . 

In  the  big  WLAC-TV  91  county  area, 
more  than  400,000  TV  homes  rely  on 
Channel  5.  Current  ARB  (November 
1958)  Area  Survey  shows  WLAC-TV 
with  a  great  audience  value  of  44%  from 
sign-on  to  sign-off  seven  days  a  week. 
Blast  off  your  advertising  campaign  and 
hit  the  earthlings  through  WLAC-TV. 
It's  an  easy  shot  .  .  . 


pared  with  television,  evening  half-hour 
programs,  at  only  $4.28. 

How  is  it  McCann-Erickson  can 
come  up  with  this  figure  while  the 
Newspaper  Bureau  of  Advertising 
this  last  fall  came  up  with  figures  at- 
tempting to  show  that  television  is 
the  most  expensive? 

Well,  let  us  say  that  both  the  News- 
paper Bureau  and  the  Television  Bureau 
might  be  biased  to  prove  that  we  are 
the  least  expensive  of  our  respective 
media.  However,  when  you  go  to  a 
neutral  source,  like  one  of  the  major 
agencies  of  the  world,  with  billing  in 
excess  of  $250  million,  they  didn't  pull 
these  figures  out  of  the  air  just  to  be 
arbitrary  and  say,  "We  like  television." 

Do  you  think  that  the  cost-per- 
thousand  is  going  to  hold  in  tv? 

I  think  it's  pretty  well  stabilized.  If 
anything,  it  probably  should  rise.  It 
should  rise  from  the  sheer  standpoint  of 
economics.  It  costs  us  more  money  to 
do  business.  Every  other  medium 
doesn't  make  any  bones  about  this. 
We're  the  only  medium  in  this  period 
of  '50  to  '58  that  has  decreased  its  cost- 
per-thousand  and  this  by  a  considerable 
extent.  We  are  all  facing  an  inflationary 
force  in  this  country  and  these  costs 
are  going  to  go  up  despite  our  best  ef- 
forts to  hold  them  down. 

Is  it  also  because  circulation  will 


not  rise  as  fast  as  it  has  been  rising? 

It's  almost  the  law  of  supply  and  de- 
mand. We  should  never  be  in,  as  I  said 
last  year,  a  sold-out  position  and  we're 
sold  out  again  this  year.  This  is  caused 
by  one  of  two  things:  either  we're  priced 
too  low  or  the  advertiser  realizes  it's 
such  a  good  bargain  or  maybe  they're 
both  one  and  the  same. 

I  remember  that  for  Perspective 
'58  we  asked  about  the  selling  sea- 
son and  I  think  you  said  it  was  kind 
of  tough  last  winter.  What  does  it 
look  like  now? 

Selling  will  really  be  easier.  I'm  very 
optimistic  about  '59  for  many  reasons. 
The  economy  should  be  better,  people 
are  better  informed  and  advertisers 
know  that  advertising  is  a  worthwhile 
investment. 

Now  it's  our  job  and  we  have  some 
fine  tools  available  to  show  advertisers 
why  and  where  television  fits  in  their 
overall  advertising  projects.  I  refer  to 
our  presentations  such  as  the  "Vision 
of  Television";  "E-Motion,"  which  is 
based  on  a  study  of  the  motivational 
drives  of  people  and  how  they  use  the 
various  major  media;  and  most  recent- 
ly, our  "Plus-over-Normal,"  a  good 
articulation  of  what  the  medium  can 
do,  how  it  is  being  used  and  how  it 
should  be  used  by  retailers.  Again,  as 
noted  in  "Plus-over-Normal,"  we  need 


the  support  of  the  advertising  agencies 
— the  creative  branch — to  work  with 
the  retailer. 

Some  retailers,  including  R.  H. 
Macy,  are  using  the  creative  brains  of 
Madison  Ave.  In  their  case,  the  Grey 
Advertising  Agency.  Macy,  I  think, 
completed  its  first  full  year  in  television 
in  '58,  and  some  of  their  branch  offices, 
like  the  important  Macy  San  Francisco 
operation,  working  with  the  TvB  West 
Coast  office,  are  now  active  in  tele- 
vision. 

We  have  a  long  way  to  go  in  this 
area,  but  there  are  tremendous  dollars 
involved.  Unfortunately,  from  what  our 
research  shows,  the  net  profit  picture 
for  the  retailer  gets  smaller  and  smaller, 
and  yet  his  basic  reliance  has  been  al- 
most entirely  on  one  medium.  I  don't 
see  how  they  can  fail  not  to  use  tele- 
vision in  '59  on  a  much  larger  scale. 

Do  you  think  television  is  in  a 
position  to  supplant  the  door-to-door 
salesman?  I'm  thinking  of  two  par- 
ticular products  which  have  not  used 
media  advertising  to  any  great  ex- 
tent at  all — Electrolux  and  Fuller 
Brushes.  Has  TvB  been  beating  on 
their  doors? 

We  have,  but,  frankly,  with  not  very 
much  success.  We  see  some  indications 
of  a  greater  interest  on  the  part  of 
Electrolux  than  we  do  on  Fuller  Brush. 


•  DOMINATES  AMERICA'S  4th  FASTEST  GROWING  MARKET! 

.  COVERS  MORE  OF  FLORIDA  THAN  ANY  OTHER  TELEVISION  STATION! 


FOOT  TOWER 


1 


-  1956  -  57  MARKET  EXPANSION  — 

•  Population  up  8.4%! 

•  Buying  Power  up  15.0%! 

•  Total  Retail  Sales  up  13.0%! 
•  Food  Store  Sales  up  17.9%! 

•  192,300  TELEVISION  HOMES  - 
"The  Choice  of  National  Spot  Advertisers" 


General  Offices:  Daytona  Beach,  Florida 
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To  answer  specifically,  no  advertising 
medium  can  fully  supplant  the  direct 
handling  of  the  salesman  and  his  calls 
and  service. 

But  Avon  Cosmetics  had  shown  us 
the  way  with  a  heavy  reliance  upon  tele- 
vision. Avon's  expenditures,  according 
to  our  records,  were  $800,000  in  1953, 
mostly  in  magazines,  none  in  television. 
In  1957  they  spent  $3  million  of  which 
$2.3  million  or  76%  was  in  television. 

What  about  sales  for  those  two 
periods? 

Avon  sales  jumped  from  $47  million 
in  1953  to  $100  million  in  1957. 
How  does  Avon  use  television? 
Avon  has  been  using  the  medium  as 
a  door-opener.  It  has  always  been  a  con- 
cept of  Prudential,  for  instance,  to  use 
advertising  as  a  pre-selling  device  for 
the  salesman  because  his  time  is  ex- 
pensive. And  if  I'm  going  to  have  to 
the  door  down  and  say,  "Look 
am,"  and  then  get  rapport  built 
my  company  before  you  have 
any  confidence  in  me,  this  can  be  cost- 
ly to  a  company. 

Prudential  now  has  69%  of  its 
money  in  the  television  medium,  as  re- 
ported by  Carroll  M.  Shanks,  the 
chairman  of  Prudential,  at  our  annual 
meeting.  It's  pretty  indicative  of  hard 
dollars  on  the  barrel  head  and  their  be- 
lief in  the  necessity  of  advertising  as 


well  as  a  pretty  heavy  reliance  upon 
television.  And,  their  sales  are  phenome- 
nal. In  1956  I  think  they  did  something 
like  $9.5  billion  in  new  policies  and  in 
'57  they  did  $12  billion.  They  are  now 
the  leading  insurance  company,  as  far 
as  new  sales  are  concerned,  in  the  world 
and  second  only  to  Metropolitan  in 
total  insurance  in  force. 

You  also  see  such  wonderful  growth 
companies  as  Polaroid,  whose  sales 
were  $26  million  in  '53  and  $48  mil- 
lion in  gross  sales. in  '57,  with  56%  of 
their  budget  in  television  in  1957. 

How  does  the  growth  of  television 
stack  up  with  the  other  media?  Will 
tv  get  a  greater  share  in  '59  than  it 
got  in  '58  of  the  total  ad  dollar? 

Yes,  it  will  definitely  get  a  greater 
share.  Tv  got  about  14%  for  1958.  $1.4 
billion  against  $10  billion  total.  We 
originally  anticipated  $10.5  billion  in 
ad  expenditures  in  1958  but  it  cut  back 
to  $  1 0  billion  because  of  economic  pres- 
sures. We'll  certainly  go  back  up  to 
$10.5  billion  in  '59,  at  least.  If  we  run 
just  the  very  same  percentage — and  I 
know  we  will  increase  it — we  should 
have  a  very  healthy  year. 

How  about  length  of  contract? 
Are  we  getting  more  of  the  in-and- 
out? 

It  continues.  The  records  show  that 
the  commitments  are  shorter  than  we 


used  to  know  years  ago  of  the  26-week, 
39-week  and  52-week  buy. 

What  is  tv's  solution  to  this? 

It's  an  educational  job — to  get  across 
the  idea  that  the  American  population 
that  we  are  trying  to  sell  is  consuming 
52  weeks  of  the  year.  We  have  got  to 
get  out  of  these  valleys  which  we  see  in 
June,  July,  even  January. 

What  are  you  doing  to  get  out  of 
the  valleys? 

The  primary  target — new  money. 
Some  who  are  using  the  medium  now 
obviously  find  that  they  can  allow  these 
valleys  and  do  very  well.  We  have  got 
to  find  advertising  to  fill  the  valleys. 
This  is  not  the  easiest  thing  to  do  ex- 
cept when  we  look  at  such  areas  as 
outboard  motors  or  American  families 
owning  their  own  boats. 

Using  some  of  the  data  we  prepared 
for  the  Detroit  presentation,  the  amount 
of  money  that  Americans  spent  in  new 
boating  in  1957  would  have  bought 
760,000  automobiles.  Foreign  travel 
walked  away  with  the  equivalent  of  1,- 
330,000  automobiles.  New  insurance 
premiums  with  480,000  automobiles. 

Now,  here  is  why  I  come  back  to 
Detroit  for  a  moment;  while  they  are 
certainly  underspent  in  our  medium, 
they  too  are  fighting  for  the  consumer 
dollar,  through  advertising. 

You   mentioned  earlier  that  we 
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FAMOUS 
BRANDS 

ojTexas 


FOUR  6's 


FOUR  SIXES  IN  A  CARD 
GAME  WON  A  RANCH  FOR 
S.  B.  BURNETT  IN  CIRCENTA 
COUNTY,  TEXAS  IN  1885.  HE 
TOOK  6666  FOR  HIS  BRAND, 
AND  LATER  TEXAS 
CHRISTIAN  UNIVERSITY 
SHARED  IN  THE  GOOD  LUCK 
THE  FOUR  SIXES  BROUGHT. 

ANOTHER  BRAND 
BECOMING  FAMOUS 
IN  THE  TEXAS 
PANHANDLE  .  .  . 


Strike  while  the  iron  is 
hot!  Our  brand — K-7 — sells 
your  brand  in  a  rich  and 
growing  four  state  market- 
ing area.  New  lull  power, 
new  full  day  programming, 
new  ABC  interconnection, 
and  new  management  add 
up  to  an  electrifying  NEW 
force  on  the  High  Plains. 
Get  the  K-7  story  from  the 
Boiling  Company, 


amarillo, 
texas 


.  .  .  Rate  panics  during  slow-sell 
periods  catch  stations  later  in  the 
rate -protection  trap.  .  .  Station- by 
station,  positive  on-air  promotion 
will  counter-balance  current  criti- 
cism . . .  Color  tv  credit  goes  to  RCA. 


Interview  with 


Pete  Cash 


were  over  the  bottleneck  situation. 
Do  you  see  another  bottleneck  com- 
ing up? 

It  all  depends  upon  how  much  faith 
we  have  in  our  rate  structure  and  in  our 
ability  to  sell  the  medium  at  those  rate 
structures.  If  we  panic  because  of  a 
two  or  three-month  period  where  sales 
are  tough  and  hold  our  rates  down, 
later,  when  our  audiences  swell,  we  will 
find  ourselves  in  a  rate-protection  situa- 
tion, the  very  trap  that  we're  in  now. 

To  coin  the  old  phrase,  "you  lose 
money  on  every  sale  but  you  hope  to 
make  it  up  on  the  volume."  This  is 
what  one  of  our  directors  says  is  "self- 
assassination  of  station  management." 

Last  year  we  talked  about  day- 
time television  and  about  it  being 
very  heavily  discounted.  What  is  the 
situation  now? 

It  is  the  toughest  thing  in  the  world 
to  buy  today.  Basically,  daytime  tele- 
vision is  no  longer  a  selling  problem. 
Nighttime  ID's  happen  to  be  a  selling 
problem.  We  have  to  re-educate  the 
advertiser  to  what  he  can  do  in  10  sec- 
onds. Here  again  is  required  a  re-edu- 
cation about  the  abilities  of  the  10- 
second  ID  to  carry  its  weight,  but  it 
takes  a  real  creative  brain.  This  is  where 
our  advertising  agencies  have  got  to 
come  through  for  us,  to  say  we  can  do 
it  in  10  seconds. 

I  am  told  that  a  billboard  should  have 
seven  words  on  it  and  no  more.  Well, 
how  many  words  can  you  get  into  an 
8-second  or  10-second  ID?  Where  are 
billboards?  There  is  about  $200  mil- 
lion invested  in  billboards  each  year. 
There  must  be  a  considerable  increase 
for  the  advertiser's  efficiency  if  we  can 
give  him  more  words  and  more  ex- 
posure for  less  dollars — and  we've  got 
the  product  available.  But  it  takes  the 
creative  approach. 

What  can  be  done  to  offset  the 
criticism  and  attacks  that  are  made 
against  television,  especially  in  the 
print  media? 

A  very  thorough,  station-by-station, 
positive,  on-the-air  promotion  job  has 
got  to  be  done.  We  have  constantly  to 
alert  personnel  to  the  need  for  it.  Why 
should  competitive  media  sell  television 
for  us?  It  should  be  just  the  opposite, 
which  is  what  is  happening.  The  public 
must  be  sold,  by  tv  through  tv. 


(PERSPECTIVE  '59) 


What  about  the  innovations  in  tv, 
the  physical  innovations  like  video- 
tape and  color? 

I  don't  know.  First  on  videotape:  If 
the  unions  and  management  would  be 
cooperative.  Management  has  already 
made  its  big  investment,  both  in  re- 
searching the  product,  in  buying  the 
product  and  trying  to  make  it  more 
usable  for  advertising.  It  is  a  brilliant 
way  of  making  better  programming  and 
flexible  and  efficient  for  the  advertiser's 
use.  But  it  can  be  killed  if  we  run  into 
serious  union  problems. 

It  is  about  time,  for  instance,  to  speak 
to  the  people  who  might  help  contribute 
to  the  growth  of  this  medium,  the 
unions  themselves,  whose  fine  talents 
should  be  devoting  more  time  to  the 
positive  story  of  what  television  means 
to  the  American  economy  and  to  the 
people — gratis. 

On  color  itself:  Well,  I'm  the  most 
pro-color  guy  that  ever  came  down  the 
pike  and  it's  been  in  my  home  for  three 
years.  RCA's  the  only  one  that's 
taking  any  of  the  share  of  the  respon- 
sibility of  selling  color  television.  The 
reason  I  think  we  sell  cars  as  well  as  we 
do,  or  liquid  detergents  as  well  as  we 
do,  is  that  a  lot  of  advertising  makes 
people  realize  the  benefits  of  these  two 
things.  The  market  is  there. 

What  are  the  plans  for  TvB  in 
1959? 

We  will  definitely  increase  our  sales 
force.  We  will  have  a  major  study  on 
audience  composition  soon.  We  will 
step  up  our  on-the-air  campaign. 

How  much  greater  is  your  budget 
this  year  than  last? 

It  will  increase  about  $60,000,  to  a 
point  just  under  a  million  dollars.  But 
to  keep  it  in  focus,  we  are  still  half  the 
size  of  the  newspaper  bureau's  budget. 
We  will  continue  documentation  of  suc- 
cess stories  as  we  have  done  with  auto- 
mobiles, banks  and  retailers.  Under  the 
heading  of  things  we  hope  to  see  ac- 
complished in  1959,  as  part  of  the  serv- 
ice which  all  media  bureaus  are  trying 
to  perform  for  advertisers  and  their 
agencies:  better  knowledge  of  dollar  ex- 
penditures in  all  media  and — more  cur- 
rently done.  Also,  more  positive  media 
presentations  to  other  industries. 
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The  growing  list  of 

MAJOR  MARKETS 
EQUIPPED 
FOR  VIDEOTAPE* 
RECORDING 


MARKET  STATION 


Atlanta 
Baltimore 
Boston  -  Cambridge 


Buffalo 
Charleston,  S.C. 
Chicago 


Dallas -FL  Worth 

Denver 
Detroit 
Flint 

Honolulu,  T.H. 

Houston  •  Galveston 

Indianapolis  -  Bloomington 
Lancaster,  Pa. 
Los  Angeles 


Louisville 
Lubbock,  Texas 
Minneapolis  -  St.  Paul 

New  Haven  -  Hartford 

New  York  -  Newark 


WAGA-TV 

WiZ-TV 

WBZ-TV 

WHOH-TV 

WGBH-TV  (edu.) 

WGR-TV 

WUSN-TV 

WBBM-TV 

WBKB  (TV) 

WGN-TV 

WNBQ  (TV) 

KYW-TV 

WEWS-TV 

WJW-TV 

KRLD-TV 

WFAA-TV 

KLZ-TV 

WJBK-TV 

WJRT(TV) 

KONA-TV 

KHVB-TV 

KGUL-TV 

KPRC-TV 

WISH-TV 

WGAL-TV 

KABC-TV 

KCOP  (TV) 

KHJ-TV 

KNXT  (TV) 

KRCA  (TV) 

KTLA  (TV) 

KnV(TV) 

WHAS-TV 

KDUB-TV 

WCCO-TV 

KMSP  (TV) 

WNHC-TV 

WTJC-TV 

WABC-TV 


MARKET  STATION 


New  York  -  Newark 


Norfolk 
Oklahoma  City 
Pensacola  -  Mobile 
Panama  City  (semi-satellite) 
Philadelphia 
Phoenix 
Pittsburgh 


Portland,  Oregon 

Providence 
Raleigh  -  Durham 
Richmond 
Roanoke 
Sacramento -Stockton 
Salt  Lake  City  -  Provo 
San  Antonio 

San  Francisco 


Schenectady  -  Albany  -  Troy 
Seattle  -  facorna 
Springfield,  Mo. 
St.  Louis 
Syracuse 
Elmira  (semi -sate  I  lite) 
Tampa  -  St.  Petersburg 
Tulsa 

Washington,  D.C. 
Wichita  Falls,  Texas 


WCBS-TV 

WNEW-TV 

WNTA-TV 

WOR-TV 

WPIX  (TV) 

WRCA  (TV) 

WTAR-TV 

WKY-TV 

WEAR-TV 

WJDM  (TV) 

WFIL-TV 

KOOL-TV 

KDKA-TV 

WliC-TV 

WTAE-TV 

KGW-TV 

KOIN-TV 

WJAR-TV 

WRAL-TV 

WRVA-TV 

WSLS-TV 

KCRA-TV 

KLOR-TV 

KENS-TV 

WOAI-TV 

KPIX  (TV) 

KRON-TV 

KTVUfJV) 

WRGB  (TV) 

KING-TV 

KYTV-TV 

KCPP-TV 

WSYR-TV 

WSYE-TV 

WFLA-TV 

KOTV  (TV) 

WTTG-TV 

KSYD-TV 


Networks 

ABC  •  CBS  •  NBC 

Studios  and  Others 

Elliot,  Unger  and  Elliot,  New  York 
Filmways,  New  York 
Intercontinental  TV,  Inc.,  Camden,  New  Jersey 
Telestudios,  Inc.,  New  York 
Termini  Video  Tape  Services,  Inc.,  New  York 
Videotape  Productions  of  New  York,  Inc. 
Yonkers  Raceway,  New  York  (closed  circuit) 
University  of  Texas,  Austin 
Washington  County,  Maryland  School  System 
Minnesota  Mining  and  Manufacturing,  Hutchinson 
ORRadio,  Opelika,  Alabama 
Research  Laboratories 
U.  S.  Government 

Foreign  Installations: 

AUSTRALIA 
Amalgamated  Television  Network,  Sydney 
CANADA 
Canadian  Bdctg.  Corp. 
ENGLAND 
ABC  Television,  Ltd.,  London 
ty&j      %g,      .  Assoc.  Rediffusion,  London 
/  „     ^  Associated  TV  Ltd.,  London 

British  Bdctg.,  London 
Cintel,  London 
Granada  TV,  Manchester 
Southern  Television  Ltd.,  Southampton 
Tyne  Tees  Television,  Ltd.,  London 
JAPAN 

Chubu  Nippon  Bdctg.,  Ltd.  (CBCI,  Nagoya 
Fuji  TV,  Tokyo 
Kansai  TV,  Tottori 
Kyoiku  TV,  Tokyo 
Kyushu  TV,  Fukuoka 
NHK  (Japan  Bdctg.  Corp.),  Tokyo 
MTV  (Nippon  Television  Network  Corp.),  Tokyo 
OTV,  Osaka 
Radio  Tokyo  (TV),  Tokyo 
RHB  Mainichi  Bdctg.  Corp.,  Fukuoka 
Shizuoka  TV,  Shizuoka 
Tokai  TV  (THK),  Nagoya 
MEXICO 

Cadena  Television  del  Norte,  Monterrey 
Television  de  Chihuahua,  Guadalajara 
TVde  Mexico,  Mexico  City 
WEST  GERMANY 
Siemens  &  Halske 
SCOTLAND 
Scottish  Television,  Ltd.,  Glasgow 
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THE  BROADCAST  AUDIENCE  IN  1959 

Tv  coverage  approaches  the  saturation  radio  has  already  gained 


There  is  a  good  chance  that  1959 
will  be  put  down  as  the  year  when 
television's  physical  coverage  reached 
maturity  and  stability. 

In  the  past,  set  ownership  has 
bounded  from  one  new  peak  to  another 
in  big  percentage  leaps.  These  already 
have  begun  to  shorten.  Many  authori- 
ties expect  that  television's  growth 
from  here  on  will  have  a  closer  and 
closer  ratio  to  the  growth  of  the  na- 


tion's population  itself. 

Some  43.5  million,  or  85%  of  all 
U.S.  homes  had  television  in  late  1958. 
That  was  5.6%  (2.3  million  homes) 
more  than  the  year  before,  compared 
to  a  gain  of  9%  (3.5  million)  in  1957 
over  1956. 

Radio-Tv  Far  Ahead  •  Whatever  the 
future  rate  of  growth,  however,  televi- 
sion's circulation  is  second  only  to 
radio's.  No  other  medium  comes  close. 


Radio  long  ago  reached  the  stabilized 
position  that  television  now  seems 
headed  for.  It's  been  years  since  radio's 
growth  looked  like  much  in  the  per- 
centage column,  simply  because  it  was 
so  close  to  saturation.  But  it  has  kept 
growing. 

In  late  1958  there  were  49.2  million 
radio  homes,  representing  better  than 
96%  of  all  homes.  The  new  growth  was 
less  than  2%  over  1957 — but  repre- 
sented more  than  800,000  new  radio 
homes.  And  these  totals  omit  millions 
of  automobile  sets  and  second,  third 
and  even  fourth  and  fifth  home  receiv- 
ers. 

These  figures,  for  comparable  fall 
periods,  and  other  basic  indicators 
were  supplied  by  the  A.C.  Nielsen  Co. 
for  this  second  annual  "Perspective" 
issue  of  Broadcasting.  (For  details  on 
listening  and  viewing  habits,  see  accom- 
panying tables  prepared  by  the  Nielsen 
company.) 

Tv  Ownership  Spread  •  While  radio 
ownership  is  spread  fairly  uniformly 
across  the  U.S.,  tv  ownership  is  highest 
in  the  Northeast,  where  91%  of  the 
homes  are  tv-equipped  as  against  the 
national  average  of  85%.  East  Central 
(89%)  is  next,  followed  by  West  Cen- 
tral and  Pacific  (86%  each)  and  the 
South  (76%). 

But  while  the  South  is  least  saturated 
in  percentage  of  total  homes,  it  offers 
the  second  largest  number  of  tv  homes 
in  the  nation  (21%  of  U.S.  total  tv 
homes).  The  Northeast  has  most,  28%; 
West  Central  has  19%,  East  Central 
18%  and  Pacific  14%. 

The  Nielsen  material  indicates  that, 
aside  from  physical  coverage,  television 
also  is  reaching  a  plateau  in  another 
area — viewing.  This  is  true  also  in 
radio,  although  in  fact  listening  showed 
an  upward  turn  in  October  1958  after 
slight  fluctuations  in  recent  years. 

In  the  average  radio-tv  home,  more 
time  is  spent  watching  and  listening 
than  in  any  other  activity  except  work- 
ing and  sleeping — and  in  some  homes 
sleeping's  No.  2  ranking  may  be  in 
jeopardy. 

Looking  and  Listening  •  In  the  aver- 
age radio  home  in  October  1958,  listen- 
ing to  radio  and  looking  at  television 
accounted  for  6  hours  and  24  minutes 
per  day.  In  total  this  represented  no 
change  from  1957,  but  it  did  involve  a 
six-minute  decline  in  watching  that  was 
exactly  offset  by  a  six-minute  gain  in 
listening. 

Thus,  where  the  average  radio  home 
listened  1  hour  54  minutes  per  day  in 


LOOKING  AND  LISTENING 

Average  hours  per  day  ... 

How  well  did  radio-tv  fare  in  the  1957-58  season?  This  table  tells,  month  by  month. 

It  shows  the  average  hours  of  listening  per  radio  home  and  average  hours  of  viewing  per 
tv  home,  per  day,  for  the  U.S. 

Radio  listening  Tv  viewing 

Month                                                   (radio  homes —  (tv  homes — 

millions)  millions) 

Oct.   1957                                                      1.9  5.5 

Nov                                                              1.8  5.9 

Dec                                                              1.8  6.0 

Jan.   1958                                                      1.9  6.1 

Feb                                                              2.0  6.1 

March                                                            1.9  5.9 

April                                                              1.9  5.6 

May                                                                  2.0  4.2 

June                                                              1.9  4.3 

July                                                              1.8  4.2 

Aug                                                              1.7  4.1 

Sent                                                             2.0  4.1 

Oct                                                              1.9  5.0 

Nov                                                              1.9  5.4 

Total  hours  per  day  .  .  . 

Americans  collectively  do  a  lot  of  tv  looking  and  radio  listening  every  single  day  of  the 

year,  but  how  much?  Nielsen  measures  these  total  hours  of  daily  looking  and  listening  for 
October  of  each  year: 


Radio 

Tv 

Total 

U.S.  Radio  Homes 

U.S.  Tv  Homes 

(figures  are 

millions  of 

hours) 

(millions) 

(millions) 

1956 

95 

190 

285 

47.6 

37.7 

1957 

92 

218 

315 

48.4 

41.2 

1958 

98 

216 

314 

49.2 

43.5 

HOMES  LISTENING 

Daytime  and  nighttime  per-minute  average  .  .  . 

Here's  the  per-minute  average  for  each  hour  of  the  day  measured  in  number  of  radio 
homes  listening  and  the  percentage  of  total  radio  homes.  Again,  the  month  used  for  both 
years   is  October. 


1957 

Average       Radio  homes 
per-minute  listening 
(percent)  (millions) 


1958 

Average      Radio  homes 
per-minute  listening 
(percent)  (millions) 


Daytime  Monday  through  Friday 


7-  8  a.m. 

8-  9 

9-  10 

10-  11 

11-  12  noon 

12-  1  p.m. 

1-  2 

2-  3 

3-  4 

4-  5 

5-  6 


6-  7  p.m. 

7-  8 

8-  9 

9-  10 

10-  11 

11-  12  midnight 


11.9 

5.8 

12.4 

6.1 

14.8 

7.2 

16.5 

8.1 

12.8 

6.2 

15.1 

7.4 

12.7 

6.1 

14.1 

6.9 

11.7 

5.7 

12.8 

6.3 

13.0 

6.3 

13.0 

6.4 

13.0 

6.3 

13.2 

6.5 

10.8 

5.2 

11.2 

5.5 

9.9 

4.8 

10.5 

5.2 

8.9 

4.3 

9.5 

4.7 

9.9 

4.8 

9.8 

4.8 

Sunday 

through  Saturday 

10.6 

5.1 

10.4 

5.1 

8.6 

4.2 

8.6 

4.2 

7.4 

3.6 

7.3 

3.6 

7.6 

3.7 

6.9 

3.4 

7.2 

3.5 

6.2 

3.1 

6.0 

2.9 

4.8 

2.4 
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HOMES  LOOKING 

Daytime  and 

nighttime  per-minute  averages  .  .  . 

The  viewing  pattern  fluxes  hour  by  hour  during  the 

day.   But  which 

way  and  how 

much?  Heres  the 

per-mmute  average  for  each  hour  of  the  day  measured 

in  number  of 

television  homes  viewing  and  the  percentage  of  total  tv  homes.  The  month 

used  for  both 

years  is  October. 

Daytime  Monday  through  Friday 

1957 

1958 

Average         Tv  homes 

Average 

Tv  homes 

per-minute  viewing 

per-minute 

viewing 

Time 

(percent)  (millions) 

(percent) 

(millions) 

7-8  a.m. 

2.2  0.9 

3.8 

1.7 

8-9 

7.2  3.0 

8.6 

3.7 

9-10 

11.4  4.7 

9.5 

4.1 

10-11 

12.7  5.2 

10.6 

4.6 

11-12  noon 

15.6  6.4 

14.5 

6.3 

12-1  p.m. 

19.1  7.9 

17.9 

1-2 

20.5  8.4 

18.6 

8.1 

2-3 

21.2  8.7 

18.1 

7.9 

3-4 

21.6  8.9 

19.5 

8.5 

4-5 

23.3  9.6 

23.3 

10.1 

5-6 

23.8  9.8 

25.5 

11.1 

Nighttime  Sunday  through  Saturday 

6-7  p.m. 

31.0  12.8 

31.2 

13.6 

7-8 

42.3  17.4 

45.4 

19.7 

8-9 

55.7  22.9 

57.6 

251 

9-10 

61.5  25.3 

60.7 

26.4 

10-11 

58.3  24.0 

53.1 

231 

11-12  midnight 

42.0  17.3 

33.0 

14.4 

Night-by-night  breakdown  .  .  . 

Here  is  the  percentage  of  U.S.  television  homes  tuned 

■in  hour  by  hour 

and  night  by 

night  for  October  1958  (New  York  time). 

7-8  p.m.         8-9  p.m.         9-10  p.m. 

10-11  p.m. 

11-12  midnight 

Sun.  50.2 

60.3  59.0 

51.7 

31.5 

Mon.  44.1 

58.8  63.0 

53.0 

30.3 

Tues.  45.5 

58.8  62.9 

52.0 

30.7 

Wed.  45.8 

58.8  62.7 

52.7 

31.9 

Thurs.  42.9 

55.2  59.9 

53.4 

31.5 

Fri.  40.9 

52.6  55.2 

50.9 

34.6 

Sat.  48.2 

58.7  62.6 

57.9 

40.4 

Meanwhile,  back  on  the  ranch  .  .  . 

How  big  is  the  audience  for  television  westerns?  Here  is 

the  percent  of  average  audience 

for  westerns  measu 

'ed  by  major  geographic  categories  for  October  1957  and 

October  1958. 

October  1957 

October  1958 

Percent 

Percent 

watching  westerns  Index 

watching  westerns  Index 

Total  U.S. 

24.8  100 

25.2 

100 

County  size 

(U.S.  Census 

categories") 

A 

23.2  94 

23.0 

91 

B 

27.1  109 

27.8 

110 

C 

24.8  100 

27.0 

107 

D 

24.6  99 

24.0 

95 

Territory 

Northeast 

24.1  97 

23.5 

93 

East  Central 

26.1  105 

26.7 

106 

West  Central 

24.0  97 

26.1 

104 

South 

25.5  103 

26.2 

104 

Pacific 

24.5  99 

24.3 

96 

*  Class  A,  all  counties  assigned  to  metro  areas  having  central  cities  over 

500,000  pop.; 

class  B,  all  other  counties  over  100,000  pop.,  plus  certain 

counties  that  are 

part  of  metro 

areas  whose  central  city  has  less  than  500,000  pop.;  class  C,  all  other 

counties  having 

over  30,000  pop.; 

class  D,  all  remaining  counties. 

October  1957,  the  figure  for  October 
1958  was  2  hours  even — back  to  the 
1956  level.  Viewing,  on  the  other  hand, 
dropped  from  4  hours  30  minutes  a  day 
in  October  1957  to  4  hours  24  minutes 
in  October  1958.  Both  1957  and  1958 
watching  totals  were  higher  than  the 
4  hours  recorded  as  the  daily  average 
for  October  1956. 

In  television  homes — as  distinguished 
from  radio  homes,  which  do  not  uni- 
versally possess  tv — the  watching  time 
runs  about  an  hour  higher  than  was 
found  in  the  measurement  of  radio 
homes.  The  average,  according  to  Niel- 
sen, is  5  hours  24  minutes  a  day,  a  de- 
cline of  27  minutes  from  the  1957  aver- 
age of  5  hours  51  minutes. 

Asian  Flu  Impact  •  This  decline  does 
not  necessarily  mean  that  normal  view- 
ing is  declining.  Some  experts  have 
maintained  that  the  1957  figures  were 
abnormally  high,  traceable  at  least  in 
part  to  the  1957  epidemic  of  Asian  flu. 
Thousands  thus  bedded  were  therefore 
more  than  usually  accessible  to  tele- 
vision during  the  time  the  1957  meas- 
urements were  made. 

The  slight  drop  in  viewing  in  1958 
is  also  documented  by  Nielsen  in  a 
study  of  the  audiences  of  60-minute 
and  30-minute  nighttime  network  pro- 
grams. In  October  1957  there  were  24 
hour-long  programs  and  they  had  an 
average  audience  of  22.5%;  in  October 
1958  the  number  had  risen  to  30  and 
the  average  audience  figure  was  20.8. 
In  the  same  period  in  1957  there  were 
97  half-hour  shows,  with  audience  aver- 
aging 20.5  percent;  in  1958  there  were 
87  such  shows  and  their  average  audi- 
ence was  19.7. 

Three  program  types  showed  aver- 
age-audience gains  in  October  1958  as 
against  October  1957;  the  rest  main- 
tained their  levels  or  dropped  slightly. 
The  three  gainers  were  60-minute 
dramas  of  the  general  type,  whose  aver- 
age audience  rose  from  17.9%  to  18.9% 
(30-minute  general  dramas  dropped 
from  22.7%  to  20.3%);  suspense 
dramas  (all  30  minutes),  which  went 
from  19.7%  to  20.2,  and  adventure 
shows  (also  all  30  minutes),  which 
climbed  from  16.1%  to  18.4%. 

Half-hour  westerns  just  about  held 
their  own,  with  average  audiences  go- 
ing from  25.9%  to  25.2  (a  comparable 
figure  for  hour-long  westerns  was  not 
computed  for  1957,  but  for  1958  it 
was  23.9%).  Situation  comedies  slipped 
a  little,  from  22.5  to  21.7;  variety  pro- 
grams of  both  lengths  dropped  some- 
what, 60-minute  versions  from  22.3  to 
20.9  and  half-hour  editions  from  18  to 
16.7;  quiz  and  audience-participation 
shows  dropped  dramatically — not  a 
surprising  development  after  the  1958 
"scandals"  sped  up  an  already  evident 
slippage— from  25.1%  in  1957  to 
18.9%  in  1958. 


Peak  Periods  •  Hour  by  hour,  televi- 
sion usage  ranges  from  3.4%  of  all  tv 
homes  during  the  7-8  a.m.  period  Mon- 
day through  Friday,  to  60.7%  as  the 
average  for  the  9-10  p.m.  period  seven 
nights  a  week.  On  the  average  for 
Monday  through  Friday,  11.4%  of  tv 
homes  watch  during  the  morning, 
22.6%  watch  in  the  afternoon,  and, 
on  a  week-long  basis,  48%  watch  at 
night. 

Radio  listening  patterns  are  reversed. 
In  the  morning,  14.2%  of  all  radio 
homes  listen;  in  the  afternoon  it's 
11.2%  and  in  the  evening  it  is  7.4%. 


In  these  radio  homes  (as  distinguished 
from  television  homes)  tv  viewing  is. 
also  below  the  average  recorded  in  tv 
homes;  for  example,  the  figures  show 
that  in  8.3%  of  all  radio  homes  televi- 
sion is  watched  during  the  morning;  in 
the  afternoon  the  figure  is  18.1%  and 
at  night  it's  41.4%. 

In  radio  homes  tv  viewing  is  some- 
what higher  in  the  eastern  time  zone 
than  in,  the  central  and  Pacific  zones. 
Radio  listening  again  follows  the  op- 
posite pattern,  generally  running  higher 
in  the  central  and  Pacific  zones  than 
in  the  East.  ' 
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Radio  continued  to  rise  during  the  recession  period,  but 
when  the  good  times  came  again  radio  took  a  dip  because 
'we  spent  most  of  our  time  bragging  about  how  well  we  were 
doing.  We  didn't  prepare  ourselves  for  something  that  was 
inevitable.'.  .  .  Intramural  selling  is  responsible  for  most  of 
radio's  ailments  .  .  .  But  '59  should  stack  up  well  .  .  . 


Interview  with 


Kev  Sweeney 


RADIO'S  BIG  ENEMY:  COMPLACENCY 


Last  year  you  said  that  the  poor 
economic  times  that  were  then  upon 
us  would  work  to  the  benefit  of  ra- 
dio. How  will  the  better  times  that 
we  are  in  now  affect  radio  in  the  im- 
mediate future? 

We  have  a  most  peculiar  situation. 
While  other  media  dipped  immediately 
after  the  recession  took  hold,  radio  con- 
tinued to  rise.  When  good  times  came 
upon  us,  radio  experienced  a  curve  that 
is  falling  away.  We  did  relatively  poor- 
ly this  fall.  Yet  we  did  very  well  for 
months  after  the  newspapers,  maga- 
zines and  television,  for  that  matter,  felt 
the  impact  of  the  recession.  I'd  guess 
that  our  curve  has  begun  to  turn  now. 
That  curve  will  turn  upward  throughout 
the  spring,  although  half  seriously  I 
wouldn't  be  opposed  to  seeing  another 
recession — it  helps  our  business. 

To  what  do  you  attribute  this 
rather  odd  circumstance? 

That  we  failed  to  prosper  when  the 
country  prospered?  Well,  I  attribute  it 
to  a  number  of  things,  the  principal  one 
of  which  is  complacency.  Radio  had  it 
made  in  1957  and  in  1956.  Particularly 
in  spot,  as  opposed  to  local  and  net- 
work, we  were  very  content  with  what 
we'd  done.  We  spent  most  of  our  time 
bragging  about  how  well  we  were  doing. 
We  didn't  prepare  ourselves  for  some- 
thing that  was  inevitable. 

Sharper  competition  resulted  from  a 
depressed  economic  situation  and  we 
lost  our  advertisers— our  1957-58  ad- 
vertisers— to  other  media,  who  made 
them  more  attractive  propositions.  We 
did  not — due  to  our  complacency — do 
a  job  of  replacing  those  advertisers.  The 
current  lag  in  spot  advertising  is  simply 
a  matter  of  two  things:  (1)  our  failure 
to  replace  advertisers  who  went  to  other 
media,  and  (2)  late  starts  and  smaller 
schedules,  due  to  recession  planning. 
The  plans  for  October,  November, 
December  advertising  were  made  in 
March,  April,  May,  when  the  recession 
still  had  many  advertisers  by  the  throat. 
So  those  two  factors  combined  to  give 


spot  a  rather  dismal  fall  in  comparison 
to  what  it  should  have  done. 

Is  the  intramural  situation  also 
partly  responsible?  I'm  thinking  of 
Larry  Webb's  Station  Representatives 
Assn.'s  report  which  attributed  net- 
work package  deals  as  responsible 
for  cutting  into  the  spot  market  par- 
ticularly for  the  smaller-market  sta- 
tion. 

Intramural  selling  is  responsible  for 
most  of  the  ailments  of  this  business, 
but  not  the  kind  of  intramural  selling 
that  Larry  described  in  his  report.  Of 
all  the  fictions  that  exist  in  our  business, 
one  of  the  most  fictional  is  the  one  that 
network  selling  practices  hurt  spot  radio 
directly.  Show  me  the  list  of  accounts 
that  would  have  bought  spot  radio  and 
who  have  bought  network,  and  show 
me  that  that  list  numbers  as  many  as  10 
accounts  and  I'll  do  something  drastic. 
Whoever  makes  up  the  list  can  suggest 
that  drastic  thing — maybe  hara-kiri! 

It's  just  not  correct,  no  more  than  the 
other  part  of  the  report  that  says  that 
stations  providing  local  rates  to  national 
spot  advertisers  are  responsible  in  a 
major  way  for  the  dip. 

There's  no  question  that  there  are  a 
few  spot  radio  advertisers  who  are  now 
buying  network.  Conversely,  there  is  no 
question  that  each  year  there  are  some 
network  advertisers  who  pull  back  to 
a  shorter  market  list  and  buy  spot.  But 
that  this  should  be  marked  as  the  No. 
1  contributing  factor  to  spot's  failure 
to  do  as  well  as  it  should  have  done — I 
just  can't  believe  it. 


On  the  other  subject:  sure,  there  are 
advertisers  who  are  getting  the  retail 
rates  when  they  should  be  paying  a 
general  rate.  But  again  you  can  count 
those  advertisers  on  the  fingers  of  one 
hand,  and  the  total  dollar  volume  in 
both  of  these  things  isn't  enough  to 
produce  the  4  to  10%  (depending  on 
the  market)  decrease  in  national  spot 
business.  Together,  they  couldn't  ac- 
count for  one-fourth  of  the  decrease. 

What  is  the  general  outlook  for 
radio  in  1959  and  what  are  your 
estimates  for  spot,  local  and  net- 
work? 

My  estimating  hasn't  been  very  good 
in  the  last  few  months.  It's  somewhat 
colored  by  the  job  of  selling  spot  and 
network  to  advertisers.  I'd  prefer  just  to 
say  that  my  guess  is,  and  our  projec- 
tions are,  that  both  spot  and  network  in 
the  first  half  of  1959  will  do  slightly 
better  than  they  did  in  1958.  Our  pro- 
jections, which  are  somewhat  bolstered 
by  hope,  are  that  the  second  quarter 
will  be  proportionately  better  than  the 
first  quarter.  We  went  into  January  feel- 
ing the  impact  of  the  lessened  Novem- 
ber-December schedules.  By  April  or 
May  or  June  we  will  have  picked  up 
considerably  in  our  tempo.  Our  ex- 
pectation is  that  the  second  half  will  be 
very  good  percentage-wise  because 
we're  running  against  relatively  low 
figures. 

I  believe  that  last  year  radio  had 
6%  of  the  total  ad  dollar.  Somebody 
else  was  getting  the  other  94%.  Will 
radio's  share  of  the  total  advertising 
dollar  improve? 

I'd  say  yes,  but  it  takes  so  many  mil- 
lions of  dollars  to  even  make  a  1%  in- 
crease that  our  -gain  will  be  in  the 
neighborhood  of  1%  of  the  total — and 
probably  on  the  wrong  side  of  the 
decimal  point. 

Is  radio  quite  far  behind  the  tar- 
get that  you  have  mentioned  in  the 
past,  of  getting  perhaps  12%  to  14% 
of  the  total  ad  dollar? 

We're  a  very  long  way  from  it  and 
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We  predict 

1.  That  our  attention  will  be  called  to  the  fact  that  the  tube 
in  this  picture  is  obsolete. 

2.  That  our  bookkeeping  department  will  question  charging 
all  the  cost  of  this  advt.  to  WMT,  since  it  has  a  tv  tube  in  it. 

3.  That  Broadcasting's  production  personnel  will  have  to  call 
at  least  twice  before  the  final  proof  is  released  by  our  agency. 

4.  That  the  model  will  be  surprised  when  he  discovers  that  he 
has  grown  a  beard. 

5.  That  WMT  will  continue  to  average  more  audience  than 
the  combined  total  of  all  other  radio  stations  located  in  our 
Pulse  area. 

j  WMT  | 

CBS  Radio  for  Eastern  Iowa 

Mail  Address:  Cedar  Rapids 

National  Representatives:  The  Katz  Agency 

Affiliated  with  WMT-TV,  Cedar  Rapids-Waterloo;  KWMT,  Fort  Dodge. 


The  station  for  whirl-wind 

sales  action! 


THE  FAMILY  STATION 


5000 

NEW 


WATTS 

YORK 


WWRL 
beamed  to  sell 
New  York's 

2,455,000 

Negroes 
& 

Puerto  Ricans 


WWRL  .  .  .  puts  the  act  in  action  by  speaking 
the  language  of  New  York's  ever-expanding 
Negro  and  Puerto  Rican  market.  Top  personalities 
sell  you  product  24  hours  a  day.  Get  in  the  sales 
whirl  ...  buy  WWRL. 

MERCHANDISING  PLUS:  Ask  about  our 
"geared-to-sell"   merchandising  plan. 


On  the  air  24  hours 
DE  5-1600 


FREE  REPORT 


NEGRO  MARKET   IN    NEW  YORK 
POPULATION  STUDY 


Micro  Wave  Relay 
Beam  Reflector  Head 

Perfect  for  parabolas  up 
to  6-ft.  diameter.  With- 
stands torques  of  225  ft. 
pounds  in  elevation  and 
150  ft.  pounds  in  azi- 
muth. Environmental 
treated  for  extreme  wea- 
ther conditions. 
$  285. OO  Relay  Tilt 
Head  Only 


microwave  relays 
conquer  space  barriers 

Whether  it's  a  fixed  station  or  a  mobile  unit,  Ceco 
microwave  equipment  surmounts  the  communica- 
tion barrier.  Because  Ceco  equipment  is  built  to 
a  quality  that  is  actually  higher  than  the  official 
standards.  For  dependable  pickup  and  relay  under 
adverse  climatic  conditions,  you're  wise  to  play 
safe  with  Ceco. 

ALL    METAL  TRIPOD 

Has  cast  top  flange  and 
upper  leg  portion  made 
of  one  piece  aluminum 
alloy  castings.  Legs  slide 
easily  and  have  tie-rods 
to  center  for  automatic 
leveling.  Accepts 
Balanced  TV  Head, 
Micro  Wave  Relay  Beam 
Reflector  Head(  iiius.) 
and  other  similar 
professional  tripod 
heads.  $260.00 
Metal  Tripod  only. 


(7flm€Rfl  €(^uipm€nT  (o.,  inc. 


Dept. 


West  43rd  St.,    New  York  36,  N.  Y.  JUdson  6-1420 


we're  going  to  continue  to  remain  a 
long  way  from  it  until  we  change  our 
selling  practices  in  this  business.  We 
talked  about  the  intramural  competi- 
tion. Inside  our  shop  we  estimate  that 
there  aren't  more  than  a  couple  of 
dozen  stations  that  are  doing  an  in- 
tensive job  of  selling  radio  on  a  con- 
sistent basis,  except  intramurally.  Some 
of  the  biggest  operators  in  our  business 
are  completely  committed  to  intramural 
selling.  By  that  I  mean  station  vs.  sta- 
tion, or  affiliate  vs.  independent,  or 
R  &  R  indies  versus  other  type  indies. 

Can  we  talk  about  radio  rates 
now? 

We'll  talk  about  radio  rates  if  it 
doesn't  worry  our  attorneys.  Every  time 
somebody  says  "rates"  our  attorneys 
dip  into  the  Dept.  of  Justice  file. 

Well,  of  course,  the  obvious  ques- 
tion here  is  whether  they're  going  to 
maintain  themselves  or  whether 
they'll  perhaps  advance  or  decline. 

You  can't  give  a  categorical  answer, 
because  there  will  be  3,400  answers — 
one  for  each  station — times  the  number 
of  rate  classifications  each  station  now 
has.  I  do  not  think  rates  will  go  down. 
On  the  other  hand  I  do  not  think  that 
rates  will  advance  much,  if  any.  I  don't 
think  radio  is  going  to  cost  any  more 
in  1959  than  in  1958. 

Should  it  cost  more,  perhaps? 

Well,  there  are  two  ways  that  you 
look  at  "should  it  cost  more?"  I  can 
prove  to  you  with  bar  charts  and  slides 
and  research  that  will  fill  up  the  entire 
office  here  that  radio  is  undoubtedly 
the  most  underpriced  advertising  medi- 
um ever.  But  it's  like  selling  mink  coats 
in  the  tropics.  People  have  to  want  the 
medium.  To  put  it  in  somewhat  old- 
fashioned  terms,  it's  the  law  of  supply 
and  demand. 

I  do  not  think  the  buyers  will  stand 
for  many  rate  increases  in  1959  from 
any  advertising  medium.  Despite  pros- 
perity, I  don't  think  there  will  be  any 
rate  increases  of  any  major  proportions 
by  any  advertising  medium  in  the  first 
six  months  of  1959  excepting  possibly 
newspapers  in  certain  cities  where  costs 
force  a  rate  increase. 

Does  radio  face  the  same  pricing 
problem  or  expense  problem  that  its 
competitive  media,  the  printed 
media,  do?  For  example,  newsprint 
costs  have  continued  to  rise. 

No,  we  don't  face  the  kind  of  soar- 
ing costs  that  printed  media,  particular- 
ly, experience  and  that  television  will 
get. 

Radio  is  not  faced  by  any  substantial 
increases  from  any  source  that  I  know 
of,  so  radio  is  in  a  much  better  position 
to  compete  in  a  market  where  the  buyer 
is  trying  to  get  the  absolute  most  for 
his  dollar.  We  may  have  some  labor 
problems,  but  I  think  that  they  will  be 
sectional  in  nature.  And  radio  is  in  a 

BROADCASTING,  Februory  9,  1959 


nil  look  if 


o 


He's  off  and  selling  with 
SESACs  Special  Series  Programs. 


Stations  everywhere  have  discovered  that  SESACs  Special  Series  Programs  do  a  real  selling  job.  These  smartly- 
built  open-end  script  shows  are  perfect  for  local  programming  needs.  Music  and  scripts  for  all  occasions;  na- 
tional holidays,  religious  celebrations,  sports  events  and  just  solid  entertainment.  All  Special  Series  Programs, 
including  scripts  and  discs,  are  available  to  you  on  an  outright  sale  basis. 

Take  the  up  and  coming  "Your  American  Holidays"  series,  for  instance.  There's  a  special  quarter-hour  show 
for  thirteen  different  patriotic  holidays  such  as  Independence  Day,  Washington's  and  Lincoln's  Birthdays,  Thanks- 
giving Day  and  nine  others.  There  are  over  TOO  stirring  band  selections  and  program  notes  for  each.  Use  the 
scripts  and  discs  on  the  specific  days— use  the  music  throughout  the  year.  The  complete  series  is  just  $49.50  or 
less  than  $4.00  per  show.  "The  Best  Music  In  America"  from  the  SESAC  Transcribed  Library. 

For  full  information  write  now  .  .  . 


SESAC  INC. 


The  Coliseum  Tower 
10  Columbus  Circle 
New  York  19,  N.  Y. 
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HOW  HEALTHY  CAN  YOU  GET? 


As  we  go  into  1959  . . . 

POPULATION  —  up  5%  in  1  year! 

Dallas  entered  1959  with  a  metropolitan  population  of  9 16,000...  a  gain 
of  43,400  in  one  year,  or  equivalent  to  a  city  the  size  of  Quincy,  Illinois. 

EMPLOYMENT  —  now  at  "record  high"! 

Texas  Employment  Commission  reports  Metropolitan  Dallas'  mid-Decem- 
ber employment  at  357,680  compared  to  353,540  a  year  ago. 

NEW  BUSINESSES  —  457  new  firms  in  1  year! 

Dallas  now  has  more  manufacturing  plants  than  any  Southwestern  area,  and 
with  38  planned  industrial  districts,  has  more  than  any  city  in  the  nation! 

FINANCIAL  —  Bank  Deposits  up  18%! 

Savings  and  Loan  Deposits  up  15%!  Largest  Banking  Center  in  Southwest! 
Bank  debits  up  $1,000,000,000  in  one  year! 

CONSTRUCTION  —  now  at  an  "all-time  high"! 

Residential  —  up  50%  Non-Residential  —  up  37% 

RETAIL  SALES  —  registers  3%  gain  over  1957! 

1958  estimate  $1,366,000,000! 

Look  to  DALLAS  for  Sales!  Look  to  WFAA-TV  (the  "Quality  Station")  for  your  Best  Salesman! 

WFAA-TV   b   channel  8 -Dallas 

A  TELEVISION  SERVICE  OF  THE  DALLAS  MORNING  NEWS     •     EDWARD  PETRY  &  CO.,  NATIONAL  REPRESENTATIVES 
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.  .  .  Radio  is  becoming  automated  at  every  level  .  .  .  Sta- 
tion gross  may  not  increase  much  right  now,  but  the  net 
income  can  if  operating  costs  are  pruned  prudently  .  .  . 
Simple  changes  in  logging-billing  procedures  could  save  the 
industry  $7  million  in  one  year  .  .  .  Program  modifications 
enable  networks  now  to  deliver  what  they  sell  .  .  . 


Interview  with 


Kev  Sweeney 


very  good  position  to  negotiate  with 
almost  any  group  that's  trying  to  in- 
crease our  costs.  Actually,  we  might 
even  reduce  our  costs.  Everywhere  on 
every  hand  I  see  operators  who  are 
trying  to  reduce  their  costs.  I  know  of 
no  well-informed,  progressive  operator 
who  does  not  now  have  some  kind  of 
a  plan  which  will  substantially  reduce  . 
his  costs.  This  business  is  becoming  so 
mechanized  that  .  .  . 

It  is  becoming  automated? 

Definitely  automated,  at  every  level. 
At  the  station  level  particularly,  and 
certainly  the  networks  will  automate  as 
much  as  is  practicable.  To  give  you  an 
example,  I  was  talking  to  a  station 
operator  yesterday  who  paid  a  sub- 
stantial price  for  his  station,  who  is  a 
sharp  operator,  who's  got  his  station 
honed  down  pretty  fine.  Yet  he's  study- 
ing a  plan  through  which  he  can  knock 
off  $50,000  or  $60,000  a  year  of  his 
fixed  costs  through  automation.  He  is 
spending  $700,000  a  year  to  operate 
now.  But  that  $50,000  to  $60,000  a 
year  is  important  because  it  can  all 
come  down  into  net.  All  big  station 
operators  are  thinking  automation,  cost 
reductions.  There  are  going  to  be  mil- 
lions of  dollars  knocked  off  operating 
costs  in  our  business  this  year  which 
will  put  us  in  a  position  to  meet  any 
problems  of  increased  operating  costs 
from  unanticipated  areas. 

The  total  gross  revenue  picture  at 
the  moment  cannot  increase  to  a 
significant  extent,  therefore  the  profit 
margin,  in  order  to  be  increased, 
must  come  through  cutting  back  on 
operating  costs? 

That's  right.  But  I  want  to  emphasize 
— most  of  the  operators  really  studying 
cost  reduction  are  busy  improving  their 
operation.  Not  only  through  automa- 
tion, but  in  every  way  that  they  can 
think  of,  without  any  reduction  of 
quality  in  broadcasting,  and  almost  al- 
ways with  an  increase — a  sharp  in- 
crease—in internal  efficiency.  All  the 
cost  reductions  are  not  in  the  area  of 
what  they  release  on  the  air.  They  are 
in  the  areas  of  "How  do  we  build  audi- 
ence better  and  more  quickly? — How 
do  we  research  things  better  without 
costing  so  much  money?  How  do  we 
control  and  conserve  manpower  and 
womanpower?"  And  there  must  be  500 


ways  that  we've  heard  about  in  the  past 
year,  mostly  through  our  Regional 
Management  Conferences,  that  indi- 
viduals, working  almost  alone,  have 
solved  these  problems  or  some  aspect 
of  them.  Maybe  the  station  manager 
only  saves  a  half  of  a  day  for  one  girl 
a  week,  but  then  he  passes  that  idea  on 
and  everybody  does  it.  This  business  is 
getting  out  of  the  cracker-barrel  era  to 
the  point  that  scientific  management  has 
really  taken  over  to  conserve  funds  and 
to  bring  sales  dollars  down  to  the  final 
line  of  the  statement. 

And  it's  not  just  the  metropolitan 
market  stations  working  on  IBM-type 
logging  and  billing.  It's  a  station  in  a 
town  of  20,000  that  thinks,  "What's  the 
point  of  typing  this  log  every  day?  It 
doesn't  change  much.  Supposing  we 
type  it  only  once  a  week  and  put  it  into 
a  copying  machine  after  daily  correc- 
tions." Now,  this  may  not  sound  like  a 
tremendous  idea,  but  if  you  put  the 
number  of  man-hours  that  are  spent 
every  day  by  3,400  radio  stations  typing 
a  log,  they  will  add  to  something  in  the 
neighborhood  in  a  month  of  200,000 
man-days.  If  you  could  cut  that  by  one- 
fourth,  keeping  in  mind  you  can't  hire 
anybody  for  less  than  $12  a  day  to  type 
your  log  intelligently,  you  could  save 
with  this  one  device,  if  you  could  carry 
it  over  to  all  stations,  about  $7  million 
a  year. 

As  to  programming  structures, 
what  are  they  going  to  mean  next 
year?  What  do  you  consider  the  ef- 
fect of  the  new  network  radio  pat- 
tern, particularly  the  latest  one  by 
CBS — on  the  networks  themselves 
and  on  stations? 

I  don't  believe  that  there's  any  very 
different  pattern  that  will  distinguish 
1959  radio  at  the  network  level  from 
1958.  There  is  going  to  be  less  program- 
ming offered  the  affiliates  of  certain  net- 
works, but  if  you  evaluate  how  much 
less  in  terms  of  affiliate  acceptance  and 
sales  potential,  I  can't  see  that  it  reduces 
the  sales  potential  5%,  if  that  much.  I 
feel  the  changes  enhance  the  sales  po- 
tential of  networks.  While  the  trials  and 
tribulations  of  the  networks  have  been 
an  embarrassment  to  them  and  to  the 
industry,  relatively  the  time  involved  in 
the  transition  from  the  old-style  net- 


work of  the  early  1950s  to  the  1960 
network  is  occurring  in  a  short  period 
of  time.  All  radio  has  been  in  transition 
for  four  or  five  years  and  every  industry 
has  its  transition  period. 

If  I  evaluate  correctly  what  is  hap- 
pening, the  networks  are  now  in  a  posi- 
tion to  do  what  they  have  not  been  able 
to  do  consistently  in  the  past  two  years, 
which  is  to  deliver  what  they  sell.  The 
network  salesman  has  been  behind  the 
eight  ball,  because  in  competing  with 
Saturday  Evening  Post  or  This  Week 
salesmen  for  the  national  dollar,  he  was 
not  always  certain  he  could  deliver  the 
markets  he  sold.  He  might  not  be  able 
to  deliver  Pittsburgh,  he  might  not  be 
able  to  deliver  Seattle,  or  he  might  not 
be  able  to  deliver  six  of  the  top  20  mar- 
kets. Sure,  he  could  say,  "Well,  80%  of 
the  dollar  volume  is  delivered."  But 
that  is  not  the  answer  for  an  advertiser 
who  wants  what  network  can  provide, 
which  is  truly  national  coverage  with 
one  order,  one  identical  merchandisable 
vehicle  every  place  simultaneously. 
That's  network's  pitch. 

I  think  that  every  step  that  the  net- 
works have  taken  has  made  them  more 
competitive  as  an  advertising  medium 
to  their  natural  enemy,  the  magazines. 
I  also  think  that  every  step  that  they 
have  taken  has  made  them  less  com- 
petitive with  spot.  These  steps  are  elimi- 
nating network  as  a  spot  competitor,  be- 
cause the  network  now  more  than  any 
time  in  its  entire  history — going  back 
even  as  far  as  the  1 940s  when  the  "must 
buy"  edict  came  down  from  FCC — is 
selling  its  entire  list  to  every  advertiser. 
Truly  now  networks  deliver  and  sell  a 
national  advertising  medium.  They're 
all  selling  the  3,300  counties  of  the 
United  States  as  their  market. 

But  some  of  the  spot  boys  claim 
that  the  networks  are  selling  at  rates 
so  low  that  spot  cannot  compete. 

That  is  like  Gimbel's  complaining  to 
Macy's  that  Macy's  is  selling  hosiery 
too  low.  If  I  were  Macy's,  I'd  tell  'em 
to  run  around  a  hoop.  If  a  station  wants 
what  a  network  can  give  it,  then  it 
should  be  prepared  to  take  with  it  the 
things  that  it  doesn't  like.  Nothing  is 
100%  perfect.  If  a  station  objects  to  a 
network  selling  its  facilities  lower  than 
the  price  the  station  itself  offers;  then 
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it  should  disaffiliate  with  the  network. 
This  is  not  a  completely  unique  situa- 
tion, keep  in  mind.  Because  if  you  add 
the  cost  of  a  color  page  in  the  Sunday 
editions  of  the  major  newspapers  carry- 
ing This  Week,  versus  what  This  Week 
delivers  its  back  page  in  four  colors  for, 
you'll  see  that  This  Week  is  underselling 
all  of  its  affiliates.  But,  like  the  difference 
between  spot  and  network,  there  is  a 
difference  in  the  color  advertising  in 
This  Week  and  in  the  newspaper's  local 
news  section. 

Spot  has  so  many  great  things  that 
network  cannot  deliver.  Sellers  of  spot, 
instead  of  complaining  about  what  net- 
work does,  should  say,  "Sure,  you  get 
this  from  network,  but  here  are  all  the 
great  things  you  get  from  spot."  Some- 
times the  spot  people  lose  sight  of  spot's 
function.  Its  function  is  that,  to  use  the 
newspapers'  phrase,  "all  business  is 
local."  It's  the  ability  of  spot  to  design 
something  tailor-made  for  an  advertiser 
that  makes  it  a  great  advertising  medi- 
um. If  an  advertiser  has  the  patience  to 
buy  market  by  market  and  the  desire 
to  plan  for  each  different  competitive 
situation,  then  it  makes  all  the  sense  in 
the  world  for  him  to  buy  spot  radio,  spot 
television,  and  newspapers.  If  his  com- 
petitive situation  is  much  the  same 
everywhere  and  he  wants  the  type  of 
advertising  which  network  television, 
magazines  and  network  radio  provide, 


then  they  are  the  natural  buy.  And  no 
advertiser,  just  to  take  advantage  of  a 
low  price  in  network,  is  going  to  throw 
away  his  complete  marketing  philosophy 
and  go  into  network  when  he  wants  the 
unique  advantages  spot  can  give  him. 

Do  you  think  '59  will  be  a  better 
year  for  networks? 

I  think  it  will  be  a  much  better  year 
for  networks.  How  well  networks  capi- 
talize on  the  advantages  that  they  now 
have  is  going  to  be  the  measure  of  their 
success. 

What  effect  are  these  new  net- 
work patterns  going  to  have,  if  any, 
on  independent  stations? 

I  don't  think  they'll  have  much  ef- 
fect upon  independents  at  all.  Running 
independent  radio  stations  now  requires 
a  high  degree  of  art  and  a  great  amount 
of  information  and  a  willingness  to 
learn.  These  independent  operators  will 
not  ignore  what  networks  are  doing, 
but  they  are  so  busy  learning  from  one 
another  that  what  the  network  does  is 
of  secondary  interest  to  them,  in  my 
opinion. 

Is  the  modern  radio  concept 
spreading? 

I  don't  know  what  modern  radio 
means.  It  used  to  mean  so  many  dif- 
ferent things  by  so  many  different 
people. 

Well,  by  people  who  call  them- 
selves    modern     radio  operators, 


doesn't  it  mean  a    Interview  with 

pretty  lively  combi- 
nation—  alert  com- 
bination— of  music 
and  news  primarily, 
not  necessarily  the 
top  40  tunes? 

If  that's  what  you 
say  it  means,  then  I 
can  answer  the  ques- 
tion. Because  I  can't  wv  *™m) 
define  modern  radio.  Network  affiliates 
resent  an  independent  station  appropri- 
ating to  itself  the  adjective  "modern," 
and  with  some  justice,  because  there 
are,  some  opinions  to  the  contrary, 
many  extremely  alert,  well-operated 
"modern"  network  affiliates.  If  by  mod- 
ern radio  you  mean  the  independent 
concept  of  programming  music  to  the 
taste  of  the  audience,  rather  than  to 
the  taste  of  the  ownership  or  manage- 
ment, and  an  effort  to  cover  news  more 
intensively,  especially  on  the  local  level. 
I  think  it's  bound  to  grow.  It's  probably 
very  close  to  the  zenith  of  its  "first 
stage"  in  some  markets,  where  there 
are  several  of  these  operators  who  have 
been  operating  there  for  a  number  of 
years.  But  it  is  spreading  fast  through 
medium-sized  and  smaller  markets,  with 
individual  interpretations  for  each  mar- 
ket. 

Will  the  trend  towards  program- 
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OKLAHOMA  AND  SOUTHWEST:  Clear  economic  skies  with  ideal  growing  conditions 
for  all  products  advertised  over  KVOO  RADIO,  the  Voice  of  Oklahoma  since  1925. 

KVOO  cultivated  listeners  with  high  per  capita  income  provide  rich,  fertile  field 
for  immediate  product-desire  seeding. 

Highest  quality  LOCAL  and  NBC  programming  continually  irrigates  and  stimulates 
greatest  growth  for  maximum  yield.  (A  KVOO  specialty) 

Tested  seed  and  complete  planting  instructions  now  available  at  any  Edward  Petry 
&  Company  office,  or  call  KVOO  Growing  Fields  direct,  Riverside  2-5561,  Tulsa. 


DIAL 
1170  KC 


KVOO  RADIO 


50,000 
WATTS 


Harold  C.  Stuart,  President 


Gustav  K.  Brandborg,  V.P.  &  Gen.  Manager 
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ming  for  specialized  audiences  con- 
tinue? 

I  feel  very  strongly  that  it  will. 

If  you  go  into  a  market  where  there 
are  three  or  four  alert  independent 
operators,  whose  basic  format  is  80% 
popular  recorded  music,  and  20%  news 
at  the  outside — maybe  it's  90-10  or  85- 
15  or  something  like  that — you  can  see 
these  guys  under  competitive  pressures 
probing  for  different  ways  of  doing 
things.  It's  manifested  in  ways  they  shift 
their  news  programming  around  or  they 
shift  their  music  around. 

In  a  market  which  has  a  dozen 
stations,  is  there  room  for  a  station 
which  programs  nothing  but  talk? 

Unquestionably  there  is.  Talk  is  very 
expensive  to  program  and  that's  what's 
held  it  back.  Not  enough  thinking 
probably  has  been  done — and  this  is  a 
personal  opinion — about  the  ways  in 
which  you  can  repeat  talk  as  you  can 
repeat  "Beep-Beep."  No  station  pro- 
gramming popular  music  would  think 
of  running  "Beep-Beep"  just  once,  they 
might  run  it  a  dozen  times  during  the 
day;  it  might  run  two  or  a  dozen.  Why 
can't  five  minutes  of  talk  that's  effec- 
tive at  7:30  in  the  morning  be  repro- 
grammed  at  10:30  in  the  morning,  when 
there's  an  entirely  different  audience? 
And  again  at  noon,  at  three,  at  five,  at 
seven,  at  nine  you  would  run  it  all  over 
again? 


Will  radio  start  selling  program- 
ming again? 

If  there's  going  to  be  a  substantial  in- 
crease in  program  selling  we  have  not 
seen  any  of  it  yet.  There  is  a  surprising 
amount  of  programming  sold,  but  most 
programming  that  is  sold  is  sold  either 
by  specialized  stations  in  large  markets 
or  it  is  sold  in  medium  and  small  mar- 
kets. In  talking  about  the  decline  in  pro- 
gram sales,  our  industry  tends  to  think 
too  much  of  New  York  and  Cleveland 
and  New  Orleans  and  not  enough  of  the 
great  many  stations  serving  medium  and 
small  markets,  where  a  great  many  pro- 
gram sales  are  still  made.  Most  of  those 
program  sales,  however,  are  news  pro- 
grams^— by  that  I  mean  15-minute  news 
rather  than  the  5-minute  news.  But  pro- 
gram advertisers  still  represent  20%  of 
the  advertising  revenue  in  medium- 
sized  markets  and  22.3%  of  the  reve- 
nues in  small  markets.  The  dramatic 
program  and  the  variety  show  and  the 
recorded  day  time  serial  packaged  by  a 
syndicator  are  as  dead  as  Grover  Cleve- 
land, however. 

Are  the  rush-hour  jams  being 
broken? 

Stations  are  still  very  loaded  in  the 
so-called  "traffic"  time.  But  there  are 
fewer  SRO  conditions.  Because  stations 
have,  under  the  pressure  of  advertisers, 
scaled  their  prices  up  to  where  7  to  9 


and  4  to  6  sometimes  aren't  as  good  a 
buy.  If  you  really  examine  7  to  9  a.m. 
and  4  to  6  p.m.  in  some  markets,  they 
are  not  justified  for  certain  types  of  ad- 
vertisers. In  some  cities,  the  only  justifi- 
cation is  that  you  can  reach  large  male 
audiences  at  that  time  that  are  not  avail- 
able at  other  times. 

Are  you  breaking  into  nighttime? 

Nighttime  is  moving  slowly.  There 
are  break-throughs,  but  the  break- 
throughs are  done  on  a  price  basis. 
There  has  always  been  a  lot  of  6  to  8 
p.m.  sold,  but  usually  as  a  part  of  a  20 
times  a  week  schedule  in  which  by  buy- 
ing 7  to  9  in  the  morning  and  getting 
three  spots  there,  the  sponsor  takes  less 
desirable  afternoon  and  evening  times, 
too. 

But  now  there  is  a  willingness  among 
advertisers  to  take  a  look  at  evening 
time,  which  is  still  among  the  most 
valuable  times  we  have,  for  its  own 
sake.  They  recognize  it  is  only  between 
7:30  and  8  that  television  really  begins 
to  shoot  way  up  and  clobber  all  other 
advertising  media.  Until  after  7  p.m., 
on  a  basis  of  number  of  adults  in  our 
respective  audiences,  we  are  still  in 
great  competitive  shape  compared  to 
television. 

Before  we  get  off  selling  patterns 
in  programming,  Emil  Mogul  of  the 
Mogul  agency,  in  a  speech  late  last 


Nearly  a  million  New  York 
families  and  454  advertisers 
know  that  nothing  takes  the 
place  of  America's  Number  One 
Good  Music  Station  liflWn 

AM  50,000  watts,  and  FM   W  H8    BJ  JFm  1  M 
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AN  APPLE 
FOR  THE 
TEACHER... 


Ed  Zack  —  Morning  Mayor  of  the 
Quint-Cities  —  presents  a  sack  of 
apples  to  the  "Teacher  of  the 
Day"  ...  a  daily  feature  of  Ed's 
Music  '59  Show  —  6  to  9  a.m. 
on  WOC. 

It's  WOC  and  "Mayor"  Ed  Zack 
saying,  "Thanks,"  to  one  of  those 
very  special  people  who  look 
after  tomorrow's  generation. 

Another  reason  for  the  top  lis- 
tening interest  of  the  right  people 
...  to  WOC. 

To  reach  — and  sell  —  these 
"right"  people,  call  your  PGW 
Colonel  for  availabilities. 


THE  QUINT  CITIES 

DAVENPORT  . 
BETTENDORF  I 


ROCK  ISLAND  j 
MOLINE  >  ILL. 

EAST  MOLINE  ' 


. . .  52-week  advertisers  who  com- 
plain stations  are  too  tied  up  with 
ih-and-outers  to  add  their  business 
should  just  order  52  weeks  and 
watch  the  reaction  . . .  Fm  has  more 
sex  appeal  now  than  ever  .  .  . 


Interview  with 


Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward 
Inc.,  Exclusive  National 
Representatives 


5000  WATTS  AM 


Kev  Sweeney 


fall  tried  to  get  across  the  point  that 
it  is  getting  very  difficult  for  a  na- 
tional advertiser  to  get  a  52-week 
contract  in  radio  because  the  in-and- 
outers  are  being  catered  to.  Do  you 
have  any  comment  on  this? 

I  would  be  most  reluctant  to  tangle 
with  Mr.  Mogul,  who  is  a  shrewd,  dis- 
cerning buyer  of  radio.  But  I  have  only 
this  to  say  about  any  52-week  adver- 
tiser: Let  a  52-week  advertiser  who 
means  firm  52  weeks  go  into  a  station 
and  say  he  is  going  to  buy  52  weeks.  He 
will  be  surprised  how  thick  the  rug  is 
and  how  many  small  black  boys  run  out 
to  make  sure  that  he  is  fanned  and 
brought  a  cool  drink.  One  of  the  big 
problems  of  radio  is  that  we  are  up  to 
our  armpits  in  in-and-outers.  Admitted- 
ly, a  lot  of  stations,  despairing  of  at- 
tracting the  52-week  advertiser,  have 
now  set  their  rate  structure  to  cater 
mostly  to  the  short-termers.  But  let  the 
advertiser  who  really  wants  to  buy  52 
weeks,  as  many  of  Mr.  Mogul's  clients 
do,  go  in  and  say,  "I'm  going  to  buy  52 
weeks  and  what  are  you  going  to  do  for 
me?"  .  .  . 

He  will  get  his  rate? 

He  will  get  the  most  cordial  welcome 
he  ever  got. 

What  were  radio's  most  important 
new  customers  in  '58? 

We  don't  have  any  really  new  cus- 
tomers, if  you  are  talking  about  industry 
classifications.  Our  best  customer,  pro- 
portionate to  what  it  has  done  in 
past  years,  is  the  automobile  industry, 
strangely  enough.  The  automobile  in- 
dustry's introductory  campaign  for  the 
new  models  was  very  good  for  us. 

Was  it  good  for  the  auto  makers 
and  will  they  do  the  same  thing  in 
'59? 

I  don't  think  the  auto  makers  know 
what  they  are  going  to  do  March  1, 
1959,  themselves.  There  is  no  industry 
that  was  worse  burned  in  1958  than 
the  automobile  manufacturers  and  their 
dealers.  The  manufacturers  are  under 
tremendous  pressure  from  their  dealers, 
who  have  an  understandable  desire  to 
show  a  profit  this  year,  being  strange 
sort  of  guys.  As  you  probably  know, 
better  than  half  of  all  dealers  lost  money 
last  year. 

We  had  a  team  up  in  Detroit,  and  we 


have  never  seen  shorter  term  planning 
in  a  heavy  goods  industry.  They  are 
prepared  to  go  for  five  million  cars; 
they  would  love  to  think  that  they  are 
going  to  sell  six  million,  but  they  don't 
really  believe  they  can.  They  are  also 
prepared  to  cut  back  to  four  million 
cars  and  so  they  are  loose  as  a  goose  in 
all  their  plans. 

What  new  customers  are  you 
going  after  for  '59? 

Our  principal  target  is  the  gasoline 
marketer  because  we  have  such  a  tre- 
mendous story  to  tell  him. 

What  is  the  fm  picture  now  and 
in  the  immediate  future? 

Fm  has  great  sex  appeal  at  the 
moment — more  sex  appeal  in  the  fall  of 
1958  than  it  has  had  in  any  time  in  the 
recent  past,  from  the  advertiser's  point 
of  view.  By  5  to  1.  I  hear  more  talk 
about  fm.  As  far  as  buying  fm,  there  is 
more  of  it  and  it  is  growing  .  .  . 

When  you  speak  of  "buying  fm," 
do  you  mean  advertisers? 

Yes.  The  dollar  figures  are  incon- 
sequential, but  there  are  a  great  many 
advertisers  who  are  asking  about  fm. 

What  effect  or  what  worth  do  you 
put  on  the  future  of  stereo  to  radio? 

I'm  not  very  bullish  on  stereo  for  ra- 
dio because  it  doesn't  mean  enough  in 
interpreting  much  of  the  music  that  we 
have  on  the  air.  Having  "Beep-Beep" 
coming  out  of  two  speakers  at  once 
doesn't  really  help  very  much. 

Stereo  is  a  great  sales  gimmick  and 
it  is  selling  a  certain  classification  of  ad- 
vertiser because  it  permits  him  demon- 
stration. A  great  many  of  the  sales  that 
are  being  made  are  very  intelligent  sales 
and  intelligent  buys  for  that  reason.  A 
distributor  with  a  number  of  lines  of 
stereo  equipment  couldn't  possibly  buy 
a  better  medium  than  am  and  fm  radio 
on  a  stereo  basis.  But  what  does  it  mean 
in  the  long  run  to  our  big,  basic  adver- 
tiser? What  does  it  mean  to  a  gasoline 
advertiser  or  a  food  advertiser  or  a  drug 
advertiser?  And  is  the  quality  that  you 
get  and  the  effect  that  you  get  meaning- 
ful enough  that  you  are  going  to  get 
people  to  turn  on  two  sets  to  hear  it?  I 
don't  know.  I  know  stereo  sold  some 
time  and  I  love  it  for  that  reason,  but 
I  can't  see  it  being  one  of  the  great 
solutions  to  our  sales  problems. 


110    (PERSPECTIVE  '59) 


BROADCASTING,  February  9,  1959 


REMEMBER  THIS  PICTURE?  It's  of  Theodore  Roosevelt  National  Memorial  Park  in 
North  Dakota's  Badlands.  It  was  used  in  1958  to  illustrate  one  of  Sinclair's  public  service 
messages  devoted  to  the  conservation  of  America's  natural  resources  and  historic  shrines. 

Sinclair's  Public  Service  Program 
Continues  to  Win  Wide  Acclaim 


Now  in  its  fifth  year,  Sinclair's  public  service  program  has 
won  continuing  praise  from  the  nation's  leading  sena- 
tors, governors,  congressmen,  editors,  educators  and 
conservationists,  and  public  commendation  from  im- 
portant civic,  business,  farm,  garden,  travel  and  patriotic 
organizations. 

In  1958,  Sinclair  received,  for  its  public  service,  cita- 
tions and  commendations  from  the  U.S.  Junior  Chamber 


of  Commerce,  Sport  Fishing  Institute,  Wisconsin  Recrea- 
tion Association,  the  American  Farm  Bureau  Federation, 
and  the  governors  of  Minnesota,  North  Dakota  and 
Kansas,  among  others.  In  addition,  the  program  again 
received  the  Saturday  Review  Award  for  distinguished 
advertising  in  the  public  interest,  and  was  selected  by 
Public  Relations  News  as  one  of  the  year's  best  public 
relations  programs. 


HAVE  YOU  MOTORED  TO  A  NATIONAL  PARK  RECENTLY?  If  not,  perhaps  you 
are  planning  such  a  trip  for  this  summer.  You  will  find  our  colorful  National 
Parks  map  of  interest  and  help.  Write  for  your  copy  today:  Tour  Bureau, 
Sinclair  Oil  Bldg.,  600  Fifth  Ave.,  New  York  20,  N.  Y. 


SINCLAIR 

A  Great  Name  in  Oil 
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VTR  ENTHUSIASM  STRONG  IN  59 


Pre-recording  of  programs  is  major  use,  giving  flexibility 


When  workable  videotaping  appa- 
ratus was  introduced  at  the  1956  NAB 
Convention  it  was  greeted  as  the  great- 
est thing  to  happen  to  television  since 
the  electronic  picture  tube  replaced  the 
mechanical  spiral  disc.  During  the 
three-day  Chicago  meeting  tv  station 
managers  and  their  chief  engineers 
packed  into  the  Ampex  Corp.  exhibit, 
backed  up  their  interest  with  orders  for 
$4  million  worth  of  vtr  equipment. 

Today  the  more  than  50  tv  broad- 
casters who  have  had  from  a  few  weeks' 
to  more  than  a  year's  experience  with 
vtr  machines  at  their  own  stations  are 
still  as  enthusiastic  as  they  were  three 
years  ago  about  the  recording  of  pic- 
tures on  magnetic  tape.  Response  to  a 
Broadcasting  questionnaire  sent  in  De- 
cember to  all  U.S.  tv  stations  then 
equipped  for  videotaping  their  tv  pro- 
grams* shows  an  amazingly  high  re- 
gard for  the  importance  of  vtr  in  a  sta- 
tion's operations.  More  than  two-thirds 
of  the  respondents  call  vtr  "essential" 
to  their  operations.  Another  25%  find 
it  "extremely  helpful."  The  remainder 
(6%)  checked  the  "somewhat  helpful" 
space,  with  no  votes  for  either  "of  little 
help"  or  "of  no  help." 

Most  stations  now  have  one  machine, 
a  few  have  two  (14%)  and  the  ma- 
jority of  those  replying  indicate  the  in- 
tention to  add  a  second  unit  in  the  near 
future  (many  expecting  delivery  of  their 
second  machines  early  this  year) .  Most 
feel  that  two  machines  will  take  care  of 
all  their  videotaping  needs,  but  a  few 
major  market  stations  foresee  installa- 
tions of  as  many  as  six. 

Color  •  Only  one  station  currently 
has  color  vtr  equipment  in  operation, 
WBTV  (TV)  Charlotte,  N.  C,  which 
last  September  installed  the  full  RCA 
vtr  machine  that  tapes  either  mono- 
chrome or  color  programs,  and  is  so 
pleased  with  results  that  a  second  such 
machine  will  be  installed  before  the  end 
of  March  (see  story,  page  120).  But  half 
of  the  stations  now  equipped  for  taping 
black-and-white  programs  plan  to  add 
color  taping  units  eventually,  20%  of 
them  this  year. 

Cost  is  one  reason  for  the  lag  in 
color  tape  installations.  The  full  mono- 
chrome-plus-color installation  is  priced 
at  $64,000  by  Ampex,  $63,000  by 
RCA.  Stations  now  equipped  with  Am- 
pex monochrome  tape  machines  would 
have  to  shell  out  $19,500  more  to  add 
color.  But  the  main  reason  that  tv 
broadcasters  have  not  rushed  to  buy 

•59  stations:  58  with  Ampex  equipment, 
one  with  RCA.  Replies  came  from  32  sta- 
tions. 


color  tape  as  they  did  black-and-white 
is  that  the  tv  public  has  not  rushed  into 
color  either.  "When  color  comes,  we'll 
add  color  tape,"  is  a  typical  comment, 
but  with  only  one  tv  home  in  100  able 
to  receive  programs  in  color,  most 
broadcasters  today  see  little  immediate 
need  for  color  tape.  Less  understand- 
able are  the  replies  of  25%  of  the  total 
response  that  they  have  no  plans  for 
color  tape  at  any  time,  particularly  as 
these  "no  color"  answers  came  from 
stations  in  New  York,  Chicago  and  Los 
Angeles  as  well  as  smaller  cities. 

The  major  use  of  vtr  equipment  and 
the  only  use  which  all  stations  make  of 
it  is  for  pre-recording  programs  and 
commercials.  With  videotape,  programs 
may  be  recorded  at  times  best  suited 
to  the  most  efficient  use  of  studios.  Per- 
formers may  do  their  stints  at  times 
most  convenient,  without  regard  for  the 
studio  clock.  Local  advertisers  who 
like  to  do  their  own  commercials  don't 
have  to  hang  around  the  station  in  the 
afternoon  or  late  at  night.  Visiting 
notables  can  be  interviewed  when  avail- 
able (and  the  chance  to  watch  their  own 
air  appearances  is  an  added  inducement 
to  grant  the  interview).  Staff  person- 
nel can  be  used  during  regular  working 
hours  with  overtime  periods  drastically 
reduced  if  not  eliminated  altogether. 

What  Gets  Taped  •  Every  conceiv- 
able kind  of  video  show  is  being  taped 
today.  Dramatic  programs,  musical  ex- 
travaganzas, sermons,  sports  events,  lec- 
tures, quiz  shows,  cooking  classes,  inter- 
views— you  name  it  and  somewhere 
somebody  is  putting  it  on  tape  for  use 
on  the  air  at  the  right  time.  Particularly 
interviews,  which  85%  of  station  re- 
plies say  are  being  taped  regularly. 
Forum  shows  are  taped  at  60%  of  the 
respondent  stations,  musical  programs 
by  50%,  news  by  70%,  sports  by  45% 
(and  news  and  sports  condensations  by 
35%),  audience  participation  by  40% 
and  drama  by  30%. 

About  30%  of  the  stations  which 
replied  say  they  plan  to  produce  pro- 
grams on  videotape  for  syndication  and 


somewhat  more  (35%)  expect  to  ex- 
change taped  programs  with  other  sta- 
tions. (Included  in  both  figures  are  the 
20%  who  anticipate  offering  programs 
on  tape  for  both  exchange  and  syndi- 
cated sale.) 

To  date,  however,  there  has  been 
little  distribution  of  taped  programs 
for  use  away  from  the  originating  sta- 
tion. The  Divorce  Court  series,  pro- 
duced by  and  at  KTTV  (TV)  Los  An- 
geles and  syndicated  by  Guild  Films, 
with  about  a  dozen  stations  now  broad- 
casting it  each  week  and  Live  Pro 
Wrestling,  also  distributed  by  Guild,  are 
the  only  syndicated  tape  series  now 
regularly  on  the  air,  so  far  as  could  be 
learned.  Many  programs  are  being 
taped  in  anticipation  of  syndication, 
however.  Exchange  of  tapes  is  also 
getting  started  slowly,  also  is  expected 
to  mushroom  rapidly.  Currently  KING- 
TV  Seattle  and  KGW-TV  Portland, 
Ore.  (same  ownership)  are  swapping  a 
number  of  programs  by  tape  each  week; 
WEAR-TV  Pensacola  and  WFLA-TV 
Tampa  are  exchanging  political  tapes, 
as  at  somewhat  longer  range  are 
WAGA-TV  Atlanta  and  WFAA-TV 
Dallas. 

KTTV  also  pioneered  in  the  distribu- 
tion of  taped  news  programs  last  month 
when  it  made  the  first  American  tv  in- 
terview with  Soviet  Deputy  Premier 
Anastas  Mikoyan  available  to  other  tv 
stations  following  its  own  broadcast 
(Broadcasting,  Jan.  19).  The  success 
of  this  venture  has  already  led  to  in- 
formal discussions  of  the  feasibility  of 
organizing  a  tv  news  service,  with  one 
member  station  in  each  market,  for  the 
distribution  by  videotape  of  news  cover- 
age of  people  or  events  of  national  in- 
terest. 

Why  The  Delay?  •  But  the  volume 
of  syndicated  tape  programs  is  expected 
to  come  from  program  production  or- 
ganizations, probably  in  the  main  the 
same  companies  which  are  now  produc- 
ing tv's  syndicated  film  programs.  Sta- 
tions in  the  major  production  centers 
report  hundreds  of  inquiries,  scores  of 
inspection  visits,  from  program  pro- 
ducers— even  the  rental  of  station  tape 
facilities  for  the  production  of  a  few 
pilot  programs.  The  reason  for  the  inter- 
est is  obvious — the  cost  of  putting  a  pro- 
gram on  tape  is  about  half  that  of  doing 
the  job  on  film.  The  reason  why  the 
interest  has  not  been  translated  into 
more  action  is  equally  plain — union 
problems.  (See  story,  page  116.) 

The  great  majority  of  videotaping  to- 
CONTINUED  on  page  114 
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Videotape  coverage  •  This  is  the  pic- 
ture of  videotape  in  the  continental 
U.S.  this  month — 68  stations  in  26 
states  and  the  District  of  Columbia. 
Such  is  the  nature  of  this  fast-multiply- 
ing field  that  it  will  be  out  of  date  within 
weeks  (the  map,  with  shaded  areas  rep- 
resenting coverage  of  vtr  equipped  sta- 
tions, was  revised  three  times  in  two 
weeks  before  going  to  press). 

The  story  behind  the  map  is  mean- 
ingful for  both  broadcasters  and  the 
clients  who  use  their  stations.  Even  to- 
day it  is  possible  to  reach  a  large  share 
of  the  U.S.  tv  market  with  locally- 
originated  videotape  signals — meaning 
both  local  and  national  spot  business. 

The  following  is  a  list  of  the  markets 
and  the  stations  which  are  operating 
with  videotape  in  February  1959: 

Arizona:  Phoenix — KOOL-TV. 

California:  Los  Angeles  —  KCOP 
(TV),  KHJ-TV,  KTLA  (TV),  KTTV 
(TV) ;  Sacramento-Stockton  —  KCRA- 
TV;  San  Francisco-Oakland— KRON- 
TV,  KPIX  (TV),  KTVU  (TV). 

Colorado  :  Denver — KLZ-TV. 

Connecticut:  Hartford  —  WTIC- 
TV;  New  Haven— WNHC-TV. 

district  of  Columbia:  Washington 
— WTTG  (TV). 


Florida:  Pensacola-Mobile  (Ala.)  — 
WEAR-TV;  Tampa-St.  Petersburg— 
WFLA-TV. 

Georgia:  Atlanta— WAGA-TV. 

Illinois:  Chicago  —  WBBM-TV, 
WBKB  (TV),  WGN-TV. 

Indiana:  Indianapolis  -  Bloomington 
—WISH-TV. 

Kentucky:  Louisville — WHAS-TV. 

Maryland  :  Baltimore — WJZ-TV. 

Massachusetts:  Boston — WBZ-TV, 
WHDH-TV. 

Michigan:  Detroit  —  WJBK-TV; 
Flint— WJRT  (TV). 

Minnesota:  Minneapolis-St.  Paul — 
KMSP-TV,  WCCO-TV. 

Missouri:  St.  Louis — KCPP  (TV); 
Springfield— KYTV  (TV). 

new  york:  Buffalo— WGR-TV;  New 
York-Newark  (N.  J. )— WCBS-TV, 
WNEW-TV,  WNTA-TV,  WOR-TV, 
WPIX  (TV);  Schenectady-Albany-Troy 
— WRGB  (TV) ;  Syracuse— WSYR- 
TV 

north  Carolina:  Charlotte — WBTV 
(TV);  Raleigh-Durham— WRAL-TV. 

ohio:  Cleveland— KYW-TV,  WEWS 
(TV),  WJW-TV. 


Oklahoma:  Oklahoma  City — WKY- 
TV;  Tulsa— KOTV  (TV). 

Oregon:  Portland— KGW-TV. 
KOIN-TV. 

Pennsylvania:  Lancaster- — WGAL- 
TV;  Philadelphia  —  WFIL-TV;  Pitts- 
burgh—KDKA-TV,  WIIC  (TV), 
WTAE  (TV). 

rhode  island:  Providence— WJAR- 
TV. 

south  Carolina:  Charleston  — 
WUSN-TV. 

texas:  Dallas-Ft.  Worth  —  KRLD- 
TV,  WFAA-TV;  Galveston— KGUL- 
TV;  Houston— KPRC-TV;  Lubbock— 
KDUB-TV;  San  Antonio— KENS-TV. 
KONO-TV,  WOAI-TV;  Wichita  Falls 
— KSYD-TV. 

utah:  Salt  Lake  City-Provo  — 
KLOR-TV. 

Virginia:  Norfolk  —  WTAR-TV; 
Richmond— WRVA;  Roanoke— WSLS- 
TV. 

Washington:  Seattle-Tacoma  — 
KING-TV. 

Information  on  markets  and  stations 
with  videotape  equipment  was  re- 
searched by  Broadcasting  through 
Ampex  and  RCA;  data  on  market  cov- 
erage was  researched  by  NTA's  Tele- 
studios,  New  York. 
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by  more  people 

Nielsen  (Spring  '58)  shows  12.5% 
more  TV  homes.  Refigure  your  cost 
per  thousand!  Base  it  on  ratings  x 
Nielsen! 

KTBS-TV  is  seen  by  more  than  a 
million  people  with  more  than  1.5 
billion  dollars  to  spend  in  this  oil- 
rich  four-state  market. 
Channel  3  is  the  only  sin-  NRP 
gle  TV  buy  that  can  give  ^Jlii^ 
you  full  coverage  of  this  inp 
rich  four-state  market.  AbU 
Ask  your  Petry  man  for  details 
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Program  Guide  For 
FM-SCA  LICENSEES 

Present  and  Prospective 

The  only  background  music  on  tape 
that  /sn'r  also  on  transcriptions 
available  to  any  broadcaster  is 


Exclusive  franchise  territories  for  this 
exclusive  tape  program  service  now 
being  allocated.  No  franchise  fees. 
No  percentages.  For  franchise  par- 
ticulars, availabilities  and  audition  — 

moil  coupon  today  for  complete  particulars. 

MAGNE-TRONICS,  Inc. 

49  West  45th  Street,  New  York  36,  N.  Y. 

Please  rush  complete  particulars  on  exclusive 
franchise  plan  for  FM-SCA  and  wire  services. 
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CONTINUED  from  page  112 

day  is  done  for  the  convenience  of  the 
stations  to  use  their  studios,  personnel 
and  taping  equipment  in  the  most  con- 
venient and  economical  manner,  to  re- 
duce overtime  and  weekend  work,  to 
get  program  material  not  otherwise 
available  and,  particularly,  to  secure 
more  local  business.  Stations  generally 
do  offer  taping  services  to  advertisers 
and  agencies  and  about  half  of  them 
also  make  videotape  available  to  out- 
side producers. 

When  the  taping  is  done  for  the  con- 
venience of  the  station,  there  is  natural- 
ly no  charge  made  to  the  advertiser. 
But  where  he  wants  his  programs  or 
spots  made  on  tape,  a  charge  is  made 
and  about  half  of  the  stations  with  tape 
facilities  have  published  rate  cards. 
(These  differ  so  much  as  to  what  serv- 
ices are  offered  and  on  what  basis  that 
the  need  for  eventual  standardization  is 
evident.  An  industry  committee  tackling 
that  job  now  could  prevent  widespread 
confusion  among  buyers  and  sellers  at 
such  time  as  taping  becomes  a  common 
practice,  which  everyone  agrees  it  soon 
will.  Some  stations,  for  example,  pro- 
vide taping  services  for  a  net  charge; 
others  make  them  commissionable). 

What  It  Costs  •  Rates  for  taping  an 
hour-long  program  vary  from  $70  to 
$300.  For  an  announcement,  the  taping 
charges  range  from  $14  to  $50.  Tapes 
taken  from  the  station  must  be  paid  for, 
with  prices  varying  from  $300  to  $400 
for  a  reel  of  tape.  All  stations  agree 
on  a  formula  of  providing  a  rehearsal 
period  twice  as  long  as  the  air  time  for 
each  program.  For  announcements,  15 
minutes  of  recording  time  and  30 
minutes  of  rehearsal  are  standard.  All 
announcements  of  one-minute  and  less 
carry  the  same  taping  fee  at  each  sta- 
tion. 

All  stations  answering  the  question- 
naire report  that  staff  technicians  handle 
all  the  taping  and  none  reports  any 
problems  that  were  not  rapidly  over- 
come as  the  men  gained  experience  with 
the  equipment.  The  technicians  at 
37.5%  of  the  stations  are  non-union;  at 
40%  they  are  members  of  IBEW;  at 
12.5%  they  belong  to  NABET  and  at 
10%  the  union  is  IATSE. 

Half  of  the  stations  are  equipped 
with  Ampex  splicers,  another  10%  have 
these  on  order  and  15%  have  developed 
splicing  equipment  of  their  own,  with 
25%  reporting  no  splicers.  The  same 
technicians  who  are  employed  in  taping 
also  handle  the  splicing  at  all  stations 
but  one.  That  exception  is  KTTV, 
whose  employes  include  members  of 
both  NABET  and  IATSE.  The  sta- 
tion's agreements  with  both  unions  pro- 
vide for  a  sharing  of  tape  splicing 
duties,  with  NABET  members  handling 
the  cutting  and  assembly  work  (such  as 
inserting  a   commercial)   and  IATSE 
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members  in  charge  of  what  might  be 
called  "creative  editing." 

Enabling  a  station  to  obtain  new  busi- 
ness is  its  chief  value  to  a  station,  ac- 
cording to  replies  to  a  list  of  tape  ad- 
vantages which  were  checked  as  fol- 
lows: Obtaining  new  business,  78%  of 
respondents;  saving  man-hours,  66%; 
saving  studio  time,  59% ;  reducing  over- 
time, 53%;  improving  program  quali- 
ty, 50% ;  obtaining  new  program  mate- 
rial, 47%;  reducing  production  time, 
38%;  reducing  personnel,  16%;  ex- 
tending program  hours,  12%. 

Station  comments  indicate  that  much 
of  the  increase  in  business  attributed  to 
videotape  stems  from  the  improvement 
in  quality  that  tape  provides.  "Tape's 
immediate  playback  lets  errors  be 
caught  and  corrected  before  broadcast." 
.  .  .  "Allows  sure-fire  presentation  of  a 
complicated  show."  .  .  .  "Adequate  re- 
hearsal of  talent  and  production  tech- 
niques assure  on-air  perfection."  .  .  . 
"Assured  excellence  with  a  chance  to 
re-do." 

What's  Wrong  •  Union  problems,  the 
lack  of  complete  perfection  in  present 
vtr  equipment  and  network  regulations 
preventing  affiliates  from  freely  taping 
network  shows  for  delayed  local  broad- 
cast are  the  main  reasons  why  some 
broadcasters  have  not  been  able  to 
utilize  videotape  as  fully  as  they  had 
hoped.  Advertisers  who  might  have  be- 
come profitable  clients  for  taped  pro- 
grams or  commercials  and  program 
producers  alike  have  kept  away  from 
the  use  of  tape  rather  than  get  involved 
in  a  labor  dispute,  one  station  reports. 
Another  feels  that  with  improved  equip- 
ment it  would  not  be  necessary  to  as- 
sign a  full-time  engineer  during  taping 
periods.  Several  express  dissatisfaction 
with  network  restrictions.  And  some 
feel  that  the  cost  of  raw  tape  is  too  high. 

Network  policy  is  to  forbid  the  taping 
of  network  programs  by  affiliates  for 
playback  at  a  later  time.  At  ABC-TV 
and  NBC-TV  it's  exactly  that.  CBS-TV 
in  December  relaxed  its  tape  prohibi- 
tion slightly  and  experimentally,  making 
it  possible  for  an  affiliate  to  tape  a  CBS- 
TV  network  program  provided  it  gets 
the  permission  of  both  network  and 
sponsor  in  writing  and  agrees  to  telecast 
the  tape  only  once,  to  erase  it  within 
six  hours  of  use,  to  record  and  broad- 
cast the  full  program  and  not  to  use  it 
or  any  part  of  any  other  show.  Even  so, 
CBS-TV's  rule  is:  "Except  in  unusual 
circumstances  and  unless  a  clear  show- 
ing to  warrant  exceptions  is  made,  tape 
delays  of  network  programs  by  affiliates 
will  not  be  permitted." 

But  the  large  majority  of  respondents 
skipped  this  question  and  so  tacitly  gave 
their  approval  to  the  vtr  process  as  it 
now  performs.  This  does  not  mean  that 
they  don't  want  more,  however.  Asked 
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The  ONLY  Television  Station  offering 

,  .  .  announcement  plans  in  all  time 
classifications 

.  .  .  full-sell  minutes  in  all  time 
classifications 

.  .  .  uncut  feature  films  in  prime 
evening  time 

Check  KTVU  or  H-R  TELEVISION,  Inc.  for  complete  details 
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what  tape  accessory  they  would  like  to 
have  developed  next,  they  called  for  a 
video  erase  head,  a  "videola"  for  edit- 
ing, a  remote  control  unit,  a  time  foot- 
age counter,  an  electronic  cueing  de- 
vice, indexing  devices,  a  portable  vtr 
recorder  which  can  be  carried  by  one 
man,  a  simplified  splicer  and  a  monitor 
head  to  provide  "a  foolproof  method  of 
monitoring  while  recording." 

Informed  of  the  desires  of  station 
users  of  tape  recorders  (VR-1000  is 
Ampex's  code  number  for  its  basic 
monochrome  unit),  an  Ampex  spokes- 
man said: 

"As  with  other  Ampex  products,  it  is 
our  policy  to  make  the  VR-1000  as 
flexible  and  versatile  a  tool  as  possible. 
Thus  we  are  studying  a  number  of  pos- 
sible accessories  to  the  VR-1000,  some 
of  which  are  mentioned  in  the  Broad- 
casting survey  results. 

"From  time  to  time,  new  accessories 
will  be  announced  for  use  with  the 
basic  VR-1000.  For  example,  some  time 
ago  Ampex  demonstrated  the  VR-1010 
color  accessory,  a  third  rack  of  elec- 
tronics that  converts  the  VR-1000  from 
monochrome  to  full  color  recording  and 
playback.  Several  VR-1010's  have  al- 
ready been  shipped  to  two  major  U.S. 
television  networks,  and  more  are  on 
order. 

"As  to  remote  control  of  the  VR- 


1000,  incidentally,  the  necessary  con- 
nections are  already  installed  in  the 
back  of  every  VR-1000  console,  and 
Ampex  is  prepared  to  furnish  the  re- 
mote control  unit  on  request.  We  have 
never  had  such  a  request,  however." 

Comments  tended  to  be  eulogistic. 
Typical  are  these  three.  "We  think  vide- 
otape is  the  greatest  single  contribu- 
tion to  television  since  the  birth  of  the 
industry,"  writes  Bob  King,  program  di- 
rector of  WFAA-TV  Dallas.  "Fabulous 
potential  for  the  entire  industry  —  and 
it's  working  now,"  says  Robert  W. 
Breckner,  program  vice  president  of 
KTTV  (TV)  Los  Angeles.  "In  time  it 
will  revolutionize  our  industry,"  states 
Sam  Gifford,  program  director  of 
WHAS-TV  Louisville. 

Videotape  &  labor 

Videotape  recording  has  introduced 
a  new  set  of  labor  relations  problems 
to  television. 

Essentially,  the  videotape  recorder  is 
a  device  that  enables  the  tv  broad- 
caster to  use  his  facilities  and  personnel 
more  effectively  and  economically.  Two- 
thirds  of  the  tv  station  executives  who 
answered  Broadcasting's  questionnaire 
concerning  their  use  of  videotape  (see 
story,  page  113)  reported  a  saving  in 
man-hours  as  one  of  vtr's  outstanding 


advantages.  More  than  half  said  they 
have  been  able  to  reduce  overtime  by 
pre-recording  during  the  normal  work- 
day program  material  for  broadcasting 
late  at  night  or  by  pre-recording  during 
the  normal  workweek  program  ma- 
terial for  broadcasting  on  Saturday  and 
Sunday. 

Obviously,  the  introduction  of  video- 
tape is  a  matter  of  concern  to  the  in- 
dividuals involved  in  getting  programs 
on  the  air — and  to  the  unions  to  which 
they  belong.  And  these  unions  have 
not  hesitated  to  protect  the  interests  of 
their  own  members  by  insisting  that  the 
introduction  of  videotape  shall  not  en- 
tail any  change  in  jurisdiction. 

"Technological  changes  don't  change 
the  nature  of  the  work  or  the  jurisdic- 
tion," George  Flaherty,  Hollywood  in- 
ternational representative  of  the  Inter- 
national Alliance  of  Theatrical  Stage 
Employes,  told  Broadcasting.  "Juris- 
diction depends  on  what  the  machine 
is  doing." 

As  long  ago  as  1953,  when  the  pos- 
sibility of  recording  tv  programs  on 
tape  was  first  rumored,  IATSE  revised 
the  definition  of  motion  pictures  in  its 
basic  agreement  with  the  motion  pic- 
ture producers  to  include  "motion  pic- 
tures made  on  or  by  film,  tape  or  other- 
wise and  whether  produced  by  means 
of  motion  picture  cameras,  electronic 
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SELLING 
SMOKE? 

Nothing  sells  cigarettes  and 
cigars  like  WBAL-Radio 
and  WBAL-TV! 

The  nation's  leading  cigarette  and  cigars 
manufacturers  know  that  Marylanders 
buy  their  brands,  because  they  are  soldj 
by  WBAL-Radio  and  WBAL-TV—  i 
Maryland's  Number  One  Salesman!  j 
When  you  want  to  sell  smokes,  or  beer,: 
or  automobiles,  or  any  of  a  thousand-  ; 
and-one  other  products  and  services —  | 
WBAL-Radio  and  WBAL-TV  can  sell  j 
for  you,  too! 

WBAL-Radio  and  WBAL-TV  reach  more  people  j 
more  of  the  time 

YOUR  BEST 
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THE  MARYLAND  I 
SMOKING 
MARKET 

WBAL-RADIO 

Baltimore,  Maryland  •  50,000  Watts  •  NBC  Affiliate 
Nationally  represented  by  Henry  I.  Christal  Company 


WBAL-TV 


Baltimore,  Maryland  •  Channel  11  •  NBC  Affiliate 
Nationally  represented  by  Edward  Petry  &  Company 

Maryland's  only  Radio  and  vht  Television  Combination 
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cameras,  or  devices,  tape  devices  or  any 
combination.  .  .  ." 

The  editing  problems  of  videotape, 
which  cannot  be  viewed  frame  by  frame 
like  motion  picture  film,  are  the  main 
deterrent  to  the  use  of  vtr  in  motion 
picture  studios,  Mr.  Flaherty  believes. 
He  also  believes  that  sooner  or  later 
tape  will  be  introduced  into  movie 
making  and  is  positive  that  when  it  is, 
it  will  be  handled  by  members  of 
IATSE. 

At  the  tv  networks,  he  said,  tape 
does  what  was  formerly  done  with 
kinescopes.  They  were  handled  by  the 
engineering  unions,  the  International 
Brotherhood  of  Electrical  Workers  and 
the  National  Assn.  of  Broadcast  En- 
gineers &  Technicians,  so  those  unions 
naturally  have  jurisdiction  over  taping 
done  there.  "When  the  time  comes,  I 
think  [the  unions]  will  be  able  to  work 
out  our  problems,"  he  said.  "We 
[IATSE]  will  expect  them  [the  en- 
gineers] to  recognize  our  contracts  as 
we  recognize  theirs." 

Currently,  at  the  tv  networks,  the 
unions  with  jurisdiction  over  the  various 
live  program  duties  also  have  jurisdic- 
tion over  vtr  operations.  The  perform- 
ers are  members  of  the  American  Fed- 
eration of  Television  and  Radio  Artists, 
not  Screen  Actors  Guild;  the  directors 
are  members  of  the  Radio  &  Television 
Directors  Guild,  not  Screen  Directors 
Guild;  the  engineers,  cameramen  and 
other  technicians  are  members  of  IBEW 
(at  CBS-TV)  or  NABET  (at  ABC-TV 
and  NBC-TV),  not  IATSE.  The  net- 
works have  two  contracts  with  Writers 
Guild  of  America,  one  covering  live 
programs,  the  other  filmed  programs. 
The  live  program  agreement  terms  also 
apply  to  taped  programs.  Wage  scales 
are  the  same  for  both. 

The  theory  is  that,  in  essence,  taping 
is  an  extension  of  live  programming, 
a  pre-recording  made  primarily  to  allow 
network  programs  to  be  broadcast  at 
times  best  for  the  viewing  public.  Vir- 
tually all  network  telecasts  except  sport- 
ing events  are  broadcast  "live"  for  the 
Eatsern  Time  Zone,  but  recorded  on 
tape  for  broadcast  in  the  rest  of  the 
country.  This  permits  west  coast  view- 
ers to  watch  a  program  broadcast  at  8 
p.m.  in  the  East  at  8  p.m.  themselves, 
not  at  the  inconvenient  hour  of  5  p.m. 

Shortly  after  the  networks  began 
putting  virtually  their  complete  program 
output  on  videotape  for  delayed  broad- 
cast, RTDG  questioned  the  propriety 
of  having  the  taping  done  completely 
by  engineers  in  network  tape  rooms, 
with  no  supervision  by  a  program  direc- 
tor. After  a  thorough  review  of  the  sit- 
uation, a  decision  was  reached  that, 
as  long  as  a  program  already  produced 
in  accordance  with  RTDG  contractual 
provisions  was  merely  being  recorded 


without  change  on  videotape,  there  was 
no  need  for  the  services  of  a  director 
in  the  taping  process.  Should  the  pro- 
gram be  altered,  with  certain  portions 
eliminated  and  perhaps  others  substitut- 
ed during  the  taping,  however,  then  the 
networks  agreed  that  it  would  be  fed 
through  the  film  assembly  room,  where 
a  director  would  be  on  duty,  before 
being  taped. 

Some  network  programs  are  pre-re- 
corded on  videotape  before  the  original 
broadcast.  Here  the  reason  is  not  the 
convenience  of  the  audience,  but  to  en- 
able the  employment  of  a  star  or  stars 
who,  because  of  theatrical  or  other 
engagements,  would  not  be  available 
for  a  live  evening  broadcast. 

Generally,  these  pre-taped  shows  are 
produced  as  if  they  were  live  perform- 
ances, starting  at  the  beginning  and 
continuing  to  the  end,  with  the  editing 
done  in  the  control  room  by  shifting 
from  camera  to  camera  as  the  per- 
formance proceeds.  Sometimes,  certain 
sequences  of  these  programs  are  taped 
at  another  time  and  place  and  inserted 
into  the  main  body  of  the  show.  Even 
here,  however,  the  production  tech- 
nique is  that  of  live  television,  with 
scenes  shot  with  multiple  cameras  and 
not  done  over  and  over  with  a  single 
camera  placed  successively  to  record 
the  scene  from  various  angles  in  motion 
picture  fashion.  The  editing  of  these 
taped  shows,  therefore,  is  still  consid- 
ered as  live  television  rather  than  a 
film  process  and  is  performed  by  the 
network  technicians. 

Tv  stations  with  videotaping  recorders 
use  them  generally  to  pre-record  pro- 
grams so  as  to  make  the  most  efficient 
use  of  their  studio  facilities  and  per- 
sonnel. Interviews  with  newsworthy  peo- 
ple can  be  taped  at  their  convenience 
for  inclusion  in  late  evening  news  pro- 
grams. Studio  programs  can  be  taped 
at  whatever  time  facilities  are  available. 
Local  commercials  for  use  during  after- 
midnight  feature  film  telecasts  can  be 
taped  during  the  day. 

At  stations,  the  taping  is  done  by 
staff  technicians  who  may  be  members 
of  IBEW,  NABET  or  IATSE  or  who 
may  not  belong  to  any  union.  The  same 
technicians  who  do  the  taping  also  do 
whatever  cutting,  splicing  and  editing 
is  needed.  One  Hollywood  station, 
KTTV(TV),  which  employs  members 
of  both  NABET  and  IATSE,  divides 
the  tape  editing  between  the  two.  Rough 
editing  (cutting  from  black  to  black  to 
insert  commercial  or  program  seg- 
ments) is  done  by  NABET  technicians, 
who  handle  the  taping.  Fine  editing 
is  done  by  IATSE  film  editors.  That 
this  presages  a  dual-union  tape  editing 
arrangement  on  any  widespread  scale 
seems  unlikely.  It  is,  however,  indicative 
of  the  willingness  of  two  unions  to  work 
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"It  just  hit  me!  - 


-  WCIA  is  the  tv  market!  " 


A  true  AREA  market  located  with 
transmitter  approximately  129  miles 
from  Chicago,  St.  Louis,  and  In- 
dianapolis. 

NCS  #3  again  proves  WCIA's  pre- 
dominant audience  in  54  wealthy, 
industrial,  and  rich  black -soil 
counties. 

Five  metropolitan  markets  (BLOOM- 
INGTON,  CHAMPAIGN-URBANA, 
DECATUR,  DANVILLE,  and 
SPRINGFIELD)  plus  1,912  cities 
and  villages  create  a  larger  market 
than  offered  by  twenty-one  states 
and  territories  such  as  Arizona, 
Arkansas,  Colorado,  or  Oregon. 
*TV.    Mag.  Doc.  1958 
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WCIA 


CHAMPAIGN,  ILL. 


George  P.  Hollingbery, 
Representative 


BlOOMINGTON 
SPRINGFIEIO 


HOT  SPRINGS 

ARKANSAS 

(Population  33,800) 

is    LARGER  than 

MIDLAND,  TEXAS 

(population  64,700) 
IN  GEN.  MERCHANDISE  SALES 

LA  CROSSE,  WISC. 

(population  79,700) 
IN  DRUG  SALES 

SHEBOYGAN,  WISC. 

(population  92,500) 
IN  APPAREL  STORE  SALES 

for  the  "WHY"  ask 

Tom  Clark  Bert  Sears 

Clarke  Brown  or 

KBHS 

5000  WATTS  ON  590 

113  Third  Street,  Hot  Springs,  Ark. 


The  link  that  serves 
South  Carolina's  largest  city 


amicably  together  in  a  new  field  whose 
work  pattern  has  not  yet  become  set  by 
industry  practice  and  union  rules. 

Strangely  enough,  the  major  struggle 
over  videotape  jurisdiction  has  not  come 
in  the  technical  field,  where  a  determi- 
nation of  union  jurisdiction  determines 
also  which  man  shall  work  on  tape  and 
which  shall  not,  but  in  the  acting-an- 
nouncing area,  where  by  and  large  the 
assignment  of  tape  jurisdiction  to  one 
union  or  the  other  determines  only 
which  card  the  performer  presents  when 
reporting  for  work  and  which  union 
agreement  sets  the  pay  scale.  Most  per- 
formers who  work  in  television  belong 
to  both  AFTRA,  which  has  jurisdiction 
over  live  performances,  and  to  SAG, 


which  has  jurisdiction  over  filmed  per- 
formances. 

Before  the  advent  of  vtr,  the  division 
of  authority  between  AFTRA  and  SAG 
was  clear.  All  live  tv  performances 
(including  kinescopes)  were  AFTRA'S; 
all  tv  performances  recorded  on  film 
belonged  to  SAG.  For  all  practical  pur- 
poses, this  meant  that  all  programs  re- 
corded for  syndication,  all  commer- 
cials recorded  for  spot  tv  campaigns, 
were  done  on  film  by  SAG  members 
(Kinescope  quality  was  not  very  good 
and  the  SAG  rates  were  lower).  But 
now  videotape  provides  a  new  and  sat- 
isfactory way  to  record  tv  programs 
and  commercials.  Should  AFTRA  or 


Few  color  vtr  problems  at  WBTV  (TV) 


WBTV  (TV)  Charlotte,  N.  C,  is 
the  only  tv  station  in  the  country 
(apart  from  network  installations) 
equipped  for  color  recording  and 
playback  and  the  only  station  whose 
videotape  equipment  came  from 
RCA  rather  than  Ampex.  The  RCA 
preproduction  taping  apparatus  has 
been  in  service  at  WBTV  since  Sept. 
5,  1958,  and  what  the  station  man- 
agement thinks  of  it  is  best  shown 
by  the  fact  that  WBTV  has  a  second 
color  unit  on  order,  with  delivery 
expected  before  the  end  of  March 
this  year. 

Neither  installation  nor  operation 
of  the  colortape  has  presented  any 
unusual  problems,  WBTV's  engi- 
neering vice  president,  Thomas  E. 
Howard,  told  Broadcasting.  "When 
the  present  studio  building  was  de- 
signed in  1954  space  was  allocated 
for  two  color  videotape  recorders," 
he  said.  "The  entire  installation  was 
accomplished  by  WBTV  technicians 
— none  of  whom  had  even  seen  the 
equipment  before  its  arrival  in 
Charlotte." 

Having  broadcast  network  color 
programs  since  1954  and  local  live 
color  since  1955,  the  engineers  knew 
about  colorcasting  and  met  no  new 
problems  with  colortape,  Mr.  How- 
ard reported.  "All  of  our  technicians 
have  been  trained  in  playback  opera- 
tions and  about  a  third  of  the  staff 
has  been  checked  out  on  mainte- 
nance and  recording  operations." 

Describing  the  equipment,  he 
mentioned  specially  the  "ability  to 
check  the  complete  electronics  of 
the  entire  recording  system  by  utiliz- 
ing the  'set-up'  position  which  takes 
the  color  bar  test  signal  through  all 
the  processes  of  modulation,  de- 
modulation, processing  and  color 
phase  stabilization  without  rolling 
the  tape."  Color  reproduction  has 


been  "extremely  good,"  he  said,  with 
"picture  and  sound  on  a  home  re- 
ceiver indistinguishable  from  that  of 
a  live  program." 

What  is  "probably  the  most  im- 
portant— and  certainly  the  most 
exciting — operational  feature  of  the 
system"  is  a  second  sound  track 
known  as  the  "cue-track,"  Mr.  How- 
ard said.  "This  facility  greatly  simpli- 
fies cueing  problems,  allows  play- 
back instructions  to  be  recorded 
simultaneously  with  program  video 
and  audio,  and  all  of  the  program 
director's  conversation  with  and  in- 
structions to  studio  and  control  room 
personnel  can  be  recorded  directly 
from  the  program  inter-com  onto 
the  'cue-track.'  During  the  record- 
ing process  30-second  or  one-minute 
blanks  can  be  left  in  programs  while 
the  director's  cueing  instructions  are 
fed  to  the  'cue-track.'  When  the  pro- 
gram is  played  back  on  the  air  the 
director's  instructions  are  simul- 
taneously played  back  from  the  'cue- 
track,'  allowing  live  or  film  cut-ins 
to  be  cued  in  precisely  during  the 
blanks  left  in  the  program  for  this 
purpose." 

The  one  thing  that  WBTV  tech- 
nicians do  not  like  about  their  first 
RCA  colortaping  machine  is  that 
the  video  recording  heads  are  not 
"satisfactorily  exchangeable,"  Mr. 
Howard  said,  and  the  machine  can- 
not use  tapes  made  by  any  other.  The 
second  RCA  unit,  however,  is  of  ad- 
vanced design.  Tapes  made  on  it  and 
on  Ampex  models  will  be  inter- 
changeable. 

The  second  RCA  machine  will  be 
exhibited  by  RCA  at  the  NAB  con- 
vention in  Chicago  in  mid-March. 
Afterward  it  will  be  shipped  to 
WBTV.  It  is  a  custom-made  proto- 
type of  the  production  model  which 
RCA  will  market  generally. 
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So  then  U.S.  Steel  invested  $770  million  in  us" 

An  American  baby  is  born  every  eight  seconds — 11,000  every  day — 4,000,000  a  year.  Our  population  will 
soon  be  over  200  million.  And  as  our  population  grows,  our  production  must  grow.  We'll  need  millions  of 
new  homes  .  .  .  new  schools  and  hospitals  .  .  .  new  highways  to  carry  75  million  motor  vehicles  by  1970 
.  .  .  not  to  mention  countless  appliances  and  conveniences  that  haven't  even  been  invented  yet! 

No  temporary  setback  can  stop  the  growing  needs  of  our  population.  That's  why  United  States  Steel 
has  gone  ahead  with  expenditures  totaling  $770  million  to  provide  more  and  better  steels  for  tomorrow's 
citizens.  This  is  the  practical  way  that  we've  demonstrated  our  faith  in  the  future. 

USS  is  a  registered  trademark 

United  States  Steel 
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EASTERN 
AMERICA'S 


X 


TOWER 


The  Towering  Pride 
of  South  Carolina 

From  Columbia,  the  capital 
City,  WIS-TV's  1526-foot 
toiver  serves  more  of  South 
Carolina,  by  far,  than  any 
other  television  station — plus 
coverage  in  adjoining  states. 


channel  |Q 

WIS-TV 


the  MAJOR  SELLING  FORCE 
South  Carolina 
COLUMBIA,  S.  C. 


SAG  have  the  jurisdiction?  That  was — 
and  is — the  question. 

SAG's  position  is  that  tape  jurisdic- 
tion should  be  divided  between  it  and 
AFTRA  on  the  basis  of  who  is  the 
employer.  Programs  taped  by  stations 
or  networks  should  fall  under  AFTRA's 
control;  those  taped  by  motion  picture 
producers  should  belong  to  SAG.  Last 
spring,  when  renegotiating  its  contracts 
with  advertising  agencies  and  independ- 
ent film  producers  for  tv  film  com- 
mercials, SAG  saw  to  it  that  the  new 
agreements  covered  tv  commercials  pro- 
duced on  tape  as  well  as  on  film,  except 
where  these  are  taped  "for  advertising 
agencies  by  tv  stations  and  networks  at 
their  own  broadcasting  facilities." 

AFTRA  promptly  protested  the  SAG 
contract  and  filed  a  petition  with  the 
NLRB  asking  for  certification  as  sole 
representative  of  all  performers  em- 
ployed for  work  on  videotape,  regard- 
less of  the  employer  or  the  place  of 
employment.  The  hearings,  in  which 
AFTRA's  petition  is  opposed  by  the  tv 
networks  as  well  as  SAG,  began  in  New 
York  Sept.  30,  1958. 

Meanwhile,  there  was  a  growing  feel- 
ing among  members  of  both  AFTRA 
and  SAG  that  perhaps  a  merger  of  the 
two  unions  would  provide  the  best  so- 
lution not  only  to  the  problems  of 
videotape  but  also  to  other  differences 
between  the  two  groups.  After  the  New 
York  members  of  SAG  had  voted  al- 
most unanimously  for  such  a  merger, 
the  guild,  at  its  annual  membership 
meeting,  adopted  a  resolution  authoriz- 
ing the  employment  of  "an  impartial 
research  organization  to  make  a 
thorough  study  of  the  feasibility  of  a 
merger  with  AFTRA"  (Broadcasting, 
Dec.  1,  1958). 

This  resolution,  which  was  subse- 
quently sent  to  all  SAG  members 
throughout  the  nation  for  their  ap- 
proval, says  that  not  only  AFTRA  but 
other  branches  of  the  Associated  Ac- 
tors &  Artistes  of  America  (parent  union 
of  all  performers'  unions)  shall  be  in- 
vited to  participate  in  the  study  and, 
possibly,  in  the  merger.  Proposal  for 
the  merger  study,  its  submission  to  the 
national  membership  of  SAG  and  the 
move  to  broaden  its  scope  to  include 
other  talent  unions  have  all  been  termed 
delaying  tactics  on  the  part  of  the  screen 
actors.  Historically,  it  is  true  that  ef- 
forts for  such  a  merger,  dating  back  to 
the  late  1930's,  have  been  favored  by 
AFTRA  and  its  predecessor,  AFRA, 
and  opposed  by  SAG.  Yet  there  is  logic 
in  the  SAG  argument  that  a  merger 
is  a  "serious  and  complex  matter"  with 
"many  problems  that  must  be  worked 
out  before  a  plan  of  merger  can  be- 
come a  reality"  and  it  would  be  better 
to  define  and  determine  the  effects  of 
a  merger  in  advance  rather  than  to  be 
forced  to  face  them  after  a  merger. 


Whatever  the  outcome  of  the  merger 
movement,  right  now  the  conflicting 
claims  of  AFTRA  and  SAG  to  video- 
tape jurisdiction  have  cut  off  an  an- 
ticipated flood  of  taping  business  from 
the  producers  of  programs  for  syndi- 
cation or  tv  spot  commercials  to  a  mere 
trickle.  For  example,  consider  the  "Pil- 
grimage Play,"  religious  spectacle  which 
has  been  presented  annually  in  South- 
ern California  for  38  years.  Hal  Roach 
Studios  obtained  from  the  Hollywood 
Bowl  Assn.  the  right  to  produce  the 
"Pilgrimage  Play"  on  videotape  as  an 
hour  special  program  and  contracted 
with  KTLA  (TV)  Los  Angeles  "to  pro- 
vide facilities,  services  and  personnel 
to  videotape  the  production  at  the  ac- 
tual site  of  the  Pilgrimage  Theatre," 
according  to  the  announcement  by 
Roach. 

SAG  and  SDG  said  that  if  Roach 
were  the  actual  producer  of  the  pro- 
gram, as  seemed  probable,  then  their 
contracts  with  the  Roach  Studios  would 
apply  and  their  members  would  have 
to  be  engaged  for  acting  and  directorial 
chores.  AFTRA  maintained  that  the 
identity  of  the  producer  was  irrelevant, 
that  the  production  would  clearly  be  a 
remote  taping  job  for  the  station  and 
that,  under  the  terms  of  AFTRA's  con- 
tract with  KTLA,  AFTRA  members 
would  have  to  be  employed  as  actors. 
KTLA  has  no  contract  with  RTDG,  so 
there  was  no  dispute  there.  Technicians 
at  both  station  and  studio  are  members 
of  IATSE,  so  there  was  no  dispute 
there,  either.  But  the  AFTRA-SAG 
dispute  has  been  sufficient  to  halt  any 
attempt  to  vtr  the  "Pilgrimage  Play". 

Generally,  ownership  of  a  property 
and  the  place  the  work  is  done  are  the 
controlling  factors  in  determining  union 
jurisdiction.  The  CBS-TV  contract  with 
IBEW,  for  example,  states  that  any  pro- 
gram produced  by  CBS-TV  either  live 
or  on  tape  shall  be  handled  by  IATSE 
members.  The  contract  further  states 
that  any  program  owned  by  CBS-TV 
shall  fall  within  IBEW  jurisdiction, 
whether  it  be  live  or  on  tape.  (There  are 
a  few  exceptions,  but  in  general  that 
is  the  rule.)  So,  if  Gunsmoke,  which 
is  owned  by  CBS-TV,  were  to  be  pro- 
duced as  a  live  show  or  on  tape,  the 
technicians  would  belong  to  IBEW.  Pro- 
duced on  film,  it  is  outside  the  IBEW 
jurisdiction.  But  if  Desilu-Westinghouse 
Playhouse,  owned  by  Desilu,  were  to  be 
put  on  videotape  at  the  Desilu  Studios, 
then  the  CBS-TV-IBEW  contract  would 
not  apply  and  the  taping  would  be  al- 
lotted in  accordance  with  Desilu  con- 
tracts with  studio  technical  unions. 

Residuals — payments  for  program  or 
commercial  reuse — formerly  were  mat- 
ters of  concern  mainly  to  the  film  un- 
ions, but  with  tape  the  network  con- 
tracts with  AFM,  AFTRA,  RTDG  and 
WGA  all  include  residual  provisions. 
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"Imagin' 


me  goin'  ta  collidge!"  WJAR-TV  made  nationwide  headlines  recently  when  it 
initiated  a  live  TV  course  on  the  history  and  philosophy  of  communism.  Full 
academic  credit  was  given  by  Providence  College  and  enthusiastic  letters  poured 
in.  Daring,  imaginative,  unorthodox  local  programming  like  this  is  the  biggest 
single  reason  why  WJAR-TV  consistently 
walks  off  with  the  lion's  share  of  the 

audience  in  the  Providence  Market.  Cock-of-the-walk  in  the  PROVIDENCE  MARKET 
NBC    •    ABC    *    Represented  by  Edward  Petry  &  Co.,  Inc 


WJAR-TV 


CHANNEL  10 
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HAVE  AUDIENCE,  CAN  SELL— FM 


But  agencies  still  look  for  proof  of  recent  progress  of  medium 


Full-toned  fm,  aristocrat  of  the  radio  spectrum,  can't 
break  into  Madison  Avenue's  exclusive  agency  row  but 
there  are  signs  it  is  gaining  recognition. 

The  least  appreciated  medium  in  modern  advertising  is 
starting  to  draw  informal  nods  from  timebuying  inner 
circles.  It  is  drawing,  too,  an  occasional  advertising  con- 
tract. 

Unfortunately  fm's  business  hasn't  caught  up  with  its 
audience.  Circulation  and  audience  loyalty  keep  hitting  new 
highs  in  a  score  of  major  markets.  The  growth  is  consistent 
and  at  times  spectacular. 

But  fm  will  have  trouble  entering  agency  doors  until  it 
comes  bearing  "numbers" — the  multi-digit,  plastic-bound 
collections  of  statistics  that  media  salesmen  pour  into 
Madison  Avenue. 

Fm,  1959  model,  is  starting  to  acquire  numbers.  In 
quantity,  they're  not  very  impressive  among  the  sky-high 
stacks  of  market,  circulation,  psychological  and  motivational 
matter  disgorged  by  competitive  media.  The  documented 
story  of  fm,  however,  is  becoming  more  impressive. 

Without  numbers,  few  advertising  agencies  can  be 
bothered  with  the  digging  involved  in  the  bulk  buying  of 
fm  time. 

Fm  broadcasters  are  trying  to  convince  agencies  they 
can't  buy  a  select,  quality  audience  by  the  numbers. 

These  agencies  are  becoming  aware  that  fm  has  high- 
buying,  opinion-making  listeners  in  big  markets  but  agencies 
usually  buy  the  dominant  mass  media  where  staff  and  pro- 
duction costs  can  be  spread  over  millions  of  viewers,  listen- 
ers and  readers. 

Most  of  the  big  advertising  agencies  make  these  added 
observations: 

•  Nobody  reps  fm. 

•  Fm  broadcasters  don't  sell  or  promote. 

Fm's  numbers  must  be  seen,  and  studied,  to  be  ap- 
preciated. The  medium  has  developed  the  most  coveted  of 


FM  SETS  MANUFACTURED  YEAR  BY  YEAR 


Millions  of  Sets 

1  c 

U 
1.0 

/ 

t 

s 

\ 

19 

47  1948  1949  1950  1951  1952  1953  1954  1955  1956  1957  1958 

124    (PERSPECTIVE  '59) 


economic  traits — upward  hooks  on  its  charts.  These  trends 
reflect  fm's  recent  progress: 

•  Production  of  fm  receiving  sets  is  up  sharply — 375,000 
(domestic)  in  1958,  according  to  preliminary  estimates,  per- 
haps 500,000  when  final  reports  are  in.  Imports  are  rising. 

•  More  fm  stations  are  operating  ("578  on  Feb.  1,  536  two 
years  ago). 

•  More  stations  are  taking  the  air  (127  new  grants  in 
1958,  10-year  record). 

•  Fewer  stations  are  falling  off  (22  in  1958,  10-year 
record). 

•  Circulation  keeps  growing — 15  million  fm  sets  (Na- 
tional Assn.  of  Broadcasters). 

•  Low-cost  stereo  ($99.95  for  example)  is  stimulating 
public  interest  in  realistic  sound. 

•  Low-cost  fm  sets  (Granco  has  an  fm-only  receiver  re- 
tailing at  $29.95)  are  adding  a  mass-media  approach. 

•  Am-fm  auto  sets,  portables  and  fm  adapters  are  appear- 
ing. 

•  Multiplex  services  offer  added  station  income  and  a 
chance  to  reach  the  stereo  audience  without  using  two 
separate  stations. 

Two  years  ago  Broadcasting  reported  .(April  8,  1957 
issue)  that  fm  was  doing  better  than  in  1956  and  1955.  Small 
ground  for  optimism,  perhaps,  but  it  didn't  take  much  at 
that  time  to  make  the  average  fm  broadcaster  break  out 
into  a  beaming  smile. 

Looking  Back  •  Nothing,  not  even  a  decade  of  bumps, 
bruises,  scorn  and  television,  could  kill  this  stubborn  radio 
medium.  Said  Broadcasting  of  fm  in  1957: 

"Fm  still  is  a  technically  attractive  medium  that  is  strong, 
amazingly  strong,  in  a  half-dozen  major  markets  and  scat- 
tered hot  spots  around  the  nation.  Unfortunately  this 
strength  is  not  fully  appreciated  by  the  public  or  by  ad- 
vertisers." 

Fm  continues  to  wait  for  appreciation,  but  it  now  has  a 


FM  STATIONS  ON  AIR  AT  YEAR-END 
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more  attractive  story  to  tell  than  it  had  two  years  ago. 

Agencies  wonder  why  most  station  representatives  won't 
promote  fm.  These  representatives  have  the  same  practical 
approach  as  timebuyers — they  hesitate  to  devote  staff  time 
and  sales  costs  to  fm  because  the  pickings  are  scant  com- 
pared to  tv  and  am. 

Fm  stations  are  lax  in  their  selling  and  promotion  because 
they  have  low  card  rates  and  can't  afford  to  sell  the  Madison 
Avenue  way.  And  many  fm  stations  merely  duplicate  am 
programming,  further  cheapening  the  medium  in  time- 
buyers'  eyes. 

Rating  services  aren't  doing  much  nationally  for  fm  with 
the  exception  of  Pulse  (see  table  of  national  fm  penetration 
by  cities).  One  Chicago  station,  WFMT  (FM),  boasted 
recently  that  it  made  eighth  place  in  the  local  Hooperatings. 

Put  simply,  fm  is  a  tough  sell. 

Harbingers  of  Better  Days  •  It's  starting  to  get  easier, 
however.  Not  much,  but  some.  Westinghouse  Broadcasting 
Co.,  professing  pleasure  at  its  lV^-year,  four-station  fm 
operation,  hints  it  may  come  up  later  this  year  with  a  new 
approach  to  fm  time-selling  based  on  extensive  research. 

Two  Chicago  network-owned  stations — WBBM-FM 
(CBS)  and  WENR-FM  (NBC)— are  programming  separate- 
ly. Two  Hearst  stations— WBAL  Baltimore  and  WISN  Mil- 
waukee— have  filed  fm  applications  at  the  FCC.  KRON-FM 
San  Francisco  is  back  on  the  air.  Buffalo  is  more  active. 

These  are  a  few  symptoms.  There  are  others.  RCA  has 
just  delivered  the  first  of  its  new  line  of  fm  transmitters, 
the  BTF-5B,  fitted  for  one  or  two  multiplex  subcarrier 
generators.  The  supply  of  used  fm  transmitters,  once  huge, 
is  down  to  a  trickle.  Most  radio,  tv  and  phono  equipment  is 
engineered  for  stereo  though  not  necessarily  for  hi-fi. 
New  and  smaller  tubes  do  less  drifting.  Stereo  dominated  the 
1959  International  Hi-Fi  show  held  in  Washington.  About 
1 1  %  of  lp  record  sales  are  stereo. 

Fm  stations  that  are  programmed  separately  from  am 
are  holding  their  music-loving  audiences  as  public  tastes 
improve.  Fm  and  recordings  have  led  the  trend  toward 
serious  or  adult  music  in  an  era  of  rock-and-roll  con- 
troversy. 

Am  networks,  deep  in  trouble,  are  watching  the  trend 
toward  better  music  and  the  growth  in  the  fm  audience.  In 
Philadelphia  tony  Mainliners  have  embraced  the  all-jazz 
programming  of  WHAT-FM  as  well  as  long-hair  broadcasts. 

FM  STATION  GRANTS,  DELETIONS  AT  FCC 
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Listener  Revolt  •  The  monotony  of  am  programming  in 
many  markets  offers  fm  one  of  its  greatest  opportunities.  Not 
typical,  perhaps,  but  intriguing  is  a  letter  to  the  editor  that 
appeared  in  the  Oklahoma  City  Times  a  fortnight  ago: 

"I  have  just  happily  banished  radios  from  my  house  and 
purchased  a  stereophonic  record  player,  thanks  to  local 
jockeys  who  cram  the  airwaves  with  loud,  nerve-shattering 
noise  erroneously  called  music."  The  Times  caption,  "So 
Goodbye  to  Radio." 

In  many  markets  there  is  more  fm  than  am  listening  at 
night.  The  demand  for  fm  sets  and  converters  is  booming, 
lapan  has  entered  the  U.S.  set  market  with  fm  models. 

Fm  can  show  an  impressive  array  of  trends  and  audience 
characteristics,  many  of  which  are  more  important  than  the 
eye-catching  numbers  that  agencies  love. 

A  year  ago  Time  magazine,  large  buyer  of  fm  broadcast 
time,  carried  a  roundup  story  titled  "Fm  on  the  Upswing." 
Last  November  7 

the    Wall   Street     \\\\\\\\\\\\\\\  \  \  \    \   \  \  \\[\\\ 
Journal  had  a  wrap- 
up  titled  "Fm  Ra- 
dio's Rebound." 

A  nationwide  fm 
project  under  aus- 
pices of  Brown  U. 
graduate  school, 
conducted  by  Ly- 
man Allen,  noted 
"an  impressive 
burst  of  activity 
since  1956"  plus  a  larger  share  of  fm-only  grants. 

An  Indiana  U.  research  team  cited  these  reasons  for  the 
"fm  boom":  increasing  hi-fi  interest,  more  upper-level  pro- 
gramming interest,  stereo,  fm  operating  economy,  flexibility 
of  am-fm  operation,  multiplex  services,  more  fm  sets  and 
converters,  and  functional  music. 

The  government  is  getting  interested,  with  FCC  and  civil 
defense  looking  to  fm  as  a  means  of  communication  if 
wires  are  down  in  an  emergency.  Vast  numbers  of  school 
children  are  acquiring  learning  and  an  appreciation  of  fm 
through  164  educational,  noncommercial  fm  stations  (88-92 
mc). 

McGannon  Peeks  Ahead  •  What  about  fm's  commercial 
future?  Donald  H.  McGannon,  Westinghouse  Broadcasting 
Co.  president,  said  the  company  is  convinced  that  "more 
and  more  the  public  is  interested  in  fm  and  serious-music 
programming."  He  described  the  audience  as  "specialized" 
and  one  that  represents  in  large  measure  "the  opinion  mak- 
ers and  decision  makers  of  our  communities." 

Mr.  McGannon  said  it  is  a  mistake  to  apply  to  fm  the 
same  commercial  standards  applied  to  am,  tv  or  print,  thus 
failing  "to  recognize  their  audience  composition  and  the 
chance  to  reach  a  very  specialized  audience."  Sponsorship 
is  diversified,  including  publications,  utilities,  banks,  book 
stores,  oil  companies,  automotive  and  travel  agencies.  WBC 
is  starting  a  research  project  designed  to  show  this  "extra 
value"  to  advertisers.  He  noted  the  chance  fm  offers  WBC 
to  provide  additional  public  service. 

WBC  has  a  dozen  fm  advertisers  and  is  shooting  for  30. 
Its  fm  stations  are  KEX-FM  Portland,  Ore.;  WBZ-FM  Bos- 
ton; KYW-FM  Cleveland  and  KDKA-FM  Pittsburgh.  The 
programming  recognizes  modern  young  people  are  better 
educated  and  are  developing  a  taste  for  better  music. 

The  industry  trade  association,  National  Assn.  of  Broad- 
casters, is  starting  a  new  publication,  F-M-phasis.  NAB 
maintains  research  and  information  services  for  fm.  John 
F.  Meagher,  NAB  radio  vice  president,  said: 

"Fm  appears  at  last  to  be  realizing  some  of  its  early 
promises.  While  not  yet  a  booming  financial  success,  there 
is  more  reason  for  optimism  in  the  last  two  years  than  any 
time  since  the  early  postwar  years."  He  cited  the  multiplex 
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While  a  tenor  named  Vallee 
hi-ho'd  his  way  into  living  rooms 
through  a  megaphone  into  a 
microphone  and  the  world  waited 
on  the  halting  words  of  a  King 
abdicating  the  throne  of  England 
to  marry  the  woman  he  loves, 
radio  matured  as  the  greatest 
force  of  consumer  motivation  in 
our  time. 

Now,  again,  there  is  an  awak- 
ening in  radio.  This  return  to 
piercing  coverage  of  our  world's 
movements  .  .  .  comedy  that 
lightens  .  .  .  music — honest  music 
— that  fills  our  homes  .  .  .  this 
is  bringing  renewed  strength  to 
the  medium. 

BALTIMORE  HAS  IT  .  .  . 
the  powerful  purchasing  strength 
of  over  a  million  listeners  .  .  .  lis- 
teners who  remember  radio's 
greatness  and  one  station  that 
right  now  is  lifting  its  voice  in 
the  tradition  of  this  greatness. 
Together,  this  particular  station 
and  these  particular  1,473,000 
listeners  can  affect  the  course  of 
your  history! 


WWIN»> 
1400 

BALTIMORE 
Represented  nationally  by  Bob  Dore  Associates 
New  York — Chicago — San  Francisco 


potential,  a  gain  in  am  stations  using 
fm  to  give  night  service  and  the  15 
million  set  circulation. 

Fm  has  its  troubles  but  business  and 
circulation  have  picked  up  tremend- 
ously in  the  last  two  years. 

Outside  communications  facilities  are 
coveting  fm's  20  mc  band  and  have  told 
the  FCC  so  in  comments  on  proposals 
to  revise  the  25-890  portion  of  the 
spectrum.  One  organization,  FM  Broad- 
casters, will  fight  any  effort  to  trim  the 
fm  band. 

After  one  band  shift  (from  50  mc) 
after  World  War  II,  a  major  FCC  fm 
upheaval  could  wreck  the  medium.  The 
hazard,  it  appears,  isn't  serious  at  this 
point. 

Fm,  almost  unorganized  on  a  na- 
tional basis,  faces  the  future  with  a  min- 
imum of  statistics  but  a  good  statistical 
potential.  Some  hard  selling  and  pro- 
moting are  the  next  order  of  business. 

FM  SPOT  CHECK 

A  high-spotting  of  fm  progress 
around  the  United  States  shows  that  17 
markets  have  an  fm  saturation  of  33% 
or  better.  Dozens  of  phone  calls  to  fm 
operators  from  coast  to  coast  show  ac- 
tivity in  most  of  the  major  markets.  The 
full  story  would  require  a  book  and  a 
year  of  research.  A  rapid  onceover  of 
some  busy  fm  markets,  typifying  the 
things  that  are  happening  in  the  me- 
dium, follows: 

EAST  COAST 

There's  been  continued  fm  progress 
during  the  last  two  years  along  the 
Eastern  Seaboard.  New  York  leads  the 
nation  in  fm  saturation  (57.1%),  pos- 
sibly aided  by  its  cosmopolitan  popu- 
lace and  reception  problems  that  affect 
am  in  this  skyscraper-apartment  market. 

Madison  Avenue  apparently  isn't 
taking  this  tremendous  audience  too 
seriously,  with  a  few  exceptions,  but 
may  catch  up  one  of  these  days. 

WQXR-FM  New  York  duplicates 
am  and  feeds  the  WQXR  network 
reaching  out  550  miles.  It  is  called  the 
largest  commercial  fm  network,  having 
14  stations  and  reaching  3.1  million  fm 
homes.  WQXR  started  stereo  in  1952. 

The  newer  Concert  Network,  in- 
cluding WNCN  (FM)  New  York,  has 
owned-operated  stations  in  Boston, 
Hartford  and  Providence.  An  audience 
based  on  2,650,000  homes  is  covered 
in  New  York  (17  counties),  according  to 
WNCN,  which  operates  on  a  24-hour 
schedule.  New  York  billings  have  in- 
creased 500%  since  last  spring  and 
include  Sinclair  Oil,  Hilton  Hotels, 
Time,  KLM,  Sheraton  Hotels  and 
brokers.  The  network  claims  3.6  million 
homes.  Ballantine  has  just  bought  40 
spots  a  week,  52  weeks,  on  Concert 
through  Wm.  Esty  agency. 
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WBAI  (FM)  New  York  says  its  gross 
is  up  400%  in  a  year,  with  a  7-11  p.m. 
sellout.  Rates  were  raised  50%  in  1958, 
and  again  in  1959.  Current  base  rate 
is  $100  an  hour.  An  institutional  rate 
is  planned  for  those  who  buy  hourly 
but  will  accept  fewer  commercials. 

WNYC-FM  New  York,  city-owned 
and  noncommercial,  is  on  the  air  24 
hours  a  day.  It  uses  live  music  liberal- 
ly, catching  hi-fi  listeners.  Stereo  is 
being  expanded.  WFUV  (FM)  operated 
by  Fordham  U.  is  experimenting  with 
stereo  and  subchannels. 

New  York  is  flanked  on  the  south 
by  one  powerful  fm  area,  Philadelphia, 
and  on  the  north  by  another,  Boston 
and  New  England — a  cluster  of  fm 
homes  in  the  most  heavily  populated 
part  of  the  nation.  Anywhere  in  the 
area  it's  more  than  worthwhile  to  own 
an  fm  set,  a  spinning  of  the  dial  bring- 
ing in  rich  signals  and  fine  program- 
ming. A  year  ago  Pulse  showed  36.3% 
fm  saturation  in  Philadelphia  and  last 
summer  the  Boston  figure  was  49.9%. 

Raymond  S.  Green,  managing 
WFLN-FM  Philadelphia,  said  fm  is 
"much  better"  than  two  years  ago.  He 
claimed  500,000  homes  can  get  an  am- 
fm  stereo  signal  from  WFLN-AM-FM, 
He  added  the  am  station  last  year 
but  the  fm  income  is  still  rising  and 
it's  ahead  of  am  revenue. 

Mr.  Green  directs  Good  Music 
Broadcasters  Inc.,  with  14  stations 
coast-to-coast.  It  operates  as  a  an  ara- 
fm  station  representative  and  income 
is  up  30%  over  two  years  ago.  Air 
France  uses  a  special  show  on  the  list. 

WPEN-FM  Philadelphia  features 
"sweet  music,"  selling  spots  or  fm  seg- 
ments across  the  week.  Sponsors  range 
from  investment  houses  to  discount 
stores.  William  B.  Caskey,  executive 
vice  president,  contends  fm  "is  in  its 
infancy"  because  broadcasters  have 
chosen  to  treat  it  as  something  special 
and  apart.  He  said  there  is  an  enormous 
audience  anxious  to  turn  on  fm  sets 
if  enough  good  programming  is  offered. 

WHAT-FM  Philadelphia  is  on  24 
hours,  separately  programmed  after  4 
p.m.  with  a  jazz  format.  Dolly  Banks, 
manager,  said  jazz  is  getting  about  the 
same  listeners  as  classical  music  sta- 
tions and  is  drawing  gilt-edged  spon- 
sors. A  jazz  program  guide  is  published. 
Twenty-four  hour  separate  fm  opera- 
tion starts  this  month,  followed  by 
stereo  and  multiplex. 

WFIL-FM  claims  "tremendous  re- 
sponse" from  its  am-fm  stereo,  started 
a  year  ago.  Fm  sponsors  include  Bell 
Telephone,  Berlitz  and  a  16-dealer 
Magnavox  co-op  account. 

Boston,  one  of  the  early  fm  strong- 
holds, finds  audiences  still  growing  for 
music  and  stereo.  WCRB-FM,  managed 
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Q: 


A: 


What  radio  station  comes  closest  to 
playing  the  kind  of  music  you  like? 

WWDC  the  winner— in  a  poll  conducted  by  PULSE. 
Proof  that  our  ''multiple  music  menu"— programmed  for 
all  tastes— is  favored  by  metropolitan  Washington. 


For  full  details  on  this  and  other  important  areas  of  leadership, 
write  WWDC  or  ask  your  Blair  man  for  a  copy  of  "Personality 
Profile  of  a  Radio  Station."  Based  on  a  special  qualitative  PULSE 
survey,  it  will  give  you  a  true  yardstick  of  Washington,  D.C. 


WWDC 


Washington 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 


Things  continue  to  move  fast  in  Jacksonville,  Fla.— where  WW  DC-owned  Radio 
WMBR  is  now  first  in  the  morning  and  second  in  the  afternoon  (Oct.-Dec.  Hooper). 
John  Blair  &  Company  will  happily  supply  all  of  the  solid  facts  and  figures. 

BROADCASTING,  February  9,-lM9 


HOLD  EVERYTHING! 

(If  you  want  to  skim  the  cream  off  the 
Southern  California  Market!) 


KDUO 


COVERS  THREE 
MAJOR  MARKETS: 

LOS  ANGELES 


so.  calif.'s  most   :  SAN  BERNARDINO 

POWERFUL  FM  i 

station         i  SAN  DIEGO 


POWER:  83,000  Watts  E.R.P. 

LOCATION:  Central  and  inland  to 
greater  coverage 

PROGRAMMING:  Mufic  and  neivs 

CENTER  OF  THE  DIAL 
AT  97.5  MC 


According  to  Pulse  48%  of  all  homes 
in  Southern  California  have  FM 
radios — and  new  FM  sets  are  selling 
at  a  rate  of  10,000  units  per  month 
in  this  area.  KDUO  can  give  your 
campaign  DEPTH  where  it  really 
counts — among  the  upper  income  in- 
fluentials  who  buy  more  than  their 
per  capita  share.  Write,  wire,  or 
phone  collect  for  availabilities. 


KDUO 


1680  NORTH  VINE  ST. 
HOLLYWOOD  28,  CALIF. 
Hollywood  4-7497 


Advertisement 


WKYW  STARTS  CCA  No.  2 

In  a  letter  to  Mr.  Boyd  Lawlor,  Mid-West 
Sales  Manager  of  Community  Club  Serv- 
ices, Inc.,  Mr.  F.  Eugene  Sandford  of  Radio 
Station  WKYW, 
Louisville,  Kentucky, 
stated: 

"We  have  finally 
completed  our  tabu- 
lations of  our  last 
Community  Club 
Awards  Campaign. 
The  grand  total  bo- 
nus value,  as  indi- 
cated on  our  weekly 
tally  sheets,  was 
$23,337,548.  The  ac- 
tual dollar  value  of 
proofs  -  of  -  purchase 
from  sponsors  tabu- 
lated from  our  week- 
ly tally  sheets  totaled  $1,577,357. 
We  are  planning  the  kick-off  party  for 
our  new  Campaign  on  January  15th  and 
are  sure  that  we  shall  have  as  much  sue 
cess  as  we  did  with  the  first  one.  In  fact 
all  indications  point  to  an  even  bigge 
Campaign  than  our  first." 


MR.  SANDFORD 


COMMUNITY  CLUB 
AWARDS 


PENTHOUSE  SUITE 

527  Madison  Avenue 
New  York  22,  N.  Y 
Phone:  PLaza  3-2842 


by  Theodore  Jones,  is  dominantly 
serious  music.  It  began  stereo  broad- 
casting with  WCRB  several  years  ago 
and  recently  broadcast  a  Boston  Sym- 
phony Orchestra  series  in  stereo.  Its 
stereo  listeners  guide  shows  how  to  set 
up  speakers  according  to  room  size.  The 
stereo  tape  library  of  its  own  pickups 
includes  several  hundred  programs. 

WGHB-FM,  noncommercial-educa- 
tional station  in  Boston,  last  month 
transmitted  a  live  Boston  Symphony 
concert  to  Europe  via  cable  (Broad- 
casting, Feb.  2).  It  was  picked  up  by 
BBC,  Radiodiffusion  Francaise  and  Ra- 
dio Brussels.  Lowell  Institute  Coopera- 
tive Broadcasting  Council  operates  the 
station. 

CHICAGO 

In  Chicago  there  already  are  19  fm 
stations  serving  an  area  estimated  to 
have  over  750,000  sets.  More  stations 
are  on  the  way.  Biggest  development 
of  the  last  two  years  was  the  CBS 
separation  of  WBBM's  am  and  fm  pro- 
gramming. Walt  Dennis,  managing 
WBBM-FM,  said  there  has  been  a 
steady  gain  in  business  every  month 
since  the  station  started  commercial  fm 
operation  six  months  ago.  "The  pace 
of  fm  is  getting  faster,  the  future  was 
never  brighter,"  he  said.  Solid  cover- 
age is  claimed  for  15  counties,  plus 
perimeter  service  to  others,  with  pos- 
sibly 900,000  fm  homes  altogether. 

WFMT  (FM),  managed  by  Bernard 
Jacobs,  has  been  called  one  of  the  top 
three  commercial  fm  outlets  in  the  na- 
tion, with  business  up  65%  from  1957. 
Over  2 1 ,000  pay  $4  a  year  for  program 
listings.  WENR-FM  plans  to  ask  for  a 
power  boost. 

Of  three  network-owned  fm  radio 
properties  in  Chicago,  WBBM-FM 
(CBS)  and  WENR-FM  (ABC)  are 
separately  programmed.  WMAQ-FM 
(NBC)  duplicates. 

Generally  regarded  as  the  oldest  fm 
sponsor  in  Chicago  is  Talman  Federal 
Savings  &  Loan  Assn.,  which  has  just 
renewed  on  WFMT  for  three  years. 
One  WBBM-FM  client,  Oklahoma  Oil 
Co.,  sponsors  56  weekly  newscasts. 
WEFM  (FM),  pioneering  Zenith  Radio 
Corp.  outlet,  may  go  commercial  on  a 
limited  basis.  Zenith,  incidentally,  is 
said  to  make  over  50%  of  industry  fm 
set  production.  Motorola  is  back- 
ordered  on  am-fm  tuners  for  hi-fi  and 
stereo  gear.  "Stereo  caught  us  by  sur- 
prise," said  Tom  Golden,  Motorola 
marketing  manager.  "The  demand  is 
absolutely  crazy." 

Ed  Wheeler,  who  entered  fm  after 
the  war  with  WEAW-FM,  figures  a 
million  sets  are  within  reach  of  the  sta- 
tion, located  in  suburban  Evanston.  An 
extensive  storecasting  service  is  pro- 
vided. WGN  Chicago  is  watching  all 


Fm  Penetration  for  Various 
Markers  (Pulse) 


CITY 

Albany,  N.Y. 
Bakersfield,  Calif. 
Boston,  Mass. 
Buffalo,  N.Y. 
Charlottesville,  Va. 
Chicago,  III. 
Cincinnati,  Ohio 
Cleveland,  Ohio 
Columbus,  Ohio 
Dallas-Fort  Worth,  Tex. 
Houston,  Tex. 
Kansas  City,  Mo. 
Los  Angeles,  Calif. 
Miami,  Fla. 
Milwaukee,  Wis. 
Minneapolis,  Minn. 
New  Orleans,  La. 
New  York,  N.Y. 
Philadelphia,  Pa. 
Pittsburgh,  Pa. 
Portland,  Ore. 
Providence,  R.I. 
Rochester,  N.Y. 
San  Antonio,  Tex. 
San  Diego,  Calif. 
San  Francisco,  Calif. 
Syracuse,  N.Y. 
Trenton,  N.J. 
Washington,  D.C. 
Westchester  Co.,  N.Y. 


DATE 

10/58 
10/58 

7/58 
11/58 
11/58 
11/58 

5/58 
11/57 
11/58 

4/58 
11/58 
10/58 

8/58 
10/58 

4/58 
10/57 
11/58 

7/58 

2/58 
11/57 
11/57 
10/58 
10/58 

7/58 

7/58 

9/57 
11/58 
11/58 
12/56 

3/58 


33.1 
32.4 
49.9 
33.4 
15.3 
41.9 
26.9 
34.1 
37.4 
20.7 
29.8 
29.5 
48.7 
31.7 
22.1 
16.9 
24.1 
57.1 
36.3 
27.6 
46.1 
35.1 
41.9 
17.1 
36.0 
47.3 
23.6 
32.9 
41.0 
61.4 


this  fm  excitement.  WGN-FM,  once  a 
dominant  outlet,  has  been  off  the  air 
several  years. 

FM  Unlimited,  headed  by  Charles 
Kline,  operates  a  sales-agency  firm  offer- 
ing fm  package  buys. 

WEST  COAST 

Two  years  ago  Pulse  data  showed 
more  fm  than  am  listening  in  metro- 
politan Los  Angeles.  Background  music 
services  abounded  and  competition  in 
the  field  was  fierce  (Broadcasting, 
April  8,  1957).  A  survey  of  the  market 
showed  it  was  one  of  fm's  hottest  spots. 
It  still  is. 

Since  that  time  progress  has  been 
steady.  Eighteen  fm  stations  are  on 
the  air.  There  is  programming  for  every 
type  of  listener  and  KNOB  (FM)  is 
having  considerable  success  with  an  all- 
jazz  format,  a  service  that  WHAT-FM 
Philadelphia  is  featuring. 

KBIG  started  program-testing  its  fm 
adjunct,  KBIQ  (FM),  in  January.  The 
station  was  to  go  commercial  this 
month  (February),  and  am-fm  stereo 
starts  in  March.  KDUO  (FM)  is 
another  fm  outlet  with  a  February 
starting  date,  featuring  "foreground" 
show  and  semi-classical  music.  KHOF 
(FM)  is  about  90%  religious  (Radio 
the  Christian  Way)  and  operates  com- 
mercially. 

KCBH  (FM)  Beverly  Hills  boasted 
it  signed  $17,000  in  business  during 
October,  including  Cresta  Blanca  wine, 
Tuborg  beer  and  GE. 

Several  stations  have  felt  the  com- 
petitive surge  in  recent  months  and  are 
programming  primarily  for  functional 
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WHEN 
"PUBLIC  POWER" 

WINS- 
YOU  LOSE! 


The  promoters  of  federal  government 
"public  power"  are  trying  to  get  their  hands 
on  more  of  your  tax  money 

Five  and  a  half  billion  dollars  is  an  important 
sum  of  money.  Especially  when  you  realize  that 
some  of  it  is  yours. 

It's  the  amount  of  tax  money  already  spent 
on  federal  government  "public  power." 

And  that's  just  the  beginning.  The  lobbyists 
and  pressure  groups  who  promote  "public  power" 
are  pushing  the  idea  that  Congress  should  spend 


10  billion  dollars  more  on  this  costly  program- 
to  be  collected  from  you  and  other  Americans. 

And  it's  all  so  unnecessary!  America's  many 
independent  electric  companies  are  able— and 
ready— to  supply  all  the  electricity  the  nation 
needs— without  your  tax  money. 

What  can  you  do  about  it?  Plenty!  This 
waste  of  taxes  goes  on  only  because  most  people 
aren't  aware  of  it.  Spread  the  word.  Talk  with 
your  friends.  As  soon  as  enough  people  know 
they  are  paying  needlessly  for  "public  power," 
they  will  stop  it. 


America's  Independent  Electric  Light  and  Power  Companies 

Company  names  on  request  through  this  magazine 
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music  clients.  Pulse  data,  however, 
show  good  music  is  picked  by  50.7% 
as  first  reason  for  fm  listening.  The 
Pulse  study  shows  48.7%  fm  saturation 
in  the  market.  Electric  League  of  Los 
Angeles,  checking  set  sales,  reports 
24%  of  sales  are  now  fm  sets. 

San  Francisco  has  a  half-dozen  fm 
stations  and  high  Pulse  fm  saturation 
(47.3%).  KRON-FM,  off  the  air 
several  years,  has  returned.  Portland 
Pulse  shows  46.1%.  Some  fm  program- 
ming is  exchanged  on  the  coast.  San 
Diego  is  a  growing  fm  market.  With 
strategic  mountain  sites  for  antennas, 
some  of  the  Los  Angeles  fm  signals 
reach  San  Diego. 

WASHINGTON-BALTIMORE 

A  turn  of  the  knob  on  one  of  the 
estimated  235,000  fm  sets  in  the  Wash- 
ington metropolitan  area  is  a  musical 
feast.  The  result  is  a  full  range  of  pro- 
gramming— all  the  way  from  longhair 
through  standards  to  the  rock  'n'  roll 
output  of  fm  stations  duplicating  service 
of  their  am  affiliates. 

Over  a  dozen  local  fm  sisals  feed 
Washington,  Baltimore,  Annapolis  and 
other  mid-Atlantic  cities.  WGMS-FM, 
WASH  (FM)  and  others  are  experiment- 
ing with  stereo  and  the  results  are  sur- 
prising. This  is  perhaps  due  to  the 
thousands  of  military  and  government 
technicians  who  rig  their  own  stereo 
units  as  well  as  the  active  hi-fi  audience. 

Washington  is  an  arty  city,  with  a 
heavy  sale  of  the  better  recordings. 
WGMS-FM  supplies  a  duplication  of 
the  am  station's  steady  diet  of  good 
music.  Ray  Kohn,  general  manager,  who 
founded  the  pioneer  WFMZ  (FM)  Al- 
lentown,  Pa.,  still  insists  am  is  doomed 
to  extinction.  "Fm  has  finally  succeed- 
ed," he  said.  "Like  power  steering,  once 
you've  had  it  you  can't  go  back  to  the 
old  kind."  The  station  is  experimenting 
with  stereo  commercials  and  plans  to 
unveil  the  project  soon. 

WWDC-FM  is  separately  programmed 
by  President  Ben  Strouse,  another  fm 
veteran  and  NAB  board  member  for  fm 
as  well  as  chairman  of  the  NAB  Fm 


Committee.  The  station's  income  has 
doubled  in  two  years,  according  to  Her- 
man Paris,  vice  president,  and  the  Mu- 
zak functional  music  loop  is  profitable. 
Drugcasting  ties  the  basic  WWDC-FM 
music  service  into  90  Peoples  Drug 
Stores  as  well  as  the  functional  loop. 
WWDC-FM,  WASH  and  others  report 
regular  fan  mail  from  Pennsylvania, 
West  Virginia,  Delaware  and  even  Ohio. 

WOL-FM  duplicates,  with  classical 
music  broadcast  in  the  evening.  It  is  tied 
in  ownership  with  WNAV-FM  Annap- 
olis, which  programs  Store-Radio  service 
to  150  supermarkets  ranging  from  Dela- 
ware through  Baltimore  and  Washing- 
ton to  Westminster,  Md.,  and  from  Elk- 
ton,  Md.,  southward  to  Onancock,  Va. 
The  longest  radius  is  about  100  miles 
(see  agency-stereocasting  review). 

WMAL-FM  feeds  music  by  multiplex 
to  Michaels  Enterprises,  operating  a 
functional  service.  The  station's  fm  op- 
eration, directed  by  Stan  Hamilton,  has 
over  a  dozen  sponsors  using  a  soft-sell 
technique.  WTOP-FM  and  WRC-FM 
duplicate  am  programming,  augmenting 
the  am  coverage  and  reaching  many 
apartment  houses  where  fm  has  superior 
penetration.  WFAN  (FM)  mostly  dupli- 
cates its  sister  WOOK.  Richard  Eaton, 
operator  of  both,  is  planning  separate 
fm  programming.  "Fm  has  a  tremen- 
dous future,"  he  said.  He  added  that 
WARK-FM  Hagerstown  carries  a  sub- 
stantial sports  service  with  beer  and  gas- 
oline sponsors. 

WITH-FM  Baltimore  has  featured 
good  music  several  years.  Sam  Kravitz, 
manager,  said  the  station  is  showing 
"real  signs  of  life."  Income  from  spon- 
sors in  1958  was  28%  above  1957  and 
"1959  looks  better."  WCAO-FM  repeats 
am  service.  A  new  outlet,  WFDS-FM, 
is  on  the  air  in  evenings.  Mr.  Eaton  said 
he  is  adding  an  fm  signal  to  WSID 
Baltimore. 

DETROIT 

There's  more  fm  radio  programming 
than  am  in  Detroit,  according  to  Harold 
I.  Tanner,  operating  WLDM  (FM).  Ten 


CHANNEL  9  and  '59 


OUR  BEAUTIFUL  NEW  QUARTERS.      READY  FOR  OCCUPANCY  EARLY  1959. 

WSOC-TV  Channel  9  Charlotte,  N,  C. 


commercial  and  four  educational  fm 
outlets  are  on  the  air.  Of  the  10  com- 
mercial stations,  three  are  independent 
fm.  Two  am-owned  stations  program 
independently.  WLDM  celebrates  its 
10th  anniversary  Feb.  12  and  Mr.  Tan- 
ner said  it  is  operating  in  the  black. 

Most  of  the  WLDM  business  is  local, 
where  relationship  with  sponsor  and 
agency  is  personal,  he  said,  observing 
that  national  selling  is  costly  and  he  is 
content  "to  let  others  play  statistical 
roulette."  Sponsors  include  Detroit 
Edison,  holiday  choral  program;  J.  L. 
Hudson  Co.;  National  Bank  of  Detroit. 
Sunday  musical  hour,  plus  a  number 
of  other  banks;  Sinclair  Refining,  Cadil- 
lac, Chrysler,  Pontiac,  Plymouth,  Co- 
lumbia and  London  records;  theatres, 
and  appliance  dealers. 

WLDM  has  1,000  Muzak  clients  now 
being  converted  to  mx.  Stereo  is  attract- 
ing interest  but  is  not  yet  an  important 
medium  in  Detroit.  In  the  motor  capi- 
tal many  Continental  and  Lincoln  autos 
sold  by  Ford  Motor  Co.  have  an  am-fm 
radio. 

KANSAS  CITY 

Progress  of  fm  is  steady  in  Kansas 
City,  a  mid-continent  fm  oasis,  accord- 
ing to  E.  K.  (Joe)  Hartenbower,  general 
manager  of  the  Meredith  radio  stations, 
KCMO-AM-FM.  The  fm  outlet  is  in 
its  11th  year  of  independent  program- 
ming, featuring  fine  music.  News, 
weather  and  sports  programming  have 
been  expanded. 

Pulse  figures  show  29.5%  of  homes 
(nearly  100,000)  in  the  market  have  fm 
reception.  The  tune-in  time  per  home 
is  increasing — 1.4  hours  daytime  fm 
tuning  in  area  (1.1  for  am  tuning);  2.0 
hours  fm  at  night  (0.8  for  am).  These 
are  October  1958  Pulse  figures. 

Verifak  found  during  the  same  month 
that  the  number  of  sets  tuned  to  fm 
during  any  average  half-hour  has  risen 
40%  in  the  last  two  years  (9.7%  in 
1956,  13.3%  in  1958). 

KCMO  operates  background  music 
(Muzak),  serving  around  500  commer- 
cial clients  who  are  being  converted  to 
multiplex  (Harkins).  Mx  permits  serv- 
ice to  outlying  shopping  centers  where 
phone  circuits  would  be  a  problem. 

KCMK  (FM)  took  the  Kansas  City 
air  in  early  1958,  with  multiplexed 
background  music  supplementing  its 
music  and  program  service.  Program- 
ming follows  the  average  am  pattern  in 
many  respects.  Two  college  noncom- 
mercial stations  provide  fm  service — 
KCUR-FM  U.  of  Kansas  City,  and 
KANU-FM  U.  of  Kansas  at  Lawrence. 

KCMO-FM  has  a  separate  rate  card 
and  salesman.  Base  Class  A  announce- 
ment rate  is  $42  weekly  for  a  package 
of  seven  announcements;  $30  for  a 
package  of  three  five-minute  newscasts 
a  week  in  Class  A  time.  The  station  is 
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hovering  around  the  black-red  border- 
line (not  including  the  Business  Music 
Service)  and  recently  expanded  its  sales 
force.  Some  1,400  subscribers  pay  $1 
yearly  for  a  program  schedule. 

"Agencies  must  be  educated  about 
fm's  audience,  coverage  and  loyalty,"' 
Mr.  Hartenbower  said.  The  Pulse  study 
showed  63.7%  of  fm  listeners  like  the 
good  music,  18%  fewer  commercials. 

HERE  &  THERE 

With  four  commercial  stations  and 
one  applicant,  Houston's  audience  is 
estimated  at  125,000  sets  (Harris  Coun- 
ty). Pulse  found  29.8%  fm  saturation. 
A  majority  of  the  audience  is  described 
as  being  in  the  $10,000-up  income 
bracket,  with  40%  owning  two  or 
more  cars  and  81%  owning  homes. 
Stereo  is  popular.  A  mass  am-fm  stereo 
demonstration  was  staged  last  Novem- 
ber. 

WBAP-FM  Fort  Worth  programs 
separately  8  a.m.  to  midnight,  selling 
in  half-hour  and  hour  segments.  It 
reports  a  continuous  profit  over  the  last 
two  years.  Leeford's  hi-fi  store,  Buddie's 
Supermarkets  and  other  sponsors  are 
steady  time  users.  Buddie's  renewed  re- 
cently for  the  third  year.  It  tracks  down 
fm  impact  by  advertising  custom-cut 
meats  on  fm  exclusively.  KRLD-FM 
Dallas    duplicates    24    hours    a  day; 


KIXL-FM  is  separate  7  p.m.  to  sunup; 
WRR-FM  is  separate  part  of  the  time, 
KSFM  (FM)  in  the  evenings.  KCLE- 
FM  Cleburne  programs  separately  part 
of  the  time.  Pulse  saturation  is  20.7% 
as  of  April  1958. 

Fm  is  still  on  the  slow  side  in  the 
Carolinas,  though  North  Carolina  once 
was  an  fm  stronghold.  WMIT  (FM) 
Charlotte,  N.C.,  is  one  of  the  older 
operations.  Harold  Essex,  WSJS-FM 
Winston-Salem,  N.C.,  is  duplicating  am 
except  for  church  and  in-school  pro- 
gramming. "I  still  believe  in  fm  and 
am  working  on  long-range  plans,"  he 
said. 

WSLS-FM  Roanoke,  Va.,  has  several 
fm-only  night  hours  sold  and  plans 
"to  sell  harder,"  according  to  Horace 
S.  Fitzpatrick,  station  manager.  Banks 
and  the  Miller  &  Rhodes  department 
store  are  among  sponsors  claimed  by 
the  station. 

Around  the  country,  fm  is  looking 
up,  according  to  prevailing  sentiment. 
There  still  are  weak  spots  and  blank 
areas,  but  they're  receding  month  by 
month. 

Multiplexing 

The  wide  fm  broadcast  channel  (200 
kc)  allows  room  to  extrude  two  or  more 
extra  signals,  a  trait  that  induced  the 
FCC  in  1955  to  allow  fm  stations  to 


provide  public  utility  services  on  multi- 
plex (mx)  channels.  The  FCC  at  the, 
same  time  specified  the  system  of  feed-i 
ing  functional  music  carrying  beeps' 
blanking  out  station  announcements! 
(simplex)  would  be  banned. 

Many  simplex  operators  whose 
broadcast  service  did  double  duty  as 
the  music  heard  in  subscriber  restau- 
rants were  opposed  to  the  simplex  ban 
and  didn't  like  the  idea  of  financing 
costly  equipment  installations  at  trans- 
mitters and  receivers. 

Mx  grants  have  been  "temporary 
development  authorizations"  as  the 
FCC  postponed  temporarily  the  death 
of  simplex  functional  services  because 
of  technical  problems  inherent  in  devel- 
opment of  the  new  mx  devices. 

Bugs  Have  Flown  •  Nearly  100  fm 
stations  are  broadcasting  mx  service, 
according  to  a  study  by  General  Elec- 
tronic Labs.  Equipment  makers  argue 
that  the  developmental  bugs  have  been 
disposed  of  and  there  are  no  serious 
technical  problems. 

Mx  is  still  without  FCC  standards. 
For  example,  most  of  the  mx  stations 
happen  to  be  using  the  67  kc  spot  in 
the  fm  channel  as  the  center  of  the 
multiplexed  signal.  Many  others  use  42 
kc,  and  a  wide-swing  50  kc  method  is 
gaining  favor  (see  Stereo  story).  Bootleg- 
ging of  mx  signals  has  become  a  prob- 


WHAT  DO  YOU  WANT  IN  AN  AUDIO  CONSOLE? 


Is  it  serviceability?  An  inbuilt  cue-intercom?  A  variable  hi-pass 
filter?  Generous  control  functions?  Simplicity  of  operation? 
Here's  what  Broadcasters  are  saying  about  the  Gates  "Gates- 
way"  audio  console. 

•  "It  is  the  most  flexible  control  board  I  have  ever  operated." 
WMRB,  Greenville,  South  Carolina 

•  "Frequency  response  and  distortion  will  meet  even  the  most 
exacting  demands.'''' 

KRNO,  San  Bernardino,  California 

•  "(/  like)  the  easy  serviceability  and  simplicity  of  operation. 
There  are  many  different  channels  to  operate  from.  We  have 
used  Gates  equipment  for  years  and  ive  are  completely  sold  on 
its  high  quality  operation." 

WTNT,  Tallahassee,  Florida 


Eight  step  type  mixing  channels  accommodate  five  micro- 
phones into  four  preamplifiers  (15  microphones  by  use  of  utility 
keys),  four  turntables,  four  tapes,  network,  and  four  remote 
lines.  Includes  10  watt  ultra  linear  amplifier,  variable  hi-pass 
filter,  inbuilt  cue-intercom,  and  five  unwired  utility  keys  for 
individual  needs.  Twenty-seven  keys  accommodate  52  switch- 
ing functions  for  almost  any  conceivable  broadcast  use.  The 
Gatesway  is  the  largest  selling  audio  control  console  manu- 
factured today. 

Write  today  for  complete  information  on  the 
Gatesway  .  .  .  the  leader  in  audio  systems 


GATES  RADIO  COMPANY 


Subsidiary  of  Harris-Intertype  Corporation 


QUINCY,  ILLINOIS- 
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Fm  on  wheels 


After  years  of  dreaming,  f  m  broad- 
casters believe  that  the  auto  market 
eventually  will  do  for  fm  what  it 
has  done  for  am  operators. 

A  sifting  6f  enthusiastic  promotion 
literature  and  checking  with  im- 
porters and  factories  shows  that  auto 
fm  reception  is  starting  to  get  public 
attention  and  sets  are  being  bought 
as  promotion  increases. 

The  Gonset  Division  of  Young 
Spring  &  Wire  Corp.,  Los  Angeles, 
used  a  dozen  fm  stations  last  fall  in 
cooperation  with  Fm  Broadcasters  of 
Southern  California.  The  stations 
carried  a  half-dozen  spots  daily  for 
auto  models.  FMBSC  was  paid  a  fee 
for  each  set  sold  and  netted  $3,000. 
A  national  campaign  is  contem- 
plated, a  promotion  boost  that  fm 
stations  will  relish. 

Am-fm  Car  Radios  •  Blaupunkt's 
Blu-Spot  am-fm  car  radios  are  ap- 
pearing in  fair  quantities.  Bercraft 
Corp.,  Chicago  wholesaler,  reports 
1958  sales  much  better  than  1957. 
It  is  promoting  on  the  air  and  in 
newspapers,  cooperating  with  deal- 
ers. 

When  Nelson  Chevrolet,  Chicago, 
offered  an  am-fm  set  at  the  same 
price  as  an  am-only  unit,  using 
WCLM  (FM),  the  dealer  sold  nine 
cars  in  three  days. 

Bendix  Radio,  Baltimore,  is  pro- 
ducing a  custom  fm  tuner  that  is  op- 
tional for  $129  with  Ford's  Lincolns 
and  Continentals.  Last  year  3.2% 
of  Lincolns  and  Continentals  were 
equipped  with  tuners. 

While  the  fm  auto  audience  is 
small,  advertisers  will  start  to  take 


notice  as  it  develops.  About  1,000 
autos  are  equipped  with  am-fm  re- 
ceivers in  the  Washington,  D.  C, 
area.  Chicago  fm  stations  figure 
5,000  autos  there  have  fm. 

They  Cost  More  •  Am-fm  sets  cost 
a  little  more  and  currently  require 
custom  installations  but  they  can  be 
removed  from  cars  at  time  of  sale 
and  placed  in  new  cars.  Goodbinder 
Assoc.,  Washington,  reports  a  re- 
cent increase  in  dealer  interest  in 
Blu-Spot  as  well  as  more  requests 
for  literature.  A  slant  antenna  is 
recommended  for  fm  tuning  but  is 
not  necessary. 

American  set  makers  are  cautious 
about  entering  the  fm  auto  field.  Ed- 
ward R.  Taylor,  Motorola  vice  presi- 
dent in  charge  of  consumer  products, 
doesn't  feel  fm  sets  are  feasible  at 
this  time  because  of  terrain  and  other 
problems.  This  operating  objection 
isn't  shared,  however,  by  all  makers 
and  distributors.  Philco,  like  Motor- 
ola, has  been  mentioned  in  connec- 
tion with  auto  fm  but  a  spokesman 
said  there  are  no  present  plans  to 
enter  the  market. 

Japanese  imports  aren't  a  factor, 
though  that  country  is  starting  to 
make  fm  home  and  portable  sets  in 
small  quantities.  The  German  Becker 
fm  unit  for  autos  sells  for  about  $170. 
Some  German  autos  come  fm- 
equipped. 

Word-of-mouth  promotion  and 
use  of  consumer  media  are  stirring 
interest.  Fm  broadcasters  are  hope- 
ful, but  they  realize  it  will  be  years 
before  the  auto  audience  can  interest 
timebuyers. 


lem  since  adapters  for  receivers  reached 
the  market. 

FCC's  burial  day  for  simplex  is  in- 
volved in  litigation.  A  group  of  fm  sta- 
tions, headed  by  WFMF  (FM)  Chicago, 
appealed  an  FCC  order  to  stop  simplex- 
ing  and  won  an  appellate  court  decision. 
FCC  appealed  and  lost.  The  legal 
dominoes  may  be  maneuvered  for  an- 
other year  or  more.  Even  if  the  FCC 
takes  a  final  beating  in  the  courts,  it 
could  start  all  over  again  and  specify 
that  every  fm  station  using  simplex 
must  make  the  entire  station  service 
conform  to  FCC  program  standards, 
one  confused  broadcaster  suggested. 
That  could  start  another  litigation  carni- 
val. 

Money  Won't  Talk  •  Multiplexing  is 
fighting  an  uphill  battle.  Most  engi- 
neers agree  that  serious  technical  weak- 
nesses of  the  mid-decade  period  have 


been  overcome.  Some  broadcasters  love 
it  and  are  making  money  with  music  and 
other  functional  services.  Others  hate 
the  thought  of  paying  for  conversion 
of  equipment. 

A  seminar  of  mx  broadcasters,  equip- 
ment makers,  music  suppliers  and 
others  interested  in  the  subject  is  tenta- 
tively set  April  24-26  at  the  Hotel 
Chamberlain,  Newport  News,  Va., 
according  to  Dan  Hydrick,  manager  of 
WGH-FM-MX  Newport  News-Norfolk. 
Mr.  Hydrick,  its  organizer,  expects 
around  200  to  attend.  A  similar 
Hydrick  seminar  held  in  September 
1957  drew  nearly  200  and  developed 
into  a  lively  session  that  helped  clear 
up  some  of  the  confusion  surrounding 
multiplex. 

Multiplex  can  grow  without  stand- 
ards, but  they'll  soon  be  needed.  FCC 
apparently  is  waiting  for  mx  to  develop 


further  before  worrying  about  stand- 
ards. Besides,  it  has  stereo,  Congress,  tv 
allocations  and  a  host  of  more  per- 
turbing problems  on  its  neck. 

Agencies  and  fm 

"Tell  them  to  bring  in  some  num- 
bers," a  timebuyer  at  a  top  advertising 
agency  said  in  reply  to  a  query  about 
fm.  He  added,  "I  never  see  an  fm  sales- 
man. Nobody  ever  reps  fm.  They  don't 
promote." 

Reminded  of  fm's  15  million  sets  and 
high-income  audiences  in  a  score  of 
major  markets,  he  threw  up  his  hands 
and  observed,  "Look,  we  just  can't  af- 
ford it.  Sure,  I  know  it's  growing  and 
I  like  the  music,  but  there  aren't  any 
market  and  audience  statistics  worth 
putting  in  the  files  with  the  exception 
of  WBBM-FM  Chicago,  New  York  sta- 
tions and  a  couple  of  others." 

These  observations  are  echoed  at  a 
number  of  major  agencies,  but  there 
are  three  agency  executives  who  boost 
fm — Ray  L.  Stone,  radio-tv  timebuyer 
of  Maxon  Inc.;  Joe  Gans,  head  of  Joe 
Gans  &  Co.,  and  Larry  Schwartz,  presi- 
dent of  Wexton  Adv.  Agency,  all  in 
New  York. 

Mr.  Stone  has  spoken  highly  of  fm 
for  several  years.  Last  autumn  he  pro- 
posed formation  of  an  fm  national  net- 
work featuring  "adult  music"  and  dis- 
cussed it  with  broadcasters  (Broad- 
casting, Nov.  3)  but  he  couldn't  find 
much  encouragement.  A  taped  or  live 
network  could  be  operated  at  reason- 
able cost  and  reach  nearly  half  the  radio 
homes  in  the  10  major  markets,  he 
argued  at  that  time. 

Second  Survey  •  Maxon  is  starting 
a  second  questionnaire  survey  of  fm 
stations  for  one  of  its  clients,  General 
Electric  Co.,  which  is  adding  to  its  fm 
receiver  line.  Mr.  Stone  is  convinced 
fm  "has  improved  tremendously  but 
it's  scattered  and  hard  to  pin  down." 
He  regrets  there  is  no  active  associa- 
tion of  fm  stations  or  station  cohesion. 

"Technically,  there's  no  reason  for 
am,"  he  said.  "Fm  is  wonderful.  It  has 
a  great  potential  but  is  still  floundering. 
Improvement  is  slow  and  steady.  Fm 
has  fine  coverage.  It's  a  shame  the 
country  hasn't  taken  advantage  of  it." 

As  to  stereo,  he  considers  it  exciting 
"but  not  yet  a  big  medium."  He  de- 
scribed it  as  "a  coming  thing,  like  color 
television.  When  it  will  come  is  the 
question." 

Mr.  Gans'  agency  has  seven  fm  ad- 
vertiser clients.  He  is  frequently  de- 
scribed as  the  "biggest  fm  buyer  in  the 
country."  A  client,  Time  magazine,  has 
been  buying  time  in  nearly  two-score 
markets  for  two  years  and  Sports  Illus- 
trated is  now  testing  the  medium,  figur- 
ing the  quality  fm  audience  is  ideal  for 
subscription  campaigns. 

Rosy  Future  •  "Fm's  future  is  abso- 
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Fm's  emergency  role  •  FCC  Comr.  Robert  E.  Lee  appeared  at  a  recent 
meeting  of  the  NAB  Fm  Committee  to  explain  how  the  nation's  fm  stations 
can  be  used  to  set  up  an  instant  emergency  network  if  all  wires  are  down. 
The  medium's  interference-free,  reliable  coverage  and  other  technical  traits 
make  it  ideal  for  non-wire  national  hookups,  he  told  the  broadcast  group. 
Dramatic  progress  in  fm's  coverage,  facilities  and  audience  was  cited  to 
Comr.  Lee  by  committee  members.  Left  to  right:  C.  Frederic  Rabell. 
KITT-FM  San  Diego,  Calif.;  John  F.  Meagher,  NAB  radio  vice  president 
for  radio;  Raymond  S.  Green,  WFLN-FM  Philadelphia;  Comr.  Lee;  Ben 
Strouse,  WWDC-FM  Washington,  committee  chairman;  William  B.  Caskey, 
WPEN-FM  Philadelphia;  Michael  R.  Hanna,  WHCU-FM  Ithaca,  N.Y.; 
Merrill  Lindsay,  WSOY-FM  Decatur,  111. 


lutely  rosy,"  Mr.  Gans  said.  "I'm  con- 
vinced there  will  be  a  tremendous  boom 
in  four  or  five  years.  Most  autos  will 
eventually  have  fm,  and  small  fm  home 
and  portable  sets  will  replace  am." 

As  the  gross  national  product  in- 
creases, he  argues,  people  want  better 
things.  That  includes  better  sound.  He 
said  fm  shouldn't  be  bought  on  the  old 
agency  formula — cost-per-1000  —  be- 
cause of  its  loyal,  high-income  and 
above-average  audience.  However,  he 
feels  the  medium  needs  the  mass  media 
approach  which  can  be  provided  by  a 
trade  association  and  low-cost  sets. 

Disagreeing  with  Mr.  Stone,  he  con- 
tends an  fm  network  isn't  feasible. 

"Fm  is  hard  to  buy,"  he  said.  "We 
often  have  to  call  or  write  stations  to 
do  business  with  them.  Station  man- 
agers rarely  have  anything  definite  to 
sell  and  most  of  the  reps  won't  touch 
it." 

Year  of  Decision  •  The  year  1959 
will  be  "fm's  year  of  decision,"  accord- 
ing to  Mr.  Gans.  "Fm  must  go  all  out 
to  gain  recognition  as  a  national  me- 
dium. It  will  be  judged  by  its  ability 
to  sell."  (Mr.  Gans  explained  his  fm 
position  in  detail  in  a  "Monday  Memo" 
in  the  Dec.  15,  1958,  Broadcasting.) 

Mr.  Schwartz  is  just  as  enthusiastic 
as  Mr.  Gans  about  fm's  potential.  He 
can  tell  fm's  progress  through  several 
of  his  component  clients.  Sales  of  Har- 
man-Kardon  hi-fi  gear,  Rek-O-Kut 
components,  Collaro  turntables  and 
Reeves  tape  are  "skyrocketing"  because 
of  stereo  and  hi-fi  interest.  "Dealers  are 
excited  oyer  stereo,"  he  said.  "We  buy 
frequency-test  beeps  at  fm  time  breaks 
for  one  client,"  he  recalled,  adding  this 


optimistic  observation:  "We  expect  to 
double  1959  fm  advertising  placements 
over  last  year.  We  now  have  four  fm 
clients.  By  the  end  of  the  year  we  ex- 
pect to  have  eight.  Program  quality  is 
up  a  lot.  Station  revenue  is  rising.  Fm 
portables  and  auto  sets  will  help." 

The  score — one  major  agency  hope- 
ful but  waiting;  two  agencies  buying  fm 
regularly  think  it's  wonderful;  the  aver- 
age major  agency  isn't  convinced. 

Wm.  Esty,  New  York,  is  interested  in 
fm  and  recently  bought  a  package  of 
160  Ballantine  beer  spots  on  Concert 
Network. 

Agencies  realize  fm's  high-income 
families  spend  more  money.  But  they 
still  want  to  know,  "Who  listens  to  fm, 
and  when?" 

Fm  Offspring  •  Storecasting  services 
arose  from  fm's  reliable  and  interfer- 
ence-free coverage.  They  tie  groups  of 
stores  into  functional  subscriber  hook- 
ups that  get  a  combination  of  back- 
ground music  service  and  advertising 
messages  directed  via  fm  at  merchan- 
dise stocked  on  the  shelves. 

The  storecast  operator  is  a  hardy 
media  man,  serving  as  a  sort  of  hybrid 
sponsor,  broadcaster,  programmer,  ad- 
vertising agency,  broker  and  display 
merchandiser. 

Oldest  major  unit  in  the  field  is  Store- 
cast  Corp.  of  America,  founded  13  years 
ago  by  Stanley  Joseloff.  It  claims  to  be 
"the  largest  fm  sponsor,"  serving  250 
advertisers  who  feed  programming  into 
725  stores  from  Chicago  to  New  Eng- 
land. Storecast  crews  check  on  mer- 
chandise stocks  to  see  if  they  are  duly 


displayed.  The  firm  now  has  a  blanket 
ASCAP  contract. 

Ad  Tie-ups  •  With  the  slogan  "Stars 
of  the  Stores,"  tie-ups  are  made  with  am 
stations  that  advertise  storecasting  prod- 
ucts. A  Monday  morning  Supermarket 
News  is  a  digest  of  events  in  the  food 
business  and  is  aimed  at  food  brokers 
and  store  management  before  stores 
open  their  doors.  Storecasts  uses  the 
slogan,  "Music  to  Buy  By." 

WEAW-FM  Evanston,  111.,  is  op- 
erated by  Edward  A.  Wheeler.  His 
storecasting  is  described  as  feeding  180 
Jewell,  150  National  and  400  Certified 
stores  out  to  a  100-mile  distance  from 
Chicago. 

E.  R.  Lerner,  Washington,  operates 
Store  Radio.  The  firm's  50  advertising 
accounts  are  fed  to  150  supermarkets 
within  a  100-mile  radius  of  WNAV-FM 
Annapolis,  Md.,  which  supplies  pro- 
gramming and  beep-controlled  spot  an- 
nouncements, weather,  news  and  public 
service  copy.  David  H.  Taylor,  Store 
Radio  sales  director,  said  the  client  list 
includes  Alcoa,  Philip  Morris,  Tetley 
Tea,  Swans-Down,  My-T-Fine,  Dia- 
mond salt,  Banquet  frozen  foods,  Esso 
(Flit),  Helene  Curtis,  Statler  Paper 
(nine-year  client),  Phillips  soup,  Pab- 
lum,  Libby  and  Milani  specialties. 

Meaning  of  Stereo 

All  broadcasters — am,  fm,  tv — are 
closely  watching  the  exciting  burst  of 
stereo  into  the  marts  and  studios  but 
fm  broadcasters  are  more  interested 
than  anybody.  To  fm  operators  stereo 
promises  ( 1 )  a  way  to  make  fm  service 
more  attractive  and  popular,  and  (2)  a 
chance  to  make,  they  hope,  some 
money. 

Stereo  is  riding  a  fantastic  promo- 
tional wave  inspired  and  paid  for  by 
set  makers,  recording  firms,  appliance 
and  hi-fi  dealers,  component  manu- 
facturers and  broadcasters.  Magazine 
and  newspaper  writers  and  entertain- 
ment columnists  are  giving  stereo  daily 
miles  of  publicity.  Fm  is  enjoying  a 
piggy-back  promotional  and  publicity 
ride. 

The  result  of  all  this  publicity  has 
been  a  revolution  in  technical  and 
manufacturing  styles,  and  widespread 
public  interest  and  curiosity.  Stereo  is 
now  fashionable — so  fashionable  that 
no  radio  or  phonograph  advertisement 
is  complete  without  it.  Unfortunately 
the  subject  has  suffered  from  the  reams 
of  trivia  turned  out  by  writers  who 
prattle  endlessly  about  apex  formulas 
and  reverberations. 

Goal:  Realism  •  Put  simply,  stereo 
is  a  sound  picked  up  and/or  fed  from 
more  than  one  point,  giving  a  sense  of 
depth.  It  takes  numerous  forms  but  in 
each  the  goal,  as  in  hi-fi,  is  realism. 

Stereo  has  a  built-in  advantage  not 
found  in  hi-fi — anybody  with  a  tin  ear 
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can  tell  the  difference  between  stereo 
and  monaural  or  monophonic  sound. 
On  the  other  hand,  many  ears  dislike 
or  are  repelled  by  hi-fi,  a  reaction  that 
surprised  the  early  fm  promoters  who 
tried  to  build  a  new  medium  on  an 
anticipated  public  desire  for  a  super- 
signal  that  could  transmit  dog  whistles 
during  thunderstorms. 

While  fm's  early  noise-free  and  high- 
quality  claims  failed  to  meet  the  chal- 
lenge of  television  during  the  post-war 
period,  stereo  is  stampeding  the  sound 
market.  A  lot  of  stereo  really  isn't 
stereo,  if  a  man  with  a  sliderule  is 
nearby.  At  best,  much  is  pseudo  stereo 
to  the  technician.  And  much  is  very 
low-fi,  which  can  be  said  also  for  a 
great  deal  of  hi-fi  merchandise. 

Hearing  No  Evil  •  Even  low-fi  stereo 
is  intriguing.  Like  the  old  sex  adage — 
when  it's  good  it's  wonderful;  when  it's 
bad  it's  still  pretty  good. 

The  magic  term  hi-fi  sells  millions  of 
dollars  of  radios  and  record  players. 
And  the  appeal  of  stereo  is  even  more 
effective  as  a  sales  device. 

An  industrywide  survey  conducted 
last  summer  by  Broadcasting  for  the 
1958  Yearbook  issue  showed  signals  in 
stations  putting  out  stereo  signals  in 
various  forms,  including  participation 
with  am  stations.  New  stations  are 
joining  the  group  every  day. 

A  new  technical  item  is  a  studio- 
transmitter  package  announced  by 
Gates  Radio  Co.  It  includes  turntable, 
tape,  console,  transmitter  and  multi- 
plex (Broadcasting,  July  14,  1958). 
WQXR  New  York  has  all  its  live  pro- 
gramming in  stereo. 

Promise  for  Fm  •  Given  the  dream 
treatment,  stereo  promises  fm  a  power- 
ful boost  because  fm  has  special  ad- 
vantages due  to  the  technical  superiority 
of  its  transmission.  With  stereo,  fm 
service  is  even  better  than  before.  Fm 
with  hi-fi  and  stereo,  if  fed  into  good 
receiving  gear,  can  more  nearly  ap- 
proach faithful  reproduction  of  an 
original  performance  than  am. 

Phonograph  records  and  tapes  with 
stereo  pickups  are  flooding  the  stores. 
Some  prophets  figure  all  phonograph 
recordings  and  pickup  equipment  will 
be  stereo  within  a  few  years,  possibly 
excepting  pop  music  and  specialities. 

But  stereo  has  some  serious  prob- 
lems. It  requires  semi-captive  listen- 
ing to  enjoy  full  realism.  The  purist 
contends  the  listener  must  sit  near  the 
point  at  which  the  sounds  from  two 
speakers  meet  in  a  room.  Position  of 
equipment,  of  listener,  of  furniture  and 
of  furnishings  can  influence  stereo  ef- 
ficiency as  well  as  details  of  original 
performance  and  processing.  Only  the 
stereo  fan  will  put  up  with  technical 
tidbits  that  are  the  knob-players  de- 
light. 

Move  to  Standardization  •  Right  now 


stereo  has  no  technical  standards  or 
uniformity.  Fortunately  a  move  toward 
systems  uniformity  has  been  started  by 
Electronic  Industries  Assn.,  which  has 
set  up  National  Stereophonic  Radio 
Committee    (Broadcasting,  Feb.  2). 

The  first  need  is  compatibility.  That 
is,  existing  equipment  must  still  be  able 
to  deliver  and  receive  service  when  a 
performance  is  done  in  stereo. 

Broadcast  stereo  takes  many  forms — ■ 
two  am  stations;  am-fm  stations;  am- 
tv;  am-fm  multiplex;  am  (one  station 
with  am  single-sideband);  fm-fm  multi- 
plex (one  station,  using  42  or  67  kc 
as  center  of  multiplex  signal);  fm-fm 
multiplex  (one  station  using  50  kc  wide 
swing  or  sum-and-difference  multiplex 
signal;  tv-fm  stations:  tv-multiplexed 
fm;  multiplexed  sound  within  tv  car- 
rier. 

Public  Enthusiastic  •  Most  broadcast 
experiments  with  stereo  have  brought 
enthusiastic  comments  from  the  public. 
Many  hi-fi  fans  have  converted  phono 
rigs  to  stereo  and  can  pick  up  broadcast 
stereo  unless,  of  course,  it  is  multi- 
plexed. Adapters  for  fm  multiplex  are 
now  on  the  market,  ranging  from  $50 
upward. 

Will  stereo  lead  fm  into  important 
money?  The  first  problem  is  to  set  up 
uniformity  from  studio  to  living  room. 
Manufacturers  have  retooled  produc- 
tion lines  with  stereo  in  mind.  Some  of 
the  low-cost  phono  and  radio  lines, 
starting  under  SI 00.  use  swinging-door 
or  removable-lid  speakers. 

Fm  broadcasters  will  find  their  audi- 
ences limited  if  they  put  out  stereo  in 
several  forms  (see  above).  Advertisers 
are  nibbling  at  stereo,  but  am  and  tv 
stations  also  can  get  a  piece  of  this 
money  if  they're  interested. 

But  stereo  is  often  dramatic,  even 
startling — whether,  for  example,  from 
an  RCA  Mark  XIV  record  player 
($129.95),  Mark  II  combo  (S550)  or 
Mark  I  ($2,500). 

Short  of  Perfect  •  Stereo  systems 
using  two  broadcast  stations — such  as 
an  am  and  an  fm  station — are  open  to 
the  waste-of-spectrum  objection.  Multi- 
plex signals  are  not  hi-fi  enough  for 
some  audio  hobbyists  but  the  technical 
differences  in  separate  stereo  signals  are 
more  than  offset  for  the  average  listener 
by  the  multi-dimensional  effect.  One 
multiplexed  system  uses  the  main  fm 
carrier  for  high  notes  with  low-fre- 
quency base  notes  on  the  narrower 
multiplex  signal. 

Stereo  has  engendered  vast  broadcast 
management  enthusiasm,  especially  on 
the  fm  side. 

Its  broadcast  portent  is  exciting. 
Stereo  may  be  the  fm  operator's  finan- 
cial dreamboat. 

But  don't  count  on  it  for  a  killing — 
not  for  a  while. 
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FCC  UMPIRE  FOR  SPORTS  ON  TV? 

Kefauver  bill  would  have  Commission  judging 
antitrust  aspects  of  professional  sports  on  tv 


Under  terms  of  a  sports  antitrust 
bill  (S  886)  introduced  last  Tuesday 
(Feb.  3)  by  Sen.  Estes  Kefauver  (D- 
Tenn.),  the  FCC  would  be  given  a  direct 
congressional  mandate  to  exercise  jur- 
isdiction in  antitrust  and  programming 
matters. 

The  Commission  has  repeatedly  main- 
tained a  strict  hands-off  policy  in  both 


Sen.  Kefauver:  he'd  let  FCC  do  it 

fields.  The  Kefauver  bill  places  profes- 
sional baseball,  football,  basketball  and 
hockey  under  antitrust  laws,  but  spells 
out  certain  activities  which  would  be 
exempt. 

Any  agreement  restricting  radio  -  tv 


coverage  of  the  sports  involved  would 
have  to  be  deemed  "reasonably  neces- 
sary" by  the  FCC,  the  bill  states. 

Commenting  on  this  provision,  Sen. 
Kefauver  said  the  FCC  must  "protect 
the  minor  leagues  by  authorizing  some 
regulation  of  telecasts  of  big  league 
games  into  the  territory  of  a  minor 
league  team  .  .  .  and  the  rights  of  peo- 
ple who  wish  to  have  sports  contests 
appear  on  their  tv  sets." 

In  the  Middle  •  He  said  the  Com- 
mission is  in  a  better  position  to  "strike 
a  balance"  between  these  two  interests 
than  either  a  blanket  exemption  for 
sports  from  the  antitrust  laws  or  an  at- 
tempt to  legislate  specifically  what  can 
or  cannot  be  done  in  restricting  tele- 
casts. Three  senators  are  co-sponsors  of 
S  616,  which  would  restrict  telecasts 
within  75  miles  of  a  minor  league  team 
on  days  that  team  has  a  home  game. 

Sen.  Kefauver  is  chairman  of  the 
Antitrust  Subcommittee  of  the  Judiciary 
Committee,  which  held  hearings  last 
summer  on  a  bill  giving  professional 
club  owners  a  blanket  exemption  from 
the  antitrust  laws,  including  a  possible 
radio-tv  blackout.  This  bill  passed  the 
House  but  was  tabled,  in  Sen.  Kefau- 
ver's  words,  because  it  was  too  "broad." 
The  Tennessee  Democrat  said  his  com- 
mittee would  hold  hearings  on  the 
sports  bills  "in  about  two  months." 

S  886  would  not  become  a  permanent 
law  if  passed  by  Congress  as  one  pro- 
vision gives  it  a  life  of  only  four  years 
after  passage.  "At  the  end  of  that  time, 
its  continued  desirability  can  be  ex- 
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amined  and  proper  action  taken,"  Sen. 
Kefauver  said. 

Immediate  Attack  •  Sen.  Kenneth 
Keating  (R-N.Y.),  one  of  the  authors 
of  S  616  and  a  leader  last  year  for 
sports  antitrust  exemption  when  he  was 
a  member  of  the  House,  immediately  at- 
tacked the  new  measure.  "I  am  opposed 
to  all  of  these  baseball  badgering  bills," 
he  said.  "This  bill  falls  in  that  category. 

"If  Sen.  Kefauver's  bill  is  reported 
out  of  his  subcommittee,  I  will  make 
every  effort  to  substitute  my  bill  in  the 
full  Judiciary  Committee  [of  which  Sen. 
Keating  is  a  member]." 

Seven  bills  are  pending  in  the  House 
on  sports  antitrust.  Six  are  similar  to 
the  Keating  bill  while  the  seventh  would 
give  sports  a  blanket  exemption. 

The  FCC  had  no  comment  last  week 
on  the  Kefauver  bill. 

Senate  investigators 
study  CBS  sex  script 

The  Senate  Rackets  Committee  dis- 
closed last  week  that  its  staff  is  studying 
a  transcript  of  the  CBS  Radio  program 
on  prostitution  (Broadcasting,  Jan. 
19).  Chief  Counsel  Robert  Kennedy 
said  the  committee  was  checking  into 
the  report  businessmen  make  wide  use 
of  "call  girls"  to  determine  if  this  is  an 
"improper  practice"  within  the  com- 
mittee's jurisdiction. 

Mr.  Kennedy  said  this  did  not,  as 
yet,  constitute  a  full  scale  investigation 
and  declined  to  speculate  on  whether 
it  might  develop  into  public  hearings 
later. 

Last  Monday  (Jan.  23),  the  National 
Assn.  of  Manufacturers  loosed  a  scath- 
ing attack  against  the  CBS  program  and 
its  commentator,  Edward  R.  Murrow. 
NAM  charged  the  expose  was  prin- 
cipally a  hoax,  designed  to  divert  the 
attention  of  the  public  from  labor  rack- 
eteering. The  association  said  Mr.  Mur- 
row "hit  below  the  belt"  when  he  sought 
to  convey  the  impression  that  large 
corporations  use  prostitutes  as  a  matter 
of  policy. 

FTC  probe  requested 

Sen.  Warren  Magnuson  (D-Wash.) 
last  week  urged  the  Federal  Trade 
Commission  to  launch  an  investigation 
of  advertising  practices  used  by  the 
manufacturers  of  antibiotics.  And,  the 
senator  told  FTC  Chairman  John  W. 
Gwynne,  if  the  Trade  Commission  needs 
a  larger  appropriation  to  conduct  such 
a  study,  it  "should  be  prepared  to  dis- 
cuss this  matter  further"  in  appearances 
before  the  Senate  Appropriations  Sub- 
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committee  (headed  by  Sen.  Magnuson), 
on  the  fiscal  1960  budget. 

Sen.  Magnuson  hit  the  "white  coat 
type  of  advertising  which  seeks  to  con- 
vey the  impression  that  physicians  are 
not  only  using  a  given  product,  but  in 
fact  endorsing  it."  (A  newly-instituted 
NAB  code  provision  prohibits  the 
hiring  of  actors  to  pose  as  doctors  in 
commercials.)  He  also  charged  that 
"extravagant  claims  for  certain  anti- 
biotics .  .  .  almost  take  us  back  to  the 
days  when  patent  medicines  held  sway 
with  claims  proved  to  be  false,  certain- 
ly most  misleading." 

More  religion  details 
sought  on  FCC  forms 

Two  religious  organizations  contend 
that  the  FCC  ought  to  ask  for  more  de- 
tails on  broadcast  stations'  religious  pro- 
gramming in  revising  its  forms  for 
applications  for  new  stations,  license 
renewals  and  station  sales.  The  Broad- 
casting &  Film  Commission  of  the  Na- 
tional Council  of  Churches  of  Christ  in 
the  U.S.A.  and  the  Office  of  Communi- 
cation for  United  Church  of  Christ  said 
they  have  been  "long  worried  over  the 
trends  of  networks  and  local  stations  to 
commercialize  religion  and  to  consign 
religion  to  the  hours  of  the  day  when 
there  is  the  least  audience  available." 

They  want  the  FCC  to  ask,  on  the 
form,  for  a  list  of  religious  programs, 
the  hours  they  are  broadcast,  whether 
sustaining,  and  whether  the  broadcaster 
permits  solicitation  of  funds  on  these 
programs. 

The  American  Civil  Liberties  Union 
also  made  an  early  filing  (comments  are 
due  Feb.  20)  supporting  the  FCC  ma- 
jority in  the  proposed  rulemaking  and 
taking  issue  with  Comr.  T.A.M. 
Craven's  dissent  in  which  he  said  FCC 
questions  about  programming  constitute 
censorship. 

Senate  committee 
approves  etv  aid  bill 

The  Senate  Commerce  Committee 
last  Wednesday  (Feb.  4)  unanimously 
reported  out  a  bill  granting  each  state 
up  to  51  million  for  educational  tv. 
Later  the  same  day,  three  senators  in- 
troduced a  bill  which  would  require  the 
FCC  to  give  educators  priority  over 
commercial  operators  in  contests  for 
vhf  channels. 

Sens.  Warren  Magnuson  (D-Wash.), 
committee  chairman,  and  Andrew 
Schoeppel  (R-Kan.),  ranking  minority 
member,  are  co-sponsors  of  the  etv-aid 
bill  (S  32).  It  passed  the  Senate  last  year 
but  died  in  the  House  with  the  adjourn- 
ment of  the  85th  Congress.  Sen.  Mag- 
nuson promised  fast  Senate  approval  in 
the  new  Congress  so  the  House  would 
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have  "plenty  of  time"  to  study  the 
measure. 

The  bill  was  amended  last  week  to 
limit  its  life  to  five  years.  Each  state 
and  territory  would  be  eligible  for  the 
federal  grants,  to  be  administered  by 
the  Secretary  of  Education.  Two  days 
of  hearings  were  held  on  the  proposal 
just  two  weeks  ago  (Broadcasting, 
Feb.  2). 

Sen.  Hugh  Scott  (R-Pa.),  Joseph  Clark 
(D-Pa.)  and  Clifford  Case  (R-N.J.)  ad- 
mittedly were  eyeing  ch.  12  Wilming- 
ton, Del.,  when  they  introduced  S  924. 
The  bill  would  require  the  FCC  to  grant 
a  vhf  channel  to  an  educational  appli- 
cant in  cases  where  the  desired  facility 
is  not  already  reserved  in  a  particular 
area. 

Sen.  J.  Allen  Frear  (D-Del.)  took 
issue  with  the  move  to  reserve  ch.  12 
for  etv.  He  told  the  Senate  that  facility 
belonged  to  Delaware  and  suggested 
that  if  the  senators  want  an  educational 
station  for  the  area,  "we  would  be  very 
happy  to  have  one  of  the  channels 
operating  out  of  Philadelphia  designated 
as  an  education  channel." 

FCC  inquiry  method 
criticized  by  WORZ 

WORZ  Inc.,  parent  corporation  of 
WKIS-WORZ  (FM)  Orlando,  Fla.,  and 
losing  applicant  for  ch.  9  there,  last 
week  objected  to  the  FCC's  method  of 
handling  an  inquiry  into  the  ch.  9  case 
and  asked  to  participate. 

The  FCC's  1957  decision  awarding 
ch.  9  to  WLOF  Orlando  was  remanded 
by  the  U.S.  Supreme  Court  last  Oc- 
tober (Broadcasting,  Nov.  3,  1958)  to 
the  U.S.  Court  of  Appeals  for  the  Dis- 
trict of  Columbia  because  of  testimony 
before  the  House  Legislative  Oversight 
Subcommittee  alleging  ex  parte  contacts 
with  an  FCC  member  in  behalf  of 
WLOF.  The  FCC  in  making  the  grant 
had  reversed  a  hearing  examiner  who 
favored  WKIS-WORZ. 

WORZ  Inc.  said  it  understands  the 
FCC  intends  to  handle  its  inquiry  by 
questioning  of  "certain  persons"  not 
under  oath,  by  FCC  staffers,  without 
cross-examination  or  participation  by 
applicants  involved.  WORZ  Inc.  said 
this  method  has  "no  value  whatsoever" 
and  might  lead  to  biased  and  incomplete 
reports,  despite  good  intentions. 

Since  there  is  a  possibility  of  an  evi- 
dentiary hearing,  WORZ  Inc.  said,  the 
FCC  inquiry  should  be  in  the  form  of  a 
hearing,  conducted  by  a  hearing  ex- 
aminer, with  participants  under  oath 
and  with  cross-examination  and  sub- 
poena powers  for  parties. 

The  company's  sale  of  WKIS-WORZ 
to  WIBC  Indianapolis  for  $295,000  is 
pending  (Broadcasting,  Sept.  29,  1958). 


Granger  claims  dearth 
of  rural  programming 

Charges  that  a  present  trend  by  am 
broadcast  stations  emphasizes  rock  and 
roll  music  programming  and  other  ef- 
forts to  build  up  "metropolitan"  ratings 
at  the  expense  of  farm  and  ranch  pro- 
grams have  been  made  by  James  M. 
Bender,  master  of  the  Texas  State 
Grange. 

Mr.  Bender  said  two  San  Antonio 
stations,  KONO  and  KENS,  have 
dropped  agricultural  programs  in  the 
past  year.  He  said  he  is  bringing  the 
matter  to  the  attention  of  the  National 
Grange  headquarters  in  Washington, 
"with  a  view  of  having  the  national  or- 
ganization discuss  with  the  FCC  the  ad- 
visability of  an  investigation  to  deter- 
mine whether  all  segments  of  the  listen- 
ing audience,  including  farm  and  ranch 
interests,  were  being  properly  served  in 
accordance  with  regulations  when  radio 
and  tv  stations  are  licensed." 

Jack  Jackson,  public  relations  direc- 
tor for  the  National  Grange  and  former 
farm  director  of  KCMO-AM-TV  Kan- 
sas City,  said  his  organization  intends  to 
confer  with  the  FCC  on  the  "broad 
area"  of  farm  programming,  the  clear 
channel  issue  and  the  North  Amer- 
ican Regional  Broadcast  Agreement 
(NARBA). 
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DOERFER  VS.  HILL 
RTES  hears  chairman 
on  season's  new  bills 

Proposals  in  Congress  to  prohibit 
money  payments  to  applicants  for 
withdrawing  from  comparative  hearings 
and  to  require  comparative  or  other 
hearings  in  transfers  of  broadcast  prop- 
erties got  a  rough  going-over  from  FCC 
Chmn.  John  C.  Doerfer  last  week  (Feb. 
4). 

Addressing  the  Radio  &  Tv  Execu- 
tives Society  of  New  York  in  that  city, 
the  FCC  head  said  a  ban  on  such  with- 
drawal agreements,  regardless  of  their 
merit,  would  result  in  needless  delays 
in  bringing  service  to  the  public  and, 
at  best,  "would  be  beating  a  suspect 
over  the  backs  of  the  public."  Such 
service  to  the  public  is  regarded  as  rela- 
tively unimportant  by  some  lawyers  and 
judges  who  have  fixed  minds  as  to  what 
constitutes  the  public  interest,  he  said, 
countering  that  "expedition  is  the  prime 
consideration."  Such  delays,  he  added, 
should  be  treated  in  a  separate  proceed- 
ing or  "preferably  in  a  different  forum 
— the  courts." 

Deeming  both  comparative  and  non- 
comparative  hearings  inadvisable  for 
station  transfers,  Chmn.  Doerfer  said 
facts  can  be  learned  more  quickly  and 
sometimes  more  thoroughly  by  investi- 
gation. The  time  and  expense  for  such 
hearings  would  outweigh  the  good,  he 
thought.  Noting  that  fewer  than  75  of 
the  500  tv  stations  now  on  the  air  were 
granted  after  a  contested  hearing,  he 
said  FCC  criteria  for  selecting  among 
applicants  mean  nothing  in  a  non-con- 
tested case;  that  the  FCC  must  grant 
a  license  when  an  applicant  meets  basic 
statutory  requirements. 

Since  there  is  no  pattern  of  owner- 
ship as  to  category  of  licensee — local, 
newspaper,  multiple  owners,  etc. — own- 
ership is  largely  fortuitous,  he  said.  Un- 
less Congress  or  the  FCC  imposes  in- 
flexible criteria,  a  non-comparative 
hearing  generally  would  be  fruitless  and 


a  comparative  hearing  an  unnecessary 
burden  and  expense  on  all  concerned, 
he  added.  Hearings  would  "hobble" 
the  sales  process  and  remove  the  profit 
motive  from  the  free  enterprise  system, 
plus  expanding  opportunities  for  "pay- 
offs," making  the  price  speculative,  and 
"blunting"  the  broadcaster's  zest  to 
conduct  a  successful  public-serving 
broadcast  station. 

Chmn.  Doerfer  had  this  to  say  about 
other  FCC  problems: 

Tv  Allocations  •  Hope  is  not  dead 
for  expanding  the  vhf  band,  for  find- 
ing the  "logical  solution"  which  cre- 
ates the  "least  dislocation."  (For  details 
of  Mr.  Doerfer's  feeling  on  this  point, 
see  page  23.) 

Subscription  Tv  •  FCC  is  withhold- 
ing action  on  pay  tv  until  the  end  of 
the  first  session  of  the  86th  Congress. 
He  believes  a  resolution  by  Rep.  Oren 
Harris  (D-Ark.)  on  pay  tv  indicates  pay 
tv  should  be  given  a  trial,  but  is  too 
restrictive.  FCC's  proposal  would  allow 
tests  while  protecting  the  free  tv  sys- 
tem. He  feels  a  "realistic"  and  "mean- 
ingful" trial  of  toll  tv  lies  somewhere 
between  both  positions. 

Skywave  Propagation  •  FCC  has 
asked  its  staff  to  explore  additional 
possibilities  for  extending  and  improv- 
ing both  primary  and  secondary  serv- 
ice in  areas  where  deficient.  This  has 
very  high  priority  and  FCC  thinks  it 
is  in  final  stages  of  bringing  it  to  a 
proper  conclusion. 

Daytime  Broadcasters  Extended 
Hours  •  Comments  are  due  April  8 
on  a  proposal  by  daytimers  to  operate 
from  6  a.m.  to  6  p.m.  and  a  reasonable 
target  date  for  final  determination  is 
in  late  July,  Chmn.  Doerfer  said. 

Program  Classification  •  Comments 
are  due  Feb.  19.  He  was  hopeful  this 
would  be  finalized  before  May,  but  "if 
another  renewed  and  forceful  challenge 
is  made  to  the  basic  jurisdiction  asserted 
by  the  Commission,  it  may  take  until 
the  latter  part  of  the  summer  or  fall 
before  final  action  is  completed." 
Sec.  309  (c)  ("protest")  Law  •  He 
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expects  the  bar,  the  industry  and  FCC 
to  join  to  repeal  or  to  amend  Sec. 
309  (c)  "to  the  extent  the  public  in- 
terest is  again  exalted  over  purely  pri- 
vate advantages" — and  feels  this  should 
be  accomplished  before  the  end  of  the 
first  session  of  Congress. 

A  short  questioning  period  was  led 
from  the  dais  by  RTES  President 
Donald  H.  McGannon  (president  of 
Westinghouse  Broadcasting  Co.). 

Chairman  Doerfer  good-naturedly 
passed  off  references  such  as  the  work- 
ability of  a  "substitution  agency"  for 
FCC.  He  didn't  see,  however,  just  how 
effective  it  could  be  to  split  the  Com- 
mission into  "boards"  (as  suggested  by 
one  question),  noting  that  broadcasting 
is  but  one  part  of  FCC's  responsibility. 
He  stressed  the  importance  of  the  spec- 
trum problem,  indicating  that  every 
segment  of  the  nation's  economy  po- 
tentially could  be  affected  by  determi- 
nations in  this  area. 

He  responded  to  a  question  dealing 
with  a  bill  introduced  in  New  York's 
State  Legislature  proposing  the  licens- 
ing of  most  tv  programs  (Broadcast- 
ing, Jan.  26).  The  chairman  was 
doubtful  that  any  city  or  state  could 
adopt  censorship  or  control  dealing 
with  program  content,  thus  placing  him- 
self in  agreement  with  the  general 
sentiment  of  tv  legal  experts. 

Justice,  FCC  at  odds 
on  'ex  parte'  talks 

Ex  parte  representations  to  FCC 
members  in  a  rulemaking  proceeding 
not  only  are  permissible  under  existing 
law  but  also  are  "contemplated"  and 
"necessary"  for  such  a  "quasi-legisla- 
tive" activity,  the  Commission  held  last 
week  in  a  brief  filed  with  the  U.S. 
Court  of  Appeals  for  the  District  of 
Columbia  in  the  Springfield-St.  Louis- 
Terre  Haute  deintermixture  case. 

But  the  Justice  Dept.,  also  filing  in  the 
case,  took  an  opposing  viewpoint  and 
held  that  private  conversations  between 
FCC  members  and  parties  interested  in 
channel  changes  are  grounds  for  order- 
ing a  full-scale  hearing  by  the  FCC. 
The  Justice  brief,  filed  by  Victor  R. 
Hansen,  assistant  attorney  general  in 
charge  of  the  Antitrust  Division,  and 
his  assistant,  Robert  A.  Bicks,  called 
for  a  hearing.  Justice  also  asked  for 
a  preliminary  hearing  to  determine  if 
any  of  the  FCC  commissioners  should 
be  disqualified  from  taking  part  in  the 
new  proceeding. 

Justice  said  a  new  hearing  might 
uncover  evidence  of  improprieties  not 
revealed  in  testimony  before  a  House 
subcommittee. 

The  court  last  December  granted 
parties  the  right  to  file  briefs  on  action 
it  should  take  after  the  U.S.  Supreme 
Court    remanded    the  deintermixture 
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brder.  The  Supreme  Court  reversed 
the  lower  court,  which  had  supported 
the  FCC  order  (Broadcasting,  Oct. 
27,  1958).  Appeal  to  the  high  court 
had  been  made  by  Sangamon  Valley 
Tv  Corp.,  a  former  applicant  for  ch.  2 
at  Springfield,  which  charged  ex  parte 
activities  were  revealed  in  testimony 
before  the  House  Legislative  Oversight 
Subcommittee. 

FCC  told  the  appeals  court  last  week 
that  it  believes  the  Supreme  Court  re- 
manded the  Peoria-Moline  ch.  8  de- 
intermixture  case  at  the  same  time  it 
reversed  the  Springfield-St.  Louis-Terre 
Haute  ch.  2  case  because  that  court 
wishes  the  FCC  to  be  in  a  position  to 
return  ch.  8  to  Peoria  if  it  should  de- 
cide to  return  ch.  2  to  Springfield.  Both 
cities  are  substantially  in  the  same 
general  area  and  the  two  cases  are  thus 
related  for  area  deintermixture  pur- 
poses. No  question  of  ex  parte  contacts 
with  FCC  members  had  been  brought 
up  in  the  ch.  8  case,  the  FCC  said. 
The  ch.  8  case  had  been  appealed  by 
WIRL-TV  Peoria  (ch.  25),  which  held 
a  permit  for  ch.  8  before  the  deinter- 
mixture. 

The  FCC  order  in  the  ch.  2  case  on 
March  1,  1957,  reassigned  ch.  2  from 
Springfield  to  St.  Louis  and  also  as- 
signed ch.  2  at  Terre  Haute,  Ind.,  sub- 
stituting chs.  26  and  36  in  Springfield. 
At  the  same  time  the  FCC  reassigned 
ch.  8  from  Peoria  to  Rock  Island- 
Moline-Davenport. 

The  Commission  said  last  week  that 
since  the  deintermixture  actions  were 
rulemaking,  they  are  not  prohibited  by 
the  Administrative  Procedure  Act  nor 
the  Communications  Act;  that  ex  parte 
consultation  is  both  traditional  and  vital 
to  a  regulatory  agency's  rulemaking 
functions,  and  that  the  Capitol  Hill 
testimony  on  ex  parte  activities  "re- 
flects no  circumstances  of  sufficiently 
substantial  nature  as  to  impair"  the 
rulemaking  deintermixture  order. 

The  FCC  noted  it  informed  the 
Supreme  Court  of  the  Hill  testimony 
as  a  "matter  of  public  responsibility," 
to  let  that  court  know  of  "a  superven- 
ing circumstance  of  possible  materiality 
not  known  to  the  [appeals]  court"  when 
the  lower  court  supported  the  FCC  ac- 
tion in  a  March  1958  judgment.  The 
Commission  said  it  would  "reasonably 
appear"  the  Supreme  Court  wants  to 
have  the  benefit  of  the  appeals  court's 
judgment  on  the  ex  parte  activities. 

The  Supreme  Court  action  of  last 
October  was  looked  upon  by  many 
Washington  lawyers  as  a  "boner,"  for 
reasons  similar  to  those  advanced  by 
the  FCC  and  for  others. 

In  its  filing  on  the  ch.  8  case  last 
week,  the  FCC  said  if  the  court  affirms 
the  FCC's  position  in  the  ch.  2  case 
it  should  also  affirm  the  ch.  8  decision; 
if  it  orders  FCC  reconsideration  of  ch. 
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2,  it  should  retain  jurisdiction  on  ch.  8 
but  defer  action  until  final  FCC  dis- 
position of  the  ch.  2  case. 

The  heart  of  the  Justice  Dept.'s 
position  was  that  fairness  required  a 
ban  on  ex  parte  representations,  no 
matter  whether  the  proceeding  was  a 
rulemaking  or  an  adjudication  con- 
troversy. It  also  noted  that  some  of  the 
discussions  with  commissioners  (perhaps 
a  majority  of  the  Commission,  it  im- 
plied) took  place  after  the  cut-off  dates 
for  comments  and  counter-comments. 
This  was  patently  unfair  and  illegal 
under  the  FCC's  own  rulemaking  pro- 
cedures, Justice  pointed  out. 

They'll  vote  on  CATV 

The  citizens  of  Salinas,  Calif.,  will 
vote  at  a  June  2  election  on  an  applica- 
tion to  introduce  community-antenna  tv 
service  (CATV)  in  the  city. 

The  election  was  ordered  after  a  peti- 
tion signed  by  18%  of  the  registered 
voters  sought  repeal  of  an  ordinance 
that  granted  a  line  franchise  to  Cali- 
fornia Cablevision  Co.  Many  school  of- 
ficials, civic  groups,  businessmen  and 
the  Red  Cross  joined  in  opposition  to  the 
ordinance,  contending  they  wanted  no 
part  of  any  service  that  required  month- 
ly utility  payments  and  heavy  installa- 
tion fees. 

The  CATV  applicant  was  headed  by 
the  late  Bert  Silen,  of  Los  Altos,  Calif., 
at  one  time  with  NBC  and  a  former 
radio  operator  in  the  Philippines. 

KSBW-TV,  operating  on  ch.  8,  serves 
the  Salinas-Monterey  area.  It  is  headed 
by  John  C.  Cohan. 

Crosley  vs.  Indiana  U. 

Opposition  to  a  proposal  by  Indiana 
Central  U.,  Indianapolis,  that  ch.  13 
there  be  reserved  for  non-commercial 
educational  use  was  filed  last  week  by 
Crosley  Broadcasting  Corp.,  operator  of 
WLWI  (TV)  Indianapolis,  and  ABC- 
TV,  WLWI's  affiliated  network,  on 
grounds  among  others  that  the  city's 
needs  for  commercial  tv  outweigh  edu- 
cational advantages.  The  FCC's  award 
of  ch.  13  to  Crosley  is  under  court  re- 
mand and  oral  argument  has  been  held 
in  a  contest  between  Crosley  and  WIBC 
Indianapolis  for  ch.  13.  Crosley  is  being 
allowed  to  operate  WLWI  until  a  final 
FCC  decision  is  reached. 

•  Government  notes 

•  WTVW  (TV)  Evansville,  Ind.,  last 
week  filed  application  with  the  FCC 
to  enable  control  of  the  station  to 
pass  to  Douglas  H.  McDonald,  court- 
appointed  trustee  in  current  bankruptcy 
proceedings.  Although  he  is  to  be  "in 
complete  charge"  of  the  outlet,  Mr. 
McDonald's  appointment  does  not  in- 


volve the  transfer  of  stock.  Late  last 
year  three  creditors  of  WTVW  (TV) 
filed  a  petition  in  the  U.S.  District 
Court  for  the  Southern  District  of 
Indiana,  alleging  unpaid  debts  of  the 
station  in  excess  of  $400,000  and  re- 
questing reorganization  proceedings 
under  the  Bankruptcy  Act.  Early  this 
year  the  Court  determined  the  indebted- 
ness of  WTVW  (TV)  in  excess  of 
$250,000  and  appointed  Mr.  Mc- 
Donald as  trustee. 

•  Harte-Hanks  Newspapers  Inc.,  owner 
of  KBST  Big  Spring,  Tex.,  as  well  as 
group  of  newspapers  in  that  state,  won 
a  directed  verdict  for  acquittal  in  the 
criminal  antitrust  suit  instituted  by  the 
Justice  Dept.  in  1957.  The  verdict  was 
handed  down  by  a  federal  district  judge 
in  Dallas  two  weeks  ago.  Involved  was 
the  $300,000  purchase  of  the  Greenville 
(Tex.),  Herald  by  the  Harte-Hanks 
owned  Greenville  Banner  in  1956, 
which  left  a  city  of  17,000  population 
with  a  single  newspaper.  The  newspaper 
group  also  owns  the  Big  Spring  Herald. 

•  After  gaining  more  freedom  from  the 
U.S.  Court  of  Appeals  on  the  question 
of  staying  grants  where  interference 
problems  are  involved,  the  FCC  last 
week  refused  to  exercise  its  new-found 
prereogative.  A  majority  of  the  Com- 
mission directed  preparation  of  a  docu- 
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ment  which  would  maintain  the  Dec. 
10  stay  of  grants  to  Tomah-Mauston 
Broadcasting  Co.  for  a  new  am  outlet 
(WTMB)  in  Tomah,  Wis.,  and  modi- 
fication of  construction  permit,  pend- 
ing the  decision  on  the  protest  of  Wil- 
liam C.  Forrest  (WRDB)  Reedsburg, 
Wis.  The  Court  had  held  that  the 
Commission  was  not  required  in  this 
type  of  situation  to  grant  a  stay  en- 
joining the  new  operation  prior  to  a 
formal  hearing.  Under  the  long  estab- 
lished KOA  precedent  the  FCC  has 
been  required  to  do  just  that. 

•  KXLA  Pasadena,  Calif.,  has  been  ad- 
vised by  the  FCC  that  its  application 
for  sale  to  Eleven  Ten  Broadcasting 
Corp.  (Donald  R.  Cooke,  owner)  indi- 
cates the  necessity  of  a  hearing.  Among 
the  questions  raised  by  the  Commission 
are  ones  involving  the  brother  of  Mr. 
Cooke,  a  Canadian,  who  intends  to 
furnish  the  money  for  the  purchase  and 
is  to  have  an  option  to  buy  the  station 
himself  at  a  future  date.  The  FCC  is  in- 
terested in  clarifying  the  situation  as  to 
possible  control  of  KXLA  by  other  than 
an  American  citizen  and  whether  or  not 
the  public  interest  is  served  by  making 
a  grant  to  a  party  who  has  made  a  prior 
commitment  to  a  transfer  of  the  prop- 
erty. 

•  John  Poole  Broadcasting  Co.,  which 
has  held  a  construction  permit  for 
KBIC-TV  Los  Angeles  (ch.  22)  since 
December  1952,  has  requested  the 
FCC  to  reassign  the  permit  to  South 
Pasadena,  Calif.  No  move  of  KBIC- 
TV's  transmitter-antenna  from  its  pres- 
ent site  on  the  Mount  Wilson  antenna 
farm  is  contemplated.  It  was  under- 
stood the  company  does  not  want  to 
go  to  the  expense  of  putting  the  mini- 
mum required  signal  over  the  whole 
Los  Angeles  area  and  would  settle  for 
the  signal  strength  that  would  be  re- 
quired for  such  a  smaller  area.  The 
station  proposes  8.35  kw  visual  and 
5.85  aural,  with  a  tilted  (directional) 
antenna,  which  would  require  the  FCC 


to  waive  two  rules  resulting  from  the 
altered  antenna. 

•  Fulton  Lewis  jr.'s  attorney  has  said 
the  newscaster  will  appeal  the  federal 
court  verdict  which  awarded  a  Seattle 
educator  $145,000  in  a  libel  suit  against 
Mr.  Lewis,  MBS  and  WWDC  Washing- 
ton. The  educator,  Mrs.  Pearl  Wana- 
maker,  was  granted  the  damages,  the 
largest  on  record  in  such  a  trial  in  the 
District  of  Columbia,  after  claiming 
Mr.  Lewis'  broadcast  of  Jan.  6,  1956, 
falsely  identified  her  as  the  sister  of  a 
man  who  had  renounced  his  U.S.  citi- 
zenship and  fled  behind  the  Iron  Cur- 
tain. Mr.  Lewis  may  have  to  pay  the 
entire  amount  of  the  judgment,  it  was 
disclosed,  since  testimony  showed  he 
had  an  agreement  relieving  the  network 
and  affiliated  stations  from  loss. 

•  FCC  approval  of  the  merger  of  two 
applicants  for  ch.  12  in  Arecibo-Agua- 
dilla,  P.  R.,  and  withdrawal  of  a  third 
was  sought  last  week.  Abacoa  Radio 
Corp.  (Manuel  Pirallo)  asked  withdraw- 
al for  out-of-pocket  expenses  of  $7,000 
(the  firm  said  it  actually  had  spent 
$8,500)  to  be  paid  by  Western  Broad- 
casting Corp.,  the  second  applicant 
which  is  owned  50-50  by  Hector  Reich- 
ard  and  Winston-Salem  Broadcasting 
Corp.  (WTOB-AM-TV  Winston-Salem, 
N.  C,  WSGN-AM-FM  and  50%  of 
WBMG  [TV]  Birmingham,  and  80% 
of  WAPA-TV  San  Juan,  P.  R.).  The 
third  applicant,  a  partnership  of  Jose 
Bechara  Jr.,  A.  Gimenez-Aguayo  and 
Reynaldo  Barletta,  also  would  with- 
draw and  receive  one-third  of  Western, 
with  Mr.  Reichard  and  Winston-Salem 
each  retaining  one-third. 

•  A  U.  S.  appeals  court  has  upheld 
the  FCC's  assignment  of  ch.  6  to 
Miami,  Fla.  In  a  per  curiam  opinion,  a 
three-judge  circuit  court  held  that  the 
allocation  of  ch.  6  to  the  Florida  city — 
the  fourth  vhf  in  that  area — did  not 
modify  the  license  of  Gerico  Investment 
Co.'s  ch.  17  WITV  (TV)  Fort  Lauder- 
dale. The  ruling  was  the  same  given  by 


the  same  court  when  Gerico  appealed 
the  assignment  of  ch.  7  to  Miami.  The 
court  also  upheld  the  FCC  in  refusing 
to  permit  WITV  to  change  from  ch.  17 
to  ch.  6,  holding  that  the  FCC  was  cor- 
rect in  making  it  available  to  all  appli- 
cants in  a  regular  comparative  contest. 
Gerico,  now  in  receivership,  suspended 
operations  last  May,  but  has  retained  its 
construction  permit.  WITV  is  one  of 
four  applicants  for  Miami  ch.  6. 

•  WTVY  (TV)  Dothan,  Ala.,  told  the 
FCC  last  week  it  is  withdrawing  its 
earlier  consent  to  a  show  cause  order 
which  would  switch  WTVY's  ch.  9  to 
Columbus,  Ga.,  and  assign  ch.  4  at 
Columbus  to  WTVY  instead.  Under  a 
proposal  by  WRBL-TV  (ch.  4)  and 
WTVM  (TV)  (ch.  28),  both  Colum- 
bus, the  two  Columbus  stations  would 
be  assigned  chs.  3  and  9,  respectively. 
WTVY  said  it  will  withdraw  consent 
only  if  the  nearest  of  two  sites  ap- 
proved by  the  Airspace  Committee, 
83 Vi  and  99V2  air  miles,  respectively, 
is  assigned  as  a  common  antenna  site 
for  the  two  stations,  because  it  feels 
WRBL-TV  would  penetrate  into  its 
territory  at  the  nearer  distance. 

•  Construction  permit  for  tv  ch.  9  at 
Hot  Springs,  Ark.,  has  been  granted  by 
the  FCC  to  Southwestern  Operating 
Co.  Donald  Reynolds,  multiple  owner 
owns  Southwestern.  Comr.  Robert  Bart- 
ley  voted  for  a  McFarland  letter  on  the 
concentration  of  interests  issue.  Previ- 
ously, the  Commission  had  denied  a 
petition  to  delete  ch.  9  from  Hot 
Springs  and  assign  ch.  10  to  Shreveport, 
La.,  by  various  channel  changes  affect- 
ing El  Dorado  and  Little  Rock,  both 
Ark.  Chmn.  John  Doerfer  and  Comr. 
Rosel  Hyde  dissented  in  this  decision, 
favoring  Shreveport  for  the  vhf. 

•  Genesee  Valley  Broadcasting  Co.  has 
been  formed  in  Rochester,  N.Y.,  with 
attorney  T.  Carl  Nixon  as  president,  to 
request  that  the  FCC  allocate  ch.  13  to 
Rochester.  The  corporation  has  been 
organized  with  a  capital  investment  of 
$1.5  million,  it  was  announced,  and 
will  apply  for  the  ch.  13  drop-in  when 
the  Commission  allocates  it.  In  May  of 
last  year,  American  Broadcasting- 
Paramount  Theatres  asked  the  FCC  to 
allocate  ch.  13  to  Rochester.  At  present 
there  are  two  channels  on  the  air  in 
that  city:  ch.  10,  WHEC-TV  and 
WVET-TV  share-time,  and  ch.  5 
WROC-TV. 

•  The  FCC  last  week  granted  com- 
mercial ch.  3  Mayaguez,  P.R.,  to  the 
Dept.  of  Education  of  P.R.  and  denied 
the  competing  application  of  Sucesion 
Luis  Pirallo-Castellanos  for  the  same 
facility.  Comr.  Robert  Lee  dissented 
in  this  decision  on  the  issue  of  govern- 
ment operation  of  channels. 
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EQUIPMENT  &  ENGINEERING 


EIA  production  figures 
show  1 958  adjustment 

There  were  4,920,428  television  re- 
ceivers manufactured  in  the  January- 
December  1958  period,  Electronic  In- 
dustries Assn.,  Washington  reports.  Tv 
set  production  in  1957  was  6,399,345. 

Radio  receiver  output  in  1958  was 
12,577,243  units,  compared  with  15,- 
427,738  in  1957.  Figures  include  auto- 
mobile radios.  Fm  sets  produced  last 
year  totaled  376,114.  (Comparable  1957 
figures  are  not  available.) 

The  following  EIA  chart  shows  radio- 
tv  output  in  December  and  the  calendar 
year  1958: 

Auto.  Total 
Television       Radio  Radio 

Jan.  433,983  349,679  1,026,527 

Feb.  370,413  268,445  876,891 

March  416,903  234,911  931,341 

April  302,559  190,435  697,307 

May  266,982  185,616  654,803 

June  377,090  235,433  774,424 

July  274,999  186,379  621,541 

Aug.  507,526  242,915  1,028,852 

Sept.  621,734  489,738  1,572,001 

Oct.  495,617  296,067  1,322,206 

Nov.  437,772  476,977  1,545,606 

Dec.  414,850  558,767  1,525,744 


Total 


4,920,428    3,715,362  12,577243 


•  Technical  topics 

•  Jerrold  Electronics  Corp.  last  week 
reported  a  rise  in  net  sales  and  service 
revenues  for  the  nine  months  ended 
Nov.  30,  1958,  to  $5,262,166,  com- 
pared with  similar  revenues  of  $4,326,- 
766  for  the  nine  months  ended  Nov.  30, 
1957.  Net  income  after  taxes  for  the 
first  nine  months  of  the  current  fiscal 
year,  according  to  the  firm,  totalled 
$210,573  (including  a  non-recurring 
credit  of  $27,268),  compared  with  net 
income  after  taxes  of  $9,960  for  the 
same  period  a  year  ago. 

•  Sylvania  Electric  Products  Inc.,  N.Y., 
announces  23-inch  picture  tube  with 
safety  panel  bonded  to  face  plate. 
Samples  of  new  "bonded  shield"  110- 
degree  tube,  which  Sylvania  feels  can 
lead  to  new  concepts  in  set  design,  are 
being  distributed  to  tv  receiver  manu- 
facturers. Present  set  designs  call  for 
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separate  safety  panel  placed  fraction  of 
inch  in  front  of  face  plate.  Sylvania 
says  tube's  sharper  corners  and  rel- 
atively flat  face  result  in  extra  20 
square  inches  of  viewing  area.  Com- 
pany is  testing  18-inch  "bonded  shield" 
tube. 

•  Steelman  Phonograph  &  Radio  Co., 

Mt.  Vernon,  N. 
Y.,  announces 
new  Transitape 
portable  re- 
corder -  player. 
Running  on 
standard  mer- 
cury penlight 
batteries  with 
convention  a  1 
three-inch  reels 
and  tapes,  all- 
transistor  Tran- 
sitape weighs  ex- 
actly five  pounds.  Retailing  for  about 
$200,  machine  can  record  conferences, 
concerts,  and  picks  up  sounds  as  you 
walk,  company  reports.  In  black  or  tan 
leather  case,  unit  measures  2%"  x 
6Vz"  x  93A". 

•  RCA's  Broadcasting  &  Television 
Equipment  Dept..  Camden,  N.  J.,  has 
issued  third  edition  of  Broadcast  Cam- 
era Equipment  Catalog  and  price  list. 
All  products  in  catalog  are  sold  directly 
through  RCA  Broadcast  Representa- 
tives, located  in  12  regional  offices. 
Catalog  price:  $1. 

•  Ling  Electronics  Inc.,  Culver  City, 
is  proposing  to  acquire  Altec  Com- 
panies Inc.  (electronic  sound  equip- 
ment), Anaheim,  both  California, 
through  a  share-for-share  exchange  of 
common  stock.  Ling  has  filed  a  regis- 
tration statement  at  the  Securities  & 
Exchange  Commission  covering  the  ex- 
change offer.  The  companies  have 
agreed  to  terms. 

Altec  Companies  and  subsidiary, 
Altec  Lansing  Corp.,  will  operate  as 
subsidiaries  of  Ling.  Altec  Service  Co. 
will  continue  as  a  division  of  Altec. 

•  Manpower  Inc.,  Milwaukee,  has  pro- 
duced a  booklet,  "100  Suggestions  for 
Convention  &  Trade  Show  Exhibitors." 
It  gives  pointers  on  show  evaluation, 
cost  factors,  exhibit  planning,  sales,  pres- 
entations, booth  staffing,  building,  dis- 
mantling and  shipping  the  booth.  "100 
Suggestions"  has  a  check-list  for  1,  30, 
60  and  90  days  prior  to  the  show's 
opening.  The  booklet  may  be  obtained 
gratis  from  Manpower,  810  N.  Plank- 
inton  Ave.,  Milwaukee  3. 

•  Gates  Radio  Co.,  subsidiary  of  Har- 
ris-Intertype  Corp.,   Quincy,  111.,  has 


introduced  a  program-gated  amplifier 
called  the  "level  devil."  With  this  am- 
plifier, particularly  suited  to  tv,  it  is 
claimed,  noise  level  of  a  crowd  does 
not  rise  above  the  regular  level  estab- 
lished by  the  average  signal.  Company 
points  out  leveling  amplifiers  have  seen 
only  limited  use  in  tv  inasmuch  as  film 
with  signal-to-noise  ratio  of  30  db 
could  not  tolerate  background  noise 
during  silence  on  film. 

•  Raytheon  Manufacturing  Co.  (elec- 
tronic products),  Waltham,  Mass.,  an- 
nounces that  1958  sales  and  earnings 
set  a  company  record.  Sales  in  1958: 
$375,156,000  (an  increase  of  about 
45%  over  1957-s  sales  of  $259,865,- 
000).  Last  year's  earnings  after  taxes: 
S9.403,000  (equal  to  $3.08  a  share). 
These  1958  earnings  were  95%  greater 
than  1957  earnings  of  $4,828, 000%qual 
to  $1.70  a  share  on  the  lesser  number  of 
shares  then  outstanding,  excluding  a 
non-recurring  net  gain  of  72  cents  a 
share). 
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Advertisers 


Mr.  Taylor 


•  Robert  P.  Taylor, 
with  H.  J.  Heinz  Co., 
Pittsburgh,  since  1935, 
named  general  man- 
ager-marketing. Mr. 
Taylor  also  appointed 
member  of  firm's 
United  States  operat- 
ing committee. 


•  Allison  Monroe,  formerly  v.p.  of 
Brooke,  Smith,  French  &  Dorrance,  to 
International  Breweries  Inc.,  Detroit,  as 
v.p.  for  marketing  and  public  relations. 

•  Jack  Kauffman,  formerly  of  Col- 
gate-Palmolive Co.,  appointed  v.p.- 
merchandising  of  Revlon  Inc.,  with  re- 
sponsibility for  product  marketing,  mar- 
keting research,  packaging,  display  and 
promotional  activities. 

•  Craig  S.  Carragan,  general  adver- 
tising manager,  National  Biscuit  Co., 
named  director  of  advertising  of  biscuit 
division,  succeeding  Harry  F.  Schroe- 
ter,  named  director  of  Nabisco's  new 
general  advertising  department. 
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•  William  H.  Martin,  formerly  as- 
sistant manager  of  consumer  research 
department,  BBDO,  to  Borden  Co.'s  cor- 
porate marketing  coordination  depart- 
ment as  marketing  research  manager. 

•  Roger  H.  Bolin,  director  of  adver- 
tising, Westinghouse  Electric  Corp., 
elected  treasurer  of  Assn.  of  National 
Advertisers,  succeeding  Donald  S. 
Frost,  v.p.,  Bristol-Myers  Co.,  who  be- 
came vice  chairman  last  fall. 


Agencies 

•  James  T.  Aubrey,  board  chairman 
and  chief  executive  officer  of  Aubrey, 
Finlay,  Marley  &  Hodgson,  Chicago, 
elected  senior  consultant  of  agency, 
which  he  founded  36  years  ago.  He  con- 
tinues as  director. 


ft.  J 


•  Edward  W.  Doo- 
ley,  account  execu- 
tive since  1956,  named 
v.p.  and  management 
supervisor,  Sullivan, 
Stauffer,  Colwell  & 
Bayles,  N.Y. 

•  Sidney  G.  Alex- 
Mr.  Dooley         ander,  formerly  with 

Doner  &  Peck,  to  Kastor,  Hilton, 
Chesley,  Clifford  &  Atherton  Inc., 
N.Y.,  as  v.p.  and  group  supervisor. 

•  William  V.  Patten,  account  super- 
visor, Lennen  &  Newell,  elected  v.p. 

•  Anthony  C.  Chevins,  v.p.  and 
member  of  operations  committee,  Cun- 
ningham &  Walsh  Inc.,  N.Y.,  appointed 
director  of  creative  department. 

•  Roselou  Flanagan,  comptroller, 
Norman,  Craig  &  Kummel,  N.Y., 
elected  v.p. 

•  John  G.  Maynard,  44,  president  of 
Fulton  Morrissey  Co.,  Chicago  adver- 
tising agency,  died  Feb.  1,  apparently 
from  overdose  of  sleeping  pills.  He 
joined  agency  in  1950  as  board  chair- 
man and  president  and  previously  was 
merchandising  manager  of  products 
promotion  with  U.S.  Gypsum  Co. 

•  Frank  M.  Baker,  v.p.  of  Grant, 
Schwenck  &  Baker ,  Chicago,  elected 
president  of  Chicago  Federated  Adver- 
tising Club,  succeeding  J.  Chalmers 
O'Brien,  v.p.,  Carson  Pirie  Scott  &  Co. 
Other  new  officers:  Budd  Gore,  Chi- 
cago Daily  News,  first  v.p.;  Mrs.  Gene- 
vieve Raymond,  Montgomery  Ward  & 
Co.,  second  v.p.;  James  G.  Hanlon, 


public  relations  manager,  WGN-AM- 
TV  Chicago,  third  v.p.;  A.  B.  Stone, 
Henri,  Hurst  &  McDonald  Inc.,  secre- 
tary, and  Joseph  J.  Hennessey,  owner 
of  Sherman-Hennessey  Printing  Co., 
treasurer. 

•  Robert  White,  formerly  at  Need- 
ham,  Louis  &  Brorby,  Chicago,  and 
Otto  Whittaker,  previously  v.p.  and 
partner  at  Middleton  &  Neal,  Greens- 
boro, N.C.,  to  Leo  Burnett  Co.,  Chica- 
go, as  copy  supervisors. 

•  Florence  Dart,  formerly  with 
Young  &  Rubicam,  to  Ogilvy,  Benson 
&  Mather,  N.Y.,  as  media  coordinator. 
Dick  Goodman,  previously  with  Grey 
Adv.,  to  OB&M  as  copywriter. 

•  Louis  Redmond,  formerly  v.p.  and 
creative  supervisor,  Ted  Bates  &  Co., 
to  Ogilvy,  Benson  &  Mather,  N.Y.,  as 
copy  group  head. 

•  Ralph  L.  Wolfe  and  John  H. 
Owen,  both  formerly  v.p.'s  of  Compton 
Adv.,  to  automotive  accessory  account 
group  of  D.  P.  Brother  &  Co.,  Detroit. 

•  Everett  A.  Haygood,  formerly  of 
Young  &  Rubicam,  to  G.  M.  Basford 
Co.,  N.Y.,  as  assistant  account  execu- 
tive. 

•  Edward  D.  Meyer,  formerly  with 
Young  &  Rubicam,  to  Ogilvy,  Benson 
&  Mather  Inc.,  N.Y.,  as  assistant  ac- 
count executive  on  Maxwell  House  cof- 
fee account. 

•  Melvin  D.  Weiss,  account  executive 
in  Cleveland  office  of  McCann-Erick- 
son,  promoted  to  group  head.  John 
Ribbing,  formerly  of  CBS  Radio, 
named  account  executive. 

•  William  Nelson,  formerly  of  WLS 
Chicago,  to  Gordon  &  Hempstead  Inc., 
that  city,  as  radio-tv  director. 

•  D.  Barker  Lockett  promoted  from 
writer,  radio-tv  department,  to  asso- 
ciate tv-radio  creative  director  of  Need- 
ham,  Louis  &  Brorby,  Chicago.  Ken- 
neth C.  T.  Snyder's  title  changed  from 
v.p.  and  director  of  commercial  produc- 
tion to  v.p.  and  tv-radio  creative  direc- 
tor. 

•  Edward  L.  Traxler,  formerly  ac- 
count executive  of  Campbell-Ewald, 
Detroit,  to  Allmayer,  Fox  &  Reshkin, 
Kansas  City,  as  radio-tv  director  and 
account  executive. 
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•  Edward  Baczewski,  with  Cunning- 
ham &  Walsh,  N.Y.,  since  1950  and  be- 
fore that  with  Paris  &  Peart,  appointed 
associate  director  of  media  at  C&W; 
James  Ducey,  with  agency  for  last  five 
years  and  previously  in  media  depart- 
ment of  Wm.  Esty  Co.,  named  media 
group  supervisor. 

•  Fred  D.  T.  Honigman,  copywriter 
of  Adrian  Bauer  &  Alan  Tripp,  Phila., 
adds  duties  of  assistant  to  radio-tv  v.p., 
succeeding  Mrs.  Stella  Porter,  who 
becomes  radio-tv  timebuyer. 

•  Howard  Cushman,  formerly  of 
Harold  C.  Meyers  Co.,  N.Y.,  to  pub- 
lic relations  staff  of  Gray  &  Rogers. 
Phila. 

•  Aldis  Butler,  formerly  manager  of 
Young  &  Rubicam's  Detroit  office,  to 
J.  Walter  Thompson,  N.Y.,  effective 
Feb.  20. 

•  Marion  Forster,  research  account 
supervisor,  Compton  Adv.,  N.Y.,  ap- 
pointed associate  research  director. 

•  Robert  Halff,  formerly  of  Hixsen 
&  Jorgensen,  LA.,  to  Robinson,  Jen- 
sen, Fenwick  &  Haynes,  that  city,  on 
copy  staff. 

Networks 

•  Salvatore  Iannugci,  with  CBS  since 
1954,  named  director  of  contracts- 
talent  and  rights,  and  Bernard  Krause, 
assistant  to  director  of  business  affairs, 
CBS,  named  coordinator  of  program 
costs. 

•  Thomas  H.  Ryan,  for  past  five  years 
in  CBS  business  affairs  department,  to 
CBS-TV  program  department. 

•  William  E.  Anderson,  program 
manager  of  NBC-TV's  Jack  Paar  Show 
since  July  1958,  named  producer. 

•  Albert  L.  Capstaff,  director  of 
NBC  Radio  network  programs,  to  lead 
training  session  for  Voice  of  America 
personnel  in  March. 

•  Bill  Stern,  Mutual  sportscaster, 
presented  Citation  of  Merit  by  National 
Exchange  Club  for  second  successive 
year. 

•  Leonard  H.  Goldenson,  president 
of  American  Broadcasting-Paramount 
Theatres,  has  accepted  appointment  as 
chairman  of  advertising,  publishing  and 
entertainment  section  of  New  York  Red 
Cross  chapter's  1959  campaign. 


Stations 

o  T.  H.  Patterson,  with  WITN  (TV) 
Washington,  N.C.,  past  four  years, 
elected  executive  v.p. 

•  Max  Sherman,  director  of  local  sales 
for  WWDC-AM-FM  Washington, 
elected  v.p. 

•  Bernard  L.  Mullins,  v.p.,  public 
relations,  WTIC-AM-FM-TV  Hartford, 
Conn.,  placed  in  charge  of  radio  pro- 
gramming and  related  operations.  Paul 
E.  Lucas  named  publicity  manager  for 
WTIC-AM-FM-TV. 

•  H.  Moody  McEl- 
veen  Jr.,  v.p.  and 
general  manager  of 
WNOK-AM-TV  Co- 
lumbia, S.C.,  elected 
president  of  South 
Carolina  Broadcasters 
Assn.  Other  officers : 
Ed  Osborn,  general 
manager,  WBCU 
Union,  v.p.;  Doug  Youngblood,  gen- 
eral manager,  WFIG  Sumter,  re-elect- 
ed secretary;  Frank  Hardin,  managing 
director  of  WIS  Columbia,  and  John 
Cashion,  general  manager,  of  WGCD 
Chester,  to  board  of  directors. 

•  Marjorie  C.  Scanlan,  formerly 
radio-tv  timebuyer  of  Kudner  Agency, 
NY.,   to  WSUN-AM-TV  St.  Peters- 


Mr.  McElveen 


burg,  Fla.,  as  supervisor  of  sales  de- 
velopment. 

•  Harry  Brown  appointed  chief  en- 
gineer of  WBOY-AM-TV  Clarksburg, 
W.  Va.,  succeeding  Vila  Brooks,  re- 
signed. Jesse  James  named  assistant 
chief  engineer. 

•  D.  L.  Provost,  v.p.  and  general 
manager  of  radio-tv  division  of  Hearst 
Corp.,  appointed  to  freedom  of  infor- 
mation committee  of  NAB. 

•  Kermit  Richardson,  president  and 
general  manager  of  KBOK  Malvern, 
elected  v.p.  of  Arkansas  Broadcasters 
Assn.,  succeeding  Lee  Reaves,  re- 
signed. Julian  Haas,  general  manager 
of  KAGH  Crossett,  elected  secretary, 
succeeding  Mr.  Richardson.  Jim  Hig- 
ginbottom,  president,  general  manager 
and  commercial  manager  of  KBTA 
Batesville,  elected  to  board  of  directors 
to  succeed  Mr.  Reaves. 

•  George  E.  Dail,  formerly  of  WIIN 
Atlanta  and  WLOW  Portsmouth,  Va., 
appointed  general  manager  of  WYFI 
(FM)  Norfolk,  Va.,  expected  to  begin 
broadcasting  about  Feb.  15. 

•  Larry  Walters  appointed  program 
director  and  sales  manager  of  KGST 
Fresno,  Calif. 

•  Frank  Lawrence,  account  executive 
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of  KAKC  Tulsa,  Okla.,  promoted  to 
sales  manager. 

•  William  Cooper  Jr.,  WPIX  (TV) 
New  York  film  manager,  to  assume 
additional  responsibility  for  foreign 
syndication  of  WPIX-produced  film. 

•  Cliff  Levine,  formerly  of  Stodel 
Adv.  Co.,  L.A.,  appointed  local  sales 
manager  of  KDAY  Santa  Monica, 
Calif. 

•  Philip  W.  Wygant,  formerly  pro- 
duction supervisor  of  WBAP-TV  Fort 
Worth,  named  promotion  director  of 
WBAP-AM-FM-TV.  Robert  Gram- 
mer,  with  WBAP-TV  since  1948, 
named  production  director. 

•  Robert  B.  Hudson,  chief  of  pro- 
gramming of  Educational  Tv  &  Radio 
Center,  Ann  Arbor,  Mich.,  past  five 
years,  elevated  to  v.p.  in  charge  of 
programming. 

•  W.  M.  (Bill)  Jack  Jr.,  formerly 
sales  manager  of  KLMR  Lamar,  to 
KATI  Casper,  both  Wyoming,  in 
similar  capacity. 

•  Archie  Fabretti,  formerly  com- 
mercial manager  of  WGVA  Geneva,  to 
WSEN  Baldwinsville,  both  New  York, 
as  sales  manager.  WSEN  expects  to 
begin  broadcasting  late  this  month. 

•  Dick  Barrett  resigns  as  station  man- 
ager of  KCNO  Alturas,  Calif.,  to  be- 
come sales  manager  of  WKTL  (formerly 
WSHE)  Sheboygan,  Wis. 

•  Bill  Shomette  to  KNAF  Fred- 
ericksburg, Tex.,  as  assistant  manager 
and  farm  director. 

•  Fulton  Lewis  III,  son  of  Fulton 
Lewis  Jr.,  MBS  commentator,  named 
news  director  of  WJOC  Jamestown, 
N.Y.  J.  Richard  Deitsch  leaves 
WJOC  sales  staff  for  similar  post  at 
WICU-TV  Erie,  Pa. 

•  Len  Antell,  formerly  news  director 
and  assistant  program  director  of 
WCMC  Wildwood,  appointed  news  di- 


rector of  WMID  Atlantic  City,  both 
New  Jersey. 

•  Ken  Malden,  promotion  director  of 
WILD  Boston,  adds  duties  of  program 
director. 

•  Blanche  E.  Butler  resigns  as  assist- 
ant to  program  director  and  director 
of  promotion  and  publicity  of  KFWB 
Los  Angeles  to  produce  packaged  d.j. 
talent  shows. 

•  William  A.  Gress  to  WOC-AM- 
FM-TV  Davenport,  Iowa,  as  assistant 
news  director.  Miss  Kenlyn  Wells, 
copywriter  for  IV2  years,  to  sales  pro- 
motion staff. 

•  Ron  Reina,  with  KWG  Stockton, 
Calif.,  since  October  1958,  appointed 
director  of  sports. 

•  Jack  Laflin,  formerly  assistant  sports 
director  of  WCHS-AM-TV  Charleston, 
W.Va.,  to  KPOA  Honolulu,  T.H.,  as 
sports  director. 

•  Robert  D.  Mowers,  air  personality 
of  WLAM  Lewiston-Auburn,  Me., 
promoted  to  program  director,  re- 
placing Frank  Sweeney. 

•  Elizabeth  Dixon,  with  WRAL-TV 
Raleigh,  N.C.,  since  1956,  named  act- 
ing program  director,  replacing  George 
Hall,  resigned.  Nathan  Hale,  for- 
merly of  WSJS-TV  Winston-Salem, 
N.C.,  to  regional  sales  staff  of  WRAL- 
TV,  replacing  James  Thomson. 

•  Mal  Morse,  formerly  program  di- 
rector of  WICH  Norwich,  to  WSUB 
Groton,  both  Connecticut,  in  similar 
capacity. 

•  J.  Russell  Power,  news  director  of 
WTIX  New  Orleans,  to  WAKE  At- 
lanta in  similar  capacity.  Maurice 
Rich,  formerly  commercial  manager  of 
WYZE  Atlanta,  to  WAKE  as  account 
executive. 

•  Mrs.  Florence  S.  Lowe,  formerly 
Washington  correspondent  of  Variety 


magazine  for  16  years,  to  WIP-AM- 
FM  Philadelphia  as  press  relations  di- 
rector. 

•  David  Truskoff,  formerly  of  Arnold 
Kupper  advertising  agency,  Hartford, 
Conn.,  to  WDRC,  that  city,  as  account 
executive. 

•  H.  Harold  Powell,  formerly  pro- 
motion director  of  WTAR-TV  Norfolk, 
Va..  to  WIS-TV  Columbia,  S.C.,  as 
local  sales  representative. 

•  Vernon  Stephens,  formerly  on  sales 
staff  of  WESA  Charleroi,  Pa.,  to 
WCAE  Pittsburgh  as  account  executive. 

•  George  Lasker,  formerly  of  WORL 
Boston,  and  Thomas  N.  Brown,  for- 
merly of  WIIN  Atlanta,  to  WMBR- 
AM-FM  Jacksonville,  Fla.,  as  account 
executives. 

•  Henry  W.  Lippold  Jr.,  formerly 
newscaster  of  WMT-AM-TV  Cedar 
Rapids,  Iowa,  to  U.  of  Illinois'  WILL- 
TV  Urbana,  111.,  as  news  supervisor, 
succeeding  Marlowe  Froke,  who 
moves  to  Pennsylvania  State  U. 

•  Mrs.  Ann  Purrington,  with  WTVJ 
(TV)  Miami  copy  department  past  six 
years,  named  copy  chief.  Mrs.  Jean 
Gilliom,  formerly  copy  chief  of 
WINK-TV  Fort  Myers,  Fla.,  replaces 
Mrs.  Purrington  as  assistant  copy  chief. 

•  Charles  McCabe,  veteran  newsman 
last  with  San  Francisco  Examiner,  to 
KPIX  (TV),  that  city,  as  writer-pro- 
ducer in  news  department.  Wanda 
Ramey,  formerly  of  KCBS  San  Fran- 
cisco, to  KPIX  as  newscaster. 

•  Robert  Sokolski,  formerly  with 
J.  M.  Mathes,  N.Y.,  as  copywriter, 
to  advertising-promotion  department  of 
WNEW-TV  New  York. 

•  Larry  Ray  joins  WHB  Kansas  City 
as  member  of  sales  staff. 

•  Richard  W.  Long,  formerly  of 
WASK  Lafayette,  Ind.,  to  WFBM  In- 
dianapolis sales  staff. 

•  Irving  Smith,  30,  air  personality  of 
WINS  New  York,  died  Jan.  30  in  New 
York  City  following  automobile  acci- 
dent. 

Representatives 

•  Tom  G.  Maney,  formerly  on  sales 
staff  of  KHJ-TV  Los  Angeles,  named 
account  executive,  Blair-Tv,  L.A. 

•  Jack  Canning,  for  past  eight  years 
media  executive,  Sullivan,  Stauffer,  Col- 
well  &  Bayles,  to  radio  sales  staff,  H-R 
Representatives,  N.Y. 

Programming 

•  Arthur  J.  Steel,  president  of  Co- 
lumbia Drive-In  Theatres  and  v.p.  of 
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King  Bros.  Productions,  and  Harry 
Pimstein,  formerly  v.p. -general  coun- 
sel, RKO  Radio  Productions,  will  as- 
sume executive  posts  in  Cinema- Vue 
Corp.,  N.Y.  Egon  Nielsen,  motion 
picture  producer-distributor,  appointed 
to  handle  foreign  sales  through  sub- 
sidiary Cinema-Vue  International  with 
offices  in  Copenhagen.  Francis  D. 
Smith,  executive  v.p.  and  general  sales 
manager,  will  direct  west  coast  opera- 
tion. 


•  JORY  V.  NODLAND, 

formerly  account  ex- 
ecutive of  NBC  Spot 
Tv  Sales,  Chicago,  ap- 
pointed v.p.  and  sales 
director  of  Sonic  Arts 
(motion  pictures, 
slide  films),  Chicago. 
Mr.  Nodland  also  be- 


wmta    tAtvuuvc  v.p. 

of  Robert  Oakes  Jordan  Inc.,  Highland 
Park,  HI.,  associated  labs  firm  (electro- 
mechanical devices)  for  which  Sonic  is 
sales  and  production  organization. 

•  Joseph  B.  Irwin,  attorney  for  CBS- 
TV  legal  department,  appointed  direc- 
tor of  business  affairs  for  CBS  Films 
Inc. 

•  Hillard  Elkins,  president  of  Hillard 
Elkins  Inc.,  N.Y.,  and  H.  E.  Manage- 
ment &  Productions  Assoc..  Beverly 
Hills,  Calif.,  elected  member  of  board 
and  v.p.  in  charge  of  business  affairs, 
Mills-Park-Milford,  New  York  and 
Beverly  Hills  production  packaging  firm. 

•  Wells  Bruen,  formerly  with  Official 
Films,  to  Flamingo  Telefilm  Sales, 
Dallas,  as  regional  sales  manager;  Sam 
Steele  Jr.,  also  formerly  with  Official, 
joins  Flamingo  as  regional  manager  for 
southern  division,  Atlanta,  and  Wil- 
liam A.  Whalen,  previously  with 
Guild  Films,  to  midwestern  sales  staff. 

•  Barney  Cragston,  for  past  13  years 
in  radio-tv  sales  with  Ziv  Television 
Programs,  named  sales  manager  of  Ziv's 
Cisco  Kid  sales  division.  Pierce  V.  S. 
Smith,  account  executive  in  division, 
promoted  to  spot  sales  manager.  Wal- 
ter L.  Sachs,  formerly  with  WAGA- 
TV  Atlanta;  Stanley  Dyer,  formerly 
representative  for  KOSA-TV  Odessa, 
Tex.,  and  George  W.  Sloan  Jr.,  previ- 
ously sales  manager  of  Dekko  Films, 
named  account  executives  in  Cisco  Kid 
division. 

•  Ray  Ellis,  formerly  with  Columbia 
Records  on  artist  and  repertoire  staff, 
to  MGM  Records,  N.Y.,  as  popular 
artist  and  repertoire  director. 

•  Jessica  Maxwell,  formerly  with 
Television  Programs  of  America  in  pro- 
duction and  casting  departments,  ap- 
pointed casting  director  of  Independent 
Television  Corp.  John  Serrao,  former- 
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ly  of  Peters,  Griffin,  Woodward  Inc., 
named  district  manager  in  western  di- 
vision sales  office;  A.  W.  Godwin,  for- 
merly with  NTA  and  ABC  Films,  to 
Arrow  Productions,  ITC  re-run  sales 
division;  John  B.  Dalton,  formerly 
with  WOR-TV  New  York,  to  syndi- 
cated sales  division. 

•  George  J.  Zachery,  formerly  radio- 
tv  program  and  production  manager  for 
Lever  Bros.,  named  director  of  produc- 
tion for  GAC-TV  (General  Artists 
Corp.)  N.Y. 

Equipment  &  Engineering 

•  L.  C.  Truesdell.  v.p.  and  sales  di- 
rector of  Zenith  Radio  Corp.,  elected 
to  board  of  directors. 

•  John  P.  Manley,  sales  manager, 
General  Ceramics  Corp.,  Keasbey, 
N.J.,  named  v.p.  and  marketing  man- 
ager. 

•  C.  Graydon  Lloyd,  general  manager 
of  specialty  electronic  components  de- 
partment, General  Electric,  Auburn, 
N.Y.,  since  1957,  named  general  man- 
ager, GE's  newly-established  rectifier 
product  section,  Skaneateles,  N.Y. 

•  William  R  Fraser,  with  General 
Electric  Co.  since  1941,  appointed  to 
newly-established  post  of  consulting 
engineer,  product  design,  for  engineer- 
ing and  designing  of  complex  broad- 
cast transmitters  in  GE's  technical  prod- 
ucts department,  Syracuse,  N.Y. 

•  Elliot  M.  Nesvig,  formerly  sales 
manager  of  Jefferson  Electric  Co.,  ap- 
pointed v.p.-marketing  of  Pyle-National 
Co.  (electrical  equipment),  Chicago. 

•  R.  H.  Rogers,  formerly  advertising 
manager  and  public  relations  director  of 
Laboratory  for  Electronics,  appointed 
advertising  and  sales  promotion  man- 
ager of  National  Co.  (electronic,  com- 
munications equipment),  Maiden,  Mass. 

•  Arthur  Hoffman,  previously  dis- 
trict sales  manager,  McKenny  Sales  Co., 
Dallas,  named  midwestern  division  sales 
manager.  Reeves  Soundcraft  Corp., 
N.Y. 

•  Humboldt  W.  Leverenz,  assistant 
director  of  research.  RCA  Labs,  ap- 
pointed director  of  research. 

Allied  Fields 

•  Jack  Maillard  appointed  v.p.  and 
general  manager  of  Urania  Records, 
Belleville,  N.J. 

•  Haskell  P.  Short,  manager  of  Co- 
lumbus (Ohio)  bureau  of  United  Press 
International  since  1955,  named  Ohio 
state  news  manager. 

•  Dennis  Day,  singer-comedian, 
named  chairman  of  National  Safety 
Council's  motion  picture,  radio-tv  com- 
mittee. He  succeeds  Dale  Evans  and 
Roy  Rogers,  co-chairmen  for  past  five 
years. 
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 INTERN  ATIONAI  

FILMS  FOR  SOUTH  OF  BORDER 

Mestre  explains  new  organization's  aims 


Television  Interamericana  S.A.  has 
secured  the  Latin  American  rights  to 
10  tv  film  series  from  CBS  Films  for  a 
three-year  period,  according  to  Goar 
Mestre,  head  of  the  CMQ  radio-tv  prop- 
erties in  Cuba  and  organizer  of  TISA. 

TISA,  Mr.  Mestre  explained,  was 
formed  by  a  group  of  Latin  American 
television  broadcasters  to  provide  them 
with  information  about  film  program- 
ming from  all  available  sources,  and, 
on  request,  to  act  as  buying  agent  of 
films  already  dubbed  in  Spanish  for  its 
member  stations  and  networks.  TISA's 
third  function  is  to  control  and  dis- 
tribute tv  programs  of  its  own  through- 
out Latin  America,  either  by  producing 
them  itself,  by  having  them  produced 
especially  for  TISA  or  by  acquiring  the 
Latin  American  rights  to  tv  films  pro- 
duced elsewhere. 

Habla  Espano  •  This  final  function  is 
the  only  one  of  its  tri-fold  program 
which  TISA  has  yet  undertaken,  Mr. 
Mestre  said,  starting  with  the  acqui- 
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sition  of  the  Latin  American  rights  to 
Annie  Oakley,  Champion,  Gunsmoke, 
Have  Gun  Will  Travel,  I  Love  Lucy, 
Navy  Log,  Perry  Mason,  Range  Rider, 
Trackdown  and  Whirlybirds.  TISA  has 
dubbed  Spanish  sound  tracks  on  these 
filmed  tv  programs,  doing  four  of  them 
in  Puerto  Rico  and  two  each  in  Cuba, 
Mexico  and  Spain. 

TISA  members  currently  are  the 
CMQ  and  CMBF  tv  networks  in  Cuba 
(the  Mestre  brothers  own  the  former, 
have  a  minority  interest  in  the  latter), 
the  Venezuelan  tv  network,  Radio 
Caracas  Television,  the  tv  station  in  El 
Salvador  and  the  tv  station  in  Puerto 
Rico.  In  Latin  America,  Mr.  Mestre 
explained,  a  network  consists  of  one 
program  originating  station  and  a  num- 
ber of  satellites. 

Latin  American  tv  is  not  as  yet  a 
profitable  operation  in  any  country  but 
Cuba,  he  said,  nor  a  profitable  market 
for  tv  film  producers.  With  only  1.5 
million  sets  in  all  of  Central  and  South 
America  combined,  $2,OO0-$2,500  is 
the  most  that  a  half-hour  film  program 
can  gross  in  the  entire  Latin  American 
market.  And  with  long  distances  be- 
tween Latin  American  cities  (it's  far- 
ther from  Lima  to  Buenos  Aires  than 
from  New  York  to  Havana),  the  cost 
of  sending  a  salesman  to  any  city  may 
be  exorbitantly  high  for  a  U.S.  pro- 
gram exporter. 

"I'll  wager  that  two  or  three  years 
from  now,  CBS  Films,  by  selling  these 
programs  to  us  for  a  flat  sum,  paid  in 
dollars  in  New  York,  will  have  netted 
more  than  their  competitors  who  are 
handling  their  own  distribution  and 
dubbing,"  Mr.  Mestre  stated. 

Facilities  Lacking  •  TISA  is  helping 


tv  film  producers  develop  a  Latin 
American  market  by  providing  facili- 
ties not  now  available,  he  said.  Not  a 
single  U.S.  tv  film  has  been  broadcast 
in  Colombia,  he  reported,  where  tv  is 
a  government  monopoly  and  although 
there  are  15  stations  on  the  air  and  30 
more  in  warehouses  ready  to  go  up,  the 
film  reproduction  equipment  is  inade- 
quate. So  TISA  has  negotiated  a  gov- 
ernment contract  and  at  its  own  ex- 
pense (about  $25,000)  is  installing  RCA 
film  camera  chains  and  slide  projectors. 
The  deal  calls  for  the  government 
owned  tv  system  to  get  the  right  to  use 
this  equipment  without  charge  for 
broadcasting  sustaining  and  educational 
programs,  but  to  pay  for  using  it  for 
commercial  programs.  By  the  end  of 
the  year,  TISA  will  have  invested  about 
$300,000  in  similar  projects  designed  to 
help  upgrade  television  throughout 
Latin  America.  By  April,  Colombian 
set  owners  will  be  watching  U.S.  tv 
film  programs,  he  said.  "TISA  believes 
in  give  and  take,  not  just  take,"  Mr. 
Mestre  declared. 

TISA's  eventual  goal  is  a  Latin  Amer- 
ican tv  network,  which  Mr.  Mestre  be- 
lieves will  "help  destroy  excessive  na- 
tionalism among  Latin  American  coun- 
tries and  create  a  more  effective  Pan- 
Americanism.  Together  we  can  accom- 
plish what  we  can't  do  individually." 

BBG  eyes  live  ratio 

Canadian  broadcasters  were  warned 
at  the  first  public  session  of  the  recently- 
created  Board  of  Broadcast  Governors, 
that  the  new  board  will  crack  down  on 
stations  which  do  not  abide  by  program- 
ming commitments.  Dr.  Andrew  Stew- 
art, BBG  chairman,  on  Jan.  28  stated 
that  broadcasting  regulations  would  be 
impartially  and  rigorously  enforced.  As 
soon  as  possible  the  BBG  will  hold  pub- 
lic hearings  on  possible  changes  of  the 
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present  regulations  which  the  BBG  in- 
herited from  the  Canadian  Broadcast- 
ing Corp.,  former  regulatory  body. 

At  the  first  public  hearings  Raymond 
Crepeau,  CJMS  Montreal,  Que.,  was 
questioned  on  unfulfilled  commitments 
to  broadcast  48  hours  a  week  of  live 
programs.  BBG  counsel  Bert  Lawrence 
stated  a  spot  check  in  December  showed 
90%  of  CJMS  programs  were  re- 
corded. Mr.  Crepeau  disputed  the  fig- 
ure, stating  that  20%  to  22%  would 
be  closer  to  the  amount  of  live  broad- 
casting that  month. 

•  Abroad  in  brief 

•  Canadian  Broadcasting  Corp.,  which 
has  taken  over  operation  of  CFCT 
Dawson  City  and  CFWH  Whitehorse, 
both  Yukon,  and  CFYK  Yellowknife, 
Northwest  Territories,  will  soon  take 
over  operation  of  parttime  stations  at 
Aklavik,  N.W.T.,  and  Goose  Bay,  Lab- 
rador. These  stations  have  been  op- 
erated by  military  and  civilian  groups 
on  a  parttime  voluntary  basis.  The  sta- 
tions will  be  supplied  with  shortwave 
news  service  and  50  hours  of  taped 
CBC  programs  each  week. 

•  West  German  Radio,  Cologne,  intro- 
duces a  daily  half-hour  commercial 
segment  into  its  programming  April  1. 
North  German  Radio,  Hamburg,  also 
is  reported  to  be  starting  a  daily  half- 
hour  commercial  program  the  same  day. 
All  other  German  radio  is  noncom- 
mercial, being  supported  by  a  $1.20 
monthly  license  fee. 

•  Federation  Nationale  Des  Industries, 
France,  plans  to  hold  its  second  Inter- 
national Exhibition  of  Electronic  Parts 
&  Components  in  Paris  Feb.  20-24. 

•  The  Western  Region  of  the  Federa- 
tion of  Nigeria,  West  Africa,  is  ex- 
pected to  have  an  educational  television 
station  by  midsummer.  Plans  call  for 
transmission  facilities  at  Ibadan  (popu- 
lation 600,000),  regional  capital,  and 
at  Ikeja,  adjacent  to  Lagos,  the  federal 
capital.  The  International  Cooperation 
Administration,  Washington,  D.  C,  is 
considering  sending  two  tv  specialists  to 
its  West  African  mission  in  answer  to  a 
request  from  the  country's  government. 

•  Striking  television  producers  in  Mon- 
treal, Quebec,  have  been  urged  by 
Canadian  Labor  Minister  Michael  Starr 
to  seek  reopening  of  negotiations  with 
CBC.  More  than  70  tv  producers  are 
striking  to  get  recognition  for  their 
newly-formed  union. 

•  KIDO-TV  Boise,  Idaho,  changed  call 
to  KTVB  (TV)  last  Monday  (Feb.  2). 
Company  name  changed  to  KTVB  Inc. 


Chicago  headquarters 

"Despite  occasional  loud  cries  of  des- 
pair from  a  few  people  that  origination 
of  programming  has  left  us  [Chicago] 
for  fairer  climes,"  James  W.  Beach, 
president,  Broadcast  Advertising  Club 
of  Chicago,  says  in  an  open  letter  to 
the  city's  trade  editors,  "on  the  com- 
mercial or  'sponsors'  side,'  Chicago  is 
having  a  field  day."  Mr.  Beach,  who  is 
ABC-TV  Central  Div.  vice  president, 
continues: 

If  you  will  examine  the  trend,  just  in 
the  past  year,  you  will  find  a  number 
of  large  national  advertisers  who  are 
displaying  more  faith,  day  by  day,  in 
moving  their  national  budgets  away 
from  Madison  Avenue  to  Chicago-based 
advertising  agencies.  This  is  a  tribute 
to  the  .  .  .  so-called  leanness,  virility, 
forthrightness  and  yes,  even  guttsy-ness 
of  the  Chicago  advertising  school  of 
thinking.  Only  proven  success  keeps 
bringing  these  additional  millions  of 
dollars  to  the  "marketing  headquarters" 
of  the  American  way  of  life. 

Only  a  short  time  ago  one  Chicago- 
based  advertising  agency  [Leo  Burnett 
Co.]  acquired  two  $10  million  national 
accounts  from  eastern  agency  direction, 
the  acquisition  of  which  put  this  agency 
over  the  top  and  into  the  hundred- 
million  dollar  bracket  and  placed  it  in 
approximately  sixth  position  in  the 
country  in  its  field.  This  was  not  hap- 
penstance; this  was  a  tribute  to  the 
specific  type  of  processing  continually 
at  work  within  the  organization  to  move 
goods  for  its  clients  through,  first  of  all, 
its  over-all  comprehensive  evaluation  of 
their  marketing  problems.  Secondly,  its 
down-to-earth  basic  creative  copy  ap- 
proach and  thirdly  (this  is  the  most 
important  point  of  all  as  far  as  we  at 
the  BAC  in  Chicago  are  concerned), 
the  bulk  of  these  great  many  millions 
of  dollars  are  spent  within  the  broad- 
casting industry  alone. 


Sex  appeal 

Utmost  importance  is  placed  on  abil- 
ity to  charm  televiewers,  especially 
women,  as  a  requirement  for  successful 
campaigning,  by  Democratic  State 
Chairman  Michael  J.  Prendergast  of 
New  York.  At  an  Albany  news  con- 
ference Jan.  26  he  said: 

It  all  adds  up  to  that  perhaps  we 
have  to  look  at  candidates  in  a  dif- 
ferent light  than  in  the  past.  We  must 
consider  their  television  personality  and 
their  appeal  to  the  voters,  especially 
the  women  voters,  who  are  voting  in 
greater  numbers  all  the  time. 

Figgerin'  out  westerns 

"Westerns  are  a  kind  of  hankerin  for 
the  better  world  we  have  been  trying  to 
build,  a  world  of  justice  where  good  is 
triumphant."  That's  the  theory  voiced 
by  Leo  A.  Lerner  in  one  of  his  syndi- 
cated columns.  He  goes  on  to  say: 

The  other  night  I  saw  Gunsmoke. 
As  I  watched  Matt  Dillon  ['I'm  the 
U.S.  Marshal  over  in  Dodge,  ma'am'], 
it  occurred  to  me  that  I  was  looking  at 
every  American's  dream  of  himself. 

Matt  Dillon  .  .  .  sits  on  the  porch 
with  his  hat  over  his  eyes  and  waits  for 
the  killers  to  give  themselves  away.  In 
this  age  of  frustration  there  is  nothing 
better  than  a  steady  diet  of  patience. 
That's  why  westerns  stay  in  vogue.  .  .  . 

In  a  world  where  everybody  has 
studied  statistics  but  knows  nothin', 
nothin'  at  all,  it's  a  mighty  fine  thing  to 
sit  down  in  your  own  home  and  meet  a 
man  who  can  figger  things  out. 

We're  not  really  wishing  for  the 
frontier,  but  for  a  Moses,  a  Job,  a  Jesus, 
an  Abraham  Lincoln.  Not  everybody 
believed  in  them  when  they  were  alive, 
and  not  everybody  believes  in  them 
now.  But  the  western  is  saying  to  us 
something  we  have  always  said  we  be- 
lieve in  :  that  one  man  with  courage  is  a 
majority  and  we  like  it. 
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FANFARE 


WMGM's  Peter  Tripp  gathered  crowds  and  dimes  in  a  201  hour-10  minute  stint  on  Times  Square 


DIMESMANSHIP 

Broadcast  strategy 
brings  in  polio  funds 

As  in  past  years,  broadcasters  con- 
tributed time  and  talent  in  significant 
chunks  to  the  1959  March  of  Dimes. 
Typical  of  many  promotions  across  the 
country: 

•  KOCO-TV  Oklahoma  City  opened 
the  doors  of  its  new  studios  to  some 
20,000  people  who  pledged,  along  with 
viewers  at  home,  more  than  $40,000 
during  a  19-hour  telethon. 

•  D.j.  Pat  Tallman  of  KTSA  San 
Antonio  bowled  for  30  consecutive 
hours  to  raise  almost  $800. 

•  A  total  of  74  acts  entertained 
WITN  (TV)  Washington,  N.C.,  audi- 
ences so  persuasively  for  I6V2  hours 
that  $15,083  was  pledged  to  the  March 
of  Dimes. 

•  KIOA  Des  Moines,  Iowa,  d.j. 
Frosty  Mitchell  vindicated  his  name 
and  the  generosity  of  Iowans  by  push- 
ing a  wheel  chair  35  miles  from  Ames 
to  Des  Moines  at  better  than  $100  per 
mile  from  KIOA  listeners  for  a  total 
of  over  $4,000. 

•  Three  indefatigable  d.j's  conducted 
marathon     broadcasts    plugging  the 


March  of  Dimes.  Winner  and  still 
champion  was  Dave  Hunter  of  WZRO 
Jacksonville,  Fla.,  who  stayed  awake 
for  nine  days,  nine  hours,  nine  minutes 
and  nine  seconds  for  a  grand  total  of  225 
hours  (topping  his  old  record  of  187). 
Winning  second  place,  and  practically 
all  the  national  publicity,  was  Peter 
Tripp  of  WMGM  New  York  who 
lasted  201  hours  and  10  minutes.  In 
third  place  was  Red  Evans  of  WTAL 
Tallahassee,  Fla.,  who  went  190  hours 
and  43  minutes  without  sleep. 

•  WBUD  Trenton,  N.J.,  devoted  a 
full  week  of  air  time  to  the  drive, 
broadcasting  from  a  special  studio  in 
the  heart  of  Trenton. 

•  Major  league  baseball  players  went 
to  bat  in  San  Mateo,  Calif.,  in  a  special 
game  Jan.  25  to  benefit  the  March  of 
Dimes.  KSFO  San  Francisco  broad- 
cast the  event  and  a  pre-game  rally  as 
a  public  service. 

•  WGRO  Lake  City,  Fla.,  signed  on 
with  the  record,  "Tom  Thumb's  Tune," 
telling  its  listeners  to  put  dimes  in  one 
of  two  boxes  labeled,  "Stop  Playing" 
and  "Keep  Playing,"  and  signed  off 
with  it  at  a  profit  of  35  cents  per  play. 

•  A  dance  contest  over  WWJ-TV 
Detroit  was  decided  by  votes  accom- 
panied by  10-cent  contributions  to  the 
March  of  Dimes. 


•  Charged  with  "failure  to  support 
and  give  sufficient  aid  to  the  March  of 
Dimes,"  KWTX  Waco,  Tex.,  d.j.  Chuck 
Hardin  sprung  himself  from  jail  by 
broadcasting  appeals  from  a  cell  to  his 
audience,  who  bailed  him  out  with 
$1,200  for  the  polio  fund. 

•  WTTH  Port  Huron,  Mich.,  staged 
a  "Jail  Bail"  promotion  that  raised 
$3,000  for  the  March  of  Dimes.  Lee 
Van  Dam,  arrested  along  with  some  20 
other  citizens  (bail  $100  apiece  to  the 
fund)  broadcast  from  a  cell  block  in 
the  jailhouse.  The  promotion  went  on 
for  8V2  hours  on  a  Saturday,  exceeding 
the  original  goal  by  $1,000. 

•  Drumbeats 

•  Wong's  Garden  Restaurant  in  Miami 
sponsors  correct  time  announcements 
on  WCKR,  that  city,  opening  with  a 
Chinese  gong.  Copy:  "The  Wong  time 

is  .  .  ." 

•  KGO-TV  San  Francisco  is  adding  an- 
other dimension  to  KGO  Radio  person- 
alities by  placing  them  before  tv  cam- 
eras in  more  than  70  live  station  breaks, 
totaling  in  excess  of  $10,000  air  time. 
A  simulated  radio  booth  has  been  built 
as  a  setting  for  the  announcements. 

•  The  United  States  Coast  Guard  was 
"rescued"  by  WPAT  Paterson,  N.J., 
when  the  commanding  officer  of  the 
Coast  Guard  Cutter,  Tamaroa,  called 
the  station  to  request  that  it  broadcast 
emergency  announcements  from  the 
ship  to  stand-by  personnel  on  shore. 

•  With  the  addition  of  a  series  of  Bos- 
ton Symphony  concerts  (delayed  tape 
broadcasts  of  live  concerts  in  Symphony 
Hall,  Boston),  stereophonic  program- 
ming on  WGMS-AM-FM  Washington 
now  exceeds  30  hours  a  month.  The 
weekly  series  is  sponsored  by  Guardian 
Federal  Savings  &  Loan  Assn.  and 
O'Brien  &  Rohall  Inc.,  car  dealers. 
Agency  for  both  is  Larrabee  Assoc.. 
Washington. 

•  The  "music  men"  (no  disc  jockeys  al- 
lowed) of  WLOB  Portland,  Me.,  have 
taken  their  place  beside  the  staff's 
newscasters  and  sportscasters.  From 
now  on  they  will  be  known  as  "mu- 
sicasters,"  WLOB  has  announced. 

•  WSAZ-TV  Huntington  -  Charleston 
W.Va.,  received  more  than  5,000  re- 
quests for  Steamboat  Bill  Shipmate's 
Club  membership  cards  within  a  week. 
Steamboat  Bill,  played  by  WSAZ-TV 
staffer  George  Lewis,  is  m.c.  of  Spinach 
Playhouse  (Mon.-Fri.  5  p.m.). 

•  KYW  Cleveland  raised  more  than 


BROADCASTING,  February  9,  1959 


$10,000  for  northern  Ohio's  retarded 
children  Jan.  30  with  a  three-hour  musi- 
cal benefit  show.  An  audience  of  3,000 
saw  Bob  Crosby,  Roger  Williams, 
Mitch  Miller  and  others.  KYW-TV 
taped  portions  for  telecasting. 

•  KBOX  Dallas  sent  a  feminine  Santa, 
dressed  in  a  short  velvet  tunic  with  a 
fur  collar  and  hem,  to  advertising  agen- 
cies in  the  area  for  the  station's  "Christ- 
mas in  January"  promotion.  The  model 
gave  agencymen  gift-wrapped  presents. 

•  KGVO  Missoula,  Mont.,  paid  out 
$1,024.70  in  exchange  for  old  Christmas 
cards.  Listeners  and  charitable  organi- 
zations rounded  up  102,470  to  sell  the 
station  at  a  cent  apiece.  KGVO  gave 
the  cards  to  the  Salvation  Army. 

•  In  the  wake  of  a  record  snowfall  in 
Albuquerque  last  month,  KQEO,  that 
city,  sponsored  its  first  annual  snow- 
man contest.  More  than  300  families 
and  groups  entered  in  the  two  days  the 
snow  lasted.  A  9-ft.  rabbit  in  formal 
attire,  holding  a  radio  with  the  KQEO 
letters,  won  $50  as  did  the  largest  statue, 
18  feet  tall,  displaying  foot-high  call 
letters. 

Don't  take  WORC's  word 

If  agency  timebuyers  would  like  first- 
hand impressions  of  what  radio  listeners 
in  Worcester,  Mass.,  think  about 
WORC  there,  and  radio  generally, 
Avery-Knodel  Inc.,  national  representa- 
tive for  WORC,  can  set  up  personal 
interviews.  Agency  buyers  may  call  by 
telephone,  at  no  expense,  one  or  more 
of  nearly  1,000  Worcester  housewives 
whose  names  and  addresses  were  ob- 
tained by  WORC  when  the  ladies  called 
the  station  for  various  reasons  during 
the  last  week  in  January.  Buyers,  using 
the  list,  can  verify  those  calls  to  the 
station,  and  can  ask  any  questions. 


Radio  boosters 
in  South  Carolina 

Radio  stations  of  South  Carolina, 
taking  a  leaf  from  the  national  promo- 
tion book,  are  getting  a  statewide  cam- 
paign underway  for  the  radio  medium. 
The  South  Carolina  Broadcasters  Assn. 
has  signed  26  stations  for  its  four-point 
promotional  plan,  James  K.  Whitaker, 
SCBA  chairman,  reports.  The  goal,  as 
outlined  last  month  at  the  SCBA  con- 
vention in  Columbia: 

(1)  A  series  of  personalized  sales 
and  audience  promotion  spots;  (2)  a 
South  Carolina  Radio  Directory  with 
retail  rates,  market  data,  radio  homes 
vs.  newspaper  circulation  and  other  in- 
formation; (3)  a  South  Carolina  radio 
presentation  kit,  and  (4)  a  group  of 
volunteer  radio  experts  to  visit  adver- 
tisers and  agencies  to  present  the  story 
of  South  Carolina  radio. 

The  idea  is  patterned  on  national 
promotions  by  the  Radio  Advertising 
Bureau  and  Station  Representatives 
Assn.  SCBA  estimates  that  50  stations 
signing  for  the  plan  at  $30  will  put  the 
state  radio  show  on  the  road. 

Exploring  broadcasting 

An  Explorer  Scout  post  in  broadcast- 
ing is  being  sponsored  by  WSBT-AM- 
TV  South  Bend,  Ind.  The  stations  have 


signed  a  charter  and  appointed  12  staff 
members  as  the  post's  advisory  com- 
mittee. 

Explorer  is  a  new  concept  in  scout- 
ing to  recruit  boys  of  high  school  age 
into  "specialized"  groups  organized 
along  business,  industrial  and  profes- 
sional lines.  WSBT-AM-TV  claim  this 
is  the  first  Explorer  venture  into  the 
broadcasting  field. 

If  the  envelope  fits  .  .  . 

An  old  envelope  trick  is  being  used 
by  Blair-Tv  and  Blair-Tv  Assoc.  station 
representatives,  in  a  mailing  piece.  In 
a  progression,  each  envelope  is  smaller 
in  size,  keyed  to  the  size  of  spot  tv 
campaign  by  an  advertiser.  Included: 
Jergens  Lotion  in  97  markets  (Cun- 
ningham &  Walsh);  The  Texas  Co.  in 
85  (also  C&W);  Ward  Baking  Co.  (Tip 
Top)  in  33  (J.  Walter  Thompson); 
Castro  Convertibles  (furniture)  in  11 
(Bernard  Carlin  Assoc.);  S.  A.  Schon- 
brunn  (Savarin  coffee)  in  3  (Foote. 
Cone  &  Belding).  Notes  Blair:  these 
advertisers  "shape  spot  tv  to  fit  their 
needs." 

KWFT  over  Kremlin 

Programming  of  KWFT  Wichita 
Falls,  Tex.,  is  slated  to  be  heard  behind 
the  Iron  Curtain  this  year.  The  station 
is  preparing  a  shipment  of  western 
American  folk  songs  to  send  to  Radio 


Dream  announcer 

The  Gothic  Corp.,  New  York 
management  consultant,  is  up- 
dating its  job  description  of  the 
television  announcer.  Convinced 
that  he  does  much  more  than  an- 
nounce, the  firm  is  testing  its 
theory  on  advertising  agency 
people,  asking  them  to  define  the 
function  in  200  words  or  less.  The 
best  answer  wins  an  automobile, 
the  four  runners-up  coming  in  for 
cameras.  Judges  are  Norman 
Smith,  advertising  manager,  Sun- 
shine Biscuit  Co.;  Dr.  John  Mc- 
Donnell, vice  president-advertis- 
ing, Schering  Corp.,  and  TvB 
President  Norman  Cash.  Open  to 
agency  people  only,  the  contest 
closes  Feb.  28. 
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IMEMS  •  CLARKE 
Type  TRC-1 

TV  Color 
Rebroadcast 
Receiver 


The  Type  TRC-1  Color  Rebroadcast  Receiver  has  been  designed  specifically  to 
meet  the  requirements  for  a  high-quality  receiver  for  use  in  direct  pickup  and 
rebroadcast  of  black  and  white  and  color  signals. 

 SPECIFICATIONS  


VIDEO  CHANNEL 

Output  terminal  75  ohms,  coaxial 

Level  Adjustable  up  to  approximately  !  volt, 

Polarity,  ,  Sync  negative 

Frequency  response   ...To  4.2  mc 

SOUND  CHANNEL 

System  Separate  IF  (not  intercarrier) 

Output  level  Adjustable  from  0  to  18  dbm 

Output  impedance  600  ohms  or  150  ohms, 

balanced  or  unbalanced 
Frequency  response  30  to  15,000  cycles  with 


Distortion    Less  than  1% 

Noise  level  50  db  below   j  0  dbm 

SYNC  CHANNEL 

Output  connection   75  ohms,  coaxial 

Output  level  3  volts,  peak  to  peak 

Polarity   Negative 

MISCELLANEOUS 

Gain  control   Manual  or  keyed  automatic 

RF  input  connection   75  ohms,  coaxial 

Crystal  controlled  R.F.     Employed  for  maximum 
and  unattended  operation 

Power  supply   Self-contained 

Power  requirements    1 17  volts.  60  cycles,  ISO  watts 


LARKE  COMF-A-NY 


Moscow  in  exchange  for  a  package  of 
Russian  music  now  on  its  way  from 
there.  KWFT  plans  to  present  a  weekly 
series  using  the  Russian  music. 

40,000  turn-out  for  'Flight7 

WAVY-TV  Portsmouth,  Va.,  attract- 
ed more  than  40,000  to  an  open  house 
it  held  Jan.  25  at  nearby  Langley  Air 
Force  Base  to  promote  Flight,  a  syndi- 
cated series.  In  a  90-minute  remote 
telecast,  WAVY-TV  cameras  showed 
the  Air  Force's  latest  planes  and  inter- 
viewed AF  personnel. 


Flood  breaks  •  Backgrounds  of  the 
Ohio  River  flood  were  used  in  sta- 


tion breaks  throughout  an  entire 
critical  day  by  WTRF-TV  Wheeling, 
W.Va.  A  camera,  equipped  with 
long-range  Zoomar  lens,  was  aimed 
out  of  a  seventh-floor  window  in  the 
WTRF-TV  building  to  shoot  the 
roaring  waters  and  barges  whirling 
out  of  control,  hitting  bridge  pillars. 
Then  at  each  station  break  a  live 
shot  of  the  river  with  superimposed 
ID  was  telecast,  along  with  the  re- 
port of  each  new  crest. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Jan.  29  through  Feb.  4:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power.  vM 
— very  high  frequency,  uhf— ultra  high  fre- 
quency, ant.— antenna,  aur.— aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N— night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
—unlimited  hours,  kc — kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ. 


New  Tv  Stations 


ACTIONS  BY  FCC 

Hot  Springs,  Ark. — Southwestern  Operat- 
ing Co.,  vhf  ch.  9  (186-192  mc);  ERP  309  kw 
vis.,  162  kw  aur.;  ant.  height  above  average 
terrain  680  ft.,  above  ground  288  ft.  Esti- 
mated construction  cost  $432,000,  first  year 
operating  cost  $244,400,  revenue  $260,000. 
P.O.  address  920  Rogers  Ave.,  Fort  Smith, 
Ark.  Studio  location  Hot  Springs,  Ark. 
Trans,  location  Hot  Springs,  Ark.  Geo- 
graphic coordinates  34°  30'  06"  N.  Lat.,  93° 
06'  26"  W.  Long.  Trans.,  ant.  GE.  Legal  coun- 
sel Haley,  Wollenberg  &  Kenehan,  Washing- 
ton, D.C.  Consulting  engineer  William  L. 
Foss  Inc.,  Washington,  D.C.  Donald  W. 
Reynolds,  president  and  100%  owner  of 
Southwestern  Pub.  Co.,  owns  or  controls 
KFSA-AM-FM-TV  Fort  Smith,  Ark.,  KOLO- 
AM-TV  Reno,  KORK  Las  Vegas,  KLRJ-TV 
Henderson,  all  Nevada,  KHBG  Okmulgee, 
Okla.,  and  KBRS  Springdale,  Ark.  An- 
nounced Jan.  29. 

New  Orleans,  La. — New  Orleans  Televi- 
sion Corp.  Commission  waived  Sec.  1.331  (b) 
of  rules  and  granted  STA  to  New  Orleans 
Television  Corp.  to  operate  on  ch.  13  at 
New  Orleans  from  Feb.  1  to  April  30,  con- 
ditioned that  this  operation  shall  cease  at 
such  time  as  regularly  authorized  tv  service 
commences  on  ch.  12  at  New  Orleans,  but 
in  no  event  beyond  start  of  operation  on 
ch.  13  at  Biloxi,  Miss. 

New  Orleans  Television  Corp.  is  merger 
of  Supreme  Bcstg.  Co.  and  Coastal  Televi- 
sion Co.,  which,  with  Oklahoma  Television 
Corp.,  competed  for  ch.  12  at  New  Orleans. 
Three  reached  agreement  whereby  Supreme 
and  Coastal  would  form  new  corporation 
and  Oklahoma  would  dismiss  its  application 
for  reimbursement  of  expenses  not  to  ex- 
ceed $75,000.  Under  same  agreement,  Su- 
preme operated  WJMR-TV  (formerly  ch. 
20)  on  ch.  13  at  New  Orleans  until  Jan.  31. 

Temporary  authorization  to  New  Orleans 
Television  Corp.  is  not  to  be  construed  as 
Commission  approval  of  merger  and  is  with- 
out prejudice  to  any  action  Commission 
may  take  in  New  Orleans  ch.  12  proceeding. 

Until  March  2,  New  Orleans  Television 
Corp.  is  permitted  to  operate  with  about 
65%  of  its  authorized  effective  radiated 
power  of  94.5  kw  vis.  and  47.2  kw  aur.  An- 
nounced Jan.  29. 

APPLICATIONS 
Idaho  Falls,  Idaho — Sam  H.  Bennion,  vhf 


ch.  8  (180-186  mc);  ERP  0.578  kw  vis.,  0.290 
kw  aur.;  ant.  height  above  average  terrain 
77  ft,  above  ground  164  ft.  Estimated  con- 
struction cost  $54,985,  first  year  operating 
cost  $159,250,  revenue  $172,453.  P.O.  address 
Box  2436,  Idaho  Falls,  Idaho.  Studio  location 
1700  N.  Yellowstone  Hwy.  Trans,  location 
1700  N.  Yellowstone  Hwy.  Geographic  co- 
ordinates 43°  30'  06.1"  N.  Lat.,  112°  01'  38.2" 
W.  Long.  Trans.  Gates  BT1A-H,  ant.  Gates 
TV-500-H.  Consulting  engineer  Robert  J. 
Myers.  Sole  owners  Sam  H.  Bennion,  petro- 
leum distributor.  Announced  Feb.  3. 

Pocatello,  Idaho — Sam  H.  Bennion,  vhf 
ch.  10  (192-198  mc);  ERP  0.595  kw  vis.,  0.296 
kw  aur.;  ant.  height  above  average  terrain 
2025  ft.,  above  ground  64  ft.  Estimated  con- 
struction cost  $65,187,  first  year  operating 
cost  $159,250,  revenue  $172,453.  P.O.  address 
Box  2436  Idaho  Falls,  Idaho.  Studio  location 
1112  N.  Fifth,  Pocatello.  Trans,  location  3'/2 
miles  S.SW.  Pocatello  (Kinport  Peak).  Geo- 
graphic coordinates  42°  48'  22.7"  N.  Lat.,  112° 
29'  14.6"  W.  Long.  Trans.  Gates  BT1A-H, 
ant.  Gales  TV-500-H  ring.  Consulting  engi- 
neer Robert  J.  Myers.  Sole  owner  Sam  H. 
Bennion,  petroleum  distributor.  Announced 
Feb.  3. 

Twin  Falls,  Idaho — Sam  H.  Bennion,  vhf 

ch.  13  (210-216  mc);  ERP  0.568  kw  vis.,  0.284 
kw  aur.;  ant.  height  above  average  terrain 
22  ft.,  above  ground  164  ft.  Estimated  con- 
struction cost  $54,985,  first  year  operating 
cost  $159,250,  revenue  $172,453.  P.O.  address 
Box  2436,  Idaho  Falls,  Idaho.  Studio  location 
237  4th  Ave.,  S.,  Twin  Falls.  Trans,  location 
237  4th  Ave.,  S.  Geographic  coordinates  42° 
03'  42"  N.  Lat.,  114°  12'  39"  W.  Long.  Trans. 
Gates  BT1A-H,  ant.  Gates  TV-500-H.  Con- 
sulting engineer  Robert  J.  Myers.  Sole  own- 
er, Sam  H.  Bennion,  petroleum  distributor. 
Announced  Feb.  3. 


Translators 

Redwood  TV  Improvement  Corp.,  Red- 
wood FaUs,  Minn.— Granted  cps  to  replace 
expired  permits  for  five  tv  translator  sta- 
tions—(K70BB)  on  ch.  70  to  translate  pro- 
grams of  WCCO-TV,  (K80AL)  to  translate 
programs  of  KMSP-TV,  (K83AE)  to  trans- 
late programs  of  WTCN-TV  Minneapolis; 
and  (K73AI)  to  translate  programs  of 
*KTCA-TV,  (K77AI)  to  translate  programs 
of  KSTP-TV  St.  Paul.  aU  Minnesota. 

Shelby  T.  V.  Club  Inc.,  Shelby,  Mont.— 
Granted  cps  to  replace  expired  permits  for 
two  tv  translator  stations— (K76  AG)  to 
translate  programs  of  CJLH-TV  Lethbridge, 
Alta.,  and  (K72AM)  to  translate  programs 
of  KFBB-TV  Great  Falls,  Mont. 

Big  Lake  Translator  System  Inc.,  Big 
Lake,  Tex. — Granted  cps  for  two  new  tv 
translator  stations — to  translate  programs  of 
KOSA-TV  Odessa,  and  other  to  translate 
programs  of  KMID-TV  Midland,  both  Texas. 
Comr.  Craven  absent. 

New  Am  Stations 

ACTIONS  BY  FCC 
Mojave,  Calif. — Mojave    Bcstrs.  Granted 


1340  kc,  250  w  unl.  P.O.  address  38325  North 
12th  St.,  E.  Palmdale,  Calif.  Estimated  con- 
struction cost  $16,600,  first  year  operating 
cost  $30,000,  revenue  $36,000.  Leslie  G.  Foote 
is  sole  owner.  Mr.  Foote  is  general  contrac- 
tor. Announced  Feb.  3. 

Denham  Springs,  La. — AvoyeUes  Bcstg. 
Corp.  Granted  1220  kc,  250  w  D.  P.O.  ad- 
dress %  Chester  J.  Coco,  Box  7,  Marksville, 
La.  Estimated  construction  cost  $16,651,  first 
year  operating  cost  $30,000,  revenue  $45,000. 
Avoyelles  Corp.,  sole  owner,  also  owns 
KAPB  MarksvUle,  La.  Announced  Feb.  3. 

Oneida,  Tenn.— Scott  Bcstg.  Co.  Granted 
1310  kc,  1  kw  D.  P.O.  address  Oneida.  Esti- 
mated construction  cost  $21,843,  first  year 
operating  cost  $25,000,  revenue  $86,250.  R.  H. 
Troxel,  sole  owner,  is  Ford  dealer.  An- 
nounced Feb.  3. 

White  River  Junction,  Vt.— White  River 
Enterprises  Inc.  Granted  910  kc,  1  kw  D. 
P.O.  address  %  Alfred  Guarino,  28  N.  Main 
St.  Estimated  construction  cost  $18,336,  first 
year  operating  cost  $27,000,  revenue  $35,000. 
Owners  are  Mr.  and  Mrs.  DuRay  Smith  Jr. 
(each  25%)  and  Mr.  and  Mrs.  Philip  Smith 
Jr.  (24>2%  each).  The  former  are  retired. 
Philip  Smith  is  announcer-program  director, 
WTSV  Claremont,  N.H.  Announced  Feb.  3. 

APPLICATIONS 

Cottonwood,  Ariz. — Verde  Bcstg.  Co.  1410 
kc,  1  kw  D.  P.O.  address  4121  W.  Pinchot, 
Phoenix,  Ariz.  Estimated  construction  cost 
$12,150,  first  year  operating  cost  $32,000. 
revenue  $33,000.  Equal  owners  are  Russell 
G.  Wonnacott,  manager  KOFA  Yuma,  Ariz., 
and  Geraldine  Cowling,  housewife.  An- 
nounced Feb.  2. 

Lemoore,  Calif. — Elbert  H.  Dean  and  B.  L. 
Golden  1240  kc,  250  w.  P.O.  address  5226  N. 
Teilman  Ave.,  Fresno,  Calif.  Estimated  con- 
struction cost  $11,930,  first  year  operating 
cost  $25,000,  revenue  $35,000.  Equal  partners, 
Mr.  Dean  is  chief  engineer  KARM-AM-FM 
Fresno,  and  Mr.  Golden  is  former  owner 
KEAP  Fresno.  Announced  Feb.  4. 

New  Smyrna,  Fla. — Radio  New  Smyrna 
Inc.  1550  kc,  1  kw  D.  P.O.  address  Route  1, 
Box  187,  Land  O  Lakes,  Fla.  Estimated  con- 
struction cost  $7,400,  first  year  operating 
cost  $40,000,  revenue  $50,000.  Equal  owners 
are  Robert  E.  Wadson  minority  owner 
WALT  Tampa  and  John  C.  Dent,  retired 
government  worker,  and  minority  owner, 
National  Equipment  &  Supply,  Washington. 
D.C.  Announced  Jan.  29. 

LouisviUe,  Ga. — Peach  Bcstg.  Co.  1420  kc, 
1  kw  D.  P.O.  address  Box  412,  Clarksville. 
Ga.  Estimated  construction  cost  $23,913,  first 
year  operating  cost  $31,800,  revenue  $42,000. 
Owners  are  Bradley  Lumpkin  Williamson 
(35%),  employe  WRWH  Cleveland,  Ga.; 
Henry  E.  and  John  O.  Braselton  (15%  each), 
Braselton,  Ga.,  grocers,  and  others.  An- 
nounced Feb.  4. 

CaldweU,  Idaho— Christian  Bcstg.  Co.  of 
Idaho  790  kc,  1  kw  D.  P.O.  address  11635 


S.W.  Highway  217,  Tigard,  Ore.  Estimated 

ction  cost  $18,273,  first  yes 
cost  $48,000,  revenue  $66,000.  Equal  partners 


are  Harold  Shaw,  decorator-designer,  and 
F.  Demcy  Mylar,  50%  owner  KRWC  Forest 
Grove,  Ore.  Announced  Feb.  4. 

Aurora,  Mo.— Galen  O.  Gilbert  1550  kc, 
1  kw  D.  P.O.  address  Box  126,  Tahlequah, 
Okla.  Estimated  construction  cost  $13,339, 
first  year  operating  cost  $30,000,  revenue 
$40,000.  Mr.  Gilbert  is  majority  owner  KTLQ 
Tahlequah,  Okla.  Announced  Jan.  30. 

Troy,  N.C.— Troy  Bcstg.  Co.  1390  kc,  500 
w  D.  P.O.  address  Drawer  471,  Rocky  Mount, 
Va.  Estimated  construction  cost  $14,175,  first 
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Zanesvllle,  Ohio — Raymond  I.  Kandel  and 
Gus  Zaharis  940  kc,  250  w  D.  P.O.  address 
4010  Virginia  Ave.,  S.E.,  Charleston  4,  W.Va. 
Estimated  construction  cost  $16,215,  first 
year  operating  cost  $40,000,  revenue  $48,000. 
Equal  partners  Mr.  Kandel  has  interests  in 
WMON  Montgomery  and  WKLC  St.  Albans, 
both  West  Virgina,  and  Mr.  Zaharis  has 
interest  in  WTIP  Charleston.  Announced 
Feb.  4. 

Sapulpa,  Okla. — Sapulpa  Bcstrs.  1550  kc, 
250  w  D.  P.O.  address  5450  N.  Frankfort, 
Tulsa,  Okla.  Estimated  construction  cost 
$16,062,  first  year  operating  cost  $40,000, 
revenue  $48,000.  Equal  partners  are  W.  E. 
Minshall,  sales  manager  KRMG  Tulsa  and 
M.  E.  Klar,  jeweler.  Announced  Feb.  3. 

Smithfield,  Va.— Tidewater  Bcstg.  Co.  940 
kc,  10  kw  D.  P.O.  address  Box  940,  Smith- 
field.  Estimated  construction  cost  $28,200, 
first  year  operating  cost  $65,000,  revenue 
$70,000.  Owners  are  Vernon  H.  Baker  (40%) 
majority  owner  WESR  Tasley,  Va.,  and 
WYNN  Florence,  S.C.;  C.  Brooks  Russell 
(40%)  minority  owner  WESR;  Howard  C. 
Gwaltney  (10%)  Smithfield  mayor,  and 
Charles  F.  Russell  (10%)  hotel-motel  oper- 
ator. Announced  Feb.  4. 

Spencer,  W.Va. — Spencer  Bcstg.  Co.  1400 
kc,  250  w.  P.O.  address  901  Evanwood  Rd., 
Charleston,  W.Va.  Estimated  construction 
cost  $10,300,  first  year  operating  cost  $30,000, 
revenue  $40,000.  Applicants  are  Melvin  S. 
Burka,  manager  and  minority  stockholder 
WTIP  Charleston;  Bernard  A.  Burka,  sales 
manager  and  minority  stockholder  WTIP; 
Gus  Zaharis,  48%  owner  WTIP  and  A.  G. 
Thompson,  Charleston  lawyer  and  minority 
owner  WTIP.  Each  is  25%  owner  of  appli- 
cant company.  Announced  Feb.  4. 

Jackson,  Wis.— Suburban  Bcstg.  Co.  540 
kc,  250  w  D.  P.O.  address  Route  2,  Box 
270-B,  Menomonee  Falls,  Wis.  Estimated 
construction  cost  $74,831,  first  year  operating 
cost  $70,000,  revenue  $95,000.  Equal  owners 
aTe  Charles  H.  Lomas,  owner  Tower  Repair 
and  Maintenance  Service,  Menomonee  Falls; 
Eugene  M.  Gissall,  dental  surgeon;  Donald 
J.  Heyrman,  physician  and  John  C.  An- 
dresek,  contractor.  Announced  Jan.  29. 


Existing  Am  Stations 


ACTIONS  BY  FCC 

KWBY  Colorado  Springs,  Colo. — Granted 
change  on  740  kc  from  250  w  D  to  250  w  N, 
1  kw  LS,  DA-2  unl.;  engineering  condi- 
tions. Announced  Feb.  3. 

KIMN  Denver,  Colo.— Granted  change 
from  DA-1  to  DA-N,  continuing  operation 
on  950  kc,  5  kw  unl.  Announced  Feb.  3. 

KASO  Minden,  La. — Granted  change  from 
unl.  time  to  specified  hours  (which  it  now 
operates  under  temporary  authority),  con- 
tinuing operation  on  1240  kc,  250  w.  An- 
nounced Feb.  3. 

KATZ  St.  Louis,  Mo. — Being  advised  that, 
unless  within  20  days  it  requests  hearing, 
its  application  for  additional  time  to  change 
nighttime  facilities  from  1  to  5  kw,  will  be 
dismissed  and  cp  canceled.  Announced 
Feb.  3. 

KFIR  North  Bend,  Ore.— Granted  trans- 
fer of  control  from  Josephine  E.  Edwards 
to  Vernon  G.  Ludwig  (interest  in  KDOV 
Medford,  Ore.);  consideration  $85,000.  An- 
nounced Jan.  29. 

WHBQ-AM-TV  Memphis,  Tenn.— Waived 
Sec.  3.651  (c)  and  granted  authority  to  uti- 
lize aur.  trans,  of  WHBQ-TV  for  purpose  of 
transmitting  stereophonic  sound  broadcasts 
in  conjunction  with  WHBQ,  for  90  days 
during  hours  when  WHBQ-TV  is  normally 
silent.  Announced  Feb.  3. 

APPLICATIONS 
WJHO  Opelika,  Ala.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw.  Announced 
Jan.  30. 

KTIP  Porterville,  Calif.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  Announced  Jan.  30. 

WTNT  Tallahassee,  Fla.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
make  changes  in  transmitting  equipment 
Announced  Feb.  4. 

WELL  Battle  Creek,  Mich  Cp  to  increase 

daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (Request  waiver  Sec 
3.188  [d]  of  rules.)  Announced  Feb.  2. 

KUKU  Willow  Springs,  Mo.— Cp  to  in- 
crease power  from  500  w  to  1  kw  and  install 
new  trans.  Announced  Feb.  4. 

KHUB  Fremont,  Neb.— Cp  to  change  fre- 
quency from  1340  kc  to  1330  kc;  increase 
power  from  100  w  to  500  w;  change  hours 
of  operation  from  specified  hours  to  day- 
time and  make  changes  in  trans.  Announced 
Jan.  29. 

KRBO  Las  Vegas,  Nev.— Cp  to  change 
frequency  from  1050  kc  to  1400  kc;  change 
hours  of  operation  from  D  to  unl.,  using 
power  of  500  w.  Announced  Feb.  3 

WGBB  Freeport,  N.Y.— Cp  to  increase 
power  (D)  from  250  w  to  1  kw  and  install 
new  trans.  Announced  Feb.  4. 
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KCLX  Colfax,  Wash.— Cp  to  increase  D 
power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Feb.  4. 

KQDE  Renton,  Wash.— Cp  to  change  pow- 
er from  1  kw  unl.  to  1  kw,  5  kw  LS,  change 
ant. -trans,  and  studio  location,  change  from 
DA-1  to  DA-2  and  change  station  location 
to  Seattle,  Wash.,  and  install  new  trans. 
Announced  Feb.  3. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Mountain  View,  Calif.— Foothill  Jr.  Col- 
lege Dist.  Granted  *88.5  mc,  10  w.  P.O.  ad- 
dress %  Aria  L.  DeHart,  150  El  Camino  Real. 
Estimated  construction  cost  $4,500,  first  year 
operating  cost  $400.  Announced  Feb.  3. 

Sacramento,  Calif.— Dale  W.  Flewelling. 
Granted  98.5  mc,  3.5  kw  unl.  P.O.  address 
1818  Q  St.,  Sacramento.  Estimated  construc- 


ling  has  teaching  background.  Announced 
Feb.  3. 

Santa  Clara,  Calif.— University  of  Santa 
Clara.  Granted  cp  for  new  noncommercial 
educational  fm  station  to  operate  on  90.1 
mc;  ERP  1.1  kw.  Announced  Jan.  29. 

Bloomington,  Ind. — Sarkes  Tarzian  Inc. 
Granted  82.3  mc,  31  kw.  P.O.  address  E. 
Hiss,  Hillside  Dr.  Estimated  construction 
cost  $22,977.  Station  to  duplicate  programs 
of  applicant's  am  outlet,  WTTS  Blooming- 
ton,  Announced  Jan.  29. 

Louisville,  Ky.  —  Jefferson  Bcstg.  Co. 
Granted  95.1  mc,  13.5  kw.  P.O.  address  % 
Station  WTMT,  1300  S.  4th  St.,  Louisville. 
Estimated  construction  cost  $18,030,  first 
year  operating  cost  $2,500,  revenue  $3,000. 
Applicant  is  licensee  of  WTMT  Louisville. 
Earl  F.  Hash,  president  and  27.3%  stock- 
holder, also  owns  KPID  Payette,  Idaho. 
Announced  Jan.  29. 

Medford,  Mass. — Conant  Bcstg.  Co.  Grant- 
ed 107.9  mc,  15  kw.  P.O.  address  99  Revere 
Beach  Pkwy.  Estimated  construction  cost 
$14,515,  first  year  operating  cost  $25,000, 
revenue  $35,000.  Applicant  is  licensee  "of 
WHIL  Medford.  Announced  Jan.  29. 

East  Lansing,  Mich.  —  Mid-State  Bcstg. 
Corp.  Granted  99.1  mc,  30  kw.  P.O.  address 
%  Robert  J.  Coleman,  Box  289.  Estimated 
construction  cost  $54,547,  first  year  operating 
cost  $33,500,  revenue  $34,000.  Owners  are 
James  F.  Anderton  (66.67%),  iron  and  steel 
executive;  John  P.  McGoff  (16.67%),  Mich. 
State  U.  concert  manager;  and  Robert  J. 
Coleman  (16.67%),  executive  secretary, 
Mich.  Assn.  of  Bcstrs.  Announced  Jan.  29. 

Hempstead,  N.Y.— Hofstra  College.  Grant- 
ed cp  for  new  noncommercial  educational 
fm  station  to  operate  on  88.7  mc  with  10 
w.  Announced  Feb.  3. 

San  Juan,  P.R.— Department  of  Education 
of  Puerto  Rico.  Granted  cp  for  new  non- 
commercial educational  fm  station  to  op- 
erate on  89.7  mc;  ERP  840  w;  ant.  740 
ft.  Announced  Feb.  3. 

Bellingham,  Wash.  —  International  Good 
Music  Inc.  Granted  92.9  mc,  20  kw.  P.O.  ad- 
dress 1151  Ellis  St.  Estimated  construction 
cost  $16,530,  first  year  operating  cost  $30,000, 
revenue  $30,000.  Applicant  is  owned  by  li- 
censee of  KVOS  Bellingham.  Rogan  Jones, 
86.49%  owner,  also  owns  60%  of  KPQ 
Wenatchee,  Wash.  Announced  Feb.  3. 

APPLICATIONS 

Omaha,  Neb.— Jack  L.  Katz  Enterprises 
94.3  mc,  0.25  kw.  P.O.  address  924  City 
National  Bank  Bldg.  Estimated  construc- 
tion cost  $9,978,  first  year  operating  cost 
$12,120,  revenue  $14,140.  Mr.  Katz,  90%  own- 
er is  salesman  at  KMTV  Omaha.  Other 
partners  (5%  each)  are  Donald  L.  Stern, 
attorney,  and  Bill  L.  Dunbar,  Motorola  em- 
ploye. (Announced  Jan.  7,  omitted  from 
Jan.  12  issue.) 

Trenton,  N.J.— WBUD  Inc.  101.5  mc,  25.8 
kw.  P.O.  address  Box  158.  Estimated  con- 
struction cost  $20,050,  first  year  operating 
cost  $3,000.  Announced  Feb.  2. 

Port  Jefferson,  N.Y.— High  Fidelity  Music 
Co.  95.9  mc,  0.74  kw.  P.O.  address  20  Lake 
End  Rd.,  Merrick,  N.Y,  Sole  owner  John 
R.  Rieger  Jr.  is  owner  WLIR  (FM)  Hicks- 
ville,  N.Y.  Announced  Feb.  2. 


Existing  Fm  Stations 


ACTIONS  BY  FCC 

KEAR  (FM)  San  Francisco,  Calif.— Grant- 
ed assignment  of  license  to  Family  Stations 
Inc.  (Harold  Camping,  president);  consider- 
ation $100,000.  Announced  Jan.  29. 

WUST-FM  Bethesda,  Md.— Granted  cp  to 
change  from  class  A  on  106.3  mc  to  class  B 
on  94.7  mc;  change  power  from  500  w  to 
20  kw  and  ant.  from  320  ft.  to  245  ft.,  and 


Equipping  a 
Radio  Station  ? 


New  RCA 
5  KW  FM  Transmitter 
Designed  for 
Multiplexing 

A  "Direct  FM"  system  plus  many 
other  outstanding  performance 
features  such  as  built-in  remote 
control  provisions  and  screen  volt- 
age power  output  control,  make  the 
BTF-5B  today's  best  FM  transmit- 
ter buy.  Its  5000-watt  power  out- 
put provides  adequate  coverage  of 
a  multiplex  channel  and  improved 
coverage  for  conventional  opera- 
tion. New  Exciter,  Type  BTE-10B, 
uses/'Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  re- 
quired. Whatever  your  equipment 
needs-SEE  RCA  FIRST! 

Or  write  for  descriptive  liter- 
ature to  RCA,  Dept.  PB-22, 
Building  15-1,  Camden,  N.  J. 

RADIO  CORPORATION 
of  AMERICA 


APPLICATION 
KATY-FM  San  Luis  Obispo,  Calif.— Cp  to 

change  frequency  from  99.9  mc  to  94.5  mc, 
and  change  type  trans.  Announced  Feb.  2. 

Ownership  Changes 

ACTIONS  BY  FCC 

KFMU  (FM)  Los  Angeles,  Calif. — Granted 
assignment  of  license  to  Metropolitan  Thea- 
tres Corp.;  consideration  $100,000  plus  agree- 
ment not  to  compete  in  radio  business  in 
area  for  five-year  period.  Assignee's  sole 
stockholder  is  Eighth  Street  Theatres  Corp., 
which  is  wholly  owned  by  Sherrill  C.  Cor- 
win,  who  has  interest  in  KAKE-AM-TV 
Wichita,  Kan.;  KPRO  Riverside;  KROP 
Blythe;  KYOR  Brawley;  KREO  Indio,  and 
100%  owner  KB  AY  (FM)  and  KBAY-TV 
San  Francisco;  KFMX  (FM)  and  KFMX-TV 
(formerly  KEZY)  San  Diego;  KPAX  (FM) 
San  Bernardino,  and  KFMC  (FM)  Santa 
Barbara,  all  California.  Announced  Feb.  3. 

KACY  Port  Hueneme,  Calif. — Granted  as- 
signment of  license  to  Lincoln  Dellar  (in- 
terest in  permittee  of  new  tv  station  on 
ch.  17  at  Bakersfield);  consideration  $83,000. 
Announced  Feb.  3. 

WAPG  Arcadia,  Fla. — Granted  assign- 
ment of  license  from  H.  F.  McKee  as  in- 
dividual to  new  corporation;  Arcadia-Punta 
Gorda  Bcstg.  Co.  (H.  D.  Ryals,  president); 
consideration  $55,000.  Announced  Feb.  3. 

WQXT-AM-FM  Palm  Beach,  Fla.— Grant- 
ed assignment  of  licenses  and  SCA  to  Flame 
Radio  and  Tele.  Co.  (Emma  S.  Pell,  presi- 
dent); consideration  $112,785.  Announced 
Feb.  3. 

KSAL  Salina,  Kan.— Granted  assignment 
of  license  to  Salina  Bcstg.  Inc.  (KFOR  Lin- 
coln, Neb.;  KRGI  Grand  Island,  Neb.,  and 
KMNS  Sioux  City,  Iowa);  consideration 
$350,000.  Announced  Feb.  3. 

KBSF  Springhill,  La— Granted  assign- 
ment of  license  from  James  L.  Boucher, 
et  al.,  to  Johnnie  K.  Hill,  tr/as  Springhill 
Bcstg.  Co.;  consideration  $60,000.  Announced 
Feb.  3. 

WTAC  Flint,  Mich. — Granted  assignment 
of  license  to  L  &  P  Bcstg.  Corp.  (Leonard 
and  Phil  Chess);  consideration  $278,000. 
Announced  Feb.  3. 

WNLA  Indianola,  Miss.— Granted  assign- 
ment of  license  to  Radio  Cleveland  Inc. 
(WCLD  Cleveland,  Miss.);  consideration 
$30,000.  Announced  Feb.  3. 

WMUR-TV  Manchester,  N.H.  —  Granted 
assignment  of  licenses  to  United  Tele.  Co. 
of  New  Hampshire,  consideration  $450,000. 
Assignee  stock  is  held  by  Friendly  Bcstg. 
Co.,  99%  owned  by  Richard  Eaton  who  has 
interest  in  WSID-AM-FM-TV  Baltimore, 
Md.;  WINX  Rockville,  Md.;  WOOK-AM-TV 
and  WFAN  (FM)  Washington,  D.C.;  WARK- 
AM-FM  Hagerstown,  Md.;  WANT  Richmond, 
Va.;  WYOU  and  WACH-TV  Newport  News, 
Va.,  and  WSRS-AM-FM  Cleveland  Heights, 
Ohio.  Announced  Feb.  3. 

KASA  Elk  City,  Okla.— Granted  assign- 
ment of  license  from  Leo  R.  Morris,  Jackson 
R.  Webb  and  Carl  Stephens  to  Webb  and 
Stephens;  new  owners  obtain  Morris'  50% 
'  interest  for  assumption  of  debts.  Announced 
Feb.  3. 

KIHN  Hugo,  Okla.— Granted  transfer  of 
control  from  O.  A.  and  Gladys  M.  Brewer 
and  W.  E.  and  Ollie  O.  Schooler  to  Dave 
and  Leeta  Brawner;  consideration  $45,000; 
conditioned  that  transfer  not  be  consum- 
mated until  transferees  have  disposed  of 
interest  in  KFTV  Paris,  Tex.  Announced 
Feb.  3. 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Feb.  4 
ON  AIR 


Lie. 

3,286 
543 
43  21 


Cps 

53 
39 


CP 

Not  on  air 

122 
135 
104 


TOTAL  APPLICATIONS 

For  new  stations 

624 
62 
105 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Feb.  4 


Commercial 
Non-Commercial 


VHF 

435 
30 


UHF 

80 
8 


COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Dec.  31,  1958 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  the  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  in  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 

Applications  for  major  changes  (not  In  hearing) 

Applications  for  major  changes  (in  hearing) 

Total  applications  for  major  changes 

Licenses  deleted 

CPs  deleted 


AM 

3,286 
40 
114 

3,440 
470 
124 
594 
478 
48 
526 


FM 

543 
35 
117 
695 


TOTAL 

515» 
38* 


4321 
83s 

104 

666 
38 
70 

108 
37 
17 
54 
1 
1 


the 


but  retain  theii 


1  There  are,  in  addition,  seven  tv  stations  which  are  no  longer 
licenses. 

1  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

4  There  has  been,  In  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


KHEM  Big  Spring,  Tex. — Granted  assign- 
ment of  license  to  Thomas  E.  Conner  and 
Robert  E.  Bradbury  Jr.,  d/b  as  The  Cobra 
Bcstg.  Co.;  consideration  $57,607.  Announced 
Feb.  3. 

APPLICATIONS 

KZOK  Prescott,  Ariz.— Seeks  assignment 
of  license  from  Northern  Arizona  Aircast- 
ers  Inc.  to  Harvey  Raymond  Odom.  Con- 
sideration, $28,806.  Mr.  Odom  is  former  one- 
third  owner  KHEY  El  Paso,  Tex. 

KWRF  Warren,  Ark.— Seeks  transfer  of 
license  from  Paul  Fiser,  John  G.  Rye  and 
Lee  Reaves  to  Weldon  and  Violet  Sledge. 
Mr.  Sledge  is  former  owner  KWRW  Guthrie, 
Okla.  Consideration  $50,000.  Announced  Feb. 
3. 

KAPI  Pueblo,  Col. — Seeks  assignment  of 
cp  from  Ray  J.  Williams  to  Centennial  Radio 
Corp.  which  is  wholly  owned  by  Mr.  Wil- 
liams. Announced  Feb.  4. 

KAVI  Rocky  Ford,  Col.— Seeks  assign- 
ment of  license  from  Ray  J.  Williams  to 
Centennial  Radio  Corp.,  wholly  owned  by 
Mr.  Williams.  Announced  Feb.  4. 

WBMK  West  Point,  Ga.— Seeks  transfer 
of  license  from  Radio  Valley  Inc.  of  Mary- 
land to  Radio  Valley  Inc.  of  Georgia,  with 
no  change  of  ownership  involved.  An- 
nounced Feb.  3. 
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RADIO  STATION 


(Southern  Middlewest  —  Can  be 
Money-maker.  Total  price  $200,- 
000.  $75,000  cash  handles.  Lib- 
eral terms  on  balance.  Full-time 
independent. 

MIDDLEWEST 

Contact  the  CHICAGO  OFFICE,  Tribune  Tower,  DEIaware  7-2754,  or  the  office  nearest  you 


HAMILTON  •  STUBBLEFIELD.  •  TWINING  and  Associates, Inc. 


BROKERS  •  RADIO  AND  TELEVISION  STATIONS  •  NEWSPAPERS 

|  Ul  Sutter  St.  -  j  1511  Bryan  St.  .  ,.,.,uiii*Tnu  ■>  r  i  1737  De  Sales  St.  N.  W. 

|  EXbrook  2-5671         UALLfli  (Riverside  8-117 


WASHINGTON,  D.  C. 


Executive  3-3456 


152    (FOR  THE  RECORD) 


WTVW  (TV)  Evansville,  Ind.— Seeks  in- 
voluntary assignment  of  license  from  Evans- 
ville Television  Inc.  to  Douglas  H.  McDon- 
ald, trustee.  Announced  Feb.  4. 

KYSS  Missoula,  Mont. — Seeks  assignment 
of  cp  from  Missoula  Bcstrs.  to  Treasure 
State  Bcstg.  Co.  Consideration  $1,625.  Pur- 
chasers are  Wallace  K.  Reid,  (25%)  one- 
third  partner  in  KORD  Pasco;  Robert  D. 
Chamberlain,  (37.5%)  Pasco  financier,  and 
A.  James  Arrighi,  (37.5%)  businessman  in 
Spokane,  all  Washington  state.  Announced 
Feb.  4. 

WRMT  Rocky  Mount,  N.C. — Seeks  trans- 
fer of  cp  from  Marvin  R.  Robbins  to  Olinda 
Enterprises  Inc.  Mr.  Robbins  will  receive 
250  shares  of  preferred  stock  in  Olinda  and 
$9,000.  Owners  will  be  Mr.  Robbins  (68.8r7  ). 
Norman  Suttles  (31.6%)  and  others.  Mr. 
Robbins  is  in  insurance,  and  Mr.  Suttles  is 
manager  WRMT.  Announced  Feb.  4. 

WIMA-AM-FM  Lima,  Ohio — Seeks  assign- 
ment of  minority  interest  in  Northwestern 
Ohio  Bcstg.  Corp.  from  George  E.  Hamilton, 
present  50%  owner  to  his  daughter  Mrs. 
Suzanne  Hamilton  Stewart  as  a  gift.  No 
financial  consideration  involved.  Announced 
Feb.  4. 

WHAT-FM  Philadelphia,  Pa.— Seeks  as- 
signment of  license  from  Independence 
Bcstg.  Co.  to  WHAT-FM  Inc.,  a  wholly 
owned  subsidiary  of  Independence.  An- 
nounced Feb.  4. 

WTYC  Rock  Hill,  S.C.— Seeks  transfer  of 
control  of  licensee,  Tri- County  Bcstg.  Co. 
from  T.  Lamar  and  Marguerite  Simmons; 

A.  Lincoln  and  Pauline  E.  Faulk  to  E.  L. 
Burwell,  R.  H.  Whitesides  and  Jonas  R. 
Bridges,  each  purchasing  25%  interest.  Con- 
sideration, $46,900.  After  transfer,  Mr.  and 
Mrs.  Simmons  will  collectively  hold  25% 
interest.  Mr.  Whitesides  owns  WKMT,  Kings 
Mountain,  N.C.  Mr.  Bridges  is  manager 
WKMT,  and  Mr.  Burwell  is  manager  WTYC. 
Announced  Jan.  29. 

WBAC  Cleveland,  Tenn.— Seeks  transfer 
of  control  of  licensee  corp.  Fitch  &  Kile 
Inc.  from  Susan  M.  Fitch,  executrix  of 
estate  of  Thad  F.  Fitch,  deceased,  and 
Walter  T.  Kile  to  equal  partners  Charles 

B.  Britt  and  James  Ayers.  Consideration 
$5,000  and  liabilities  not  to  exceed  $120,000 
Mr.  Britt  is  majority  owner  WIRY  Platts- 
burg,  N.Y.  and  equal  partner  with  Mr. 
Ayers  in  WJBS  DeLand,  Fla.  Mr.  Ayers 
also  owns  station  representative  firm  in 
Atlanta,  Ga.  Announced  Jan.  30. 

KOKE  Austin,  Tex. — Seeks  assignment  of 
50%  interest  in  Radio  KOKE  Inc.  from  Giles 
E.  Miller  to  G.  E.  Miller  &  Co.  Announced 
Feb.  4. 

KCTV  (TV)  San  Angelo,  Tex.— Seeks  as- 
signment of  control  of  licensee  Westex  Tele- 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices  ME.  8-5411 

1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 

WASHINGTON,  D.  C. 
P.  O.  BOX  7037        JACKSON  5302 
KANSAS    CITY,  MO. 
Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quiney  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb} 


Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
61 7  Albee  Bldg.      Executive  3-461 6 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


JAMES  C.  McNARY 

Consulting  Engineer 
National   Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 
Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,   N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville.  Ohio 
(a  Cleveland  Suburb) 
Teh  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION   and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


er vice 


ir ecto 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOB  AM-FM-TV 
P.  O.  Box  7037     Konwis  City,  Mo. 
Pfcotw  Jackson  3-5302 


CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Tectmlool  Institute  Curricula 

3224  16th  St.,  N.  W. 
Washington  10,  0.  C. 

Practical     Broadcast.     TV  Electronics 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montelair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 


KEAR  &  KENNEDY 

>2  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
O  Liver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 


Box  68,  International  Airport 
San    Francisco   28,  California 


Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


RALPH  J.  BITZER 

CONSULTING  ENGINEER 
Suite  298,  Arcade  Bldg., 
St.  Louis  1,  Mo.      Garfield  1-4954 
"For  Results  in  Broadcast 
Engineering" 
AM-FM-TV 
Allocations  •  Applications 
Petitions  •  Licensing  Field  Service 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-0215 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electro  nice 
1610  Eye  St.,  N.  W. 
Washington,  D.  C 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyltoe  6-1603 
Denver  22,  Colorado 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Seite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK   Electronics   Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-1431.  5-5544 


SPOT  YOUR  FIRM'S  NAME  HIRE, 
To  Be  Seen  by  85,000*  Readers 
— among  rhem,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
•ARB  Continuing  Readership  Study 
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PROMINENT 

BROADCASTERS 

choose 

Stainless 
TOWERS 


Joe  M.  Baisch,  General  Manager 

WREX-TV 

ROCKFORD,  ILLINOIS 


Richard  Peck,  Chief  Engineer 

And  for  good  reasons,  too: 

*  Stainless   EXPERIENCE   in  design 
and  fabrication 

*  RELIABILITY  of  Stainless  installa- 
tions 

*  LOW  MAINTENANCE  COSTS  of 
Stainless  towers 

Ask  today  tor  free 
literature  and  in- 
formation. 


NORTH  WALES  •  PENNSYLVANIA 


vision  Co.  from  Angelo  Bcstg.  Telecstg.  Inc. 
to  Big  Spring  Bcstg.  Co.  which  is  owned  by 
Houston   H.   Harte   and   Edwin   H.  Harte 

(48.32%  each)  and  A.  L.  Hall  (3.36%).  Con- 
sideration $31,487.  Messrs.  Harte  are  presi- 
dent and  vice  president  of  San  Angelo 
Standard.  Announced  Feb.  4. 

'WCFV  Clifton  Forge,  Va.— Seeks  transfer 
of  license  from  Clifton  Forge  Bcstg.  Corp. 
to  James  R.  Reese  Jr.  Consideration  $45,000. 
Mr.  Reese  is  80%  owner  WCBG  Chambers- 
burg,  Pa.  Announced  Feb.  4. 

KLYK  Spokane,  Wash.— Seeks  transfer  of 
control  from  KLYK  Inc.  to  Marie  Storm 
Taft,  Archie  Taft  Jr.,  and  W.  L.  Simpson. 
Consideration  $43,000.  Mrs.  Taft  is  majority 
owner  KOL  Seattle;  Mr.  Taft  is  majority 
owner  KBKW  Aberdeen,  and  minority  own- 
er KRKO  Everett,  all  Washington,  and  Mr- 
Simpson  is  assistant  manager  KOL.  An- 
nounced Feb.  4. 

WMNF  Richwood,  W.Va.— Seeks  transfer 
of  license  from  Royal  Bcstg.  Co.  to  W. 
Courtney  Evans.  Consideration  $40,000.  Mr. 
Evans  is  former  owner  WICO  Salisbury, 
Md.  Announced  Feb.  4. 

KRAL  Rawlings,  Wyo. — Seeks  assignment 
of  control  of  Rawlings  Bcstg.  Co.  from 
Rawlins  Newspapers  Inc.  to  William  C. 
Grove,  present  25%  owner.  Rawlins  News- 
papers Inc.  presently  owns  50%,  and  Win- 
field  Clark  Grove  25%.  After  transfer  Wil- 
liam Grove  will  own  70.5%  and  Winfield 
Grove  will  own  29.5%.  Consideration  $32,- 
750.  Announced  Feb.  4. 

Hearing  Cases 

FINAL  DECISIONS 

By  decision,  Commission  granted  applica- 
tion of  Dept.  of  Education  of  Puerto  Rico 
for  new  tv  station  to  operate  on  commercial 
ch.  3  in  Mayaguez,  P.R.,  and  denied  com- 
peting application  of  Sucesion  Luis  Pirallo- 
Castellanos;  also  dismissed  as  moot  Dept.'s 
petition  requesting  that  principals  of  Suce- 
sion Luis  Pirallo-Castellanos  be  directed  to 
elect  between  their  application  in  this  pro- 
ceeding and  application  by  Abocoa  Radio 
Corp.  for  ch.  12  in  Arecibo-Aguidilla.  Comr. 
Lee  dissented.  Announced  Feb.  3. 

By  order.  Commission  made  effective  im- 
mediately Dec.  23,  1958  initial  decision 
granting  application  of  WSBC  Bcstg.  Co. 
for  new  class  B  fm  station  to  operate  on 
93.1  mc  in  Chicago.  111.,  and  denying  similar 
application  of  Electronic  Music  Co.  which 
was  in  default  for  failure  to  appear  and 
prosecute.  Announced  Feb.  3. 

By  order,  Commission  made  effective  Dec. 
17,  1958  initial  decision  granting  applications 
of  Leavenworth  Bcstg.  Co.  to  increase  pow- 
er of  am  station  KCLO  Leavenworth,  Kan., 
from  500  w  to  5  kw,  with  DA  continuing 
operation  on  1410  kc  D.  Wichita  Beacon 
Bcstg.  Co.  Inc.,  to  increase  daytime  power 
of  station  KWBB  Wichita.  Kan.,  from  1  kw 
to  5  kw,  continuing  operation  on  1410  kc 
with  1  kw  N,  DA-2.  and  Bowie-Nocona 
Bcstg.  Co.  for  new  station  to  operate  on 
1410  kc,  500  w  D,  DA,  in  Bowie,  Tex.  An- 
nounced Feb.  3. 

INITIAL  DECISIONS 

Hearing  Examiner  Isadore  A.  Honig  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  Westminster  Bcstg.  Co. 
to  increase  power  of  station  WCME  Bruns- 
wick. Me.,  from  500  w  to  1  kw,  continuing 
operation  on  900  kc  D.  Announced  Feb.  4. 

Hearing  Examiner  MillaTd  F.  French  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  University  Advertising 
Co.  for  new  am  station  to  operate  on  1150 
kc,  500  w  DA,  D.  in  Highland  Park,  Tex. 
Announced  Jan.  30. 

Hearing  Examiner  Forest  L.  McClenning 
issued  initial  decision  looking  toward  grant- 
ing application  of  Central  West  Virginia 
Service  Corp.  to  change  facilities  of  am 
station  WHAW  Weston,  W.Va.,  from  1450 
kc,  250  w  unl.,  to  980  kc,  1  kw  D.  An- 
nounced Jan.  29. 

Hearing  Examiner  Herbert  Sharfman  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  WKOX  Inc.,  for  new  class 
B  fm  station  to  operate  on  105.7  mc  in 
Framingham,  Mass.  Announced  Jan.  29. 
OTHER  ACTIONS 

Majority  of  Commission  on  Feb.  3  di- 
rected preparation  of  document  looking  to- 
ward maintaining  its  Dec.  10  stay  of  grants 
to  Tomah-Mauston  Bcstg.  Co.,  for  new  am 
station  (WTMB)  on  1390  kc,  500  w  D,  in 
Tomah,  Wis.,  and  mod.  of  cp  pending  deci- 
sion after  hearing  on  protest  by  William  C. 
Forrest  (WRDB),  Reedsburg,  Wis.  An- 
nounced Feb.  3. 

By  memorandum  opinion  and  order  in  pro- 
ceeding on  competing  applications  for  new 
tv  stations  to  operate  on  ch.  8  m  Moline,  111. 
Commission  (1)  accepted  certain  supple- 
mental pleadings  by  Community  Telecasting 
Corp  Tele-Views  News  Co.,  and  Iowa- 
Illinois  Television  Co.;  (2)  denied  petition 
by  Iowa-Illinois  to  enlarge  issues  to  inquire 


into  financial  qualifications  of  Midland 
Bcstg.  Co.,  and  (3)  granted  motion  and  sup- 
plement by  Community  to  extent  of  adding 
issue  to  determine  financial  qualification  of 
Tele-Views,  denied  Community's  motion  in 
all  other  respects  except  those  which  have 
become  moot  or  have  been  withdrawn  and 
that  portion  requesting  enlargement  of  is- 
sues to  include  legal  qualifications  of  Iowa- 
Illinois  which  will  be  treated  in  subsequent 
document.  Announced  Feb.  3. 
By  memorandum  opinion  and  order,  Corn- 
denied  Nov.   12,  1958,   petition  by 
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Henry  B.  Clay,  resident  of  Shreveport,  La., 
requesting  rule-making  to  delete  ch.  9  from 
Hot  Springs,  Ark.,  and  assigned  ch.  10  to 
Shreveport,  La.,  by  channel  changes  affect- 
ing El  Dorado  and  Little  Rock,  Ark.,  as  well 
as  Hot  Springs  and  Shreveport.  Chairman 
Doerfer  and  Comr.  Hyde  dissented.  An- 
nounced Jan.  29. 

By  order,  Commission  dismissed  as  moot 
petition  by  Mountain  Bcstg.  Co.  for  review 
of  examiner  ruling  and  opposition  thereto 
filed  by  Radio  Mid-Pom  Inc.,  in  proceeding 
involving  their  applications  for  new  am 
stations  in  Middleport  -  Pomeroy,  Ohio. 
Mountain  State  application  has  been  dis- 
missed at  its  request.  Announced  Feb.  3. 

By  order,  Commission  dismissed  as  moot 
July  8,  1958,  petition  by  Storer  Bcstg.  Co., 
requesting  that  Seaboard  Radio  Bcstg.  Corp. 
(WIBG-FM)  and  the  William  Penn  Bcstg. 
Co.  (WPEN-FM),  Philadelphia,  Pa.,  show 
cause  why  their  frequencies  should  not  be 
exchanged  in  order  to  eliminate  alleged 
harmonic  interference  to  visual  signal  of 
WVUE  (TV)  Wilmington,  Del.,  of  which 
petitioner  was  then  licensee;  station  was 
deleted  Dec.  22,  1958.  Announced  Feb.  3. 

By  order,  Commission  denied  petition  by 
West  Bend  Bcstg.  Co.  (WBKV  West  Bend, 
Wis.)  to  become  applicant  in  consolidated 
proceeding  involving  three  mutually  exclu- 
sive applications  (Russell  G.  Salter  Inc.  and 
Dixon  Bcstg.  Co.  for  new  stations  on  1460 
kc,  1  kw  D,  at  Dixon,  111.,  and  WRAC  Inc.. 
to  move  trans,  site  and  increase  ant.  height 
and  radiation  of  WRAC  Racine,  Wis.,  on 
1460  kc,  500  w  D),  and  dismissed  as  moot 
motion  to  change  and  enlarge  issues;  ac- 
cepted for  filing  WBKV  application  to  in- 
crease power  from  500  w  to  1  kw  (1470  kc 
D).  Announced  Feb.  3. 

By  memorandum  opinion  and  order.  Com- 
mission (1)  granted  protest  and  petition  for 
reconsideration  filed  by  Harry  Weinberg 
and  800  Corp.  to  extent  of  designating  for 
hearing  application  for  transfer  of  control 
of  Hawaiian  Bcstg.  System  Ltd.  (KGMB- 
AM-TV  Honolulu,  KHBC-AM-TV  Hilo,  and 
KMAU-TV  and  aux.  Wailuku,  Hawaii), 
from  Consolidated  Amusement  Co.  Ltd.,  to 
Hialand  Development  Corp..  (2)  permitted 
Dec.  3  grant  of  application  to  remain  in 
effect  pending  decision  after  hearing,  and 
(3)  made  protestants  parties  to  proceeding. 
Announced  Jan.  29. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  Forrest  City 
Bcstg.  Co.  (am  station  KXJK).  Forrest  City. 
Ark.,  for  rule  making  to  shift  ch.  8  from 
Jonesboro,  Ark.,  to  Forrest  City.  Announced 
Jan.  29.  „  ^ 

Quad  Cities  Bcstg.  Co.,  Brazil,  Ind.— 
Designated  for  hearing  application  for  new 
am  station  to  operate  on  1380  kc.  500  w  D: 
made  WTTS  Bloomington,  Ind.,  party  to 
proceeding.  Announced  Feb.  3.  _ 

Granite  City  Bcstg.  Co.,  Mount  Airy,  N.C.; 
WLSI  Pikesville,  Ky. — Designated  for  con- 
solidated hearing  application  of  Granite  for 
new  am  station  to  operate  on  900  kc,  250  w 
D  and  WLSI  to  increase  power  from  1  kw 
to  5  kw,  continuing  operation  on  900  kc 
D;  made  WJHL  Johnson  City,  WKXV  Knox- 
ville,  both  Tennessee.  WKYW  Louisville  and 
WTCW  Whitesburg,  both  Kentucky,  parties 
to  proceeding.  Announced  Feb.  3. 

Malrite  Bcstg.  Co.,  Tiffin,  Ohio;  Dale 
Windnagel,  Oak  Harbor,  Ohio — Designated 
for  consolidated  hearing  applications  for 
new  am  stations  to  operate  on  1600  kc  DA,  D 
—Malrite  with  500  w  and  Windnagel  with 
1  kw.  Announced  Feb.  3. 

Louis  W.  Skelly,  Conneaut,  Ohio;  WMCK 
McKeesport.  Pa.— Designated  for  consoli- 
dated hearing  applications  of  Skelly  for 
new  am  station  to  operate  on  1360  kc,  500 
w  D,  and  WMCK  to  increase  daytime  power 
from  1  kw  to  5  kw,  continuing  unlimited 
time  operation  on  1360  kc  with  1  kw  N 
DA-N;  made  WCVI  Connellsville,  Pa.,  and 
WMOD  Moundsville,  W.Va..  parties  to  pro- 
ceeding. Announced  Feb.  3. 

New  Madrid  County  Bcstg.  Co.,  Portage- 
ville,  Mo.;  WHDM  McKenzie,  Tenn.— Desig- 
nated for  hearing  applications  of  New 
Madrid  for  new  am  station  to  operate  on 
1050  kc,  250  w  D,  and  WHDM  to  change 
facilities  from  1440  kc,  500  w  D  to  1050  kc. 
1  kw  D,  in  consolidated  proceeding  with 
applications  of  Graves  County  Bcstg.  Co. 
Inc.  for  new  am  station  on  1050  kc,  250  w  D, 
in  Providence,  Ky.,  and  Muhlenburg  Bcstg. 

Continued  on  page  159 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only,)  ( FIN A.L,  DEADLIN E — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  20$  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word— $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  304  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photo*, 
etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 
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Help  Wanted— (Cont'd) 

Help  Wanted — Management 

Sales 

Announcers 

Manager  capable  of  handling  sales  for  an 
especially  active  television-radio  operation. 
Box  621H,  BROADCASTING. 


Established  music  and  news  independent  in 
prosperous  metropolitan  Illinois  city,  not 
Chicago,  seeks  experienced,  hard-working 
station  manager  looking  for  solid  future. 
Must  be  strong  on  sales,  able  to  come  up 
with  selling  and  promotion  ideas,  make 
best  use  of  excellent  program  staff.  Station 
operating  profitably  but  can  do  better.  Wire 
full  details  of  background  and  experience 
to  Box  667H,  BROADCASTING. 


Aggressive  manager  wanted  for  top  Missis- 
sippi station.  Must  have  good  sales  back- 
ground. Write,  wire,  phone  Ross  Charles, 
WDDT,  Greenville,  Miss. 

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data,  General  Mana- 
ger Box  134H,  BROADCASTING. 


Salesman — Excellent  opportunity  for  good 
producer.  Strong  independent,  major  Indi- 
ana market.  $6000  plus.  Box  449H,  BROAD- 
CASTING. 


Sales  manager  wanted  8  to  10  years  or  more 
well-rounded  radio  experience.  Proven  sales 
record  and  know-how  in  production  spots. 
Illinois  kilowatt.  Liberal  salary,  over-ride, 
bonus,  many  fringe  benefits.  List  experience 
in  detail.  Box  585H,  BROADCASTING. 


Commercial  manager.  Good  salary  plus  com- 
mission for  man  able  to  produce  results. 
Prefer  man  over  30.  Enterprising  station  in 
southeastern  Virginia.  Reply  Box  612H, 
BROADCASTING. 


California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 


Good  salesman  who  can  announce  and  op- 
erate board  needed  immediately.  Salary 
and/or  guarantee  commensurate  with  abil- 
ity. Send  tape  and  full  details  to  Don 
Mitchell,  marked  personal,  Radio  Station 
WLAQ,  Box  228,  Rome,  Ga. 


Solid  radio  salesman  wanted  to  take  over 
established  account  list.  Highly  successful 
1  kw  soon  to  go  to  5  kw.  Opening  created 
by  staff  promotion.  Full  details  to  WMTX, 
Mt.  Vernon,  Illinois. 


Salesmen — Needed  for  our  Florida  stations. 
We  have  immediate  openings  for  responsible, 
reliable,  experienced  men,  salary  plus  per- 
centage. Send  complete  details  to  Hal  King, 
WTTT,  P.O.  Box  8716,  Jacksonville  11, 
Florida. 


Small-medium  market  managers-sales  man- 
agers come  to  the  city  and  sell  for  the 
south's  most  progressive  negro  radio  group. 
Top  salesmen  make  8-10  thousand  per  year, 
advancing  to  managers  making  12-15  per 
year.  Opportunities  unlimited,  aggressive 
men  28  to  39.  Send  complete  resume  and 
photograph  first  letter.  McLendon  Ebony 
Radio,  Suite  509  Lamar  Life  Building,  Jack- 
son, Mississippi. 


OK  Group  needs  two  salesmen.  Opportunity 
for  a  proven  and  tested  radio  salesman  to 
join  the  OK  Group  and  get  into  the  big 
money  fast.  We  need  salesmen  in  Mobile. 
Alabama  and  Baton  Rouge,  Louisiana,  two 
of  our  fastest  growing  stations  showing  in- 
creased sales  each  month.  You  have  a  good 
story  supported  by  the  best  information  in 
negro  radio,  to  sell  with.  Guaranteed  basic 
pay,  plus  excellent  percentage  makes  it  pos- 
sible to  earn  as  much  as  $8,000  the  first  yeaT, 
if  you  are  a  hard  worker.  Good  opportu- 
nity for  advancement  to  management  posi- 
tion. Write  giving  full  details.  The  OK 
Group,  505  Baronne  St.,  New  Orleans,  La. 


Announcers 


Stable,  creative  announcer  with  first  phone, 
or  mature  versatile  deejay  with  production 
spot  experience.  No  top  40,  no  rock  'n  roll. 
News  gathering  and  writing  ability  desir- 
able but  secondary  at  present  in  expanding 
Illinois  kilowatt.  Good  pay  for  competent 
man.  Bonus,  insurance,  sick  leave,  many 
fringe  benefits.  List  age,  education,  experi- 
ence in  detail.  Box  143H,  BROADCASTING. 

New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  "to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 

Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary  re- 
quirements, experience,  air  check.  Box  355H, 
BROADCASTING. 

Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 

Experienced  announcer  for  growing  station 
near  New  York  City.  No  rock  'n  roll.  Send 


Versatile  announcer-engineer  wanted  for 
Wisconsin  station.  Please  send  audition 
tapes  and  resume  of  experience  to  Box  597H, 
BROADCASTING.  Airwork  prime  essential, 
engineering  secondary. 

Announcer-operator  with  first  class  ticket 
for  evening  shift  Michigan  5  kilowatt  inde- 
pendent. Cordial  community,  conveniently 
located.  Box  640H,  BROADCASTING. 

Opportunity  for  married  staff  announcer. 
Send  resume.  Permanent.  KFRO,  Longview, 
Texas. 

Topnotch  evening  dj  with  1st  phone.  News- 
man. Gather,  write,  present  news.  DJ's  with 
personalities  and  ideas.  Send  tape,  resume, 
availability,  photo  and  salary.  KMUS. 
Muskogee,  Oklahoma. 

Wanted  at  once — man  with  1st  ticket,  em- 
phasis on  announcing.  Write,  wire  or  phone 
Bill  Corrick,  Manager,  KVRH,  Salida,  Colo- 
rado. 

Progressive  northwest — Ohio  1  kw  needs  ex- 
perienced, dependable  staff  announcer  im- 
mediately. Good  salary,  other  benefits. 
Smooth  teamwork  essential;  want  stable, 
responsible  family  man  looking  for  perma- 
nency. Phone  C.W.  Grady,  WIMA,  Lima. 

Wanted — Top  notch  all  night  man  to  take 
over  immediately  "Music  to  Dawn"  show. 
Program  presently  sold  out  commercially. 
Announcer  must  know  music,  news,  how 
to  handle  telephone  interviews.  Rush  tape, 
photo,  background  to  Bill  Frosch,  WISH, 
Indianapolis. 


50,000  watts  in  Miami.  South's  biggest  music 
and  news  independent  has  immediate 
opening  for  top-rated  disc  personality  to 
program  to  Miami's  largest  adult  audience. 
Must  be  thoroughly  experienced  in  music 
and  news  operation  with  broad  produc- 
tion background  and  a  warm,  friendly  ap- 
proach with  top  on  the  air  selling  ability 
No  top  40  screamers.  Send  tape,  resume, 
and  photo  to  Ned  Powers,  WINZ,  Miami. 

Good  announcer  who  is  also  a  good  sales- 
man needed  immediately.  Salary  and/or 
guarantee  commensurate  with  ability.  Send 
tape  and  full  details  to  Don  Mitchell 
marked  personal.  Radio  Station  WLAQ,  Box 
228,  Rome,  Ga. 

Morning  man  wanted  at  WORL,  Boston. 
Must  be  experienced.  Send  tape,  resume 
and  salary  requirements  to  Bill  Givens 
WORL,  705  Beacon  St.,  Boston,  Mass. 

WOC  am-fm-tv,  Davenport,  Iowa,  will  ac- 
cept qualified  applications  for  anticipated 
radio-tv  staff  announcer  position.  Experi- 
ence and  board  ability  required.  Address 
resume,  picture,  requirement  and  tape 
stressing  dj  work  to  program  director. 


Technical 


Growing  chain  needs  first  class  licensed  en- 
gineer-announcer combination  for  Florida 
station.  Announcing  secondary.  Must  be 
able  to  handle  chief  engineer's  job.  Ideal 
climate  and  working  conditions  plus  oppor- 
tunities for  advancement.  Box  575H, 
BROADCASTING. 

Need  design  engineers  on  high-power  an- 
tennas, transmission  lines,  and  transmitters 
for  duration  of  important  government  high- 
frequency  broadcast  contract.  Also  control, 
audio  and  TWX  systems  engineers.  Good 
salaries,  excellent  association,  with  future 
possibilities.  Box  628H,  BROADCASTING. 

Experienced  versatile  announcer.  First 
ticket.  Ideal  small  market.  Rush  tape, 
resume,  photo.  Box  653H,  BROADCASTING. 

Need  first  class  engineer,  WMEK,  Chase 
City,  Va.  500  watt  daytimer,  new  Gates 
equipment.  Must  do  some  mike  work,  will 
be  premitted  to  sell  on  commission.  Base 
salary  80  per  week.  Contact  John  L.  Cole, 
WHLF,  So.  Boston,  Va.  29988. 

Wanted:  First  phone  engineer.  Experience 
preferred.  Both  announcing  and  engineering 
duties.  Immediate  opening.  Send  tape  and 
resume  to  WJIG,  Box  1417,  Tullahoma, 
Tennessee. 

Production-Programming,  Others 
Washington,  D.  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 
ing   station.    Fabulous    opportunity,  top 
-2H, 

Modern  radio  production  director-announc- 
er.  Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay.  Send 
tape,  photo,  letter  Box  384H,  BROADCAST- 
LNG.   

Progressive  station  in  upper  midwest  needs 
top  am  and  tv  news  man  and  tv  traffic- 
copy.  Stable,  growing  market.  Excellent 
schools,  housing,  churches  available.  Com- 
pany pension  and  hospitalization  plans.  Ex- 
cellent opportunity  for  advancement.  Send 
complete  details  and  photo  immediately. 
Box  396H,  BROADCASTING. 
Needed  immediately.  Experienced,  alert  ra- 
dio  newsman  for  opening  on  fast-pace  top- 
flight news  staff  at  number  one  McLendon 
station.  Must  be  able  to  broadcast  news  as 
well  as  gather.  Replaces  man  elevated  to 
news  director  at  one  of  sister  stations 
Send  tapes  and  resume  to  Dave  Muhlstein 
KLIF,  Dallas. 
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Situations  Wanted — (Cont'd) 


Situations  Wanted — Management 


Looking  for  a  diversified  manager  who  can 
carry  the  ball  in  your  small  to  medium 
market?  Young,  married,  family.  Proven 
advertising  sales  record,  first  phone.  Prefer 
New  England  or  Rocky  Mountain  area.  Box 
617H,  BROADCASTING. 


Experienced,  successful,  energetic  general 
manager  now  managing  a  property  in  one 
of  the  top  20  markets  available  April  1st.  I 
like  a  challenge  and  prefer  a  station  that 
needs  ratings  and  modern  radio  talents. 
Write  Box  627H,  BROADCASTING. 


Brainsmoke  plus  worksweat  equals  creative 
result  radio  for  station  needing  manager. 
Box  633H,  BROADCASTING. 


Experienced  32  year  old  radio-television 
salesman  earning  $13,000  wants  position 
with  opportunity  to  buy  in  station.  Records 
available.  Box  665H,  BROADCASTING. 


Sale* 


Born  salesman.  Prefer  deal  including  air 
work.  Write  copy.  Operate  board.  Box  548H, 
BROADCASTING. 


Experienced  salesman  with  first  ticket  avail- 
able immediately.  L.  H.  Estes,  Marble  Hill, 
Missouri. 


8  years  experience  top  indie,  medium  mar- 
ket. Familiar  all  phases  station  operation. 
Seeking  eventual  management,  small  to 
medium  market.  Moderate  climate.  Refer- 
ences. Box  635H,  BROADCASTING. 


Experienced  nine  years  in  radio  time  sales, 
also  all  phases  including  management  with 
first  phone.  Seek  opportunity  for  advance- 
ment and  chance  to  make  money.  Box  658H, 
BROADCASTING. 


Experienced  radio  time  salesman.  1st  phone. 
New  car,  6  years  broadcast  experience.  Age 
32.  Married.  Write  or  call  Hez  Estes,  Marble 
Hill,  Mo.  Phone  8-2930. 


Radio  broadcasting  specialist  will  represent 
your  station  in  N.Y.  city,  one  hour  per 
week.  My  fee  is  $15  per  hour.  Box  671H, 
BROADCASTING. 


Announcers 


Announcers  with  talent,  youth,  and  ambi- 
tion. Go  together  or  separate.  Will  travel. 
College  grads  with  experience  in  all  phases. 
Box  434H,  BROADCASTING. 


Here's  your  man!  Announcer,  program  di- 
rector, production  manager  and  continuity. 
9  years  experience.  Desire  progressive  adult 
programming  station.  Available  now.  Will 
travel.  Box  447H,  BROADCASTING. 


Negro  deejay.  Smooth  patter.  Efficient,  pro- 
duction, controls.  Audition  tape.  Refer- 
ences. Box  542H,  BROADCASTING. 


Negro  announcer/dj.  Capable;  sales,  music, 
controls.  Good  background.  References.  Box 
543H,  BROADCASTING. 


Gospel  programs.  Announcer-producer- 
packager.  Capable  handling  commercial 
staff  duties.  Box  544H,  BROADCASTING- 


Announcer-dj ;  operate  board.  Strong,  copy, 
sales,  gimmicks.  Cooperative.  Reliable.  Box 
545H,  BROADCASTING. 


Announcer,  mature.  Sales  minded.  Good 
related  background.  Operate  board.  Coop- 
erative. Box  546H,  BROADCASTING. 


Girl-dj  announcer.  Operate  board.  Capable, 
sales,  writing,  production.  Eager,  steady. 
No  bad  habits.  Box  547H,  BROADCASTING. 


Announcer-dj:  experienced.  Ready  for 
larger  market.  Music,  news,  commercials. 
Box  549H,  BROADCASTING. 


News-sports  director  desires  change.  Tapes 
and  excellent  references  available.  Box 
563H,  BROADCASTING. 


Deep  resonant  voiced  announcer  prefer 
news,  commercial,  dj.  Working  knowledge 
of  business.  Married  recently.  Available 
immediately.  Box  608H,  BROADCASTING. 


Announcers 


Announcer  —  program  director  —  5V2  years 
experience,  2  years  as  assistant  manager. 
Best  references.  News,  play-by-play  sports, 
dj,  staff- work.  First  phone.  Box  616H, 
BROADCASTING. 


Personality  -  dj;  strong  commercials,  gim- 
micks, operate  board.  Steady,  creative,  co- 
operative. Box  618H,  BROADCASTING. 


Country  music  stations — Attention:  Here  is 
a  man  you  can  use.  His  is  a  money  making 
country  deejay,  program  director,  29,  sober, 
reliable,  knows  radio  production,  promotion, 
programming.  Honest,  energetic,  creative. 
Desires  to  relocate.  Box  619H.  BROAD- 
CASTING. 


Attention:  California,  Florida,  and  Texas.  If 
your  morning  show  has  morning  sickness, 
here  is  the  doctor.  Man  of  many  voices  has 
the  medicine,  will  travel.  Box  622H,  BROAD- 
CASTING. 


Experienced  announcer  with  first  phone, 
family  man,  available  March  first.  Would 
like  chance  to  do  some  engineering.  Box 
626H,  BROADCASTING. 


Stop!  If  you  are  building  a  permanent  staff, 
please  phone  Randy  Scott,  OX-3-3893.  2606 
Woodville  Rd.,  Toledo  5,  Ohio. 


Easy,  relaxed  dj  delivery.  No  screaming! 
News,  experienced.  Medium  market.  Box 
632H,  BROADCASTING. 


First  phone-announcer.  Good  voice.  Pres- 
ently employed.  Prefer  Minneapolis-St.  Paul 
area.  Family  man.  Experienced.  Box  642H, 
BROADCASTING. 


Look!  Only  one  year  in  radio;  but  A-l  dj 
any  type  of  music.  No  tape.  Request  per- 
sonal interview.  Will  travel.  2606  Woodville 
Rd.,  Todelo  5.  Ohio.  Phone  Randy  Scott, 
OX-3-3893. 


Announcer — married,  good  persontlity,  ex- 
perienced all  phases  radio,  operate  own 
board,  cooperative,  versatile,  industrious, 
service  completed.  Box  651H,  BROAD- 
CASTING. 


Young,  married,  veteran,  with  one  year  ex- 
perience, desires  to  locate  in  western  Ten- 
nessee or  eastern  Arkansas.  Am  presently 
employed  as  c&w  jockey  as  well  as  pop 
show.  Box  652H,  BROADCASTING. 


Listen!  Pleasing  voice  +  helping  hand  = 
permanent  dj.  Randy  Scott.  Phone  OX-3- 
3893.  2606  Woodville  Rd.,  Toledo  5,  Ohio. 


Available  immediately,  Louisiana  man  an- 
nouncer, program  director,  sell  if  necessary. 
Southern  states  only,  experienced  in  small 
station  operation,  married,  32.  Box  654H, 
BROADCASTING. 


Announcer/copywriter.  Long  on  ability. 
Short  on  experience.  Trial  period  ok.  Box 
656H,  BROADCASTING. 


Young  man.  Determined  to  succeed.  Well 
trained.  Any  reasonable  offer?  Box  657H, 
BROADCASTING. 


Help!  Randy  Scott,  OX-3-3893. 


Experienced  all  phases  especially  play-by- 
play, versatile,  3rd  ticket,  run  board,  tape, 
photo  available,  employed.  Box  666H, 
BROADCASTING. 


Adult  dj,  jazz,  mood,  sensible  pops.  Smooth 
style.  Production  minded,  quality  conscious, 
refined  sense  of  humor.  Authoritative  news, 
commercials.  Good  voice,  excellent  diction. 
2V2  years  midwest  radio  with  tv,  former 
navy  musician.  Box  668H,  BROADCAST- 
ING. 


Young,  experienced  newsman  has  apptitude 
for  commentary  as  well  as  straight  news- 
casting.  Desires  position  in  "combo"  opera- 
tion. Willing  to  start  a  department.  Free 
to  travel.  Available  immediately.  Box  672H, 
BROADCASTING. 


Announcer  with  nothing  but  talent,  but 
more  important,  we  also  give  green  stamps. 
Box  673H,  BROADCASTING. 


Announcers 


Personality  dj  experienced,  single,  run  own 
board  and  news,  mc'd  shows,  ambitious. 
Box  675H,  BROADCASTING. 


A-l  radio-tv.  Ten  years  experience,  includ- 
ing successful  management.  Good  air  man. 
Currently  employed  at  477  per  month.  Pre- 
fer all  phases  work.  Two  dependents.  Lo- 
cated 8  years.  Prefer  Arizona,  California. 
3547  West  Encanto,  Phoenix,  Arizona. 


Announcer-first  phone.  Single,  veteran,  will 
travel!  Competent  combo  man.  Lane  Mor- 
gan, 5927  Sunset  Blvd.,  Hollywood,  Calif. 
HO  9-1938. 


Technical 


First  phone  license,  twelve  years  experience 
in  radio  broadcast  station.  Box  620H, 
BROADCASTING. 


First  phone,  2  years  radio  and  tv  schooling, 
3  years  experience.  Fair  announcer.  Tape 
and  disc  recording.  Directional  and  remote 
operation.  Would  be  interested  in  tv  trans- 
mitter. Box  638H,  BROADCASTING. 


Engineer,  twelve  years  experience  on  am, 
five  on  fm,  desires  to  relocate.  Prefer  south 
Atlantic  or  gulf  states.  Can  announce.  Box 
646H,  BROADCASTING. 


First  phone,  experienced  all  phases  includ- 
ing sales  management.  Available  soon.  Box 
659H,  BROADCASTING. 


Engineer-announcer.  Thirteen  years  engi- 
neering all  phases  including  remote  con- 
trol. Announce  popular,  country,  news. 
Stable  permanent  position,  southeast.  Con- 
sider all.  Available  immediately.  Donald 
Brienen,  514y2  P.K.  Avenue,  Auburndale, 
Florida. 


Experienced  salesman  with  first  ticket  avail- 
able immediately.  L.  H.  Estes,  Marble  Hill. 
Missouri. 


Experienced  chief-combo  excellent  friendly 
voice  and  style,  news  and  dj.  Peter  Grimes, 
Phone  973,  McCaysville,  Ga. 


Engineer  first  class,  limited  announcing  ex- 
perience, young,  ambitious,  desires  immedi- 
ate job.  Odie  Perry,  Jr.,  Route  3,  Zebulon, 
N.C.  Call  AN  9-4729  after  6  P.M. 


Production-Programming,  Others 


News  director — 16  years  experience,  avail- 
able for  large  market  operation.  Box  446H, 
BROADCASTING. 


Presently  employed  tele-versatile  program- 
ming, production  executive  with  ten  years 
experience  medium,  metropolitan  markets 
desires  position  that  offers  "shirt-sleeve"  ap- 
proach to  job.  Not  interested  in  employers 
seeking  "desk  -  jockey"  executive.  Well- 
rounded  background  includes  on-camera  as- 
signments and  "grass-roots"  selling.  Present 
salary  not  as  important  as  future  possibil- 
ities. Young,  38,  family  man  of  settled  habits. 
Willing  to  relocate.  Box  610H,  BROAD- 
CASTING. 


Professional  man  with  brains  and  dj  talent. 
"God  sent"  if  you're  in  need — dont  procras- 
tinate, act  now — metro's  only.  Box  613H, 
BROADCASTING. 


Newsman — Five  years  radio-tv  experience, 
50  kw,  married,  vet.  Little  cog  in  big  news- 
room wants  more  responsibility,  advance- 
ment. Box  630H,  BROADCASTING. 


Operational  problems?  Successful  experi- 
ence: Production  manager,  sales  service- 
continuity,  supervision  traffic  and  film. 
Thirty,  degree,  and  family.  Willing  to  work, 
and  anxious  to  get  back  into  the  broadcast 
business.  Prefer  southwest  or  south.  Check 
my  references,  personal  interview.  37.  Write 
now  to  Box  647H,  BROADCASTING. 


Help!!  Yourself  to  six  years  radio.  Program 
director,  good  dj  copywriter.  First  ticket. 
California  only.  14322  Riverside  Drive,  Sher- 
man Oaks,  California. 


Leading  farm  director,  qualified,  experi- 
enced, sales  minded,  steady,  victim  of  met- 
ropolitanism,  highest  references;  John  Mer- 
rified,  10495  Nadine,  Huntington  Woods, 
Michigan. 
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TELEVISION 


Announcers 


Help  Wanted — Sales 


Top-rated  California  vhf  network  affiliate 
has  immediate  opening  for  aggressive  sales- 
man interested  in  improving  income  and 
future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 
recent  photo  to  John  Kelly,  Local  Sales 
Manager,  KCRA-TV,  Sacramento,  California. 


Production-Programming,  Others 


Network  vhf  with  radio  affiliate  in  highly 
competitive  market  is  seeking  a  well-qual- 
ified and  experienced  man  to  serve  as  news 
director,  do  on-camera  newscast.  We  are 
seeking  mature,  stable  man  who  will  do 
outstanding  news  and  public  relations  job, 
add  stature  to  station  and  news  department. 
Man  selected  will  direct  activities  of  other 
newsmen  and  photographers  in  well-staffed, 
well-equipped  newsroom.  Excellent  salary 
for  man  who  fills  bill.  Please  submit  com- 
plete information  and  background,  experi- 
ence, education  and  references  in  first  letter. 
Also  send  photo  and  film  or  kine.  Please 
do  not  apply  unless  you  meet  the  qualifica- 
tions. No  beginners  for  this  one,  please. 
Write  Box  570H,  BROADCASTING. 

Prominent  midwest  tv  station  has  opening 
for  experienced  tv  newsman  with  some 
announcing.  Forward  complete  resume 
with  picture,  salary  requirements,  and 
audition  film  or  tape  to  Box  669H,  BROAD- 
CASTING. 


Prominent  tv  station  in  major  midwest  mar- 
ket accepting  applications  for  head  of  tv 
continuity  department.  Commercial  tv  con- 
tinuity required.  Forward  copy  samples  and 
complete  resume  _with  picture  and  salary 


Wanted:  Television  copywriters.  Experi- 
enced, position  open  immediately.  Excellent 
opportunity  with  top  operation.  Mail  com- 
plete details,  samples,  references  and  salary 
requirements  to  Paul  Carter,  Creative  Di- 
rector, KCRG-TV,  Cedar  Rapids,  Iowa. 

Promotion-publicity  girl  for  New  England 
radio-tv  operation.  Must  be  fast,  accurate 
typist  with  creative  writing  bent.  Send 
resume,  minimum  salary  requirement  to 
Charles  S.  Lewis,  WCAX-TV  Burlington,  Vt. 

Excellent  opportunity  for  experienced  tv 
newsman  ready  to  settle  down.  Leading 
northern  New  England  markets.  Must  be 
able  to  rewrite,  edit  and  script  film  with 
good  on-air  presentation.  Contact  Larry 
Geraghty,  WCSH-TV,  Portland,  Maine. 


TELEVISION 


Situations  Wanted — Management 

Management,  operations  difficulties?  Experi- 
enced woman,  tv-radio.  Established  record 
ot  increased  sales  and  improved  station  co- 
ordinating. Agency  -  network  contacts  and 
^XAPoe^T^e'  Confidential.  Box  623H,  BROAD- 
(-Ao  TING. 

Experienced  32  year  old  radio-television 
salesman  earning  $13,000  wants  position  with 
opportunity  to  buy  in  station.  Records 
available.  Box  665H,  BROADCASTING 


Dependable,  creative  salesman.  Excellent 
television  background.  Top  references. 
Write,   Box   571H,  BROADCASTING 


Experienced  young  tv  salesmanager-sales- 
man  looking  for  position  with  financial  in- 
centive, and  advancement  opportunity  based 
on  ability.  Box  663H,  BROADCASTING. 

Successfully  selling  radio  time— if  you're 
major  market,  radio  or  television,  and  inter- 

«86H*  BV0ADW^0dUCti0n'  W"te  B°X 


^  ffe.r  s?lld  tv  Production  and  non- 
broadcast  sales  experience  plus  energetic 
aggressive  working  habits.  Graduate,  mar- 
ried  responsible  and  ready  to  learn.  Want 

B°ROArJCASTII^G^^  ^  ^  t0  B°X  648H' 


Situations  Wanted— (Cont'd) 

Young,  ambitious,  family  man.  Has:  FCC 
license,  2  years  radio  announcing,  television 
degree,  radio  employment.  Wants:  start  in 
television  with  possible  promotion.  Box 
456H,  BROADCASTING. 

Staff  announcer,  24,  veteran,  10  years  radio 
and  television.  Desire  work  in  larger  mar- 
ket. Prefer  midwest  or  east.  Box  614H, 
BROADCASTING. 

TV  announcer;  experienced,  live,  film  com- 
mercials. Ready  for  top  market.  Box  655H 
BROADCASTING. 


Wisconsin:  Transmitter  and  control  room  op- 
erator, 1st  phone.  Presently  employed  vhf 
Minimum  $85.  Box  615H,  BROADCASTING. 

Chief  engineer.  Nine  years  experience  in 
television  planning,  construction  and  ooera- 
tion.  Past  five  years  assistant  chief.  Excel- 
lent references.  Box  625H,  BROADCASTING. 

10  years  experience,  tv  and  am  chief,  RCA 
broadcast  service  field  representative  vhf- 
uhf-am-fm  maintenance  and  installation 
Family  man,  desires  security.  Northeast 
preferred.  Box  664H,  BROADCASTING. 

Production-Programming,  Others 

Production.  Producer-director,  public  rela- 
tions, promotion,  performer.  7  years  all 
facets  of  telecast.  Proven  top  organizer, 
creative,  flexible.  Finest  references,  married, 
veteran,  resume.  Box  436H,  BROADCAST- 

Producer  -  director  —  creative,  capable,  B.S 
Degree,  three  years  experience  radio,  tv 
writing,  production,  including  comedy  va- 
riety, musicals,  news,  sport  remotes,  public 
affairs,  kids'  shows.  Presently  employed 
three-station  market.  Must  relocate  due  to 
station  cutback.  25,  single,  excellent  refer- 
ences.  Box  457H,  BROADCASTING. 

Sales  promotion  manager  with  ability  you 
may  toe  able  to  use  at  a  profit.  Four  years 
of  seasoned,  resultful  experience  in  adver- 
tising and  sales  promotion  for  top  stations 
in  major  markets.  Self  starter,  capable  of 
taking  complete  charge  of  on-air  promotion 
sales  presentations,  merchandising,  research 
trade,  direct  mail,  newspaper  advertising 
and  publicity.  Agency  background.  Fast 
facile  writer  whose  specialty  is  turning  out 
sales  ammunition  from  one  page  bulfetins 
to  full  blown  major  presentations.  Best  ref- 
erences. 30,  single,  can  relocate  anywhere 
Box  637H,  BROADCASTING. 

Television  program  manager  and  film  buyer 
10  years  television  experience  major  net- 
work stations.  Presently  working,  desires 
new  challenge.  Box  643H,  BROADCASTING. 

I^^L,?1?1  and  live  tv  know-how  is  worth 
10,000  to  start  executive  level.  Resume  will 
prove  worth.  Box  644H,  BROADCASTING. 

Promotion,  production,  program  director.  10 

years  m  business.  8  years  program  director. 
Varied  experience  from  the  ground  up  2 
years  tv  experience,  announcer.  Some  sales 
and  continuity.  Family  man  desires  to  settle 
permanently.  Box  645H,  BROADCASTING 


Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

Calling  New  England:  Experienced  vhf  pro- 
duction man  23,  desires  position  with  studio 
production  department,  tv-radio  sales.  "Des- 
perately" wants  a  future  in  New  England 
television.  Please,  write  Box  662H,  BROAD- 
CASTING. 

Continuity  director,  news,  copy  film  and 
production  experience.  University  degree 
will  travel.  Box  674H,  BROADCASTING. 

Program  assistant,  sports,  five  years  major 
network.  Right  arm  to  producer.  Box  676H, 
BROADCASTING. 

 FOR  SALE 

Equipment 

Four  Western  Electric  9-A  heads.  Will  sell 
for  $75.00.  Box  553H,  BROADCASTING. 

4  used  guide  towers  for  sale.  Height  200  ft. 
Towers  are  ready  for  immediate  shipment. 
3  solid  stock  towers  approximately  18  inches 
cross  face.  (Truscon  Steel  Co.)  i  made  by 
Stainless,  Inc.  All  towers  are  in  very  good 
condition.  Box  631H,  BROADCASTING. 

1-G.E.  1  kw  fm  broadcast  transmitter  type 
4BT1A1.  250  exciter  type  4BF1A1,  1  kw  am- 
plifier. Good  condition.  $2500.00.  Contact 
Chief  Engineer,  KSJO,  San  Jose,  California. 

1—3  kw  G.E.  fm  transmitter,  complete 
$6,500.  2—10  kw  G.E.  fm  amplifiers— no  pow- 
er supply.  $2,000  each.  Magnecorders— 8  hr. 
tape  players,  $350  each.  1— Collins  4  Bay  an- 
tenna with  deicers— low  band  $1,250.  250 
watt— W.E.  am  transmitters  $450  each.  Con- 
tact WCLM,  333  North  Michigan  Ave. 
Chicago.  State  2-4872. 

(1)  Type  70-C  RCA  transcription  turntable— 
33 ya  and  78  rpm  with  vertical  and  lateral 
arms.  (1)  Type  70-C1  RCA  transcription 
turntable  cabinet  with  type  BQ-2A  three 
soeed  transcription  turntable.  (1)  Type 
PT6-J  Magnecord  recording  amplifier  with 
portable  carrying  case.  (2)  Type  PT6-AH 
Magnecord  recorders  with  portable  carrying 
case.  (1)  Type  PT6-HT  Magnecord  switching 
panel.  Recorders  will  need  some  minor  re- 
pair. Best  offer  plus  transport  cost.  Call 
WMGA,  Moultrie,  Georgia.  YUkon  5-5770. 

One  radio  console.  Perfect  condition.  Also 
one  link  mobile  unit,  type  1903,  receiver 
^mitt?,r-  accessories.  Priced  to  sell.  Call 
WMNE  Radio,  Menomonee,  Wisconsin. 

Gates  model  51  studioette.  30-ohm  input 
microphones  (6-mike  capacity).  Duel  250- 
ohm  input  turntables,  500-ohm  output  line. 
Good  condition.  $350.  Freight  included  USA 
WWKY,  Winchester,  Kentucky. 

Two  Comax  record  players  for  background 
music  and  public  address.  Beechner's  Super- 
markets, Lincoln,  Nebraska. 

Two  Ampex  350  series  record/playback  elec- 
tronic assemblies  with  power  supplies.  Both 
$750  or  $400  each.  Kinevox  four  channel 
mike  mixer  for  perfect  remotes  or  studio 
work,  very  high  quality  throughout.  $400. 
Russell  Cowles,  809  Adams  Place  SE  Albu- 
querque, N.M. 

Ampex  351-2P  tape  recorder,  RCA  BC-5B 
consolette,  Altec  speakers,  turntables,  grand 
piano  on  studio  dolly,  oscillator.  Grant,  2336 
N.  Commonwealth,  Chicago 


DO  YOU  HAVE 


The  background  and  experience  to  qualify  in  handling  nego- 
tiations for  the  purchase  and  sale  of  radio-television  stations 
and  newspapers?  Lucrative  position  available  in  the  midwest 
for  BROKER.  Send  detailed  information  including  home  tele- 
phone number  to: 

Box  660H,  BROADCASTING. 
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WANTED  TO  BUY 


FOR  SALE 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 

Public  relations  showman,  will  consider  for 
immediate  purchase,  station  priced  between 
thirty  and  sixty  thousand.  Location  open. 
Prefer  growing  modern  area.  Reasonable 
down-payment  and  terms  desired.  Send 
billing,  expenses,  market  data  and  potential. 
Will  treat  information  with  confidence.  Box 
650H,  BROADCASTING. 

FM  station  in  metropolitan  area.  Write 
Percy  Crawford,  P.O.  Box  #1,  Philadelphia 
5,  Pennsylvania. 


Equipment 


2  kw  RCA  tv  lowband  transmitter  prefer- 
ably TT-2AL.  Box  486H,  BROADCASTING. 


Everything  from  mikes  to  5  kw  transmitter. 
Remote  control  system,  console,  Magnecord- 
ers,  3  speed  turntables,  frequency  -  mod. 
monitors,  limiter,  etc.  State  price  and  con- 
dition. Box  611H,  BROADCASTING. 

Wanted:  FM  transmitters  and  monitors  in 
good  or  repairable  condition.  Box  641H, 
BROADCASTING. 

Tower — Need  used  tower  immediately,  all 
types,  heights  considered.  Make  best  offer 
for  quick  deal.  Box  649H,  BROADCASTING. 

Wanted — Camera  chains  (color  or  mono), 
transmitters,  STL  and  other  tv  transmitting 
and  terminal  equipment.  Also  want  am  and 
fm  equipment.  Technical  Systems  Corp., 
12-01  43rd  Avenue,  L.I.C.  1,  N.Y. 

ibrary. 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services,  510  16th  St.,  Oakland,  California. 
TWinoaks  3-9928. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  Elklns 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective- 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 


MISCELLANEOUS 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  P.O.  Box  906,  Denver  1, 
Colorado.  Alpine  2-7539. 


TELEVISION 


Help  Wanted — Sales 


SALES  PROMOTION  ] 
^Leading  tv  outlet  (network)  in  ma-2 
Hor  eastern  market  seeking  promo-* 
ition  man  specializing  in  sales  pre-5 
fcsentation,   research,  merchandising.? 

iOnly  applicants  with  experience  and<j 
|proven  record  in  this  area  will  be* 
^considered.  \ 
{     Box  661H,  BROADCASTING.  \ 


Equipment 


NEW:  High  Precision 

Low  Cost 
VIDEO  TEST  TERMINATION 

75  ohms— 1%,  Vz  watt 
PL  259  Connector 
1-49  $3.00  ea.  50-up  $2.75  ea. 

HOLLAND  ELECTRONICS,  INC. 

772  E.  53  St..  Brooklyn.  N.  Y. 


WANTED  TO  BUY 


STATIONS 


Stations 


AVAILABLE  CLIENTS  WHO  ARE  INTERESTED 
IN  PURCHASING  ACTIVE  RADIO  STATIONS 
PREFERABLY  IN  THE  SOUTHEASTERN 
STATES. 

Wire— Phone— Write 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Georgia 
JAckson  5-4841 


EMPLOYMENT  SERVICE 


A  Specialized  Service  For 
Managers  Commercial  Manager* 

Chief  Engineers         Program  Managers 

CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 
BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 

1736  Wisconsin  Ave.,  N.  W. 
Washington  7,  D.  C. 


southeast 


the  dynamic 
top  jobs. 


for 

RADIO  —  TV  —  ADVERTISING 
Announcers  —  DJ's  —  Copywriters 
Engineers  —  Salesmen  —  TV  Production 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Ga. 
JAckson  5-4841 


PERSONNEL  SERVICE 


J  Lo, 


Looking  for  .  .  . 

QUALIFIED  BROADCASTERS? 
A  BETTER  JOB? 
Employers   and   Applicants  Contact 
DISK  JOCKEY 
PLACEMENT  CENTER,  INC. 
Agency  Specializing  in 
BROADCASTING   •  ADVERTISING 
PERSONNEL 
PAUL  BARON,  Managing  Director 
100  West  42nd  Street,  New  York  36,  N.Y. 
Wisconsin  7-6322  (Phone  for  appointments 
(Enclose  return  postage  with  tapes) 


u 


BUSINESS  OPPORTUNITY 


PUT  OUR  TAPE  MACHINE 
TO  WORK  FOR  YOU! 

We've  recorded  the  leading  Radio 
Stations  in  all  major  markets  (Storz- 
Bartell-McClendo  n-S  torer-Waters- 
Plough,  etc.)  These  tapes  cover  com- 
plete broadcasting  days  and  give  you 
the  SOUND  (news  intros,  production 
commercials  &  promos,  contests,  DJ 
styles,  music,  gimmicks)  as  employed 
to  make  them  NO.  1  in  their  market. 
PLUS:  An  analysis  of  the  stations 
and  market  outlining  an  explanation 
of  WHY  they  are  No.  1  PLUS:  EX- 
CLUSIVE CONTRACT  ASSIGN- 
MENTS TO  MONITOR  ANY  MAR- 
KET ANYWHERE.  Write,  wire  Box 
639H,  BROADCASTING. 


FOR  SALE 


1000  WATT  DAYTTMER 
Radio  station  in  Pacific  northwest 
market.  Offers  excellent  market  po- 
tential for  ambitious  operator.  Is  cur- 
rently doing  good  business.  Located 
in  a  sportsman's  paradise.  Bad  health 
makes  it  impossible  for  operator  to 
work  market  like  it  should  be. 
$90,000.00  with  29%  down.  Replies  to 
Box  634H,  BROADCASTING 


Texas 

Single 

lkw-D 

$30  M 

terms 

Fla. 

Single 

250w-F 

55M 

terms 

Ala. 

2  sta. 

250w-F 

50  M 

terms 

Calif. 

Single 

500w-D 

100M 

terms 

N.E. 

Single 

250w-F 

150M 

terms 

Ga. 

Single 

lkw-D 

37  M 

terms 

S.E. 

Monop. 

A.M.  &  N.P. 

150M 

terms 

Ky. 

Single 

500kw-D 

70M 

terms 

Pa. 

Sm-med. 

lkw-D 

100M 

terms 

N.C. 

Medium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98  M 

terms 

South 

Large 

5kw-D 

250  M 

cash 

S.E. 

Major 

5kw-D 

250  M 

cash 

Fla. 

Large 

250-w 

250M 

terms 

East 

Maj.  sub 

250w-D 

225M 

terms 

East 

Large 

250w-D 

450 M 

terms 

S.W. 

Large 

clear 

325M 

terms 

PAU  L 

CHAPMAN  COMPANY 

MEDIA  BR 

3KER9 

ATLANTA 

W.  PEACHTREE 

CHICAGO 

205  W. 

BACKER 

NEW  Y 

1270  AVE 

OF  AMERICAS 

SANTA 

BARBARA 

33  W. 

M1CHELTORENA 

Southern  Metropolitan  Market 
Gulf  Coast.  24-hour  regional.  Price 
$175,000.  $55,000  down — balance  over 
reasonable  time.  Seller  wants  immed- 
iate action.  Contact  Hamilton- 
Stubblefield-Twining  &  Associates, 
Inc.,  Dallas,  1511  Bryan  Street,  River- 
side 8-1175  or  Washington,  1737  De- 
Sales  Street,  N.  W.,  Executive  3-3456. 


Part  McDonald,  Box  9322,  Austin,  Texas 
GL.  3-8080  offers:  Southern  metropolitar 
fulltimer  #250,000  29%.  Southern  m 
politan  regional  $225,000  $50,000  down 
Texas  secondary  fulltimer  $59,500  29% 
Oklahoma  daytimer  $60,000  29%.  Texas 
regional  daytimer  $40,000.  Texas  regional 
daytimer  $45,000.  Oklahoma  regional  day 
timer  $100,000  25%.  Texas  single  full 
timer  $60,000. 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.     Davenport,  Iowa 


WRITE  NOW! 

For  our  free  bulletin  of  outstand- 
ing radio  and  tv  buys  throughout 
the  United  States. 

Jack  L.  Stoll  &  Associates 
6381  Hollywood  Blvd. 
Los  Angeles,  Calif. 


SOUTHERN  MIDDLEWEST  STATION 

Can  be  money-maker.  Total  price  $200,000. 
$75,000  cash  handles.  Liberal  terms  on  bal- 
ance. Fulltime  independent.  Contact  Hamilton- 
Stubblefield-Twining  &  Associates,  Inc.,  Chi- 
cago, Tribune  Tower,  Delaware  7-2754. 
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Co.  to  change  frequency  of  WNES  Central 
City,  Ky.,  from  1600  kc  to  1050  kc,  continu- 
ing operation  with  500  w  D;  new  order 
supersedes  Oct.  8,  1958  hearing  order  with 
respect  to  issues  only.  Announced  Feb.  3. 

Routine  Roundup 

Commission  invites  comments  by  March 
10  to  proposed  rule  making  to  amend  the  tv 
table  of  assignments  by  deleting  ch.  61 
from  Moses  Lake,  Wash.,  and  substituting 
ch.  33  there,  deleting  ch.  67  from  Wenatchee 
Wash.,  and  adding  ch.  27  instead,  and  de- 
leting ch.  33  from  Kellogg,  Idaho  and  re- 
placing it  with  ch.  36.  Video  Utility  Co 
petitioned  for  changes  in  order  to  provide 
three  channel  translator  service  to  various 
communities  in  central  Washington  that  are 
presently  operating  unlicensed  vhf  boosters 
and  still  maintain  mileage  separations  re- 
quired by  Commission's  rules. 

Commission  invites  comments  by  March 

10  to  proposed  rule  making  to  amend  tv 
table  of  assignments  in  Hawaii  by  substi- 
tutes ch.  7  for  ch.  8  at  Wailuku,  deleting 
en.  *7  from  Honolulu  and  redesignating  ch 

11  (now  commercial)  for  educational  use  in 
»  CJ  y-  and  deleting  ch.  7  from  Hilo 
Amendment  would  leave  four  instead  of 
five  commercial  assignments  each  in  Hono- 
™  and  Hilo-  Hawaiian  Bcstg.  System 
Ltd.  (KGMB-TV  ch.  9,  Honolulu;  KMAU- 
TV  ch.  3,  Wailuku,  and  KHBC-TV  ch  '9 
Hilo)  petitioned  for  changes  for  technical 
reasons. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Jan.  30 
WNBF-TV  Binghamton,  N.Y.^-Granted  li- 
mahf  tran|nsiteinStallatiC>n  °f  3UX'  tranS'  at 
WBZ-TV  Boston,  Mass.— Granted  licenses 
covering  change  in  tv  station  (main  trans 
installation   aux.    trans,  at 


The  Office  of  the  Secretary  of 
the  FCC  was  moved  last  week 
from  Room  6149  to  Room  7509 
(7th  floor,  facing  Pennsylvania 
Avenue)  in  the  New  Post  Office 
Building. 


and   ant.)  and 
main  trans,  site. 

Dunbar  Bcstg.  Inc.,  Colorado  Springs. 
SarnTtoKVOR  fnc^   °f  "CCnSe  t0  Change 

WFSC-FM  Franklin,  N.C.  -  Granted  re- 
Q  «7S^ha  ™ceJJlcense;  cal1  'etters  deleted. 

WCHA-FM    Chambersburg,    Pa.— Granted 
extension  of  completion  date  to  April  4. 
Actions  of  Jan.  29 

KFRE-AM-TV,  KRFM  Fresno,  Calif- 
Granted  assignment  of  licenses  to  Triangle 

wrRr°rlInS;  <rldi0  and  tv  divisions 
WCBG    Chambersburg,    Pa.— Granted  av 
SlguSi?^^  license  to  Reese  Bcstg.  Corp 

KEVA  Shamrock,  Tex.-Granted  involun- 
tary assignment  of  license  to  Albert  Cooper 
and  Merita  Bumpers.  p 

tvSnDUanhtaT490Nf^-Granted  ^  ^ 
staT?ew  S"*'  Ga-Gra"ted  cp  to  in- 
WLEC  Sandusky,  Ohio— Granted  cp  to 
side-mount  fm  ant.  on  am  tower  and  make 
changes  m  ant.  system. 

chan^  ERp'  tWl'  Wash._Granted  cp  to 
trans  a"     msta]1  new 

WSTP-FM  Salisbury,  N.C— Granted  cd  to 
chS„EIJPto  15  kw  and  change  type  trans 

KTWR  (FM)  Tacoma,  Wash.— Granted  cp 
to  install  new  trans.  p 

KMAM,  KMFM  (FM)  Tularosa,  NM- 
Granted  cps  to  make  changes  in  ant.  svs- 

™  ♦  t  (  Ml  Baton  Rouge,  La.— Granted 
7?0  ?tCha.na?f  EiRP+t0  2  45  kw-  ant-  "eight  to 
730  ft.,  trans,  location  and  install  new  ant 
and  new  trans. 

„fK/P?  (FM)  Fr/sn°.  Calif.— Granted  mod 
KFMH  frequency  to  94.5  mc. 

KFMH    (FM)    Colorado    Springs,  Colo.— 
™.od'  of  cp  to  change  ERP  to  5  kw, 
^V,^lght  to  J'540  ft-  and  type  ant 
KUFM    (FM)    El    Cajon,  Calif.-Sranted 
mod    of  cp  to  change  studio  location  and 
remote  control  point  and  type  trans  re- 
mote control  permitted. 

™  +LB<!  Laur?ns,  S.C.— Granted  mod.  of 
cp  to  change  type  trans. 

KCOG  Centerville,  Iowa— Granted  author- 
pending  filing  and  acceptance  of  aDnlication 
AprrflP!o,ned  h°UrS'  f°r  <hree  months^  ending 

WLYC  WilUamsport,  Pa.— Granted  author- 
Mav°  f,^:0^}  7  P  "}-  EST'  duri"S  months 
SalJUenventiUly   ^   AUgUSt'  f°r 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown :  KDpg- 
IV  Des  Moines.  Iowa,  to  8-12;  WEAR-TV 
Pensacola,  Fla.,  to  6-21;  WNBC  New  Britain 

4  27n  KAI  F  AirWGTE^TV  ToIedrohio'To 
ml,  r-i  i  ft.  Alliance.  Neb.,  to  8-18;  WDUL- 
TV  Duluth,  Minn.,  to  7-14;  KEYC-TV  Man- 
ham'  MA?n  -  \°  8-,":  WTAF  'FMI  Birmlng- 
Cafif  ^'i  ^T^'ir1"^™  Ontario, 
fi  A  (FM)  Fresno,  Calif.,  to 

4-5?,WAYTP,«.f?f>Q^an  Francisco.  Calif,  to 
KRrw™,'FtM'  Silver  sPring.  Md.,  to  6-1; 
<FM)    Los  Angeles,   Calif.,  to  3-20; 
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WSEN  Baldwinsville,  N.Y.,  to  4-4  and 
WTUP  Tupelo,  Miss.,  to  4-20. 

Actions  of  Jan.  28 
REAR  (FM)  San  Francisco,  Calif.— Grant- 
ed license  covering  increase  of  ERP  ant 
height,  change  location  and  installation  of 
ne^r.i??e  trans.;  remote  control  permitted. 

KOKA  Shreveport,  La.— Granted  cp  to 
install  new  trans. 

WPGC-FM  Oakland,  Md.— Granted  exten- 
sion of  completion  date  to  Feb  28 

KQIK  Lakeview,  Ore.— Granted  extension 
of  authority  to  sign-off  at  7  p.m.  for  period 
ending  April  30  pending  application  for 
specified  hours. 

WGFS  Covington,  Ga.— Granted  authority 
to  sign-off  at  6  p.m.  for  period  ending  Sept 
30  except  for  special  events. 

Actions  of  Jan.  27 
WGL  Fort  Wayne,  Ind.— Granted  mod.  of 
license  to  operate  trans,  by  remote  control 
using  DA  (DA-2);  conditions. 

KWAD  Wadena,  Minn.— Granted  mod.  of 
license  to  operate  trans,  by  remote  control, 
using  DA-N;  conditions. 

WTYN  Tyron,  N.C— Granted  authoritv 
m  S1?,n"?F  at  t  PJ?1'  EST  during  months  of 
March   through    Sept.,    except   for  special 

Actions  of  Jan.  26 
KPIC  Roseburg,  Ore.— Granted  acquisition 
Rnct1egntlVe*v.  cont£o1    °y    Southern  Oregon 
OrlggonCBcsthgr0cf  PUrchase  of  st°ck  from 
WHRB-FM  Cambridge,  Mass.— Granted  cp 
to  increase  ERP  to  800  w,  ant.  42  ft.,  change 
£fqU,6?cC,y  1°  95,  3  mc  and  ^Pe  ant.;  waivld 
Sec.  3  261  of  rules  to  permit  station  to  cease 
operations   during  Christmas   vacation  pe- 
Harvard  uurlng'  summer  vacation  period  of 
WBBI  Abingdon,  Va.— Granted  authoritv 
to  change  hours  of  operation  to  sign-on  at 
6  a.m.  and  sign-off  at  7  p.m. 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner  James  D. 

Cunningham  on  dates  shown 
Scheduled  for  hearing  following  proceed- 
ings on  dates  shown:  March  3— am-tv  pro- 
test, application  for  transfer  of  control  of 
Hawaiian  Bcstg.  System  Ltd.  (KGMB-AM- 
KMATT°TVUw'  ..KHBC-AM-TV  Hilo,  and 
* ^V"JVa  Walluku.  Hawaii)  from  Con- 
solidated Amusement  Co.  Ltd.,  to  Hialand 
£f/fo°P,ment  *Co/P;  March  30— application 
r„  Afr^f^KF  h£ense  of  Mansfield  Bcstg. 
Co.  (WCLW)  Mansfield.  Ohio,  to  Mansfield 
Journal  Co.;  am  applications  of  Granite 
£rty  Bcstg.  Co..  Mount  Airv.  N.C.  and 
,Cuim  ??land  Publishing  Co.  (WLSI),  Pike- 
ville,  Ky.  Actions  Jan.  30. 

Set  aside  Jan.  27  action  by  Chief  Hearing 
Examiner  to  extent  that  it  dismissed  with 
prejudice  application  of  J.  J.  Flanigan  for 
am  facilities  in  Fontana,  Calif.,  and  Srdered 
that  executrix  of  his  estate,  Mrs.  Mildred 
Flanigan,  in  event  she  proposes  to  pursue 
said  application,  shall,  on  or  before  Feb 
11,  file  with  Commission  such  pleadings  as 
may  be  necessary  in  this  behalf,  includinp 
appearance  provided  for  in  Sec  1  140  (c) 
of  rules,  and 


copies  of  pleadings  to 
ail  parties  to  proceeding.  Action  Feb.  2. 

Granted  motion  by  Donald  W.  Huff  for 
extension  of  time  from  Feb.  2  to  Feb  9  to 
file  responses  to  Broadcast  Bureau's  peti- 
tion to  enlarge  issues  in  proceeding  on  his 
application  and  that  of  Equitable  Publishing 
Feb  2    am  facilities  in  Lansdale.  Pa.  Action 

By  Hearing  Examiner  Jay  A.  Kyle 
on  Feb.  Z 

On  own  motion,  scheduled  hearing  for 
Feb.  6  at  9  a.m.,  on  application  of  Com- 
mercial Radio  Institute  Inc.,  for  fm  facili- 
ties in  Baltimore,  Md. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Feb.  2 

Continued  prehearing  conference  from 
Feb.  3  to  Feb.  5  in  proceeding  on  am  appli- 
cations of  Continental  Bcstg.  Corp.  (WHOA) 
San  Juan,  and  Jose  R.  Madrazo,  Guynabo 
both  Puerto  Rico. 


Advanced  hearing  from  Feb.  12  to  March 
10  in  proceeding  on  applications  of  John  H. 


Phipps  and  Georgia  State  Board  of  Educa- 
tion for  new  tv  stations  to  operate  on  ch.  8 
in  Waycross,  Ga. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  Jan.  29 

Granted  petition  and  supplement  to  peti- 
ameJ3/  Baltlmore  Bcstg.  Corp.,  for  leave  to 
?n^  n "1  tS  aPPhcation  to  specify  frequency 
f-5m^'«  1,eu  of  93.1  mc  and  application 
a!turn"eH  td  15  removed  from  hearing  and 
returned  to  processing  line;  retained  in 
hearing   status   application   of  Commercial 

fm  £ni,?tfitUte  infr  both  applications  for 
tm  facilities  in  Baltimore,  Md. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  dates  shown 
tr?nrsonrind  nr^uested  corrections   to  record 
Klenc|oSc/LriaaePsPllCsS  ^  ctl?/ 
|sepBh;°aGda^  -pong| 

Dyersburg,  Tenn.  Action  Jan   30  IWIKO)- 
By  Hearing  Examiner  H.  Gifford  Irion 
on  Jan.  20 

ceeding_on  their  aoplicaCns^or  ^"fa^I 
•  -  and  San  Mateo,  both 

forth   m  his  application.  Set 
By  Hearing  Examiner  Thomas  H.  Donahue 
on  Jan.  30 

Co?pantCodlleri?anrkbMdTCft  MM 
t.me  from  Jan.  ?9  to  Feb.  2  to  file  reSn?s 
amPa^SonfindeiTlS  ding  oTftl 

By  Chief  Hearing  Examiner  James  D. 
Cunningham   on   Jan.  30 

Granted  request  by  Oklahoma  Television 

^r^w^eiL?^ to  °perate 

By  Hearing  Examiner  J.  D.  Bond 
on  Jan.  30 

rnGrai?at(;drioint  Petition  by  Capitol  Bcstg 

Feb.  16  to  file  proposed  findings  of  fact  and 
f7onmIU|1e0bn%°6SlaVrndhf2-  reP'y  Pl6adi^ 
By  Hearing  Examiner  Charles  J.  Frederick 
on  Jan.  30 

On  request  of  Kenneth  G.  Prather  and 
Misha  S.  Prather,  Boulder.  Colo  farther 
hearing  scheduled  for  Feb.  2  on  their  an 
application  rescheduled  for  9  a.m.,  Feb.  11. 
By  Hearing  Examiner  Millard  F.  French 
on  Jan.  30 

Granted  petition  by  Western  Bcstg.  Corn 
of  Puerto  Rico,  for  leave  to  amend  its  ap- 
plication for  new  tv  station  to  operate  on 
ch.  12  in  Aguadilla.  P.R.  Two  remaining 
applicants  in  this  proceeding  desire  to  merge 
their  interests  and  purpose  of  amendment 
is  to  achieve  that  objective. 
By  Hearing  Examiner  Annie  Neal  Huntting 
on  Jan.  29 

Scheduled     prehearing     conference  for 
March  4  on  applications  of  Telemusic  Co 
nd  Southwest  Bcstg.  Co.,  for  fm  facilities 
-  "    Bernardino    and    Redlands,  both 


San 
Californ 

PETITIONS  FOR  RULE  MAKING  FILED 
Independent  Television  Inc.  (WITI-TV) 
Milwaukee,  Wis.  (1-27-59)— Requests  amend- 
ment of  rules  to  provide  for  assignment  of 
Bay   to^1^3"^6  rather  than  to  Whitefish 

License  Renewals 


Following  stations  were  granted  renewal 
hcense:    KAYL-AM-FM    Storm  Lake, 


Iowa;  KBOE  Oskaloosa,  Iowa;  KBUR  b' 
i?TgD^  TTIowa;„  KC,HR  Charleston,  Mo.; 
KLPW  Union,  Mo.;  KLRS  Mountain  Grove 
Mo.;  KNIM  Maryville,  Mo.;  KROS  Clinton 
Iowa;  KSWI  Council  Bluffs,  Iowa;  KTTS 
SDringfield,  Mo.;  KWLC  Decorah,  Iowa- 
KWTO  Springfield,  Mo.;  KXGI  Fort  Madi- 
son, Iowa;  WD  AF- AM-TV  Kansas  City 
Mo.;  WMBH-AM-FM  Joplin,  Mo.;  WOI-AM- 
LV  /\me4;,TIo^va:  ktvO  (TV)  Kirksville, 
Mo.;  KWWL-TV  Waterloo,  Iowa;  KSO  Des 
Moines,  Iowa;  KDSN  Denison,  Iowa;  KSD- 
AM-TV  St.  Louis.  Mo.;  WEW  St.  Louis,  Mo  ■ 
KFPW  Fort  Smith,  Ark. 
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begins  in  your  own  heart!  The  National  Conference  of  Christians  and 
!•%  m^I-  U\S\*»V\f\f\fA  Jews  is  sP°nsorinS  brotherhood  week  Feb.  1 5-22  to  emphasize  the  need 

D  I  Ol n6rrlOUU  for  universal  cooperation  and  a  spirit  of  unrestricted  fellowship  in  a  time 
when  peace  and  freedom  are  being  seriously,  threatened  by  the  forces  of  fear,  hatred,  suspicion  and  distrust. 

V\  A 1 1  AlfA  it  I  h's  the  first  PrinciPle  of  salesmanship  that  nobody  can  sell  anything  to  someone 
D  W 1 1  wVv    US  else  unless  he  is  first  sold  on  it  himself,  and  shows  it. 

I IV©    1 1  !  Similarly,  an  ideal  is  only  as  inspiring  as  the  character  of  the  man  who  avows  it. 

u  ■  ■  |  A  conviction  is  only  as  convincing  as  the  actions  of  the  man  who  supports  it. 
Clinnnrt  It"  It  is  not  enough  merely  to  believe  in  or  give  lip  service  to  Brotherhood.  We  must 
dUp^Vl  I  sprgad  the  word  by  practicing  it  ourselves  .  .  .  by  example,  inspire  others  to 

make  "liberty  and  justice  for  all"  a  vital,  unifying  force. 

The  communications  industry  is  proud 

BROTHERHOOD  WEEK  fA  U  K  I  I  O  K%#    1  ^  -  O  O    %°  ™^  BROTHERHOOD  WEEK.  Televi- 

I^JUlU^iy  I  \J  £m^m  sion  and  Radio  kits  have  been  prepared 
to  help  you  train  your  air  guns  on  prejudice.  They  are  available  from  the  Mass  Communications  Committee  of  the 
National  Conference  of  Christians  and  Jews,  43  West  57th  Street,  New  York  19,  N.  Y.  For  additional  matenal  and 
assistance,  consult  the  Regional  nccj  Office  in  your  area. 


TV  KIT:  Cover  envelope  and 
cover  letter  by  Oliver  Treyz, 
President  of  American 
Broadcasting  Company  and 
TV  Committee  Chairman  for 
BROTHERHOOD  WEEK. 
Report  sheet  of  actual 
programming  material  by 
Stations. 

Complete  list  of  Regional 
Offices  of  NATIONAL  CON- 
FERENCE OF  CHRISTIANS 
&  JEWS. 

Spot  Announcements  of  8- 
second,  20-second,  and  60- 
second  lengths. 
Sports  Announcer  copy. 
Integration  Copy. 
Programming  Suggestions. 
NCCJ  Fact  Sheet. 
Slides. 

20-second  film  spots  by 
celebrities. 


RADIO  KIT:  Cover  envelope 
and  cover  letter  by  Matthew 
Culligan,  Exec.  V.P.  National 
Broadcasting  Company, 
Radio  Committee  Chairman 
for  BROTHERHOOD  WEEK. 
Report  Sheet  of  material 
and  Station  Promotion. 
NCCJ  Fact  Sheet. 
Spot  Announcements  of  10- 
second,  20-second,  30- 
second  and  60-second 
lengths. 

Special  promotions  for  year- 
round  use,  for  special  holi- 
days and  programming  sug- 
gestions. 

Transcription,  by  eight 
personalities  plus  one 
BROTHERHOOD  jingle,  full- 
length  song,  "Feel  Good, 
Live  Brotherhood,"  recorded 
by  Bob  Carrol  and  Skitch 
Henderson's  Orchestra 
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OUR  RESPECTS  TO  .  .  . 

Robert  Leigh  Redd 


Visit  the  Wilshire  Blvd.,  Los  Angeles, 
office  of  Robert  L.  Redd,  vice  president 
of  Erwin  Wasey,  Ruthrauff  &  Ryan,  and 
director  of  the  agency's  West  Coast  ra- 
dio and  television  activities.  Ask  him  for 
the  proudest  achievement  of  his  30  years 
in  broadcasting.  He'll  skip  over  such  ac- 
complishments as  Maybelline  Playhouse, 
the  first  NBC  radio  network  commer- 
cial series  to  originate  in  Hollywood; 
Camel  Caravan,  which  started  a  13- 
year-old  girl  named  Judy  Garland  on 
the  road  to  fame,  and  scores  of  other 
commercial  successes.  He'll  skip  them 
to  talk  about  Eyes  Aloft. 

This  was  a  wartime  series,  created  at 
the  request  of  Brig.  Gen.  William  E. 
Kepner,  head  of  the  Fourth  Fighter 
Command.  In  the  summer  of  1942, 
General  Kepner  called  in  the  radio  net- 
works and  told  them  that  Air  Warning 
Service  volunteers,  plentiful  enough  in 
the  weeks  immediately  following  Pearl 
Harbor,  had  drifted  away  when  Jap 
bombers  failed  to  attack  the  West  Coast. 
Unless  they  could  be  brought  back  to 
their  posts,  he  said,  the  Army  would 
have  to  put  150,000  soldiers  on  plane 
spotting  duty.  They  were  brought  back 
and  what  brought  them  was  Eyes  Aloft, 
broadcast  each  Monday  evening  on  an 
NBC  Pacific  Coast  network,  as  well  as 
most  of  the  independents  in  the  area. 

'Time'  Magazine  Salute  •  "Mainly  re- 
sponsible for  the  show's  success  is  a 
smart  Hollywood  freelance  writer 
named  Robert  Leigh  Redd,"  Time  mag- 
agine  reported  in  its  issue  of  Nov.  16, 
1942.  "Vetoing  stuffy  talks,  Redd  sold 
NBC  and  the  Army  on  a  heart-warming 
story  of  A.W.S.  volunteers  at  work. 
Like  an  efficient  census-taker,  he  visited 
2,000  observation  posts  and  filter  cen- 
ters, jotted  down  true  stories  of  the 
modern  air  Reveres  that  give  the  pro- 
gram its  dramatic  highlights." 

Born  Dec.  13,  1907,  in  Pendleton, 
Ore.,  Bob  Redd  grew  up  in  Kahlotus, 
Wash.,  in  the  center  of  the  wheat  coun- 
try, with  a  population  of  125  "at  peak 
harvest  time."  During  his  high  school 
days,  young  Bob  bought  a  mail  order 
cornet  and  learned  to  play  it  well 
enough  to  land  a  job  with  a  medicine 
show  that  came  by  one  summer.  "I  also 
mixed  medicine,  sold  tickets,  chopped 
wood  and  reveled  in  being  in  show  busi- 
ness for  five  whole  weeks  before  my 
father  suggested  I  go  home,"  he  related. 
Watching  the  capable  pitchman  han- 
dle his  audience,  I  became  aware  of  the 
bare-bone  techniques  of  selling." 

At  Oregon  State  College,  he  ran  a 
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dance  band,  sold  advertising  on  the 
school  daily  newspaper  and  later  be- 
came its  business  manager.  Summers  he 
sold  everything  from  life  insurance  and 
water  sprinklers  to  neon  signs  and  time 
on  KWJJ  Portland.  Graduated  in  1928 
with  a  B.A.  in  business,  he  won  a  schol- 
arship to  New  York  U.'s  graduate 
school  where  he  studied  advertising  and 
worked  after  school  at  Loesser's  depart- 
ment store  in  Brooklyn  and  Hahne's  in 
Newark.  The  next  June  he  combined 
this  experience  and  his  master's  degree 
to  land  a  job  with  Peck  &  Peck,  wom- 
en's sportswear  store  chain. 

Six  months  later  he  was  made  assist- 
ant manager  of  the  store  at  711  Fifth 
Ave.,  which  was  also  the  address  of 
NBC.  Each  evening,  Mr.  Redd  recalls, 
he  would  rush  upstairs  to  the  network 
studios  to  watch  radio  at  work,  then  go 
home  and  practice  script  writing. 

NBC  Not  Impressed  •  "I  was  sure  I 
was  good,  but  NBC  didn't  see  it  that 
way,  so  I  left  New  York  and  a  few 
weeks  later,  tastefully  attired  in  a  derby 
hat  and  Chesterfield  coat,  I  walked  into 
KGW  Portland  and  so  amazed  them 
that  they  hired  me  as  a  continuity  writ- 
er." Mr.  Redd  had  a  chance  to  write 
every  kind  of  radio  script  from  song 
introductions  to  comedy  routines  and 
full  fledged  dramatic  shows.  He  soon 
was  directing  as  well  as  writing  and  be- 
fore he  left  KGW  in  1932  to  join  NBC 
in  San  Francisco  his  title  was  program 
manager. 

In  San  Francisco,  Mr.  Redd  was  a 
producer  as  well  as  a  writer  and  direc- 
tor. One  program  he  produced,  called 
Big  Ten,  featured  the  10  most  popular 
tunes  of  the  week.  The  music  was  di- 
rected by  Meredith  Willson.  Vocalist  of 
Big  Ten  was  a  girl  named  Gogo  De 
Lys,  who  went  to  New  York  with  the 
program  when  it  moved  there  with  a 
new  title,  Lucky  Strike  Hit  Parade.  Two 
years  later  Miss  De  Lys  became  Mrs. 
Redd. 

Hollywood  Beachhead  •  A  year  and  a 
day  after  he  had  joined  NBC  in  San 
Francisco,  the  network  sent  him  to  Hol- 
lywood to  join  John  Swallow  and  Cecil 
Underwood  with  the  assignment  of  es- 
tablishing a  radio  beachhead  in  that 
city.  Motion  picture  people  then  had 
a  very  low  regard  for  radio  and  Mr. 
Redd  spent  a  lot  of  time  trying  to  per- 
suade movie  stars  and  producers  that 
radio  exposure  wouldn't  hurt  them  and 
might  even  help  their  boxoffice.  First 
fruit  of  this  missionary  work  was  May- 
belline Playhouse,  with  Hollywood  col- 


Mr.  Redd:  West  Coast  radio-tv  pioneer 

umnist  Jimmy  Fidler  as  host  and  Jean 
Harlow  as  the  first  of  a  long  list  of  guest 
stars  from  motion  pictures. 

Eastern  advertising  agencies  began 
opening  Hollywood  branches,  seeking  to 
add  Hollywood  glamour  to  their  clients' 
radio  show.  Mr.  Redd  left  NBC  to  join 
William  Esty  Co.  and  created  Camel 
Caravan  for  Esty's  chief  account.  A  year 
later  he  decided  he'd  rather  freelance 
and  that  he  did  until  1950,  when  he 
joined  Erwin  Wasey  as  head  of  radio 
and  tv  on  the  coast.  Shortly  therefater 
he  was  made  a  vice  president,  retaining 
that  title  when  that  agency  merged  with 
Ruthrauff  &  Ryan  in  1957. 

Mr.  Redd  has  created  scores  of  radio 
and  tv  series,  written,  directed  and  pro- 
duced thousands  of  broadcasts.  Stars 
who  made  their  radio  debuts  under  his 
supervision  include  Clark  Gable,  John 
Barrymore,  Rex  Harrison,  Dorothy 
Lamour,  Gordon  Jenkins,  Dean  Martin 
and  Jerry  Lewis.  He  helped  bring 
Burns  and  Allen  from  radio  to  tele- 
vision in  tv's  first  co-sponsored  half- 
hour  program,  which  ran  for  eight  years 
with  Carnation  Co.  as  a  sponsor. 

Today  his  Los  Angeles  staff  plans 
campaigns,  buys  time  and  programs, 
creates,  writes  and  produces  commer- 
cials for  both  radio  and  tv.  EW-RR's 
broadcast  billings  are  the  largest  of  any 
West  Coast  agency  office. 

Mr.  Redd  lives  in  Beverly  Hills  with 
his  wife  and  their  19-year-old  daughter, 
Mary  Robin.  He  reports  his  hobbies  as 
flying  and  painting,  but  he  devotes  more 
time  to  working  for  California  Welfare 
Federation,  United  Givers  Fund  (whose 
1958  campaign  he  served  as  radio-tv 
co-chairman),  Radio-Tv-Recording  & 
Advertising  Charities  Inc.  and  similar 
public  service  causes. 


EDITORIALS   

The  split  personalities 

WE  sometimes  think  that  some  of  the  most  abusive 
attacks  on  television  come  from  publishers  who  own 
television  stations.  This  could  be  significantly  serious,  im- 
plying to  outsiders  that  the  critics  speak  from  inside  knowl- 
edge, except  that  while  they  rant  about  tv's  shortcomings 
they  apparently  do  not  find  television  so  debasing  or  unprofit- 
able that  they  want  to  get  out  of  the  business. 

What  is  the  phrase?  They  want  to  eat  their  cake  and 
keep  it  too. 

Comes  now  Vernon  Myers,  publisher  of  Look,  which 
has  tv  ownership  ties.  Mr.  Myers,  unhappy  with  competitive 
cost-per-thousand  comparisons,  suggests  that  the  public  be 
charged  for  tv  programs  so  that  paid  circulations  of  the 
broadcast  and  printed  media  can  be  compared. 

This  is  ludicrous.  Our  reaction  is  just  what  Mr.  Myers" 
would  be  if  we  suggested  that  he  give  Look  away  for  nothing. 
Or  sell  each  article  separately. 

What  Mr.  Myers  is  proposing,  of  course,  is  pay  tv.  This 
advocacy  is  becoming  quite  popular  among  members  of  the 
print  fraternity.  A  week  ago  the  Saturday  Evening  Post  de- 
voted its  entire  editorial  page  to  the  proposition  that  pay 
television  be  given  a  trial  run;  Reader's  Digest  did  it  at 
greater  length  a  few  months  back,  and  then  there  is  always 
that  Fortune  outburst  last  December. 

Mr.  Myers  also  asks  a  question;  the  answer,  we  think, 
he  already  knows.  Arguing  that  advertisers  pay  for  tele- 
vision programs  but  not  for  newspaper  editorial  content— a 
questionable  premise  in  itself — he  wants  to  know:  "Which 
sells  goods — programming  or  advertising?"  We  don't  deny 
that  it's  the  advertising  that  sells,  but  if  Mr.  Myers  thinks 
programming  doesn't  play  a  part,  then  let  him  drop  Look's 
editorial  quality  one  notch. 


How  about  an  open  covenant? 

TWO  years  ago  we  were  called  alarmist  (and  worse)  when 
we  printed  a  story  reporting  that  the  military  was  con- 
sidering an  attempt  to  capture  tv  channels  2  through  6. 

Events  since  then  have  confirmed  that  our  story  was 
right  as  far  as  it  went,  but  it  didn't  go  far  enough.  It  is  now 
clear  that  there  have  been  serious,  if  secret,  discussions  about 
a  possible  accommodation  of  the  military  as  part  of  an  ex- 
change of  spectrum  space  which  would  give  television  a 
wider  range  of  vhf  facilities  at  the  sacrifice  of  chs.  2-6.  A 
good  many  developments  could  be  cited  to  support  that  con- 
clusion, but  it  is  enough  to  mention  the  following: 

Last  June  FCC  Comr.  T.A.M.  Craven  submitted  to  his 
fellow  commissioners  a  memorandum  proposing,  as  a  basis 
for  discussion,  that  television  be  reallocated  to  a  band  of 
25  contiguous  channels  in  the  vhf  range.  The  proposal  was 
for  a  transition  over  a  7-  to  10-year  period  to  a  tv  system 
starting  at  174  mc  (the  present  oh.  7)  and  running  up  to 
324  mc.  It  would  mean  adding  18  new  vhf  channels  above 
the  existing  ch.  13,  in  space  now  occupied  by  the  govern- 
ment, and  relinquishing  to  government  and  other  services 
the  space  now  occupied  by  television's  vhf  chs.  2-6  and  all 
its  uhf  channels. 

Mr.  Craven  did  not  suck  his  proposal  out  of  his  thumb. 
He  is  an  engineer,  an  allocations  specialist  and  a  former 
broadcaster  who  has  an  eye  for  economics  as  well  as  en- 
gineering. He  is  also  a  retired  Navy  officer  and  retains 
service  ties.  It  is  unimaginable  that  he  would  spring  a  pro- 
posal involving  a  reallocation  of  government  frequencies  if 
he  thought  it  had  no  chance  of  approval  by  the  military. 
Since  the  publication  of  the  Craven  memorandum  (ex- 
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clusively  in  Broadcasting,  June  23,  1958),  FCC  Chairman 
John  C.  Doerfer  has  made  several  statements  indicating  at 
least  qualified  interest  in  the  Craven  plan.  Mr.  Doerfer  has 
never  endorsed  it  by  name  or  allusion,  but  he  has  spoken 
of  his  desire  to  widen  the  vhf  television  band. 

It  is  significant  that  last  week  in  a  speech  before  the  New 
York  Radio  &  Television  Executives  Society  Mr.  Doerfer 
said  of  the  tv  allocations  problem:  "Expansion  in  a  con- 
tinuous vhf  band  is  the  logical  solution  and  would  create 
the  least  dislocation  for  the  public.  The  hope  of  this  possi- 
bility is  not  dead." 

Beyond  that  Mr.  Doerfer  would  not  go  when  asked  for 
amplification,  but  we  cannot  imagine  the  chairman  of  the 
FCC  saying  hope  was  not  dead  if  it  were. 

So  it  is  safe  to  conclude  that  serious  conversations  have 
been  held  within  the  Administration  about  shuffling  television 
and  government  frequencies.  We  wish  it  were  equally  safe 
to  conclude  that  television  could  count  on  getting  the  long 
end  of  the  deal,  or  even  a  fair  shake.  Unfortunately,  tele- 
vision up  till  now  has  had  nothing  whatever  to  say.  The 
discussions  have  been  secret,  a  circumstance  which  gives  the 
military  a  distinct  tactical  edge. 

Last  week  Leo  A.  Hoegh,  director  of  the  Office  of  Civil 
&  Defense  Mobilization,  announced  his  recommendations 
for  creation  of  a  committee  to  study  spectrum  allocations 
and  management.  The  recommendations  were  based  on  a 
report  submitted  by  a  Special  Advisory  Committee  on  Tele- 
communications which  Mr.  Hoegh  created  last  November 
at  the  direction  of  the  President,  but  the  recommendations 
of  Mr.  Hoegh  differed  in  two  significant  respects  from  those 
of  his  special  committee. 

The  special  committee  recommended  that  Congress  create 
a  study  commission  of  three  members  to  be  appointed  by 
the  Congress.  Mr.  Hoegh  transformed  that  to  a  recom- 
mendation that  Congress  create  a  commission  of  five  mem- 
bers to  be  appointed  by  the  President. 

A  Congressionally-appointed  committee  would  not  be  apt 
to  be  weighted  in  favor  of  the  military.  A  Presidentially- 
appointed  committee  would  be.  Somewhere  between  the 
delivery  of  Mr.  Hoegh's  special  committee's  recommenda- 
tions and  Mr.  Hoegh's  rewrite  the  military  got  to  work. 

We  doubt  that  Congress  will  accept  the  recommendations 
of  Mr.  Hoegh.  We  think  that  a  full-range  and  impartial 
study  of  spectrum  use  and  management  is  necessary,  but  it 
should  be  conducted  under  the  direction  and  control  of  Con- 
gress and  with  minimum  secrecy. 


Drawn  for  BROADCASTING  by  Sid  His 

"All  he's  getting  out  of  that  is  a  pair  of  overdeveloped  eyeballs.'' 
BROADCASTING,  February  9,  1959 


Big  Pitch  From  Signal  Hill 


And  this  one's  a  belt-high  blazer  in  anybody's  ball  game . . .  the 
Kansas  City  Athletics  baseball  broadcasts  will  come  from  WDAF 
Radio  and  TV  starting  this  year! 

The  young  man  tuning  up  below  will  bring  together  Kansas  City's 
two  most  famous  hills — the  pitcher's  mound  he's  standing  on  at 
Municipal  Stadium  and  Signal  Hill,  home  of  WDAF.  This  is  vet- 
eran sportscaster  Merle  Harmon,  the  Voice  of  the  A's  to  millions 
of  fans  in  six  states.  Merle  will  do  play-by-play  for  the  Joseph 
Schlitz  Brewing  Company  and  the  Skelly  Oil  Company. 

It  was  real  cool  at  the  Stadium  when  Merle  got  his  first  feel  of  the 
WDAF  mike,  but  we  couldn't  wait  to  spread  the  word.  In  the  first 
place,  pitchers  and  catchers  report  very  soon  now,  and  Merle  will 
be  heading  south  for  training  camp.  In  the  second  place,  we  think 
our  Athletics -WDAF  team  may  figure  big  in  your  spring  and 
summer  selling  plans  for  Mid-America.  In  short,  it's  later  than  you 
think.  Better  check  with  our  good  reps  as  soon  as  possible. 


RADIO:  Henry  I.  Christal  Co.,  inc.   •   TELEVISION:  Harrington,  Righter  &  Parsons,  Inc. 


A    NATIONAL    THEATRES  STATION 


Select  any  program  or  announcements  from  these 
Friendly  Group  stations  -wstv-tv,  wboy-tv  or 
kode-tv  on  a  13-week  budget— and  our  exclusive 
"Shopper-Topper"  merchandising  service  is  yours 
at  no  extra  cost  in  the  important  Steubenville- 
Wheeling,  Central  West  Virginia  and  Joplin  mar- 
kets. In  these  three  rich  markets-with  combined 
food  sales  of  $167,562,000-only  these  stations  of- 
fer advertisers  this  unique  merchandising  support. 
Find  out  today  how  "Shopper-Topper"  can  move 
the  goods  for  you. 


The  Shopper-Topper*  Merchandising  Plan  guarantees: 

•  in-store  displays,  placement  of  point-of-sale  material,  shelf 
stocking,  checks  on  prices,  exposure  and  activity  of  major 
competitors,  obtaining  comments  from  stores— in  170  high- 
volume  supermarkets 

•  merchandising  activity  report  every  13  weeks  to  advertis- 
ers and  agencies 

•  complete  direct  mail  service 

•  product  highlighting  on  popular  local  shows,  including  live 

demonstration 

For  more  details  ask  for  our  new  "Shopper-Topper"  brochure 


WSTV-TV      WBOY-TV  KODE-TV 


CHANNEL  9  •  STEUBENVILLE-WHEELING  •  CBS-ABC 


CHANNEL  12  •  CLARKSBURG,  W.  VA.  •  NBC 


CHANNEL  12  •  JOPLIN,  MO.  •  CBS 


Members  of  The  Friendly  Group    ^g^r    Represented  by  Avery-Knodel,  Inc. 
Rod  Gibson,  Nat'l  Sis.  Mgr.  .   52  Vanderbilt  Ave.,  New  York  •  211  Smithfield  St.,  Pittsburgh.  •  *Copyright  applied  for 
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WKMH  Hits  Where  The  Sales  Are 

Staffed  by  Detroit's  top  radio  personalities,  the  WKMH 
"MOBILE-RAMA"  is  a  traveling  showcase.  It  is 
equipped  to  tell  your  client's  story  and  display  his 
products  at  point  of  sale  as  well  as  on  the  air  .  .  .  offers 
a  potent  merchandising  PLUS  for  advertisers. 
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WKMH  Is  First  With  The  "Hot"  News 

Whenever  and  wherever  news  occurs,  the  WKMH 
Mobile  Newscruiser  gets  there  in  a  hurry  .  .  .  gets 
the  facts  FIRST  with  dramatic  on-the-spot  coverage. 
The  Newscruiser  is  on  24-hour  call,  assuring  listeners 
of  "red  hot"  newscasts. 
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Saainaw.  Mich. 


the  most  watched  station  in  Sioux  City. . 

KIHV  CHANNEL  9 

1st  in  share  of  audience  -  from  sign-on  to  sign-off,  KVTV  has  58%  share  of  audience.  Station  B  has  42.6%. 
What  are  the  reasons  for  KVTV  dominance? 

Programing.  Sioux  Citians  tune  to  KVTV  to  see  12  of  the  15  highest  rated 
network  programs.  The  five  highest  rated  syndicate  shows  and  8  of  the  top  ten 
all  are  on  KVTV.  And  on  Channel  9  are  seen  the  world's  greatest  movies-MGM, 
United  Artist,  20th  Century,  Selznick,  Screen  Gems  and  Columbia.  Then,  too, 
KVTV  completely  dominates  the  Sioux  City  market  in  live,  local  shows. 
Yes,  programing  keeps  KVTV  1st  choice  in  Sioux  City.  See  your  Katz  man. 


CHANNEL  9  •  SIOUX  CITY,  IOWA 

CBS  •  ABC 


Cleveland,  Ohio 
Worthington,  Ohio 
Trenton,  New  Jersey 
Fairmont,  West  Virgil 
Yankton,  South  Dakota 
Sioux  City,  Iowa 


TO    LARGE    VOLUME  ADVERTISERS 


WJIM-TV  is  pleased  to  announce  the 
establishment  of  a  new  520-time  rate 
discount,  as  outlined  in  our  Rate  Card 
No.  9,  which  became  effective  January 
1,  1959. 

We  trust  this  will  prove  a  major  step  in 
leading  the  industry  toward  acknowl- 
edgement of  the  need  for  such  a  dis- 
count. 

This  added  incentive  to  the  client  who 
buys  in  quantity  provides  "coverage  that 
counts"  at  a  cost  that  appeals. 


Cwewuje  tjtafr  Coantol 


WJIM-TV 

Strategically   located    to    exclusively  serve 
LANSING...  FLINT  ...JACKSON! 


the    f».G.W.  Colonel 
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Lancaster 
Harrisburg 
York 

is  ONE  TV  market 

when  you  use 

WGAL-TV 


AMERICA'S    1  Oth    TV  MARKET 


CHANNEL S 

LANCASTER,  XPA. 
NBC  and.  CBS 

In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersburg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEINIVIAN  STATION  -  Clair  McCollough,  Pres. 


New  York  »  Chicago 


Los  Angeles  «   San  Francisco 

BROADCASTING,  February  16,  1959 


CLOSED  CIRCUIT, 


Reform  bill  •  Legislation  will  be  intro- 
duced this  week  by  Rep.  Oren  Harris 
(D-Ark.)  to  carry  out  FCC  reforms 
recommended  by  his  Oversight  Sub- 
committee (Broadcasting,  Jan.  5). 
Among  items  to  be  covered:  outlawing 
of  ex  parte  contacts;  public  hearings 
before  issuance  of  any  tv  license;  prior 
Commission  permission  to  negotiate  for 
sale  of  stations:  prohibition  of  "payoffs" 
to  competing  applicants  in  return  for 
withdrawal.  Congressman  said  it  has 
been  "tremendous  job"  to  draft  legisla- 
tion in  acceptable  language  to  cover  all 
situations. 

Also  soon,  perhaps  this  week,  Rep. 
Harris  will  make  known  plans  for  future 
course  of  Oversight  Subcommittee.  In- 
vestigations definitely  will  continue  in 
some  form,  with  subcommittee  first  fac- 
ing task  of  hiring  new  staff.  Politics 
charge  will  be  made  right  at  start  with 
minority  move  to  hire  its  own  counsel. 
Ranking  House  Republicans  are  lean- 
ing toward  own  counsel,  although  Rep. 
John  Bennett  (Mich.),  top  Republican 
on  subcommittee,  is  not  completely  sold 
on  idea.  In  addition,  before  launching 
new  project,  subcommittee  still  must 
get  money  from  House,  so  far  having 
at  its  disposal  only  $25,000. 

Money  matter  •  With  current  contract 
of  Harold  E.  Fellows  as  NAB  chairman 
and  president  expiring  June  30,  1960, 
ad  hoc  committee  will  be  named  to 
negotiate  new  arrangement.  Mr.  Fel- 
lows, who  will  be  60  in  March,  joined 
NAB  in  1951  after  23  years  as  head  of 
CBS-owned  WEEI  Boston.  His  pres- 
ent salary  is  $70,000,  plus  $10,000  al- 
lowance for  his  Washington  expenses, 
and  rises  to  $75,000  next  June.  While 
existing  contract  covers  four-year  con- 
sultancy arrangement  until  1964,  when 
retirement  would  start,  associates  say 
he  would  prefer  to  continue  present 
role  as  chairman-president  under  new 
contract. 

Ad  hoc  committee  of  eight  to  nego- 
tiate with  Mr.  Fellows  will  be  named 
after  NAB  March  15-18  convention  in 
Chicago.  Four  will  be  named  by  chair- 
man and  vice  chairman,  respectively,  of 
Radio  and  Television  Boards.  Addi- 
tional four  will  be  named  two  each  by 
chairman  of  each  board. 

Beep,  beep  •  American  Motors  Corp., 
Detroit,  is  understood  to  have  ap- 
proached all  major  station  representa- 
tives, requesting  cost  data  for  projected 
52-week  spot  radio  campaign  that 
would  hit  virtually  all  markets  in  na- 
tion, primarily  on  behalf  of  Rambler 


car.  American  Motors  is  thinking  of 
six-  and  ten-second  station  breaks  in 
7-9  a.m.  and  5-6:30  p.m.  time  periods. 
Some  representatives  wonder  if  there 
isn't  more  to  AM  strategy  than  seems 
apparent.  Buying  of  time  periods  on  52 
weeks,  across-board  would  block  these 
favored  time  slots  for  other  auto  manu- 
facturers when  they  try  to  purchase 
minute  spots  for  fall  introductory  cam- 
paigns. Agency:  Geyer,  Morey,  Mad- 
den &  Ballard,  New  York. 

Lorillard  on  air  •  Broadcast  media 
(nearly  all  tv)  are  at  record  high  in 
P.  Lorillard's  1959  ad  plans,  most  ex- 
tensive in  cigarette  maker's  history.  Tv 
for  past  few  years  has  blown  smoke 
rings  round  rival  print  media  in  Loril- 
lard's ad  activities.  Strategy  for  '59  re- 
vealed to  Lorillard  sales  executives  and 
Lennen  &  Newell  group  assembled  last 
week  in  Greensboro,  N.  C.  Agency 
handles  all  Lorillard  brands. 

Agreement  to  quit  •  Consent  order 
agreeing  to  stop  alleged  misrepresenta- 
tions being  drafted  by  Federal  Trade 
Commission  and  Arthur  Hammell  and 
four  radio-tv  advertising  promotional 
firms  in  which  latter  is  principal  officer. 
FTC  charged  last  November  that  Mr. 
Hammell  and  companies  misrepresented 
promotional  plans  sold  to  radio  and  tv 
stations  (Broadcasting,  Dec.  1,  1958). 
Companies  involved  are:  Advertisers 
Assoc.  of  America  Inc,  Teleradio  Ad- 
vertisers Inc.,  United  Publicity  Inc.  and 
Teleradio  Advertisers.  Order  does  not 
become  final  until  approved  by  FTC 
commissioners,  which  usually  takes 
about  a  month. 

Broadcast  impact  •  Mail  pull  of  radio- 
tv  was  convincingly  demonstrated  last 
week  in  government-sponsored  observ- 
ance of  150th  anniversary  of  birth  of 
Abraham  Lincoln.  Lincoln  Sesquicen- 
tennial  Commission,  in  radio-tv  spots, 
offered  free  booklet  "The  Lincoln 
Ideals,"  and  by  end  of  first  week  of 
year-long  celebration  more  than  20,000 
copies  had  been  mailed,  with  Box  1959, 
Washington  D.  C,  to  which  citizens 
were  asked  to  write,  still  jammed  with 
uncounted  communications.  Richards 
Assoc.  (Robert  K.  Richards,  former 
NAB  executive),  is  public  relations  con- 
sultant to  government  on  project. 

That  program  service  •  Organizers  of 
Radio  World  Wide,  proposed  national 
program  service  (Broadcasting,  Feb. 
2),  will  meet  in  Chicago  during  NAB 
convention  at  time  yet  to  be  set  but  per- 
haps afternoon  of  Tuesday,  March  17, 
when  no  convention  program  is  sched- 


uled. In  advisory  sent  prospective 
organizers,  Herbert  L.  Krueger,  WTAG 
Worcester,  organizing  committee  chair- 
man, said  enough  stations  had  signed 
letter  of  intent  to  make  outlook  "ex- 
ceedingly promising." 

Because  some  stations  want  to  join 
new  program  service  but  are  committed 
to  present  networks  through  1959, 
organizing  committee  has  proposed 
modification  of  charter  membership. 
Stations  with  commitments  to  present 
networks  may  make  commitment  to 
Radio  World  Wide  before  next  July  1, 
begin  their  minimum  two-year  subscrip- 
tion Jan.  1,  1960.  Membership  cost  re- 
mains 30  times  station's  highest  minute 
rate  per  week,  but  25%  of  two-year 
total  will  be  treated  as  capital  stock  in- 
vestment for  charter  subscribers. 

Day  and  date  •  Final  word  expected 
this  week  on  what  Young  &  Rubicam 
will  do  about  ABC-TV's  "Operation 
Daybreak."  Agency,  which  helped  con- 
struct ABC-TV's  daytime  programming 
and  sales  plan,  negotiates  for  40  weekly 
quarter-hours  underwritten  by  Y&R 
clients  (20  of  them  by  General  Foods). 
Current  thinking  at  Y&R  indicates  some 
curtailment  of  schedule  but  actual  cut- 
back had  not  been  decided  as  of  Friday 
(Feb.  13).  Some  of  cutback  money  may 
go  into  nighttime  tv.  ABC-TV  already 
expects  program  revamp  of  its  daytime 
operation,  based  on  Y&R's  current 
mood. 

Code  enforcement  •  NAB's  tv  code 
enforcers  are  showing  get-tougher  atti- 
tude in  handling  station  violations. 
Latest  step  was  quiet  mailing  of  letters 
to  all  station  subscribers  stating  in  plain 
terms  that  Preparation  H,  hemorrhoid 
balm,  is  strictly  taboo  under  code  clause 
covering  intimate  personal  products. 
Stations  are  given  60-day,  or  13-week 
contract  expiration  period,  to  conform. 
Tv  code  board  has  three  stations  on  its 
consistent-violator  list  and  is  understood 
to  have  them  slated  for  special  handling 
when  new  code  group  takes  offices 
March  16  during  NAB  Chicago  con- 
vention. 

Chain  of  command  •  Some  eyebrows 
raised  when  NBC's  new  organization 
chart  was  circulated  last  week  in  wake 
of  series  of  top-level  promotions 
(Broadcasting,  Feb.  9).  It  shows  David 
C.  Adams,  who  was  elevated  to  new 
post  of  senior  executive  v. p.,  and  Ken- 
neth W.  Bilby,  public  relations  execu- 
tive v.p.,  both  of  whom  had  been  re- 
porting to  Board  Chairman  Robert  W. 
Sarnoff,  now  will  report  to  President 
Robert  E.  Kintner. 
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WEEK 


IS  RATING  WEEK! 


*  NEWS  *  SPORTS 

*  PUBLIC  SERVICE 

*  WESTERNS 

*  COMEDY 

*  CHILDREN'S  SHOWS 

*  MYSTERY 

*  ADVENTURE 

*  VARIETY 
*  TOP  MOVIES 

If  it  has  audience  appeal 
. . .  Channel  13  has  it! 


•  Broad  programming,  covering  every  audience  base,  makes 
WSPD-TV  television  Toledo  television.  This  wide  variety  of  appeal 
to  every  member  of  the  family— day  and  evening—  is  the  big  reason 
WSPD-TV  can  meet  and  whip  the  rating  challenge  every  week! 
Ask  your  Katz  man. 


btorer  Television.  t«J 


"Famous  on  the  local  scene 

WSPD-TV 


CHANNEL  13  •  TOLEDO 


WSPD-TV  Toledo  •  WJW-TV  Cleveland   •  WJBK-TV  Detroit    •  WAGA-TV  Atlanta  •  WITI  -TV  Milwauke 


WEEK  IN  BRIEF. 


VTR  also  means  'Very  Terrific  Results'  •  Videotape  is 
doing  a  practical  day-by-day  job  of  helping  an  agency 
do  a  more  effective  selling  job  in  television  for  its 
clients.  Milton  J.  Beckman,  principal,  Beckman-Koblitz 
Inc.,  Los  Angeles,  tells  the  story  in  this  week's  Monday 
Memo.  Page  23. 

'Goddam  Genius'  on  the  hook  •  Mutual's  president, 
Mr.  Beckman       Alexander  L.  Guterma,  who  conferred  this  title  on 
himself,  is  neck-deep  in  trouble  as  Securities  &  Exchange 
Commission  challenges  the  securities  and  exchanges  of  F.  L.  Jacobs  Co. 
A  key  question:  Who  owns  Mutual?  Page  29. 

Madison  Avenue  rates  the  single  rate  •  Some  agencies  interested  in 
simplified  rate  card  as  idea  gains  support  but  danger  of  backfiring  is 
emphasized.  Page  34. 

Pressure  on  the  Potomac  •  Advertising  Federation  of  America  takes 
cautious  look  around  Washington  and  discovers  disturbing  legislative 
and  regulatory  trends.  Congressman  chides  advertising  and  media  men 
for  failure  to  recognize  facts  of  political  life.  Page  38. 

Gold  in  them  thar  skyscrapers  •  Regal  Adv.  Assoc.  Corp.  claims  in- 
ventory of  $8  million  in  tv  time  as  it  moves  into  new  quarters.  Agency 
specializes  in  swapping  films  for  time.  Page  39. 

Good  year  in  tv  network  billing  •  $566.5  million  in  1958  was  9.8% 
better  than  1957.  CBS-TV  tops  three  tv  networks,  and  each  network 
chalks  up  gains.  Page  48. 

Back  with  a  bang  •  The  Three  Stooges,  whose  comedies  were  a  staple 
of  pre-tv  movie  houses,  got  a  new  lease  on  life  when  Screen  Gems 
released  78  of  its  old  two-reelers  to  television.  Broadcasting  charts 
their  reincarnation.  Page  62. 

NBC  sprinkles  'Stardust'  •  Plan  for  17  new  five-minute  programs  daily, 
featuring  star  talent,  is  presented  to  radio  affiliates  (via  television).  NBC 
officials  say  response  is  enthusiastic,  counter  charges  of  some  critics  that 
it's  "barter  in  disguise."  Page  67. 

FCC  zigs  again  on  boosters  •  Commission  announces  it  has  ordered 
staff  to  restudy  possibility  of  authorizing  on-channel  service  under  rules 
and  standards,  with  recommendations  for  changes  in  Communications 
Act  also  requested.  Week  also  sees  request  for  on-channel  "amplifying 
transmitter"  in  Johnstown,  Pa.  Page  70. 

Proxmire  would  axe  FCC  •  Senator  plans  to  introduce  bill  to  replace 
Commissioners  with  communications  administrator  and  3-5  judge  panel. 
Present  Commission  staff  would  be  retained,  with  only  commissioners  to 
go.  Page  72. 

Networks  on  anxious  seat  again  •  FCC  readying  report  on  purported 
program  tie-ins  by  networks.  Looks  like  public  hearing  in  view,  based  on 
Justice  Dept.  report  on  investigation  of  alleged  network  pressures. 
Page  77. 
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Indianapolis 

Major  retail  area  for  18  richer- 
than-average  counties.  1,000,000 
population  -  350,600  families  with 
90%  television  ownership! 

•;  11  Satellites 

Each  an  additional  recognized 
marketing  area— and  well  within 
WFBM-TV's  basic  area  of  in- 
fluence. Includes  Marion  •  An- 
derson •  Muncie  •  Blooming- 
ton  •  Vincennes  •  Terre  Haute 

•  Danville,  Illinois   •  Lafayette 

•  Peru  •  Logansport  •  Kokomo. 

ONLY  HERE  — in  Indianapolis 
on  WFBM-TV  can  you  buy  more 
honest  market  penetration,  con- 
sumer influence,  for  fewer  dollars 
expended  than  anywhere  else! 

Represented  Nationally  by  the 
KATZ  Agency 


II 

m 


The  Nation's  13th  Television  Market 
. . .  with  the  only  basic  NBC  coverage 
of  760,000  TV  set  owning  families. 
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lore  People 

Respond 


This  programing  motivates  people  . . . 

makes  them  do  things. 
That's  why  our  10,000  letters  per  week 
in  response  to  family  games. 
Action  programs  stimulate  listener  reaction. 
XV>//) ///)//)'/ J/j/l\^  Your  advertising  reaches  buyers 

W^MMM?^-^  ^Jm^a      (the  best  kind  of  audience!) 

Bartell  it .  .  .  and  sell  it! 

To  Bartell 


at:  ly  Ra<  lio 


BHRTELL 

mmnv 


COAST  TO  COAST 


i  r"jn»  R    1 "°  ,"iR|"n  - ' 

L  550  in  BiUmincHBm  J 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC 
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LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE  AND  NEXT  •  DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  29 


NEW  STATION  COMBINE  FORMED 

It's  Transcontinent  and  Wrather-Petry 


Combination  of  station  interests  that 
would  catapult  Transcontinent  Televi- 
sion Corp.  into  top  ranks  of  radio-tv 
station  owners  is  being  negotiated  with 
Marietta  Broadcasting,  TTC  President 
David  C.  Moore  and  Marietta  Presi- 
dent Jack  Wrather  disclose  in  announce- 
ment being  issued  today  (Feb.  16). 

Deal,  described  as  in  process  of  being 
completed,  would  raise  TTC's  station 
total  to  five  vhf  and  one  uhf  in  tele- 
vision and  three  radio  stations.  Involved 
are  Marietta's  KFMB  (540  kc,  5  kw)  and 
KFMB-TV  (ch.  8)  San  Diego  and 
KERO-TV  Bakersfield,  Calif,  (ch.  10), 
in  addition  to  TTC's  WGR  (550  kc,  5 
kw)  and  WGR-TV  (ch.  2)  Buffalo, 
WROC-TV  Rochester,  N.Y.  (ch.  5), 
60%  of  WNEP-TV  Scranton-Wilkes- 
Barre,  Pa.  (ch.  16)  and  50%  of  WSVA 
(550  kc,  5  kw  day,  1  kw  night)  and 
WSVA-TV  (ch.  3)  Harrisonburg,  Va. 
Deal  subject  to  FCC  approval. 

Tv  properties  involved  in  deal  and 
their  network  affiliations  are  KFMB-TV 
(CBS-TV),  KERO-TV  (NBC-TV  and 
ABC-TV),  WGR-TV  (NBC-TV  and 
ABC-TV),  WROC-TV  (NBC-TV  and 
ABC-TV),  WNEP-TV  (ABC-TV)  and 
WSVA-TV  (CBS-TV,  NBC-TV,  ABC- 
TV). 


Authorities  professed  inability  to  say 
how  new  ownership  would  break  down 
between  TTC  and  Marietta  until  final 
details  are  completed,  but  it  was  under- 
stood transaction  involved  exchange  of 
stock  and  unofficial  estimates  were  that 
TTC  would  own  about  two4hirds  and 
Marietta  one-third.  Spokesmen  said  they 
similarly  were  unable  to  estimate  dol- 
lar value  of  transaction.  However,  based 
on  sales  prices  when  these  stations  last 
changed  hands  (in  1957  and  1958  ex- 
cept WSVA-AM-TV,  which  was  May 
1956)  and  on  appreciation  since,  value 
of  TTC-Marietta  interests  would  be 
near  $20  million. 

Transcontinent  owners,  in  addition  to 
President  Moore  (0.06%),  are  J.  Fred 
Schoellkopf  IV  (9.6%),  George  F. 
Goodyear  (10%)  and  others.  Marietta  is 
owned  by  Mr.  Wrather  (63.64%)  and 
Edward  Petry  &  Co.,  station  representa- 
tive (36.36%).  Spokesmen  for  Mr. 
Wrather  said  none  of  his  other  interests 
are  involved.  These  include  part  owner- 
ship of  Independent  Television  Corp., 
program  production  and  distribution 
firm;  Muzak  Corp.;  program  series 
ownerships;  Disneyland;  cp  for  ch. 
44  in  Boston,  and  extensive  petroleum 
holdings. 


GUTERMA  INFLUENCE  SPREADS 


Name  of  Guild  Films  and  Matthew 
Fox,  tv  film  entrepreneur  and  principal 
owner  of  Skiatron  Tv  Inc.,  pay  tv  ad- 
vocate, entered  tangled  financial  affairs 
of  MBS  president  Alexander  Guterma 
(see  page  29)  at  week's  end. 

Securities  &  Exchange  Commission 
announced  it  had  ordered  suspension 
of  trading  in  Bon  Ami  Co.  (household 
cleansers)  stock  on  all  markets.  Mr. 
Guterma,  whose  Fil.  Jacobs  Co.  stock 
was  suspended  earlier  in  week  by  SEC, 
was  president  of  Bon  Ami  and,  accord- 
ing to  SEC,  still  has  interests  in  com- 
pany. 

SEC  report  skeletonized: 

In  March  1957,  Bon  Ami  advanced 
$115,000  to  Mr.  Fox.  Mr.  Fox  gave 
Bon  Ami  promissory  note,  secured  by 
letter  agreement  with  Guild  Films  Co. 
Guild  agreed  to  supply  $350,000  worth 
of  spot  time  to  Bon  Ami  if  Mr.  Fox 
defaulted  on  note. 


On  May  2,  1957,  Mr.  Fox  defaulted. 
At  suggestion  of  Mr.  Guterma,  Bon 
Ami  sold  Fox  note  to  Comficor  Inc. 
(controlled  by  Mr.  Guterma)  for  $117,- 
000.  With  note  went  collateral  from 
Guild. 

Between  May  3  and  May  10,  1957, 
Mr.  Fox  "without  further  considera- 
tion," caused  Guild  obligation  to  be  in- 
creased from  $350,000  to  $500,000. 
On  May  13,  1957,  Bon  Ami  advanced 
over  $150,000  to  Chatham  Corp.  (pur- 
portedly owned  by  Mr.  Guterma  and 
family). 

About  June  20,  1957,  Chatham  Corp. 
acquired  from  Guild  $750,000  worth  of 
tv  spot  time.  Chatham  paid  $200,000 
plus  transfer  to  Guild  of  rights  to  for- 
eign tv  and  theatrical  exhibition  of  cer- 
tain motion  picture  films  (known  as 
Icthyan  package).  These  pictures  were 
acquired  by  Chatham  from  foreign  in- 
continues  on  page  10 


4  radio  directors 
re-elected  by  NAB 

Four  members  of  NAB  Radio  Board 
re-elected  for  two-year  terms,  count  of 
ballots  showed  Friday.  Two  members 
lost  out  in  election.  Terms  of  elected 
directors  will  begin  during  NAB  con- 
vention week  in  Chicago  (March  15- 
18). 

Results  of  election  follow: 

Dist.  1— Daniel  W.  Kops,  WAVZ  New  Haven, 
Conn,  (incumbent)  defeated  William  B.  McGrath' 
WHDH  Boston. 

Dist.  3— John  S.  Booth,  WHCA  Chambersburg, 
Pa.,  defeated  Lawrence  H.  Rogers  II,  WSAZ  Hunt- 
ington, W.  Va. 

Dist.  5 — Frank  Gaither,  WSB  Atlanta,  defeated 
Charles  C.  Smith,  WDEC  Americus,  Ga. 

Dist.  7— Hugh  0.  Potter,  W0MI  Owensboro, 
.Ky.;  defeated  Herbert  E.  Evans,  WGAR  Cleveland. 

Dist.  9— Mig  Figi,  WAUX  Waukesha,  Wis.,  de- 
feated Ben  Laird,  WDUZ  Green  Bay,  Wis. 

Dist.  11 — Odin  Ramsland,  KDAL  Duluth,  Minn 
defeated  Ray  Eppel,  K0RN  Mitchell,  S.  D.  (in- 
cumbent). 

Dist.  13— Boyd  Kelley,  KTRN  Wichita  Falls, 
Tex.,  defeated  James  M.  Gaines,  W0AI  San  An- 
tonio. 

Dist.  15— Joe  D.  Carroll,  KMYC  Marysville, 
Calif.,  defeated  Bob  Reichenbach,  KWG  Stockton 

Calif. 

Dist.  17— Thomas  C.  Bostic,  KIMA  Yakima, 
Wash.,  defeated  Lee  Bishop,  K0RE  Eugene,  Ore. 

Large  Stations — Harold  Hough,  WBAP  Fort 
Worth,  defeated  Jay  W.  Wright,  KSL  Salt  Lake 

City. 

Medium  Stations — Rex  Howell,  KREX  Grand 
Junction,  Colo.,  defeated  Cecil  B.  Hoskins,  WWNC 
Asheville,  N.  C. 

Small  Stations — F.  Ernest  Lackey,  WHOP 
Hopkinsville,  Ky.,  defeated  William  C.  Grove, 
KFBC  Cheyenne,  Wyo.  (incumbent)  and  Dave  Mor- 
ris, KNUZ  Houston. 

Fm  Stations — Richard  H.  Mason,  WPTF-FM 
Raleigh,  N.  C,  defeated  Calvin  J.  Smith,  KFAC- 
FM  Los  Angeles,  and  Edward  A.  Wheeler,  WEAW- 
FM  Evanston,  III. 


KTUL  to  Mutual 

KTUL  Tulsa  has  joined  Mutual 
as  affiliate,  effective  Feb.  15, 
James  C.  Leake,  president  of  Grif- 
fin Broadcast  group,  said  Feb.  13. 
KTUL  disaffiliated  from  CBS  Ra- 
dio last  December  (Broadcast- 
ing, Dec.  15)  and  at  that  time  said 
it  was  "dissatisfied"  with  network 
programming  generally  but  added 
it  would  consider  joining  "another 
national  organization"  providing 
programming  "station  feels  is 
needed."  KRMG  (Meredith  sta- 
tion) succeeded  KTUL  as  CBS  Ra- 
dio affiliate  in  Tulsa  (Broadcast- 
ing, Dec.  22). 
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terests  represented  by  Sartiris  Fassoulis. 
Icthyan  acquired  these  rights  from  Mat- 
thew Fox  and  companies  in  1955,  pay- 
ing Fox  about  $360,000. 

At  same  time  Comficor  transferred  to 
Chatham  Fox  note  and  Guild  obliga- 
tion to  supply  $500,000  worth  of  tv 
spot  time.  Chatham  then  transferred  to 
Bon  Ami  $500,000  worth  of  tv  spot 
time  plus  $750,000  worth  of  tv  spot 


time  which  Chatham  had  acquired  from 
Guild.  Bon  Ami  paid  $830,000  for 
this  $1.25  million  worth  of  tv  spot  time. 

,  Mr.  Fassoulis  later  transferred  Icth- 
yan package  to  Bon-Ami  for  over  $1 
million  cash.  Bon-Ami  paid  $1  million 
to  Swiss  bank  for  account  of  Icthyan. 
Same  time,  Bon-Ami  agreed  to  buy 
from  Guild  $6.2  million  worth  of  tv 
spot  time  for  $3.6  million.  This  was 
paid  by  transferring  Icthyan  package 
from  Bon- Ami  to  Guild,  valued  at  $1.2 
million,  and  Bon-Ami  agreed  to  pay 
Guild  $2.4  million  in  60  monthly  in- 


stallments. Bon-Ami  made  three  month- 
ly payments  to  Guild,  then  contract 
cancelled  when  Bon-Ami  failed  to  meet 
Jan.  1  and  Feb.  1  payments. 

Result  was  now  contract  whereby 
Guild  agreed  to  consider  $120,000  al- 
ready paid  as  payment  for  $197,000 
worth  of  tv  spot  time;  Icthyan  package 
returned  by  Guild  to  Bon-Ami;  Bon- 
Ami  agreed  to  pay  Guild  $30,000  cash 
and  $30,000  in  15  monthly  installments, 
and  Guild  agreed  to  supply  Bon-Ami 
with  %\lA  million  worth  of  tv  spot  time. 


WEEK'S  HEADLINERS 


•  Henry  G.  Plitt,  president  of  Paramount 
Gulf  Theatres,  subsidiary  of  American 
Broadcasting-Paramount  Theatres  Inc.,  ap- 
pointed president  of  ABC  Films  Inc.,  re- 
placing George  Shupert  who  resigned 
from  AB-PT's  tv  film  subsidiary  to  be- 
come v.p.  in  charge  of  television  for 
Metro-Goldwyn-Mayer  (Week's  Head- 
liners  Jan.  26).  Mr.  Plitt  joined  United 
Mr.  Plitt  Paramount  Theatres,  with  which  ABC 

merged  in  1953  to  form  AB-PT,  in  1946  as  district  manager 
in  Ohio,  West  Virginia  and  Kentucky.  In  1949,  Mr.  Plitt 
moved  to  New  Orleans  and  was  promoted  to  division  man- 
ager of  then  Paramount-Richard  (now  Paramount  Gulf) 
Theatres.  He  was  advanced  to  v.p.  in  1951  and  president  in 
1955.  In  his  new  post,  he  will  make  his  headquarters  in 
New  York. 


•  Lloyd  Harris,  Young  &  Rubicam  media 
director,  appointed  v.p.  and  manager  of 
media  department  at  Sullivan,  Stauffer, 
Colwell  &  Bayles,  N.Y.  Mr.  Harris  in  effect 
will  handle  day-to-day  media  operation  in- 
cluding buying.  Frank  Minehan,  who 
continues  as  v.p..  director  of  media  and 
l\     chairman   of  SSC&B's  plans  board,  will 
™*  JIM1     maintain  overall  supervision  of  media  but 
Mr.  Harris  \s  freed  for  concentration  on  plans  board 

activity.  Mr.  Harris  was  in  research  and  statistical  work  with 
Army  during  World  War  II,  after  war  was  with  Veterans 
Administration.  He  joined  Y&R  in  April  1948  as  director  of 
media  research  department,  becoming  in  1950,  Y&R's  media 
director  on  Procter  &  Gamble. 


vice  chairman  of  board  and  chairman  of  executive  com- 
mittee. Mr.  Montgelas  continues  as  director  and  member  of 
executive  committee.  He  came  to  Bates  in  1950,  relinquish- 
ing presidency  of  Buchanan  &  Co.  ad  agency.  James  C. 
Douglass,  who  has  served  as  senior  v.p.,  named  to  new 
post  of  executive  v.p.  Mr.  Kearns,  with  Bates  since  1942, 
began  advertising  career  with  Buchanan-Thomas  in  Omaha, 
Neb.  Mr.  Douglass  joined  agency  in  1953  as  director  of 
radio-tv.  T.  L.  Bates,  agency  founder  and  honorary  board 
chairman,  and  Rosser  Reeves,  chairman  of  board,  continue 
in  their  respective  positions.  Bates  had  combined  tv-radio 
billing  of  $84  million  last  year,  and  its  broadcast  share  of 
overall  billing  was  79%. 


•  Hollis  M.  Seavey.  director,  Clear  Chan- 
'I    nel  Broadcasting  Service  for  past  six  years, 
...I    resigning  to  enter  station  ownership.  He 
has  bought  WCUM  Cumberland,  Md.  (see 
Changing  Hands,  page  56).  Mr.  Seavey 
became  CCBS  director  in  1953,  following 
*'       five  years  as  special  events  director  and 
"%         director  of  MBS'  Washington  bureau.  Mr. 
^        Seavey  worked  as  announcer  and  news- 
Mr.  Seavey         ;aster  at  WHLD  Niagara  Falls,  N.Y.; 
KOCY  Oklahoma  City,  and  WOL  Washington,  D.C.,  before 
joining  MBS'  operations.  His  resignation  as  CCBS  director 
will  take  place  after  FCC  approves  purchase  of  WCUM, 
expected  after  CCBS  director's  meeting  in  Chicago  during 
NAB  convention  next  month. 


Mr.  Montgelas 


Kearns 


Mr.  Douglass 


►  Rudolph  Montgelas,  senior  v.p.,  Ted  Bates  &  Co.,  elected 
igency  president,  succeeding  William  H.  Kearns,  named 


•  Max  D.  Paglin,  legal  assistant  to  FCC 
Comr.  Robert  T.  Bartley  since  1953,  ap- 
pointed last  Friday  (Feb.  13)  assistant 
general  counsel  to  head  litigation  division 
of  FCC,  succeeding  Richard  A.  Solomon, 
who  joins  antitrust  division  of  Dept.  of 
Justice.  Mr.  Paglin  joined  FCC  in  Decem- 
ber 1942  and  has  since  served  in  several 
regulatory  divisions.  He  was  with  interna- 
tional common  carrier  communications 
from  1943-48,  with  fm  broadcasting  from  1948-50,  with 
am  broadcasting  from  1950-51  and  with  broadcast  hearings 
from  1951  until  his  appointment  as  legal  assistant  to  Comr. 
Bartley. 


Mr.  Paglin 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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All 


The  rundown  on  "Mike  Hammer"  carries  as  big  a  wal- 
lop as  the  fists  of  America's  best-read,  most-watched 
private  eye . . . 

No.  1  Mystery  Series  in  all  syndication  for  4  straight 
months  !* 

No.  1  of  All  Syndicated  Shows  in  St.  Louis,  Kansas 
City,  Little  Rock,  Springfield,  Mo.,  Charlotte,  Peoria, 
Altoona ;  No.  2  in  New  York,  Cincinnati,  Washington, 
Scranton-Wilkes-Barre,  Shreveport,  Wichita;  in  the 
"top  ten"  everywhere!* 


Tremendously  High  Shares  of  audience  in  market  after 
market !  National  average  —  43,7%  J  * 
2nd  Series  Already  Renewed  ...  by  MARLBORO  CIGA- 
RETTES (Philip  Morris,  Inc.)  ...  by  aero  WAX  (Ameri- 
can Home  Products  Co.)  ...  by  Budweiser  Beer 
(Anheuser-Busch)  ...  by  Labatt's  Beer  and  Ale 
(John  Labatt,  Ltd.  )  and  many  more,  plus  scores  of 
stations  in  every  size  market ! 
HAMMER  HOME  YOUR  MESSAGE 
AND  SHATTER  YOUR  SALES  RECORDS! 


MIKE  HAMMER 
DARREN  MCG AVI N 


STARRI 


p  > 


78 


half  hours  now  available ! 


produced  by 

*Lateet  available  ARB  ratings. 


revu 


productions 


mca  tv 

FILM  SYNDICATION 

Madison  Avenue,  New  York  22  •  PLaza  9-7500 
and  principal  cities  everywhere 


REMEMBER  THIS  PICTURE?  It's  of  Theodore  Roosevelt  National  Memorial  Park  in 
North  Dakota's  Badlands.  It  was  used  in  1958  to  illustrate  one  of  Sinclair's  public  service 
messages  devoted  to  the  conservation  of  America's  natural  resources  and  historic  shrines. 


Sinclair's  Public  Service  Program 
Continues  to  Win  Wide  Acclaim 


Now  in  its  fifth  year,  Sinclair's  public  service  program  has 
won  continuing  praise  from  the  nation's  leading  sena- 
tors, governors,  congressmen,  editors,  educators  and 
conservationists,  and  public  commendation  from  im- 
portant civic,  business,  farm,  garden,  travel  and  patriotic 
organizations. 

In  1958,  Sinclair  received,  for  its  public  service,  cita- 
tions and  commendations  from  the  U.S.  Junior  Chamber 


of  Commerce,  Sport  Fishing  Institute,  Wisconsin  Recrea- 
tion Association,  the  American  Farm  Bureau  Federation, 
and  the  governors  of  Minnesota,  North  Dakota  and 
Kansas,  among  others.  In  addition,  the  program  again 
received  the  Saturday  Review  Award  for  distinguished 
advertising  in  the  public  interest,  and  was  selected  by 
Public  Relations  News  as  one  of  the  year's  best  public 
relations  programs. 


HAVE  YOU  MOTORED  TO  A  NATIONAL  PARK  RECENTLY?  If  not,  perhaps  you 
are  planning  such  a  trip  for  this  summer.  You  will  find  our  colorful  National 
Parks  map  of  interest  and  help.  Write  for  your  copy  today:  Tour  Bureau, 
Sinclair  Oil  Bldg.,  600  Fifth  Ave.,  New  York  20,  N.  Y. 


SINCLAIR 

A  Great  Name  in  Oil 


BROADCASTING,  February  16,  1959 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

■'Indicates  first  or  revised  listing) 

FEBRUARY 

Feb.  16 — Boston  ch.  5  rehearing  scheduled  to 
begin.  This  is  on  question  of  off-record  conversa- 
tions with  FCC  commissioners  during  original 
comparative  hearing,  remanded  to  the  FCC  by 
the  U.S.  Court  of  Appeals  for  the  District  of 
Columbia.  Examiner:  Judge   Horace  Stern. 

Feb.  16-17 — Managers  of  Tele-Broadcasters  Inc. 
wilt  hold  first  annual  sales-management  meeting 
at  Sheraton  East  Hotel,  New  York.  H.  Scott 
Killgore  is  president 

'  Feb.  16-17— National  Collegiate  Athletic  Assn., 
Television  Committee,  Chicago,  to  put  finishing 
touches  on  1959  football  television  plan. 

Feb.  17-18 — Michigan  Assn.  of  Broadcasters,  leg- 
islative convention,  Olds  Hotel,  Lansing. 

Feb.  17-19 — Broadcasting  &  Film  Commission — 
National  Council  of  Churches,  annual  meeting, 
Sheraton-McAlpin  Hotel,  New  York. 

Feb.  17-20 — Audio  Engineering  Society,  annual 
western  convention.  Hotel  Biltmore,  Los  Angeles. 
Feb.  18 — Comments  due  on  FCC  proposal  to  re- 
vise program  and  commercial  listings  in  applica- 
tion forms  for  new  radio  and  tv  stations,  licenses 
and  transfers.  Docket  No.  12,673. 

'Feb.  19— NAB  Tv  Committee,  Waldorf-Astoria, 
New  York. 

"Feb.  19-21 — Commercial  and  educational  broad- 
casters from  11  western  states,  annual  Radio-Tv 
Conference,  Arizona  State  U.  campus,  Phoenix. 
Feb.  21— United  Press  Intl.  Broadcasters  Assn. 
of  Connecticut,  Jolly  Fisherman,  Norwalk. 
-Feb.  23-24 — American  Bar  Assn.,  annual  con- 
vention, Edgewater  Beach  Hotel,  Chicago  (to  be 
preceded  Feb.  19-22  by  several  allied  bar  group 
meetings).  ABA  will  hear  status  report  on  con- 
troversial Canon  35  prohibiting  radio-tv  court- 
room coverage. 

Feb.  24-25 — NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Stweham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  of  Democracy  awards  luncheon. 

Feb.  25-27— Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 
Feb.  26 — NAB  Engineering  Advisory  Committee, 
NAB  hdqrs.,  Washington. 

'Feb.  27— Democratic  National  Committee  meets 
m  Washington  to  pick  final  site  for  1960  nominat- 
ing convention. 

"Feb.  28 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

MARCH 

'March  3— Second  annual  legislature  dinner  of 
New  York  State  Assn.  of  Radio  &  Television 
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Broadcasters  with  Gov.  Nelson  A.  Rockefeller  as 
guest-of-honor  and  keynote  speaker.  Ten  Eyck 
Hotel,  Albany.  Also  on  dais  will  be  New  York 
Senators  Jacob  K.  Javits  and  Kenneth  B.  Keating, 
Comr.  Robert  Lee,  of  FCC,  and  Gov.  Rockefeller's 
entire  cabinet.  Mike  Hanna,  WHCU  Ithaca,  is 
chairman  of  dinner. 

March  4 — California  Broadcasters  Assn.,  annual 
membership  meeting.  El  Dorado  Inn,  Sacramento. 

March  5-6— Assn.  of  National  Advertisers,  Ad- 
vertising to  Business  &  Industry,  Hotel  Webster 
Hall,  Pittsburgh. 

March  13-14 — Arkansas  Broadcasters  Assn.,  spring 
meeting,  Hotel  Marion,  Little  Rock. 

'March  15 — Assn.  of  Maximum  Service  Telecast- 
ers,  annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  9:30  a.m. 

March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  heid  concurrently 
with  convention  in  the  same  hotel. 

March  16 — NAB  Tv  Code  Review  Board,  Conrad 
Hilton  Hotel,  Chicago. 

March  18-20 — Quarterly  conference.  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

'March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

'April  3-4 — Oregon  Assn.  of  Broadcasters,  U.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

April  5-8— National  Retail  Merchants  Assn., 
sales  prometion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition.  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

'April  7 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.   Matthews,   U.S.   District  Court,  Washington, 


April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  12-13 — Spring  meeting,  Texas  Assn.  of 
Broadcasters,  Commodore  Perry  Hotel,  Austin. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore 
Santa  Barbara,  Calif. 

April  20-23 — American  Newspaper  Publishers 
Assn.,  Waldorf-Astoria  Hotel,  New  York. 

April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

'April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier  in 
White  Sulfur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

'April  24 — Ohio  Assn.  of  Broadcasters,  Terrace- 
Hilton  Hotel,  Cincinnati. 

'April  24-25 — New  Mexico  Broadcasters  Assn., 


how  to 
be  a  hero 

to  your 
clients 


Clients  really  take  a  shine  to  you, 
when  you  install  TelePrompTer. 
You'll  turn  out  their  commercials 
smooth  as  silk  even  after  a  single 
run-through.  Performance  with 
TelePrompTer  builds  client  confi- 
dence because  you're  delivering  net- 
work quality  with  local  talent.  It's 
a  fact:  Xo  station  is  fully  equipped 
without  TelePrompTer. 

TelePro  6000  Rear  Screen  Projector 
can  give  your  commercials  another 
big  boost.  The  brightest  image  im- 
aginable gives  authentic  back- 
ground for  vour  clients'  messages. 
Both  TelePrompTer  and  TelePro 
will  be  on  exhibit  at  the  N.  A.  B. 
Convention  in  Chicago,  March  15. 
Don't  miss  them. 

Tmiimlp^mmipllhm 

— — ■ —  A  CORPORATION. 

Originators  of 
GROUP  COMMUNICATIONS 

31 1  WEST  43  ST.,  NEW  YORK  36,  N.Y. 

LOS  ANGELES  •  WASHINGTON,  D.C.  •  CHICAGO 
HUNTSVILLE,  ALA    •    TORONTO    •  LONDON 
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The  first  of  NBC  Radio's  new  "Image"  series -IMAGE -RUSSIA- has  stirred  genuin 
excitement  among  listeners  and  critics.  Variety  is  impressed  by  its  "vividly  revealing 
word  picture  of  the . . .  passion  and  violence  that  engulfs  present-day  Russia ...  it  canno 
help  but  beat  an  indelible  tattoo  on  the  minds  of  everyone  interested  in  the  characte 
of  the  Soviet  Union."  The  New  York  Times  believes  it  an  "interesting,  enlightening 
. . .  colorful  and  comprehensive  . . .  praiseworthy  project . . ."  IMAGE -RUSSIA  is  th 
latest  example  of  NBC  Radio's  continuing  contribution  to  provocative,  imaginative 


letwork  programming.  It  is  further  evidence  of  the  industry  leadership  which 
produced  Monitor,  News-on-the-Hour,  Hot-Line  Service,  and  Stardust.    For  these 
ixciting  program  services,  NBC  Radio  has  created  equally  exciting  sales  plans: 
|  Engineered  Circulation,  Imagery  Transfer,  Memory  Vision,  and  the  remarkable 
1  salesvertising  Plan  that  ties  local  dealers  in  with  national  campaigns.  These 

[ire  the  compelling  reasons  why  more  upp  DAHIA  klCTlA/ftDLf 
jind  more  advertisers  are  using  the     llDv  IIHUIU  lit  I  WlUlllV 


Another  thriller-diller  from  WJRT- 


If  you  want  land,  lots  of  land:  Flint,  Lansing,  Saginaw 
and  Bay  City,  to  be  exact— WJRT's  your  baby.  With  each 
of  these  big  metropolitan  areas  getting  WJRT's  powerful 
Grade  "A"  signal  or  better,  it's  the  most  efficient  way  to  buy 
Michigan's  other  big  market.  In  all,  you  get  nearly  a  half 
million  TV  households  with  this  single-station  buy.  That's 
all  of  rich  mid-Michigan,  ready  to  hark  to  your  message. 
Whenever  you're  ready  to  send  it,  just  say  the  word. 

WJR 

CHANNEL  FLINT 

ABC  Primary  Affiliate 

Represented  by  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

New  York  »  Chicago  «  Detroit  •  Boston  •  San  Francisco  •  Atlanta 


Bishop's  Lodge,  Santa  Fe. 
April  26-29 — National  Assn.   of  Transportation 
Advertising    convention,    The    Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 

''April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 
April  30-May  3 — Assn.  of  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 

May  1 — National  Law  Day. 

*May  1-3— Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 
Galvez,  Galveston.  Annual  meeting. 

May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 

May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla. 

May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 

Bedford  Springs. 

*May  16-17 — Illinois  News  Broadcasters  Assn., 

spring  meeting,  Southern  Illinois  U.,  Carbondale; 
also,  United  Press  Intl.  business  meeting. 

May  20-22 — Assn.  of  National  Advertisers,  spring 
meeting,  Edgewater  Beach  Hotel,  Chicago. 

*May  21-23 — Montana  Radio  Stations  Inc.,  Great 

Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 

convention,  Sheraton  Hotel,  Chicago. 

"May  24-27 — Associated   Business  Publications, 

annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

*May  28-31 — Second  Annual  Pop  Music  Disc 
Jockey  Convention  &  Seminar  under  auspices  of 
Storz  Stations,  Americana  Hotel,  Miami,  Fla. 

JUNE-NOVEMBER 

June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 

Cambridge,  Mass. 

June  7-10 — Advertising  Federation  of  America, 

annual  convention,  Hotel  Leamington,  Minneapolis. 

June  9-11 — National  Community  Television  Assn. 

annual  convention,  Mayflower  Hotel,  Washington, 
D.C.  ,'■!_[ 
June  12-16 — National  Federation  of  Advertising 
Agencies,  annual  convention,  Chatham  Bars  Inn, 
Chatham,  Mass. 

June  14-17 — National  Industrial  Advertisers  Assn., 

national  convention,  Fairmont  and  Mark  Hopkins 
Hotels,  San  Francisco. 

*June  17-19 — American  Marketing  Assn.,  na- 
tional conference,  Hotel  Statler,  Cleveland. 

June  17-20 — Natonal  Assn.  of  Radio-Television 
Farm  Directors  convention,  Hotel  Statler,  New 
York. 

*June  18 — Maryland-D.  C.    Broadcasters  Assn., 

Stephen  Decatur  Hotel,  Ocean  City,  Md. 

-June  19-20 — Colorado  Broadcasters  &  Telecas- 
ters  Assn.,  Glenwood  Springs. 

June  28-July  2 — Advertising  Assn.  of  the  West, 
annual  convention,  Tahoe  Tavern,  Tahoe  City,  Calif. 

•July  5-17 — NAB  Management  Development  Sem- 
inar, Harvard  Graduate  School  of  Business  Adm?, 
Cambridge,  Mass.  Designed  to  give  station  man- 
agement principles  and  analytic  techniques  in- 
volved in  the  executive  job. 

"Sept.    25 — Advertising    Research  Foundation, 

fifth  annual  conference,  Waldorf-Astoria,  New 
York. 

Oct.  12-14 — National  Electronics  Conference, 
Hotel  Sherman,  Chicago. 

Nov.  8-9 — Fall  meeting,  Texas  Assn.  of  Broad- 
casters, Texas  Hotel,  Fort  Worth. 
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To  paraphrase  the  old  "Don't-look-now,  —  BUT" 
admonition,  urgency  compels  us  to  say :  DO  look  — 
BECAUSE  this  year's  NAB  Convention  is  almost 
at  hand!  March  15  to  18!  A  month  or  less  away! 

As  always,  it  will  attract  an  attendance  from  all 
segments  of  the  broadcast  advertising  business  . . . 
and  an  attention  from  TV  and  radio  executives  in 
every  corner  of  the  nation. 

As  always,  too,  Broadcasting  Magazine  will  serve 
this  widespread  interest  with  three  of  the  most 
heavily-read  issues  it  publishes  each  year :  (1)  pre- 
Convention  on  March  9;  (2)  during  the  Conven- 
tion, March  16;  and  (3)  pos£-Convention,  March 
23,  rounding  up  everything  that  made  news. 

To  accomplish  this  with  the  authoritative  complete- 
ness that  only  Broadcasting  can,  a  full-scale  news 
room  is  being  set  up  in  Chicago  —  staffed  with  a 
dozen  of  Broadcasting's  most  experienced  editors, 
equipped  with  direct  lines  to  the  BROADCASTING 


headquarters  in  Washington.  These  facilities 
(more  extensive  than  those  of  all  other  TV-radio 
journals  purporting  to  cover  the  Convention) 
assure  Broadcasting  readers  of  thorough  reports 
on  every  meeting,  every  committee  session,  every 
social  affair.  They'll  probe  out  the  trends  and 
tenor  of  the  Convention,  its  unexpected  develop- 
ments, undercurrents,  and  color.  Skilfully  edited, 
the  result  is  the  most  authentic,  comprehensive 
panorama  of  NAB's  1959  conclave  anywhere -and 
indispensable  as  a  guide  to  what's  happening. 

It  adds  up  to  a  triple-barreled  opportunity,  too,  for 
anyone  with  an  advertising  message  that's  aimed 
at  TV-&-radio's  busiest  decision-makers.  You  get 
the  year's  biggest  bonus  of  attention  with  each  of 
these  three  big  issues,  and  at  no  increase  in  rates. 
If  you  haven't  reserved  your  space  yet,  this  is  the 
hour  to  get  cracking!  It's  only  days  to  deadlines  — 
so  wire  or  phone  the  nearest  Broadcasting  office 
before  you  turn  another  page. 


BIGGEST  EVENT  OF  THE  YEAR- 

LOOKING  AHEAD  . . .  before  the  Convention. 
LOOKING  AROUND  ...at  the  Convention. 
LOOKING  BACK  ...  to  sum  up  the  Convention. 

Here  are  some  of  the  many  attention-getting  fea- 
tures that  will  be  included  in  Broadcasting's  com- 
plete coverage  of  this  year's  NAB  Convention : 

Over  30  pages  of  pre-Coiivention  facts  (March  9)  — 

•  a  schedule  of  all  events,  side  meetings,  etc. 

•  directory  of  broadcast  equipment  exhibits. 

•  directory  of  hospitality  suites  to  be  occupied 
by  film,  transcription,  programming  and  other 
services  (excluded  this  year  from  exhibition  hall). 

•  a  complete  preview  of  technical  papers  to  be 
read  at  Engineering  Conference. 

•  detailed  descriptions  of  the  services,  programs, 
and  products  offered  by  NAB  associate  members 
who  will  maintain  hospitality  suites. 

•  detailed  preview  of  each  broadcast  equipment  exhibit 
planned  in  exhibition  hall. 

I  •  and  a  full  list  of  all  advance  registration  delegates 
'      up  to  Broadcasting  press-time. 

I  Then — on  the  opening  Convention  day  (March  16) 
\  •  a  comprehensive  round-up  feature  on  activities. 
\   •  complete  Convention  directory  of  events  and 
|      exhibits  —  plus  a  non-agenda  directory  —  with 
room  and  exhibit  space  numbers. 

•  a  series  of  news  features  about  top  Convention  officials. 

•  depth  stories  analyzing  key  problems  in  the 
!      television  and  radio  business. 


Finally,  the  whole   post-Convention  wrap-up 

(March  23)- 

•  concise  reports  on  every  meeting,  committee  session, 
social  event,  and  many  unlisted  proceedings. 

•  analytic  coverage  of  all  significant  developments 
emerging  from  the  Convention. 

•  extensive  pictorial  coverage  of  events  and  personalities. 

•  a  report  on  results  of  a  special  Pulse  survey  to  be 
conducted  among  delegates,  seeking  their  reactions 
to  major  Convention  activities. 

•  a  review  of  each  broadcast  equipment  exhibit. 

•  a  full  report  of  Engineering  Conference  sessions. 


AT  EVERY  IMPORTANT  AGENCY... AMONG 
ALL  MAJOR  TV-RADIO  ADVERTISERS... AT 
TELEVISION  AND  RADIO  STATIONS,  NET- 
WORK OFFICES,  REPRESENTATIVES  ALL 
OVER  THE  COUNTRY...  IN  DOZENS  OF 
ALLIED  SERVICES  AND  INDUSTRIES . . . 
AND  AT  THE  CONVENTION  ITSELF  — 

BROADCASTING'S  BIG  CONVENTION 
ISSUES  WILL  BE  "MUST"  READING  FOR 
EVERYONE  WITH  A  STAKE  IN  BROADCAST 
ADVERTISING! 


It's  the  perfect  time  to  tell  'em  what 
you  want  them  to  know  about  you  ! 
With  BROADCASTING'S  paid 
circulation  —  now  approaching  22,000 
copies  weekly  — you  get  the  biggest, 
most  receptive  audience  in  the  business 
(and  at  a  time  they  think  hardest 
about  TV-radio  business) . 

Make  plans  today  to  be  represented  in 
the  pages  of  Broadcasting's  Con- 
vention issues. 

It's  the  Conventional  thing  to  do!' 


BROADCASTING 

THE  BUStNESSWEEKLY  OF  TELEVISION  AND  RADIO 
1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
a  member  of  the  Audit  Bureau  of  Circulations  - 
the  ONLY  one  in  the  television-radio  business  paper  field! 


West  Texas  Television  Network 


OPEN  MIKE 


mm 


W.  D.  "Dub"  Rogers,  President  and  Gen.  Mgr. 
R.  S.  "Bud"  Nielsen,  General  Sales  Manager 
John  Henry,  Notional  Soles  Manager  


NAB  and  public  relations 

editor: 

I  read  with  disbelieving  eyes  that  the 
NAB  board  had  apparently  discovered 
the  industry's  serious  public  relations 
problem  and  decided  it  should  be  dis- 
cussed by  management  at  the  upcoming 
convention  (page  35,  Feb.  9). 

There  used  to  be  a  Public  Informa- 
tion Committee  of  the  NAB  and  I  used 
to  be  the  chairman  of  that  committee, 
which  was  composed  of  some  outstand- 
ing broadcasters. 

Some  two  years  ago  that  committee 
unanimously  adopted  a  resolution  re- 
garding this  public  relations  problem  and 
sent  it  to  the  board  as  the  committee's 
report. 

This  report  called  for  action  two 
years  ago.  To  my  knowledge  nothing 
substantial  has  been  done  along  lines 
of  the  committee's  recommendation, 
nor  has  the  committee  met  in  the  past 
couple  of  years. 

It  is  this  sort  of  failure  to  meet  the 
problems  of  the  industry  that  has  forced 
our  station  to  have  serious  doubts  about 
any  value  in  our  remaining  a  member 
of  NAB. 

Jack  Harris 

Vice  President-General  Man- 
ager 

KPRC-AM-TV  Houston,  Tex. 
'Perspective  '59'  issue  helpful 

EDITOR : 

In  my  humble  opinion  your  Feb.  9 
issue  was  one  of  the  best  I  have  ever 
seen.  I  especially  liked  your  review  sec- 
tions on  what  is  going  on  with  regard  to 
videotape,  fm  and  multiplexing. 
The  more  the  merrier! 
Charles  M.  Wilds 
N.  W.  Ayer  &  Son 
New  York 

editor: 

.  .  .  Just  a  letter  of  congratulations 
on  this  week's  issue.  It  is  one  of  the 
finest  magazines  I  have  ever  seen  and 
some  of  the  best  stories. 

Dan  Hydrick  Jr. 

Manager 

WGH  Newport  News,  Va. 
editor: 

I  have  just  finished  reading  your  ar- 
ticle on  fm  in  the  Feb.  9  edition  ...  It 
is  very  complete  and  well  done.  I  hope 
it  will  have  the  effect  of  hypoing  the 
fm  position  in  the  broadcast  industry. 
Congratulations! 

Ross  Beville 

Vice  President  for  Engineering 

WWDC-AM-FM 

Washington 


Fm  survey  available 

editor: 

Please  send  us  500  reprints  of 
"  'Have  Audience,  Can  Sell' — Fm" 
(page  124,  Feb.  9). 

Harold  I.  Tanner 

WLDM  (FM)  Oak  Park,  Mich. 

editor: 

Please  send  us  500  reprints  .  .  . 
Jack  Williams 
Promotion  Manager 
WBZ  Boston 
[EDITOR'S  NOTE:  Reprints  Ut  each.] 

There  is  an  fm  rep 

editor: 

We  were  gratified  to  read  your  il- 
luminating article  on  fm  in  "Perspec- 
tive '59."  However,  the  five  fm  stations 
which  we  represent  for  national  busi- 
ness will  be  surprised  at  the  statement 
"nobody  reps  fm."  We  have  been  repre- 
senting good  music  stations — am  and 
fm — for  five  years. 

Herbert  Groskin 
National  Sales  Manager 
Good  Music  Broadcasters  Inc. 
New  York 

[EDITOR'S  NOTE:  Agencies  said  it.  We 
reported  Good  Music  is  an  am-fm  rep.] 

KNOE-TV  is  on  channel  8 

editor: 

Your  Feb.  9  "Perspective"  issue  is  a 
bellringer  extraordinary.  Even  more  im- 
pressive than  last  year's.  It  answers  a 
lot  of  questions  I  have  had  in  mind  and 
will  remain  within  arm's  reach  as  a 
valuable  reference  source  for  many 
weeks  to  come.  One  error  though  I  re- 
gret I  have  to  report. 

The  ad  for  my  client,  KNOE-TV. 
which  appeared  on  page  88  should 
have  shown  Channel  8  .  .  .  Calling  this 
fact  to  the  attention  of  your  many  in- 
fluential agency  readers  would  be  deep- 
ly appreciated. 

Garland  Shell 
Shell  Adv.  Agency 
Monroe,  La. 

'Quiz  of  Two  Cities'  status 

editor  : 

.  .  .  You've  been  in  broadcasting  long 
enough  to  know  that  I  originated  and 
own  the  Quiz  of  Two  Cities  .  .  .  Some 
50  radio  and  tv  stations  and  numerous 
advertisers  have  bought  this  feature 
from  me  over  the  past  20  years. 

Needless  to  say,  when  a  write-up  on 
page  10  of  your  Jan.  26  issue  credits 
one  Brent  Gunts  with  having  originated 
one  of  my  creative  productions,  it  can 
cause  me  some  painful  embarrassment 


20 


BROADCASTING,  February  16,  1959 


in  the  trade.  To  set  the  record  straight, 
I  originated  what  was  then  a  completely 
novel  approach  to  a  radio  quiz,  made  a 
presentation  of  the  idea  to  the  Gunther 
Brewing  Co.  who  bought  and  paid  me 
for  the  program  over  an  11 -year  span. 
After  the  program  was  sold  and  the 
pattern  set,  a  WFBR  (Baltimore)  staff 
writer  was  assigned  to  do  the  research 
on  questions  and  write  script.  This  man 
happened  to  be  Gunts  .  .  . 

.  .  .  Taken  seriously,  this  could  do 
serious  damage  to  one  of  my  personal 
properties  which  I  still  consider  of  great 
value. 

A I  Buffington 
Fidelity  Films  Inc. 
Hollywood,  Calif. 

[EDITOR'S  NOTE:  The  story  was  based  on 
a  news  release  circulated  by  WBAL-AM-TV 
Baltimore  which  identified  Mr.  Gunts  as 
having  "originated  and  produced  'Quiz  of 
Two  Cities'."] 

Radio  'Monday  Memo'  reprints 

editor: 

Kindly  rush  ...  100  copies  of  "Why 
does  radio  have  to  keep  proving  it- 
self?," the  Monday  Memo  from  Ben 
Potts,  page  21  Jan.  26.  Terrific! 

W.  Eldon  Garner 

Managing  Director 

WKMF  Flint,  Mich. 
[EDITOR'S  NOTE:  Reprints  are  5#  each.] 

Benrus  tv  spot  preview  'ticks' 

editor: 

I'd  like  soon  as  possible  65  copies 
of  your  feb.  2  issue, 
harvey  bond 
vice  president 
benrus  watch  co. 

NEW  YORK 

Katz  represents  KOMO-AM-TV 

EDITOR: 

Page  51  Feb.  2  you  refer  to  NBC 
Spot  Sales  as  representing  KOMO-TV 
Seattle,  Wash.  Effective  Jan.  1,  1959, 
our  representative  was  announced  as 
The  Katz  Agency,  both  for  KOMO-TV 
and  KOMO  Radio. 

Bill  Hubbach 

General  Sales  Manager 

KOMO-TV  Seattle 


:  WM  1  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35^  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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uecemuer,  oo,  rULot  says. 

KLZ  RADIO 

HAS  SUBSTANTIALLY  MORE 
FIRST-RATED  PERIODS 
THAN  All  Other  DENVER 
STATIONS  COMBINED! 


ALL  WEEK  LONG! 


Want  more  confirmation? 
See  latest  Hooper! 

PUT  KLZ's  SELLING 
AIR  PERSONALITIES 
TO  WORK  FOR  YOU! 

Call  your  KATZ  man  or  Lee  Fondren,  Denver 

KLZ-Radio 

560  ON  THE  DIAL  IN  DENVER 


CBS  FOR  THE  ROCKY  MOUNTAIN  AREA 


Interview: 


Assistant  Vice  President  and  Media  Group  Supervisor  of  Ted  Bates  &  Company,  Inc. 
tells  why  he  selects  WLW  Radio  and  TV  Stations. 


r 


"From  programs  to  promotions, 
on-the-air  to  point-of-sale,  advertising 
to  merchandising  .  .  .  you  just  can't 
beat  the  WLW  TV-Radio 
Stations  for  ringing  up  sales." 


'We  select  the  WLW  TV  Stations  and 
WLW  Radio  because  of  the  complete 
cooperation  which  the  Crosley  Stations 
give  advertisers." 


Call  your  WLW  Stations  Representative  . . .  you'll  be  glad  you  did ! 


Network  Affiliations:  NBC,  ABC,  MBS 
Los  Angeles;  Tracy  Moore  &  Associates- 


•  Sales  Offices:  New  York,  Cincinnati,  Chicago,  Cleveland  •  Sales  Representatives:  NBC  Spot  Sales— Detroit, 
-Los  Angeles,  San  Francisco;  Bomar  Lowrance  &  Associates,  Inc.— Atlanta,  Dallas.  Crosley  Broadcasting  Corporation. 
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MONDAY  MEMO 

from  MILTON  J.  BECKMAN,  principal,  Beckman-Koblitz  Inc.,  Los  Angeles 

Vtr  also  means  'Very  Terrific  Results'! 


Videotape  recording  arrived  quietly 
in  Los  Angeles.  No  fanfares,  no  danc- 
ing girls.  Just  a  new  set  of  initials  (vtr) 
that  someone  casually  dropped  in  a  pro- 
duction meeting  or  in  a  tv  column  or 
maybe  in  a  neighborhood  bistro. 

At  Beckman-Koblitz,  several  pair  of 
ears  perked  up  in  joyful  anticipation. 
Here  was  something  new.  We  had  to 
investigate.  We  did,  and  what  we 
learned  set  our  pulses  a'throbbing.  If 
this  new  miracle  really  worked  it  could 
provide  answers  to  some  of  an  agency's 
most  pressing  production  problems. 

We  went  for  vtr  with  the  same  care- 
fully-planned abandon  that  prompts  a 
sales  representative  to  plunge  into  his 
martini  glass,  groping  for  the  olive.  As 
a  result,  Beckman-Koblitz  became  a 
vtr  pioneer  on  the  West  Coast. 

How  It  All  Began  •  We  were  doing 
a  live  hour  show  at  KABC-TV  Los 
Angeles.  We  didn"t  like  the  time  slot, 
but  there  was  no  other  availability  of- 
fering the  necessary  production  facili- 
ties. So  we  taped  the  show,  commer- 
cials and  all.  on  Sunday  and  played  it 
back  during  the  time  period  we  wanted. 
Result:  we  saved  the  show,  increased 
ratings  and,  most  important,  upped  sales 
for  our  client. 

Shortly  thereafter,  other  local  sta- 
tions received  their  vtr  machines  and 
ideas  bloomed  brightly  in  our  minds. 
For  years  such  well-known  local  person- 
alities as  KTTV  (TV)'s  Jackson  Wheeler 
and  KTLA  (TV)'s  Dick  Lane  had  been 
associated  with  one  of  our  clients,  Hub 
Furniture  Stores.  Unfortunately,  it  was 
impossible  for  these  men  to  do  every 
one  of  our  commercials;  they'd  never 
have  a  chance  to  breathe,  much  less 
eat  or  sleep.  Once  again  vtr  came 
streaking  in  on  a  snow-white  charger. 
We  taped  all  of  our  Hub  commercials, 
doing  as  many  as  eight  in  a  two-hour 
session,  using  the  men  we  wanted. 

Result:  we  had  our  client's  favorite 
salesmen  on  call  all  hours  of  the  day 
or  night.  Even  Jackson  Wheelers 
month-long  tour  of  Russia  didn't  dis- 
turb our  tv  schedule;  he  was  literally  in 
two  places  at  once. 

Recently  we  took  a  remote  crew  into 
one  of  the  Hub  stores  and  taped  a 
whole  series  of  on-the-spot  commercials. 
On  a  one-time  live  basis,  or  using  film, 
the  cost  would  have  been  prohibitive. 

Vtr,  with  its  excellent  quality  and 
re-use  factor,  enabled  us  to  do  the  job 
and  stay  within  budget.  In  just  one 
eight-hour  day,  we  were  able  to  video- 


tape seven  extremely  elaborate  com- 
mercials for  another  of  our  clients,  Cal 
Sales  Inc.,  wc  rld's  largest  distributor  of 
Triumph  automobiles.  This  vigorous  ses- 
sion would  have  required  at  least  three 
days  for  filming.  These  Triumph  com- 
mercials have  everything:  music,  rear 
process,  top  personalities  such  as  Bobby 
Troup  and  Doye  O'Dell  who  lent  their 
authority  to  our  sales  story.  Reaction 
from  the  client,  the  public,  and  even 
from  competitive  tv  stations  is  tops. 

Selling  the  Client  •  Recently  we  have 
started  to  use  the  happy  marvel  of 
videotape  in  still  another  way.  It  all 
began  when  we  formulated  plans  for  a 
brand  new  campaign  for  one  of  our 
clients.  After  several  weeks  of  hard 
work  and  long  hours,  we  had  our  ideas 
completely  assembled,  the  rough  art 
finished,  television  and  radio  scripts  pre- 
pared, merchandising  and  promotional 
possibilities  outlined  and  covered. 

It  was  a  pretty  package  complete  with 
all  the  trimmings.  We  knew  it  was  a 
good  campaign  and  we  wanted  to  pre- 
sent it  to  our  client  as  dramatically  and 
vividly  as  possible  in  order  to  insure 
his  full  understanding  and  approval. 
Then  somebody  had  a  bright  idea:  Why 
not  videotape  our  tv  commercials?  Why 
show  the  client  a  few  pieces  of  paper 
and  hope  that  he  could  be  able  to  visual- 
ize the  effects?  Why  trust  our  type- 
writers to  do  the  selling  job  that  vtr 
could  do  so  much  more  effectively? 

The  whole  affair  was  a  roaring  suc- 
cess. Not  only  did  we  as  an  agency  be- 
come even  more  familiar  with  the  job 
of  a  performer,  but  in  the  end  we  had 
on  tape  a  series  of  commercials  that 
looked  and  sounded  like  a  commercial 
should. 

More  effective  than  a  bunch  of  type- 
written sheets?  Well,  all  I  can  say  is 
that  in  spite  of  the  lack  of  sets  and 
fancy  props,  the  client  was  delighted. 
For  the  first  time  he  was  able  to  make 
a  decision  based  on  something  approach- 
ing a  finished  product.  He  bought  the 
campaign,  lock,  stock  and  videotape. 

Plenty  of  'Video  Tales'  •  There  are 
dozens  of  other  "Video  Tales"  we  could 
relate,  but  they  all  add  up  to  the  same 
successful  results  for  agency  and  client 
alike.  Now,  mind  you,  we  don't  claim 
that  vtr  is  the  universal  cure-all  or  the 
long-lost  alchemist's  stone.  Each  client, 
each  product  has  its  own  individual 
problems  and  requirements.  For  some, 
film  or  live  is  more  desirable,  just  as 
different  advertising  media  is  better  for 


a  specific  idea,  promotion  or  campaign. 

Obviously,  our  responsibility  to  our 
clients  continues  long  after  one  com- 
mercial or  an  entire  series  has  been 
taped.  They  must  still  be  monitored, 
constandy  checked  for  improvements. 
New  tapes  must  be  created  and  pro- 
duced to  refresh  and  build  our  growing 
libraries  for  each  client. 

In  the  case  of  our  retail  clients,  where 
merchandise  and  promotions  change 
with  rapid-fire  regularity,  our  taping 
sessions  must  be  on  a  weekly  or  bi- 
weekly schedule.  Some  of  our  super- 
visory efforts  have  been  intensified: 
others  eliminated.  Each  session  pro- 
duces new  problems  as  well  as  new 
solutions.  And  there's  still  so  much  to 
learn  about  vtr. 

But  we  at  Beckman-Koblitz  strongly 
feel  that  this  modern-day  miracle  is  a 
boon  to  advertisers,  agencies  and  sta- 
tions alike.  When  vtr  is  bad,  it's  very, 
very  bad.  When  handled  properly,  it 
achieves  very  terrific  results! 


Milt  Beckman  has  a  natural  bent  to- 
wards air  media,  particularly  television. 
After  graduation  from  the  U.  of  Wis- 
consin and  three  years  in  the  Air  Force 
he  formed  his  own  film  company,  Tele- 
vision Productions  Inc.,  Milwaukee. 
Moving  next  to  Los  Angeles,  he  en- 
tered the  advertising  agency  field  in 
1951  as  founder  of  Beckman,  Ham- 
ilton &  Assoc.  Then,  in  1957,  he 
merged  with  Eddie  Koblitz's  Edwards 
Agency  to  form  Beckman  -  Koblitz 
Agency.  Occupying  its  own  building  at 
915  N.  La  Cienega  Blvd.  in  Los  An- 
geles, Beckman-Koblitz  is  one  of  the 
largest  purchasers  of  air  media  among 
agencies  in  Southern  California. 
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There's  WJXT  in  Jacksonville.  You  cast 

your  line  in  a  booming  regional  center  served  only 
by  W  JXT  . . .  66  counties  in  Northeast 

Florida  and  South  Georgia,  more  than  twice  the 
counties  served  by  the  other  station.  A  glance 

at  ARB  serves  to  sum  up  the  situation:  38  of 
the  top  40  shows  (and  all  10  top  local  shows) 

are  on  WJXT.  Tipping  the  scales  still  further 
in  our  favor:  the  largest  share  of  audience  in 
the  nation  for  a  2-station  market!  Whenever 

you're  fishing  for  sales,  there's  more, 
much  more  to  . . . 

WJXT 

JACKSONVILLE,  FLORIDA 

An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 


Operated  by  The  Washington  Post  Broadcast  Division: 

WJXT  Channel  4,  Jacksonville,  Florida    WTOP  Radio  Washington,  D.  C.    WTOP-TV  Channel  9,  Washington, 


"96.3%  of  the 

respondents  to  the 
contest  on  your 
stotion  are  over 

20  years  of  age" 

\\\V\MMWVV/// 

\\       Read  this  letter  // 
to  Station  WBNY  from 
Reifer,  Brock  &  Beilanca 
Certified  Public  Accountants 
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WBNY 

Top  Station*  in  the 
Buffalo  Market 

DELIVERS  AN 

ADULT 
AUDIENCE 

Get  the  facts  / . . .  Call  Jack  Mas/a 

*Nov.-Dec.  1958  Pulse  reports: 
WBNY — 1  st  from  Noon  to  6  P.M. 
WBNY — 2nd  from  7  A.M.  to  Noon 
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DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 

In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
plenty  of  heart. 

Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNONBALLwill  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.»N.Y.  22«PLaza  5-2100 
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WOW-TV  FIRST 


Omaha  Market! 


WOW-TV  Delivers  More  Homes  than 
the  other  two  Omaha  Stations  — 


•  1 03  !/2  Quarter  Hour  Periods 

to  91  Vz  for  Station  "B" 
93  for  Station  "C" 

(Based  on  November  1958  NSI  for  Omaha  Area.  Aver- 
age quarter-hours,  Monday  through  Friday  6  A.M.  to  Mid- 
night. Individual  quarter-hours  for  remainder  of  week.) 

•  WOW-TV  News  is  TOPS— All  day  long! 
1  2  noon,  6  p.m.,  1 0  p.m.  news  programs 
deliver  more  homes  than  opposition. 

•  WOW-TV  has  6  of  the  Top  1 0  shows. 
10  of  the  Top  20  shows. 


A 
Station 


FRANK  P.  FOGARTY,  Vice  President  and  General  Manager 
FRED  EBENER,  Sales  Manager 


BLAIR-TV 

Representati 


WOW  and  WOW-TV,  OMAHA    •    KPHO  and  KPHO-TV,  PHOENIX 
WHEN  and  WHEN-TV,  SYRACUSE    •    KCMO  and  KCMO-TV,  KANSAS  CITY 
^  _  KRMG,  TULSA,  OKLAHOMA 

Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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WRC-TV  IS  WATCHED  EVERY  WEEK  IN  90%  OF  ALL  WASHINGTON 
HOMES  MORE  HOMES  THAN  ANY  OTHER  STATION! 

NBC  .LEADERSHIP  STATION  IN  WASHINGTON,  D.  C.  SOLD  BY  NBC  SPOT  SALES  %T-c%Z™j".li 


BROADCASTING 

THE  BUSINESSWEEKIY  OF  TELEVISION  AND  RADIO 


February  16,  1959 


A  TANGLED  TRAIL  LEADS  TO  MUTUAL 

SEC  tries  to  track  Guterma's  dealings;  network's  fate  involved 


That  "goddam  genius"*  who  runs 
Mutual  has  his  work  cut  out  for  him 
this  week. 

Alexander  L.  Guterma,  who  became 
president  of  the  network  last  Septem- 
ber after  it  was  bought  through  an  in- 
tricate chain  of  purchases  (seepage  30) , 
was  ordered  to  appear  in  United  States 
District  Court  in  New  York  next  Thurs- 
day (Feb.  19)  to  show  cause  why  the 
court  should  not  issue  a  preliminary  in- 
junction prohibiting  trading  in  F.L. 
Jacobs  Co.  stock  and  an  order  that 
Jacobs  file  with  the  Securities  &  Ex- 
change Commission  a  number  of  over- 
due reports.  F.L.  Jacobs  is  the  parent 
company  which  Mr.  Guterma  controls 
and  which  sits  atop  the  ownership  chain 
which  leads  down  to  Mutual. 

Meanwhile,  the  SEC  itself  suspended 
trading  in  Jacobs  stock  for  10  days. 
The  New  York  Stock  Exchange  had 
suspended  trading  in  Jacobs  last  Dec. 
5.  Last  week's  order  also  stops  trading 
through  the  Detroit  exchange  and  on 
an  over-the-counter  basis. 

The  SEC  has  several  points  of  dis- 
pute with  Mr.  Guterma  and  his  Jacobs 
company.  The  first  one  is  failure  to  file 
the  company's  annual  report  which  was 
due  under  New  York  Stock  Exchange 
regulations  within  90  days  after  close 
of  the  fiscal  year  and  under  SEC  regu- 
lations within  120  days.  The  fiscal  year 
ended  July  31  which  meant  the  filings 
were  due  Oct.  31  and  Nov.  30. 

The  second  is  a  charge  that  Mr.  Gu- 
terma hocked  all  his  stock — Jacobs  and 
all  that  in  its  wholly-owned  subsidiary 
companies  with  money  lenders,  to  the 
end  that  "the  principal  'insider'  (Gu- 
terma) of  Jacobs  was  liquidating  his 
position,  in  conformity  with  his  over-all 
fraudulent  scheme."  Further,  the  SEC 
says  "it  affirmatively  appears"  that  Mr. 
Guterma  intended  that  the  stock  would 
be  sold  out  by  his  creditors. 

One  Way  Out  •  What  the  SEC  means 
in  this  last  charge  is  that  Mr.  Guterma 

*  Mr.  Guterma's  own  description  of  him- 
self, which  first  appeared  in  a  business 
paper  interview  after  a  reporter  asked 
him  to  describe  why  F.  L.  Jacobs  had  been 
so  successful.  Mr.  Guterma  replied,  "be- 
cause it's  run  by  a  goddam  genius." 
Broadcasting  detailed  this  anecdote  in  an 
exclusive  story  on  Mr.  Guterma  Sept.  22, 
1958. 


was  "bailing  out."  Such  a  deal  works 
like  this:  a  stockholder,  knowing  a  com- 
pany is  on  the  rocks,  wants  to  get  rid 
of  his  stock  before  other  investors  catch 
on.  He  can't  do  this  in  the  open  market, 
so  he  goes  to  a  money  lender  and 
pledges  the  stock  in  return  for  a  loan. 
The  loan  carries  extremely  high  in- 
terest rates  (in  Mr.  Guterma's  case,  2% 
per  month,  it  is  alleged)  plus,  usually,  a 
collateral  requirement  three  times  the 
value  of  the  loan.  The  stockholder  has 
no  intention  of  redeeming  the  stock, 
and  defaults  on  the  loan. 

The  man  on  the  other  end,  the  money 
lender,  is  not  unaware  of  these  facts 
either.  After  the  default  he  unloads  the 
stock  himself.  Even  if  he  has  to  sell  at 
reduced  value  he  can  still  make  money, 
as  he  has  three  times  as  much  stock 
value  as  the  amount  of  his  loan  outlay. 
The  man  who's  stuck  is  the  other  in- 
vestor who  doesn't  know  what's  going 
on,  and  when  he  finds  out,  has  to  sell  in 
the  reduced  market. 


The  SEC  says  that  Mr.  Guterma 
owned  about  150,000  of  Jacobs'  960,- 
000  shares  of  common  stock  on  Dec.  1, 
1958.  During  the  early  part  of  that  year 
he  is  said  to  have  pledged  all  his  stock 
for  loans — but  conventional  ones.  Then, 
in  the  fall,  he  refinanced  the  conven- 
tional loans  with  the  money  lenders' 
money.  Also  during  the  summer  and 
fall  of  1958,  the  SEC  says,  he  made 
similar  deals  for  all  the  unencumbered 
stock  of  Jacobs'  subsidiaries. 

Mr.  Guterma  admits  he  pledged  his 
stock  for  loans,  but  denies  any  intention 
to  default.  The  SEC  says  it's  already 
happened  and  that,  in  fact,  one  of  the 
money  lenders  involved  had  an  order  in 
with  his  broker  to  sell  33,000  shares  of 
Jacobs  stock  at  the  time  the  SEC  sus- 
pended trading. 

The  two  money  lenders  named  in  the 
SEC  complaint  are  Abdulla  Zilhka  of 
Paris,  France,  doing  business  through 
UFITEC,  described  as  a  Swiss  trust 
headquartered   in   Zurich,   and  Jerry 


1 


rH  stuDIO 

■    v   ,  ■ 


Grounded  •  Alexander  L.  Guterma,  Mutual  president,  was  still  flying  high 
when  this  picture  was  made  last  October.  The  plane,  a  luxurious  Convair,  was 
named  "Miss  Bocaren"  after  his  children:  Bobby  (Bo),  Carol  (car)  and  Karen 
(en).  Last  week  Mr.  Guterma  was  brought  at  least  temporarily  to  earth  by  an 
injunction  action  filed  in  federal  court  by  the  Securities  &  Exchange  Commission. 
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Pressman,  doing  business  as  the  Silver 
Co. 

All  in  all,  the  SEC  says  that  about 
45,000  shares  of  pledged  stock  have 
already  been  sold  by  the  money  lenders. 
If  true,  and  as  there  have  been  no  regis- 
trations filed,  the  SEC  thinks  the  invest- 
ing public  (specifically  whoever  bought 
the  45,000  shares)  was  duped. 

The  Mysterious  'Conficor'  •  A  third 
charge  in  the  SEC  complaint  is  that 
Jacobs  loaned  approximately  $1.5  mil- 
lion to  a  company  called  Conficor,  which 
the  SEC  thinks  Guterma  controls.  The 


complaint  says  he  first  refused  to  dis- 
cuss Conficor  with  the  SEC  but  later 
admitted  he  was  a  bondholder  (to  the 
extent  of  several  hundred  thousand  dol- 
lars) but  didn't  "believe"  he  was  a  stock- 
holder. 

Mr.  Guterma  issued  a  statement  re- 
futing the  SEC  charges.  He  said  he  had 
furnished  all  the  informaton  that  the 
SEC  asked  for  last  Wednesday,  the  day 
the  complaint  came  out.  While  acknowl- 
edging the  interview  with  Mr.  Guterma, 
Regional  Administrator  Paul  Windels 
of   the   SEC   was   non-committal  on 


whether  he  was  satisfied  with  the  in- 
formation Mr.  Guterma  furnished.  He 
felt  the  complaint,  which  followed  the 
interview,  spoke  for  itself. 

Mr.  Guterma  further  stated  that  "the 
precipitous  action  of  the  commission 
can  have  no  effect  other  than  to  hurt  the 
company  and  its  stockholders.  More- 
over, much  of  the  information  in  the 
press  release  of  the  commission  is  in- 
correct and  inaccurate.  No  collateral 
pledged  by  the  company  has  been  sold 
because  of  a  default  in  a  company  loan. 
.  .  .  Neither  the  company  nor  anybody 
associated  with  it  has  distributed  to 
the  public  company  stock  without  reg- 
istration." 

He  continued  to  "reiterate  the  com- 
pany is  in  sound  financial  condition" 
and  that  an  audit  was  expected  from 
Ernst  &  Ernst  "within  the  next  few 
days." 

Ernst  &  Ernst  refused  comment.  On  a 
previous  occasion  when  Mr.  Guterma 
asked  further  delay  pending  completion 
of  the  audit,  Ernst  &  Ernst  had  told 
the  SEC  the  books  were  not  posted  and 
ready  for  audit. 

How  Mutual  Got  Involved  •  Mr. 
Guterma  started  making  his  mark  in 
financial  matters  shortly  after  he  came 
to  this  country  which  he  says  was  in 
1950.  It  wasn't  until  last  year,  however, 
that  he  moved  over  into  the  entertain- 
ment field.  That  was  when  Scranton, 
an  F.  L.  Jacobs  Co.  subsidiary,  bought 
the  Hal  Roach  Studios  in  Hollywood 
for  a  price  reported  "in  excess  of  $15.5 
million"  (Broadcasting,  June  2,  1958). 
The  SEC  said  last  week  that  Scranton 
gave  Roach  35,000  shares  of  Scranton 
stock. 

At  that  time,  Mr.  Guterma  was  board 
chairman  of  F.L.  Jacobs  and  still  is. 
According  to  the  SEC,  Jacobs  in  May 
of  last  year  owned  50.7%  of  Scranton 
while  Mr.  Guterma  personally  owned 
approximately  5%.  Mr.  Roach  re- 
mained as  president  of  Hal  Roach 
Studios  after  the  acquisition. 

Then,  in  September,  Scranton  and 
Hal  Roach  bought  Mutual  from 
Armand  Hammer  and  associates  for  a 
price  reported  in  excess  of  $2  million 
(Broadcasting  Sept.  15,  1958).  Mr. 
Guterma,  who  became  president  of 
Mutual  while  Mr.  Roach  became  chair- 
man, refused  at  the  time  to  divulge 
purchase  terms. 

These  terms  came  to  light  last  week 
in  SEC's  records.  Aside  from  detailing 
the  actual  arrangements,  they  offered  a 
contradiction  to  the  announced  fact 
that  it  was  Roach  alone  which  bought 
Mutual.  The  terms  specify  Scranton 
and  Roach  together  bought  Mutual,  but 
without  detailing  which  of  the  two 
companies  would  own  how  much  of 
the  network. 

These  are  the  terms: 

Scranton  Corp.,  a  subsidiary  of  Ja- 


Mutual's  mounting  losses 

It's  been  no  secret  that  Mutual — not  alone  among  radio  networks — 
has  been  losing  money.  The  extent  of  that  loss,  at  least  through  July  of 
1958,  is  documented  in  papers  now  on  record  at  the  SEC.  The  data 
shows  that  Mutual  sustained  a  loss  of  $790,088.08  for  the  period 
January- July  1958.  Other  reports,  not  detailed  here,  show  that  Mutual 
has  a  deficit  of  $341,004.91  at  the  beginning  of  1957,  and  in  the  course 
of  that  year  lost  another  $738,742.39.  Putting  the  deficits  together, 
the  deficit  as  of  July  31,  1958,  amounted  to  $1,869,835.38. 

MUTUAL  BALANCE  SHEET  AS  OF  JULY  31,  1958 


Current 

Cash  in  bank  and  on  hand  $  10,999.44 

Cash  in  collateral  account*  176,893.18 
Accounts  receivable 

Agencies*  $398,448.99 

Radio  stations  192,568.80 

Other  19,681.12 


610,698.91 

Less  allowance  for  doubtful  accounts  65,510.20  545,188.71 

Prepaid  expense  baseball  70,000.00 

Prepaid  expense  and  sundry  receivables  10,734.26 

Total  current  assets  813,815.59 

Total  fixed  assets— net  97,045.54 

Total  assets  $910,861.13 

LIABILITIES  AND  CAPITAL 

Current  liabilities 

Accounts  payable  $490,347.39 

Due  to  radio  stations  108,119.52 

Baseball  rights  110,500.00 

Accrued  expenses  and  sundry  payables  162,674.64 

Notes  payable — bank*  350,000.00 

Total  current  liabilities  $1,221,641.55 

Due  to  stockholders  1,389,403.55 

Make  good  reserve  9,265.32 

Reserve  for  contingencies  147,436.09 

Capital  stock 

Preferred  stock — 4%  cumulative  5,450.00 

Common  7,500.00  12,950.00 

Earned  deficit  at  Jan.  1,  1958  (1,079,747.30) 

Loss  Jan.  1-July  31,  1958  (  790,088.08)  (1,869,835.38) 

Total  liabilities,  capital  stock  and  deficit  $910,861.13 
*  Bank  loan  of  $350,000  is  secured  by  the  collateral  cash  plus  agency  and  radio  station 

receivables  of  approximately  $174,000. 
0  Denotes  red  figures. 

MUTUAL  PROFIT  &  LOSS,  JULY  1958  AND  JANUARY-JULY  1958 


July 

Jan. -July 

Sales 

$324,268.62 

$2,145,778.43 

Costs 

274,117.68 

2,025,109.09 

Gross  profit 

50,150.94 

120,669.34 

Game  of  the  Day 

Income 

71,782.82 

257,079.00 

Costs 

60,907.06 

226,776.44 

Gross  profit 

10,875.76 

30,302.56 

Total  gross  profit 

61,026.70 

150,971.90 

Total  operating  costs 

130,411.13 

941,059.98 

Loss 

(  69,384.43) 

(790,088.08) 

0  Denotes  red  figures. 
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KROH  is  TV  in  Sf 


Broadcast  to  a 
CONCENTRATED 
MICHIGAN 
AUDIENCE 


7.00  A.M.-12  00  Noon 
Monday  Thru  Friday 

12  00  Noon— 6:00  P.M. 
Monday  Thru  Friday 

WPON 

_ 39" 

46.5 

Sta.  B 

24.1 

14.0 

Sta.  C 

11.9 

8.1 

Sta.  D 

10.0 

5.4 

C.  E.  Hooper,  May,  1958 


The  station  serving 


in 


CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 


cobs,  and  Hal  Roach,  a  wholly-owned 
subsidiary  of  Scranton,  would  acquire 
all  outstanding  Mutual  stock  (1,100 
shares  of  no  par  value  stock,  272V£ 
shares  of  $20  par  value  preferred  stock) 
from  Armand  Hammer.  They  would 
give  Mr.  Hammer  in  exchange  20,000 
shares  of  $1  par  value  Scranton  stock 
plus  $650,000,  of  which  $250,000  was 
to  be  paid  in  cash  at  closing  plus  the 
balance  of  $400,000  in  72  promissory 
notes. 

Mr.  Hammer  in  turn  agreed  to  ob- 
tain cancellation  of  a  voting  trust  agree- 
ment relating  to  the  Mutual  shares  and 
to  give  Scranton  and  Hal  Roach  loans 
receivable  from  MBS  which  totaled 
$1,389,403.55. 

The  72  promissory  notes  were  in 
amounts  of  $7,500  and  $5,500,  payable 
two  each  month  beginning  Oct.  9,  1958 
and  continuing  for  a  period  of  35 
months,  plus  interest  of  5%  per  year. 
However,  Mr.  Hammer  had  the  option 
of  taking  Scranton  stock  in  lieu  of  cash 
prior  to  the  maturity  of  any  of  the 
notes,  in  the  amount  of  350  shares  for 
each  $5,500  note  and  375  shares  for 
each  $7,500  note. 

Contacted  by  Broadcasting  last 
Thursday,  Mr.  Hammer  said  that  the 
terms  of  the  sales  agreement  had  been 
carried  out  to  date,  but  he  would  not 
specify  whether  he  has  been  getting 
cash  or  Scranton  stock  as  the  notes 
came  due.  He  did  say  that  he  still  holds 
the  20,000  shares  of  Scranton  he  got 
initially. 


The  Mutual  sale  agreement  was 
stamped  in  at  the  SEC  Dec.  5,  the  same 
day  F.  L.  Jacobs  stock  was  suspended 
from  the  New  York  Stock  Exchange. 

Who  Owns  Mutual?  •  Among  the 
many  questions  left  unanswered  by  last 
week's  development,  and  which  the 
government  hopes  to  have  answered 
when  Mr.  Guterma  goes  into  court  this 
Thursday,  is  one  of  special  interest  to 
broadcasters.  Who  owns  Mutual? 

Before  the  SEC's  files  turned  up  the 
terms  of  last  September's  sales  agree- 
ment, everyone  assumed  it  was  Hal 
Roach  Studios.  It's  now  apparent  that 
that  was  only  partially  correct,  as  Scran- 
ton also  shares  in  this  ownership  di- 
rectly, not  just  through  Roach. 

Who  owns  Roach?  It  seems  that 
Scranton  does.  But  who  owns  Scranton? 
No  official  outside  those  firms  could 
tell  you.  All  the  transactions  have  not 
been  filed.  On  the  surface,  at  least, 
F.L.  Jacobs  is  credited  with  roughly 
half  ownership.  But  as  Mr.  Guterma 
admits  that  all  his  stock  in  Jacobs  has 
been  pledged  as  collateral  on  loans,  and 
as  the  SEC  charges  that  some  of  that 
pledged  stock  has  already  been  sold, 
but  nobody  knows  to  whom. 

Another  element  in  the  question  is 
the  new  possibilities  involving  Armand 
Hammer's  sale  of  Mutual  itself.  The 
stock  that  Mr.  Hammer  received  was 
in  Scranton.  Scranton  has  at  least 
some  share  of  Mutual  directly.  It  ap- 
pears Mr.  Hammers  cleavage  from 
MBS  may  not  have  been  complete. 


LATEST  RATINGS 


8.  Perry  Como  Show 

9.  Maverick 

10.  Tournament  of  Roses 


36.5 
36.2 


AVERAGE  AUDIENCE 


TOP  10  NETWORK  PROGRAMS 


Tv  Report  for  2  weeks  ending 

Jan.  10 

TOTAL  AUDIENCE 

No.  Homes 

Rank 

(000) 

1.  Rose  Bowl  Game 

21,956 

2.  Gunsmoke 

18,920 

3.  Sugar  Bowl  Game 

17,776 

4.  Wagon  Train 

17,688 

5.  Have  Gun,  Will  Travel 

16,236 

6.  Perry  Como  Show 

15,796 

7.  Rifleman 

15,708 

8.  Tournament  of  Roses 

15,532 

9.  World  Champ.  Pro-Football 

15,488 

10.  Maverick 

15,312 

Rank 

%  Homes 

l.  Rose  Bowl  Game 

50.6 

2.  Gunsmoke 

43.7 

3.  Sugar  Bowl  Game 

41.1 

4.  Wagon  Train 

40.9 

5.  World  Champ.  Pro-Football 

39.7 

6.  Have  Gun,  Will  Travel 

37.6 

7.  Rifleman 

37.4 

No.  Homes 

Rank 

(000) 

1.  Gunsmoke 

17,820 

2.  Have  Gun,  Will  Travel 

15,532 

3.  Wagon  Train 

14,784 

4.  Rifleman 

14,696 

5.  Rose  Bowl  Game 

14,652 

6.  Danny  Thomas  Show 

14,212 

7.  Tales  of  Wells  Fargo 

13,684 

8.  Real  McCoys 

13,420 

9.  Wyatt  Earp 

13,288 

10.  Maverick 

13,244 

Rank 

%  Homes 

l.  Gunsmoke 

41.2 

2.  Have  Gun,  Will  Travel 

35.9 

3.  Rifleman 

35.0 

4.  Wagon  Train 

34.2 

5.  Rose  Bowl  Game 

33.7 

6.  Danny  Thomas  Show 

32.8 

7.  Real  McCoys 

31.9 

8.  Tales  of  Wells  Fargo 

31.7 

9.  Maverick 

31.6 

10.  Wyatt  Earp 

31.4 

k.  C.  Nielsen  Co. 
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TAMPA-  ST.  PETERSBURG 

...market  on  the  move! 


Aluminum  rod  coils  into  the  air  —  guided  and  sped 
through  processes  that  draw  out  wire  for  important, 
multiple  nation-wide  uses.  General  Cable  Corporation  is 
one  more  example  of  progressive  industry  on  the  move 
in  the  MARKET  ON  THE  MOVE  .  .  .  TAMPA  —  ST. 
PETERSBURG  . . .  contributing  to  the  amazing  business 
growth  that's  put  the  Twin  Cities  of  the  South  in  THE 
TOP  30  MARKETS— now  30th  in  retail  sales,  4th  na- 
tionally in  freight  car  unloadings,  27th  in  automotive  sales. 

And,  keeping  pace  with  this  growth  is  the  station  on  the 
move— WTVT— first  in  total  share  of  audience*  with  30 
of  the  top  50  programs*.  WTVT,  with  highest-rated  CBS 
and  local  shows,  blankets  and  penetrates  the  MARKET- 
ON-THE-MOVE  .  .  .  TAMPA— ST.  PETERSBURG. 

♦Latest  ARB 
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station  on  the  move... 

WTVT 

TAMPA  -  ST.  PETERSBURG 
Channel  13 


The  WKY  Television  System,  Inc. 

WSFA-TV 

Montgomery 


WKY-TV     WKY-  RADIO 

Oklahoma  City        Oklahoma  City 


Represented  by  the  Katz  Agency 


  BROADCAST  ADVERTISING  

SINGLE  RATE'  ISSUE  GETS  UP  STEAM 

Advertising  agency  interest  heightens  as  three  snap  into  action 


The  issue  of  single  rates — as  dis- 
tinguished from  the  two-rate  system  of 
local  and  national — is  gathering  mo- 
mentum on  Madison  Ave. 

But  just  where  it  will  go  was  any- 
body's guess  last  week.  Agencies  queried 
about  the  situation  admit  it  is  to  their 
interest  and  at  least  three  agencies  are 
doing  something  about  it. 

•  N.W.  Ayer  &  Son  is  undertaking 
a  personal  survey  of  stations  in  major 
markets  asking  for  clarification  on 
which  rate  is  charged  what  advertiser 
and  why.  For  the  task,  the  agency  has 
a  force  of  22  media  men  out  in  the 
field. 

•  Benton  &  Bowles  via  Lee  Rich, 
vice  president  in  charge  of  media,  pub- 
licly revealed  its  push  for  a  single  tv 
rate  (Broadcasting,  Feb.  9). 

•  Mogul,  Lewin,  Williams  &  Saylor 
has  sent  a  letter  to  a  selected  list  of 
stations  seeking  various  data  including 
information  on  the  local  and  national 
card  rate. 

But  there  were  signs  in  the  minds  of 
many  that  a  blanket  single-rate  policy 
is  not  the  answer.  MLW&S,  for  ex- 
ample, from  where  it  sits,  views  the 
single  rate  as  a  possible  boomerang. 
The  agency  counts  a  number  of  re- 
tailers on  its  client  list. 

Storz  Stand  •  A  station  spokesman — 
George  W.  Armstrong,  executive  vice 
president  of  the  Storz  Stations  and  gen- 


eral manager  of  WHB  Kansas  City — 
warned  a  New  York  audience  of  time- 
buyers  and  station  representatives  that 
it  made  little  difference  whether  a  sta- 
tion adopts  one  rate,  two  rates,  a  local, 
regional  and  national  rate  or  "five  dif- 
ferent cards."  The  solution  as  he  sees 
it:  Disclosure  of  all  rates  affecting  all 
categories  of  advertisers  and  a  pub- 
lished, clear,  realistic  definition  as  to  the 
categories  of  advertisers  entitled  to  the 
local  rate  and  those  who  must  pay  the 
national  rate,  and  insistence  that  adver- 
tisers in  each  category  will  be  treated  in 
like  manner  with  no  discrimination. 

Support  for  the  single-rate  move- 
ment, meanwhile,  was  given  tacitly  if 
not  outspokenly  in  every  case  by  lead- 
ing agency  executives  and  buyers  as- 
sembled by  WPTR  Albany,  N.Y.,  at 
a  luncheon  held  in  New  York  Monday 
(Feb.  9)  to  announce  WPTR's  move  to 
put  a  single  rate  into  effect  (Broad- 
casting, Feb.  9.) 

The  one-rate  idea  appeared  to  have 
the  support  of  the  entire  group,  which 
included  James  Wilkerson,  vice  presi- 
dent, and  Warren  Bahr,  Associate 
media  director,  Young  &  Rubicam; 
Phil  Kenney,  vice  president,  Kenyon  & 
Eckhardt;  Mike  Donovan,  vice  presi- 
dent and  associate  media  director,  Ben- 
ton &  Bowles;  Harry  D.  Way,  vice 
president  and  media  director,  and  Bill 


Hunter,  media  group  supervisor,  Erwin 
Wasey,  Ruthrauff  &  Ryan;  Ed  Fieri, 
spot  coordinator,  and  Hope  Martinez, 
spot  timebuyer,  BBDO,  and  Edna 
Cathcart,  timebuyer,  J.  M.  Mathes,  Inc. 

BBDO  Delight  •  Mr.  Fieri  said  he 
was  "delighted"  to  see  local  and  na- 
tional rates  equalized.  BBDO  has  one 
client  that  buys  locally,  with  the  agency 
selecting  the  stations  and  the  client's 
distributors  doing  the  buying,  he  said, 
but  he  noted  that  BBDO  has  an  agree- 
ment whereby  it  gets  its  commission. 

Another  agency  was  described  by 
others  as  less  fortunate.  While  it  does 
the  work  for  a  client  that  buys  locally, 
this  agency  was  said  to  get  only  1Vi% 
commission  in  such  cases  instead  of  the 
usual  15%. 

Miss  Cathcart,  like  Mr.  Fieri,  said 
she'd  be  "very  happy"  if  all  stations 
had  a  single  rate. 

Miss  Martinez  made  the  point  that 
stations  with  different  national  and  local 
rates  have  different  conceptions  of  what 
is  "national"  and  what  is  "local" — and 
that  stations  themselves  should  refuse  to 
accept  national  business  at  local  rates. 

Duncan  Mounsey,  executive  vice 
president  and  general  manager  of 
WPTR,  said  the  adoption  of  a  single 
rate  reflected  the  station's  decision  to 
"base  the  rate  on  the  value  of  our 
product,  not  what  we  think  the  traffic 
will  bear."  Actually,  he  said,  the  local 
rate  has  been  coming  closer  and  closer 
to  the  national  rate  through  a  series  of 
local  increases. 

Mr.  Mounsey,  asserting  that  WPTR 
may  have  as  much  local  business  as  all 
other  radio  stations  in  the  area  com- 
bined, said  he  was  confident  this  busi- 
ness would  not  be  seriously  endangered 
by  the  increased  rate.  He  said  a  num- 
ber of  advertisers  already  on  the  sta- 
tion are  buying  the  time  even  though 
they  are  aware  that  WPTR's  coverage 
far  exceeded  the  area  they  serve. 

Robert  E.  Eastman,  whose  firm  is 
WPTR's  national  sales  representative 
and  who  has  other  stations  which  re- 
cently adopted  the  single-rate  policy, 
stressed  the  importance  of  such  a  pol- 
icy and  named  Baltimore,  Boston, 
Pittsburgh  St.  Louis,  "to  name  a  few" 
as  "one-rate  markets." 

A  Cunningham  &  Walsh  media  ex- 
ecutive said  his  agency  was  watching 
the  controversy  closely,  that  the  agency 
has  much  concern  with  rate  structures 
and  the  effect  on  clients.  The  agency. 


The  single  idea  is  the  single  rate  •  That's  why  WPTR  Albany,  N.Y.,  was 
host  to  New  York  agency  executives  in  Gotham  last  week.  Those  attend- 
ing included  (1  to  r)  Phil  Kenny,  vice  president,  Kenyon  &  Eckhardt;  Dun- 
can Mounsey,  executive  vice  president-general  manager,  WPTR;  Mike 
Donovan,  vice  president-associate  media  director,  Benton  &  Bowles;  Ed 
Fieri,  radio-tv  spot  supervisor,  BBDO,  and  Edna  Cathcart,  radio-tv  time- 
buyer,  J.  M.  Mathes  Inc. 
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BIG^)  REACH 


WEEK  A 


WEEK  B 


Participation  in  three  key  V2 
hours  one  week,  alternating 
with  three  other  key  V2  hours 
the  next  week  to  give  the  par- 
ticipating advertiser  exposure 
in  six  different  shows  (Class 
AA  and  A  time)  every  two 
weeks. 

3— Minutes  per  week.. $1200 
3— CB  per  week  *  900 


v'i 

at.    7:00  P.  M.    HONEYMOONERS  Fri.    7:00  P.  M.    UNION  PACIFIC 

BIG    I  I   REACH  shows  a  two-week  cumulative  rating 


The   November  ARB   gives  the 
of  85.2.  This  figures  to  a  weekly  average  of  42.6  average  rating.  ARB  shows  non-duplicated 
reach  for  these  programs  of  50.2  homes  one  or  more  times. 


WIIC  CHANNEL  11,  PITTSBURGH 


REPRESENTED  NATIONALLY  BY 

B  LAIR-TV 


in  the  sky  .  .  .  2/3  of  a  mile  high 

NEVV 

TOWER 

delivers  50%  more  coverage  in 
the  rich  Upper  East  Tenn.  trading  area 

THE  STATION 

*  New  TOWER  ...  1,491  feet  above  average  terrain  .  .  . 
3,535  feet  above  sea  level.  (Old  Tower  was  720  feet  above 
average  terrain  .  .  .  2,630  feet  above  sea  level.) 

*  Coverage  in  76  counties  in  Tenn., 
Va.,  No.  Car.,  Ky.  and  W.  Va. 

*  First  in  audience  (ARB)  in  Tri-Cities,  total  55.0% 

*  Lowest  cost  per  1,000  homes 


MON 
NOON-6 

.-FRI. 

6-MIDNIGHT 

SIGN-ON 

TO 
SIGN-OFF 

WJHL-TV 

68.4 

48.7 

55.0 

STATION  "A" 

24.8 

45.3 

39.5 

OTHERS 

6.8 

6.0 

7.0 

THE  MARKET 


*  Television  homes  .  .  .  371,274* 

*  Population,  coverage  area  .  .  .  2,284,000 

*  Retail  sales,  coverage  area  .  .  .  $  1 ,602,865,000.00 :  * 

■  American  Research  Foundation  Report,  March,  1958 
*  ""Compiled  from  data  from  Sales  Management,  1958 


TRI-CITIES  TV 

JOHNSON  CITY    •     Kl NGSPORT    •  BRISTOL 

WJHL-TV 

Channel  11    •    316,000  Watts 
CBS  •  ABC 

JOHNSON    CITY,  TENNESSEE 
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he  said,  feels  the  broadcast  rate  might 
"find  its  own  level"  because  of  the 
current  discussion  on  the  subject.  He 
referred  also  to  the  effect  on  agency 
commissions,  which  he  labeled  as  '"still 
another  area  to  be  explored." 

Ayer  Details  •  N.  W.  Ayer's  move 
on  behalf  of  all  its  air  clients  was  de- 
tailed by  Leslie  D.  Farnath,  vice  presi- 
dent in  charge  of  the  media  depart- 
ment. Mr.  Farnath  said  the  agency 
wanted  to  get  a  "clear  and  precise  def- 
inition'' of  advertiser  qualifications 
for  local  and  national  rates  in  both 
radio  and  tv  and  "why." 

But  he  cautioned,  the  agency  was  not 
"arm  twisting."'  Rather.  N.W.  Ayer 
feels  stations  ought  to  have  "good  rea- 
sons" for  having  dual  rates  along  with 
'"good  definitions."' 

The  Ayer  survey  strategy:  first  50 
markets  with  eventually  the  top  75 
markets  covered.  When  the  media  team 
gets  through  in  the  field,  the  agency 
will  tabulate  results. 

Falls  Flat  •  This  national  fan-out 
was  ordered  by  Ayer's  media  depart- 
ment when  a  questionnaire  sent  to  sta- 
tions a  few  months  ago  fell  "flat  on  its 
face."  Answers  were  hard  to  come  by. 
That  letter,  it  was  learned,  dealt  with 
an  Armour  Co.  (Ayer  client)  plan  to 
embark  (through  its  processed  meat  di- 
vision) on  an  extensive  local  advertis- 
ing campaign  in  selected  markets.  Ayer 
asked  what  rates  would  be  applicable  to 
Armour  and  how  the  business  would  be 
handled  for  the  advertiser  to  qualify 
"for  any  existing  variations  from  your 
national  rate." 

Mogul  has  a  substantial  lineup  of  re- 
tailers on  its  client  list,  including  Bar- 
ney's Clothes,  Rayco  Mfg.  Co.,  Na- 
tional Shoes  Inc.  and  Howard  Clothes, 
all  of  whom  are  active  radio-tv  adver- 
tisers. The  agency,  however,  also  repre- 
sents a  sizeable  number  of  national  ac- 
counts that  invest  in  radio-tv.  such  as 
some  products  of  Revlon  Inc.,  Esquire 
Shoe  Polish,  Gold  Medal  Candy  Corp. 
and  Tintex  Co. 

Mr.  Dunier  is  adamant  that  "many 
retailers  would  not  be  in  radio  if  it  were 
not  for  the  local  rate."  He  conceded 
there  are  a  "few"  stations  which  have  a 
"realistic"  single  rate  structure  under 
which  retailers  could  use  the  broadcast 
media  "without  prejudice." 

The  letter  sent  out  last  week  by 
MLW&S  requested  the  following:  a 
current  program  log,  a  local  retail  rate 
card,  a  national  rate  card,  merchandis- 
ing plans  available,  coverage  map,  and 
other  local  market  data. 

Mr.  Armstrong  and  Mr.  Rich  ap- 
peared at  a  timebuying  and  selling  semi- 
nar luncheon  Tuesday  (Feb.  10)  given 
in  New  York  by  the  Radio  Television 
Executives  Society. 

Mr.  Armstrong  said  the  Storz  Sta- 


tions nearly  a  year  ago  adopted,  pub- 
lished and  circulated  a  definition  for 
both  local  and  national  advertisers  us- 
ing the  stations.  In  essence,  it  defined 
a  local  advertiser  as  a  retailer  adver- 
tising his  own  place  of  business  and 
service  and  not  featuring  a  product  for 
sale,  with  commercial  material  prepared 
locally  by  himself,  a  local  agency  or  the 
station.  All  other  advertisers  are  defined 
as  national  and  pay  that  rate. 

Rich  Is  Sorry  •  Mr.  Rich  said  he 
wished  to  commend  all  radio  stations 
which  have  issued  public  statements  on 
their  rate  policies  but  was  ""sorry  to 
see  no  tv  stations"  doing  the  same.  He 
outlined  Benton  &  Bowles"  experience 
with  its  survey  of  stations  on  the  local 
vs.  national  rate  (details  in  Broadcast- 
ing. Feb.  9)  and  warned  that  stations 
granting  lower  rates  to  non-retail  ad- 
vertisers were  "creating  a  new  and  far 
more  gigantic  problem  among  the  na- 
tional advertisers  and  their  agencies, 
who  provide,  in  most  instances  .  .  . 
the  largest  portion  of  their  revenue." 

Mr.  Rich  said  the  stations  were  cre- 
ating doubts  among  advertisers  as  to 
the  value  of  a  "particular  advertising 
vehicle"  as  related  to  competing  adver- 
tisers. He  cautioned  that  these  doubts 
in  turn  are  creating  "an  unwholesome 
and  dangerous  spirit  of  distrust  and  sus- 
picion." 

Publishing  Need  •  Labeling  the  grant- 
ing of  lower  rates  as  ""rate  cutting.''  Mr. 
Rich  called  for  publication  of  rate  dif- 
ferentials which  clearly  define  "what 
particular  kind  of  advertiser  or  agency 
qualified  for  these  lower  rates.''  From 
there,  he  indicated,  it  was  up  to  the 
buyer. 

He  felt  that  continuation  of  differen- 
tials in  rates  without  definition  would 
create  negotiation  with  individual  sta- 


First  (pitch)  lady 

Lever  Bros,  is  seeking  Mrs. 
Franklin  D.  Roosevelt,  widow  of 
the  32nd  President,  to  appear  in 
tv  commercials,  on  behalf  of  the 
company's  Good  Luck  margarine. 
A  few  commercials  already  have 
been  filmed  by  MPO  Productions. 
New  York,  but  have  not  been 
committed  for  tv.  Ogilvy.  Ben- 
son &  Mather,  N.Y.,  Good  Luck's 
agency,  said  last  week  Mrs.  Roose- 
velt had  not  yet  accepted  Lever's 
offer  and  that  anything  done  must 
be  approved  by  Mrs.  Roosevelt. 
The  completed  "study"  commer- 
cials are  said  to  be  20-  and  30- 
second  messages.  Mrs.  Roosevelt's 
name  in  the  past  has  been  con- 
nected with  Sonotone  hearing  aid 
print  advertisements  but  not  with 
any  tv  commercials. 


tions  for  the  best  deal  rather  than  on  a 
national  basis,  exclaiming  "tv  is  the 
greatest  medium  in  the  world;  let's  not 
do  anything  to  kill  it." 

Mixed  emotions  greet 
single  rate  in  Chicago 

What  do  Chicago  agencies  feel  about 
the  move  for  a  single  rate  card  for  all 
advertisers — national  and  local,  or 
about  the  desirability  of  reclassifying 
rates  as  retail  and  general? 

Reaction  might  well  be  termed  mixed, 
on  the  basis  of  views  expressed  last 
week  at  a  closed  meeting  of  Chicago 
Agency  Media  Group,  a  new  organiza- 
tion comprising  time  and  space  buyers. 

Panelists  at  the  dinner  meeting,  held 
at  Chicago  Federated  Adv.  Club  head- 
quarters for  about  50  buyers  last 
Wednesday,  included  William  C.  Good- 
now.  station  manager  of  WISN-TV  Mil- 
waukee: Louis  A.  Smith,  manager  of 
midwest  tv  sales.  Edward  Petry  &  Co.. 
station  representative;  Jake  Sawyer, 
partner  in  Sawyer-Ferguson-Walker, 
newspaper  representative;  Charles 
Buddie,  vice  president  in  charge  of  Chi- 
cago office  of  J.  P.  McKinney  &  Son. 
newspaper  representative:  John  W. 
Moffett.  vice  president  and  advertising 
director.  Minneapolis  Star  &  Tribune: 
and  Hal  Holman,  head  of  Hal  Holman 
Co..  station  representative.  Reg  Dal- 
low.  media  director  of  Grant  Adv.  Inc.. 
Chicago,  was  program  moderator. 
Harry  C.  Pick,  formerly  media  director 
of  Reach.  McClinton  &  Pershall.  is 
CAMG  president. 

Panelists  expressed  these  views:  (1) 
national  advertisers  are  inconsistent  and 
can't  be  relied  on  for  regular  business 
in  any  one  medium:  (2)  national  ad- 
vertisers do  not  seem  to  respond  to  past 
efforts  for  building  a  discount  structure 
parallel  to  local  rates;  (3)  local  media 
needs  local  business  as  a  base,  even 
though  national  business  represents  a 
major  portion  of  all  income. 

Station  owners  and  newspaper  pub- 
lishers should  operate  more  closely  with 
their  representatives  to  avoid  conflict 
between  national  sales  representatives 
and  station  and  newspaper  sales  repre- 
sentatives, panelists  felt.  They  also  in- 
dicated there  may  be  some  justification 
for  two  rates — national  and  local — but 
no  more.  Possibility  of  reclassifying  lo- 
cal and  national  rates  as  retail  and  gen- 
eral also  was  explored  by  the  panel  as 
an  alternative  to  single  rates. 

Among  recommendations,  radio,  tv 
and  other  media  were  encouraged  to 
formulate  written  statements  outlining 
"who  qualifies  for  each  rate,"  and  the 
basis  for  national  rate  figures.  Agencies 
still  are  responsible,  it  was  stressed,  for 
getting  the  lowest  possible  rates  for  their 
clients  and  frankly  have  favored  local 
rates  for  some  advertisers. 
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ADVERTISING  FINDS  WASHINGTON 


Government  impact  on  industry  seen  first-hand  at  AFA  meet  in  Capital 


The  organized  advertising  business 
discovered  Washington  last  week. 

For  the  first  time  representatives  of 
media,  agencies  and  sponsors  met  joint- 
ly in  the  nation's  capital  to  take  up 
the  problem  of  government  impact  on 
advertising.  The  meeting  attended  by 
200,  was  held  on  Feb.  9  under  the 
auspices  of  the  Advertising  Federation 
of  America. 

An  all-day  session  convinced  AFA 
delegates  that  anti-advertising  pressures 
are  getting  worse  but  they  couldn't 
agree  on  methods  of  coping  with  the 
situation.  The  Federation  is  consider- 
ing two  approaches — a  Washington  lis- 
tening-post or  reporting  service,  and/ or 
a  legislative  office.  Mild  efforts  to  raise 
funds  from  member  associations  have 
been  futile. 

Raised  Eyebrow  Rule  •  Conferees 
were  surprised  to  learn  from  FCC 
Chmn.  John  C.  Doerfer:  "We  regulate, 
frankly,  by  the  raised  eyebrow." 

Anti-advertising  legislation  is  becom- 
ing more  of  a  problem  every  year,  ac- 
cording to  Rep.  Bob  Wilson  (D-Calif.), 
partner  in  the  San  Diego,  Calif.,  agency 
firm  of  Champ,  Wilson  &  Slocum.  He 
said  there  are  signs  that  Congress  will 
consider  a  tax  on  advertising. 

Rep.  Wilson  caught  AFA  ears  with 


the  comment  that  "too  often  in  the 
past  Madison  Avenue  has  had  no  direct 
route  into  Pennsylvania  Avenue."  He 
added,  "There  has  been  too  much  of 
a  tendency  on  the  part  of  advertising 
to  think  that  Washington  was  a  figment 
of  somebody's  imagination."  Four  dif- 
ferent committee  reports  last  year  rec- 
ommended federal  restrictions  on  mis- 
leading advertising,  he  said. 

While  advertisers  and  media  spokes- 
men testify  at  times  on  bills  before 
committees,  he  said,  this  testimony 
"plays  a  minor  role  in  the  influencing 
of  legislation"  and  "to  depend  solely 
on  it  for  constructive  results  is  often 
fatal."  More  important,  he  continued, 
are  attitudes  and  opinions  of  constitu- 
ents back  home,  helpful  statistics  and 
reliable  information  provided  by  groups 
and  associations,  and  constructive,  in- 
telligent lobbying — "political  facts  of 
life  that  the  advertising  profession  evi- 
dently has  chosen  to  ignore." 

Chairman  Doerfer  implied  the  Com- 
mission uses  the  raised-eyebrow  tech- 
nique to  offset  its  lack  of  censorship 
powers  under  the  Communications  Act. 
He  said  revocation  of  license  has  rarely 
been  employed  because  the  penalty  is 
out  of  line  with  the  type  of  penalty  a 
court  would  impose. 


Trade  Policing  •  The  NAB  radio 
standards  and  tv  code  "are  about  as 
close  as  you  can  get  to  government 
sanctions,"  the  chairman  explained, 
commending  their  provisions. 

Commenting  on  the  NAB's  recent  tv 
code  action  barring  portrayals  of  pro- 
fessional people  by  actors  in  medical 
commercials,  he  said  he  wasn't  sure 
the  association  had  acted  wisely  in  leav- 
ing the  problem  of  portrayals  by  authen- 
tic practitioners  up  to  their  own  profes- 
sional organizations.  The  chairman 
feared  that  abuses  by  professional  peo- 
ple performing  on  commercials  might 
set  off  corrective  action  by  legislative 
bodies. 

Chmn.  Doerfer  conceded  FCC  re- 
ceives a  relatively  small  number  of  pub- 
lic complaints  against  broadcasters.  He 
said  these  are  filed  in  station  dockets 
and  referred  to  the  licensees  for  their 
own  version.  A  licensee's  answer,  or 
failure  to  answer,  goes  into  the  file  and 
is  considered  at  renewal  time. 

Both  Chairman  Doerfer  and  Chmn. 
John  W.  Gwynne,  of  the  Federal  Trade 
Commission,  explained  how  the  agen- 
cies have  an  interchange  arrangement 
on  complaints.  FTC  automatically  re- 
fers appropriate  complaints  from  its 
broadcast  monitors  and  the  public  to 
the  FCC,  which  in  turn  puts  them  in 
station  files  even  if  they  are  crank 
letters.  When  the  matter  of  the  merit 
of  complaints  was  raised,  Chmn.  Doer- 
fer offered  his  "raised  eyebrow"  ob- 
servation. He  added  that  a  broadcaster 
is  worse  off  if  he  makes  a  false  reply 
to  the  FCC  than  if  he  says  he  is  sorry 
and  won't  do  it  again. 

Legislator  Wants  Lobby  •  Rep.  Wil- 
son asked  AFA  delegates  why  the  ad- 
vertising profession  "has  chosen  to 
ignore  the  political  facts  of  life."  He 
said  it  is  "shocking  that  no  bonafide 
staff  is  working  in  Washington  in  the 
broad  interest  of  advertising." 

"How  many  people  represent  adver- 
tising here?"  he  asked.  "The  appalling 
answer  is  zero.  Nobody  seems  to  care. 
Only  5%  of  the  nation's  trade  associa- 
tions have  representation  in  Washing- 
ton compared  with  nearly  90%  of  the 
unions." 

John  P.  Cunningham,  chairman  of 
the  board  of  Cunningham  &  Walsh, 
called  for  24-hour-a-day  educational  tv 
service  but  wasn't  definite  about  ways 
this  could  be  accomplished  (Broadcast- 
ing, Feb.  9).  He  said  too  many  com- 
mercials are  repetitive  and  silly,  and 


Madison  avenue  sets  foot  on  Potomac  shores  •  FCC  Chairman  John  C. 
Doerfer  (top,  right)  was  all  ears  at  Advertising  Federation  of  America  mid- 
winter conference  as  John  P.  Cunningham,  chairman  of  Cunningham  & 
Walsh,  explained  his  proposal  for  24-hour-a-day  educational  tv  service. 
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The  Washington  touch  •  Advertisers  should  recognize  the  importance  of 
Washington  in  their  business,  Rep.  Bob  Wilson  (R-Calif.),  of  Champ, 
Wilson  &  Slocum,  San  Diego  agency,  told  Advertising  Federation  of  America 
last  week.  L  to  r:  John  W.  Gwynne,  chairman,  Federal  Trade  Commission; 
Rep.  Wilson,  and  veteran  agencyman  Fred  B.  Manchee,  executive  vice  presi- 
dent-treasurer, BBDO. 


contended  the  air  is  overloaded  with 
westerns  and  giveways — "too  much  pal- 
lid programming,  not  enough  cultural 
fare."  His  suggestion  that  Congress 
should  be  televised  regularly  brought 
from  Rep.  Wilson  the  thought  that  at- 
tendance of  representatives  and  sena- 
tors at  sessions  would  rise  sharply. 

"Uhf  seems  to  be  slowly  passing 
away,"  Mr.  Cunningham  said,  pointing 
out  that  only  8%  of  sets  produced  in- 
clude uhf  tuners. 

Community  Plan  •  Morton  J.  Simon, 
of  the  Philadelphia  bar,  said  other  areas 
should  fight  anti-advertising  legislation 
by  the  Community  Action  Plan  em- 
ployed in  Baltimore  to  defeat  that  city's 
advertising  tax. 

John  J.  Ryan,  AFA  counsel,  said 
there  has  been  a  continuing  govern- 
ment attack  on  advertising  in  the  last 
year.  He  claimed  the  Internal  Revenue 
Service  had  upset  a  35-year  precedent 
by  imposing  excise  taxes  on  co-op  ad- 
vertising allowances  (Broadcasting, 
Dec.  29,  22,  1958).  He  warned  there  is 
a  move  inside  the  government  to  dis- 
allow expenditure  for  institutional  ad- 
vertising as  a  business  expense.  Already 
IRS  has  issued  a  proposed  rule  disal- 
lowing advertising  expenditures  for  lob- 
bying and  political  purposes — "a  mur- 
derous weapon  against  institutional  ad- 
vertising." 

Harold  T.  Swartz,  IRS  assistant  com- 
missioner, reviewed  recent  revenue 
rulings  but  he  did  not  touch  on  the 
co-op  advertising  ban  effective  Feb.  1. 

AD  PUNCH  CUT? 
Two  channel'  dirge 
sung  by  ABC  duet 

The  importance  to  our  economy  of 
creative  advertising  and  the  impediment 
presented  by  "two-channelitis"  were  to 
be  discussed  by  AB-PT  President  Leon- 
ard Goldenson  and  ABC-TV  President 
Oliver  Treyz  at  the  Birmingham  (Ala.) 
Ad  Club  last  Saturday  (Feb.  14).  It 
was  the  club's  annual  creative  advertis- 
ing awards  presentations. 

Mr  Goldenson  stated  that  increased 
productivity  of  American  industry 
"must  be  matched  by  equal  creativeness 
by  business  executives  and  the  adver- 
tising men  and  women  who  will  market 
and  sell  these  products."  Otherwise,  he 
said,  mass  marketing  will  be  impossible 
and  production  costs  too  high  for  the 
average  consumer. 

Mr.  Treyz  concentrated  on  the  harm- 
ful effects  of  limiting  certain  markets  to 
two  commercial  channels.  He  said  such 
communities,  primarily  in  the  South, 
lose  the  benefits  of  free  competition 
among  the  three  networks  which  has 
made    improved    programming  avail- 


able elsewhere,  even  in  smaller  markets. 
He  asserted  that  both  local  and  na- 
tional advertisers  suffer. 

The  solution  he  offered  was  relaxa- 
tion of  FCC  rules  on  mileage  separation 
between  stations  so  that  deprived  com- 
munities can  add  another  vhf  outlet. 
Mr.  Treyz  maintained  that  directional 
antennas  and  precise  carrier  offset  (a 
new  engineering  device)  would  protect 
existing  tv  service. 

Mr.  Treyz  told  his  Birmingham  au- 
dience that  they  and  their  fellow  citizens 
were  deprived  of  many  national  net- 
work programs,  including  those  of 
CBS-TV  and  NBC-TV  as  well  as  ABC- 
TV. 

In  January,  Mr.  Treyz  said,  the  three 
networks  broadcast  25  special  tele- 
casts, but  only  16  were  seen  in  Birming- 
ham. Among  the  missing  were  a  report 
from  Red  China,  a  documentary  on 
Chinese  infiltration  in  Southeast  Asia, 
an  examination  of  the  new  Congress, 
Leonard  Bernstein's  young  people's  con- 
cert, Bob  Hope's  film  show  from  Mos- 
cow, the  Meet  the  Press  interview  with 
Anastas1  Mikoyan. 

"If  a  tv  set  is  worth  $300  in  Boston," 
said  Mr.  Treyz,  "it  is  worth  only  $200 
in  Birmingham."  He  said  it  was  im- 
portant that  the  people  of  Birmingham 
understood  the  facts  of  the  tv  station 
shortage.  "Having  possession  of  these 
facts,"  he  said,  "you  can  determine  for 
yourselves  what  action  is  required." 


REGAL  MOVE 

'Cash  and  credit'  tv 
brings  in  the  gold 

A  16-month-old  firm,  Regal  Adver- 
tising Assoc.  Corp.,  New  York,  held 
open  house  last  week  to  celebrate  its 
move  to  headquarters  in  the  new  sky- 
scraper at  575  Lexington  Ave. 

Appropriately  the  building  is  the 
color  of  what  Regal  says  it  is  mining 
out  of  television:  gold. 

Regal  specializes  in  the  trade-off  of 
film  product  to  tv  stations  in  exchange 
for  time  which  the  company  then  sells 
to  advertisers.  Company  officials  do  not 
use  the  term  "barter"  because  of  the 
connotation  it  has  acquired  in  televi- 
sion. Regal  calls  its  operation  "cash  and 
credit." 

Charles  Weigert,  vice  president-gen- 
eral manager,  and  Sidney  Rarbet,  vice 
president,  who  with  Stanley  Grayson, 
director  of  station  relations,  operate  the 
firm,  predicted  last  week  that  by  the 
end  of  1959  Regal's  "inventory"  or 
bank  of  tv  time  will  be  worth  some  $20 
million.  Currently  the  time  storage  is 
at  the  $8  million  mark — the  dollar  fig- 
ures representing  the  value  of  the  time 
at  the  end  rate  (what  it  would  cost  the 
advertiser  after  all  possible  station  dis- 
counts). 

Regal  caught  the  spotlight  nearly  a 
year  ago  when  Silf  Skin  (girdle)  was 
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42  per  cent  more 

audience  per  commercial  minute 
than  any  other  network.  That's 
how  the  CBS  Radio  Network  rates 
when  Nielsen  Radio  Index  "polls" 
the  nationwide  radio  audience  (av- 
eraging over  16  straight  months). 


226  out  of  237 


quarter-hour  wins  for  CBS  Radio 
I     programs.  That's  what  happens 
I     when  The  Pulse  reports  on  the  big 
gl     city  audience  (1958  average:  all 
quarter-hours  in  which  programs 
of  CBS  Radio  and  those  of  at  least 
one  other  network  competed  in  10 
_v    oi  more  of  the  26  top  markets). 


8  out  of  11  firsts 

for  CBS  Radio  Network  shows  in 
the  11  program  categories  voted 
on  by  465  critics  and  editors  in  the 
Radio-Television  Daily  annual 
poll.  And  they  named  so  many 
other  CBS  Radio  programs  as 
runners-up  that  the  total  number 
of  honors  for  this  network  in  these 
categories  surpassed  that  of  the 
three  other  networks  combined. 
(What's  more,  CBS  Radio  person- 
alities comprised  four  of  the  five 
choices  for  "Radio  Man  of  the 
Year":  Edward  R.  Murrow, 
Arthur  Godfrey,  Art  Linkletter, 
Mitch  Miller.) 

CBS  Radio  Network  programs 
honored  in  11  categories: 

DRAMATIC  SHOW  OF  THE  YEAR 

(three  out  of  five) 
GUNSMOKE* 
SUSPENSE 
JOHNNY  DOLLAR 
COMEDY  SHOW  OF  THE  YEAR 
(three  out  of  five) 
AMOS  'N'  ANDY* 
THE  COUPLE  NEXT  DOOR 

HOUSE  PARTY 
MUSICAL  SHOW  OF  THE  YEAR 
( three  out  of  five) 
NEW  YORK  PHILHARMONIC* 

METROPOLITAN  OPERA 
CHRISTMAS  SING  WITH  BING 
COMMENTATOR  OF  THE  YEAR 
(three  out  of  five) 
EDWARD  R.  MURROW* 
ERIC  SEVAREID 
LOWELL  THOMAS 
DOCUMENTARY  OF  THE  YEAR 
(four  out  of  five) 
WHO  KILLED  MICHAEL  FARMER?* 

THE  HIDDEN  REVOLUTION 
P.O.W.-A  STUDY  IN  SURVIVAL 
RADIO  BEAT 
QUIZ  SHOW  OF  THE  YEAR 
(one  out  of  two) 
SEZ  WHO! 
BEST  NEW  PROGRAM  IDEA 
(two  out  of  four) 
HAVE  GUN,  WILL  TRAVEL 
MASLAND  RADIO  COLOR  ROUNDUP 
SPORTSCASTER  OF  THE  YEAR 
(two  out  of  five) 
PHIL  RIZZUTO 
FRANK  GIFFORD 
BEST  TRANSCRIBED  SERIES 
(one  out  of  four) 
AMOS  'N'  ANDY* 
BEST  PUBLIC  SERVICE  PROGRAMMING 
(four  out  of  five) 
FACE  THE  NATION* 
P.  O.W.-A  STUDY  IN  SURVIVAL 
WHO  KILLED  MICHAEL  FARMER? 
THE  HIDDEN  REVOLUTION 
VARIETY  SHOW  OF  THE  YEAR 
(three  out  of  five) 
MITCH  MILLER  SHOW* 
ROBERT  Q.  LEWIS  SHOW 
ARTHUR  GODFREY  TIME 


*  Winner  in  category 


YET  THEY  ALL 


No  matter  which  sample  you  use— nationwide  audiences,  big  city  listeners, 
critics— the  answer  comes  out  the  same.  CBS  Radio  Network  programming 
and  personalities  win  all  the  polls,  hands  down— year  after  year. 
And  the  new  Program  Consolidation  Plan,  with  virtually  all  of  these  favor- 
ites and  many  more,  means  even  stronger  audience  leadership  through: 
improved  mood  sequencing;  CBS  News  every  hour  on  the  hour;  uniform 
broadcast  times;  increased  station  clearances  for  advertisers. 
The  listeners,  of  course,  are  your  customers.  It's  worth  being  where  there 
are  so  many  more  of  them.  A  And  where  they  like  what  they  hear  so  much, 

COME  OUT  THE  SAME  ?. .  .CBS  RADIO  NETWORK 


N  ,  with  no  Navel, 

Is  unlike  another. 
We  call  it  complete 

Rejection  of  mother. 


Frequently,  of  late,  a  great  deal  of 
mass  media  are  being  sold  on  the  basis 
of  psychological  analysis  of  audience 
composition.  Soap  operas  are  said  to 
appeal  to  the  housewife  taking  her 
libido  out  for  a  trot.  Some  media  claim 
they  sell  through  reaching  the  mass 
id.  Others  use  ego- gratification  to  cap- 
ture audience. 

Through  it  all,  like  a  beacon,  shines 
the  good  old  idea  of  building  a  better 
mouse-trap.  For  more  than  36  years, 
KHJ  Radio,  Los  Angeles,  has  been 
baiting  the  trap  with  foreground 
sound.  It  beats  cheese  as  our  adver- 
tisers will  readily  testify.  One  thing  is 
certain ...  a  listener's  conscious  atten- 
tion will  sell  more,  more  quickly,  than 
anything  else. 

Whether  the  people  you  want  to 
reach  reject  mother  because  of  sibling 
rivalry,  an  Electra  complex  or  a  child- 
hood trauma  ...  in  Los  Angeles,  fore- 
ground sound  sells  them  all. 


KHJ 

RADIO 

LOS  ANGELES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


in  a  two-way  stretch  between  Grey 
Adv.  and  Regal  Adv.  The  question  then 
was  which  company — Grey  is  an  ad- 
vertising firm  but  Regal  is  a  time  trader 
— handled  how  much  of  what  money 
Silf  Skin  was  spending  (Broadcasting, 
March  17,  1958). 

Regal  still  lists  Silf  Skin  as  one  of 
its  clients.  The  list,  as  issued  by  Mr. 
Weigert,  includes  Exquisite  Form  Bras- 
siere Inc.,  Rokeach  Food  Products, 
Walt  Disney  toy  licensees,  Parry  Labs 
(Myomist  throat  spray),  U.S.  Phar- 
macal  Co.  (Baby  Sweet  and  Soothene) 
and  Lamour  hair  products. 

Regal  employs  26  people  and  is  ex- 
ploring arrangements  in  radio  similar  to 
its  tv  trades.  In  tv,  Regal  claims  to  be 
doing  business  with  122  stations  in  102 
markets,  feels  it  will  stick  with  those 
markets  but  has  an  eye  on  extending  the 
number  of  stations. 

Mr.  Weigert  says  Regal  gets  its  profit 
margin  by  buying  film  product  in  vol- 
ume and  at  a  lower  cost  than  an  in- 
dividual station  would  pay  and  can  offer 
time  to  clients  at  a  cost  a  little  below 
that  which  the  station  would  charge. 
The  Regal  management  says  it  gets 
first-rate  product  from  all  sources  and 
where  a  film  company  does  not  deal 
with  the  trader,  finds  a  way  to  get 
around  it.  ("We  pay  the  station  the 
full  price  it  paid  for  the  film  and  take 
the  equivalent  in  time.'')  Film  includes 
syndicated  half -hour  series  and  features 
as  well.  (Mr.  Barbet  says  Regal  owns 
a  package  of  35  feature  films.) 

As  for  radio,  Regal  in  "about  45 
days"  will  be  in  36  markets  on  the  "first 
or  second  station  in  the  market."  Prod- 
uct for  this  phase  of  the  operation:  The 
Big  Sound  (known  personalities  in  tapes 
6-20  seconds  long  for  use  in  station 
breaks,  household  hints,  sport,  time  and 
temperature  information,  introductions, 
etc.)  and  jingles,  all  produced  by  Rich- 
ard Ullman  in  Buffalo.  Regal  has  ani- 
mated series,  Colonel  Bleep,  from  Ull- 
man for  its  tv  operation,  now  has  Bleep 
in  50-60  markets. 

And  that's  not  quite  all. 

Regal  says  it  can  supply  nearly  any- 
thing in  trade  for  time.  Among  its  serv- 
ices (all  for  time) :  billboards,  carcards, 
station  equipment  and  automobiles.  Not 
to  miss  a  bet,  Regal  has  $100,000  in 


due  bills  (European  trips,  hotel  reserva- 
tions, etc.)  representing  credit  over  a 
two-year  period  which  it  supplies  to 
clients  as  a  service. 

WIN  'EM,  WOO  'EM 

Involvement  is  part 
of  successful  tv  spots 

In-program  commercials  and  spots 
present  such  "sharp  technical  and  phil- 
osophical differences"  as  to  make  one 
believe  that  "maybe  they  aren't  the 
same  thing  at  all,"  Howard  Gossage, 
told  the  Hollywood  Advertising  Club 
last  Monday  (Feb.  9). 

Mr.  Gossage,  partner  in  the  San  Fran- 
cisco agency  Weiner  &  Gossage,  was 
the  guest  speaker  at  the  club's  first  Tv- 
Radio  Producers  Award  luncheon,  pre- 
ceding the  presentation  of  awards  to 
the  creators  and  producers  of  radio  and 
tv  commercials  judged  as  the  best  pro- 
duced in  Southern  California  during 
1958  (Broadcasting,  Feb.  9). 

Involvement  •  "In-program  commer- 
cials, if  correctly  used,  are  advertising 
with  a  capital  A — no  matter  how  well 
integrated  they  are,"  Mr.  Gossage  said. 
"They  operate  generally  under  the  same 
rules  as  apply  to  advertising  in  maga- 
zines or  newspapers.  Accordingly,  they 
enjoy  the  one  great  plus  that  adver- 
tising, clearly  marked,  has  to  offer — 
time  enough,  opportunity  enough,  to  in- 
volve the  viewer  and  then  keep  him 
involved. 

"Spots,  on  the  other  hand,  aren't 
structurally  speaking,  advertising  at  all. 
They  are  programs;  self-contained  pro- 
grams. 

"The  real  difference  between  these 
miniature  plays,  musicals,  information 
shows,  and  comedy  bits  and  their  non- 
advertising  counterparts  is  not  their 
duration,  but  the  fact  that  a  product  is 
essential  to  the  plot.  So  if  we  wish  to 
involve  the  audience,  it  is  better  if  we 
carry  our  story  line  through  right  to  the 
end,  integrating  the  commercial  mes- 
sage as  we  go  with  no  stopping  half 
way  and  saying,  'But  seriously'  or 
That's  right  folks.'  You'll  find  that  is 
almost  the  quickest  way  to  uninvolve  an 
audience  and  lose  it. 

Small  Detail,  Big  Plus  •  "The  real 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  Feb.  5-11  as  rated  by  the  multi-City  Arbitron  instant 
ratings  of  American  Research  Bureau. 


DATE 
Thurs.,  Feb.  5 
Fri.,  Feb.  6 
Sat,  Feb.  7 
Sun.,  Feb.  8 
Mon.,  Feb.  9 
Tues.,  Feb.  10 
Wed.,  Feb.  11 


PROGRAM  and  TIME 

NETWORK 

RATING 

December  Brida  (8  p.m.) 

CBS-TV 

18.4 

Person  to  Person  (10:30  p.m.) 

CBS-TV 

21.3 

Gunsmoke  (10  p.m.) 

CBS-TV 

28.0 

Loretta  Young  (10  p.m.) 

NBC-TV 

22.8 

Lucille  Ball-Desi  Arnaz  do  p.m.) 

CBS-TV 

33.9 

Rifleman  (9  p.m.) 

ABC-TV 

24.5 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

28.7 

Copyright  1959  American  Research  Bur 
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^WHAS-TV] 

I   LOUISVILLE  I 

^  ^  ~^^m 


IF  IT  IS  BIG 

and  IMPORTANT, 
irs  on  WHAS-TV 


KENTUCKIANA'S 
MOST  HONORED  STATION! 


As  a  member  of  society,  WHAS-TV  pulls 
out  all  the  stops.  Viewers  have  learned  to 
expect  the  BIG  effort  from  WHAS-TV. 

Twelve  national  awards  have  been  won 
by  "Operation  Cancer,"  "Inside  Our 
Schools,"  "Crusade  for  Children"  and  the 
"Good  Living-Maternity  Series."  A 
WHAS-TV  cervical  cancer  series  won 
McCall's  top  1957  Award. 


highway  safety,  atomic  attack  and  local 
air  power;  weekly  programs  such  as 
"According  to  the  Law,"  "Let's  Look  It 
Over,"  "Lure  of  the  Library"  and  "What's 
Your  Question?";  documentaries  on  can- 
cer, slum  clearance,  heart,  blood  and 
obesity  . .  .  have  convinced  Louisville  area 
viewers  that  if  it  is  BIG  and  IMPOR- 
TANT, it's  on  WHAS-TV! 


Special  series  on  the  state  legislature, 

Your  Advertising  Deserves  WHAS-TV  Attention  .  .  . 
with  the  ADDED  IMPACT  OF  PROGRAMMING  OF  CHARACTER ! 


WHAS-TV 

Foremost  In  Service 
Best  In  Entertainment 

BROADCASTING,  February  16,  1959 


WHAS-TV     CHANNEL  11,  LOUISVILLE 
316,000  WATTS  —  CBS-TV  NETWORK 
Victor  A.  Sholis,  Director 

Represented  Nationally  by 
HARRINGTON,  RIGHTER  &  PARSONS,  INC. 


trick  with  spots,  besides  having  an  en- 
gaging and  pertinent  idea  to  start  with, 
is  injecting  enough  small  detail  to  keep 
them  interesting  in  spite  of  repetition. 

"Undoubtedly  the  most  important 
contribution  you  can  make  to  any  ad- 
vertising you  do  is  an  innate  confidence 
that  there's  somebody  out  there  who  is 
terribly  interested.  Someone  who  will 
catch  every  word,  respond  to  every 
nuance.  Strangely  enough,  it  turns  out 
there  is.  At  first  it's  an  act  of  blind 
faith  to  write  or  produce  in  this  fashion. 
Then  after  a  while  you  begin  to  feel 
about  your  audience  as  an  actor  must 
feel.  I  suppose  it  helps  if  you  have  a 
generous  streak  of  ham  in  your  make- 
up somewhere. 

"And,  like  an  actor,  you  are  playing 
a  role,  the  role  of  your  client.  And  in 
doing  so  you  give  your  client  identity; 
he  knows  who  he  is  in  relationship  to 
his  previously  faceless  prospects." 

Take  a  Chance  •  Audacity,  in  both 
programming  and  commercials,  was 
highly  recommended  by  several  speak- 
ers during  the  morning  clinic  sessions 
on  creativity  and  tv  commercial  tech- 
niques. Selig  Seligman,  ABC-TV  vice 
president  and  general  manager  of 
KABC-TV  Los  Angeles,  stated  that  it 
is  a  responsibility  of  management  to 
imbue  creative  people  in  broadcasting 
with  the  desire  to  do  something  new 
and  different  and  not  eternally  to  play 
it  safe  by  doing  the  same  old  thing  over 
and  over  even  if  repetition  achieves  im- 
provement in  production. 

Earl  Klein,  president,  Animation  Inc., 
expressed  it  this  way:  "You  don't  get  a 
startling  result  when  you  play  it  safe. 
You've  got  to  gamble  if  you  want  to 
hit  the  jackpot."  And  Ed  Rich,  recently 
in  the  London  office  of  Erwin  Wasey, 
Ruthrauff  &  Ryan,  declared  that  in  Eng- 
land "audacity  really  does  pay  off." 
With  no  program  sponsorship  permit- 
ted, all  tv  commercials  in  Britain  are 
spots,  he  said,  and  these  spots  are 
broadcast  in  bunches,  with  perhaps  a 
dozen  spots  running  from  seven  to  30 


Gossage:  involve  the  audience 

seconds  each  crowded  into  a  three- 
minute  period.  In  these  circumstances, 
there's  real  competition  to  be  different, 
to  stand  out  and  arresting  techniques 
are  essential  to  winning  viewer  attention 
and  memory.  One  result,  he  reported,  is 
that  audience  ratings  actually  rise  dur- 
ing the  commercial  interludes. 

Al  Flanagan,  vice  president  and  gen- 
eral manager  of  KCOP  (TV)  Los  Ange- 
les, commented  that  an  independent  sta- 
tion sometimes  has  to  be  daringly  dif- 
ferent because  it  can't  afford  to  compete 
with  other  stations  in  the  purchase  of 
syndicated  film  programs. 

Humorous  commercials,  a  highly  con- 
troversial technique  a  few  years  ago,  are 
now  standard  procedure,  according  to 
Maxwell  Arnold,  vice  president.  Guild, 
Bascom  &  Bonfigli.  "The  question  is  no 
longer  should  humor  be  used,  but  what 
kind  of  humor,"  he  stated.  But  he 
warned  that  "it  takes  a  real  pro  to  write 
good  humorous  copy"  and  reported  that 
GB&B  employs  copywriters  who  are  ex- 
perienced comedy  writers  and  teaches 
them  advertising,  rather  than  teaching 
comedy  writing  to  advertising  men. 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,230,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan.  23-29. 
They  spent: 

2,118.4  million  hours   Watching  Television 

l!o36.8  million  hours   Listening  to  Radio 

456.0  million  hours    Reading  Newspapers 

201.1  million  hours   Reading  Magazines 

379.7  million  hours    Watching  Movies  on  Tv 

100.6  million  hours  Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  "Activity"  report,  from  which  these  figures  are 
drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  categories,  and  shows 
the  duplicated  and  unduplicated  audiences  between  each  specific  medium.  Tabulations  are  avail- 
able from  Sindlinaer  &  Co.  within  two  to  seven  days  of  the  interviewing  week. 

(Copyright  1959  Sindlinger  &  Co.) 
SINDLINGER'S  SET  COUNT:  As  of  Jan.  1,  Sindlinger  data  shows:  (1)  113,297,000 

people  over  12  years  of  age  have  access  to  tv  (89.8%  of  the  people  in  that  age  group); 

(2)  43,977,000  households  with  tv;  (3)  48,543,000  tv  sets  in  use  in  the  U.S. 


Humor  Helps  •  Alan  Alch,  an  alum- 
nus of  GB&B  and  of  Freberg  Ltd.  who 
now  has  his  own  creative  copy  service, 
said  that  humor  gives  a  commercial 
high  initial  interest  and  high  memory 
value. 

In  an  afternoon  clinic  session  on 
media  buying,  Gene  Duckwall,  vice 
president  of  Foote,  Cone  &  Belding, 
outlined  a  general  theory  of  buying  "di- 
rectory" media,  such  as  the  Yellow 
Pages  of  the  telephone  book  or  spe- 
cialized magazines  or  newspaper  sec- 
tions, for  articles  of  high  cost  and  in- 
frequent purchase  and  therefore  of  high 
interest  preceding  the  purchase,  while 
using  "intrusive"  media,  like  radio  and 
tv,  for  low-cost,  low  interest  items  pur- 
chased frequently. 

David  Fenwick,  vice  president,  Rob- 
inson, Jensen,  Fenwick  &  Haynes,  ac- 
cused broadcasters  of  trying  to  carry 
water  on  both  shoulders  when  they  set 
up  rate  schedules  based  on  time  seg- 
ments but  sell  audience  on  the  basis 
of  ratings. 

John  Vrba,  sales  vice  president  of 
KTTV(TV)  Los  Angeles,  predicted  a 
trend  toward  buying  big  market  cov- 
erage in  tv,  whether  spot  or  network, 
this  spring  when  the  networks'  "must 
buy"  restrictions  come  to  an  end. 

A  Profs  Challenges  •  Leonard  Freed- 
man,  head  of  the  liberal  arts  dept., 
UCLA  Extension,  challenged  four  as- 
sumptions which  he  feels  most  tv  ad- 
vertisers make:  that  the  American  pub- 
lic is  deaf  and  it's  necessary  to  shout 
to  put  a  message  over;  that  Americans 
have  no  taste,  so  that  any  topic  may  be 
discussed  in  any  living  room  at  any 
time;  that  "we're  a  bunch  of  idiots"  and 
that  "we  are  a  purely  materialistic  so- 
ciety, driven  only  by  motives  of  acqui- 
sition of  material  goods." 

Prof.  Freedman  suggested  that  the  ad- 
vertiser, who  admittedly  has  a  bigger 
influence  on  our  society  than  the  pro- 
fessor, ought  also  to  assume  some  re- 
sponsibility for  raising  the  general 
standards  so  that  "it  will  no  longer  be 
profitable  to  appeal  to  anything  but 
the  best  taste,  the  highest  intelligence." 

Bob  Hull,  tv-radio  editor  of  the 
Los  Angeles  Herald-Express,  final 
speaker  of  the  all-day  clinic,  asked  that 
program  commercials,  particularly  mid- 
program  commercials,  be  keyed  to  the 
mood  of  the  program  and  not  per- 
mitted to  destroy  it  and  the  viewer's  en- 
joyment of  the  program  with  it. 

•  Business  briefly 

Time  sales 

•  Brown  Shoe  Co.,  St.  Louis,  has  signed 
singer  Tommy  Sands  to  a  two-year 
$104,300  contract  to  advertise  its 
CONTINUED  on  page  45 
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THE  STORY  OF 
THE  McLENDON  CORP. 


ON  a  bright  Dallas  afternoon  in  1953,  the  telephone 
at  KLIF  was  its  usual  busy  self.  One  of  the 
incoming  calls  was  from  Hollywood  columnist,  Jimmie 
Fidler. 

"Listen,  Gordon,"  said  Fidler,  "My  fifteen-minute 
show  is  open  in  Dallas.  How  about  it?" 
There  was  a  pause. 

"We  can't  handle  it  as  a  fifteen-minute  show,  Jim- 
mie," came  Gordon  McLendon's  eventual  response. 
"And  I  think  you're  going  to  have  more  and  more 
trouble  selling  it  that  way.  But  we  have  an  idea  for 
you  that  we  think  will  triple  your  sales.  We  want  to 
buy  the  show,  excerpt  it  into  one-minute  strips  and 
use  them  as  inserts  in  our  newscasts." 

The  idea  of  columnist  insertions  in  newscasts  turned 
out  to  be  another  first  for  the  booming  Dallas  inde- 
pendent. And  it  opened  a  whole  new  radio  vista  for 
Fidler  and  many  others.  Many  industry  observers 
credit  KLIF  in  Dallas  with  more  programming  in- 
novations than  any  other  American  radio  station. 
It  shows  in  the  ratings,  too.  On  January  19,  1959,  C.E. 
Hooper,  Inc.,  reported  that  KLIF's  Hooperating  of 
49.5%  mornings  and  51.3%  afternoons  was  the  high- 
est share  of  audience  in  America  among  the  first 
twenty-five  metropolitan  markets. 

Among  other  programming  firsts  generally  attrib- 
uted to  KLIF :  First  use  of  production  intros  to  news- 
casts, first  full-scale  use  of  mobile  news  units,  first 
station  to  pay  its  disc  jockies  on  ratings,  first  to  use 
"News  teasers",  first  station  to  originate  nationwide 


B.  R.  McLENDON 

Chairman  of  the  Board 


GORDON  McLENDON 

President 


"Game  of  the  Day"  broadcasts  of  Major  League  base- 
ball, first  with  professional  football's  "Game  of  the 
Week",  first  to  originate  outright  purchase  of  large 
jingle  packages,  first  American  radio  station  to  op- 
erate from  two  different  transmitter  sites,  et  cetera. 
The  list  runs  on  and  on. 

Behind  KLIF  since  its  beginning  as  a  one-thousand 
watt  daytime  in  1947  are  veteran  Dallas  showman 
Barton  R.  McLendon,  and  his  son,  Gordon  B.  Mc- 
Lendon,  the  latter  frequently  mentioned  as  a  Texas 
senatorial  or  gubernatorial  possibility. 

On  February  1,  1959,  KLIF  increased  its  daytime 
power  to  the  allowable  maximum — fifty  thousand 
watts.  The  story  of  KLIF's  rise  from  an  obscure  Dal- 
las daytimer  to  national  50  kw  prominence  is  a  story 
of  McLendon  ingenuity  and  determination  in  four 
stages.  The  first  stage  was  the  original  1  kw  daytime 
grant  in  1947.  The  second  stage  came  in  the  early 
nineteen  fifties  when  KLIF,  after  long  effort,  gained 
FCC  permission  for  fulltime  operation.  McLendon 
then  applied  for,  and  was  granted,  five  thousand 
watts  daytime  and  one  thousand  watts  nighttime. 
That  was  the  third  stage.  The  new  increase  to  fifty 
thousand  watts  daytime  is  the  fourth  stage.  The  fifth 
is  coming.  KLIF  is  preparing  an  application  asking 
for  10  kw  nighttime  power. 

It  took  McLendon  daring  and  gamble  to  get  the 
50  kw  permit.  Protection  problems,  as  well  as  pop- 
ulation blanketing,  made  the  daytime  increase  im- 
possible from  the  station's  present  transmitter  site. 
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You  get  top  value  for  your  advertising  dollar  when  you 
get  the  top  of  the  buying  market ...  and  that's  what  50kw 
KLIF  in  Big  "D"  gives  you.  HOOPER'S  1958  OCTOBER- 
DECEMBER  QUARTERLY  COMPREHENSIVE  SURVEY 
REPORT  shows  KLIF  has  more  of  the  Dallas  audience 
than  all  other  Dallas  radio  stations  combined! 


DECEMBER-JANUARY  HOOPER: 

MONDAY  THRU  SATURDAY    SHARE  OF  AUDIENCE 


7:00  a.m.— 12:00  noon 

49.5% 

12:00  noon— 6  00  p.m. 

51.3% 

Highest  rated  station  in  all  of  the  first  25  American 
markets  according  to  C.  E.  Hooper,  Inc. 


Other  McLendon  Stations 
KILT  Houston  KTSA  San  Antonio 

WAKY  Louisville    KEEL  Shreveport 

TEXAS  Triangle  Office      2104  Jackson,  Dallas 
represented  by  JOHN  BLAIR  &  CO. 
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DALLAS 

50  KW  DAY  —  1  KW  NIGHT 
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Compact  Installation — at 
KLIF  50  KW  transmitter 
site. 


KLIF 

goes  50  KW! 


KLIF,  Dallas  selected  the  highly 
developed  Type  317B  transmitter  by 
Continental.  Now  on  the  air,  the  trans- 
mitter offers  KLIF  many  exclusive 
features : 

•  Compact  —  requires  only  72  sq.  ft. 
of  floor  space 

•  Completely  self  -  contained,  except 
blower 

•  Only  19  tubes  total — including  those 
in  two  oscillator  units 

•  Weldon  Power  Amplifier  Design* 

•  Regulinear**  Cathode-Follower 
Screen  Modulation  system 

Additionally,  KLIF  was  interested  in 
these  new  features: 

•  Especially  designed  for  remote 
operation 

•  No   rectifier   tubes — silicon  and 
selenium  rectifiers 

•  All  aluminum  cabinets  for  electrical 
shielding 

•  Less  than  1%  carrier  shift 

•  Zero  temperature  coefficient  crystals 

•  Completely  air-cooled  throughout 

If  you'd  like  details  on  a  truly 
outstanding  transmitter  please 
write  for  complete  details. 


•Patent  No.  2,836,665 
••Patent  appled  for 


(LxmJ-Ln-e  vlLclS 

MANUFACTURING  COMPANY 

4212  S.  BUCKNER  BOULEVARD  •  EVergreen  11137 
DALLAS  27,  TEXAS 


DESIGNERS  AND  BUILDERS  OF  SUPER  POWER  TRANSMITTERS 
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FOR  AN  OUTSTANDING  NEW  INSTALLATION 


McLENDON  STORY  (cont'd.) 

Yet  the  station's  nighttime  site  could  be  moved  no- 
where else  and  still  meet  FCC  requirements.  It  was 
a  seemingly  unanswerable  problem.  But  the  answer 
was  found.  Why  not  be  the  first  American  radio 
station  to  operate  from  two  different  transmitter 
sites.  Result — an  FCC  grant  to  KLIF  to  operate  day- 
time with  50  kw  from  a  40-acre  transmitter  site  west 
of  Dallas,  between  Dallas  and  Fort  Worth,  and  then 
shift  at  night  back  to  KLIF's  old  site  east  of  Dallas. 

KLIF's  walloping  new  fifty  kilowatt  signal  is  even 
more  powerful  than  it  sounds.  Situated  between  Dal- 
las and  Fort  Worth,  four  towers  directionalize  the 
KLIF  power  east  and  west,  squirting  a  major  lobe 
of  approximately  250,000  watts  toward  these  two 
great  cities — the  nation's  twelfth  market. 

KLIF's  new  power  solidified  McLendon's  position 
as  a  giant  of  Texas  communications.  Combined 
with  the  vast  coverage  of  KILT  in  Houston  (5  kw  on 
610  kc)  and  KTSA  in  San  Antonio  (5  kw  on  550  kc), 
the  three  Texas  Triangle  stations  now  stand  like  the 
colossus  of  Rhodes,  with  one  foot  in  warm  Texas 
Valley  and  another  far  to  the  north  in  the  cloud- 
wreathed  mountains  of  the  Panhandle.  More  than 
eighty  percent  of  the  Texas  population  is  now  under 
the  McLendon  umbrella.  No  newspaper  or  other  com- 
munications combined  approaches  the  power  Mc- 
Lendon wields  in  Texas.  Further  bolstering  the  Texas 
Triangle's  coverage  of  the  Lone  Star  state  is  sister 
station  KEEL  in  Shreveport  with  10  kw  day  and  5  kw 
night  on  710  kc,  and  an  application  pending  for  an 
increase  to  50  kw  daytime.  Still  a  fifth  McLendon 
station  lies  far  to  the  east  in  Louisville,  Kentucky — 
WAKY,  with  5  kw  day  and  1  kw  night  on  790  kc. 

The  McLendons  stay  busy.  Barton  McLendon  not 
only  handles  the  extensive  McLendon  oil  and  real 
estate  interests  but  continues  active  direction  of  his 
far-flung  Tri-States  Theatres,  a  Texas-Oklahoma- 
Louisiana  chain  he  founded  in  the  early  thirties.  He 
is  now  building  the  new  Preston  Royal  Theatre  in 
Dallas — the  first  new  hardtop  theatre  to  be  built  in 
the  Southwest  in  a  decade.  Recently  he  swung  down 
to  Houston  for  a  day  and  bought  for  his  KILT  a  new 
$350,000.00  building  which  may  be  America's  most 
beautiful  radio  building. 

Now  the  McLendons  are  branching  out  in  a  new 
field — the  production  of  motion  pictures.  They  have 
just  finished  shooting  the  first  of  a  series  of  full-length 
motion  pictures,  "The  Killer  Shrews"  starring  James 
Best  and  Ingrid  Goude.  On  February  16th  the  cam- 
eras roll  in  Dallas  on  another  McLendon  feature — 
"The  Gila  Monsters".  Still  a  third  feature  is  sched- 
uled for  April.  All  three  features  are  budgeted  at 
$300,000  each.  As  usual,  the  McLendons  have  sur- 
rounded themselves  with  top  personnel.  Co-producer 
with  Gordon  McLendon  is  Ken  Curtis,  son-in-law  of 
Hollywood  director  John  Ford  and  a  standout  Holly- 
wood acting  veteran  of  many  pictures.  Curtis  has 
just  finished  "The  Horse  Soldiers",  with  John  Wayne 
and  William  Holden.  Production  Manager  is  Ben 
Chapman,  who  was  also  Production  Manager  of  such 
films  as  "Bridge  on  the  River  Kwai",  "The  Young 
Lions",  and  "Sayonara".  Directing  is  Ray  Kellog,  for 
thirty  years  a  special  effects  wizard  with  Twentieth 
Century  Fox.  On  February  1st  the  McLendons  bought 
a  four-hundred  acre  movie  studio  near  Denton,  Texas, 
for  $500,000.00  and  this  will  be  the  home  of  many  of 
their  future  film  endeavors. 

Many  of  KLIF's  key  personnel  have  been  around 
almost  since  the  start  of  McLendon's  KLIF  on  No- 
vember 9,  1947:  Glenn  Callison,  Vice-President  in 
charge  of  Engineering ;  Les  Vaughan,  one  of  America's 
top  recording  engineers;  Art  Nelson,  Dean  of  South- 
western disc  jockeys;  Cecil  Hobbs  and  Don  Newbury, 


account  executives  and  several  others.  Bill  Morgan, 
Vice-President  and  General  Manager  of  KLIF,  has 
directed  the  McLendon  flagship  station  since  1953. 

McLendon  radio  stations — and  KLIF,  in  particular 
— are  noted  for  two  things:  outstanding  news  and 
editorial  coverage  and  flamboyant  promotion. 

In  April,  1957,  KLIF  mobile  news  reporter  Les 
Vaughan  drove  his  unit  with  one  hand  and  held  the 
mike  with  the  other  as  he  chased  behind  the  terri- 
fying funnel  of  a  Dallas  tornado  down  storm-strewn 
streets.  Vaughan's  daring  earned  for  KLIF  the  cov- 
eted Sigma  Delta  Chi  award  for  outstanding  news 
coverage.  In  1958  KLIF's  Managing  Editor,  Dave 
Muhlstein,  added  another  trophy  to  KLIF's  bulging 
list  of  new  honors — the  National  Headliners'  Award. 

KLIF  has  originated  scores  of  promotions  since 
adopted  by  stations  throughout  America:  the  first 
radio  flagpole  sitter;  first  rear- window  sticker  promo- 
tion (a  McLendon  copyright) ;  now  a  new  promotion — 
the  introduction  of  KLIF's  "Fat  Woman",  a  lady 
whom  KLIF  will  attempt  to  safely  reduce  from  350  to 
150  pounds  in  one  year.  Such  promotions  have  made 
KLIF  perhaps  America's  most  imitated  radio  station. 
Certainly  it  has  become  one  of  the  great  mode's  for 
music  and  news  stations  everywhere.  The  Sellers  Re- 
cording Company  in  Dallas  is  kept  busy  around  the 
clock  simply  recording  KLIF  programming  for  stations 
throughout  America. 

It  has  been  a  busy  six  years  for  B.  R.  and  Gordon 
McLendon  since  the  demise  of  their  Liberty  Broad- 
casting System,  which  at  its  height  embraced  458  radio 
stations  throughout  the  nation.  Liberty  collapsed  in 
1952  when  major  league  baseball  clubs,  insisting  that 
McLendon's  colorful  broadcasts  were  damaging  minor 
league  attendance,  denied  further  broadcasting  rights. 
The  McLendons  sued  and  eventually  won  a  large 
cash  settlement  from  baseball. 

It  was  during  the  Liberty  days  that  Gordon  Mc- 
Lendon first  caught  the  eye  of  the  broadcasting  in- 
dustry, not  only  as  an  executive  but  as  a  creative 
genius  and  a  great  broadcaster  as  well.  Eleven  years 
ago,  Liberty  was  founded  as  a  network  programming 
service  feeding  programs  to  stations  for  a  fixed 
monthly  fee;  today,  the  four  remaining  national  net- 
works are  all  known  to  be  examining  such  an  arrange- 
ment. Liberty  commentators  John  Flynn,  John  Van- 
dercook,  Joseph  C.  Harsch  and  Westbrook  Van 
Voorhies  were  quickly  snapped  up  by  other  networks 
when  Liberty  folded.  Many  Liberty  sportscasting  dis- 
coveries are  now  among  the  nation's  leaders — Lindsey 
Nelson,  Jerry  Doggett,  Don  Wells,  to  mention  a  few. 
Liberty  alumni  now  are  scattered  throughout  the  na- 
tion in  top  positions. 

Gordon  McLendon,  "The  Old  Scotchman",  is  missed 
by  sports  fans  throughout  the  country.  In  1951  he 
won  the  Sporting  News  award  as  America's  out- 
standing football  broadcaster  and  the  same  year  he 
was  named  one  of  America's  outstanding  young  men 
by  the  United  States  Jr.  Chamber  of  Commerce. 
Today,  he  is  less  active  as  an  air  personality  but 
still  finds  time  to  write  and  deliver  editorials,  act 
as  Texas  State  Chairman  for  the  March  of  Dimes 
and  a  dozen  other  charities — and  be  a  husband  and 
raise  four  children. 

As  KLIF  begins  broadcasting  with  fifty  thousand 
watts,  it  will  have  hitched  even  more  its  wagon  to 
the  Lone  Star.  A  new  chapter  will  begin  in  the  Mc- 
Lendon career,  but  perhaps  it  will  not  really  be  new. 
As  long  as  the  booming  KLIF  voice  is  under  Mc- 
Lendon ownership,  it  will  never  be  a  sister  station 
to  the  other  McLendon  stations — it  is  Gordon  Mc- 
Lendon's first-born.  It  will  always  be  the  mother  sta- 
tion— constantly  producing  and  testing  new  ideas 
for  all  radio  to  use. 
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Glamour  Deb  shoes.  The  singer  will 
tape  three  five-minute  radio  shows  a 
week  for  39  weeks.  Take  Five  With 
Tommy  Sands  starts  on  200  or  more 
stations,  three  times  a  week,  Aug.  15. 
Agency:  Leo  Burnett. 

•  Alva  Lans  Inc.  (Alva-Tranquil  tab- 
lets), Chicago,  negotiating  for  spot 
radio-tv  buys  in  from  10  to  30  markets, 
with  schedules  still  to  be  set.  Broadcast 
media  will  get  about  $100,000  out  of 
estimated  $750,000  advertising  budget 
for  1959.  Agency:  Olian  &  Bronner 
Inc.,  Chicago. 

•  U.S.  Steel  Corp.,  N.Y.,  pointing  to- 
ward hot  weather  promotion  of  throw- 
away  cans  for  soft  drinks,  will  include 
radio  and  tv  in  over-all  advertising 
schedules  set  to  start  about  June  1 .  Con- 
centrating in  southern  states,  a  spot 
radio  campaign  is  to  hit  seven  leading 
soft  drink  markets.  Evening  and  day- 
time tv  commercials  are  to  be  carried 
during  the  summer  months  by  CBS-TV 
on  U.S.  Steel  Hour  and  Arthur  Godfrey 
Daytime  Show.  Agency  is  BBDO. 

•  Elgin  National  Watch  Co.,  Elgin,  111., 
has  bought  segments  of  CBS-TV  Play- 
house 90,  two-part  "For  Whom  the  Bell 
Tolls"  presentation  March  12  and  19. 
Elgin  also  is  seeking  other  selected  pro- 
grams. Seven-Up  Co.,  St.  Louis,  is  seek- 
ing network  tv  properties,  through  the 
same  agency,  J.  Walter  Thompson  Co., 
Chicago. 

•  American  Oil  Co.,  N.Y.,  for  its 
Amoco  gasoline,  will  sponsor  on-the- 
scene  reports  of  the  Sebring,  Fla., 
Grand  Prix  sportscar  race  on  CBS  Ra- 
dio March  21.  Amoco  bought  six  10- 
minute  reports,  a  15-minute  period  and 
one  5-minute  slot.  Agency:  Joseph 
Katz  Co. 


Agency  appointments 

•  Magnavox  Co.  (phonographs,  tv 
sets),  Ft.  Wayne,  Ind.,  formerly  with 
Maxon  Inc.,  N.Y.,  switches  to  Mar- 
schalk  &  Pratt  Div.,  McCann-Erickson, 
N.Y.  Billings  total  $1  million  per  year, 
with  additional  $500,000  to  be  spent  for 
sales  promotion  through  McCann  sub- 
sidiaries. 

•  Simmons  Co.  (Hide-A-Bed  sofas, 
mattresses),  N.Y.,  appoints  McCann- 
Erickson  there  to  handle  its  approxi- 
mately $1  million  upholstered  living 
room  furniture  advertising.  Beautyrest 
and  other  Simmons  mattresses  will  re- 
main with  Young  &  Rubicam,  N.Y. 

•  Schenley  Industries  Inc.,  N.Y.,  moves 
its  Cresta  Blanca  wine  business  from 
Norman,  Craig  &  Kummel,  N.Y.,  to 


Doyle  Dane  Bernbach  there,  effective 
March  1.  Account,  user  of  spot  radio 
in  past,  involves  estimated  $500,000 
in  billings.  Doyle  Dane,  which  handles 
other  Schenley  products,  has  room  for 
Cresta  Blanca  after  recent  loss  of  Gallo 
wine  account  (Broadcasting,  Feb.  2). 

•  Vick  Products  Div.,  Vick  Chem- 
ical Co.,  N.Y.,  appoints  Morse  Inter- 
national Inc.,  N.Y.,  agency  for  Vick's 
cough  syrup  and  Lavoris  mouthwash 
and  gargle.  Vick  acquired  Lavoris  Co. 
last  October.  Agency  for  Lavoris  prod- 
ucts was  formerly  Pidgeon,  Savage  & 
Lewis,  Minneapolis.  Previous  agency 
for  Vick  product  was  BBDO. 

•  Also  in  advertising 

•  John  W.  Shaw  Adv.  Inc.,  Chicago, 
has  resigned  Colgate-Palmolive  Co.'s 
man's  line  (shave  cream,  after-shave 
lotion),  effective  May  7.  The  client 
billed  an  estimated  $300,000,  virtually 
all  of  which  was  allocated  for  Bill  Stern 
sportscasts  on  MBS.  The  termination 
was  by  "mutual"  agreement  of  agency 
and  client,  apparently  predicated  on 
the  distance  factor  involving  Colgate 
in  New  York  and  Shaw  in  Chicago. 

•  The  subliminal-advertising  satirical 
commercial  for  Butter-Nut  coffee, 
which  was  judged  the  best  animated 
tv  commercial  of  1958  by  the  Holly- 
wood Ad  Club  (Broadcasting,  Feb.  9) 
on  Saturday  (Feb.  14)  was  named  best 
tv  commercial  of  the  year  by  the  Art 
Directors  Club  of  Los  Angeles. 
Credits:  agency,  Buchanan  -  Thomas 
Adv.,  Omaha;  producer,  Fine  Arts  Pro- 
duction and  Freberg  Ltd.;  art  directors, 
John  Wilson  and  Stan  Freberg;  artists, 
Chris  Jenkyns;  animation  director.  Bill 
Littlejohn. 

•  Radio  &  Television  Representatives- 
Assn.  of  Atlanta  has  instituted  a  yearly 
award  for  the  commercial  produced  by 
a  southeastern  agency  that  shows  "the 
greatest  sales  effectiveness."  Southeast- 
ern agencies  may  submit  commercials 
to  RTRAA,  519  Glenn  Bldg.,  Atlanta 
3,  Ga.,  before  March  15.  The  entries 
can  be  filmed,  taped,  or  live. 

•  Chicago  Broadcast  Advertising  Club 
has  approved  a  recommendation  of  its 
special  projects  committee  to  estab- 
lish a  $1,000  scholarship  fund  for  stu- 
dents majoring  in  the  radio-tv-film  de- 
partment of  Northwestern  U.'s  school 
of  speech.  The  first  grant  was  presented 
at  BAC's  monthly  luncheon  last 
Wednesday  (Feb.  11)  in  the  Sheraton 
Hotel  to  Prof.  Charles  F.  Hunter,  de- 
partment director.  The  fund,  designed 
to  aid  "worthy  students  in  their  edu- 
cation," will  be  a  continuing  grant,  sub- 
ject to  annual  review  by  BAC's  board 
of  directors. 
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WGN-TV  and  WGN-RADIO  continue  to  give  Chicago  audiences  programs 
of  top  quality  .  .  .  presented  with  the  integrity  that  is  the  WGN  way  of  doing 
business. 


The  News  Coverage  described  at  the  right  is  further  evidence  as  to  why  WGN- 
TV  and  WGN-RADIO  are  gaining  ever-widening,  loyal  audiences. 


In  December,  a  fire  and  explosion  at  Chicago's  Our  Lady  of  the  Angels  parochial 
school  took  a  grim  toll  of  nearly  one  hundred  lives.  WGN,  Inc.  News  Department's 
comprehensive  coverage  was  commended  by  city  officials  and  the  public  alike. 


WGN-TV 

•  First  news  cameraman  at  the  scene  of  the  fire 

•  Number  2  WGN-TV  cameraman  first  at  the  hospital 

•  Bulletins  on  the  air  shortly  after  the  fire  broke  out 

•  Exclusive  SOF  films  shown  during  the  evening  with  interviews 

•  Commentary  from  WGN-TV  reporter  who  was  on  the  scene 

•  Up-to-the-minute  lists  of  dead  and  injured  during  the  evening. 


WGN-RADIO 

•  First  on-the-scene  radio  bulletins  from  the  WGN  RADIO  TRAFFI- 
COPTER 

•  Policeman  in  TRAFFICOPTER  helped  direct  traffic  away  from  the 
scene  via  WGN-RADIO 

•  Shortwave  reports  and  interviews  by  WGN  newsman  direct  from  the 
scene 

•  Up-to-the-minute  lists  of  dead  and  injured. 

•  " Beeper"  reports  fed  to  more  than  twenty-five  radio  stations  through- 
out the  nation. 


WGN-TV  and  WGN-RADIO— dedicated  to  Serving  All  Chi- 
cagoland  with  the  finest  in  public  service. 


WGN  and  WGN -TV  Chicago 
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Tv  to  hit  $3  billion  in  decade,  he  says 
in  L.A.  Meanwhile,  hard  selling  needed 


Television's  advertising  revenue  circa 
1969  will  exceed  $3  billion,  NBC  board 
chairman  Robert  W.  Sarnoff  prophesied 
in  an  address  at  the  36th  annual  in- 
stallation banquet  of  the  Los  Angeles 
Chamber  of  Commerce  last  Thursday 
(Feb.  12). 

Discussing  population  growth  and 
economic  expansion,  he  said  that  tele- 
vision, which  has  "established  a  unique 
rapport  with  the  whole  of  America," 
will  be  depended  upon  to  fulfill  the 
"absolute  need  for  reaching,  informing 
and  serving  these  mushrooming  mil- 
lions so  that  our  government  and  our 
economy  may  function  with  reasonable 
cohesion." 

Mr.  Sarnoff  gave  a  short-range  fore- 
cast for  both  tv  and  radio  earlier  at  a 
news  conference. 

Immediate  Need  •  Six  months  of 
"hard  selling"  lie  ahead  for  the  tv  net- 
works, he  told  the  conference  in  Los 
Angeles  Wednesday  morning.  Com- 
menting that  television  was  the  last  to 
feel  the  recession  and  is  also  the  last  to 
benefit  by  the  pickup,  he  said  that  there 
are  a  number  of  programs  available 
for  sponsoring.  "It's  not  the  cost  per 
thousand  that's  keeping  these  shows  un- 
sold," he  stated,  but  the  "end  dollar" 
shortage  which  a  number  of  advertis- 
ers are  currently  experiencing. 

Television  has  entered  a  new  phase 
of  all-year  selling,  Mr.  Sarnoff  stated, 
in  place  of  concentrating  most  of  its 
sales  activity  in  the  time  preceding  the 
opening  of  the  new  tv  season  each  fall. 
"We  can  now  look  for  program  changes 
in  January  and  April  as  well  as  Oc- 
tober," he  said.  "The  trend  is  toward 
short-term  commitments  and  the  day  of 
firm  52-week  program  contracts  is  gone 
forever." 

Asked  about  the  radio  outlook,  the 
NBC  board  chairman  admitted  that 
"network  radio  hasn't  seen  the  end  of 
its  troubles"  but  optimistically  noted 
that  in  recent  years  NBC  "has  been  able 
to  reduce  radio  network  losses  system- 
atically and  has  also  been  fairly  suc- 
cessful in  evolving  new  program  formats 
and  new  selling  patterns  which  have 
brought  a  new  excitement  to  radio." 
He  called  Monitor  the  most  successful 
network  radio  innovation  in  years  and 
expressed  high  hopes  for  NBC's  upcom- 
ing "Stardust"  programming  which  will 
debut  shortly. 

Forty-Hour  Week  •  The  next  evening 
at  the  Chamber  dinner,  the  NBC  chief, 
who  commented  that  the  youth  of  his 


audience  placed  him  in  a  role  of  elder 
statesman  at  40,  examined  television's 
growth  over  its  first  decade  plus.  He 
said  that  its  average  weekly  use  in  the 
American  home,  which  stood  at  34 
hours  and  40  minutes  five  years  ago, 
reached  37  hours  and  40  minutes  in 
1958. 

He  added,  "We  are  doing  our  best 
at  NBC  to  get  the  nation's  television 
sets  on  a  40-hour  week." 

Comparing  tv's  status  10  years  ago 
with  today,  Mr.  Sarnoff  said  the  set 
count  had  increased  from  1  million  to 
48  million,  number  of  stations  from  51 
to  544  and  advertising  expenditures 
from  less  than  $58  million  to  more  than 
$1.3  billion  (from  about  1%  or  the  to- 
tal advertising  dollar  to  13.6%). 

He  said  the  public  spends  $4  billion 


The  tv  networks'  gross  billing  in  1958 
was  9.8%  better  than  1957.  A  total  of 
$566,590,401  in  time  charges  was  the 
final  figure  for  last  year. 

The  totals  and  breakdown  of  gross 
time  charges  of  each  network  for  1958 
were  released  last  week  by  Television 
Bureau  of  Advertising.  They  were  com- 
piled by  Leading  National  Advertisers 
and  Broadcast  Advertisers  Reports. 

Among  the  three  networks  CBS-TV 
was  tops  in  billing.  That  network  took 
in  some  $247.7  millions,  or  3.6%  more 
than  in  1957  and  nearly  $32  million 
more  than  rival   NBC-TV.  ABC-TV 


a  year  for  sets  and  maintenance,  and 
that  total  investment  in  tv  to  date  ap- 
proaches $40  billion. 

Mr.  Sarnoff  described  the  stimulating 
effect  this  has  had  on  the  overall  eco- 
nomic situation,  pushing  the  electronics 
industry  from  about  $2.5  billion  in 
1947  to  over  $14  billion  last  year. 
"Three  out  of  four  employes  in  the 
electronics  industry  work  at  jobs  that 
did  not  exist  10  years  ago.  Four  out  of 
five  dollars  of  RCA's  sales  last  year 
came  from  products  and  services  that 
were  not  even  on  the  market  just  after 
World  War  II." 

Tv's  Contribution  •  In  contemplat- 
ing tv's  contribution  to  the  rise  of  the 
gross  national  product  over  the  past 
decade  from  $258  billion  to  $436  bil- 
lion, he  cited  specific  sponsors  whose 
sales  zoomed  after  tv  exposure:  Polaroid 
Land  camera  via  NBC-TV,  Revlon  over 
rival  CBS-TV.  He  mentioned  a  "flop" 
show  Sally,  once  on  his  own  network, 
which  brought  increased  business  for 
its  sponsor  despite  ratings  which  put 
it  far  behind  rival  programs. 

Mr.  Sarnoff  minimized  the  harm  done 


scored  a  24%  gain  in  1958,  while  NBC- 
TV  picked  up  1 1.3%  more  in  gross  than 
it  had  in  1957. 

Last  December  was  the  best  billing 
month  for  the  networks.  ABC-TV  and 
CBS-TV  compiled  record  gross  highs 
at  respective  levels  of  $10.4  million  and 
$22.8  million,  while  NBC-TV's  $20.6 
million  was  nearly  up  to  the  level  of  its 
record  billing  volume  which  was 
achieved  in  October. 

TvB's  table  showing  comparative  to- 
tals for  the  year  and  for  December  as 
well  as  a  monthly  breakdown  for  all 
networks: 


ABC-TV 
CBS-TV 
NBC-TV 


December 
1957  1958 


Change 


January-December 
1957  1958 


21,980,607  22,836,275  +  3.9 
19,146,483  20,636,442  +  7.8 
$49,741,736    $53,938,821    +  8.4 


Change 


$  8,614,646    $10,466,104    +  21.5%    $  83,071,284    $103,016,938    +  24.0% 


239,284,899  247,782,734  +  3.6 
193,845,383  215,790,729  +11.3 
$516,201,566   $566,590,401    +  9.8 


January 

February 

March 

April 

May 

June 

July 

August 

September 

October 

November 

December 


ABC 
$  9,168,609 
8,441,988 
9,402,407 
8,739,456 
8,477,755 
7,387,586 
7,083,555 
6,923,735 
6,627,093 
9,960,524 
10,338,126 
10,466,104 
$103,016,938 


by  Month— 1958 
CBS 

$  22,094,015 
19,410,741 
21,211,070 
20,628,511 
20,970,022 
19,733,057 
18,332,925 
19,383,736 
19,427,754 
21,901,036 
21,853,592 
22,836,275 

$247,782,734 


NBC 
$  18,344,111 
16,785,315 
18,874,597 
18,283,379 
18,470,368 
16,648,462 
15,702,029 
15,202,021 
16,362,343 
20,664,587 
19,817,075 
20,636,442 
$215,790,729 


TOTAL 

S  49,606,735 
44,638,044 
49,488,074 
47,651,346 
47,918,145 
43,769,105 
41,118,509 
41,509,492 
42,417,190 
52,526,147 
52,008,793 
53,938,821 

$566,590,401 


1958  TV  NETWORK  GROSS  CLIMBS  10% 
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They  Said  it  Couldn't  be  done.  Not  everyone.  But  a  dubious  few  were 
candid.  Precise.  They  said,  "Sure,  KSFO  has  a  big  audience.  With  the  Giants'  base- 
ball games,  who  wouldn't!"/ And  they  added,  emphatically,  "Wait  'til  after  baseball. 
Plunk.  Back  to  third  place/'/ So  much  for  the  forecasts  that  were  rife  during  baseball 
season.  Has  KSFO  gone  plunk?  It  has  not. /The  latest  Pulse  survey  is  out.  There's 
not  a  trace  of  baseball  in  it.  KSFO  is  still  firmly  first  in  the  San  Francisco-Oakland 
market.  What's  more,  KSFO  has  a  full  25%  more  audience  than  it  did  one  year  ago. 
/  For  all  of  the  facts,  why  not  sit  down  with  a  representative  of  KSFO  or  AM  Radio 
Sales.  The  drinks  are  on  us.  •  ^  ^  i —  v 

KSFO 


Source:  Pulse,  November-December  195S.  Or,  if  you  prefer:  first  in  the  latest 
Niehen  Station  Index,  November-December  1958  .  .  .  morning,  after- 
noon, evenings,  weekends— everywhere'. 


SAN  FRANCISCO  •  OAKLAND 


Early  Show  ratings 
up  286%  since  August 
Late  Show  up  161%. 


And  chief,  one  movie 

set  an  all-time,  late-evening 

record  in  Philadelphia . . . 

Got  a  31.4  rating, 
73%  share  of  audience. 


My  dear,  that's  exactly 
what  I've  been  saying . . 
I  know,  such  wonderful 
programs . . .  di-vine, 
aren't  they. . .  Fred  is 
absolutely  glued  to  the 
newscasts  ...I  can't 
get  a  word  in  edgewise 
when  he's  watching . . . 
of  course  as  for  me— 
I  adore  those  movies . . . 
no  wonder  everyone, 
simm-ply  everyone,  is 
looking  at  Channel  10! 


by  tv  to  other  media  except  network 
radio.  He  showed  how  tv  has  been  a 
help  to  print  and  motion  pictures,  de- 
spite apprehension  on  their  part. 

The  speaker  climaxed  his  talk  with  a 
series  of  forecasts  of  what  awaits  tele- 
vision and  the  nation  10  years  hence. 
Attributed  to  NBC's  planning  and  re- 
search dept.,  they  are: 

U.S.  population  increase  from  176 
million  now  to  almost  210  million;  rise 
of  gross  national  product  from  $436 
billion  to  about  $675  billion;  present 
level  of  44  million  homes  with  total  of 
49  million  tv  sets  will  be  up  to  58  mil- 
lion homes  with  nearly  70  million  sets, 
mostly  color;  total  advertising  expendi- 
tures, now  $10.1  billion  will  reach  ap- 
proximately $15  billion,  with  tv's  share 
rising  from  13.6%  to  more  than  20%, 
i.e.  over  $3  billion  per  year;  1969  set 
models  will  include  transistorized  porta- 
bles with  three-inch  screens  and  for  the 
home  a  thin,  flat  screen  that  can  be 
hung  on  the  wall  for  which  one  can  tape 
record  shows  for  later  playback;  inter- 
national tv  will  be  routine  and  college 
educations  may  be  obtainable  almost 
entirely  through  television. 

KYW  strike  settled 

KYW-AM-TV  Cleveland,  Westing- 
house  Broadcasting  Co.  outlets,  and  the 
local  AFTRA  settled  a  three-day  strike 
Feb.  10.  Twenty-four  union  members 
were  on  strike.  Members  of  National 
Assn.  of  Broadcast  Employes  &  Tech- 
nicians, IATSE  and  Radio-Television 
Directors  Guild  refused  to  work  during 
the  AFTRA  strike. 

The  settlement  included  a  three-year 
contract,  effective  last  Nov.  15,  with  $5 
weekly  increases  effective  Nov.  15, 
1958,  1959  and  1960,  making  base 
pay  for  newsmen  and  announcers  in  the 
top  bracket  $145  until  next  November. 
In  two  years  newsmen  will  receive  the 
same  basic  pay  as  announcers.  Starting 
pay  was  raised  from  $85  to  $95.  A  local 
videotape  rate  was  adopted — $85  for  a 
wild  spot  or  unlimited  use  for  13-week 
period.  Program  spot  rate  for  vtr  is 
$130. 

The  stations  maintained  full  pro- 
gramming with  the  aid  of  supervisory 
personnel  flown  in  from  other  WBC 
outlets. 

WTIC  building 

Travelers  Broadcasting  Service  Corp. 
(WTIC-AM-FM-TV  Hartford)  is  in- 
vesting more  than  $2  million  in  a  build- 
ing to  house  its  properties,  Paul  W. 
Morency,  president,  announces.  The 
building,  occupying  a  25,000  sq.  ft.  site 
at  the  northwest  corner  of  State  and 
Front  Sts.,  will  contain  about  50,000 
sq.  ft  of  floor  space.  TBSC  hopes  to  get 
construction  started  this  fall  and  take 
occupancy  in  the  fall  of  1960. 


NEW  'FIRST'  CLAIM 

KCBS  predecessor 
began  in  1909— Greb 

Another  claim  to  the  honor  of  the 
"first"  broadcasting  station  was  entered 
Sunday  (Feb.  15)  on  behalf  of  KCBS 
San  Francisco,  in  an  article  in  the  cur- 
rent issue  of  the  Journal  of  Broadcast- 
ing, Technical  Journal  of  Broadcast 
Educators.  KCBS  now  is  owned  and 
operated  by  CBS  Inc. 

Writing  in  the  U.  of  Southern  Cali- 
fornia publication,  Gordon  E.  Greb 
states,  "Notwithstanding  the  many 
claims  to  'first  broadcasting'  .  .  .  there  is 
considerable  evidence  supporting  a  Cali- 
fornia station's  claim  as  being  the  grand- 
daddy  of  them  all  because  of  its  50th 
birthday  this  year." 

To  support  his  thesis,  Mr.  Greb  uti- 
lizes personal  papers  of  the  station's 
founder,  Charles  David  Herrold;  con- 
versations with  his  contemporaries,  and 
a  speech  by  radio  pioneer,  Dr.  Lee  De 
Forest. 

According  to  Mr.  Greb,  Mr.  Herrold 
opened  his  radio  school  in  San  Jose's 
Garden  City  Bank  Bldg.  Jan.  1,  1909. 
"From  the  first,  broadcasts  were  a  part 
of  my  routine,"  Prof.  Herrold  wrote  in 
a  letter  to  Lee  De  Forest  in  1940.  "In 
spite  of  continual  changes  in  apparatus 


there  was  always  music  of  some  sort 
coming  from  my  station." 

These  first  "broadcasts"  were  more 
than  three  years  before  Congress  en- 
acted the  Radio  Act  of  1912.  The  radio 
law  then  required  licenses  and  call  let- 
ters from  "voice"  transmitters.  Prior 
to  this  time,  Mr.  Herrold's  operators 
simply  announced,  "This  is  San  Jose 
calling"  and  went  into  their  news  and 
music. 

The  article  states  that  early  in  experi- 
mental stages,  the  call  FN  was  used. 
Experimental  land  licenses  6XE  and 
6XF  preceded  the  call  SJN  which  was 
first  used  in  1913.  And,  in  1921,  when 
licenses  were  first  issued  under  the 
classification  of  broadcasting,  the  San 
Jose  station  became  KQW.  Later  it 
moved  to  San  Francisco  and  in  1949 
the  call  letters  were  changed  to  KCBS. 

In  1948,  Mr.  Herrold,  who  was  a 
classmate  of  Herbert  Hoover  at  Stan- 
ford U.,  died  at  the  age  of  72. 

Ray  Newby,  Mr.  Herrold's  assistant 
and  an  instructor  in  his  school,  when 
interviewed  recently  by  Mr.  Greb, 
stated  the  station  early  in  its  operation 
went  on  a  pre-arranged  schedule  so 
"we  would  have  listeners  that  could  re- 
port to  us."  At  first  the  schedule  was  a 
half-hour  every  Wednesday  evening  on 
which  news,  records  and  voice  were 
broadcast  for  a  half-hour  and  some- 
times longer  "if  the  microphones  and 


Charles  David  Herrold's  station:  1913  •  Sometimes  heard  by  ships  at  sea  for 
900  miles,  the  old  "spark"  station  is  here  shown  being  operated  by  Mr. 
Herrold  (c  in  door)  who  watches  his  assistants  at  work.  Operator  Emile 
A.  Portal  (front,  1)  and  Kenneth  Sanders  (rear,  1)  performed  announc- 
ing as  well  as  technical  duties.  Frank  Schmidt  (r),  mechanic,  kept  the  trans- 
mitter tuned  when  on  the  air. 
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what  is  a  mutual  life 


insurance  company? 


Sometimes  a  phrase  becomes  so  familiar  its  significance 
is  forgotten.  For  example,  the  phrase  "mutual  life 
insurance"  has  become  so  much  a  part  of  America's 
vocabulary,  its  meaning  may  not  be  as  well  understood 
now  as  it  was  a  hundred  years  ago  or  more. 

Actually,  it  is  a  term  applied  to  a  group  of  people 
banded  together  to  provide  greater  financial  security 
for  themselves  and  their  families.  They  do  this  by 
insuring  the  lives  of  one  another  at  cost,  through  a 
company  that  is  incorporated  and  operated  solely  for 
their  benefit.  In  such  an  organization,  the  policyholders 
make  periodic  "deposits,"  called  premiums.  Each  year, 
after  all  benefits  have  been  paid,  all  expenses  met,  and 
funds  have  been  set  aside  for  reserves  and  future  con- 
tingencies, any  excess  is  refunded  to  the  policyholders 


as  a  "dividend."  This  dividend  operates  as  a  cost  ad- 
justment and  not  as  an  investment  return.  Thus,  unlike 
most  other  corporations,  there  are  no  profits  payable  to 
stockholders,  because  there  are  no  profits  and  there  are 
no  stockholders. 

Is  this  something  new?  Not  quite.  Mutual  Of  New 
York  issued  its  first  policy  in  1843.  Its  charter  has  been 
called,  "the  magna  carta  of  American  insurance." 
Today  MONY  has  well  over  a  million  policyholders, 
protecting  themselves  and  their  families  through 
MONY's  group  insurance  plans,  accident  and  sickness 
coverages,  and  the  traditional  forms  of  life  insurance. 
But  MONY's  basic  idea  —  individuals  banded  together 
for  mutual  security  — has  remained  unchanged  since 
we  first  put  it  into  practice  more  than  a  century  ago. 
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That  when  John  H.  Gregory  dis 
covered  the  first  gold  lode  in  * 
Gilpin  County,  Colorado  in  1859 
.  .  .  the  population  of  Denver  was 
4,726  . .  . 

AND  IT'S  fi  FACT 

That  in  1  959  the  population  of  the 
Denver  TV  coverage  area  served  i 
by  Channel  9  is  1,479,500  people  4 
who  have  a  spendable  income  of  4 
$2,803,077,000  .  . . 


IP"  MORE  FACTS 


Fact:  One  day  spot  saturation 
on  Channel  9  for  Denver  Car 
Dealer  results  in  42  new  car 
sales  in  one  day  ...  a  new 
record! 

Fact:  When  Channel  9  TV  per- 
sonalities promoted  kids 
theatre  party  .  .  .  outpulled 
competition's  identical  pro- 
motion .  .  .  same  day,  same 
time  .  .  .  two  to  one! 

SO  FACTS  ON  FACTS 

The  best  buy  in  Denver  is  . . . 


KBTV 


CHANNEL 

THE  FAMILY  STATION 


Q 


Join  the  "Rush  To  The  Rockies' 
come  to  Colorado  in  '59 


everything  didn't  get  too  hot."  Later, 
the  station  went  on  a  daily  schedule. 

Mr.  Greb  writes  that  Mrs.  Sybil  M. 
True,  Mr.  Herrold's  first  wife,  told  him 
the  station  aired  records  borrowed  from 
a  local  store,  directed  to  teenage  ama- 
teur set  operators.  She  said  "They  would 
run  down  the  next  day  to  be  sure  to 
buy  the  one  they  heard  on  the  radio 
.  .  .  We  would  ask  them  to  come  in,  and 
sign  their  names."  And,  unintentionally 
laying  claim  to  radio's  first  giveaway 
program,  she  added,  "And  we  would 
give  a  prize  away  each  week." 

The  Panama  Pacific  Exposition  in  San 
Francisco  in  1915  gave  Mr.  Herrold 
an  opportunity  to  demonstrate  his  arc 
system  of  broadcasting,  a  system  which 
operated  on  the  same  principles  that 
cause  streetlamp  arcs  to  hum  and  sing. 
Mr.  Herrold's  programs  were  picked 
up  by  receivers  at  a  government  booth 
at  the  world's  fair,  and  when  Dr.  De 
Forest  found  his  tube-transmitter  would 
not  work,  he  tuned  in  Mr.  Herrold's 
San  Jose  station  to  demonstrate  his 
own  receiving  set. 

To  conclude  substantiation  of  his 
claim,  Mr.  Greb  cites  a  1940  incident 
at  the  San  Francisco  World's  Fair.  Dr. 
De  Forset,  in  an  address  to  the  Veteran 
Wireless  Operators  Assn.  on  "Lee  De 
Forest  Day"  said,  "Very  appropriately, 
the  re-birth  of  my  earliest  broadcasting 
began  here  on  the  Pacific  Coast  when 
.  .  .  station  KQW  at  San  Jose  maintained 
regular  transmissions  .  .  .  That  station, 
KQW  [now  KCBS],  can  rightfully  claim 
to  be  the  oldest  broadcasting  station  of 
the  entire  world  .  .  ." 

Another  honor  will  be  bestowed  on 
Mr.  Herrold  on  April  3,  1959,  at  the 
site  of  his  old  "spark"  transmitter,  when 
the  San  Jose  State  College  undergradu- 
ate chapter  of  Sigma  Delta  Chi,  profes- 
sional journalistic  fraternity,  places  a 
historic  marker  on  the  Garden  City 
Bank  Bldg.  stating  that  it  was  here  that 
the  "World's  First  Regular  Broadcasting 
Station"  had  its  beginning. 

AFM,WGN-AM-TVsign 

A  new  four-year  contract  has  been 
negotiated  by  WGN-AM-TV  Chicago 
with  American  Federation  of  Musicians, 
Local  10,  retroactive  to  Feb.  1.  Under 
the  agreement,  the  Tribune  radio-tv 
operations  obtained  a  reduction  in  mini- 
mum quota  from  35  to  18  members 
plus  a  director  until  Feb.  1,  1963. 

Among  other  terms,  AFM  agreed  to 
a  scale  of  $142  weekly  per  musician 
(sustaining  and  commercial),  with  pro- 
vision for  a  5%  salary  boost  in  the 
third  and  fourth  years.  The  scale  under 
the  previous  five-year  pact  ending  Jan. 
31  called  for  $197  for  sustaining  and 
$247  for  commercial  performances. 
The  new  agreement  excludes  record- 
spinners,  music  librarians  and  arrang- 
ers. 


Bring  your  clubs 

Broadcast  golfers  will  compete 
March  15  at  Chicago  for  the 
Broadcasting  trophies  to  be 
awarded  during  the  annual  NAB 
convention  tournament.  Trophies 
will  be  awarded  for  low  gross  and 
net  (blind  bogey  handicaps). 
Other  prizes  will  be  awarded  by 
Chicago  broadcast  groups,  with  a 
minimum  of  nine  holes  required 
to  qualify  for  prizes.  The  tourna- 
ment will  be  held  at  the  Midwest- 
ern Golf  Club,  Hinsdale,  111., 
starting  at  10  a.m.  Buses  will  leave 
from  the  south  entrance  of  the 
Conrad  Hilton  Hotel  at  9  a.m. 
Advance  entries  may  be  made  at 
any  Broadcasting  office. 


Mobile  local  wins 

A  Mobile,  Ala.,  local  union  has  been 
certified  as  technicians'  bargaining  agent 
at  WKRG-AM-TV  there  following  an 
election  Jan.  28.  John  F.  Lebus,  New 
Orleans.  National  Labor  Relations 
Board  regional  director,  announced  the 
vote  was  16  to  1  in  favor  of  the  local 
union.  Two  technicians  did  not  vote. 

Technicians  at  the  stations  had  been 
represented  by  IBEW  up  to  July  16, 
1957,  when  IBEW  was  decertified  in  an 
election.  IBEW  has  ceased  its  picketing 
activity. 

Following  the  decertification  of 
IBEW  at  WKRG-AM-TV,  the  union 
used  economic  pressures  against  the 
stations  by  contacting  advertisers,  agen- 
cies and  other  union  groups  in  Mobile. 
An  examiner  of  NLRB  held  Aug.  25 
in  a  recommendation  to  the  board  that 
the  union  was  within  the  law  in  its 
picketing  and  economic  pressures 
(Broadcasting,  Sept.  1,  1958).  NLRB 
has  not  yet  ruled  on  the  examiner's 
finding. 

IBEW  currently  is  conducting  nego- 
tiations with  WALA-AM-TV  Mobile 
for  renewal  of  their  contract,  which 
expired  recently. 

NAB  files  vtr  brief 

Tv  performers  employed  by  stations 
should  be  excluded  by  National  Labor 
Relations  Board  in  its  consideration  of 
the  AFL-CIO  American  Federation  of 
Television  &  Radio  Artists  petition 
seeking  jurisdiction  over  vtr  commer- 
cials, NAB  contended  in  a  brief  filed 
Tuesday  with  the  board.  NAB  said 
AFTRA's  petition  against  BBDO  con- 
tains no  limitation  by  employer,  thus 
including  performers  employed  by  tv 
stations  wherever  located.  AFTRA's 
petition  was  filed  March  17,  1958. 
Hearings  were  held  during  the  autumn. 
NAB  participated  as  an  observer. 
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FM-5B        5000  Watt  FM 


BFE-50B 
BFE-10B 


50  Watt  FM 
10  Watt  FM 


EESIBj  flte  Fined* 
Sound  in  p 


To  satisfy  the  most  discriminating  fidelity  enthusiast  .  .  . 
to  provide  a  true  sound  for  the  ultimate  enjoyment  of  the 
listener  .  .  .  these  are  the  basic  desires  of  the  FM  broadcaster. 
And  enhancing  this  sound  of  high  fidelity  is  the  primary 

characteristic  of  the  new  Gates  FM  transmitter  line. 

Five  distinctive  and  entirely  new  FM  transmitters,  10  and  50 

watts,  250  watts,  1000  and  5000  watts,  are  now  available 
from  Gates.  These  top-quality  precision  transmitters,  built  for 
greater  reliability  and  higher  than  ever  performance 
standards,  include  self-contained  single  or  dual  channel 
multiplexing  equipment  as  an  optional  accessory. 

Technical  bulletins  on  the  new  Gates  FM  line  are  now 
available,  telling  the  complete  story  of  a  new  design  for 
long  tube  life,  much  lower  distortion  at  wider  response, 
the  creation  of  an  entirely  new  exciter  employ- 
ing pulse  techniques  in  phase  modulation,  and 
many  other  outstanding  features  that  make 
this  a  distinguished  line  of  FM  transmitters. 
Write  today  for  the  new  Gates  FM 
Fact  File— yours  for  the  asking. 


harris    GATES  RADIO  COMR 
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Changing  hands 


WEST 

AM-TV  combination.  Top-rated  AM 
regional  and  network  VHF  located 
in  important  Western  market.  AM 
bringing  in  substantial  profit,  and 
TV  rapidly  developing  into  good 
money-maker.  $300,000  down  and 
balance  on  favorable  terms  which 
can  be  negotiated. 

This  is  a  real  buy  that  rarely  comes 
along  in  a  top  market. 


$950,000 


NEGOTIATIONS        •        FINANCING        •  APPRAISALS 

JUackbum  &  Company 

WASHINGTON,  D.  C.  OFFICE     MIDWEST  OFFICE          SOUTHERN  OFFICE  WEST  COAST  OFFICE 

James  W.  Blackburn             H.  W.  Cassill           Clifford  B.  Marshall  Colin  M.  Selph 

Jack  V.  Harvey                William  B.  Ryan           Stanley   Whitaker  California   Bank  Bldg. 

Joseph  M.  Sitrick          333  N.  Michigan  Avenue        Healey  Building  9441  Wilshire  Blvd. 

Washington  Building            Chicago,  Illinois             Atlanta,  Georgia  Beverly  Hills,  Calif. 

STerling  3-4341                Financial  6-6460            JAckson  5-1576  CRestview  4-2770 


-RESULTS 

ARE  OUR  PRODUCTS  .  .  .  WHAT  ARE  YOURS? 

We've  gotten  and  are  getting  results  for  products 
ranging  from  A  to  Z.  We  pride  ourselves  on  "CON- 
TENTED CLIENTS".  If  "RESULTS"  are  a  must 
for  you,  give  your  H-R  Man  a  call  for  information 
about  KJEO-TV,  the  ALL  FAMILY  station  serving 
Fresno  and  the  BILLION  dollar  San  Joaquin  Valley. 


ANNOUNCED  •  The  following  sale  of 
station  interests  was  announced  last 
week,  subject  to  FCC  approval: 

•  WCUM-AM-FM  Cumberland,  Md.: 
Sold  to  Allegany  County  Broadcasting 
Corp.  (Hollis  M.  Seavey  and  wife)  by 
Tower  Realty  Co.  (Karl  F.  Steinmann), 
for  $125,000.  Mr.  Seavey  is  director, 
Clear  Channel  Broadcasting  Service  and 
former  MBS  Washington  news  chief. 
The  sale  was  handled  by  Blackburn  & 
Co.  WCUM  is  on  1230  kc  with  250  w 
and  is  affiliated  with  CBS.  WCUM-FM 
is  on  102.9  mc  with  1.25  kw. 

APPROVED  •  The  following  transfer 
of  station  interests  was  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  96): 

•  WTRX-AM-FM  Bellaire,  Ohio:  Sold 
to  Ohio  Valley  Broadcasting  Corp. 
(Frederic  Gregg  Jr.,  Charles  H.  Wright 
and  Charles  F.  King)  by  WTRX  Inc. 
(Walter  Patterson-Robert  K.  Richards) 
for  $117,000.  Mr.  Gregg  owns  WCMI- 
AM-FM  Ashland,  Ky.  WTRX  is  on 
1290  kc  with  1  kw,  day,  affiliated  with 
MBS.  WTRX-FM  is  on  100.5  mc,  9  kw. 

Treyz  gets  in  licks 
in  tv-print  battle 

By  now  Fortune  magazine's  anti-tv 
attack  "can  be  regarded  as  the  article 
that  failed  to  understand  television" 
and  was  merely  further  evidence  of 
print  jumping  on  "the  pay  television 
bandwagon,"  Oliver  Treyz,  ABC-TV 
president,  asserted  last  week. 

He  offered  his  own  rebuttal  to  For- 
tune's "Tv:  The  Light  That  Failed" 
piece  in  an  address  before  the  Chicago 
Broadcast  Advertising  Club  Wednesday 
(Feb.  11).  He  spoke  before  a  capacity 
audience,  including  top  executives  from 
several  leading  advertisers  (Armour  & 
Co.,  Swift  &  Co.,  Kraft  Foods,  Mars 
Inc.,  etc.). 

Mr.  Tryez  also  countered  a  talk  by 
Vernon  C.  Myers,  publisher  of  Look 
magazine,  who  held  that  the  cost  of  tv 
advertising  could  be  reduced  and  pave 
the  way  for  an  audit  bureau  of  tele- 
vision based  on  paid  circulation  if  the 
audience  paid  for  programming  as  it 
pays  for  magazines  (Broadcasting  Feb. 
2).  Mr.  Treyz  cited  Mr.  Myer's  conten- 
tion that  in  1958  readers  paid  over  $500 
million  for  magazines  and  advertisers 
paid  $750  million — or  a  ratio  of  66 
cents  to  every  dollar  invested  by  ad- 
vertisers. 

"I  think  that  perhaps  his  argument 
might  have  been  strengthened  if  he  had 
added  the  $250  million  the  people  pay 
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The  everyday  miracles  of  oil 


THAT'S  A  HORSE  COLLAR,  SON!  It's  a  relic  now  —  but  trucks  and  machinery,  but  it  provides  new  rubber  products, 

only  a  generation  ago  a  farmer  and  his  horse  had  to  work  hard  rust  preventives,  fungicides,  pest  and  weed  killers.  On  the 

for  days  to  do  what  even  a  boy,  with  modern  machines,  can  do  farm,  in  the  home,  on  the  highway,  in  the  sky,  everywhere  you 

in  hours.  Petroleum  not  only  fuels  and  lubricates  the  farm  go,  everyday  miracles  of  oil  make  the  world  a  pleasanter  place. 


Helping  to  build  a  better  future . . .  Standard  Oil  Company  (New  Jersey) 


I One  of  a  series  of  messages  appearing  monthly  in  newspapers  from  Maine  to  Louisiana— the  area  served  by  Esso  Standard  Oil  Company.  Tl 
Other  Jersey  Standard  affiliates  and  their  distributors  market  elsewhere  in  the  United  States  and  134  other  countries  and  dependencies.  J] 


in  taxes  to  make  up  the  post  office  sec- 
ond class  mail  deficit,  most  of  which  is 
attributable  to  delivery  of  magazine 
subscriptions  at  bargain  rates,"  Mr. 
Treyz  declared. 

Tv  audiences  paid  over  $1  billion  for 
sets,  another  estimated  $2  billion  for 
repairs  and  installation  work  and  $300 
million  for  tv  set  electricity  last  year, 
he  added.  And  advertisers  invested 
$1,360  billion  in  television  advertising 
■ — or  a  dollar  for  every  $2.46  spent  by 
the  audience. 

The  Fortune  article,  Mr.  Treyz  sug- 
gested, was  more  a  matter  of  misunder- 
standing "the  fundamentals  of  tv"  than 
any  malice  reflected  in  a  "hatchet  job." 

"The  publishers  of  the  leading  print 
media  against  whom  we  compete  for 
advertising  dollars  and  on  whom  we 
rely  for  accurate  and  fair  treatment  of 


television  do  not  appear  to  know  and/ or 
to  understand  the  fundamentals  of  tv 
as  they  now  exist  and  we  must  help 
them  understand,"  Mr.  Treyz  stated. 
But,  he  cautioned,  "We  must  under- 
stand them  ourselves,  particularly  when 
the  fundamentals  have  recently 
changed." 

The  days  when  "a  weak  program 
on  a  strong  network  would  win  out  over 
a  strong  program  on  a  weak  network 
are  over,"  Mr.  Treyz  indicated.  Review- 
ing ABC-TV's  growth,  he  pointed  out 
that  facilities  of  all  three  networks  (in- 
cluding CBS-TV  and  NBC-TV)  are 
"close  to  comparable." 

Rutgers  air  study 

The  Eagleton  Foundation  of  Rutgers 
U.,  New  Brunswick,  N.J.,  last  week  an- 
nounced plans  for  a  study  designed  to 


improve  the  quality  of  political  broad- 
casts. A  bipartisan  industry  committee 
to  explore  the  problems  of  political 
broadcasts  was  recommended  following 
a  meeting  of  radio-tv  and  foundation 
officials. 

Paul  Tillett,  assistant  Eagleton  direc- 
tor, requested  that  stations  throughout 
the  country  submit  tapes,  films  and 
kinescopes  of  political  broadcasts  dur- 
ing the  1958  campaign  for  study.  Meet- 
ing last  week  with  foundation  officials 
were  Arnold  Snyder,  ABC  News, 
Everett  Rudloff,  WJLK  Asbury  Park, 
N.J.,  Fred  Walker,  WTTM  Trenton, 
N.J.,  and  Ralf  Brent,  WIP  Philadelphia 
vice  president. 

Mr.  Brent  urged  broadcasters  to  take 
the  initiative  in  assuming  responsibility 
for  political  programs  by  producing 
and  controlling  them. 


Black  Tuesday  in  St.  Louis 


Radio-tv  stations  rolled  with  the 
punch  of  the  killer  tornado  that 
smashed  into  St.  Louis  last  Tuesday 
morning  (Feb.  11)  to  give  their  lis- 
teners up-to-the-minute  news  cov- 
erage. 

Two  stations  —  KTVI  (TV)  St. 
Louis  and  KXLW  Brentwood — were 
forced  off  the  air  when  winds  up  to 
110  miles  an  hour  flattened  their 
transmitting  towers.  KTVI,  which 
estimates  its  damages  at  approxi- 
mately $200,000,  was  back  on  the 
air  at  4  p.m.  Tuesday  with  a  tem- 
porary tower  to  replace  a  demol- 
ished 577-foot  structure. 

Harry  Tenenbaum,  KTVI  presi- 
dent, reported  Friday  (Feb.  13)  that 
General  Electric  had  flown  in  from 
Syracuse  a  duplicate  four-bay  an- 
tenna replacement.  Two  engineers 
were  on  hand  to  supervise  installation 
with  prospects  that  the  ch.  2  ABC  af- 
filiate would  return  to  its  full  100  kw 
imput  by  the  weekend.  The  antenna 
will  be  mounted  on  the  125  ft.  tower 
base  which  survived  the  tornado. 

Here's  what  individual  stations  re- 
ported last  week  to  Broadcasting: 

KXLW  resumed  broadcasting  even 
more  quickly,  signing  on  at  2:20  that 
afternoon  about  12  hours  after  the 
tornado  struck.  Damages  to  its  385- 
foot  tower  will  run  to  about  $14,000, 
station  officials  figure,  with  additional 
losses  running  into  the  thousands. 

The  speed  and  determination  of 
St.  Louis  newscasters  were  demon- 
strated by  stricken  KTVI  which  pre- 
sented a  special  15 -minute  newscast 
Tuesday  evening  at  6,  less  than  two 
hours  after  it  had  resumed  telecast- 
ing. 

At  sunrise  "black  Tuesday,"  KWK 


St.  Louis  sent  its  fly- 
ing newscaster,  Ken 
Daust,  aloft  begin- 
ning a  3V2  hour  se- 
ries of  reports  from 
his  Cessna  172  over 
disaster  areas. 

A  special  program 
entitled,  "Tornado 
of  St.  Louis"  was 
shown  over  KMOX- 
T  V  St.  Louis 
Wednesday  (Feb.  11) 
from  6:30-7  p.m. 
Prepared  by  news 
director  Spencer  Al- 
len, the  show  pre- 
sented civil  officials, 
including  the  mayor, 
who  discussed  the 
disaster  and  concerted  efforts  by 
the  fire  and  police  departments,  the 
Red  Cross  and  other  organizations 
to  help  the  stricken.  The  station  has 
received  $10,000  in  checks,  it  re- 
ports, including  one  for  $1,000  sent 
after  its  special  program,  which  in- 
cluded film  coverage  of  disaster 
areas  taken  that  afternoon. 

KMOX  broadcast  a  26-hour  show, 
"Operation  Tornado  Relief,"  from 
3  p.m.  Tuesday  through  5  p.m.  Wed- 
nesday with  General  Manager  Rob- 
ert Hyland  suspending  , ail  network 
and  other  local  shows.  The  "reliefa- 
thon"  drew  pledges  of  approximately 
$50,000. 

Although  off  the  air  when  the 
storm  hit,  KSD  signed  on  an  hour 
earlier  at  4:50  a.m.  KSD-TV's  mo- 
bile unit  went  to  one  of  the  hardest 
hit  areas  and  presented  a  live  tele- 
cast at  8:20  a.m.  while  rescue  crews 


In  twister's  path:  the  crumpled  KTVI  tower 


were  still  digging  in  wreckage  for 
buried  victims. 

NBC-TV's  Today  carried  filmed 
footage  of  the  disaster  Tuesday  at 
8:30  a.m.,  followed  by  live  cover- 
age from  KSD-TV's  mobile  unit  at 
9:30  a.m. 

An  around-the-clock  news  alert 
paid  off  for  WIL  St.  Louis  and  lis- 
teners Tuesday  morning  when  the 
station  reported  the  facts  of  the  tor- 
nado within  eight  minutes  of  its 
first  blow,  according  to  WIL.  With- 
in 45  minutes,  five  WIL  mobile  units 
were  covering  various  disaster  areas, 
and  during  the  first  three  hours,  WIL 
had  made  60  news  feeds  to  stations 
from  Chicago  to  Los  Angeles. 

KXOK  St.  Louis  played  its  part 
with  on-the-spot  coverage  by  a  mo- 
bile unit  whose  reports  were  tele- 
phoned to  "25  key  stations  across 
the  nation,"  the  station  reports. 
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an  open  letter 

to  the  men  who  still  dream  dreams 
and  hope  hopes  .  .  . 

FROM:  Lee  Gorman 


In  an  era  and  period  ivhen  mediocrity  is  a 
way  of  life;  in  a  time  and  temper  that  threat- 
ens to  wipe  out  all  the  colors — leaving  only 
white;  in  an  age  when  the  mood  and  mind 
of  man  is  to  turn  from  the  challenge  and  the 
task,  a  lion  is  loose  in  the  streets. 

Made  in  a  mold  that  has  long  since  been 
broken,  nurtured  against  a  backdrop  that  has 
long  since  been  destroyed  is  a  man  who,  after 
37  years  of  scarring  and  being  scarred,  is 
ready  for  his  next  assignment. 

Somewhere  there  is  someone  who  has  a  hill 
to  climb  or  a  river  to  cross — a  high  hill  or  a 
wide  river.  This,  then,  is  your  man. 

Here  is  a  man  who  conceived  and  created, 
fashioned  and  formed  a  state-wide  network 
from  the  framework  of  one  station  with  11 
employees  and  a  yearly  gross  of  $8^,000.  That 
network  now  employs  131  people  and  will 
gross  $1,500,000  this  year. 

Here  is  a  born  professional  salesman  (and 
proud  of  it)  that  knows  every  phase  and 
facet  of  our  industry — and  at  every  level. 
The  New  York  Herald  Tribune  named  him 
"Man-of-the-Year"  in  1955.  The  American 


Heritage  Foundation  honored  him  in  1956. 
Yes,  here's  a  man  who  ran  the  7th  most  popu- 
lar (ARB)  TV  Station  in  the  nation  and  its 
3rd  most  popular  (PULSE)  Radio  Station. 

Beyond  this,  here  indeed  is  one  of  the  last  of 
the  great  salesmen;  a  man  who  willingly  and 
openly  loves  to  be  in  target  range — and  in 
anyone's  business  nowadays  them  kind  of 
people  is  pretty  hard  to  come  by. 

One  of  the  most  respected  philosophers  of  the 
century  wrote :  "There  is  no  doubt  that  the 
most  radical  division  that  is  possible  to  make 
of  humanity  is  that  which  splits  it  into  two 
classes  of  creatures:  those  who  make  great 
demands  on  themselves,  piling  up  difficulties 
and  duties;  and  those  who  demand  nothing 
special  of  themselves,  but  for  whom  to  live  is 
to  be  every  moment  what  they  already  are ; 
mere  buoys  that  float  on  the  waves." 

If  you  have  some  really  unusual  difficulties  or 
if  you  wish  to  assign  a  mountain  of  duties  or 
if  you  have  some  great  desires  and  goals 
(and,  yes,  dreams  and  hopes)  this  is  your 
man — and,  most  importantly,  he  can  do  the 
job. 


f  ornian 

New  York 
MU  5-1895 

Box  726H  Broadcasting 
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MINERVA 

20$IA 

Wisdom 

MINERVA  (Gr.— Pallas  Athena)  was 
thought  by  the  Greeks  to  have  had  no 
mamma — supposedly  she  sprang,  full 
grown  and  in  full  armor,  from  the  brow 
of  her  father,  Zeus  (which  strikes  us  as 
a  likely  story!).  She  may  have  given 
her  father  a  terrific  headache,  but  to 
the  Greeks  this  goddess  embodied  Wis- 
dom and  Reason. 

We  like  to  think  that  a  lot  of  agency 
time-buyers  and  WCKY  advertisers 
have  the  same  Minerva-like  qualities 
of  Wisdom  and  Reason,  because  after 
they  have  applied  the  logic  of  Reason 
to  the  buying  of  Radio  time  in  Cincin- 
nati, they  exercise  Wisdom  in  selecting 
WCKY  to  carry  their  advertising. 

And  the  reasons  are  ample: 

1.  Adult  listening  audience 

2.  50,000  Watts  of  Selling  Power, 
covering  ALL  of  the  Cincinnati  trad- 
ing area. 

3.  Modern  music,  news  and  service, 
24  hours  a  day. 

4.  Air  salesmen  who  SELL  your 
product. 

5.  Listener  loyalty  built  over  30 
vears  of  broadcasting. 

 You  can  be  a  Minerva, 

too!  Let  Tom  Welstead  in  WCKY's 
New  York  office  or  AM  Radio  Sales  in 
Chicago  and  the  West  Coast,  show  you 
the  REASON  and  the  WISDOM  in 
buying  WCKY. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


RTNDA  help  in  Cuba 

Radio  Television  News  Directors 
Assn.,  concerned  over  criticism  of  ra- 
dio-tv  coverage  of  Cuba's  war  crime 
trials,  has  offered  its  services  to  Fidel 
Castro,  head  of  the  new  government. 
Ralph  Renick,  WTVJ  (TV)  Miami, 
Fla.,  news  director  and  RTNDA  presi- 
dent, wired  Castro  that  RTNDA  would 
help  arrange  radio-tv  coverage  of  future 
trials  so  coverage  will  be  unobtrusive 
and  will  not  lend  a  circus  atmosphere 
to  courtrooms. 

Another  development  in  court  cov- 
erage centered  around  a  bipartisan  bill 
introduced  in  the  Pennsylvania  House 
of  Representatives.  This  bill  would  put 
radio  and  tv  newsmen  in  the  same  cate- 
gory as  newspaper  and  wire  service  re- 
porters in  protection  of  news  sources. 
A  1937  law  provides  protection  for 
newspaper  and  press  service  reporters. 

•  Rep  appointments 

•  WTMA  Charleston,  S.C.,  names  the 
Branham  Co.,  N.Y.,  as  its  national  rep- 
resentative. 

•  KAKC  Tulsa,  Okla.,  and  WTVC-TV 
Chattanooga,  Tenn.,  have  appointed 
Adam  Young  Inc.,  N.Y.,  as  their  na- 
tional representative. 

•  Media  reports 

•  American  Broadcasting-Paramount 
Theatres  Inc.,  N.Y.,  has  announced  a 
first  quarter  dividend  of  25  cents  per 
share  on  outstanding  common  and  pre- 
ferred stock,  payable  March  14,  1959, 
to  holders  of  record  on  Feb.  20,  1959. 

•  CBS  Inc.  Wednesday  (Feb.  11)  de- 
clared a  first  quarter  cash  dividend  of 
30  cents  per  share  on  common  stock, 
payable  Mar.  13,  to  stockholders  of 
record  at  close  of  business  on  Feb.  27. 

•  NBC  will  host  student  journalists 
from  500  New  York  area  high  schools 
at  an  all-day  seminar — the  "First  An- 
nual NBC  Broadcast  News  Conference 
For  High  School  Editors" — next  Friday 
(Feb.  20) .  NBC  Board  Chairman  Rob- 
ert W.  Sarnoff,  in  an  address  to  the 
group,  will  explain  plans  for  an  "NBC 
Working  Fellowship,"  to  be  awarded 
annually.  During  the  conference  stu- 
dents will  interview  the  network's  for- 
eign correspondents  over  a  live  inter- 
national hookup. 

•  Sen.  Ernest  Gruening  (D-Alaska) 
will  address  50  state  winners  of  the 
Voice  of  Democracy  contest  in  Wash- 
ington Feb.  25  when  the  high  school 
students  wind  up  a  four-day  tour  as 


guests  of  NAB  and  Electronic  Indus- 
tries Assn.  The  top  winner  will  -  be 
awarded  a  $1,500  scholarship.  Three 
other  finalists  will  be  offered  $500 
scholarships  to  the  U.  of  Missouri 
School  of  Journalism.  Veterans  of  For- 
eign Wars  cooperates  in  the  contest. 

•  Philadelphia  will  be  the  site  of  the 
11th  sales  office  of  John  Blair  &  Co., 
radio  station  representatives.  The  new 
area  office  begins  operation  March  2, 
with  Henry  G.  Chadwick  as  manager, 
Mr.  Chadwick  has  been  sales  represent- 
ative for  WIP  Philadelphia  since  1956. 

•  U.  of  Missouri,  owner  of  commercial 
KOMU-TV  Columbia,  has  installed 
closed-circuit  tv  equipment.  The  instal- 
lation, known  as  KMIT-TV,  telecasts 
classes  in  addition  to  those  carried  on 
KOMU-TV. 

•  WICB-TV,  Ithaca  (N.Y.)  College 
closed-circuit  campus  station,  has  been 
informed  by  New  York  Telephone  Co. 
that  it  may  not  use  the  facilities  of 
Ithaca's  community  tv  cable  after  June 
30.  The  college  station  feeds  program- 
ming into  the  community  cable  system 
for  3Vi  to  5  hours  a  week. 

•  WABG  Greenwood  and  WKOZ  Kos- 
ciusko, both  Mississippi,  have  rejoined 
ABC  Radio  after  several  years  of  inde- 
pendent operation.  WABG  is  1  kw-D 
and  500  w-N  on  960  kc.  WKOZ  is  on 
1350  kc  with  5  kw. 

•  Boston  U.'s  School  of  Public  Rela- 
tions &  Communications  will  award 
several  scholarships  in  communications 
arts,  journalism  and  public  relations  in 
the  1959-60  academic  year.  Informa- 
tion may  be  obtained  from  Dean  Melvin 
Brodshaug  at  the  university,  640  Com- 
monwealth Ave.,  Boston  15. 

•  KMTV.  (TV)  Omaha,  Neb.,  at  tele- 
vised dinner  Feb.  12  honored  local 
civic  leaders  who  made  effective  use  of 
television  in  public  service  projects  dur- 
ing 1958.  KMTV's  selection  of  person 
who  was  most  outstanding  in  use  of  tv 
for  public  service  was  to  receive  sta- 
tion's first  annual  award  for  individual 
contribution. 

•  KRON-FM  San  Francisco  is  resum- 
ing broadcasting  today  (Feb.  16)  after 
being  off  the  air  for  four  years,  operat- 
ing 5  p.m. -midnight  with  13.5  kw  ERP 
on  96.5  mc,  every  day  but  Sunday. 
Harold  P.  See.  general  manager  of 
KRON-FM,  said  the  station  is  prepar- 
ing for  multiplexing  operations. 

•  KBIQ  (FM)  Los  Angeles  was  sched- 
uled to  commence  regular  program- 
ming yesterday  (Feb.  15).  Station, 
owned  by  John  Poole  Broadcasting  Co., 
is  on  104.3  mc  with  55  kw. 
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PROGRAMMING 


OUT  OF  VAULT,  INTO  LIMELIGHT 

For  years  the  Three  Stooges  couldn't 
get  a  play  date;  now  their  films  are  on 
tv  and  they  have  $350,000  in  bookings 


Once  upon  a  time,  "The  Three 
Stooges,"  Moe,  Curly  and  Larry,  made 
two-reel  comedies  for  Columbia  Pic- 
tures— eight  or  nine  of  them  a  year — 
and  it  was  a  good  living. 

Then  came  television. 

Before  long  a  lot  of  movie  houses 
were  closing.  In  the  bigger  cities  surviv- 
ing houses  were  running  double  bills, 
and  there  wasn't  room  for  two-reelers. 
The  Stooges  were  still  making  them  for 
Columbia  because  they  had  a  contract, 
but  some  of  the  shorts  were  just  going 
on  the  shelf,  and  others  got  most  of 
their  exposure  in  small  town  theatres. 
Lots  of  people  had  begun  to  forget 
the  Stooges. 

Then  came  television. 

Last  spring  Columbia  told  Screen 
Gems,  its  tv  subsidiary,  to  release  78 
Stooges  as  a  package.  They  went  on  the 
air  beginning  last  September  and  started 
to  "catch  fire"  in  November,  SG  of- 
ficials relate.  These  were  the  subsequent 
developments: 

•  The  package  has  been  sold  in  75 
markets  (largely  in  major  cities)  and  is 
virtually  sold  out  in  each.  It  is  usually 
programmed  across-the-board  with  a 
local  format  built  around  the  comedies. 
Screen  Gems  reports  ratings  have  been 
"phenomenal,"  putting  the  Stooges  in 
first  place  for  their  time  period  in  many 
markets.  These  examples  are  cited  as 
typical:  WGN-TV  Chicago  opened  in 
October  with  a  3.3  ARB,  went  up  to 
10.7  in  November,  up  to  19.0  in  De- 
cember; WPIX-TV  New  York  opened 
with  2.4  in  October,  up  to  11.3  in  No- 
vember and  15.1  in  December;  KFJZ- 
TV  Dallas-Ft.  Worth  had  6.7  in  Octo- 
ber, 11.5  in  November,  19.9  in  De- 
cember. 

•  Bookings  for  the  team  at  theatres, 
auditoriums  and  night  clubs  have  sky- 
rocketed, with  dates  already  set  through 
the  end  of  June.  The  clubs  are  adding 
matinees  to  accommodate  the  children, 
as  well  as  setting  aside  the  evening's 
first  show  for  them.  The  kids,  of  course, 
bring  their  parents,  who  bring  money. 
One  club  reported  that  it  sold  four  tons 
of  hamburger  during  the  Stooges'  en- 
gagement. 

•  Coral  Records  will  issue  the  team's 
routines  on  a  long-playing  album. 

•  The  Stooges  have  been  booked  on 


network  tv,  including  the  Steve  Allen 
Show  twice,  and  on  Masquerade  Party. 

•  Theatres  are  interested  again.  Book- 
ings for  the  two-reelers  have  increased 
200%  since  the  tv  series  started. 

•  Columbia,  which  ended  its  contract 
with  the  Stooges  at  the  end  of  1957,  is 
negotiating  for  a  new  series  produced 
especially  for  tv.  The  team's  agent  is 
negotiating  with  several  producers  for  a 
feature-length  parody  on  "The  Three 
Musketeers." 

•  Based  on  current  bookings  project- 
ed for  1959,  the  team  expects  to  gross 
$350,000  this  year,  as  compared  with 
an  average  $80,000  annually  for  the 
past  10.  Not  one  dime  comes  from  the 
two-reelers  themselves.  Those  on  the 
market  now  are  all  pre- 1948.  and  the 
Stooges  have  no  ownership  interest  in 
them. 

Moe  Howard,  the  "mouthpiece"  for 
the  team,  reminisced  with  Broadcast- 
ing last  week  about  the  group's  36-year 
career  in  burlesque,  vaudeville,  night 
clubs  ("we  hated  them"),  motion  pic- 
tures and  now  television.  Mr.  Howard, 
the  "belligerent  bully"  in  the  act,  is,  off- 
screen, warm,  friendly  and  obviously 
business-wise. 

Asked  if  he  didn't  regret  seeing  Co- 
lumbia getting  all  the  money  out  of  the 


reruns,  he  recounted  a  family  business 
axiom:  "My  mother,  bless  her,  was  a 
successful  real  estate  operator.  She  left 
me  with  this  thought  that  I've  always 
remembered:  'If  you  want  to  make  a 
success  in  business,  always  leave  room 
for  profit  for  the  other  man'." 

This  is  not  to  say  that  the  Stooges 
are  adverse  to  making  money.  Moe  tried 
to  buy  the  shorts  from  Columbia  him- 
self back  in  1954,  but  recalls  that  his 
$1.25  million  bid  was  "laughed  out  of 
the  office."  Failing  that,  he  urged  Co- 
lumbia for  years  to  make  the  tv  release, 
but  now  concedes  that  Columbia's  sense 
of  timing  was  much  the  better.  The 
films  were  saved  until  other  children's 
reruns  had  run  out  their  initial  popu- 
larity. 

Moe  Howard  and  Larry  Fine  have 
been  two  of  the  Stooges  since  1925. 
There  have  been  other  members  of  the 
troupe,  including  Moe's  two  brothers, 
Sam  ("Shemp")  and  Jerry  ("Curly"), 
both  now  dead.  Joe  De  Rita,  a  long- 
time actor,  joined  the  troupe  in  "Cur- 
ly's"  old  role,  but  naturally  does  noL 
appear  in  any  of  the  two-reelers  now 
playing  tv. 

Warner,  Filmways  set 
pact  for  facilities 

Warner  Bros.  Pictures  Inc.,  Burbank, 
Calif.,  and  Filmways  Inc.,  New  York, 
last  week  announced  they  have  entered 
into  an  agreement  whereby  Filmways 
may  use  Warner's  West  Coast  facilities 
for  production  of  tv  film  commercials 
and  industrial  films.  Warner  will  use 


The  Stooges  today:  (l-r)  Joe  De  Rita,  Larry  Fine,  Moe  Howard 
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early  or  late... 
Western  New  Yorkers 
keep  their  date 
with  ■  »  —  — 


NEWS 
WEATHER 
SPORTS 


the  highest  rated  service  programs  on  Buffalo  television 

Whether  it  is  the  6:27  pm  -6:45  pm  time  period  or  the  11:00-  11:30  pm 
slot,  WBEN-TV  NEWS  .  .  .  WEATHER  .  .  .  SPORTS  consistently  gets  the  largest 
share  of  audience  in  Western  New  York,  month  after  month. 

Western  New  Yorkers  are  weather-conscious,  news-interested  and  sports- 
minded.  And  WBEN-TV  is  too  !  Top  talent  is  assigned  to  present  these  features 
backed  by  crack  reporters,  seasoned  news-staffers  and  experienced  motion  picture 
camera  crews. 

The  results  are:  locally  produced  shows  of  high  caliber  to  attract  loyal  and 
large  audiences. 

If  you  have  a  sales  message  to  say  to  the  more  than  2,000,000  consumers  in 
the  WBEN-TV  coverage  area  and  are  cost-conscious,  sales-interested  and  profit 
minded,  check  into  the  availability  of  participation  or  sponsorship  of  these 
popular  service  features. 


EARLY 


LATE 


Weather 


6:2V  pm 


News 


11:00-11:10  pm 
11:10  -11:15  pm 
11:15-11:30  pm 


News  — Sports 
HEADLINES 


6:30  -  6:45  pm 


Weather 
Sports 


HARRINGTON,  RIGHTER  and  PARSONS 
representatives  will  be  happy  to  furnish  all  details 


WBEN-TV 


CBS     IN  BUFFALO 


Your  dollars  count  for  more  on  Ch. 
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Lincoln  busts  •  These  heads  of  Lin- 
coln, commissioned  by  BMI  for  art 
work  with  a  series  of  radio  scripts 
prepared  for  distribution  this  year, 
were  sculptured  by  (1)  Dr.  Avard 
Fairbanks.  Among  those  at  the  un- 
veiling in  the  Archives  Bldg.,  Wash- 


ington, Feb.  9  were  (c)  Sen.  John 
Sherman  Cooper  (R-Ky.)  and  Carl 
Haverlin,  BMI  president.  Two  other 
busts,  depicting  Abraham  Lincoln  at 
different  ages,  will  be  sculptured  by 
Dr.  Fairbanks.  The  four  figures  will 
be  presented  to  the  Federal  govern- 
ment. 

The  BMI  Lincoln  programs  are 
part  of  The  American  Story,  which 
this  year  offers  60  scripts  based  on 
the  title  "The  Abraham  Lincoln 
Story,  1809-1959"  and  prepared  by 
leading  Lincoln  and  Civil  War 
scholars.  The  programs,  begun  in 
1954  as  a  joint  project  of  BMI  and 
the  Society  of  American  Historians, 
are  being  made  available  to  radio 
and  tv  stations. 


Filmway's  New  York  studios  for  similar 
productions.  Company  officials  said  the 
move  will  lead  to  increased  production, 
flexibility  and  economy. 

Filmways  produces  tv  film  commer- 
cials and  a  variety  of  non-theatrical 
films  and  is  active  in  tape.  The  com- 
pany is  expanding  its  facilities  in  New 
York  by  remodeling  an  upper  Manhat- 
tan building  to  house  two  studios.  War- 
ner is  active  in  tv  films  and  industrial 
motion  pictures  through  its  subsidiary, 
WB/TV  Commercial  &  Industrial  Films 
Inc. 

Baseball  suit 
cites  radio-tv 

Testimony  was  scheduled  to  be  re- 
sumed in  New  York  Federal  District 
Court  last  Friday  (Feb.  13)  in  a  $250,- 
000  damage  suit  brought  against  the 
16  major  league  baseball  clubs  and 
Commissioner  Ford  C.  Frick  by  Frank 
D.  Lawrence,  president  of  the  defunct 
Portsmouth  (Va.)  club  of  the  Class  D 
Piedmont  League.  Mr.  Lawrence  sued 
because  he  claimed  his  club  suffered  a 
loss  of  gate  receipts  resulting  from 
radio-tv  broadcasts  of  major  league 
games  into  his  area  in  violation  of  al- 
leged safeguards. 

Messrs.  Frick  and  Lawrence  testified 
Tuesday  and  Wednesday.  The  proceed- 
ings were  deferred  until  Friday  because 
of  Lincoln's  birthday. 

Mr.  Frick  testified  that  he  could  not 
help  solve  the  problem  of  major  league 
radio-tv  "invasion"  of  minor  league  ter- 
ritory for  fear  of  causing  anti-trust 
action  against  baseball. 

Cites  Agreement  •  Mr.  Lawrence  told 
the  court  that  the  broadcasting  of  major 
league  games  into  minor  league  areas 
violated  rule  1-A  of  the  major-minor 
league  agreement  prohibiting  "any  ap- 
propriation" of  territory  by  one  club  of 
that  of  another  for  a  distance  of  50 
miles.  His  attorneys  submitted  affidavits 
designed  to  show  the  club's  financial 
losses. 

The  suit  was  initiated  by  Mr.  Law- 
rence in  November  1954  and  covers 
the  years  1949-54.  The  Piedmont  Club 
continued  to  operate  through  the  1955 
season. 

WBC  news  expansion 

Westinghouse  Broadcasting  Co.  has 
announced  plans  for  a  European  news 
bureau  early  this  spring.  Headquartered 
in  London,  with  correspondents  proba- 
bly in  Paris  and  Rome  and  stringers 
throughout  the  continent,  the  emphasis 
at  least  for  the  first  year  will  be  on  radio 
coverage.  Some  work,  however,  is  ex- 
pected to  be  done  on  tv  documentaries. 

Two  years  ago  WBC  set  up  a  Wash- 
ington bureau  under  Rod  MacLeish,  for 
the  company's  individual  stations.  Mr. 
MacLeish  will  lead  the  WBC  forces  in 


Europe  using  this  same  approach.  His 
Washington  replacement  has  not  yet 
been  selected. 

Though  WBC  has  not  made  its  Wash- 
ington news  available  to  outside  sta- 
tions, it  is  considering  offering  the  Euro- 
pean service  to  a  small  number,  accord- 
ing to  programming  vice  president  Rich- 
ard M.  Pack. 

Brotherhood  awards 

The  National  Conference  of  Chris- 
tians and  Jews  made  its  1959  media 
awards  last  Thursday  (Feb.  12)  dur- 
ing the  New  York  Brotherhood  Week 
luncheon  at  the  Hotel  Astor.  Top  win- 
ners in  television:  "A  Town  Has 
Turned  to  Dust"  {Playhouse  90,  CBS, 
written  by  Rod  Serling);  A  Profile  of 
Prejudice  (three-program  series,  WBZ- 
TV  Boston),  and  Danny  Thomas  Show, 
episode  of  Feb.  19,  1958  (CBS).  BBDO 
received  a  major  award  for  its  Brother- 
hood Week  radio-tv  copy  and  research. 

Certificates  of  recognition  for  televi- 
sion: "The  Town  that  Committed  Mur- 
der" {Lamp  Unto  My  Feet,  CBS); 
"Light  in  the  Southern  Sky"  {Frontiers 
of  Faith,  NBC);  "Contemporary 
Church  Music  with  Mr.  Feia  Sowands 
of  Nigeria"  {Dean  Pike,  ABC);  "The 
American  Stranger"  {Kaleidoscope, 
NBC),  and  "China  Boy"  {Buckskin, 
NBC). 

Radio  certificates  of  recognition:  Vir- 
ginia Pattern  of  Resistance  (CBS);  The 
Good  Citizen  in  the  Good  Society 
(WHDH  Boston);  "The  Friend  and 
Peter  Stuyvesant"  {The  Eternal  Light, 
NBC),  and  Bricks  for  Friendship 
(WCHB  Inkster,  Mich.). 

Bishop  Sheen  on  vtr 

Bishop  Fulton  J.  Sheen  and  National 
Telefilm  Assoc.  have  jointly  announced 
his  tv  return  in  new  videotaped  series 
entitled  Life  of  Christ.  First  purchasers 


include  NTA-owned  WNTA-TV  New- 
ark, N.L,  which  will  have  early  March 
premiere,  and  KMSP-TV  Minneapolis- 
St.  Paul. 

Feature  movie  ratings 
on  increase — MCA-TV 

Are  feature  films  still  holding  tv 
audiences  in  competition  with  other 
programming  fare? 

The  MCA-TV  research  department 
last  week  released  the  results  of  a  sur- 
vey of  ARB  ratings  earned  by  its  Para- 
mount Pictures'  features  during  1958- 
59,  compared  with  ratings  recorded  by 
the  same  stations  at  identical  times  a 
year  ago.  MCA-TV's  conclusion:  "In 
every  case,  the  1958-59  rating,  with 
Paramount  features,  far  out-strips  each 
stations'  figures  of  the  previous  year." 

Shares  of  audience  ranging  from  50% 
to  more  than  80%  have  been  recorded 
by  many  of  the  Paramount  features,  ac- 
cording to  MCA-TV.  The  company 
cited  these  examples:  a  28.1  ARB  and 
65.4%  share  of  audience  with  "For 
Whom  The  Bell  Tolls"  over  WTCN- 
TV  Minneapolis  on  Dec.  6,  1958,  as 
compared  with  6.6  and  20.4%  share 
of  audience  for  the  same  time  and  date 
in  1957;  a  24.8  and  52.4%  share  with 
"Little  Miss  Marker"  over  WCATJ-TV 
Philadelphia  on  Jan.  5,  1959,  as  against 
7.3  and  17.0%  share  in  1958,  and  a 
15.2  and  62.8%  share  with  "Road  to 
Morocco"  over  KNXT  (TV)  Los  An- 
geles on  Jan.  5,  1959,  against  a  4.7 
and  24.2%  share  in  1958. 

"These  examples  are  not  isolated 
ones,"  Lou  Friedland,  MCA-TV  vice 
president  in  charge  of  station  sales,  re- 
ported. "  The  large  majority  of  stations 
obtain  a  50%  share  of  audience  or 
more  with  high  quality  feature  films. 
I  think  our  study  re-establishes  the  fact 
that  top  feature  films  are  still  rating 
'block-busters'  and  proves  they  are  as 
popular  as  ever." 
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When  you 
gotta  get  the 
show  on  the 
road . . . 


ITS  THERE  IN  HOURS... 
AND  COSTS  YOU  LESS  I 


Your  packages  go  anywhere  Greyhound  goes . . .  and 
Greyhound  goes  over  a  million  miles  a  day!  That 
means  faster,  more  direct  service  to  more  areas, 
including  many,  many  places  not  reached  by  other 
public  transportation. 

What's  more,  Greyhound  Package  Express  offers 
this  service  seven  days  a  week. .  .twenty-four  hours 
a  day... even  on  week-ends  and  holidays!  Packages 
get  the  same  care  and  consideration  as  Greyhound 
passengers.,  .riding  on  dependable  Greyhound  buses 
on  their  regular  runs.  And  you  can  send  C.O.D.,  Col- 
lect, Prepaid— or  open  a  Charge  Account. 

So  remember— anything  from  reels  to  records  can 
be  sent  Greyhound  Package  Express. 
Call  your  nearest  Greyhound  bus  station  or  write  to 
Greyhound,  Dept.  B2,  5600  Jarvis  Ave.,  Chicago,  III. 


AMPEX  PUTS  VTR  ON  WHEELS 

Demonstration  cruiser  on  six-week  tour 


Advertising  agencies,  tv  stations  and 
networks,  fiJm  producers  and  process- 
es, educators  and  representatives  of 
government,  industry  and  business  were 
among  those  witnessing  demonstrations 
of  the  new  Ampex  Videotape  Cruiser 
last  Thursday  (Feb.  12)  at  the  Desilu 
Studios  in  Hollywood.  A  converted 
Flexible  Co.  bus,  the  cruiser  houses  a 
regular  VR-1000  videotape  recorder, 
two  tv  camera  chains  and  a  self-con- 
tained power  source  that  permits  the 
taping  while  in  motion. 

Such  shots,  taped  from  a  zoomar- 
lens  equipped  camera  mounted  atop 
the  cruiser  and  showing  a  trip  to 
Boulder  Dam,  Las  Vegas  at  night  and 
a  fire  in  the  Hollywood  Hills,  were 
shown  during  the  demonstrations.  Also 
included  were  sequences  from  two  tv 
pilot  programs  taped  in  Las  Vegas  for 
Jonathan  Yost  as  well  as  the  opening 
of  the  Atomic  Submarine  pilot  previ- 
ously taped  for  this  producer  (Broad- 
casting, Dec.  22,  1958). 

The  Las  Vegas  pilots  are  for  a  day- 
time series,  Lunch  in  Las  Vegas,  with 
Bill  Moore  as  master  of  ceremonies, 
and  Out  of  the  West,  featuring  top  en- 
tertainers who  are  appearing  in  the 
resort  city,  with  Del  Moore  as  m.c. 

Bob  Day,  Ampex  manager  of  video 
promotion,  conducted  the  demonstra- 
tion, one  of  a  series  which  will  take  the 
cruiser  through  the  Southwest  from 
Los  Angeles  to  New  Orleans.  From 
New  Orleans  March  3,  the  bus  will  go 
to  Nashville  March  9,  then  to  Chicago 
for  the  NAB  Convention. 

The  Ampex  Videotape  Cruiser  was 


first  demonstrated  Jan.  28  at  Yuma, 
Ariz.,  when  it  was  used  to  tape  an 
industrial  program  for  Ford  Motor  Co., 
showing  Ford  tractors.  The  tape  was 
shown  Feb.  3  to  Ford  tractor  dealers  and 
salesmen  via  NBC-TV  closed-circuit. 
A  repeat  showing  is  being  arranged. 

Mr.  Day  made  it  plain  that  in  these 
showings  and  tests,  Ampex  is  just  dem- 
onstrating its  new  mobile  unit  and  has 
no  plans  to  compete  with  its  customers, 
broadcasters  and  producers,  in  offering 
taping  services. 

Ampex  last  week  announced  the 
shipment  of  a  color  videotape  recorder 
to  NBC  New  York,  and  of  mono- 
chrome VTRs  to  KCPP-TV  St.  Louis; 
WGR-TV  Buffalo;  KTTV  (TV)  Los 
Angeles;  KHJ-TV  Los  Angeles;  WSLS- 
TV  Roanoke,  Va.;  WRVA-TV  Rich- 
mond, Va.;  WTAE-TV  Pittsburgh; 
KYTV  (TV)  Springfield,  Mo.;  WBBM- 
TV  Chicago;  WEWS-TV  Cleveland; 
ABC  and  CBS  Hollywood;  KONO-TV 
San  Antonio;  Minnesota  Mining  &  Mfg. 
Corp.,  Hutchinson,  Minn.;  ORRadio, 
Opelika,  Ala.;  Sakata  Shokai,  Kobe, 
Japan;  Rank  Cintel,  London,  England; 
Berlin  Distributors,  Paris,  France. 

New  NBC  tape  center 

NBC  Telesales  Dept.  has  established 
a  new  teletape  center  completely 
equipped  for  modern  videotape  produc- 
tion, it  was  announced  last  week  by 
Robert  L.  Stone,  network  vice  presi- 
dent, facilities  operations.  Located  at 
NBC-TV's  redesigned  studios,  67th  St. 
and  Columbus  Ave.,  New  York,  it  will 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 

Feb.  16-20,  23-25  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors. 

Feb.  16-20,  23-25  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Feb.  16,  23  (10-10:30  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Feb.  17  (8-9  p.m.)  Eddie  Fisher  Show, 
Liggett  &  Myers  through  McCann-Erickson. 

Feb.  18,  25  (8:30-9  p.m.)  The  Price  Is 
Right,  Speidel  through  Norman,  Craig  & 
Kummel  and  Lever  through  J.  Walter 
Thompson  Co. 

Feb.  18,  25  (9-9:30  p.m.)  Milton  Berle 
Starring  in  Kraft  Music  Hall,  Kraft  Foods 
through  J.  Walter  Thompson  Co. 

Feb.  19  (9:30-10  p.m.)  Ford  Show,  Ford 
through  J.  Walter  Thompson  Co. 

Feb.  19  (10:30-11  p.m.)  Masquerade 
Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Feb.  20  (7:30-8  p.m.)  Northwest  Pas- 
sage, sustaining. 

Feb.  20  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Feb.  21  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

Feb.  22  (5-6  p.m.)  March  of  Medicine 
presents  "MD  International,"  Smith,  Kline 
&  French  through  Doremus  Eshelman. 

Feb.  22  (7:30-8  p.m.)  Music  Shop  Star- 
ring Buddy  Bregman,  sustaining. 

Feb.  22  (8-9  p.m.)  Steve  Allen  Show, 
Greyhound  through  Grey,  Polaroid  through 
Doyle  Dane  Bernbach. 

Feb.  22  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 

Feb.  24  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt. 


Have  tape,  will  travel:  Ampex'  new  videotape  cruiser 
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be  for  videotaping  commercials,  plus 
originating  special  closed-circuit  pro- 
grams and  kinescoping  for  sales  train- 
ing and  promotion. 

AFM  tv  film  fee 
goes  to  N.Y.  court 

Republic  Pictures'  $6  million  suit 
against  the  American  Federation  of 
Musicians  over  allegedly  "forced"  resid- 
ual contracts  for  films  sold  to  tv  ap- 
pears headed  for  full  litigation. 

A  spokesman  for  Republic  Pictures 
said  last  week  that  he  expects  the  trial 
to  begin  by  "the  end  of  the  year"  in 
New  York  Supreme  Court.  The  final 
legal  barrier  was  removed  Feb.  3  when 
the  appellate  division  of  the  New  York 
Supreme  Court  affirmed  the  ruling  of 
the  lower  court  that  Republic  had 
shown  "sufficient  evidence"  to  establish 
its  right  to  a  full  trial  on  the  issue. 
AFM  counsel  asked  for  a  summary 
judgment  but  the  court  rejected  this 
motion.  In  essence,  an  AFM  spokes- 
man explained,  the  union's  motion 
called  on  the  court  to  stop  the  action 
because  AFM  affadavits  "proved"  that 
the  issue  did  not  merit  a  trial. 

The  suit  was  brought  on  behalf  of 
Republic  Pictures,  Republic  Produc- 
tions and  its  tv  subsidiary,  Hollywood 
Television  Services.  It  charges  that  Re- 
public, along  with  other  film  producers- 
distributors,  was  "coerced"  into  signing 
an  agreement  in  April  1946,  whereby 
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AFM  musicians  would  be  repaid  for 
original  services  for  theatrical  films  sold 
to  tv,  and  an  added  5%  contribution 
of  total  revenue  would  be  made  to  the 
Music  Performance  Trust  Fund.  Re- 
public contended  that  union  musicians 
were  not  permitted  to  work  for  any 
producer  until  this  agreement  was 
signed,  and  further  claimed  that  this 
condition  was  imposed  bv  AFM  before 
1946,  1948.  1952,  1955  and  1956  col- 
lective bargaining  agreements  were 
negotiated. 

Though  Republic  is  the  only  pro- 
ducer-distributor involved  in  the  action, 
the  ruling  opens  the  door  for  any  other 
company  interested  in  starting  similar 
legal  moves.  Republic  is  seeking  $600,- 
000  paid  under  the  residual  contract  in 
addition  to  S6  million  in  damages. 

NBC  'STARDUST' 
New  radio  network 
plan  gets  tv  ride 

NBC  Radio  officials  gave  affiliates 
the  details  of  their  new  Stardust  pro- 
gram plans  (Closed  Circuit,  Feb.  9) 
last  week,  for  the  first  time  using  a  tele- 
vision closed  circuit  to  break  a  radio 
story. 

A  total  of  136  NBC-TV  affiliated 
stations  were  linked  on  the  26-minute 
closed  circuit  Monday  afternoon  (Feb. 
9  )  so  that  the  operators  of  the  stations' 
am  affiliates  could  get  the  word  on  the 
17  five-minute  star-name  programs 
NBC  Radio  plans  to  introduce  into  its 
Monday-Friday  schedule.  Radio  affil- 
iates without  tv  adjuncts  were  advised 
as  to  the  nearest  tv  station  where  they 
could  watch  the  closed  circuit  and  in 
addition  the  program  was  simulcast  on 
a  radio  closed  circuit  to  all  199  radio 
affiliates. 

The  new  programs,  to  be  broadcast 
at  25  minutes  past  the  hour,  will  be  sold 
by  both  the  stations  and  the  network 
on  an  alternating  major-minor  basis. 
On  one,  the  network  will  sell  the  minute 
and  the  stations  the  half-minute;  on 
the  next,  the  stations  will  get  the  minute 
and  the  network  the  half-minute.  Net- 
work officials  emphasized  that  stations 
will  be  compensated  at  regular  rates  for 
all  time  that  is  sold  by  the  network.  In 
turn,  the  stations  will  pay  co-op  rates. 

Aim  for  March  •  Matthew  J.  Culli- 
gan,  NBC  executive  vice  president  in 
charge  of  the  radio  network,  said  the 
new  project  had  the  unanimous  backing 
of  the  NBC  Radio  Affiliates  Advisory 
Committee  and  that  returns  from  other 
affiliates  following  the  closed  circuit 
were  enthusiastically  favorable.  He 
hoped  to  launch  the  new  programming 
in  March. 

Among  critics  of  network  sales  poli- 
cies, however,  the  plan  was  denounced 


Radio's  Culligan(r)  and  Capstaff  on  tv 


as  "barter  in  disguise"  and  likened  in 
this  respect  to  CBS  Radio's  new  Pro- 
gram Consolidation  Plan.  Under  the 
CBS  PCP,  affiliates  agree  to  clear  pro- 
grams for  network  sale  in  return  for 
other  programs  for  local  sale. 

Critics  of  the  NBC  move  contended 
that  stations  are  required  to  pay  flat 
co-op  fees  for  the  programs,  whether 
they  sell  them  or  not.  But  a  station  will 
not  be  required  to  pay  co-op  fees  in 
excess  of  the  compensation  it  receives 
from  the  network — in  which  case,  ac- 
cording to  this  line  of  reasoning,  the 
station  would  be  "swapping"'  or  '"barter- 
ing" its  time  for  the  programs. 

NBC  Radio  officials  countered  that 
it  would  be  "wild  coincidence"  if  sta- 
tions wound  up  with  no  better  than  such 
a  "wash  deal."  From  the  stations'  stand- 
point, thev  continued,  it  could  amount 
to  a  wash  deal  at  worst,  with  the  sta- 
tions unable  to  lose  under  any  circum- 
stances. Moreover,  they  asserted,  in 
actual  practice  it's  virtually  certain  that 
the  stations  would  get  more  from  the 
network  than  the  network  gets  from 
them. 

Talent  Lineup  •  Bob  Hope.  Groucho 
Marx.  Bob  &  Ray,  Marlene  Dietrich 
and  others  of  that  stature  are  among 
the  performers  NBC  plans  to  use  in  the 
five-minute  entertainment  vignettes.  Al- 
though generally  scheduled  at  25  min- 
utes past  the  hour,  starting  at  7:25  a.m., 
there  would  be  some  exceptions.  My 
True  Story,  for  instance,  which  runs  at 
10:15-10:30  a.m.,  would  not  be  cut;  in- 
stead, two  of  the  five-minute  programs 
would  be  slotted  within  the  ll:05-to- 
noon  Bandstand  program.  In  the  after- 
noon, however,  Don  Ameche  Real  Life 
Stories  (2:05-2:30)  and  Five-Star  Mat- 
inee (3:05-3:30)  would  each  be  short- 
ened by  five  minutes  at  the  end.  Net 
results  would  be  about  five  hours  of 


new  programming  per  week. 

The  radio-tv  closed  circuit,  employed 
the  talents  of  comics  Ernie  Kovacs  and 
Bob  &  Ray  along  with  the  business  pres- 
entations by  Executive  Vice  President 
Culligan,  Radio  Programs  Vice  Presi- 
dent Al  Capstaff  and  Radio  Sales  Plan- 
ning Vice  President  George  A.  Graham 
Jr. 

NTA  to  distribute 
Gross-Krasne  product 

National  Telefilm  Assoc.,  New  York, 
has  entered  into  a  long-term  agreement 
with  Gross-Krasne  Inc.,  Hollywood, 
under  which  all  G-K  television  programs 
will  be  distributed  by  NTA,  Oliver  A. 
Unger,  president  of  NTA,  announced 
last  Wednesday  (Feb.  1 1). 

The  arrangement  means  the  absorp- 
tion of  Gross-Krasne-Sillerman  Inc., 
New  York,  distribution  arm  of  G-K. 
Michael  M.  Sillerman,  president  of 
G-K-S,  has  joined  NTA  as  president  of 
the  new  NTA  Program  Sales  Div. 

The  G-K  series  that  will  be  added  to 
NTA's  catalog  of  half-hour  programs 
are:  Glencannon,  Sea  Hawk,  African 
Patrol,  Flying  Doctor  Fate  and  future 
G-K  properties. 

Personnel  absorbed  by  NTA  from 
G-K-S,  in  addition  to  Mr.  Sillerman,  in- 
clude the  sales  staff:  Mel  Schlank, 
Robert  Brahm,  Leonard  Gruenberg. 
Lynn  Phillips  Jr.,  Robert  H.  Hill,  Ray- 
mond Wild,  Arthur  Spirt,  Michael 
Gould,  Lynn  Hall,  E.L.  Colburn,  Allen 
Hundley,  Ed  Lewis,  Les  Loeb,  Jeff 
Davids,  Smith  Binning  and  Fred  Frank 
Jr.  Jerry  Franken,  assistant  to  the  presi- 
dent of  G-K-S,  has  joined  NTA's  pub- 
licity department. 

Before  joining  G-K-S,  Mr.  Sillerman 
was  executive  vice  president  and  sales 


Mr.  Sillerman:  now  an  NTA  president 


head  of  Television  Programs  of  Amer- 
America  and  earlier  with  Ziv  Tv  Pro- 
grams as  a  senior  sales  executive. 
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wires  Hugh  L.Kibbey,  National  Sales  Manager 

WFBM-TV 

INDIANAPOLIS 

Yankee  Doodle  Dandy  blitzed  the 
opposition  in  Indianapolis.  Hugh 
L.  Kibbey,  WFBM-TV  National 
Sales  Manager,  didn't  wait  to 
write.  Here's  what  he  wired  about 
the  James  Cagney  song-and- 
dance  smash: 

"Yankee  Doodle  Dandy  special 
showing  on  Xmas  day  huge  success. 
Much  much  favorable  reaction  and 
already  we  have  potential  bank- 
roller  for  repeat  showing  July  4." 
The  ratings  show  that  "Dandy" 
glues  'em  to  the  set.  WFBM-TV 
ran  it  from  5  p.m.  to  7  p.m.  Dec. 
25  and  pulled  down  a  big  18.0 
against  6.4,  3.4  and  2.9  for  com- 
petition! Almost  triple  the  next 
highest  rating. 

Like  WFBM-TV,  smart  pro- 
grammers all  over  the  country  are 
going  to  town  with  Yankee  Doodle 
Dandy.  Don't  let  this  money  maker 
get  away!  Only  two  showings  avail- 
able up  to  July  5th.  Program  it  now! 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8953 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-6886 


•  Program  notes 

•  Comedian  Sid  Caesar  will  try  his  hand 
at  film  production.  His  Shellrick  Corp., 
in  association  with  Screen  Gems,  is 
scheduled  to  begin  production  late  in 
March  on  It's  A  Living,  a  half-hour 
situation  comedy  series  created  by  Wil- 
liam Sackheim  and  Arthur  Orloff  in 
which  Mr.  Caesar  will  star. 

•  ABC-TV  has  put  on  the  market  an 
Annual  Sports  Award  Show  to  be  pro- 
grammed on  a  Sunday  evening  at  9:30, 
upon  obtaining  a  sponsor.  The  program 
will  feature  top  sports  personalities  of 
the  year  with  14  awards  presented  in  as 
many  categories  of  sports.  The  network 
hopes  to  make  annual  presentations  of 
this  type.  The  network  says  the  sports 
special  is  available  for  full  sponsorship 
at  approximately  $193,330  and  for  half- 
sponsorship  at  approximately  $104,011. 

•  Actor  Robert  Taylor  will  star  in  a 
new  half-hour  action-adventure  series 
on  ABC-TV,  Thomas  W.  Moore,  ABC 
vice  president  in  charge  of  tv  program- 
ming has  announced.  Mr.  Taylor's  as 
yet  unnamed  series  will  be  specially  pro- 
duced for  the  network  by  Robert  Taylor 
Productions  which  last  week  joined 
forces  with  Four  Star  Films  and  Sussex 
Films  to  produce  the  program. 

•  Galaxy  Attractions  Inc.,  NY.  and 
Towers  of  London  Ltd.  report  they 
will  co-produce  a  series  of  hour-long 
tv  films  based  on  Sir  Winston  Church- 
ill's A  History  of  the  English  Speaking 
Peoples.  A  minimum  of  five  hour-long 
episodes  is  planned.  Filming  is  sched- 
uled to  begin  next  month  in  London. 
Galaxy  will  distribute  the  films,  in  the 
western  hemisphere  and  ABC  Tele- 
vision Ltd.  of  London  in  the  eastern 
hemisphere. 

•  Bing  Crosby  Productions  and  ABC- 
TV  launch  projected  10  tv  programs 
with  the  filming  of  Lincoln  Jones,  half- 
hour  series  starring  James  Whitmore  as 
crusading  attorney.  Work  on  the  pilot 
has  started  in  Hollywood  through 
auspices  of  a  company  to  be  formed  by 
series'  creator,  Sy  Gomberg,  who  has 
motion  picture  writing  and  production 
background. 

•  Boy  Scouts  of  America  has  given  the 
go-ahead  for  a  commercially  sponsored 
network  television  program  depicting 
scout  deeds  to  Stuart  Reynolds  Produc- 
tions of  Beverly  Hills,  Calif.  Production 
of  the  weekly  half-hour  series,  tenta- 
tively entitled  Trailblazers,  is  scheduled 
to  begin  in  June.  Mr.  Reynolds  was  in 
New  York  last  week  negotiating  for  a 
network  and  sponsorship.  BSA  has  stip- 
ulated that  sponsorship  be  diversified  so 


that  no  one  advertiser  becomes  identi- 
fied with  the  organization. 

•  Telecasting  Services  Inc.  (closed-cir- 
cuit tv  facilities)  has  affiliated  with  Fred 
A.  Niles  Productions,  Chicago,  and 
moved  into  new  quarters  ajoining  the 
Niles  plant  at  1058  W.  Washington 
Blvd.,  that  city.  Firm  is  headed  by  Wal- 
ter Thompson  and  includes  such  services 
as  RCA  image  orthicon  cameras,  mobile 
field  equipment  and  large-screen  projec- 
tors. 

•  Communication  Productions  Inc., 
(production-presentation  of  closed-cir- 
cuit telecasts),  New  York  and  Boston, 
has  opened  offices  at  1352  Beacon  St., 
Brookline  46,  Mass.  Telephone:  Long- 
wood  6-0607. 

•  Hank  Saperstein  of  H.  G.  Saperstein 
&  Assoc.,  (tv  packager-merchandiser) 
Beverly  Hills,  Calif.,  and  a  group  of 
midwest  financiers  headed  by  Arthur 
Greene,  feature  movie  investor,  have 
set  up  a  tv  film  package  investment 
trust  in  Chicago. 

•  WFIL-AM-TV  Philadelphia  have 
been  awarded  the  American  Meteoro- 
logical Society's  first  Seal  of  Approval 
for  weather  programs.  Dr.  Francis  K. 
Davis,  the  stations'  weatherman,  ac- 
cepted the  seal  on  behalf  of  WFIL-AM- 
TV. 

•  WTOP  Washington  presented  Secre- 
tary of  the  Army  Wilber  M.  Brucker 
with  the  tape  of  the  station's  award- 
winning  coverage  of  the  launching  of 
Explorer  I.  The  occasion  was  the  first 
anniversary  of  the  satellite's  launching. 
WTOP's  coverage  of  the  event  won  a 
top  Radio  &  Television  News  Directors 
Assn.  award. 

•  The  appearance  of  Soviet  Deputy 
Premier  Anastas  Mikoyan  on  NBC's 
Meet  the  Press  has  resulted  in  a  record 
number  of  requests  for  printed  scripts 
of  the  show.  It  was  broadcast  on  NBC- 
TV  Jan.  18,  6-7  p.m.  EST  and  the  same 
evening  on  NBC  at  6:30-7:30.  Copies 
are  obtainable  from  National  Publishing 
Co.,  301  N  St.,  N.E.,  Washington  2, 
D.  C.  Price  of  the  transcription  is  10 
cents  per  copy. 

•  Amay  Inc.  (recording  studios),  Chi- 
cago, is  installing  a  branch  studio  in 
the  downtown  offices  of  Standard  Radio 
Transcription  Services  Inc.,  360  N. 
Michigan  Ave. 

•  Radio  &  Television  Packagers  Inc., 
N.Y.,  has  produced  two  half-hour  epi- 
sodes of  new  tv  series,  Jimmy  and  the 
Banshees,  starring  comic-pantomimist 
Jimmy  Savo.  Series  is  planned  for  net- 
work sale  on  a  52-week  basis.  It  will 
star  Mr.  Savo  as  a  painter,  who  dwells 
in  fantasy. 
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In  Reverberation, 
ONE  WORD  IS  BETTER 
THAN  10,000  PICTURES! 

The  word  is:  EMT-140  \4 
And,  Mr.  John  F.  Box,  Jr.,  Executive  V.P., 
the  Balaban  Stations,  words  about  the 
EMT-140  make  it  even  more  imperative  that 
you  look  into  this  unit  .  .  .  and  what  it  will 
do  for  you.  Mr.  Box  says: 

".  .  .  use  of  the  EMT-140  at  the 
three  Balaban  Stations  —  WIL, 
St.  Louis,  WRIT,  Milwaukee, 
KBOX,  Dallas  —  .  .  .  exceed  our 
expectations. 

The  units  are  in  constant  use 
for  recording  and  production 
and  the  engineering  divisions 
indicate  that  they  have  given 
perfect  performance  and  that 
they  consider  the  EMT-140's 
the  finest  units  ..." 

But,  listen  for  yourself.  The  EMT-140  

added  to  your  system  easily  .  .  .  adds  that 
extra  presence,  that  extra  quality,  that  will 
make  your  broadcasting  stand  out  above 
competition's. 

Send  us  a  recorded  tape.  We'll  add  the 
quality  of  the  EMT-140  ...  no  coloration, 
and  no  degradation.  You'll  see  that  with  the 
EMT-140,  HEARING  IS  BELIEVING! 
For  a  picture,  and  specifications,  write  to: 
-j**"1*^  HARVEY  RADIO  CO.,  INC. 
£_        %  103  West  43  Street 

%*****rl    New  York  36,  New  York 


U.  S.  IMPORTER:  ELECTRONIC  APPLICATIONS,  INC. 


GOVERNMENT 


FCC  ON  BOOSTER  BANDWAGON 

Vhf  booster  push  gains  headway  as  FCC 
does  about-face  under  pressure  from  Hill 


A  bedeviled  FCC  last  week  double- 
clutched,  shifted  gears  and  swung  into 
a  U-turn  on  the  heated  vhf,  on-channel 
television  booster  road. 

The  Commission  announced  it  had 
instructed  its  staff  to  make  a  new  study 
of  the  controversial  booster  situation. 
The  move  came  a  scant  30  days  after 
the  FCC  had  announced — for  the  third 
time — that  unlicensed  boosters  would 
have  to  close  down,  and  a  bare  two 
weeks  after  a  turbulent  rally  of  booster- 
men  and  state  officials  in  Denver 
(Broadcasting,  Feb.  2). 

The  official  FCC  announcement  last 
week  stated  that  the  staff  has  been  in- 
structed to  prepare  a  study  for  further 
consideration  of  the  Commission  sum- 
marizing the  various  rules  and  stand- 
ards under  which  vhf  translators  and 
boosters  might  be  licensed.  It  stated 
that  the  study  should  include  a  possible 
rule  amendment  to  provide  minimum 


safeguards  against  interference  and 
drift. 

The  staff  was  also  ordered  to  pre- 
pare a  draft  for  legislation  which  would 
amend  Sec.  319(a)  and  318  of  the  Com- 
munications Act.  Sec  319(a)  prohibits 
the  issuance  of  a  license  for  any  station 
constructed  prior  to  the  issuance  of  a 
permit.  Sec.  318  requires  an  operator 
to  be  in  attendance  for  all  broadcast 
stations. 

Backed  against  the  wall  by  weight- 
throwing  western  congressmen,  the 
Commission  seemingly  capitulated  com- 
pletely last  week.  Congressional  pres- 
sure for  the  continuance  of  boosters 
continued  strong;  18  senators  co-spon- 
sored resolutions  directing  the  FCC  to 
authorize  boosters  to  continue  and  one 
bill,  a  joint  resolution  and  16  concur- 
rent resolutions  were  introduced  in  the 
House  for  the  same  purpose. 

The  push  for  vhf  boosters  got  a  pow- 


erful potential  ally  in  the  big  Triangle 
Publications  group  last  week  when  the 
multiple  owner  asked  the  FCC  for  per- 
mission to  put  an  experimental  vhf  co- 
channel  "amplifying  transmitter"  in 
Johnstown,  Pa.,  30  miles  from  Tri- 
angle's ch.  10  WFBG-TV  Altoona,  Pa., 
site. 

The  application  stated  that  if  tests 
prove  successful  in  remedying  WFBG- 
TV  coverage  deficiencies  the  station 
would  ask  for  rule-making  to  authorize 
vhf  amplifying  transmitters. 

Johnstown  is  within  WFBG-TV's 
Grade  A  service  area,  WFBG-TV  said, 
but  terrain  obstacles  throw  a  shadow 
over  most  of  the  area. 

At  the  same  time,  an  opposition  to  a 
previously  requested  experimental  on- 
channel  booster  at  North  Greenbush, 
N.Y.,  was  filed  by  ch.  10  WJAR-TV 
Providence,  R.I.  WJAR-TV  asked  the 
FCC  to  dismiss  an  application  filed  by 
ch.  10  WTEN(TV)  Albany,  N.Y.,  for 
a  low-powered,  on-channel  booster  at 
the  North  Greenbush  site.  WJAR-TV 
said  the  proposed  booster  is  137  miles 
from  its  own  transmitter,  which  is  less 
than  the  170-mile  minimum  required 
by  FCC  rules. 

And  laid  before  the  FCC  two  weeks 


KARK 


MORE 


THAN  ANY  OTHER  LITTLE  ROCK  STATION 

SEE  PETRY  FOR  DETAILS  ON  NIELSEN  SURVEY  AND  KARK  S  BIG  BONUS  CIRCULATION 
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ago  was  a  petition  by  17  western  tv 
stations  asking  the  FCC  to  reconsider 
its  Dec.  30  order  denying  the  operation 
of  boosters  and  to  hold  a  fact-finding 
and  engineering  inquiry  to  determine 
whether  on-channel  vhf  boosters  could 
not  be  authorized. 

The  booster  problem  began  to  plague 
the  FCC  in  1954  and  1955  when  hun- 
dreds of  unlicensed  boosters  arose  in 
the  mountainous  western  states  to  serve 
hamlets  and  villages  too  remote  from 
regular  tv  signals — or  unable  to  receive 
such  signals  because  of  intervening 
mountains. 

In  1956  the  FCC  issued  cease  and 
desist  orders  against  a  group  of  such 
boosters.  These  orders  were  appealed, 
and  in  1957  a  District  of  Columbia 
federal  circuit  court  ruled  in  favor  of 
the  FCC's  jurisdiction. 

In  June  1957  the  Commission  issued 
an  order  denying  petitions  for  the  au- 
thorization of  on-channel,  vhf  boosters. 
The  governor  of  Colorado  asked  for 
reconsideration  and  a  rulemaking  in- 
quiry was  again  instituted. 

The  Commission's  order  last  Decem- 
ber made  a  "final"  determination  that 
such  boosters  should  not  be  permitted 
because  of  the  possibility  of  interfer- 
ence and  of  equipment  instability.  It 
ordered  existing  boosters  to  convert  to 
uhf  translator  service  or  cease  operat- 
ing in  90  days  (later  extended  to  six 
months).  It  also  forbade  the  construc- 
tion of  any  new  boosters. 

FCC  Comr.  T.  A.  M.  Craven  dis- 
sented from  this  order.  He  felt,  he  said, 
that  some  method  should  be  evolved 
to  premit  continued  operation  of  boost- 
ers under  reasonable  and  practical  reg- 
ulations. 

Within  a  week  after  the  Commis- 
sion's booster  order,  Kenneth  Cox,  spe- 
cial tv  counsel  to  the  Senate  Commerce 
Committee,  issued  his  special  report  on 
small  town  tv.  In  this  he  urged  that 
the  FCC  find  some  way  to  approve  the 
operation  of  tv  boosters  (Broadcasting, 
Jan.  12). 

There  are  believed  to  be  about  1,000 
unlicensed  tv  boosters  in  operation. 

Mack  trial  delayed 

Trial  of  former  FCC  Comr.  Richard 
A.  Mack  and  his  friend,  Thurman  A. 
Whiteside,  Miami  attorney,  for  con- 
spiracy to  defraud  the  government  has 
been  continued  to  April  7.  Originally 
j  scheduled  for  today  (Feb.  16),  Chief 
Judge  F.  Dickinson  Letts  of  the  U.  S. 
District  Court  for  the  District  of  Co- 
lumbia approved  defense  counsels'  mo- 
tions to  delay  the  trial  because  they 
needed  more  time  to  prepare  the  case 
and  also  because  they  had  prior  com- 
mitments (Broadcasting,  Feb.  2). 


Hogback  acceptable 
to  CBS— WSPA-TV 

CBS-TV  has  assured  WSPA-TV  Spar- 
tanburg, S.C.,  it  would  not  cancel  its 
affiliation  with  that  station  if  it  were 
required  to  move  to  its  originally-as- 
signed Hogback  Mountain  site,  Walter 
Brown,  station  president,  said  last  week 
in  direct  (written)  testimony  submitted 
in  the  court-remanded  ch.  7  case.  A  pre- 
hearing conference  is  scheduled 
Wednesday  (Feb.  18)  in  the  re-opened 
case. 

Mr.  Brown  said  that  while  CBS  was 
unwilling  in  1954  to  sign  with  WSPA- 
TV  at  a  Hogback  site  because  of  some 
duplication  of  coverage  area  with 
WBTV  (TV)  Charlotte,  N.C.,  William 
Lodge,  CBS-TV  station  relations  vice 
president,  has  assured  him  the  network 
won't  cancel  if  WSPA-TV  moves  from 
its  present  Paris  Mountain  site  to  Hog- 
back. Besides,  Mr.  Brown  said,  the  net- 
work couldn't  very  well  afford  to  not 
use  one  of  the  three  vhf  stations  in  the 
Spartanburg  area  because  listeners  de- 
mand a  better  signal  than  that  which 
WBTV  could  put  into  the  area. 

Mr.  Brown  enclosed  WSPA-TV 's 
estimate,  made  last  year,  that  it  would 
take  12  months,  cost  $250,000,  result 
in  a  "definite  but  not  definable  loss  of 
service"  from  set  orientation  disrup- 
tions and  disrupt  programs  to  an  "un- 
known" extent  should  WSPA-TV  be  re- 
quired to  move  to  Hogback.  The  esti- 
mate was  made  in  answer  to  a  question 
by  the  U.S.  Appeals  Court  for  the  Dis- 
trict of  Columbia  on  results  if  the  move 
were  required. 

WSPA-TV  was  granted  ch.  7  in  No- 
vember 1953  for  a  Hogback  site,  but 
before  construction  requested  and  re- 
ceived a  temporary  permit  to  locate  on 
Paris  Mountain.  WGVL  (TV)  Green- 
ville and  WAIM-TV  Anderson,  S.C., 
both  uhfs,  protested.  WSPA-TV  then 
surrendered  the  temporary  permit  and 
asked  for  and  was  granted  a  regular 
permit  for  Paris  Mountain.  This  also 
met  objections  from  the  two  uhfs.  They 
appealed  FCC  denials  and  were  sup- 
ported by  the  court  in  a  March  1955 
decision.  The  FCC  in  July  1957  reaf- 
firmed the  grant  for  Paris  Mountain. 
The  FCC  decision  was  reversed  by  the 
court  in  May  1958  and  the  record  or- 
dered re-opened.  The  court  differed 
with  FCC's  position  that  loss  of  tv  serv- 
ice resulting  from  location  on  Paris 
rather  than  Hogback  was  justified  by  the 
new  service  in  other  areas.  The  court 
also  refused  to  accept  the  FCC's  posi- 
tion that  WSPA-TV  did  not  make  a 
"willful"  misrepresentation  in  failing  to 
tell  the  FCC  that  the  Paris  Mountain  lo- 
cation was  necessary  to  get  an  affiliation 
with  CBS. 
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PROXMIRE  WANTS  TO  DUMP  FCC 

Judges  to  supplant  seven  commissioners 
asked  in  Wisconsin  senator's  proposed  bill 


The  Congress  will  be  asked  to  abolish 
the  seven  positions  of  commissioners  of 
the  FCC. 

In  their  stead,  Sen.  William  Prox- 
mire  (D-Wis.)  plans  to  introduce  a  bill 
calling  for  communications  decisions 
and  grants  to  be  made  by  a  panel  of 
judges  with  3-5  members.  The  position 
of  communications  administrator  would 
be  established  to  handle  routine  actions 
and  decisions. 

Sen.  Proxmire  said  last  Wednesday 
(Feb.  11)  that  he  would  introduce  his 
bill  "within  a  few  weeks."  He  said  many 
provisions  of  the  bill  have  not,  as  yet, 
been  finalized. 

The  current  staff  of  the  Commission 
would  be  left  intact,  he  stated,  with 
hearing  examiners  and  the  bureaus  to 
continue  under  the  judges  and  admin- 
istrator. "I  have  heard  no  criticism  of 
the  Commission  staff,"  the  Wisconsin 
Democrat  said. 

Under  the  legislation,  the  judges 
would  receive  lifetime  appointments 
with  judicial  standing.  Each  judge 
would  specialize  in  a  particular  field 
and  he  alone  would  make  decisions  in 
that  field.  For  instance,  one  judge  would 


make  tv  decisions,  another  would 
handle  telephone  matters,  etc.  They 
would  be  appointed  by  the  President. 

Appeals  of  their  decisions  would  be 
made  through  the  existing  judicial  struc- 
ture. 

Sen.  Proxmire  said  he  has  been 
thinking  about  such  legislation  for 
some  time  and  that  the  House  Legisla- 
tive Oversight  exposures  "added  fuel  to 
my  convictions."  He  continued:  "I  feel 
very  strongly  that  it  is  very  essential 
that  the  enormously  powerful  decision- 
making functions  of  the  FCC — which 
affects  10's  of  millions — should  be 
handled  in  the  most  judicial  way  and 
should  be  insulated  as  much  as  possible 
from  political  pressure." 

No  litigant  would  even  consider  try- 
ing to  influence  a  judge  except  on  merits 
and  the  record,  he  said,  and  his  bill 
would  be  the  best  way  to  accomplish 
a  similar  climate  in  broadcast  decisions. 

Salaries  of  the  judges  and  adminis- 
trators have  not  been  determined  as 
well  as  tenure  of  the  latter,  Sen.  Prox- 
mire said.  The  bill  has  been  discussed 
with  several  other  senators  who  are  in 


agreement  with  its  objectives,  he  stated. 

The  Proxmire  proposal  is  similar  to 
a  bill  ordered  drafted,  but  never  intro- 
duced, a  year  ago  by  Sen.  Warren  Mag- 
nuson  (D-Wash.),  chairman  of  the 
Commerce  Committee  (Broadcasting. 
March  17,  1958).  That  bill,  which  still 
is  active  in  committee  files,  would  have 
abolished  the  FCC  in  favor  of  a  com- 
munications administrator  (who  would 
be  charged  with  making  all  decisions) 
and  a  three-judge  communications 
court  of  appeals  (to  which  all  appeals 
of  the  administrator's  decisions  would 
be  directed).  Therein  lies  the  principal 
difference  between  the  two  proposals. 

Sen.  Magnuson  stated  a  few  weeks 


Sen.  Proxmire:  wants  lifetime  judges 


ago  that  "we've  just  got  to  do  something 
about  those  commissions"  (Broadcast- 
ing, Jan.  5).  He  said  the  ripper  bill 
would  be  considered,  along  with  many 
other  expected  reform  bills,  and  that 
the  committee  would  approve  a  meas- 
ure containing  the  best  features  of 
each. 

Sen.  Proxmire's  bill,  when  it  is  in- 
troduced, will  be  referred  to  Sen.  Mag- 
nuson's  committee.  The  Wisconsin 
Democrat  said  that  he  planned  to  dis- 
cuss his  measure  with  Sen.  Magnuson 
before  it  is  introduced. 

Harris  stays  at  helm 

Rep.  Oren  Harris  (D-Ark.),  chair- j 
man  of  the  House  Interstate  &  Foreign 
Commerce  Committee,  last  Thursday 
(Feb.  12)  announced  that  he  would 
continue  as  chairman  of  the  new  Com-i 
munications  &  Power  Subcommittee.  I 
Jurisdiction  over  power  was  added  to 
the  subcommittee  during  the  86th  Con- 
gress, while  transportation  matters  were 
assigned  to  a  new  body. 


WBNS  Radio 

Columbus,  Ohio 
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We  DO  NOT  play  and  rotate  "the  top 
100"  records.  We  DO  broadcast  27  of 
"the  top  33"  programs,  listed  by  Pulse. 
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The  world  of  television  is  the  only  beat 
of  TV  G  uide  magazine. 

And  America's  increasing  absorption  in  TV — 
its  programs,  its  people,  its  progress — has 
been  mirrored  in  TV  Guide's  unparalleled 
circulation  climb. 

Of  all  weekly  magazines  past  and  present, 
TV  Guide  is  the  only  one  ever  to  break  through 
the  7  million  circulation  mark  .  .  .  and 
it  has  done  so  in  less  than  6  years! 

The  growth  of  TV  Guide  is  indeed  as  dramatic 
as  the  growth  of  television  itself. 


A  weekly  magazine  ...  a  daily  habit 


WESTERN  ELECTRIC  AND 


THE  MEN  of  Western  Electrics  Field  Engineering  Force  instruct  DEW  LINE  of  radar  stations,  built  by  W.E.  for  the  Air  Force 
and  advise  the  Armed  Forces  on  W.E.-made  equipment  that  helps  in  32  months,  is  now  being  extended  across  the  Aleutians.  Hun- 
direct  guns,  bombs  and  missiles  for  the  Army,  Navy  and  Air  Force.       dreds  of  Bell  System  people  bucked  the  Arctic  to  help  build  it. 


NATIONAL  DEFENSE 


From  the  DEW  Line  in  the  Arctic  to  the  Nike  Systems  here  cat  home,  Western 
Electric's  telephone  experience  has  been  put  to  work  in  the  nation's  defense. 


Telephone  work  may  seem  a  far  cry  from  the  building  of  the 
DEW  Line  or  production  of  the  Nike  guided  missile  systems.  Yet, 
Western  Electric  was  asked  to  handle  these  and  other  important 
defense  assignments  precisely  because  of  the  special  capabilities 
it  developed  as  manufacturing  and  supply  unit  of  the  Bell 
Telephone  System. 

Our  being  asked  to  produce  the  Nike  and  Terrier  guidance 
systems— plus  radar  systems  for  guns,  bombs,  planes  and  ships- 
stems  from  Western  Electric's  experience  as  a  manufacturer  of 
telephone  communications  equipment.  Because  of  the  close  inte- 
gration of  our  efforts  with  those  of  Bell  Laboratories  and  the  Bell 
operating  telephone  companies,  we've  developed  an  ability  to 
turn  ideas  swiftly  and  smoothly  into  working  realities. 

Our  being  asked  to  build  the  DEW  Line  and  provide  manage- 
ment services  for  SAGE  —  gargantuan  problems  in  logistics  — 
becomes  understandable  in  light  of  Western  Electric's  supply 
job  for  the  Bell  System:  marshalling  men  and  materials,  coor- 
dinating the  activities  of  thousands  of  suppliers,  to  provide  the 
things  needed  for  telephone  service. 

In  short,  Western  Electric's  experience  in  handling  vast  projects 
of  great  technical  complexity  —  plus  its  ability  to  bridge  the  gap 
between  research  and  operation— presents  a  ready-made  package 
of  know-how  useful  to  the  government. 

We  are  glad  that  our  Bell  telephone  work  has  so  equipped 
Western  Electric  to  serve  the  nation's  defense. 


J 


TERRIER.  As  prime  contractor  for  the  ground 
guidance  equipment  of  the  Marines'  Terrier  —  a 
mobile  guided  missile  system  —  Western  Electric 
helps  provide  anti-aircraft  protection  on  beachheads. 


DOLLAR-A-YEAR  JOB.  At  the  request  of  the 
Atomic  Energy  Commission,  Western  Electric  man- 
ages the  Sandia  Laboratories  in  Albuquerque,  New 
Mexico.  Mission:  to  help  bridge  the  gap  between 
research  and  production  of  complex  atomic  weapons. 


SAGE  NERVE  CENTER.  Western  Electric  is  responsible  for  man- 
agement services  during  the  building  of  the  Air  Force's  vital  SAGE 
project,  which  is  making  the  nation's  air  defense  semi-automatic. 


NATIONWIDE  TEAM  of  5,900  companies,  part  of 
W.E.'s  supplier  force  of  37,000,  helps  with  defense  work. 
Among  them  Douglas  Aircraft,  maker  of  Nike  air  frame. 


How  WSB-TV  tower  was  modi- 
fied for  new  TF-12AL  antenna 

1.  Existing  tower  inspected,  damaged 
members  replaced,  all  bolts  tightened. 

2.  New  guy  pulloffs  installed,  diagonals 
and  girts  reinforced. 

3.  New  guy  anchor  material  installed. 

4.  New  guys  installed  and  tensioned. 

5.  Existing  14-layer  channel  2  super-gain 
antenna  and  AM  antenna  removed,  all 
tower  steel  above  798'  level  removed. 

6.  New  steel  installed  above  798'  level. 

7.  New  RCA  TF-12AL  antenna  and  new 
side-mounted  Collins  FM  antenna  installed. 

8.  New  transmission  lines  installed  where 
required. 

9.  All  guys  retensioned. 

10.  All  areas  affected  by  modification 
repainted. 


"I'm  Bob  Holbrook,  Chief  Engineer  for  WSB-TV 
Atlanta.  Recently  we  decided  to  replace  our  original 
antenna  with  a  new  RCA  TF-12AL  and  increase  our 
overall  tower  height  17'. 

"As  a  result  of  these  changes,  we  have  noted  not 
only  the  increase  in  coverage  radius  anticipated  and 
improved  fill-in  of  the  entire  area,  but  a  marked  im- 
provement in  the  quality  of  the  transmitted  picture 
We  feel  that  this  installation  has  made  full  use  of  the 
advanced  technology  in  antenna  and  transmission  line 
design. 

"The  change-over  was  a  complex  job  and  required 
extensive  modification  of  the  tower  Dresser-Ideco 
built  for  us  in  1951.  To  assure  a  structurally-sound 
installation,  we  called  in  Dresser-Ideco  to  plan  the 
changes.  They  calculated  the  alterations  in  the  tower 
and  guys  necessary  to  support  the  new  equipment  and 
designed  and  fabricated  the  new  tower  members 
needed.  Then  Dresser-Ideco  supplied  the  erection  con 
tractor  with  detailed  drawings  and  instructions  for 
making  the  modifications  and  installing  the  new 
equipment. 

"Dresser-Ideco  worked  from  the  original  drawings 
and  design  calculations  for  our  tower  and  gave  the 
modification  job  the  same  careful  attention  that  im 
pressed  us  when  they  built  the  original  tower.  The  new 
antenna  installation  moved  along  at  a  fast  pace,  with 
completion  on  schedule." 

Dresser-Ideco's  unique  tower  modification  service 
is  available  to  all  Dresser-Ideco  tower  owners.  A  per 
manent  file  is  maintained  of  all  tower  drawings  and  de 
sign  calculations.  This  modification  service  is  another 
of  the  many  exclusive  extras  you  get  when  you  specify 
Dresser-Ideco,  the  nation's  most  experienced  tower 
builder.  Call  your  broadcast  equipment  representative, 
or  contact  us  direct.  Write  for  Tower  Catalog  T-57. 


The  Dresser-Ideco  radar  antenna  structure  in  the  center  of  the  deck 
this  Texas  tower  is  another  example  of  the  variety  of  towers  designed 
and  fabricated  by  Dresser-Ideco's  large,  diversified  Tower  Divi 
This  installation  is  off  the  north  Atlantic  coast,  east  of  Cape  Cod. 


See,  hear  "How  a  Taller 
Tower  Can  Pay  Off  for 
You."  Visit  our  booth  at 
the  NAB  Convention, 
March  15-18,  the  Conrad- 
Hiitcn. 


Dresser-Ideco  Company 

DIVISION  OF  DRESSER  INDUSTRIES,  INC. 
TOWER  DIVISION,  DEPT.  T-84,  875  MICHIGAN  AVE.,  COLUMBUS  S,  OHIO 

Branch:  8909  S.  Vermont  Ave.,  Los  Angeles  44,  Calif. 


WDAY  SUIT  TO  TEST  LIBEL  LAW 

Supreme  Court  may  clarify  Sec.  315 


The  30-year-old.  vexatious  Sec.  315 
provision  of  the  Communications  Act 
— and  its  predecessor  the  Radio  Act  of 
1927 — is  scheduled  to  be  tested  in  the 
United  States  Supreme  Court,  March  5. 

This  is  the  tentative  date  for  argu- 
ment on  the  biennial  hairshirt  of  broad- 
casters. It  will  be  heard  in  the  SI 50.000 
damage  suit  filed  by  the  Farmers  Union 
against  WDAY  Inc.,  Fargo,  N.D. 

Briefs  by  the  Farmers  Union,  WDAY 
and  NAB  were  filed  with  the  Supreme 
Court  last  week. 

At  issue  is  the  question  whether  Sec. 
315  confers  immunity  on  broadcasters 
against  damage  suits  for  defamation. 

Sec.  315  requires  broadcasters  to  of- 
fer political  candidates  equal  time  on 
their  facilities  if  they  have  permitted 
any  candidate  to  appear  on  the  air.  It 
also  forbids  broadcasters  to  censor  any 
such  messages. 

The  present  suit,  the  first  to  reach  the 
Supreme  Court,  was  instituted  in  1957 
by  the  Farmers  Educational  &  Coopera- 
tive Union  of  America.  North  Dakota 
division,  against  WDAY  Inc.  This  fol- 
lowed the  WDAY-TV  telecast  of  a 
filmed  campaign  speech  by  A.  C.  Town- 
ley,  a  splinter  candidate  for  the  U.S. 
Senate  from  North  Dakota  during  the 
1956  campaign. 

Mr.  Townley  referred  several  times 
in  his  speech  to  the  Farmers  Union  as 
communist  and  communist-dominated. 

A  state  district  judge  ruled  that  Sec. 
315  required  the  station  to  run  the 
Townley  speech  and  rendered  the  sta- 
tion immune  from  the  libel  laws  of 
North  Dakota. 

This  ruling  was  upheld  by  the  North 
Dakota  Supreme  Court  in  a  four-to-one 
decision  in  April  last  year. 

It  is  this  ruling  which  has  been  ap- 
pealed to  the  U.S.  high  tribunal. 

The  Farmers  Union  contended  that 
Sec.  315  does  not  compel  a  broadcaster 
to  broadcast  libel.  It  also  maintained 
that  the  Communication  Act  provision 
does  not  permit  stations  to  defame  third 
persons  who  are  not  political  candi- 
dates. 

The  petition  said  that,  since  Congress 
had  refused  to  adopt  proposals  to  im- 
munize broadcasters,  it  ""intended  that 
state  law  should  govern." 

WDAY  Inc..  in  its  brief,  accepted  the 
position  of  NAB,  and  also  emphasized 
that  broadcasters  should  be  considered 
as  disseminators  of  political  candidates' 
speeches,  rather  than  in  the  same  light 
as  publishers. 

'  The  respondent  has,  by  statute,  been 


deprived  of  the  right  of  exercising  the 
editorial  discretion  that  is  inherent  in 
the  measurement  of  the  liability-  of  an 
alleged  tort  feasor  [wrongdoer]  in  the 
usual  press  case."  it  said.  The  station 
also  emphasized  the  '"unique"  character 
of  electronic  communications  as  com- 
pared with  publishing. 

The  62-page  NAB  brief  contended 
that  Sec.  315  must  be  construed  to 
blanket  stations  complying  with  its  pro- 
visions with  complete  and  absolute  im- 
munity to  libel  suits. 

Unless  this  is  so.  NAB  stated,  Sec. 
315  must  be  declared  unconstitutional. 

NAB's  argument: 

•  The  FCC  has  categorically  asserted 
that  Sec.  315  has  pre-empted  the  field 
of  political  broadcasting  and.  by  for- 
bidding a  licensee  to  censor,  has  con- 
ferred immunity  against  libel  or  slander 
suits  for  remarks  made  by  political 
candidates. 

•  Congress,  by  acquiescing  in  the  ad- 
ministrative interpretations  of  Sec.  315. 
has  indicated  that  it  agrees  with  the 
FCC's  rulings  on  the  subject.  NAB  re- 
ferred to  the  1948  Port  Huron  case  in 


which  the  Commission  unequivocally 
stated  that  a  broadcaster  is  immune  for 
libel  when  a  political  candidate  is  using 
his  facilities,  and  the  1951  WDSU  New 
Orleans  case,  where  the  Commission 
chastised  the  New  Orleans  station  for 
'  censoring-'  a  candidate's  speech. 

•  NAB  pointed  out  that  since  1927 
there  have  been  17  bills  introduced  in 
Congress  to  relieve  the  broadcaster 
from  damages  for  libel  uttered  by  polit- 
ical candidates  using  broadcasting  fa- 
cilities under  the  Sec.  315  authoriza- 
tion. Congress  has  never  acted  on  these 
bills,  the  trade  association  declared. 
When  the  Communications  Act  was 
amended  in  1952  Congress'  "obvious 
refusal  to  change  that  section  despite 
clear  knowledge  of  administrative  in- 
terpretation thereof  demonstrated  clear- 
ly its  acquiescence  with  the  Commis- 
sion's interpretation  of  the  section." 

".  .  .  Congress,  by  virtue  of  its  in- 
action, has  acquiesced  in  the  adminis- 
trative interpretation  given  Sec.  315." 
NAB  stated,  "by  its  statutory'  arm,  the 
Commission,  and  .  .  .  Congress  cannot 
be  presumed  to  have  intended  the  mon- 
strous and  inequitable  result  arising 
from  passage  of  a  law  which  at  one  and 
the  same  time  requires  a  broadcaster  to 
air  political  expression  but  places  him 
in  jeopardy  because  of  his  legal  inability 


Tv  program  tie 

The  FCC  is  getting  ready  to 
spread  on  the  record  alleged  ex- 
amples of  television  networks  forc- 
ing their  way  into  ownership  of  pro- 
gramming packages  as  a  condition 
of  placing  the  shows  on  the  air. 

A  special  Commission  staff  is 
working  up  a  report  to  the  Commis- 
sion— due  in  a  week  or  two — on 
these  alleged  tie-in  practices.  The 
basis  of  the  report  will  be  informa- 
tion submitted  recently  to  the  Com- 
mission by  the  lustice  Dept. 

The  intent  of  the  FCC.  if  it  de- 
cides to  order  a  public  hearing  on 
the  subject  will  be  to  force  com- 
plainants to  spread  on  the  public 
record  their  charges  that  television 
networks  muscle  in  on  program  prop- 
erties. At  the  same  time  the  FCC 
will  permit  some  type  of  cross  exam- 
ination of  those  making  charges. 

The  basis  for  the  inquiry,  it  was 
learned,  is  a  report  from  the  Justice 
Dept.  itemizing  several  dozen  com- 
plaints of  this  practice  by  program 
producers,  syndicators.  advertising 
agencies,  and  others.  These  charges 
have  been  under  investigation  by  the 
Justice  Dept..  including  its  famed 
FBI.  for  a  number  of  years.  Most  of 


■ins  under  fire 

the  complaints  are  directed  at  CBS 
and  NBC,  it  was  ascertained. 

First  reports  that  the  Justice  Dept. 
was  looking  into  purported  program 
tie-in  abuses  came  last  year  when 
the  now-famous  April  24.  1958. 
meeting  between  FCC  and  Justice 
Dept.  officials  took  place. 

At  that  time  the  government's  anti- 
trust chief,  Judge  Victor  R.  Hansen, 
told  FCC  Chairman  John  C.  Doer- 
fer  that  if  reports  of  program  tie-ins 
were  correct,  such  a  practice  was  a 
violation  of  the  antitrust  laws. 

The  same  meeting  was  the  oc- 
casion for  the  Justice  Dept.'s  ex- 
pression of  opinion  that  option  time 
and  must-buy  practices  of  tv  net- 
works are  antitrust  violations  per  se. 

The  FCC  last  month  submitted  to 
Justice  a  memorandum  holding  that 
opition  time  was  reasonably  neces- 
sary for  tv  networking.  Three  of  the 
seven  FCC  commissioners  dissented. 
The  Justice  Dept.  has  not  yet  re- 
plied to  this  notification. 

The  information  about  program 
tie-in  charges  was  made  public  last 
June  when  FCC  Chairman  Doerfer 
appeared  before  the  Senate  Com- 
merce Commite  (Broadcasting.  June 
9.  1958). 
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Sen.  Carroll  Sen.  Dirksen 


to  restrain  defamatory  utterances  con- 
tained therein." 

The  trade  association  urged  the  high 
court  to  rule  that  the  immunity  was 
total.  It  said  it  was  concerned  about  the 
North  Dakota  Supreme  Court  decision 
which  referred  to  the  immunity  as  ap- 
plying to  such  statements  of  candidates 
which  are  germane  to  the  political  cam- 
paign. 

Briefs  are  also  scheduled  to  be  sub- 
mitted, it  is  understood,  by  the  Dept.  of 
Justice  and  the  American  Civil  Liber- 
ties Union. 

These  two,  together  with  NAB,  are 
parties  in  the  case  as  friends  of  the 
court. 

IN  SENATE  WING 
New  federal  probe 
now  being  organized 

The  chairman  of  a  new  Senate  Ju- 
diciary subcommittee,  with  the  intrig- 
uing possibility  of  an  Oversight-type  in- 
vestigation in  its  future,  was  busy  last 
week  trying  to  hire  a  staff. 

The  subcommittee  on  Administrative 
Practice  &  Procedure  was  authorized 
Feb.  2  under  Sen.  John  Carroll  (D- 
Colo.)  to  make  a  "full  and  complete 
study  and  investigation"  of  administra- 
tive practices  in  government  depart- 
ments and  agencies.  When  asked  if  it 
will  conduct  the  same  type  investigation 
as  the  House  Oversight  Subcommittee, 
Sen.  Carroll  replied,  "At  the  outset,  this 
is  a  different  purpose  entirely  .  .  .  this  is 
not  a  cloak  and  dagger  affair  ...  it  is 
not  a  meat-axe  committee." 

However,  he  said,  as  the  subcom- 
mittee pursues  its  study  of  agency  oper- 
ations under  the  Administrative  Pro- 
cedures Act,  questions  of  influence  and 
ex  parte  contacts  are  bound  to  come  up. 
"I  have  no  idea  which  way  our  sub- 
committee will  turn,"  he  said.  "As  we 
move  into  this  administrative  jungle,  I 
think  we  will  find  a  lot  of  things." 

Membership  •  Other  members  of  the 
three-man  subcommittee  are  Sens.  Phil- 
ip A.  Hart  (D-Mich.)  and  Everett  Dirk- 
sen (R-Ill.),  Senate  minority  leader.  Sen. 
Carroll  said  he  is  having  difficulty  hir- 
ing the  staff  people  he  wants  because  of 
salary  limitations.  The  subcommittee 
was  allocated  $115,000,  of  which  $96,- 
000  was  earmarked  as  salaries  for  the 
proposed  nine-man  staff. 

Sen.  Carroll,  a  former  police  officer 
and  district  attorney,  said  the  committee 
would  work  closely  with  professional 
groups,  such  as  the  American  Bar  Assn. 
He  cited  an  ABA  meeting  later  this 
month  which  is  scheduled  to  propose  a 
code  of  ethics  for  federal  officials  to 
Congress.  The  chairman  said  this  would 
be  the  first  order  of  business  for  his  sub- 
committee, which  was  established  on  a 
continuing  basis. 

The  subcommittee  has  not  yet  held 


its  first  meeting.  S  Res  61,  introduced 
by  Sen.  Carroll,  authorized  the  sub- 
committee for  the  specific  purpose  of 
making  "a  full  and  complete  study  and 
investigation  of  administrative  prac- 
tices and  procedure  within  the  depart- 
ments and  agencies  of  the  United  States 
in  the  exercise  of  their  rulemaking,  li- 
censing and  adjudicatory  functions,  in- 
cluding a  study  of  the  effectiveness  of 
the  Administrative  Procedure  Act,  with 
a  view  to  determining  whether  addi- 
tional legislation  is  required  to  pro- 
vide for  the  fair,  impartial  and  effective 
performance  of  such  functions." 

Sen.  Carroll  pointed  out  the  act  was 
passed  12  years  ago  and  Congress  has 
never  reviewed  its  effectiveness.  The 
subcommittee,  he  said,  would  conduct 
"comprehensive  factfinding  hearings" 
to  determine  the  "fairness  and  efficien- 
cy" of  agency  proceedings,  "the  ade- 
quacy of  guidelines  for  maintaining 
congressional  control  over  agency  law- 
making functions,  the  need  for  improv- 
ing standards  of  conduct  by  and  before 
federal  agencies  and  minimizing  undue 
delay  and  expense  of  the  federal  agency 
hearings." 

Report  Mandatory  •  The  subcommit- 
tee received  a  mandate  to  report  back 
to  the  Senate  no  later  than  Jan.  31, 
1960. 

Sen.  Carroll  said  he  had  "no  com- 
ment" on  the  effectiveness  of  the  House 
Oversight  Subcommittee  investigation 
which  became  involved  in  controversy 
and  charges  of  "politics."  "I  don't  want 
to  give  the  impression  this  is  an  Over- 
sight investigation,  because  it  isn't," 
Sen.  Carroll  told  Jack  Gertz  on  Mu- 
tual's  Capitol  Assignment  Thursday 
night  (Feb.  12). 

The  senator  said  it  was  possible  he 
would  go  into  the  charges  by  Bernard 
Schwartz  that  White  House  News  Sec- 
retary James  Hagerty  attempted  to  in- 
fluence the  FCC  (see  page  80),  but  that 
"it  would  be  presumptuous  for  me  to 
say  so  at  this  time." 

The  Senate  body  will  not  conflict  or 
duplicate  the  work  of  the  House  Anti- 
trust Subcommittee,  which  plans  hear- 
ings on  a  code  of  ethics  and  conflict  of 
interest,  Sen.  Carroll  said.  "Our  reso- 
lution covers  a  much  broader  base,"  he 
pointed  out. 


Sen.  Hart 


No  Crossed  Lines  •  Likewise,  both 
Sen.  Carroll  and  Rep.  Oren  Harris  (D- 
Ark.),  chairman  of  the  Oversight  Sub- 
committee, said  there  would  be  no  con- 
flict between  their  two  groups,  what- 
ever new  form  the  Harris  subcommit- 
tee should  take.  Liaison  is  planned  be- 
tween the  two  members  of  Congress, 
with  the  possibility  the  Carroll  subcom- 
mittee will  take  advantage  of  some  of 
Oversight's  work. 

Perhaps  an  indication  of  Sen.  Car- 
roll's course  can  be  gleaned  by  his  state- 
ment on  House  discloures  of  ex  parte 
contacts  between  commissioners  and 
litigants.  "They  [members  of  FCC]  have 
no  more  business  talking  to  private  liti- 
gants .  .  ."  than  do  judges,  he  said. 

The  Schwartz  book: 
nothing  new  revealed 

The  professor  has  written  his  book. 
He  failed  to  make  any  new  disclosures. 

The  professor  is  Dr.  Bernard 
Schwartz  of  New  York  U.,  who  was 
fired  as  chief  counsel  of  the  Legislative 
Oversight  Subcommittee  a  year  ago. 
His  work,  to  be  published  tomorrow  by 
Alfred  A.  Knopf,  New  York,  is  titled 
The  Professor  and  the  Commissions. 

Dr.  Schwartz  recommends  the  aboli- 
tion of  the  FCC  and  other  regulatory 
agencies.  In  their  place,  an  administra- 
tive court  wholly  insulated  against  im- 
proper pressures  and  influences  should 
be  established,  he  maintains.  The  Com- 
mission today  is  so  permeated  by  cor- 
ruption and  influence-peddling  that  such 
a  drastic  remedy  is  imperative,  he  says. 

The  275-page  dissertation  is  almost 
entirely  a  personal  defense  of  the  con- 
troversial doctor's  actions.  He  main- 
tains he  did  no  wrong.  He  repeats 
charges  that  he  was  fired  by  the  con- 
gressmen in  their  desire  to  cover  up 
the  scandal  he  had  uncovered.  He  is 
particularly  critical  of  the  personal,  pro- 
fessional and  political  actions  of  Rep. 
Oren  Harris  (D-Ark.),  chairman  of  the 
subcommittee. 

Dr.  Schwartz  repeats  his  charge  that 
the  subcommittee  exposed  to  the  pub- 
lic only  the  scandals  he  forced  it  to  do 
and  did  not  go  beyond  investigations  he, 
himself,  had  done  while  chief  counsel. 
This  is  vehemently  denied  by  all  con- 
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Latest  styles  arrive  early. . .  on  low  cost  Air  Express 


CHECK  YOUR  AIR  EXPRESS  SAVINGS 

over  any  other  complete  air  service 


CITY  TO  CITY..  .DOOR  TO  DOOR 

(for  a  25  lb.  package) 

AIR  e: 
Miles 

<PRESS 
Cost 

YOU  SAVE 

OKLA.  CITY  to  MINNEAPOLIS 
NEW  YORK  to  CEDAR  RAPIDS 
CHICAGO  to  SANTA  FE 
L.  A.  to  CORPUS  CHRISTI 

714 
929 
1123 
1347 

$7.25 
8.85 
10.45 
12.85 

$1.25  to  $6.89 
1.05  to  9.21 
1.30  to  10.54 
2.55  to  11.39 

Apply  these  typical  examples  to  your  shipping  problems 

CALL  AIR  EXPRESS  <^>  . . . . 
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To  make  a  big  splash  in  the  market,  manufacturers 
rush  their  swim  suits  to  stores  in  hours— with  Air 
Express.  Save  time  and  dollars,  too!  .  .  .  Air 
Express,  symbolized  by  the  big  "X,"  offers  you  the 
same  high  speed  and  low  cost.  Plus  exclusive  one 
carrier  door-to-door  delivery  to  thousands  of  U.  S. 
cities  and  towns.  Prove  it  with  a  'phone  call. 


AIR  EXPRESS 

GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 

Of  RAILWAY  EXPRESS  AGENCY 

79 


Hagerty  raps  Schwartz'  knuckles 


First  barbs  as  a  result  of  the 
Schwartz  book  were  exchanged  over 
the  weekend  of  Feb.  8  when  Presi- 
dential News  Secretary  James  Hag- 
erty emphatically  denied  that  he  ex- 
erted influence  on  the  FCC  in  the 
Albany-Schenectady-Troy,  N.Y.  de- 
intermixture  decisions. 

Mr.  Schwartz  did  not  mention  Mr. 
Hagerty  by  name  in  the  book  but 
stated  the  case,  "where  the  President's 
press  secretary  intervened  against  an 
applicant  on  political  grounds,"  is 
one  that  needs  further  investigating 
by  the  Legislative  Oversight  Sub- 
committee. 

"If  I  had  anything  to  say,  it  would 
be  that  he  [Schwartz]  was  misin- 
formed or  is  lying,"  Mr.  Hagerty 
said.  He  released  copies  of  corres- 
pondence in  the  case  between  himself, 
George  McConnaughey,  then  FCC 
chairman,  and  William  J.  Embler,  a 
personal  friend  of  Mr.  Hagerty.  Mr. 
Hagerty  had  forwarded  the  Embler 
letter  to  Comr.  McConnaughey  with- 
out comment  and  asked:  "Is  there 
any  way  I  can  answer  him?"  Mr. 
Embler  had  stated  that  more  than 
120,000  people  would  be  deprived 
of  tv  if  the  FCC,  as  proposed,  made 
the  area  all  uhf . 

After  Mr.  Hagerty  had  released 
the  correspondence,  Dr.  Schwartz 
stated  that  it  is  "highly  significant" 
the  FCC  kept  the  Hagerty  corre- 
spondence in  a  secret  file.  He  said 
Congress    should    investigate  Mr. 


Hagerty's  relationship  with  the  FCC. 

On  Feb.  26,  1957,  the  Commission 
proposed  to  delete  ch.  6,  held  by 


Hagerty:  says  it  isn't  so 

General  Electric's  WRGB  (TV),  from 
the  Albany-Schnectady-Troy  area 
and  assign  a  uhf  channel  to  WRGB. 
Mr.  Hagerty  wrote  Comr.  McCon- 
naughey March  5.  On  June  24,  the 
FCC  reversed  its  original  proposal 
and  assigned  a  second  vhf,  ch.  10,  to 
the  area. 

"The  facts  do  show  that  three 
months  after  Mr.  Hagerty  inter- 
vened, the  FCC  did  reverse  its 
original  decision,"  Dr.  Schwartz  said. 


nected  with  the  subcommittee  after  the 
Schwartz  discharge. 

Dr.  Schwartz  states  in  his  book:  ".  .  . 
I  fought  by  moves  calculated  to  make 
the  probe  one  of  the  most  sensational 
seen  in  Washington  in  many  a  year." 
On  the  same  page,  he  says  he  hoped  to 
do  an  "overall  scholarly  study  .  .  .  pri- 
marily a  legal  one." 

The  author  stated  he  had  17  tv  cases 
slated  for  investigation  because  of  ex 
parte  contacts  and  influence  before  he 
was  fired  by  the  subcommittee.  If  Dr. 
Schwartz  had  such  plans,  he  left  no  in- 
dication of  the  cases  involved  in  the 
subcommittee  files,  according  to  all 
those  who  had  access  to  the  records. 

•  Government  notes 

•  Ch.  4  WTTV  (TV)  Bloomington, 
Ind.,  was  granted  permission  to  identify 
itself  as  Indianapolis  as  well  as  Bloom- 
ington by  the  FCC  last  week.  Comr. 
Frederick  Ford  dissented  on  the 
grounds  that  the  city-grade  service  of 
the  station  did  not  adequately  cover 
Indianapolis. 

•  In  reply  to  a  petition  by  CBS,  the 
FCC  last  week  extended  for  60  days 
(from  Feb.  28)  the  time  for  filing  com- 
ments in  the  rulemaking  proceedings 
concerning  the  contemplated  prohibi- 
tion of  tv  stations,  other  than  network 
owned  and  operated,  from  being  rep- 
resented by  a  network  organization  in 
national  spot  sales. 

•  Georgia  State  Board  of  Education 
came  a  giant  step  closer  to  acquiring 
ch.  8  Waycross,  Ga.,  as  a  non-commer- 
cial facility  last  week  as  proceedings  on 
the  channel  closed  with  the  board  as  the 
only  applicant.  John  H.  Phipps,  who 
had  also  applied  for  ch.  8,  was  granted 
his  motion  to  dismiss  his  application 
without  prejudice  by  Chief  Hearing  Ex- 
aminer James  D.  Cunningham. 

•  The  FCC  last  week  designated  the  re- 
newal application  of  KMA  Shenandoah. 
Iowa,  for  hearing  on  the  question  of 
whether  the  station's  48.86%  owner- 


ship of  KFAB  Omaha,  Neb.,  vio- 
lates regulations  on  duopoly.  Each  sta- 
tion's 2  mv/m  contour  covers  the  other 
station's  city,  the  FCC  believes.  KMA 
bought  48.86%  of  KFAB  March  29, 
1957.  KMA  had  asked  for  waiver  of  the 
duopoly  rule. 

•  A  Federal  Trade  Commission  exam- 
iner has  ordered  Hutchinson  Chemical 


Corp.,  Chicago,  to  stop  making  ficti- 
tious pricing  claims  on  tv  for  its  Hutch- 
inson's Waterproof  Wax  for  automo- 
biles. Hearing  Examiner  J.  Earl  Cox 
ruled  that  the  regular  price  of  the  wax 
ranges  from  $2  to  $1.50,  much  less 
than  the  advertised  $3.95  a  can.  He 
dismissed  charges  that  the  company's 
"flaming  automobile"  demonstration  on 
tv  indicates  that  the  wax  is  both  heat 
and  cold  resistant  and  is  thus  deceptive. 
The  examiner's  finding  may  be  ap- 
pealed to  the  FTC  itself  or  stayed  or 
docketed  for  review  by  the  FTC. 

•  The  Washington  State  Assn.  of 
Broadcasters  testified  last  Tuesday  (Feb. 
10)  against  a  state  legislature  bill  which 
would  authorize  cities  and  counties  to 
establish  "public  broadcast  districts." 
Under  the  bill,  the  "districts"  would 
have  authority  to  tax  citizens  to  provide 
television  service  in  any  form  desired. 

The  bill  also  would  authorize  the 
regulation  of  rates  charged  by  CATV 
operators  and  the  licensing  of  broad- 
casting stations. 


PERSONALITY  PLUS 

One  of  America's  largest  coast-to-coast  chains  of  radio  and  TV  stations 
has  immediate  need  of  outstanding  young  men  with  extensive  on-air 
background.  Must  be  performers  with  PERSONALITY  PLUS,  suited 
to  modern  radio  music  operation  in  Top  Ten  markets.  Great  chance 
for  TV  exposure  in  same  markets.  Salary  to  match  your  ability  and 
potential.  If  you  have  excellent  background,  personable  appearance, 
and  are  ready  for  a  big  move  ahead,  apply  today.  Send  thorough 
resume,  photos  and/or  film,  and  tape,  today.  Please  do  not  apply 
unless  well-cpialified.  If  interested,  will  arrange  expense-paid  personal 
interview.  Write  PERSONALITY,  Box  629H,  BROADCASTING. 
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The  only  video  tape  in 


PHILCO 


telecasting  use  today  is 


"SCOTCH"  BRAND  Video  Tape 

Only  "Scotch"  Brand  has  the  treasury  of  research  experience,  the 
technical  skills  and  the  precise  manufacturing  facilities  to  deliver  a 
magnetic  tape  of  consistent  quality  that  meets  the  critical  demands  of 
video  recording. 

Today,  more  and  more  advertisers,  agencies  and  TV  film  producers 
are  turning  to  "Scotch"  Brand  Video  Tape  for  their  commercial 
announcements— of  ten  with  substantial  production  savings.  (Examples 
are  shown  above.)  Its  quality  is  surprisingly  superb.  Video  tape  inserts 
or  full  length  commercials  are  undetectable  from  "live"  telecasts  on 
home  receivers. 

Not  so  surprising,  when  you  think  of  it,  is  that  the  first  and  only 
successful  video  recording  tape  comes  from  "Scotch"  Brand,  pioneers 
of  magnetic  tapes  for  sound  recording  and  instrumentation  as  well.  -  J 


Minnesota  Joining  and  Manufacturing  compani 

...WHERE    RESEARCH    IS    THE    KEY   TO  TOMORROW^ 
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FATES  &  FORTUNES 


Advertisers 


pwfg 


Mr.  Wheeler 

man  of  board, 
las  Corp.  is 
Northeast. 


•  Robert  S.  Wheel- 
er, director  of  adver- 
tising, Boyle-Midway 
division  of  American 
Home  Products  Corp., 
N.Y.,  elected  v.p. 

•  David  A.  Stretch, 
president     of  Atlas 
Corp.,  elected  chair- 
Northeast  Airlines.  At- 

majority  stockholder  in 


Mr.  Needham 


•  Edward  A.  Leary, 
formerly  with  Keyes, 
Madden  &  Jones,  Chi- 
cago, and  Fuller  & 
Smith  &  Ross,  Cleve- 
land, appointed  na- 
tional sales  promotion 
manager  for  Norge 
Div.  of  Borg-Warner 
Mr.  Leary        Corp.,  Chicago. 

•  Eugene  W.  Rohloff,  formerly  of 
Benton  &  Bowles,  N.Y.,  named  adver- 
tising director  of  Palm  Beach  Co.,  that 
city. 


Agencies 

•  Richard  H.  Need- 
ham,  v.p.,  personnel 
director  and  account 
executive  of  Need- 
ham,  Louis  &  Brorby 
Inc.,  Chicago,  elected 
chairman  of  agency's 
operating  committee. 
Blair  Vedder  Jr., 
v.p.  and  media  direc- 
tor, named  secretary.  Mr.  Needham 
succeeds  Albert  A.  Klatt,  v.p.  and 
copy  director,  who  continues  as  com- 
mittee member. 

•  Martin  Koehring,  formerly  v.p.  and 
creative  director,  Marschalk  &  Pratt, 
N.Y.,  and  William  Munroe,  formerly 
v.p.  and  marketing  director,  M&P,  to 
Foote,  Cone  &  Belding,  LA.,  in  simi- 
lar capacities.  Rudolph  Pilch,  with 
FC&B,  Chicago,  named  assistant  treas- 
urer in  agency's  Los  Angeles  office. 

•  John  Hoagland,  presently  v.p.  and 
broadcast  account  supervisor  at  BBDO, 
on  March  1  will  join  Ogilvy,  Benson  & 
Mather,  N.Y.,  as  v.p.  and  associate  di- 
rector of  broadcast  department. 
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portable  instrument  for  measuring  the 
wide  range  of  radio  signal  intensities  from 
540  to  1600  Ice.  Its  range  is  from  10  micro- 
volts to  10  volts  per  meter,  making  it  equally 
effective  for  interference  studies  at  low  signal 
strengths  and  close-in  measurements  on  high- 
power  directional  arrays. 

Accuracy  is  assured  by  a  calibration  method 
that  compensates  for  variations  in  tube  char- 
acteristics and  for  voltage  variations  in  the 
self-contained  battery  power  supply.  Opera- 
tion is  simple— measurements  made  rapidly- 
direct  reading  on  all  ranges— requires  no 
charts  or  multiplication  factors — no  warm-up 
period  necessary. 
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•  Robert  H.  Dingwall,  v.p.,  and 
Peter  H.  Nichols,  v.p.  in  charge  of 
research  and  marketing,  Charles  W. 
Hoyt  Co.,  N.Y.,  elected  directors. 
Frank  A.  Whipple,  director  for  past 
29  years,  and  Robert  W.  Mickam,  di- 
rector for  past  14  years,  elected  hon- 
orary directors. 

•  Henry  L.  Bucello,  account  super- 
visor in  charge  of  Best  Foods  division, 
Corn  Products  Co.  account,  Guild, 
Bascom  &  Bonfigli,  N.Y.,  appointed  v.p. 

•  W.  B.  (Pete)  Booth,  copy  director  of 
Campbell-Ewald  Co.,  Detroit,  named 
v.p.  and  creative  director  for  copy. 
James  N.  Hastings,  art  director  of 
C-E,  named  v.p.  and  creative  director 
for  art.  Other  appointments:  Clifford 
Wesenberg,  formerly  administrative 
aide  of  American  Motors,  Detroit, 
named  administrative  coordinator  for 
copy  and  art  departments;  Donald  P. 
David,  senior  copy  director,  to  associate 
director  for  copy,  and  Charles  H. 
Felt,  copy  group  supervisor,  to  di- 
rector of  copy  department. 

•  Robert  G.  Wilder,  v.p.  and  direc- 
tor of  public  relations,  Lewis  &  Gilman 
Inc.,  Phila.,  elected  executive  v.p.  and 
member  of  executive  committee. 

•  Jack  L.  Moss,  formerly  with  Dancer- 
Fitzgerald-Sample  Inc.,  to  G.  T.  Stan- 
ley Co.,  N.Y.,  as  v.p. 

•  Arthur  W.  Bagge,  midwest  radio 
sales  manager  of  Peters,  Griffin,  Wood- 
ward, station  representative,  replaces 
E.  P.  (Jimmy)  James,  v.p.  of  A.  C. 
Nielsen  Co.,  as  chairman  of  Broadcast 
Adv.  Club  of  Chicago,  special  projects 
group.  Mr.  James  has  been  appointed 
to  head  Nielsen  tv  index  service  in 
United  Kingdom  in  late  February 
(Broadcasting,  Feb.  2). 

•  Muriel  Bullis,  with  Erwin  Wasey, 
Ruthrauff  &  Ryan  past  three  years,  pro- 
moted to  supervisor  of  broadcast  media 
in  agency's  Los  Angeles  office. 

•  William  Kennedy  promoted  from 
chief  timebuyer  to  group  supervisor  at 
McCann-Erickson,  Chicago.  He  is  not 
accepting  post  as  manager  of  Detroit 
office  of  Robert  E.  Eastman  Co.,  sta- 
tion representative  (Broadcasting,  Jan. 
26). 

•  Richard  C.  Art,  formerly  managing 
editor  of  Wood  &  Wood  Products  mag- 
azine, appointed  director  of  media  of 
Western  Advertising's  Chicago  office 
with  cooperative  duties  in  Racine  office. 
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•  Herb  Haft,  formerly  with  Grey  Adv., 
to  Coordinated  Marketing  &  Advertis- 
ing Co.,  N.Y.,  as  director  of  public 
relations. 

•  Newton  Frank,  formerly  of  Crossley 
S-D  Surveys  Inc.,  to  Reach,  McClinton 
&  Co.,  N.Y.,  research  department,  as 
project  director. 

•  Blanche  Cosgrave,  formerly  media 
research  manager  and  radio-tv  research 
manager,  Ruthrauff  &  Ryan,  to  Bryan 
Houston  Inc.,  N.Y.,  as  budget  coordi- 
nator for  Whitehall  Labs  products. 

•  Edward  D.  Cummings,  formerly  v.p. 
and  media  director,  Robert  W.  Orr, 
Assoc.,  to  Noyes  &  Co.,  Providence, 
R.I.,  as  media  and  research  director. 

•  William  Nelson,  formerly  producer 
and  writer  of  National  Barn  Dance  at 
WLS  Chicago  past  16  years,  appointed 
radio-tv  director  at  Gordon  &  Hemp- 
stead Inc.,  Chicago  agency. 

•  Sherwin  H.  Wasserman,  formerly 
of  Young  &  Rubicam,  N.Y.,  as  re- 


searcher, to  Kenyon  &  Eckhardt,  N.Y., 
as  project  supervisor.  Jack  Kaplan, 
previously  media  analyst  of  Y&R,  to 
K&E  as  senior  media  research  analyst. 


•  Al  Dorian,  account  executive  with 
Roche-Eckhoff  &  Lee,  L.A.,  made  man- 
ager of  agency's  new  industrial  division. 
R-E&L  Vice  President  Bob  Lee  has 
resigned  to  open  his  own  agency. 


•  Alfred  Scherr,  art  director,  Reach, 
McClinton's  Newark  office,  named 
senior  art  director;  Fred  Kirberger, 
formerly  of  Erwin  Wasey,  Ruthrauff  & 
Ryan,  to  Newark  art  staff.  Gregory 
Bruno,  formerly  in  R/M's  Newark  art 
department,  to  New  York  art  staff. 


•  John  P.  Fengler,  formerly  of  Doner 
&  Peck,  N.Y.,  and  NBC,  to  N.W.  Ayer 
&  Son,  N.Y.,  as  broadcast  producer  in 
tv-radio  department;  Guy  Wallace, 
with  Ayer  since  1956,  named  casting 
director  in  same  department;  Philip  A. 
Young,  formerly  copy  chief  in  depart- 
ment, and  most  recently  tv  copy  direc- 
tor of  Campbell-Ewald,  Detroit,  rejoins 


Ayer  as  service  representative  in  Detroit 
office  on  Plymouth  account. 


•  John  Paul  Jones,  formerly  with 
ABC-TV,  to  Frank  B.  Sawdon  Inc., 
N.Y.,  as  radio-tv  producer-director. 

•  Richard  M.  Bueschel,  formerly  ac- 
count executive  at  Erwin  Wasey,  Ruth- 
rauff &  Ryan  Inc.,  Chicago,  appointed 
account  manager  at  Waldie  &  Briggs 
Inc.,  that  city. 

•  Charles  A.  Glover,  formerly  as- 
sistant v.p.  of  Eastern  Air  Lines,  to 
Kudner  Agency  as  account  executive 
on  Pan  American  Airways  account. 

•  Lewis  E.  Pierce  Jr.,  formerly  of 
Paris  &  Peart,  to  James  Thomas  Chi- 
rurg  Co.,  Boston,  as  account  executive. 

•  Thomas  E.  J.  Sawyer,  previously 
with  General  Foods  Corp.,  named  ac- 
count executive,  Guild,  Bascom  & 
Bonfigli,  N.Y. 

•  William  E.  Phillips,  formerly  with 
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Procter  &  Gamble  food  division,  to 
Ogilvy,  Benson  &  Mather,  N.Y.,  as 
account  executive  on  Maxwell  House 
coffee. 

•  Tom  Hagner,  formerly  account  ex- 
ecutive of  WCBM  Baltimore,  to  W.  B. 
Doner  &  Co.,  that  city,  as  media  buyer. 

•  William  J.  Colihan  Jr.,  v.p.  and  di- 
rector of  copy  department,  Young  & 
Rubicam,  N.Y.,  named  executive  di- 
rector of  copy  department.  Mr.  Colihan 
will  also  share  executive  responsibilities 
with  Charles  Feldman,  v.p.  and  di- 
rector. 

•  Mrs.  Jean  M.  Walker,  formerly  ac- 
count executive  of  West  Marcus  agency, 
L.A.,  to  Tobias  &  Co.,  Charleston,  S.C., 
advertising  and  public  relations  agency, 
as  copy  chief. 

•  Les  Daniels,  formerly  copy  super- 
visor with  Bryan  Houston  Inc.,  to 
Brown  &  Butcher  Inc.,  N.Y.,  as  copy 
chief  for  Charles  Antell  Div.  of  B.  T. 
Babbitt  Inc.  account;  Ralph  Tassinari, 
previously  account  executive  with  Foote, 
Cone  &  Belding,  to  B&B  as  account  ex- 
ecutive on  Glenbrook  Labs,  division  of 
Sterling  Drug  Co.  account;  Langdon  H. 
Wesley,  former  account  executive  with 
Wesley  Assoc.,  named  account  execu- 
tive on  Antell  account. 

•  William  E.  Reed,  formerly  continu- 
ity director  of  WTVJ  (TV)  Miami,  to 
Henry  Quednau  Inc.,  Miami  and 
Tampa,  both  Florida,  as  copy  chief. 

•  George  Mendoza,  formerly  public 
relations  director  of  Co-Ordinated  Adv., 
to  public  relations  staff  of  Mogul, 
Lewin,  Williams  &  Saylor  Inc.,  N.Y. 

•  Stanton  M.  Osgood,  formerly  gen- 
eral manager  of  Paramount  Sunset 
Corp.,  to  Ted  Bates  &  Co.,  Hollywood. 

•  Jack  Domeshek,  previously  with  L. 
W.  Frohlich  &  Co.,  to  copy  staff  of 


Sproul  Assoc.,  division  of  Noyes  & 
Sproul  Inc.,  N.Y. 

•  Dale  B.  Robbins,  previously  with 
McCann-Erickson,  to  Kastor,  Hilton, 
Chesley,  Clifford  &  Atherton  Inc.,  N.Y., 
copy  department. 

Networks 

•  Richard  H.  Low,  since  January  1956 
assistant  to  business  manager  of  net- 
work sales,  CBS-TV,  named  to  newly- 
created  post  of  director  of  contracts — 
facilities  and  program  sales.  Mr.  Low 
joined  CBS  in  1952  in  news  and  public 
affairs  department. 

•  G.  Edward  Hamilton,  formerly 
chief  engineer,  WABC-TV  New  York, 
promoted  to  director  of  engineering 
operations,  ABC. 

•  Dennis  James,  formerly  master  of 
ceremonies  of  Two  For  the  Money, 
The  Name's  the  Same,  and  other  tv 
series,  to  replace  Fred  Robbins  as 
m.c.  of  NBC-TV's  daytime  color  series, 
Haggis  Baggis  (Mon.-Fri.  2:30-3  p.m.). 
Mr.  Robbins  is  leaving  show  because  of 
commitments  on  West  Coast. 

•  Ralph  Edwards,  star  of  NBC-TV's 
This  Is  Your  Life,  has  accepted  chair- 
manship of  American  Cancer  Society's 
"Something  Can  Be  Done  About  It 
Club."  Group  is  composed  of  prom- 
inent performers  of  stage,  screen,  tv  and 
radio  who  aid  society  in  presenting  its 
program  to  public.  Sid  Caesar  was 
chairman  last  year. 

Stations 

•  Robert  H.  Moody,  general  manager 
of  Miami  Valley  Broadcasting  Corp. 
(WHIO-AM-FM-TV  Dayton,  Ohio), 
elected  executive  v.p. 

•  Norman  P.  Bagwell,  manager  of 
WKY-AM-TV,  Oklahoma  City,  named 
v.p.  of  parent  WKY  Television  System 
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Inc.  Firm  also  owns  WSFA-TV  Mont- 
gomery, Ala.,  and  WTVT  (TV)  Tampa, 
Fla. 

•  Don  Loughnane, 
sales  promotion  man- 
ager of  WHB  Kansas 
City,  promoted  to  sta- 
tion operations  man- 
ager. Mr.  Loughnane 
has  been  with  Storz 
stations  (owner  of 
WHB)     since  1950 

Mr.  Loughnane  when  he  joined 
KOWH  Omaha,  Neb.,  as  air  person- 
ality. 

•  Frank  Barron,  national  sales  man- 
ager of  WJW-TV  Cleveland,  named 
general  sales  manager,  succeeding 
Peter  Storer,  named  managing  direc- 
tor of  WSPD-TV  Toledo,  Ohio  (Week's 
Headliners,  Feb.  2).  Ronald  G. 
Smith,  with  WJW-TV  since  October 
1956,  appointed  national  sales  man- 
ager in  New  York,  replacing  Mr.  Bar- 
ron. 

•  William  J.  Flynn,  national  sales 
manager  of  WAGA-TV  Atlanta,  named 
general  sales  manager.  He  has  been 
with  station  since  July  1958,  previously 
was  sales  manager  of  WWL-TV  New 
Orleans  and  general  sales  manager  of 
WEEK-TV  Peoria,  111. 

•  Harold  H.  Segal, 
formerly  of  WORL 
Boston,  named  general 
manager  of  WHEB 
Portsmouth,  N.H.  Mr. 
Segal  is  member  of 
the  Broadcasting  Ex- 
ecutives of  New  Eng- 

Mr.  Segal  land. 

•  Victor  Williams,  formerly  account 
executive  of  WITI-TV  Milwaukee,  to 
KWK  St.  Louis  as  general  sales  man- 
ager. 

•  Roger  C.  Williams  resigns  as  pub- 
lisher of  Guy  Gannett  Publishing  Co. 
(Maine  newspapers  and  WGAN-AM- 
TV  Portland).  Laurence  H.  Stubbs, 
v.p.  and  general  manager,  leaves  active 
management  but  continues  as  consult- 
ant. Robert  B.  Beith,  executive  di- 
rector of  three  Portland  papers,  to  suc- 
ceed Mr.  Stubbs.  Mrs.  Jean  Gannett 
Williams  re-elected  president  and 
named  publisher. 

•  Felix  Adams  resigns  as  v.p.  in  charge 
of  local  sales,  KLAC  Los  Angeles,  ef- 
fective immediately.  Mr.  Adams  was 
previously  with  WLW  Cincinnati, 
KMBC  Kansas  City  and  WISH  In- 
dianapolis. Morton  Sidley  continues 
as  general  sales  manager  of  KLAC. 

•  Thad  M.  Sandstrom,  general  man- 
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ager,  WIBW-AM-TV  Topeka,  Kan.,  re- 
ported recovering  satisfactorily  in  St. 
Clare's  Hospital,  N.Y.,  following  sur- 
gery Feb.  4. 

•  Glenn  F.  Kensinger,  formerly  ac- 
count executive  and  radio-tv  director  of 
Houston  office  of  Glenn  Adv.,  named 
director  of  operations  of  KPRC  Hous- 
ton. 

•  Fred  Heywood,  for- 
merly manager  of 
sales  promotion  of 
CBS  Radio  Spot  Sales, 
N.Y.,  appointed  direc- 
tor of  information 
services  of  KMOX-TV 
St.  Louis.  Thomas 
Stanton  heads  de- 
Mr.  HeywOOd  partment  of  sales  pro- 
motion. Steve  Fentress,  formerly 
assistant  director  of  news  of  WGN-AM- 
TV  Chicago,  named  KMOX-TV  super- 
visor of  news  production. 

•  Dick  Osburn,  commercial  manager 
of  KJIM  Fort  Worth,  Tex.,  promoted 
to  station  manager.  Chester  L.  Grubbs 
promoted  from  chief  engineer  to  as- 
sistant station  manager  of  KJIM. 

•  Jim  Bedwell,  in  sales  department  of 
WHBQ  Memphis,  Tenn.,  past  four 
years,  promoted  to  sales  manager. 
Claude  Raney,  formerly  program  di- 
rector of  WPDQ  Jacksonville,  Fla., 
named  program  director  of  WHBQ. 

•  Jim  Watt,  news  and  sports  director 
of  KSTT  Davenport,  to  KLGA  Algona, 
both  Iowa,  as  general  manager,  replac- 
ing Jim  Wychor,  resigned. 

•  John  Bayliss,  formerly  station  man- 
ager of  KAFP  Petaluma,  named  man- 
ager of  KOMY  Watsonville,  both  Cali- 
fornia, succeeding  late  Robert  Barr, 
killed  in  auto  accident  in  December 
1958. 

•  Bill  Wagner,  formerly  v.p.  of  R.  W. 
Rounsaville  stations,  rejoins  organiza- 
tion at  WQXI  Atlanta,  Ga. 

•  Arthur  M.  Swift,  formerly  general 
sales  manager  of  WOOD-AM-TV 
Grand  Rapids,  Mich.,  named  station 
manager  of  WTCN  Minneapolis-St. 
Paul. 

•  Harold  Herthum  and  Lucky  Starr 
appointed  sales  manager  and  program 
director,  respectively,  of  WAIL-AM- 
FM  Baton  Rouge,  La. 

•  Wayne  H.  Smith,  formerly  program 
director  of  KFOR  Lincoln,  Neb.,  ap- 
pointed station  operations  manager  of 
WFMQ  (FM)  Chicago,  responsible  for 
program,  technical  and  personnel  activi- 
ties. 

•  Jim  Middleton,  account  executive  of 
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XETV  (TV)  Tijuana-San  Diego  past 
three  years,  promoted  to  director  of 
sales. 

•  R.  J.  DeLier  and  Jack  Sallaska 
named  assistant  manager  and  local  sales 
manager,  respectively,  of  KWTV  (TV) 
Oklahoma  City.  Mr.  DeLier  continues 
as  sales  manager  with  direction  of  na- 
tional sales. 

•  James  E.  Matthews,  with  KYW-TV 
Cleveland  since  1957  as  associate  di- 
rector, named  assistant  to  advertising- 
promotion  manager. 

•  Forrest  Blount,  announcer  of 
WGST  Atlanta,  Ga.,  appointed  news 
director.  Other  WGST  appointments: 
Cliff  Jenkins,  formerly  of  WLAQ 
Rome,  Ga.,  newscaster;  Jim  Nelson, 
announcer;  Bill  Hines,  public  affairs 
department. 

•  Roy  E.  Larsen,  president  of  Time 
Inc.,  which  owns  radio-tv  stations  in 
Denver,  Minneapolis,  Indianapolis, 
Grand  Rapids,  Mich.,  and  Salt  Lake 
City  in  addition  to  its  publishing  inter- 
ests, was  presented  Advertising  Gold 
Medal  Award  for  1958  at  luncheon  in 
New  York  last  Tuesday  (Feb.  10). 
Norman  H.  Strouse,  president  of  J. 
Walter  Thompson  Co.  and  chairman  of 
award  jury  which  singled  out  Mr.  Lar- 
sen for  "distinguished  services  to  ad- 
vertising" and  to  raising  advertising 
standards,  made  presentation  at  lunch- 
eon sponsored  by  Printers'  Ink. 

•  Christy  Hansen,  news  director  of 
KAUS-KMMT  (TV)  Austin,  elected 
president  of  Minnesota  Associated  Press 
Broadcasters  Assn.  Ron  Robinson, 
news  director  of  KMHL  Marshall,  elect- 
ed v.p. 

•  Robert  Brown,  news  director  at 
WMAY  Springfield,  111.,  elected  presi- 
dent of  United  Press  International 
Broadcasters  of  Illinois,  succeeding  Bill 
Spangler,  WFRX  West  Frankfort,  IU. 

•  Bob  Clyde,  news  directrr  of  WREX- 
TV  Rockford,  111.,  to  KCRG-AM-TV 
Cedar  Rapids,  Iowa,  in  similar  capacity. 
Wayne  Weber,  U.  of  Illinois  graduate, 
to  WREX-TV  staff.  Harvey  Witten- 
berg, also  U.  of  Illinois  graduate,  to 
WLS  Chicago. 

•  Bill  Clark,  formerly  operations 
manager  of  WHOO-AM-FM  Orlando, 
Fla.,  to  KING-AM-FM  Seattle,  Wash., 
as  program  director,  replacing  Jack 
Link,  to  KIDO  Boise,  Idaho,  as  sta- 
tion manager. 

•  Howard  Zuckerman,  formerly  of 
WLBR-TV  Lebanon,  Pa.,  to  KTVW 
(TV)  Seattle-Tacoma,  Wash.,  as  opera- 
tions director.  Kenneth  Williams  ap- 
pointed chief  engineer  of  KTVW. 


High  scorer  •  Esther  Van  Wag- 
oner Tufty  (1)  of  NBC  News,  and 
president-elect  of  American 
Women  in  Radio  &  Television, 
accepts  a  basketball  from  Patti 
Searight  (r),  Washington  chapter 
president  of  AWRT,  as  a  token  of 
her  election.  Julian  Goodman  (c) 
gets  an  assist  because  the  Feb. 
8  debut  of  his  NBC-TV  show, 
Washington  Asks,  coincided  with 
the  scheduling  of  a  basketball 
game.  Mrs.  Tufty  is  a  panelist  on 
the  news  program  which  returns 
to  the  air  after  a  four-year  hiatus. 


•  John  C.  Hierlihy,  formerly  of  NBC, 
New  York,  promoted  from  program 
supervisor  to  program  manager  of 
WAMP-WFMP  (FM)  Pittsburgh. 

•  Thomas  L.  Blosl,  formerly  in  mer- 
chandising department  of  Botsford, 
Constantine  &  Gardner,  Portland,  Ore., 
advertising  agency,  to  KIRO-AM-FM- 
TV  Seattle-Tacoma,  Wash.,  as  promo- 
tion manager. 

•  James  Irwin,  Al  Phillips  and 
Eugene  Friedman  to  KCKN  Kansas 
City,  Kan.,  as  account  executives. 

•  Jerome  K.  McCauley,  account  ex- 
ecutive and  assistant  sales  director, 
WMGM  New  York,  has  resigned  ef- 
fective March  1.  He  has  purchased 
KAIR  Tucson,  Ariz,  and  will  head- 
quarter there. 

•  Jim  Wilson,  formerly  sales  repre- 
sentative of  Southwest  Films  in  Wichita, 
Kan.,  to  WFAA-AM-FM  Dallas  local 

sales  staff. 

•  Robert  A.  Kolarich,  formerly  sales 
representative  of  WDZ  Decatur,  111.,  to 
WISN  Milwaukee  sales  staff. 

•  Roger  Baker,  formerly  of  WGR-TV 
Buffalo,  N.Y.,  to  WINE,  that  city,  as 
sales  consultant. 

•  Jack  Rockwell,  sales  manager  of 
KVFM  (FM)  San  Fernando,  Calif.,  to 
sales  staff  of  KNOB  (FM)  Long  Beach, 
Calif. 

•  John  Holland,  timebuyer  at  Leo 
Burnett  Co.,  Chicago,  to  sales  staff  of 
WIND,  that  city. 

•  James  Dawson,  formerly  weather- 
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caster  of  KONO-TV  San  Antonio,  Tex., 
to  WOAI-TV,  that  city,  in  similar  ca- 
pacity. 

Representatives 

•  George  Lindsay,  sales  manager, 
Weed  Television  Corp.,  Chicago,  elected 
v.p.  in  charge  of  sales  for  Chicago  and 
station  relations  for  midwest  territory. 

•  William  L.  Thompson,  account  ex- 
ecutive of  NBC  Radio  Sales,  central  di- 
vision, for  past  four  years  and  previously 
of  MBS,  Chicago,  has  resigned. 

•  Calvin  P.  Copsey,  formerly  account 
executive  of  KNBC  San  Francisco, 
named  account  executive  in  San  Fran- 
cisco office  of  NBC  Radio  Spot  Sales. 

•  Ted  Giovan,  formerly  timebuyer  of 
Leo  Burnett  Co.,  Chicago,  to  Walker- 
Rawalt  Co.,  that  city.  N.  J.  (Bert) 
Cavanaugh,  W-R  v.p.,  on  extended 
leave  of  absence. 

•  Hugh  Wallace,  formerly  commercial 
manager  of  KACE  Riverside,  Calif.,  to 
Harlan  G.  Oakes  &  Assoc.,  L.A.,  radio 
representative. 

•  Joseph  Hogan,  formerly  account  ex- 
ecutive of  Weed  Television  Corp.,  N.Y., 
to  sales  staff  of  Katz  Agency,  Chicago. 

Programming 

•  Charles  King,  formerly  director  of 
sales,  NTA  Film  Network,  named  v.p. 
in  charge  of  syndicated  sales,  Bernard 
L.  Schubert  Inc.,  N.Y. 

•  E.  Jonny  Graff,  NTA  v.p.,  midwest 
sales,  named  national  sales  manager  in 
charge  of  feature  films,  NTA  Interna- 
tional Inc. 

•  Billy  James,  for- 
merly promotion  di- 
rector, Guild  Films, 
named  director  of  ad- 
vertising and  publicity, 
Flamingo  Telefilm 
Sales  Inc.,  N.Y. 

•  Don  Castle,  ac- 
Mr.  James  tor-producer,  appoint- 
ed production  assistant  on  all  Jack 
Wrather  Organization  tv  film  produc- 
tions. He  will  work  closely  with  Mr. 
Wrather  on  tv  film  product  offered  to 
but  not  directly  an  activity  of  Independ- 
ent Television  Corp.,  owned  jointly  by 
Wrather  and  Associated  Television  Ltd. 
of  England. 

•  Vernon  Burns,  head  of  National 
Telefilm  Assoc.  London  office,  named 
v.p.  of  NTA  International  Inc. 

•  Ernest  Fladell,  direct  r  of  sales  de- 
velopment, National  Telefilm  Assoc., 
since  May  1958  and  previously  manager 


As  Reported  in  TELEVISION  AGE,  May  19,  1958 

41  Albany-Sehenectady-Troy    46  Omaha 

42  Nashville  2B2  SBSSiN 

43  Champaign  48  Binghamfon 

44  Miami  49  Raleigh-Durham 

45  Sacramento-Stockton         50  Asheville 


WOC-TV  is  No.  1   in  coverage 
In  This  47th  Market 


48  COUNTIES 

Population* 
Homes 
TV  Homes 
Farm  Homes** 
TV  Farm  Homes** 
Effective  Buying  Income* 
Retail  Sales* 


1,727,100 
556.500 
469,890 
97,101 
54,912 
$2,852,363,000 
$2,076,120,000 


♦Sales  Management's  "Survey  of  Buying  Power, 
1958" 

**U.  S.  Census  of  Agriculture,  1954 


THE  QUINT  CITIES 

3AVENPORT 
BETTENDORF 

ROCK  ISLAND 
MOLINE 
EAST  MOLINE 


Peters,  Griffin,  Woodward, 
Inc.;  Exclusive  National 
I  Representatives 


WOC-TV  Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which 
also  owns  and  operates  WHO-TV  and  WHO-Radio  —  Des  Moines 
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YOUR  SALES  MESSAGE 
HITS  THE  50,000  TV  HOMES 
covered  by 

KMSO-channel  13 


THINGS  BEGIN  TO  HAPPEN 
IN  WESTERN  MONTANA 

BECAUSE  .  .  . 

KMSO  programs  the  best  of  all  3  net- 
works .  .  .  plus  VIP  treatment  for  ALL 
commercials. 

and  that  goes  for 

KGVO  RADIO  TOO 

CBS  — ABC  —  NBC 

ask  FORJOE  or 
KMSO-KGVO  —  MISSOULA,  MONT. 


LIBEL  -  SLANDER 

PIRACY  -  PLAGIARISM 
INVASION  OF  PRIVACY 
COPYRIGHT  VIOLATION 


Be  ready  with  our  unique 
EXCESS  INSURANCE 

Adequate  protection  against  embarrassing  loss 
at  amazingly  moderate  cost.  Write! 


EMPLOYERS  REINSURANCE 
CORPORATION 

21  W.  Tenth,  Kansas  City,  Mo. 
New  York,     Chicago,     San  Francisco, 
107  William     175  W.         100  Bush 

St.  Jackson  St. 




rf?  V      ADVERTISING  IN 
II J    jj  BUSINESSPAPERS 
^U,  J    MEANS  BUSINESS 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 

Circulations  and  Associated 
Business  Publications 


of  sales  promotion,  NBC-TV,  named 
creative  director — advertising  depart- 
ment, NTA.  Phil  Cowan,  with  NTA's 
publicity  department  past  year,  named 
director  of  publicity  for  NTA  stations. 

•  John  J.  Pondfield  resigns  as  film  di- 
rector of  WJZ-TV  Baltimore  to  form 
own  tv  film  production  company,  John 
J.  Pondfield  Productions  Inc.  Address: 
807  N.  Charles  St.,  Baltimore  2.  Tele- 
phone: Lexington  9-6446. 

•  Leo  Kepler  appointed  director  of 
Capitol  Records  Inc.'s  Angel  repertoire 
and  Capitol-EMI  line  of  classical  re- 
cordings, effective  March  1,  with  shift 
of  classical  repertoire  headquarters  from 
Hollywood  to  New  York.  Also  effective 
March  1,  Richard  Jones  becomes  di- 
rector of  Capitol-FDS  (full  dimensional 
sound)  classical  repertoire  department. 
Francis  Scott  III  named  chairman  of 
classical  committees  of  Angel  and  Capi- 
tol. Roland  Fri-Bourghouse  put  in 
charge  of  artist  and  publisher  relations 
for  artist  and  repertoire  division.  Frank 
J.  Brooks  to  assistant  to  director  of  in- 
ternational department. 

e  Robert  Sparks,  formerly  executive 
producer  in  charge  of  film  programs, 
CBS-TV,  Hollywood,  to  Screen  Gems 
as  director  in  charge  of  syndicated  film 
production. 

•  Arthur  Stolnitz,  for  past  six  years 
with  legal  department  of  William  Morris 
Agency,  Beverly  Hills,  to  Ziv  Television 
Programs,  Hollywood,  in  business  af- 
fairs department. 

Equipment  &  Engineering 

•  Douglas  C.  Lynch,  managing  direc- 
tor of  RCA  International  Div.,  elected 
v.p.  with  responsibility  for  all  RCA 
international  activities  except  RCA  Vic- 
tor Co.  Ltd.  (Canada).  Before  joining 
RCA  in  December  1957  he  was  presi- 
dent of  Brush  Electronics,  Cleveland. 

•  Robert  C.  Stuart  promoted  from 
general  sales  manager  to  assistant  gen- 
eral manager  of  Zenith  Radio  Corp.'s 
hearing  aid  division,  Chicago. 

•  William  R.  Fraser,  product-design 
engineer,  General  Electric's  technical 
products  department,  appointed  to  new 
post  of  consulting  engineer — product 
design,  for  engineering  and  designing  of 
complex  broadcast  transmitters. 

•  Robert  G.  Morgans  appointed  tv 
sales  manager  at  Pope  Electronics  Ltd., 
Sydney,  Australian  licensee  of  Motor- 
ola Inc. 

•  Dr.  W.  Crawford  Dunlap,  formerly 
supervisor  of  research  of  Bendix  Avia- 
tion, Detroit,  named  director  of  semi- 
conductor research  of  Raytheon  Mfg. 
Co.,  Waltham,  Mass. 


•  Frederick  P.  Guthrie,  67,  who  re- 
tired in  1956  as  assistant  manager  and 
v.p.  of  RCA  Communications,  Washing- 
ton, D.C.,  after  33  years  with  corpora- 
tion, died  Feb.  6  in  Bethesda,  Md., 
following  long  illness.  He  was  once 
supervisor  of  operations  of  WRC  Wash- 
ington. 

Allied  Fields 

•  Leo  Cluesmann  resigns  as  interna- 
tional secretary  of  American  Federa- 
tion of  Musicians  because  of  ill  health. 
Stanley  Ballard,  member  of  execu- 
tive board  and  secretary  of  Minneapolis 
local  of  AFM,  succeeds  Mr.  Cluesmann. 
Al  Manuti,  president  of  New  York 
Local  802,  elected  to  executive  board 
to  fill  unexpired  term  of  Mr.  Clues- 
mann. 

•  Marijean  Isaac,  formerly  radio-tv 
placement  specialist  in  public  relations 
department,  BBDO,  New  York,  re- 
signs to  open  her  own  office,  Radio-Tv 
Publicity  Assoc.,  335  E.  54th  St.,  New 
York  22.  Telephone:  Plaza  3-9897. 

•  George  J.  Zachary,  formerly  radio- 
tv  program  and  production  manager  of 
Lever  Bros.,  N.Y.,  to  General  Artists 
Corp.,  New  York  talent  agency,  in  new 
post  of  tv  production  director. 

•  Robert  S.  Green,  formerly  trial  at- 
torney, civil  division,  Dept.  of  Justice, 
Washington,  to  Koteen  &  Burt,  Wash- 
ington law  firm,  to  practice  before  FCC 
Civil  Aeronautics  Board  and  other  Fed- 
eral agencies  and  courts. 

•  Robert  Bennett  Lubic,  formerly  at- 
torney of  tv  facilities  branch,  broadcast 
bureau,  FCC,  to  Krause  &  Boreman, 
Pittsburgh  law  firm,  as  communications- 
patent  counsel. 

•  Briggs  Baugh,  formerly  with  Paul  H. 
Raymer  Co.,  N.Y.,  to  Radio  Press  Inc., 
that  city,  in  sales  capacity. 

Government 

•  Richard  A.  Solomon,  assistant  FCC 
general  counsel  past  six  years,  resigned 
last  Friday  (Feb.  13)  to  join  antitrust 
division  of  Dept.  of  Justice  (Closed 
Circuit,  Jan.  12).  Mr.  Solomon,  who 
was  in  charge  of  FCC's  litigation  divi- 
sion, will  become  member  of  appellate 
section  of  Justice's  antitrust  division.  He 
will  be  succeeded  in  his  FCC  post  by 
Max  D.  Paglin  (see  Week's  Head- 
liners,  page  10). 

•  Clyde  A.  Wheeler  Jr.,  special  as- 
sistant to  Secretary  of  Agriculture  in 
Congressional  liaison,  named  to  White 
House  staff  as  staff  assistant  in  Con- 
gressional liaison. 
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First  grants  by  BBG: 
6  ams,  1  tv  satellite 

The  first  public  hearings  of  the  newly 
appointed  Canadian  Board  of  Broad- 
cast Governors  (BBG)  resulted  in  ap- 
proval of  a  number  of  power  increases, 
frequency  changes,  six  new  radio  sta- 
tions and  one  new  television  satellite. 

Facility  actions,  taken  Jan.  28-31  in 
Ottawa  and  released  Feb.  6:  CFNB 
Fredericton,  N.B.,  was  granted  a  power 
boost  from  5  kw  to  50  kw  on  550  kc. 
Other  power  increases  went  to  CKEC 
New  Glasgow,  N.S.,  from  250  w  to  1 
kw  day  and  250  w  night  and  change  in 
frequency  from  1230  kc  to  1320  kc;  to 
CFPL  London,  Ont.,  from  5  kw  on 
980  kc  to  10  kw  day  and  5  kw  night; 
to  CJCS  Stratford,  Ont.,  from  250  w  on 
1240  kc  to  1  kw  day  and  250  w  night; 
to  CFCL  Timmins,  Ont.,  from  1  kw  to 
10  kw  day  and  2.5  kw  night  and  change 
in  frequency  from  580  kc  to  620  kc. 

The  1430  kc  frequency  was  applied 
for  by  a  number  of  stations  and  as- 
signed to  CKFH  Toronto  (1400  kc), 
with  increase  in  power  from  250  w  to  5 
kw. 

CFUN  Vancouver,  B.C.,  was  given 
a  power  boost  from  1  kw  on  1410  kc 
to  10  kw  day  and  1  kw  night  with  the 
understanding  it  would  improve  pro- 
gramming. CHWK  Chilliwack,  B.C., 
was  given  a  power  increase  from  1  kw 
on  1270  kc  to  10  kw  with  change  of 
station  site. 

New  radio  stations  recommended  for 
licenses  by  the  BBG  were  at  Wood- 
stock, N.B.,  to  R.  J.  Morrison  with  1 
kw  on  920  kc;  at  Quebec  City,  to  Les 
Enterprises  Sillery-Quebec  Inc.,  for  5 
kw  on  1060  kc;  at  Kitchener,  Ont.,  to 
Alan  G.  Hodge  for  1  kw  on  1320  kc; 
at  Lethbridge,  Alta.,  to  H.  W.  Brown 
for  5  kw  on  1000  kc;  at  Coutenay. 
B.C.,  to  William  George  Brown  for  1 
kw  on  1440  kc;  and  at  Saanich,  B.C., 
to  Ellison  Queale  for  1  kw  on  810  kc. 

A  television  satellite  was  approved 
for  CJCB-TV  Sydney,  N.S.,  at  Inver- 
ness, N.S.,  on  ch.  6  with  6  kw  video, 
3.2  kw  audio  and  antenna  height  987 
feet  above  average  terrain. 

European  countries 
ask  uhf  scatter  use 

Three  European  countries  have  rec- 
ommended that  upper  portions  of  the 
uhf  broadcasting  band  be  opened  for 
tropospheric  scatter  transmissions. 

In  proposals  submitted  for  consid- 
eration at  the  forthcoming  International 
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Telecommunications  Conference  in  Ge- 
neva, Switzerland,  this  summer  and  fall, 
the  following  changes  in  the  allocations 
for  Region  I  (Europe,  Africa  and  all 
of  USSR)  have  been  made: 

•  United  Kingdom — Proposes  that 
the  band  800-960  mc  be  used  for  fixed 
service  for  forward  scatter  propagation 
circuits,  in  addition  to  broadcasting,  un- 
der arrangements  among  the  countries 
involved. 

•  France — Proposes  that  the  band 
860-960  mc  be  reallocated  to  permit, 
in  addition  to  broadcasting,  its  use  for 
fixed  services. 

•  West  German  Republic — Proposes 
that  the  bands  790-960  mc  be  used  for 
fixed  services  as  well  as  for  broadcast- 
ing. 

The  1947  Atlantic  City  convention 
allocated  the  following  uhf  bands  for 
broadcasting  in  Region  I:  470-585  mc, 
and  610-960  mc. 

In  Great  Britain  both  BBC  and  pri- 
vate commercial  telecasting  are  on  vhf 
bands  in  the  41-67  mc  and  176-215  mc 
areas. 

At  the  present  time  there  is  no  uhf 
telecasting  activity  in  Great  Britain. 


Canada  '58  tv  set  sales 
slightly  under  1957 

Television  receiver  sales  in  Canada 
in  1958  totaled  430,980  sets,  compared 
with  470,823  sets  in  1957.  Also,  accord- 
ing to  the  Electronic  Industries  Assn. 
of  Canada,  sales  of  40,668  sets  were 
recorded  in  December  1958,  as  com- 
pared with  44,467  in  December  1957. 
Highest  sales  month  last  year  was  Oc- 
tober when  59,177  sets  were  sold. 

Of  the  430,980  sets  sold,  Ontario 
accounted  for  158,181  sets,  Quebec 
107,440,  Alberta  37,356,  British  Co- 
lumbia 36,084,  Manitoba  28,487,  Sas- 
katchewan 26,461,  Nova  Scotia  19,- 
545,  New  Brunswick  and  Prince  Ed- 
ward Island  13,453,  and  Newfoundland, 
3,973. 

•  Abroad  in  brief 

•  Canadian  Broadcasting  Corp.  will  re- 
ceive $58,404,000  from  the  Canadian 
government  in  the  fiscal  year  starting 
April  1,  1959,  almost  $7  million  more 
than  in  the  current  fiscal  year,  accord- 


ing to  Finance  Minister  Donald  Fleming 
at  Ottawa.  In  addition  Ottawa  is  ar- 
ranging a  capital  grant  for  the  govern- 
ment's CBC  of  $9,197,000  for  the  com- 
ing fiscal  year,  up  $548,000  from  the 
capital  grant  voted  for  the  current  fiscal 
year. 

•  The  French  government  has  an- 
nounced that  no  commercial  segments 
will  be  introduced  into  tv  programming 
there.  Nor  is  it,  according  to  a  govern- 
ment spokesman,  planning  to  allow  pri- 
vate commercial  stations  in  the  country 
at  this  time. 

•  The  Bonn  (West  Germany)  Postal 
Ministry  intends  to  construct  a  network 
of  about  30  tv  transmitters,  observers 
there  report.  The  network  will  give  West 
Germans  an  alternative  channel. 
Whether  the  Bonn  government  will 
rent  the  transmitters  to  commercial  tv 
operators  or  whether  it  plans  to  run  the 
network  itself  is  an  issue  that  still  is  to 
be  determined,  according  to  broadcast- 
ing observers  close  to  the  Bonn  scene. 


PLAYBACK    QUOTES  WORTH  REPEATING 


It's  all  in  the  mind 

Ernest  A.  Jones,  president  Mac- 
Manus,  John  &  Adams,  speaking  on 
agency  mergers  before  the  American 
Assn.  of  Advertising  Agencies  meeting 
in  Atlanta  Feb.  6,  had  these  observa- 
tions to  make  on  this  trend: 

Does  the  current  urge  to  merge  mean 
eventual  disappearance  of  the  $100,000 
shop  ...  or  the  half-million  dollar  shop 
...  or  the  million  dollar  shop?  Does  it 
mean  that  eventually  a  handful  of  giant 
agencies  will  control  all  advertising? 

I  do  not  think  so  .  .  .  for  the  simple 
reason  that  agencies  are  not  manufac- 
turing concerns  or  chain  stores  and 
never  can  be,  for  in  the  last  analysis  all 
we  have  to  offer  is  creative  brains.  And 
I  do  not  think  that  even  the  most  ardent 
exponent  of  strength  through  size  arbi- 
trarily states  that  doubling  or  tripling 
size  increases  brain  power  proportion- 
ately. .  .  . 

How  big  is  big  enough  to  do  the  job? 
Well,  there  are  jobs  and  jobs.  A  hand- 
ful of  skilled  craftsmen  can  build  a 
completely  desirable  home.  A  horde  of 
workers  of  all  categories  are  required  to 
erect  an  Empire  State  Building.  Just  so 
in  advertising.  A  handful  of  talented 
craftsmen  with  proper  equipment  are 
eminently  suitable  for  some  accounts; 
the  successful  conduct  of  other  accounts 
may  require  large  field  staffs,  many 
branch  offices  and  a  dimension  of  finan- 


cial reserve  which  the  sn.aller  agency, 
however  creatively  capable,  cannot  sup- 
ply. 

Certainly  there  will  continue  to  be 
mergers  in  the  agency  field.  We  might 
even  feel  the  urge  ourselves  one  day. 
But  agencies — by  a  sort  of  Darwinian 
law  of  survival — will  tend  to  remain  at 
the  ideal  size  to  do  their  particular  job. 


Houston:  remembrance  isn't  buying 


Not  for  its  own  sake 

Another  speaker  at  the  AAAA  South- 
east Council  meeting  in  Atlanta  was 
Bryan  Houston,  chairman  of  the  board, 
Bryan  Houston  Inc.,  treating  limits  on 
creativity.  He  had  these  words  of  good 
counsel  to  offer  the  Atlanta  delegates: 

Be  careful  that  your  gimmick  does 
not  strangle  you.  We  are  seeing  an  un- 
usual number  of  forced  commercials  on 
tv,  and  hearing  an  even  greater  num- 
ber on  radio. 

Please  do  not  think  that  I  hold  any 
brief  for  the  finger  pointing,  repetitious, 
"Uncle  Sam  Needs  You"  type  of  "hard 
sell"  commercials.  ...  We  have  checked 
some  of  those  that  were  not  remem- 
bered by  as  many  as  5%  of  the  proven 
audience  of  the  show.  We  also  have 
records  of  commercials  and  print  ads 
that  got  a  high  degree  of  interest  and 
memory,  but  did  not  sell  anything  that 
we  could  trace  because  the  memory  and 
interest  were  attached  to  some  part  of 
the  advertisement  that  was  not  for  sale. 
At  least  you  couldn't  buy  it  by  the  pack- 
age in  your  grocery  store.  .  .  .  Several 
times  each  year  we  usually  see  or  hear 
an  ad  that  is  sufficiently  unusual  to  at- 
tract attention  but  that  does  not  for  an 
instant  forget  that  somebody  paid  for 
the  time,  or  space,  in  the  hopes  of  sell- 
ing something.  When  that  happens,  we 
see  a  great  ad. 
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EQUIPMENT  &  ENGINEERING 


GT-Sylvania  merger 

The  merger  of  Sylvania  Electric  Prod- 
ucts Inc.,  New  York,  into  General  Tele- 
phone Corp.,  that  city  (Broadcasting, 
Jan.  12;  Nov.  17,  1958),  was  approved 
Feb.  11  by  shareholders  of  both  com- 
panies at  special  meetings  held  in  Bos- 
ton and  New  York,  respectively.  Under 
the  new  corporate  name,  General  Tele- 
phone &  Electronics,  Sylvania  will  op- 
erate as  a  separate  company,  wholly- 
owned  by  General  Telephone.  New  cor- 
porate officers  include  Donald  C.  Power, 
president  of  General  Telephone,  who 
becomes  GTE  chairman  of  the  board, 
and  Don  G.  Mitchell,  board  chairman 
of  Sylvania,  who  becomes  GTE  presi- 
dent. 

•  Technical  topics 

•  RCA's  David  Sarnoff  Outstanding 
Achievement  Awards  in  Science  and 
Engineering  for  1958  go  to  Nils  E. 
Lindenblad  of  the  company's  labs  tech- 
nical staff,  Princeton,  N.J.,  and  Dr. 
Lome  D.  Armstrong,  senior  engineer  in 
advanced  development  at  its  Semicon- 
ductor and  Materials  Div.,  Somerville, 
N.J. 

•  Alpar  Mfg.  Co.  (towers)  has  moved 
to  220  Demeter  St.,  Palo  Alto,  Calif., 
from  its  former  Redwood  City,  Calif., 
location. 

•  S.O.S.  Cinema  Supply  Corp.,  N.Y., 
announces  a  new  line  of  16mm  double 
magnetic  sound  editors  called  the  Mag- 
niola  and  Deluxe  Magniola.  The  ma- 
chines feature  3x4-inch  picture,  built- 
in  cue  marker,  frame  and  footage 
counters,  two-gang  synchronizer  with 
magnetic  soundhead  and  amplifier- 
speaker  unit.  The  Magniola  double  sys- 
tem editor  is  $450  while  the  Deluxe 
Magniola  (with  two  magnetic  heads, 
one  for  single  system  and  another  for 
double  system  sound)  is  $520.  S.O.S. 
address:  602  W.  52nd  St.,  New  York  19. 

•  Philco  Corp.,  Phila.,  reports  con- 
summation of  licensing  agreement  with 
Thorn  Electrical  Industries  Ltd.,  Lon- 
don, permitting  Thorn  to  acquire  two 
British  Philco  subsidiaries  to  manufac- 
ture and  sell  Philco's  tv  receivers,  radios 
and  hi-fi  phonographs.  Two  companies 
are  Philco  (Overseas)  Ltd.  manufac- 
turing subsidiary,  and  Philco  (Great 
Britain)  Ltd.,  sales  subsidiary.  Both 
now  will  operate  as  units  of  Thorn. 

•  Irl  T.  Newton  Jr.,  engineering  con- 
sultant, has  closed  his  offices  in  Had- 
donville,  N.J.,  and  Washington,  D.C., 
and  relocated  in  Cleveland  at  7013 
State  Rd.,  Parma  34.  Mr.  Newton's 
Clearwater,  Fla.,  branch  continues 
under  the  management  of  George  H. 
Bowles. 


•  Allen  B.  DuMont  Labs,  Clifton,  N.J., 
has  begun  production  on  company's 
first  microwave  tube,  designed  for  use 
in  equipment  for  line-of-sight  telephone 
relay  stations  as  well  as  for  microwave 
equipment  used  by  the  military  serv- 
ices. 

•  General  Electric's  1958  Edison  Radio 
Amateur  Award  (trophy  and  $500)  for 
public  service  will  be  presented  to  Julius 
M.J.  Madey,  18,  of  Clark,  N.J.,  in  cere- 
monies Feb.  26  at  the  Sheraton-Carlton 
Hotel,  Washington,  D.C.  Mr.  Madey, 


operator  of  station  K2KGJ,  is  reported 
to  have  transmitted  more  than  12,000 
messages  during  the  past  year.  Special 
citations  will  be  awarded  to  three  other 
ham  radio  operators  for  special  achieve- 
ments. 

•  David  R.  Hull,  vice  president  of  Ray- 
theon Manufacturing  Co.  and  president 
of  Electronics  Industries  Assn.,  has 
moved  his  office  from  the  firm's  head- 
quarters in  Waltham,  Mass.,  to  the 
company's  new  Washington  offices  at 
1000  16th  St.,  N.W. 


™v  WJAC-TV 

Puts  this  vital  market  in  your  hands 


1 

2 
3 


FACTS  FROM  N.C.S.~ln  the  Johnstown-Altoona  Total  Coverage  Area 
WJAC-TV  is  seen  in  533,290  homes  each  week  at  night,  in  457,430 
homes  each  week  during  daytime.  In  14  out  of  21  counties,  WJAC-TV 
gives  80  to  100%  coverage  of  all  TV  homes!  (N.C.S.  Report  No.  3, 
Spring,  19581. 

FACTS  FROM  A.R.B.--ln  Cambria  County,  WJAC-TV  leads  WFBG-TV 
by  92°/oto  38%  In  Blair  County--WFBG-TV'S  home  grounds- WJAC-TV 
is  a  mere  5%  behind  this  competitor!  It  adds  up  to  hard,  cold  proof 
of  viewer  preference.  (A.R.B.  Study,  Feb.,  1958). 


FACTS  FROM  TRENDEX- 

There  are  some  mighty  in- 
teresting figures  on  how 
WJAC-TV  stacks  up  in 
fringe  areas  against  Pitts- 
burgh stations.  Get  all  these 
important  facts  and  figures 
from  your  Katz  Man! 
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FANFARE 


Mamie  &  mutt  •  The  movies' 
Mamie  Van  Doren  holds  Chip, 
the  dog  she  and  psychiatrist 
judges  picked  as  the  Los  Angeles 
area's  "most  pooped  pooch"  in  a 
contest  by  KDAY  Santa  Monica, 
Calif.  Sixteen-year-old  Chip  was 
judged  most  neurotic  and  run- 
down among  nearly  100  dogs  en- 
tered in  the  KDAY  promotion. 
For  making  the  most  pitiful  show- 
ing in  the  event,  held  at  KDAY 
studios  in  Hollywood,  the  cham- 
pion and  his  two  owners  won  a 
four-day  trip  to  Palm  Springs, 
Calif. 


Western  duds  in  bank  set 

The  president  and  staff  of  the  Bank 
of  Madison  (Wis.)  are  wearing  cowboy 
outfits  to  the  office  each  Monday  to 
publicize  bank  sponsorship  of  the 
WKOW-TV  Madison  Roy  Rogers  show 
(Sun.  5:30-6  p.m.). 

The  bank  decided  to  sponsor  the 
western  to  encourage  youngsters  to 
save.  In  the  Madison  exploitation  kit: 
free  tickets  to  a  Roy  Rogers  movie,  pre- 
miums for  children  whose  accounts 
reach  certain  figures  and  large  colored 
pictures  of  the  show's  stars  and  leaflets 
about  the  program  in. the  bank's  lobby. 

KTVH  (TV)  hop  draws  2,500 

KTVH  (TV)  Hutchinson-Wichita  a 
fortnight  ago  staged  its  first  annual  Hi 
Fi  Hop  contest  in  connection  with  its 
five-year-old  dance  show.  To  cover  the 
event,  KTVH  dispatched  its  mobile 
unit  to  the  Wichita  Forum  Auditorium, 
where  some  2,500  youngsters  turned 
out. 

The  winning  couple  emerged  vic- 
torious over  nine  other  monthly  con- 
test winners,  taking  home  over  $1,000 
in  prizes  and  gifts.  The  contest  was 
staged  from  2  to  4  p.m.  Feb.  1.  One 
hour  (2:30-3:30)  was  televised  by 
KTVH,  with  Bill  Brooks  as  host. 

WLS  follows  blessed  event 

Both  WLS  Chicago  and  t^>e  American 
College  of  Obstetrics  and  Gynecology 
feel  that  "no  radio  program  has  ever 
done  an  honest,  personal  and  medi- 
cally sanctioned  program  of  that  time 
in  a  woman's  life  when  she  prepares 
for  her  first  child,"  Martha  Crane,  the 
station's  director  of  women's  programs 
says. 

So  they  got  together  some  six  months 
ago  and  planned  a  19-week,  documented 
series,  that  discussed  the  various  adjust- 


ments in  a  homemaker's  life  from  preg- 
nancy to  birth.  Titled  Unto  Her  a  Child 
Is  Born,  the  15-minute  feature  bowed 
Wednesday  (Feb.  4)  as  a  public  service 
feature  of  The  Martha  Crane  Show.  The 
subjects  are  a  23-year-old  woman  and 
her  husband.  Guest  medical  specialists 
appear  in  the  pre-recorded  series  with 
the  blessing  of  ACOG. 

If  all  goes  well,  WLS  plans  to  take 
a  tape  recorder  to  Evanston  (111.)  Hos- 
pital and  describe  the  actual  birth. 
Tentative  date:  June  10. 

Hypnotism  on  WLCS 

Disc  jockey  Ken  Wallace  slept  more 
than  63  hours  under  hypnosis  in  a  de- 
partment store  window  and  was  viewed 
by  30,000  people  as  estimated  by  WLCS 
Baton  Rouge,  La.,  at  the  end  of  its 
"Hypnotic  Radio,"  or  H-Sound,  promo- 
tion. 

Four  WLCS  d.j.'s  were  publicly 
hypnotized  as  part  of  the  stunt.  Under 
the  power  of  hypnotist  C.  H.  Ryan  Jr., 
WLCS  staffers  Ron  Lundy,  David 
Nebel,  Bill  Cox  and  Mr.  Wallace  were 
put  through  post-hypnotic  tricks  that  in- 
cluded calling  all  the  records  on  a 
show  "Jingle  Bells"  and  being  unable 
to  pronounce  the  letter  "t"  in  any  words 
spoken  on  the  air.  KFI  Los  Angeles  d.j. 
Ben  Hunter  phoned  the  Baton  Rouge 
station,  reports  WLCS,  to  interview  per- 
sonnel first-hand. 

WTRF-TV  closed-circuit  sales 

WTRF-TV  Wheeling  W.Va.,  at- 
tributes the  signing  of  six  new  sponsors 
to  a  closed-circuit  sales  presentation. 
Since  October  1958,  13  merchants  have 
been  invited  to  see  the  15-minute  pres- 
entation. It  deals  with  analysis  of  the 
market  from  the  client's  viewpoint,  ad- 
vantages of  tv  over  other  media,  sam- 
ple commercials  using  the  prospective 
clients'  products  or  services  and  spot- 
program  availabilities. 


Pop-disc  film  productions 

Following  a  survey  which  showed 
more  than  250  tv  stations  broadcasting 
disc  jockey  programs  of  some  sort, 
Tele  Records  Services,  Hollywood  is  of- 
fering record  manufacturers  a  chance 
to  supply  these  stations  with  visual  ver- 
sions of  their  new  pop  discs. 

TRS  records  artists  on  16  mm  film 
in  lip-synchronized  versions  of  records. 
These  films  are  then  distributed  to  tv 
stations  which,  the  survey  indicates,  will 
give  each  an  average  of  three  plays  a 
week.  The  station  pays  nothing  for  the 
film,  but  agrees  to  abide  by  starting  and 
cutoff  dates  set  by  the  record  firm  to  co- 
incide with  its  heavy  promotion  of  the 
disc.  The  manufacturer  pays  $1,200 
for  production,  filming,  editing,  repro- 
duction and  distribution  of  such  a  film 
to  100  tv  stations,  or  $1,800  for  distri- 
bution to  200  stations.  TRS,  with  head- 


RADIO- TELE-LUXEMBOURG 

GIVES  ADVERTISERS  COVERAGE  OF 

BELGIUM  and  NETHERLANDS  Over  1,000,000  Radio  Homes 

England.  .2,800,000  Radio  Homes  France.  .  .3,500,000  Radio  Homes 
Germany  Ruhr;  Rhineland-Pfalz 

WE  HAVE  NOT  LOST  AN  AMERICAN 
ADVERTISER  IN  OVER  10  YEARS! 

Advertisers  now  using  RADIO-TELE-LUXEMBOURG 

•  Aqua  Velva  •  Frigidaire  •  Nescafe  •  Philips  Yeast 

•  Colgate  Palmolive      •  Tide  •  MacCormick  •  Toni 

•  Lux  •  Prom  •  Carters  *  White  Rain 

•  Gillette  •  Singer  •  Watermans 

And  others 

GUY  BOLAM  MU  5-1300 

AMERICAN  SALES  &  SERVICING  AGENCY  370  Lexington  Ave. 
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quarters  at  5746  Sunset  Blvd.,  Holly- 
wood 28,  Calif.,  is  headed  by  Alan 
Lane,  vice  president  of  SkiatrOn  Ty, 
and  Bradley  Kemp,  head  of  Vue- 
Tronics  Corp. 

1,000  WIP  'Pyle  Drivers' 

WIP  Philadelphia  personality  Jack 
Pyle  is  responsible  for  the  formation  of 
a  new  1,000-member  club  of  Delaware 
Valley  traveling  salesmen,  the  "Pyle 
Drivers  Club,"  which  recently  held  a 
"beer  bust"  in  a  hanger  at  the  Phila- 
delphia International  Airport,  accord- 
ing to  WIP. 

The  "Pyle  Drivers"  were  organized 
some  weeks  ago  through  the  services 
of  d.j.  Pyle's  afternoon  news  and 
music  show,  which  many  local  travel- 
ling salesmen  listen  to  on  the  road.  A 
dinner  at  the  Drake  Hotel  brought  out 
450  member-listeners  at  $5  each.  The 
Feb.  3  affair  at  the  airport  drew  $2  each 
from  more  than  1,000  "Pyle  Drivers," 
with  local  business  firms  donating  the 
food,  beer  and  prizes,  and  author  Frank 
Smith  appearing  as  one  of  the  guest 
speakers.  The  "Pyle  Drivers"  carry 
special  luminescent  bumper  strips  on 
their  cars,  have  a  midtown  clubroom, 
and  plan  to  use  their  dues  money  for 
civic  and  charitable  purposes,  accord- 
ing to  WIP. 

KPOA  contest  winners 

Lyn  Salzberg,  of  Dancer-Fitzgerald- 
Sample,  New  York,  was  first  prize- 
winner in  the  recent  contest  conducted 
by  KPOA  Honolulu,  with  her  slogan 
"King  Pin  of  Alohaland,"  according  to 
Fin  Hollinger,  executive  vice  president 
of  the  station.  A  two-week  vacation 
for  one  or  two  (optional)  was  the  prize 
awarded  the  D-F-S  staffer.  Jean  Sulli- 
van, of  Lessing  Advertising  Co.,  Des 
Moines,  Iowa,  won  the  second  prize  of 
a  two-week  vacation  for  one  with  her 
slogan  "Kingsize  Pacemaker  of  Aloha- 
land." Mr.  Hollinger  reported  that 
entries  in  the  KPOA  contest  were  re- 
ceived from  half  the  states  of  the 
union. 

Lassen  to  call  Seattle  plays 

Veteran  sportscaster  Leo  Lassen  was 
named  as  the  man  to  call  the  games 
of  the  Seattle  Rainers  baseball  team  on 
KOMO  Seattle  for  the  next  two  years, 
as  a  result  of  public  opinion  poll,  ac- 
cording to  station  manager  Maitland 
Jordan.  During  a  week-long  contest 
among  fifteen  possibilities,  Mr.  Lassen 
polled  90%  of  the  popular  vote,  KOMO 
announced.  The  KOMO  coverage  of  the 
Rainiers  will  begin  April  17.  KOMO 
signed  a  contract  with  the  team  to 
cover  the  schedule  of  154  games  late 
last  month. 
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Solid  radio  front 

Sterling  Zimmerman,  vice  president 
and  general  manager  of  KUNO  Corpus 
Christi,  Tex.,  has  been  elected  president 
of  the  new  Radio  Public  Service  Assn. 
of  Corpus  Christi,  composed  of  all 
the  radio  stations  in  that  city.  The 
new  organization  intends  to  "provide 
better  and  more  coordinated  public 
service  to  the  community."  Foremost 
in  the  group's  announced  plans  is  pro- 
motion of  the  radio  medium  to  local 
businessmen. 

The  association  will  maintain  a 
speaker's  bureau  and  "will  work  close- 
ly" with  the  national  Station  Repre- 
sentatives Assn.  Directors  of  the  new 
organization  are:  Allen  Dale,  station 
manager,  KEYS;  Bill  Lightfoot,  gen- 
eral manager,  KATR;  A.C.  Lloyd, 
general  manager,  KRYS,  and  Charles 
Manning,  commercial  manager,  KSIX. 

Tv  and  the  general  store 

WSFA-TV  Montgomery,  Ala.,  uses 
station  breaks  to  identify  not  only  itself 
but  to  identify  with  smaller  communi- 
ties within  the  coverage  area.  ID  slides 
showing  landmarks  in  surrounding 
towns  are  rotated  around  the  schedule. 
Local  merchants,  responding  to  the 
technique,  sometimes  have  to  change 
their  way  of  doing  business  to  keep 
up  with  the  television  medium.  One 
bought  two  "10-plan"  packages  of 
minute  and  20-second  spots  but  had 
to  cancel  after  only  two  of  the  minutes 
had  run.  He  had  sold  out  of  the 
$129.95  phonographs  featured  in  his 
sale.  Acting  on  the  basis  of  his  pre- 
tv  experience  in  sale  promotion,  he 
had  stocked  only  five  of  the  sets. 

KJAY  keeps  the  beep 

KJAY  Topeka,  Kan.,  beeped  its  way 
through  18  hours  of  programming  Feb. 
2  playing  Louis  Prima's  recording  of 
"Beep-beep"  from  6  a.m.  till  midnight. 

Success  of  the  stunt  as  an  attention- 
getter  was  gauged  by  the  reported  3,000 
telephone  calls  the  station  received  in 
the  period.  (In  keeping  with  the  wacky 
promotion,  these  calls  were  answered  in 
Spanish.)  The  climax  came  when,  at 
the  end  of  disc  jockey  Al  Knight's  show, 
ambulance  attendants  arrived  and  put 
the  "Beep-beep"-playing  d.j.  in  a  strait 
jacket.  They  took  him  off  to  a  local 
automobile  showroom  which  was  stag- 
ing a  "Beep-beep"  sale.  KJAY's  news- 
wagon  was  used  to  describe  the  scene 
to  listeners. 


Winning  shot  for  WCPO-TV 

Vera  Schulte,  promotion  director  of 
WCPO-TV  Cincinnati,  has  won  $500 
from  Grey  Adv.,  New  York,  and  pro- 
gram sponsor  General  Electric,  for  the 
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Sustained  selling  •  Here  is  a  sample 
of  what  viewers  the  country  over 


are  witnessing  under  TvB's  "People 
Are  Sold  on  Television"  campaign 
initiated  during  National  Television 
Week  last  November  (Broadcast- 
ing, Nov.  17,  1958).  An  interim 
report  shows  74  stations  are  airing 
1,120  spots  per  average  week,  with 
average  weekly  use  per  station 
rounding  out  at  15.  About  two- 
thirds  of  them  are  of  10-second  du- 
ration, the  rest  20-second. 

The  animated  film  commercials, 
now  seven  strong,  are  produced  by 
the  Wexton  Co. 


best  station  promotion  of  ABC-TV's 
Man  With  a  Camera  series.  WCPO- 
TV  viewers  were  encouraged  by  Miss 
Schulte  to  photograph  their  screens 
while  the  program  was  in  progress. 
ABC-TV  mailed  sample  promotion  kits 
to  all  its  affiliates  and  Miss  Schulte's 
campaign  included  7  of  the  10  kit 
suggestions. 

Dimes  still  roll  in 

Full  tallies  of  radio-tv  collections  for 
the  March  of  Dimes  polio  fund 
(Broadcasting,  Feb.  9)  will  be  weeks  in 
the  making.  Meanwhile,  a  final  survey  of 
representative  station  promotions: 

•  KMOX-TV  St.  Louis  was  pledged 
$103,980  for  the  fund  in  a  14-hour  tele- 
thon Feb.  1  that  attracted  15,000  to  the 
studios.  Actor  Eddie  Bracken  kicked 
off  the  campaign.  Among  others  who 
appeared:  Stan  Musial  of  St.  Louis 
Cardinals,  St.  Louis  Hawks  basketball 
team,  civic  leaders,  KMOX-TV  and 
other  local  stations'  personalities. 

•  A  small  crippled  girl  walked  into 
KWYN  Wynne,  Ark.,  with  a  cake  she 
had  made.  The  station  put  her  on  the 
air  to  offer  the  cake  for  sale.  $1,600  was 
pledged  by  local  and  out-of-state  lis- 
teners. The  cake  event  climaxed  a  week 
of  KWYN  broadcast  auctions  in  which 


the  entire  county  goal  was  exceeded. 

•  WHOL  Allentown,  Pa.,  disc  jockeys 
presented  the  station  with  the  proceeds 
from  a  record  hop  at  the  local  Frolics 
Ballroom. 

•  Harry  Harrison,  disc  jockey,  WPEO 
Peoria,  111.,  marched  a  mile  in  subzero 
weather  for  every  $100  donated  to  the 
fund.  WPEO's  news  wagon  followed 
him  over  the  snow-covered  ground  to 
give  a  commentary  on  the  stunt. 

Perpetual  (pro)motion 

"WJZ-TV  Baltimore  Never  Stops 
Promoting,"  declares  a  tv  camera- 
shaped  booklet  mailed  by  the  station. 

To  prove  the  point  the  booklet  graph- 
ically describes  how  WJZ-TV  programs 
are  publicized  with  120,000  milk  bot- 
tle collars  monthly,  200,000  laundry  in- 
serts monthly,  newspaper  ads  almost 
every  day,  50  billboards  monthly,  over 
100  taxi  posters  monthly,  200,000 
matchbooks  all  over  town,  restaurant 
table  cards,  30  delivery  trucks  bearing 
WJZ-TV  announcements,  three  WJZ- 
TV  News  Dept.  vehicles;  copy  on  3 
million  ice  cream  cartons  per  year, 
25,000  shopping  bags,  40  radio  spots 
weekly,  ads  in  every  issue  of  Tv  Junior 
Magazine;  copy  on  20,000  announce- 
ments on  school  book  covers,  trailers  in 


72  movie  theatres;  seven  giant  illumi- 
nated outdoor  bulletins,  hundreds  of  on- 
the-air  promotion  spots  weekly  and  ads 
in  every  issue  of  Tv  Guide. 

Triple  threat  by  KSO 

More  than  20,000  entries  weekly  are 
being  received  by  KSO  Des  Moines, 
Iowa,  in  a  three-way  promotion  drive 
in  cooperation  with  Safeway-Thriftway 
food  stores  and  the  Gift  House  Stamp 
Co.,  the  station  reports.  KSO  announces 
10  Gift  House  game  items  during  each 
weekly  contest  and  listeners  who  obtain 
entry  forms  from  the  food  stores  re- 
ceive five  stamps  for  each  item  men- 
tioned correctly,  making  a  possible 
total  of  50  stamps.  Listening  bonuses 
are  offered  hourly  from  7  a.m.  to  7 
p.m.  at  which  time  names  are  drawn 
for  a  gift  of  1,500  stamps. 

KMPC  collector  items 

The  catch  phrase  used  by  KMPC 
Hollywood  in  its  advertising,  "Did  you 
Whittinghill  today?"  has  caught  on  to 
the  point  that  transit  ad  cards  are  be- 
ing pilfered  as  rapidly  as  they  are  in- 
serted, the  station  reports.  The  copy 
refers  to  KMPC  morning  d.j.  Dick 
Whittinghill.  Another  Los  Angeles  sta- 
tion, KABC,  has  been  reported  ready 
to  counter  with  bus  cards  reading,  "No, 
but  we  Chef  Milanied,"  referring  to  a 
morning  show  with  the  Italian  salad- 
dressing  maker.  The  Whittinghill  copy 
on  buses  carries  neither  call  letters  nor 
explanation.  Paper  ads  show  historical, 
mythological  and  fictional  characters  in 
drawings  posing  the  Whittinghill  ques- 
tion to  one  another,  and  KMPC  call  let- 
ters appear  in  small  type  under  the  art. 

Going  home  via  KSFO 

Commuters  in  the  San  Francisco  area 
can  now  obtain  information  on  the 
traffic  situation  simply  by  dialing  a  local 
telephone  number.  KSFO  San  Francisco 
in  cooperation  with  Folger's  coffee, 
has  added  the  telephone  service  to  regu- 
lar broadcast  traffic  reports  on  the  Bob 
Colvig  Commute  Club,  weekday  after- 
noons and  Sunday  evening. 

Phoenix  hunts  for  KBUZ  man 

News  Director  Mike  D'Arcy  of 
KBUZ  Phoenix,  Ariz.,  may  be  new  in 
town,  but  his  employer  made  sure  he 
would  not  remain  a  stranger  long.  His 
arrival  from  Omaha,  where  he  used  to 
work  for  KOIL,  was  heralded  by  KBUZ 
in  a  $1,000  "Hidden  Man"  contest. 
After  five  days  of  broadcast  clues,  hun- 
dreds of  listeners  mobbed  a  supermar- 
ket in  search  of  the  prize.  There  the 
winner  picked  up  $1,000  for  identifying 
the  new  news  director  dressed  as  a 
grocery  stock  boy. 


Now..  .4  offices  to 
I  I 

better  serve  you. . . 


R.  C.  CRISLER  &  CO.,  inc. 

Business  Brokers  Specializing  in 
Television  and  Radio  Stations 

CINCINNATI,  O. 

Paul  E.  Wagner 

Fifth  Third  Bank  Bldg. 

DUnbar  1-7775 

WEST  COAST 

Lincoln  Dellar  &  Co. 
Santa  Barbara,  Calif. 
WOodland  9-0770 

OMAHA,  NEB. 

Paul  R.  Fry 

P.O.  Box  1733  (Benson) 
TErrace  9455 

NEW  YORK 

41  E.  42nd  St. 
MUr.  Hill  7-8437 
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•  Drumbeats 

•  WTCN-TV  Minneapolis-St.  Paul  in 
a  joint  promotion  with  a  snack  caterer 
has  scored  a  50%  tv  rating.  Viewers 
are  offered  a  free  tv  snack  if  sets  are 
tuned  to  WTCN-TV  when  the  "Donny 
Dipper"  (coffee  and  sandwich  enter- 
prise) man  knocks  at  the  door.  Of  50 
homes  called  on  at  the  campaign's  out- 
set, half  were  tuned  to  the  right 
channel. 

•  WRC-TV  Washington  credits  a  single 
announcement  with  bringing  in  722 
entries  in  its  dog  contest,  to  promote 
the  Jeffs  Collie  series.  Subsequent  an- 
nouncements in  the  week-long  contest 
raised  the  total  entries  to  3,056. 

•  KDKA-TV  Pittsburgh  has  raised  more 
than  $53,000  in  cash  and  pledges  for 
the  Children's  Hospital,  $40,000  of  it 
during  a  special  two-hour  program. 
Prior  to  this  collection,  adds  KDKA- 
TV,  the  Variety  Club  Telethon  on  that 
station  netted  more  than  $90,000  for 
a  summer  camp  for  crippled  children. 

•  WCKY  Cincinnati  in  a  poll  has  dis- 
covered listeners  prefer  the  original 
arrangements  of  such  old  favorites  as 
"Smoke  Gets  in  Your  Eyes"  and  "One 
R.ose"  over  more  modern  versions. 
As  of  Feb.  3,  phone  and  post  card  opin- 
ions were  running  4,419  in  favor  of 
the  standard  versions  as  against  1,203 
preferring  the  new  arrangements. 

•  Jim  Lange,  d.j.  billed  as  "morning 
mayor"  by  KGO  San  Francisco  now 
has  official  claim  to  the  title.  Named 
"Honorary  Morning  Mayor"  in  a  proc- 
lamation by  Mayor  George  Christopher, 


Footnotes  •  KXOK  St.  Louis 
tried  a  down-to-earth  technique 
to  introduce  its  new  radio  person- 
ality, Buddy  Mac  Gregor.  More 
than  1 0,000  adhesive-backed 
footprints  announcing  "Buddy 
Mac  Gregor  was  here"  were  left 
in  heavy  traffic  areas  of  St.  Louis. 


Mr.  Lange  is  charged  with  helping  citi- 
zens better  "meet  the  challenges"  of 
each  new  day. 

•  KIOA  Des  Moines,  Iowa,  received 
more  than  500  shoes  within  a  few  days 
in  a  "Glass  Slipper"  contest.  KIOA 
promised  that  the  sender's  shoe  that 
best  fitted  a  KIOA  staff  Cinderella 
would  win  a  complete  outfit  of  clothes. 

•  Ginny  Alter,  WJXT  (TV)  Jackson- 
ville, Fla.  has  been  commissioned  a 
"torchbearer"  saleswoman  by  the  U.S. 
Treasury  Dept.  to  enlist  1,000  buyers 
in  the  Bond-a-Month  Plan. 

•  Tele-Chievers  Inc.,  WBKB  (TV)  Chi- 
cago's Junior  Achievement  Co., 
launched  its  fifth  annual  tv  series, 
Tele-Scope,  with  a  new  13-week  seg- 
ment Feb.  14.  The  program  will  be 
handled  by  20  teenagers,  guided  by 
WBKB  professional  personnel. 

•  KRCA  (TV)  Los  Angeles  received 
an  award  from  LA.  Mayor  Norris 
Poulson  on  its  10th  anniversary  com- 
mending the  station  for  distinguished 
broadcast  service. 

•  CJKL  Kirkland  Lake,  Ont.,  is  send- 
ing to  advertising  agencies  and  custo- 
mers plastic  bags  containing  gold,  silver, 
copper  and  asbestos  ores  from  mines 
in  its  coverage  area  in  northern  Ontario, 
in  connection  with  its  25th  anniversary. 

•  WCKT  (TV)  Miami,  Fla.,  bribed 
editors  to  tune  in  Meet  Mr.  Lincoln 
last  week.  The  "bribe"  sent:  Lincoln's 
portrait  on  a  penny. 

•  WFMY-TV  Greensboro,  N.C.,  got 
guaranteed  space  in  publications  of  52 
high  school  editors  when  it  invited  them 
to  the  studios  for  judging  of  the  annual 
WFMY-TV  Scholastic  Art  Awards  pro- 
ject (1,200  entries  from  state  schools 
this  year).  The  editors  also  were  briefed 
on  electronic  journalism  by  station 
newsmen. 

•  More  than  2,000  returns  were  re- 
ceived in  two  weeks  by  XETV  (TV) 
Tijuana-San  Diego  in  a  straw  vote  for 
1958  motion-picture  Oscar  winners. 
The  XETV  audience  picked  Mitzi 
Gaynor  for  "South  Pacific,"  Spencer 
Tracy  for  "The  Last  Hurrah"  and 
director  Mark  Robson  for  "The  Inn  of 
the  Sixth  Happiness." 

•  Case  histories  can  prove  which  pro- 
motion campaigns  have  the  best  results. 
With  this  in  mind  Ziv  Tv,  program  syn- 
dicator,  is  distributing  to  sponsors  and 
stations  a  loose-leaf  booklet  of  several 
dozen  market-tested  promotions  for  its 
underwater  drama  series,  Sea  Hunt. 
Some  of  the  ideas  are  from  Ziv's  origi- 
nal kit  for  the  series  a  year  ago.  Others 
were  created  entirely  by  stations,  spon- 
sors and  agencies  using  the  show. 


Now!  50,000  waffs 


Henry  I.  Christal  Co. 


Inc. 


Program  Guide  For 
FM-SCA  LICENSEES 

Present  and  Prospective 

The  only  background  music  on  tape 
that  isn't  also  on  transcriptions 
available  to  any  broadcaster  is 


Exclusive  franchise  territories  for  this 
exclusive  tape  program  service  now 
being  allocated.  No  franchise  fees. 
No  percentages.  For  franchise  par- 
ticulars, availabilities  and  audition  — 

mail  coupon  today  for  complete  particulars. 


MAGNE-TRONICS,  Inc. 

49  West  45th  Street,  New  York  36,  N.  Y. 
Please  rush  complete  particulars  on  exclusive 
franchise  plan  for  FM-SCA  and  wire  services. 
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FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Feb.  5  through  Feb.  11:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
— unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
■ — special  service  authorization.  STA — special 
temporary  authorization.  * — educ.  Ann. — 
Announced. 

New  Tv  Stations 

APPLICATION 

♦Buffalo,  N.Y.— Western  New  York  Edu- 
cational Television  Assoc.  Inc. — uhf  ch.  17 
(488-494  mc);  ERP  151.7  kw  vis.,  75.85  kw 
aur.;  ant.  height  above  average  terrain  313 
ft.,  above  ground  327.8  ft.  Estimated  con- 
struction cost  $123,475,  first  year  operating 
cost  $86,650,  revenue  $100,000  (through  do- 
nations). P.O.  address  %  Hodgson,  Russ, 
Andrews,  Woods  &  Goodyear,  800  M  &  T 
Bldg.,  Buffalo  2.  Studio  location  Buffalo. 
Trans,  location  Buffalo.  Geographic  coordi- 
nates 42°  57'  13.02"  N.  Lat.,  78°  52'  78"  W. 
Long.  Trans.  B  GE,  ant.  GE.  Legal  counsel 
Allaire  Karzon.  Consulting  engineer  Wil- 
liam S.  Duttera.  Ann.  Feb.  9. 

New  Am  Stations 

ACTIONS   BY  FCC 

Clearwater,    Fla. — Radio    Clearwater  Inc. 

860  kc,  500  w  D.  P.O.  address  Box  1876, 
Clearwater.  Estimated  construction  cost 
$48,866,  first  year  operating  cost  $65,000, 
revenue  $75,000.  Charles  Adams  and  Gene 
Robinson,  both  of  WTAN  Clearwater,  at 
present  own  44%  each.  Ann.  Feb.  11. 

Billings,  Mont.— Yellowstone  Bcstg.  730  kc, 
500  w  D.  P.O.  address  600  California  St.,  San 
Francisco.  Estimated  construction  cost 
$27,219,  first  year  operating  cost  $48,000, 
revenue  $57,000.  Thomas  Davis  Jr.  and 
Carl  Hansen,  both  in  real  estate,  are  equal 
partners.  Ann.  Feb.  11. 

APPLICATIONS 

Eureka,  Calif. — Jesse  Frank  Carter  1600  kc, 
1  kw  D.  P.O.  address  1000  Henderson  Ave., 
Porterville,  Calif.  Estimated  construction 
cost  $12,121,  first  year  operating  cost  $35,000, 
revenue  $51,000.  Mr.  Carter  is  a  carpenter- 
painter.  Ann.  Feb.  11. 

Winfield,  Kan.— Winfield  Bcstg.  Co.  1550 
kc,  250  w  D.  P.O.  address  Box  503,  Carthage, 
Mo.  Estimated  construction  cost  $23,477, 
first  year  operating  cost  $42,000,  revenue 
$48,000.  Sole  owner  Lloyd  C.  McKenney  is 
owner  KMDO  Fort  Scott,  Kan.,  KRMO 
Monett,  Mo.  and  half-owner  KBHM  Bran- 
son, Mo.  Ann.  Feb.  11. 

TompkinsvUle,  Ky.-WMCV  Inc.  1370  kc, 
1  kw  D.  P.O.  address  Tompkinsville,  Ky. 


Estimated  construction  cost  $25,035,  first 
year  operating  cost  $30,000,  revenue  $36,000. 
Equal  owners  are  William  H.  Clark,  drug- 
gist; Charles  Vaughn,  farmer,  and  Joe  A. 
Clark,  in  construction  business.  Ann.  Feb. 
11. 

Belen,  N.M.— Belen  Bcstg.  Co.  860  kc,  250 
w  D.  P.O.  address  Box  27.  Estimated  con- 
struction cost  $15,500,  first  year  operating 
cost  $30,000,  revenue  $36,000.  Sole  owner 
Carter  M.  Waid  is  majority  owner  of  Bul- 
letin Publishing  Co.,  Belen.  Ann.  Feb.  10. 

Pendleton,  Ore.— E.  J.  Van  Scyoc  1600  kc, 
500  w  D.  P.O.  address  Route  1,  Box  222, 
Glenn,  Calif.  Estimated  construction  cost 
$20,000,  first  year  operating  cost  $35,000,  rev- 
enue $50,000.  Ann.  Feb.  5. 

Fountain  City,  Tenn.-WFCT  Inc.  1490  kc, 
250  kw.  P.O.  address  1223  Volunteer  Bldg., 
Chattanooga  2.  Estimated  construction  cost 
$13,700,  first  year  operating  cost  $48,000, 
revenue  $64,000.  Applicants  are  Frank  E. 
Pellegrin  (30%)  vice  president  and  secre- 
tary H-R  Reps.  Inc.  and  minority  owner 
WLAF  LaFollette  and  WATO  Oak  Ridge, 
both  Tennessee;  Carlin  S.  French  (30%), 
another  H-R  v. p.  and  majority  owner 
WDXB  Chattanooga  and  minority  owner 
above  stations;  Samuel  P.  Thrower  (30%) 
general  manager  and  minority  owner 
WATO  Oak  Ridge,  and  William  N.  Sher- 
man (10%)  salesman  WATE  Knoxville, 
Tenn.  Ann.  Feb.  9. 

Jefferson  City,  Tenn. — Jefferson  County 
Bcstg.  Co.  1600  kc,  500  w  D.  P.O.  address 
Box  3062  Greebeville,  Tenn.  Estimated  con- 
struction cost  $17,000,  first  year  operating 
cost  $36,000,  revenue  $45,000.  Applicants  are 
Paul  Metcalfe  (48%)  majority  owner  WGRV 
Greeneville;  Clifford  Spurlock  (22%)  former 
owner  WWXL  Manchester,  Ky.;  Kenneth 
Dearstone  and  Ray  Smith  (14%  each), 
both  announcer-salesman  at  WGRV.  Ann. 
Feb.  11. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WHIE  Griffin,  Ga.— Granted  increase  of 
power  from  1  kw  to  5  kw,  continuing  op- 
eration on  1320  kc,  D.  Ann.  Feb.  11. 

KBCL  Bossier  City,  La.— Granted  appli- 
cation to  move  am  station  and  main  studio 
to  Shreveport;  continued  operation  on  1220 
kc,  250  w,  D.  Ann.  Feb.  11. 

APPLICATIONS 

WGPC  Albany,  Ga. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Ann.  Feb.  10. 

WNEG  Toccoa,  Ga.— Cp  to  change  fre- 
quency from  1320  kc  to  630  kc;  decrease 
power  from  1  kw  to  500  w  and  make 
changes  in  ant.  and  ground  systems.  Ann. 
Feb.  11. 

WTAX  Springfield,  III.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Ann.  Feb.  9. 

KXLK  Great  Falls,  Mont.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  Ann.  Feb.  10. 

WEED  Rocky  mount,  N.C.— Cp  to  change 


New  Fm  Stations 

ACTIONS  BY  FCC 

Hartford,  Conn. — Greater  Hartford  Bcstg. 
Die.  Granted  106.9  mc,  6.6  kw.  P.O.  address 
338  Asylum  St.  Estimated  construction  cost 
$45,000,  first  year  operating  cost  $20,000, 
revenue  $10,000.  Applicant  is  licensee  of 
WCCC  Hartford.  Ann.  Feb.  11. 

Omaha,  Neb.— KFAB  Bcstg.  Co.  Granted 
99.9  mc,  8.2  kw  unl.  P.O.  address  5010  Un- 
derwood Ave.,  Omaha.  Estimated  construc- 
tion cost  $19,057,  first  year  operating  cost 
$1,200,  revenue  $2,500.  Applicant  is  licensee 
of  KFAB  Omaha,  is  owned  by  Journal  Star 
Printing  Co.  and  May  Bcstg.  Co.  (each 
48.86% )  and  others.  May  Bcstg.  is  licensee 
of  KMA  Shenandoah,  Iowa  and  KMTV  (TV) 
Omaha.  Central  Bcstg.  Co.  (25%  owner  of 
May  Bcstg.)  is  licensee  of  WHO-AM-FM-TV 
Des  Moines  and  WOC-TV  Davenport,  both 
Iowa.  Ann.  Feb.  11. 

Cincinnati,  Ohio— North  Cincinnati  Bcstg. 
Co.  Granted  104.3  mc,  4.8  kw.  P.O.  address 
6004  Wiehe  Rd.  Estimated  construction  cost 
$11,473,  first  year  operating  cost  $3,000,  rev- 
enue $3,000.  Equal  partners  are  Edward  L. 
and  Alvin  W.  Fishman,  both  in  appliances, 
and  Fred  J.  Fishman,  in  lubricating  equip- 
ment. Ann.  Feb.  11. 

Green  Bay,  Wis.  —  Norbertine  Fathers. 
Granted  101.1  mc,  13.5  kw.  P.O.  address  115 
S.  Jefferson  St.  Estimated  construction  cost 
$20,450.  Applicant  is  licensee  of  WBAY-AM- 
TV  Green  Bay.  Ann.  Feb.  11. 

APPLICATIONS 

Fresno,  Calif .  —  Edward  W.  Stokes  Sr. 
104.7  mc,  2.85  kw.  P.O.  address  2964  E.  Mc- 
Kenzie  Ave.,  Apt.  B.  Estimated  construction 
cost  $15,150,  first  year  operating  cost  $30,000, 
revenue  $35,000.  Mr.  Stokes  is  minority 
owner  and  manager  of  drive-in  theatres. 
Ann.  Feb.  10. 

Fresno,  Calif.— Elbert  H.  Dean  &  Richard 
E.  Newman  102.7  mc,  2.85  kw.  P.O.  address 
5226  N.  Teilman  Ave.  Estimated  construc- 
tion cost  $12,650,  first  year  operating  cost 
$15,000,  revenue  $20,000.  Equal  partners,  Mr. 
Dean  is  chief  engineer  KARM-AM-FM 
Fresno  and  Mr.  Newman  is  engineer  Video 
Corp.,  San  Diego.  Ann.  Feb.  10. 

♦Rochester,  N.Y.— Board  of  Education  of 
Central  School  District  No.  3  of  the  Town 
of  Irondequoit  90.9  mc,  .0058  kw.  P.O.  ad- 
dress 370  Cooper  Rd.  Estimated  construction 
cost  $3,320,  first  year  operating  cost  $200. 
Ann.  Feb.  5. 

Altoona,  Pa.— Triangle  Publications  Inc. 
98.1  mc,  32.5  kw.  P.O.  address  46th  and 
Market  Sts.,  Philadelphia  39.  Estimated 
construction  cost  $31,900,  first  year  operating 
cost  $18,200.  Applicant  owns  WFBG-AM-TV 
Altoona,  WFEL-AM-FM-TV  Philadelphia, 
WLBR-TV  Lebanon,  all  Pennsylvania: 
WNBF-AM-FM-TV  Binghamton,  N.Y.,  and 
WNHC-AM-FM-TV  New  Haven,  Conn. 
Ann.  Feb.  5. 

Lancaster,  Pa. — Percy  B.  Crawford  94.5 
mc,  20  kw.  P.O.  address  Box  1,  Philadelphia 
5.  Estimated  construction  cost  $59,345,  first 
year  operating  cost  $30,000,  revenue  $33,000. 
Applicant  is  president  Young  Peoples' 
Church  of  the  Air  Inc.  Ann.  Feb.  10. 

Pittsburgh,  Pa. — Dynamic  Bcstg.  Die. 
105.9  mc,  2.74  kw.  P.O.  address  105  E.  Eighth 
Ave.,  Homestead,  Pa.  Estimated  construc- 
tion cost  $50,107,  first  year  operating  cost 
$15,000,  revenue  $15,000.  Applicant  is  li- 
censee WAMO  Homestead.  Ann.  Feb.  10. 

Waco,  Tex. — Music  Unlimited  Inc.  95.5 
mc,  1  kw.  P.O.  address  418  Franklin  Ave. 
Estimated  construction  cost  $15,175,  first 
year  operating  cost  $7,800,  revenue  $10,600. 
Applicants  are  James  C.  Cook  (40%)  owner 
radio-tv  sales  and  service  outfit;  Bill  B. 
English  (40%)  John  W.  Fulbright  (10%)  at- 
torney, and  Charles  F.  Koehne  Jr.  (10%) 
attorney.  Ann.  Feb.  9. 

Existing  Fm  Stations 

ACTION  BY  FCC 
WIUS  (FM)  Christiansted,  St.  Croix,  V.I. 

—Granted  mod.  of  cp  to  change  station 
location  to  Charlotte  Amalie,  St.  Thomas, 
V.I.,  change  trans.,  ant.  system,  ERP  to  400 
w,  ant.  to  360  ft.,  continuing  operation  on 
100.1  mc;  engineering  condition.  Ann. 
Feb.  11. 


Ownership  Changes 


ACTIONS  BY  FCC 
WFAB  Miami- South  Miami,  Fla.— Granted 
assignment  of  cp  to  WFAB  Inc.  (40%  inter- 
est to  Louis  G.  Jacobs  as  reimbursement 
for  $24,026  spent  in  obtaining  permit,  and 
60%  to  Harold  E.  King,  who,  with  wife, 
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United  Press  International  s 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfi 
Build  Ratings  s 


m 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Feb.  11 


3,286 
543 
43  21 


Cps 

54 


CP 

Not  on  air 

123 

138 
102 


TOTAL  APPLICATIONS 

For  new  stations 

629 
64 
105 


OPERATING  TELEVISION 

STATIONS 

Compiled  by  BROADCASTING  through  Feb.  11 

VHF 

UHF 

TOTAL 

Commercial  435 

80 

515* 

Non-Commercial  30 

8 

381 

COMMERCIAL  STATION 

BOXSCORE 

As  reported  by  FCC  through  Dec.  31,  1958 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,286 

543 

432' 

CPs  on  air  (new  stations) 

40 

35 

832 

CPs  not  on  the  air  (new  stations) 

114 

117 

104 

Total  authorized  stations 

3,440 

695 

666 

Applications  for  new  stations  (not  in  hearing) 

470 

44 

38 

Applications  for  new  stations  (in  hearing) 

124 

29 

70 

Total  applications  for  new  stations 

594 

73 

108 

Applications  for  major  changes  (not  in  hearing) 

478 

31 

37 

Applications  for  major  changes  (in  hearing) 

48 

0 

17 

Total  applications  for  major  changes 

526 

31 

54 

Licenses  deleted 

2 

1 

CPs  deleted 

0 

0 

1 

xThere  are,  in  addition,  seven  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

'There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

"There  have  been,  In  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

*  There  has  been,  In  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


owns  KGHI  Little  Rock,  Ark.;  WTHR  Pan- 
ama City;  WDAT  South  Daytona,  and 
WTTT  Arlington  [Jacksonville],  Fla.).  Ann. 
Feb.  11. 

WAZA  Bainbridge,  Ga. — Granted  assign- 
ment of  license  to  Radio  Bainbridge  Inc.; 
consideration  $50,000  less  certain  considera- 
tion. J.  W.  Woodruff  Jr.,  assignee  president, 
has  interest  in  WGPC  Albany,  Ga.,  and 
WRBL  -  AM  -  FM  -  TV  Columbus,  Ga.  Ann. 
Feb.  11. 

WTRX-AM-FM  Bellaire,  Ohio  —  Granted 
assignment  of  licenses  to  Ohio  Valley  Bcstg. 
Corp.  (Frederic  Gregg  Jr.,  Charles  H. 
Wright  and  Charles  F.  King) ;  consideration 
$117,000.  Mr.  Gregg  owns  WCMI-AM-FM 
Ashland,  Ky.  Ann.  Feb.  11. 

WKTF  Warrenton,  Va.— Granted  transfer 
of  negative  control  from  Martha  Rountree 
Presbrey  to  Dr.  Fred  James  Crescente; 
consideration  $30,000  for  Mrs.  Presbrey's 
50%  interest.  Ann.  Feb.  11. 

WRIT  Milwaukee,  Wis.— Granted  relin- 
quishment of  negative  control  by  H  &  E 
Balaban  Corp.  and  Leo  M.  and  Harold  S. 
Lederer  through  sale  of  33V3%  stock  to 
Nancy  F.  Epstein,  Eli  E.  Fink,  Maurice 
Schraeger  and  Herbert  Schoenbrod;  con- 
sideration $13,333.  Transferees  have  interest 
in  WIL  St.  Louis,  Mo.,  and  KBOX  Dallas, 
Tex.  Ann.  Feb.  11. 

APPLICATIONS 

WFEB  Sylacauga,  Ala.— Seeks  involuntary 
transfer  of  51%  of  licensee  Alabama  Bcstg. 
Co.  from  E.  E.  Forbes  Sr.,  deceased,  to  his 
sons  J.  M.,  Kenneth  and  E.  E.  Forbes  Jr. 
Ann.  Feb.  11. 

K  AIR  Tucson.,  Ariz. — Seeks  transfer  of 
control  of  Joe  Dumond  Radio  Enterprises 
Inc.  from  Joe  Dumond  to  Andrew  J.  Griffith 
Jr.  and  Jerome  K.  McCauley,  (50%  each). 
Mr.  McCauley  has  been  account  executive 
at  WMGM  and  WINS  New  York.  Mr.  Grif- 
fith is  in  insurance  and  real  estate.  Con- 
sideration $160,000.  Ann.  Feb.  10. 

KUFM  (FM)  El  Cajon,  Calif.— Seeks  as- 
signment of  license  from  Kenneth  C.  Forrbr 
to  Forweck  &  Co.  which  is  99%  owned  by 
Mr.  Forror.  Ann.  Feb.  11. 

KTKR  Taft,  Calif.— Seeks  assignment  of 
license  from  Taft  Bcstg.  Co.  to  Louise  E. 
and  Gerald  K.  Mann  for  $60,000.  Mr.  Mann 
is  cotton  broker.  Ann.  Feb.  10. 

WROM  Rome,  Ga. — Seeks  involuntary  as- 
signment of  one-third  interest  in  licensee 
Coosa  Valley  Radio  Co.  from  Edward  N. 
McKay,  deceased,  to  Mrs.  Edward  N.  Mc- 
Kay, executrix  of  estate.  Ann.  Feb.  9. 

KYTE  Pocatello,  Idaho  —  Seeks  assign- 
ment of  license  from  Pocatello  Bcstg.  Co., 
a  co-partnership,  to  Pocatello  Bcstg.  Co., 
a  corporation.  No  change  in  ownership 
involved.    Owners    are    Thomas    R.  and 
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Andrew  H.  Becker.  Ann.  Feb.  10. 

WINN  Louisville,  Ky.— Seeks  assignment 
of  license  to  WBC  Inc.  from  Kentucky 
Bcstg.  Corp.,  wholly-owned  subsidiary  of 
WBC.  Ann.  Feb.  11. 

WTSV-AM-FM  Claremont,  N.H.— Requests 
transfer  of  control  and  assignment  of  li- 
cense from  Grandview  Inc.  to  Radio  Clare- 
mont Inc.,  owned  by  Norman  Knight.  Con- 


Boston  and  owner  WHEB  Portsmouth,  N.H. 
Ann.  Feb.  10. 

WBNC  Conway,  N.H. — Seeks  assignment 
of  license  from  McKee  Bcstg.  Co.  to  William 
R.  Sweeney  for  $4,000  cash  and  assumption 
of  notes  worth  $36,000.  Mr.  Sweeney  is  "li- 
censee of  WERI  Westerly,  R.I.  Ann.  Feb.  11. 

WTSL-AM-FM  Hanover,  N.H.  —  Request 
transfer  of  control  and  assignment  of  li- 
cense from  WTSL  Inc.  to  Radio  Hanover 
Inc.  for  $135,000.  Purchaser  is  Norman 
Knight,  general  manager  WNAC-AM-TV 
and  WRKO-FM  Boston,  and  owner  WHEB 
Portsmouth,  N.H.  Ann.  Feb.  10. 

WMGM  New  York,  N.Y.— Seeks  assign- 
ment of  license  from  Loew's  Inc.  to  Loew's 
Theatres  Inc.,  through  stock  transfer. 
Loew's  Inc.  presently  holds  all  stock  in 
Loew's  Theatres  Inc.  After  transfer,  Loew's 
Theatre  Inc.  stock  will  be  distributed  to 
shareholders  of  Loew's  Inc.  Ann.  Feb.  10. 

WHAM,  WHFM   (FM)   Rochester,  N.Y.— 


for  $838,580.  Genesee  is  50%  owned  by  Henry 
I.  Cristal  Co.,  radio-tv  station  representa- 
tive and  by  Combined  Century  Theatres 
Inc.,  which  owns  and  operates  New  York 
state  motion  picture  theatres.  Ann.  Feb.  9. 

WIMA-TV  Lima,  Ohio— Seeks  transfer  of 
4.5%  interest  in  station  from  George  E. 
Hamilton,  present  50%  owner  to  his  daugh- 
ter Susanne  Hamilton  Stewart,  as  gift.  No 
financial  consideration.  Ann.  Feb.  5. 

WADP  Kane,  Pa. — Seeks  assignment  of 
license  and  cp  from  Northern  Allegheny 
Bcstg.  Co.  to  Kane  Bcstg.  Co.  for  $26,000. 
Purchasers  are  Stuart  J.  Myers  (90%)  and 
Gordon  L.  Hanks  (10%).  Mr.  Myers  has  had 
interest  in  several  community  tv  ant.  proj- 
ects. Mr.  Hanks  has  financial  interest  in 
drug  manufacturing  firm.  Ann.  Feb.  10. 

WSTE  (TV)  Fajardo,  P.R.— Seeks  assign- 
ment of  cp  from  William  R.  Anthony  to 
Carmina  Mendez.  Also  involved  in  same 
transaction  is  transfer  of  WHOA  San  Juan. 
(See  below.)  Ann.  Feb.  11. 

WHOA  San  Juan,  P.R.— Seeks  assignment 
of  license  of  Continental  Bcstg.  Co.  from 
William  R.  Anthony  to  Carmina  Mendez  for 
$50,000.  Senorita  Mendez  is  former  wife  "of 
Mr.  Anthony.  Ann.  Feb.  11. 

WPRO  -  AM  -  FM  -  TV  Providence,  R.I.  — 


Custom-engineered  flexibility 
at  production  line  prices 

212E — Dual  channel  unit  provides  si- 
multaneous mixing  of  9  of  12  inputs, 
including  mikes,  remote  lines,  high 
level  and  network  line.  Also  supplies 
monitoring  of  program  lines  and  re- 
mote lines,  and  control  of  speakers  and 
warning  lights. 

212F — Supplies  complete  control  over 
simultaneous  broadcasting  and  audi- 
tioning from  any  5  of  12  inputs.  The 
212F  also  monitors  remote  lines,  and 
controls  speakers  and  warning  lights. 

Contact  your  Collins  representative 
for  specifications 

Collins  is  your  single,  complete  source 
of  all  quality  broadcast  equipment. 


COLLINS  RADIO  COMPANY 

CEDAR  RAPIDS 


DALLAS    •  BURBANK 


r 


Equipping  a 
Radio  Station  ? 


New  RCA 
5  KWFM  Transmitter 
Designed  for 
Multiplexing 

A  "Direct  FM"  system  plus  many 
other  outstanding  performance 
features  such  as  built-in  remote 
control  provisions  and  screen  volt- 
age power  output  control,  make  the 
BTF-5B  today's  best  FM  transmit- 
ter buy.  Its  5000-watt  power  out- 
put provides  adequate  coverage  of 
a  multiplex  channel  and  improved 
coverage  for  conventional  opera- 
tion. New  Exciter,  Type  BTE-10B, 
usesj"Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  re- 
quired. Whatever  your  equipment 
needs-SEE  RCA  FIRST! 

Or  write  for  descriptive  liter- 
ature to  RCA,  Dept.  PC-22, 
Building  15-1,  Camden,  N.  J. 

RADIO  CORPORATION 
of  AMERICA 


Seeks  assignment  of  license  from  Cherry  & 
Webb  Bcstg.  Co.  to  Capital  Cities  Tv  Corp. 
for  $6,508,808.  Capital  is  licensee  of  WTEN 
(TV)  Albany,  N.Y.,  WTVD  (TV)  Durham, 
N.C.,  and  permittee  of  WCDC  Adams,  Mass. 
Ann.  Feb.  10. 

KERC  Eastland,  Tex. — Seeks  assignment 
of  license  from  Tri-Cities  Inc.  to  Circle-S 
Inc.  for  $22,000.  Purchasers  are  Mr.  and 
Mrs.  Richard  L.  Spaulding  (50%)  and 
Messrs.  William  H.,  William  L.  and  Russell 
P.  Shriver  (16%%  each),  Ursa,  111.,  farmers. 
Mr.  Spaulding  is  chief  announcer  WCAZ 
Carthage,  111.  Ann.  Feb.  10. 

KSEL  Lubbock,  Tex.— Seeks  assignment 
of  half  of  current  30%  interest  held  in  Lub- 
bock Bcstrs.  Inc.  by  George  H.  W.  Bush  to 
C.  Fred  Chambers  and  W.  D.  Kennedy  (5% 
each)  and  James  P.  Simmons  and  Gilbert  C. 
Tompson  (21/2%  each).  Total  consideration 
$20,250.  Purchasers  are  in  oil  industry.  Ann. 
Feb.  10. 

KZEY  Tyler,  Tex. — Seeks  assignment  of 
license  from  Edward  E.  McLemore  to  Tyler 
Bcstg.  Co.,  corporation  owned  by  Mr.  Mc- 
Lemore and  Roy  Thomas  Gibson.  Mr.  Gib- 
son is  paying  $21,952  for  50%  interest.  Mr. 
Gibson  is  general  manager  KZEY.  Ann. 
Feb.  11. 

WTRF-TV  Wheeling,  W.Va.— Seeks  assign- 
ment of  license  from  Tri-City  Bcstg.  Co.  to 
WTRF  Inc.  through  transfer  of  minority  in- 
terest owned  by  Thomas  M.  Bloch  and  Betty 
Bloch  Harris.  Consideration  $172,000.  Ann. 
Feb.  11. 

KASL  Newcastle,  Wyo. — Seeks  transfer  of 
control  of  Northeast  Wyo.  Bcstrs.  Inc.  from 
Floyd  L.  Sparks  and  Doris  Sparks  McKenna 
to  Stella  Sue  Parrott  and  William  L.  Fisher. 

Miss  Parrott  is  present  30%  owner  and  Mr. 
Fisher  is  present  20%  owner.  After  transfer 
they  will  own  60%  and  40%,  respectively. 
No  financial  consideration.  Ann.  Feb.  10. 


Hearing  Cases 


FINAL  DECISIONS 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  Federal  Bcstg. 
System  Inc.  (WSAY),  Rochester,  N.Y.,  for 
reconsideration  or  rehearing  of  March  12, 
1958,  decision  which  (1)  dismissed  WSAY 
protest  and  (2)  affirmed  March  11,  1953, 
grant  of  cps  to  WHEC  Inc.  (WHEC-TV),  and 
Veterans  Bcstg.  Co.  (WVET-TV),  for  new 
tv  stations  to  operate  on  ch.  10  on  share- 
time  basis  in  Rochester.  Comrs.  Ford  and 
Cross  not  participating.  Ann.  Feb.  11. 

By  order,  Commission  (1)  granted  peti- 
tion by  WILA  Inc.,  and  (2)  made  effective 
immediately  Dec.  31,  1958,  initial  decision 


to  1  kw,  continuing  operation  on  1580  kc. 
daytime  only.  Comr.  Bartley  concurred; 
Comrs.  Hyde  and  Lee  dissented.  Ann.  Feb. 
11. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order,  Com- 
mission (1)  denied  motions  by  Liberty  Tele- 
vision Inc.  to  enlarge  issues  relative  to 
financial  qualifications  of  KEED  Inc.  in  pro- 
ceeding on  their  applications  for  new  tv 
stations  to  operate  on  ch.  9  in  Eugene,  Ore., 
and  (2)  dismissed  as  moot  motion  by  KEED 
to  dismiss  Liberty  pleadings.  Ann.  Feb.  11. 

Commission  on  Feb.  11  directed  prepara- 
tion of  document  looking  toward  denying 
petition  by  Anthony  Wayne  Television  Corp. 
for  rehearing,  reopening  of  record  and  en- 
largement of  issues  in  Toledo,  Ohio,  ch.  11 
proceedings.  July  23,  1958  decision  granted 
application  of  Community  Bcstg.  Co.  and 
denied  competing  applications  of  Toledo 
Blade  Co.,  Unity  Corp.,  Citizens  Bcstg.  Co., 
Maumee    Valley    Bcstg.    Co.,    Great  Lakes 


Bcstg.  Co.,  and  Anthony  Wayne. 

Commission  scheduled  following  am  pro- 
ceedings for  oral  argument  on  March  12: 
Williamsport  Radio  Bcstg.  Associates  Inc. 
(WARC),  Milton,  Pa.,  and  Ottaway  Stations 
Inc.   (WDOS),  Oneonta,  N.Y. 

Florence  Bcstg.  Co.,  Brownsville,  Tenn. — 
Designated  for  hearing  application  for  new 
am  station  to  operate  on  1420  kc,  500  w,  t>; 
made  KPOC  Pocahontas,  Ark.;  WSUH  Ox- 
ford, Miss.,  and  WHER  Memphis,  Tenn., 
parties  to  proceeding.  Ann.  Feb.  11. 


Routine  Roundup 


BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Feb.  6 

WGLI  Babylon,  N.Y.— Granted  license  for 
am  station  and  change  type  trans.;  and 
license  covering  installation  of  alternate 
main  trans. 

WFBL  Syracuse,  N.Y. — Granted  license 
covering  change  studio  location  and  instal- 
lation new  trans. 

KLUU  Toledo,  Ore. — Granted  cp  to  re- 
place expired  permit  for  am  station;  with- 
out prejudice  to  whatever  further  action 
Commission  may  deem  necessary  as  result 
of  decision  ultimately  reached  in  equity 
suit  now  pending  in  Lincoln  County,  Oregon 
Circuit  Court  in  re:  Clayton  S.  Comer  and 
Lincoln  Electronics  Inc.  vs.  Robert  C. 
Beattie  and  Jane  Doe  Beattie,  d/b/a  Toledo 
Broadcasters. 

WNEW-FM  New  York,  N.Y.— Granted  cp 
to  increase  ERP  to  1.3  kw  and  install  new 
trans.;  ant.  1,360  ft.;  remote  control  per- 
mitted; condition. 

WACO  Waco,  Tex.— Granted  cp  to  install 
new  aux.  trans. 

WGGA  Gainesville,  Ga. — Granted  cp  to 
install  new  trans. 

WFPB  Lake  Worth,  Fla. — Granted  mod. 
of  cp  to  change  ant. -trans,  location,  studio 
location  and  remote  control  point. 

KXLU  Los  Angeles,  Calif.— Granted  mod. 
of  cp  to  change  ant. -trans,  location  and 
type  trans. 

WBTL  FarmviUe,  N.C.— Granted  mod.  of 
cp  to  change  ant. -trans,  and  studio  loca- 
tions; conditions. 

WAUB  Auburn,  N.Y. — Granted  extension 
of  completion  date  to  4-21;  without  preju- 
dice to  whatever  further  action  Commission 
may  deem  appropriate  as  result  of  any 
decision  reached  in  any  comparative  hear- 
ing held  pursuant  to  Commission's  memo- 
randum opinion  &  order  released  Dec.  5, 
1958,  involving  Radio  Stations  WAUB  and 
WMBO-AM-FM. 

Actions  of  Feb.  5 

WBNY-FM  Buffalo,  N.Y.— Granted  license 
covering  changes  in  fm  station. 

KFPW  Fort  Smith,  Ark.— Granted  mod.  of 
license  to  change  name  to  KFPW  Bcstg.  Co. 

WCAR  Detroit,  Mich.— Granted  cps  to 
change  present  main  daytime  trans,  to  main 
trans,  for  both  day  and  night  operation 
and  change  present  main  nighttime  trans, 
as  an  aux.  trans,  for  daytime  operation  and 
as  an  alternate  main  trans,  for  nighttime 
operation. 

WJDX  Jackson,  Miss. — Granted  cp  to 
change  ant. -trans,  location;  make  changes 
in  the  nighttime  DA  system,  ground  system, 
and  install  new  trans. 

WHK-FM  Cleveland,  Ohio — Granted  mod. 
of  Subsidiary  Communications  Authoriza- 
tion to  change  sub-carrier  frequencies  from 
49  and  67  kc  to  65  kc. 

WSON-AM-FM  Henderson,  Ky.— Granted 
change  of  remote  control  authority. 

Following  stations  were  granted  ex- 
tensions  of   completion   dates    as  shown: 


RADIO  STATION 


Southern  Metropolitan 
Market  on  Gulf  Coast  24- 
hr.  regional.  Price  $175,- 
000.  $55,000  down,  bal- 
ance over  reasonable  time. 
Seller  wants  immediate 
action. 


Contact  CHICAGO  OFFICE,  Tribune  Tower,  DEIawai 


the  office  nearest  you 


HAMILTON  •  STUBBLEFIELD  •  TWINING  and  Associates, Inc. 


BROKERS  •  RADIO  AND  TELEVISION  STATIONS  •  NEWSPAPERS 

WASHINGTON,  D.  C.  j  '  »»"«  { M^nV,        '  SAN  FRANCISCO  {  &^»o7I 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  8-5411 
1735  DeScles  St.,  N.  W 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Blag., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-131 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037        JACKSON  5302 
KANSAS    CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St. — Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
61 7  Albee  Bldg.      Executive  3-461 6 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W„ 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksvide,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


ervice 


irector 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phorve  Jackson  3-5302 


CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical  Broadcast,  TV  Electronics 
engineering  home  study  and  residence 
courses.   Write   For  Free  Catalog,  spec* 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 


REAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C 
OLiver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,   International  Airport 
San   Francisco   28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


PAUL  DEAN  FORD 

Broadcast    Engineering  Consultan 
4341    South  8th  Street 
Terre  Haute,  Indiana 
Crawford  4496 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Televtsion 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.        Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9538 


SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-rook- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


confacf 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 
for  availabilities 
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KHTV  (TV)  Portland,  Ore.  to  7-1;  KYSS 
Missoula,  Mont,  to  6-15;  WPNC  Plymouth, 
N.C.  to  4-15;  WSNB  Islip,  N.Y.  to  6-11; 
KSTN  Stockton,  Calif,  to  3-30;  WHEW 
Riviera  Beach,  Fla.  to  6-1;  KASK  Ontario, 
Calif,  to  2-28;  KUDU-FM  Ventura-Oxnard, 
Calif,  to  4-29;  WOTR  Corry,  Pa.  to  4-4. 
Actions  of  Feb.  4 
WAMM  Flint,  Mich.— Granted  involuntary 
transfer  of  negative  control  from  Richard 
S.  Carter,  deceased,  to  Cora  J.  Carter,  ex- 
ecutrix of  estate  of  Richard  S.  Carter,  de- 
ceased. 

WKYR  Keyser,  W.Va.— Granted  acquisi- 
tion of  negative  control  by  each  Robert  K. 
Richards  and  Frederick  L.  Allman  through 
sale  of  stock  by  Walter  Patterson  to  WKYR 
Inc.,  and  retirement  thereof. 

KADO  Marshall,  Tex.— Granted  authority 
to  remain  silent  to  5-1;  conditions. 

KJML  (FM)  Sacramento,  Calif.— Granted 
extension  of  completion  date  to  5-5. 
Actions  of  Feb.  3 

KMAQ  Maquoketa,  Iowa — Granted  license 
for  am  station;  remote  control  permitted. 

WBOY  Clarksburg,  W.Va— Granted  cp  to 
make  changes  in  ant.  system  by  mounting 
tv  ant.  on  top  of  am  tower  and  change  re- 
mote control  point;  conditions. 

WQAM  Miami,  Fla. — Granted  request  to 
cancel  license  for  aux.  trans. 

Actions  of  Feb.  2 

WICU  Erie,  Pa.— Granted  assignment  of 
license  to  Dispatch  Inc. 

WICC-TV  Bridgeport,  Conn.— Granted  li- 
cense for  tv  station. 

WOIC  Columbia,  S.C.— Granted  mod.  of 
license  to  change  name  to  Speidel  Bcstg. 
Corp. 

WHHI  Highland,  Wis.— Granted  cp  to  de- 
crease ERP  to  43  kw;  increase  ant.  height 
to  610  ft.,  and  install  new  ant. 

Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown: 
KITT  (FM)  San  Diego,  Calif,  to  5-15; 
KHOF  (FM)  Los  Angeles,  Calif,  to  4-30; 
WREA  East  Palatka,  Fla.  to  4-30;  *WHHS 
(FM)  Havertown,  Pa.  to  4-1:  KYA-FM 
San  Francisco,  Calif,  to  5-1;  WYZZ  Wilkes- 
Barre,  Pa.  to  2-27;  KBCA  (FM)  Los  Angeles, 
Calif,  to  2-28,  and  WSEB  Sebring,  Fla.  to 
6-22. 

ACTIONS  ON  MOTIONS 
By  Chief  Bearing  Examiner  James  D. 
Cunningham  on  Feb.  6 

Scheduled  hearing  for  April  8  in  proceed- 
ing on  application  of  May  Bcstg.  Co. 
(KMA),  Shenandoah,  Iowa,  for  renewal  of 
license. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Feb.  9 

Granted  motion  by  The  Circle  Corp. 
(WKIZ),  Kalamazoo,  Mich.,  for  extension  of 
time  to  Feb.  16  to  reply  to  proposed  find- 
ings and  conclusions  in  proceeding  on  its 
am  application,  et  al. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Feb.  9 

Rescheduled  prehearing  conference  pre- 
viously scheduled  for  10  a.m.,  Feb.  10  for 
9  a.m.  on  same  date  in  proceeding  on  ap- 
plications of  Falcon  Bcstg.  Co.  and  Sierra 
Madre  Bcstg.  Co.,  for  am  facilities  in  Ver- 
non and  Sierra  Madre,  both  California. 
By  Hearing  Examiner  Herbert  Sharfman 
on  Feb.  9 

Granted  petition  by  Alvarado  Television 
Co.  for  further  extension  of  time  from  Feb. 
16  to  April  2  for  filing  proposed  findings  of 
fact  and  conclusions  and  from  March  2  to 
April  17  for  replies  in  proceeding  on  appli- 
cation of  Video  Independent  Theatres  Inc. 
(KVIT),  Santa  Fe,  N.M.,  for  mod.  of  cp. 


By  Hearing  Examiner  Thomas  H.  Donahue 
on  Feb.  9 

Granted  motion  by  Upland  Bcstg.  Co.  for 
leave  to  amend  its  application  for  am  facili- 
ties in  Upland,  Calif.,  to  change  proposed 
ant.  site. 

By  Hearing  Examiner  J.  D.  Bond 
on  Feb.  9 

Renumbered  certain  exhibits  of  WGN  Inc. 
(WGN),  Chicago,  111.,  intervenor  in  pro- 
ceeding on  am  applications  of  Capitol  Bcstg. 
Co.,  East  Lansing  and  W.  A.  Pomeroy, 
Tawas  City-East  Tawas,  both  Michigan,  for 
purpose  of  clarification  of  identification  and 
status  of  exhibits  and  certified  hearing 
record  as  corrected  to  be  complete. 
By  Commissioner  Robert  E.  Lee  on  Feb.  3 

Granted  petition  by  KEED  Inc.  for  exten- 
tion  of  time  to  Feb.  9  to  file  its  reply  to 
opposition  of  Liberty  Television  Inc.,  to 
petitioner's  motion  to  enlarge  issues  to  in- 
clude issues  for  absolute  disqualification  of 
Liberty  Television  Inc.,  in  proceeding  on 
their  applications  for  new  tv  stations  to  op- 
erate on  ch.  9  in  Eugene,  Ore. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Granted  petition  by  Donner  Bcstg.  Co. 
for  dismissal  of  its  application  for  am  facili- 
ties in  Truckee,  Calif.  Action  Feb.  3. 

Granted  petition  by  The  Monocacy  Bcstg. 
Co.  (WFMD),  Frederick,  Md„  for  leave  to 
intervene  in  proceeding  on  am  applications 
of  The  Four  States  Bcstg.  Co.,  Halfway, 
Md.,  et  al.  Action  Feb.  5. 

Granted  motion  by  John  H.  Phipps  for 
dismissal  without  prejudice  of  his  applica- 
tion and  retained  in  hearing  status  appli- 
cation of  Georgia  State  Board  of  Education 
both  for  new  tv  stations  to  operate  on  ch.  8 
in  Waycross,  Ga.  Action  Feb.  5. 

Granted  petition  by  KARM  Fresno,  Calif., 
for  leave  to  intervene  with  reference  to 
each  governing  issue  in  proceeding  on  am 
application  of  KYNO  Fresno.  Action  Feb.  5. 
By  Hearing  Examiner  Thomas  H.  Donahue 
on  Feb.  6 

Granted  motion  by  Pan  American  Radio 
Corp.  for  extension  of  time  to  file  correc- 
tions to  transcript  of  record  from  Feb.  6  to 
Feb.  13  in  proceeding  on  its  application  and 
that  of  Vernon  G.  Ludwig  for  am  facilities 
in  Tucson  and  Benson,  both  Arizona. 
By  Hearing  Examiner  Forest  L.  McClenning 
on  Feb.  6 

Scheduled  prehearing  conference  for  Feb. 
13  in  proceeding  on  application  for  transfer 
of  control  of  Hawaiian  Bcstg.  System  Ltd. 
(KGMB-AM-TV  Honolulu,  KHBC-AM-TV 
Hilo,  and  KMAU-TV  and  aux.,  Wailuku, 
Hawaii)  from  Consolidated  Amusement  Co. 
to  Hialand  Development  Corp. 
By  Hearing  Examiner  Charles  J.  Frederick 
on  Feb.  5 

Scheduled  hearing  for  March  17  on  am 
application  of  William  F.  Huffman  Radio 
Inc.  (WFHR),  Wisconsin  Rapids,  Wis. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Feb.  6 

Scheduled  hearings  on  dates  shown  in 
following  proceedings:  April  6 — am  applica- 
tions of  Louis  W.  Skelly.  Conneaut,  Ohio, 
and  Mon-Yough  Bcstg.  Co.  (WMCK),  Mc- 
Keesport,  Pa.;  Quad  Cities  Bcstg.  Co.,  Bra- 
zil, Ind.  April  8 — am  applications  of  Malri'te 
Bcstg.  Co.,  Tiffin  and  Dale  Windnagel,  Oak 
Harbor,  both  Ohio. 

By  Hearing  Examiner  Millard  F.  French 
on  Feb.  6 

Upon  oral  request  by  Evangeline  Bcstg. 
Co.,  and  with  consent  of  all  other  parties, 


continued  further  prehearing  conference 
from  Feb.  13,  9  a.m.,  to  Feb.  16,  9  a.m.,  in 
Lake  Charles-Lafayette,  La.,  ch.  3  pro- 
ceeding. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  Feb.  6 

Granted  petition  by  Intrastate  Bcstrs., 
Pomona-Claremont,  Calif.,  for  leave  to 
amend  its  am  application  to  specify  that 
main  studio  is  to  be  at  Pomona  rather  than 
at  both  Pomona  and  Claremont. 

Accepted  amendment  filed  Jan.  13  by  The 
Monocacy  Bcstg.  Co.,  Gettysburg  Pa.,  filed 
pursuant  to  Dec.  23  memorandum  opinion 
and  order  of  Commission  directing  that 
company  to  file  amendment  to  its  am  ap- 
plication reflecting  change  in  legal  status  of 
holders  of  its  stock. 

By  Hearing  Examiner  J.  D.  Bond  on  Feb.  6 

Granted  request  by  E.  Anthony  &  Sons 
Inc.,  and  scheduled  prehearing  conference 
for  March  2  in  New  Bedford,  Mass.,  ch."  6 
proceeding;  continued  for  consideration 
and  appropriate  action  at  prehearing  con- 
ference that  part  of  pleading  to  fix  date  for 
hearing. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  Feb.  6 

Granted  request  by  Ralph  Luke  Walton, 
Indianapolis,  Ind.,  for  leave  to  amend  his 
am  application  to  specify  frequency  810  kc 
in  lieu  of  800  kc,  and  application  as  amend- 
ed is  removed  from  hearing  status  and  re- 
turned to  processing  line. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  dates  shown 

Granted  petition  and  supplemental  peti- 
tion by  Tri-Country  Bcstg.  Co.,  Jerseyville, 
111.,  for  leave  to  amend  its  application  to 
change  name  from  Sidney  E.  Simpson  & 
Wilbur  J.  Meyer  d/b  as  Tri-County  Bcstg. 
Co.,  to  Wilbur  J.  Meyer  d/b  under  same 
name,  and  to  make  related  changes  in  Sees. 

11  and  III  of  application  in  am  proceeding. 
Action  Feb.  4. 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  Feb.  16  to  file  replies 
to  petition  by  Valley  Bcstg.  Co.,  Lehighton, 
Pa.,  to  enlarge  issues  in  proceeding  on  its 
am  application  and  that  of  Miner  Bcstg. 
Service  Inc.,  Kingston,  Pa.;  upon  agree- 
ments reached  by  parties  at  prehearing  con- 
ference in  proceeding,  continued  hearing 
from  March  17  to  April  7.  Action  Feb.  5. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Feb.  5 

On  own  motion,  dismissed  pleading  by 
Livesay  Bcstg.  Co..  entitled  motion  to  set 
aside  intervention  and  terminate  participa- 
tion of  Plains  Television  Corp.,  Terre  Haute, 
Ind.,  ch.  10  proceeding. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  dates  shown 

Denied  petition  by  Frank  James  for  leave 
to  amend  his  application  for  fm  facilities  in 
Redwood  City,  Calif.,  to  change  type  ant. 
and  modify  trans,  to  provide  3  kw  output 
instead  of  1  kw.  Action  Feb.  4. 

Continued  hearing  from  Feb.  18  to  March 
31  at  which  time  further  conference  will 
be  held  in  proceeding  on  am  applications 
of  Continental  Bcstg.  Corp.  (WHOA),  San 
Juan,  and  Jose  R.  Madrazo,  Guaynabo,  both 
Puerto  Rico.  Action  Feb.  5. 

By  Hearing  Examiner  Millard  F.  French 
on  Feb.  4 

Advanced  hearing  in  Aguadilla,  P.R.,  ch. 

12  proceeding  (Western  Bcstg.  Corp.  of 
P.R.,  et  al.),  from  March  10  to  Feb.  25  at 
9  a.m. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Feb.  4 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  from  Feb.  2  to  March  5 
to  file  replies  to  petitions  by  Publix  Televi- 
sion Corp.  and  South  Florida  Amusement 
Co.  for  enlargement  of  issues  in  Miarrii- 
Perrine-South  Miami,  Fla.,  ch.  6  proceeding. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Feb.  4 

Granted  petition  by  Tribune  Publishing 
Co.  for  leave  to  amend  its  application  for 
new  tv  station  on  ch.  2  in  Portland,  Ore.,  to 
reflect  minor  changes  in  officers,  directors 
and  stockholdings. 

PETITIONS  FOR  RULE  MAKING  FILED 

KWHN  Fort  Smith,  Ark.  (1-30-59)— Re- 
quests amendment  of  rules  to  delete  ch.  9 
from  Hot  Springs,  Ark.,  and  add  ch.  9  to 
Fort  Smith,  Ark. 

WWLP*TV  Springfiled,  Mass.  (2-4-59)— 
Requests  amendment  of  rules  to  allocate 
ch.  37  to  Syracuse,  N.  Y. 

PETITION  FOR  RULE  MAKING  DENIED 
Henry  B.  Clay,  Shreveport,  La.— Request- 
ed amendment  to  add  ch.  10  to  Shreveport. 
La.,  denied  by  memorandum  opinion  and 
order  adopted  Jan.  28,  1959,  and  ann.  Feb. 
2,  1959. 

BROADCASTING,  February  16,  1959 


ALLEN  KANDER 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


WASHINGTON 
1625  Eye  Street,  N.W. 
NAtional  8-1990 

NEW  YORK 

60  East  42nd  Street 
MUrray  Hill  7-4242 

CHICAGO 

35  East  Wacker  Drive 
RAndolph  6-6760 

DENVER 

1 700  Broadway 
AComa  2-3623 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE— Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  20$  per  word— $2.00  minimum  •  HELP  WANTED  25$  per  word— $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  30$  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please)    All  transcription* 

etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or 


RADIO 


Help  Wanted — Management 

Established  music  and  news  independent  in 
prosperous  metropolitan  Illinois  city,  not 
Chicago,  seeks  experienced,  hard-working 
station  manager  looking  for  solid  future. 
Must  be  strong  on  sales,  able  to  come  up 
with  selling  and  promotion  ideas,  make 
best  use  of  excellent  program  staff.  Station 
operating  profitably  but  can  do  better.  Wire 
full  details  of  background  and  experience 
to  Box  667H,  BROADCASTING. 

Manager-salesman  to  operate  small  market 
Florida  station.  Interesting  opportunity  in 
pleasant  area.  Box  718H,  BROADCASTING. 

Radio  manager— If  you  have  a  record  of 
pulling  one  or  more  stations  to  the  top  in 
your  market  in  sales  and  audience,  we 
have  ownership  interest  available  in  group 
operation.  John  T.  Gibson,  WDDT,  Green- 
ville, Mississippi. 

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data,  General  Mana- 
ger Box  134H,  BROADCASTING. 

Commercial  manager.  Good  salary  plus  com- 
mission for  man  able  to  produce  results. 
Prefer  man  over  30.  Enterprising  station  in 
southeastern  Virginia.  Reply  Box  612H, 
BROADCASTING. 

Experienced  salesman  wanted  for  5  kw  full- 
timer  upstate  New  York.  Competitive  mar- 
ket. Box  708H,  BROADCASTING. 

Regional  coastal  California  station  expand- 
ing sales  force  to  handle  increased  business. 
Excellent  opportunities  for  earnings  with 
existing  and  new  accounts  for  good  music 
station.  Box  717H,  BROADCASTING. 

Pennsylvania  small  market  station  seeks 
salesman  to  join  growing  organization.  Man 
we  seek  is  interested  in  good  future  in  small 
market.  Send  all  details  in  first  letter.  Box 
719H,  BROADCASTING. 

Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want "  a 
man  who  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Guarantee  over 
$5,000  plus  commissions.  No  prima  donnas. 
Box  724H,  BROADCASTING. 

If  you  are  a  two-fisted,  successful,  sales 
manager  in  a  metropolitan  market,  but  want 
a  change  to  a  top  station  in  a  top  southern 
California  market,  with  substantial  financial 
potential,  write  in  confidence  to  Box  757H. 
BROADCASTING. 


How  good  are  you?  If  you  can  prove  your 
sales  ability,  a  topnotch  Texas  station  in  a 
135,000  population  market  needs  you.  Prove 
your  ability  and  there's  a  commercial  man- 
ager's job  available.  20  percent  commission, 


Texas. 


Salesman-announcer  to  operate  remote  stu- 
dio, do  own  selling,  write  copy  and  operate 
board.  Real  opportunity  for  experienced 
family  man  25-40.  Contact  Jim  Risner, 
KRMS,  Osage  Beach,  Mo. 

Hartford-New  Britain,  Conn.— lively,  power- 
ful network  affiliate  seeks  lively  salesman. 
$50,000  salary,  plus  10%  commission.  Active 
account  list  provided.  Send  details  of  back- 
ground to  WHAY,  New  Britain,  Connecticut. 


Help  Wanted— (Cont'd) 


Sales 


Well  established  and  well  accepted  local 
radio  station  has  opening  for  experienced 
time  salesman.  Please  send  a  letter  of  appli- 
cation giving  your  education,  experience, 
references  and  a  photo.  Richard  F.  Rose, 
Sales  Manager,  Radio  Station,  WJOC,  James- 
town, New  York. 

Sales  manager  or  executive.  Dissatisfied 
with  present  job?  Reach  the  top  income 
but  not  the  limit  of  your  abilities?  Over 
32?  Want  to  better  your  situations?  Salary 
plus  escalator  commission.  Send  resume  to 
Don  Lee,  WLEE,  6200  Broad  St.  Road,  Rich- 
mond, Virginia. 

Salesmen— Needed  for  our  Florida  stations. 
We  have  immediate  openings  for  responsible, 
reliable,  experienced  men,  salary  plus  per- 
centage. Send  complete  details  to  Hal  King, 
WTTT,  P.O.  Box  8716,  Jacksonville  11, 
Florida. 

OK  Group  needs  two  salesmen.  Opportunity 
for  a  proven  and  tested  radio  salesman  to 
join  the  OK  Group  and  get  into  the  big 
money  fast.  We  need  salesmen  in  Mobile, 
Alabama  and  Baton  Rouge,  Louisiana,  two 
of  our  fastest  growing  stations  showing  in- 
creased sales  each  month.  You  have  a  good 
story  supported  by  the  best  information  in 
negro  radio,  to  sell  with.  Guaranteed  basic 
pay,  plus  excellent  percentage  makes  it  pos- 
sible to  earn  as  much  as  $8,000  the  first  year, 
if  you  are  a  hard  worker.  Good  opportu- 
nity for  advancement  to  management  posi- 
tion. Write  giving  full  details.  The  OK 
Group,  505  Baronne  St.,  New  Orleans,  La. 


Announcers 


Morning  man — want  only  experienced,  cre- 
ative man  capable  of  becoming  top  man  at 
50  kw  station  in  top  ten  market.  Salary  5 
figures  for  right  man.  Don't  waste  our  time 
and  yours  unless  you  are  currently  filling, 
or  have  filled  similar  position.  Please  send 
tape,  complete  background  information  and 
references.  Replies  confidential.  Box  747H, 
BROADCASTING. 

New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 

Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary  re- 
quirements, experience,  air  check.  Box  355H, 
BROADCASTING. 

Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 

Versatile  announcer-engineer  wanted  for 
Wisconsin  station.  Please  send  audition 
tapes  and  resume  of  experience  to  Box  597H, 
BROADCASTING.  Airwork  prime  essential, 
engineering  secondary. 

Announcer-operator  with  first  class  ticket 
for  evening  shift  Michigan  5  kilowatt  inde- 
pendent. Cordial  community,  conveniently 
located.  Box  640H,  BROADCASTING. 

DJ's  with  personality,  opportunity  for  ex- 
perienced man  with  modern  radio  know 
how  to  be  #1  man  at  swingin'  operation  in 
first  30  market  in  Great  Lakes  area.  After- 
noon spot  open  1,000  watt  station  with 
50,000  watt  salaries  plus  lucrative  record 
hop.  Send  tape,  data  to  Box  707H,  BROAD- 
CASTING. All  replies  answered.  Hurry!  ' 


Help  Wanted— (Cont'd) 


announcers 


Experienced-mature-versatile  for  morning 
shift  at  number  one  small  market  station 
in  Iowa.  Must  know  radio  and  be  conversant 
with  all  phases  including  news,  sports  and 
interviews.  We  want  a  family  man  tired 
of  looking  and  ready  to  start  living  in '  a 
small  town  on  better  than  average  salary — 
starting  at  $90  per  week.  Send  all  informa- 
tion including  tape  and  photo  in  first  letter. 
Box  688H,  BROADCASTING. 


Experienced  married  announcer  who  will 
be  right  hand  man  to  manager  wanted  by 

250   watt    station    in  northern  Minnesota 

where    hunting    and  fishing   is  excellent. 

Wonderful    place    to  raise    family.  Good 
paying  job 
CASTING. 


North-west  station  needs  announcer  cap- 
able of  informal  dry  humor  on  regular 
record  show.  Opportunity  of  lifetime.  Re- 
ply Box  723H,  BROADCASTING. 


Opportunity  for  qualified  morning  man  for 
gulf  coast  good  music  station.  Salary  com- 
mensurate with  experience  and  ability. 
Send  tape  and  picture.  Box  759H,  BROAD- 
CASTING. 

Opportunity  for  married  staff  announcer. 
Send  resume.  Permanent.  KFRO,  Longview, 
Texas. 


Topnotch  evening  dj  with  1st  phone.  News- 
man. Gather,  write,  present  news.  DJ's  with 
personalities  and  ideas.  Send  tape,  resume, 
availability,  photo  and  salary.  KMUS, 
Muskogee,  Oklahoma. 

Announcer-newsman,  experienced,  married 
25-35.  Must  be  able  to  gather  and  deliver 
news  for  regional  station.  Contact  Jim  Ris- 
ner, KRMS,  Osage  Beach,  Mo. 

Experienced  announcer,  salesman.  Good  em- 
ployment record,  good  personal  background. 
Family  man  preferred.  No  drifters.  Quality 
operation  demands  quality  work.  Immedi- 
ate opening.  Send  resume,  tape,  photo  KSIS, 
Sedalia,  Missouri. 

5  kw  stable  operation,  good  Carolina  market 
wants  announcer-salesman,  starting  $125, 
no  limit.  Send  tape,  qualifications,  refer- 
ences. WDIX,  Orangeburg,  S.  C. 

5,000  watt  station  needs  experienced  an- 
nouncer for  dj  and  local  news  work.  Send 
tape,  background,  reference  to  Manager, 
WEAV,  Plattsburgh,  N.Y. 

Experienced  announcer  -  copywriter  -  sales. 
One  year  minimum  experience.  No  broad- 
cast school  grads.  No  rock  &  roll  enthusi- 
asts. Just  an  all-around  man  with  above 
qualifications.  Increasing  power  here.  Means 
a  good  position  for  someone.  Write  to  Man- 
ager, WHAW,  Weston,  W.  Va.  No  phone 
calls.  Send  all  first  letter. 

Two  combo  men  needed.  Must  have  voices 
good  enough  for  southeast's  largest  market 
Engineering  minor.  Got  to  handle  fast 
paced  adult  radio.  $150  possible  in  year's 
time.  Hope  you're  particular— we  are.  Con- 
tact Don  Meyers,  WIIN  Radio,  Atlanta, 
Georgia. 

Wanted:  Announcer  for  good  independent 
radio  station.  Pleasant  modern  studios. 
Congenial  staff.  Good  salary  and  even  more 
money  if  you  have  a  first  class  ticket.  Send 
tape  and  work  record  to:  Jim  Hildebrand 
WTIM,  Taylorville,  Illinois. 
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Help  ^C^anted^— (Cont'd) 

Situations  Wanted—  ( Cont'd ) 

Technical 

Production-Programming,  Others 

Management 

Need  design  engineers  on  high-power  an- 
tennas, transmission  lines,  and  transmitters 
for  duration  of  important  government  high- 
frequency  broadcast  contract.  Also  control, 
audio  and  TWX  systems  engineers.  Good 
salaries,  excellent  association,  with  future 
possibilities.  Box  628H,  BROADCASTING. 

Good  business  opportunity — man  qualified  to 
service  am  broadcast  equipment,  shortwave 
transmitters,  receivers,  and  service  televi- 
sion sets.   Box  738H,  BROADCASTING. 


Engineer— Full  or  part  time  for  Westport 
radio  station.  Radio-telephone  first.  Call 
Westport,  Connecticut,  CApital  7-5133  or 
write  P.O.  Box  511,  Westport,  Connecticut. 

Palm  Springs,  California's  leading  station 
needs  chief  engineer,  install,  maintain  new 
speech  equipment.  Must  be  neat  workman, 
have  good  references.  Announcing  helpful. 
Live  in  world's  finest  climate.  Give  full  in- 
formation first  reply.  KCMJ,  Box  KK,  Palm 
Springs. 

Man  over  40  for  permanent  position  in  ideal 
climate.  Adequate  announcing  and  sub- 
stantial technical  experience  necessary. 
Send  resume  and  tape  to  KINS,  Box  1015, 
Eureka,  California. 

Chief  engineer  who  can  double  as  an- 
nouncer-newsman. Gordon  Rockett,  KUSH, 
Cushing,  Oklahoma. 

Wanted.  Combination  engineer,  engineer- 
announcer  and  salesman.  WCLW,  791  Mc- 
pherson Street,  Mansfield,  Ohio. 

Experienced  versatile  announcer.  First 
ticket.  Ideal  small  market.  Rush  tape, 
resume,  photo.  WMVO,  Mount  Vernon, 
Ohio. 

Maintenance  engineer  who  can  double  as 
an  announcer,  announcing  secondary,  must 
be  good  on  maintenance  1  kw  station. 
WRKH,  P.O.  Box  239,  Rockwood,  Tennessee. 


The  BIG  MONEY  goes  to 

F.  C.  C.  LICENSED  MEN 

F.C.C.  License— the  Key  to  Better  Jobs 

An  F.C.C.  commercial  (not  amateur) 
license  is  your  ticket  to  higher  pay 
and  more  interesting  employment. 
This  license  is  Federal  Government 
evidence  of  your  qualifications  in 
electronics.  Employers  are  eager  to 
hire  licensed  technicians. 

Grantham  Training  Prepares  You 

Grantham  School  of  Electronics  spe- 
cializes in  preparing  students  to  pass 
F.C.C.  examinations.  We  train  you 
quickly  and  well.  All  courses  begin 
with   'basic    fundamentals— NO  pre- 


Learn  by  Mail  or  in  Residence 

The  Grantham  F.C.C.  License  Course 
in  Communications  Electronics  is 
available  by  correspondence  or  in 
resident  classes.  You  may  enroll  for 
either  type  course  at  any  of  the  three 
Grantham  Schools— at  Washington, 
Hollywood,  or  Seattle. 

Write  for  Free  Booklet 

For  our  free  booklet  giving  complete  de- 
tails concerning  our  F.C.C.  license  train- 
ing, write  to  the  Grantham  School  nearest 
you  and  ask  for  Booklet  99-B. 


uiAcuiKirmM    Grantham  School  of  Electronics 
WASHINGTON    821-19th  Street,  N.  W. 
u-  u-        Washington  6,  D.  C. 

Grantham  School  of  Electronics 
1505  N.  Western  Avenue 
Hollywood  27,  California 


HOLLYWOOD 
CALIF. 


SEATTLE 
WASH. 


Grantham  School  of  Electronics 
408  Marion  Street 
Seattle,  Washington 


Washington,  D,  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 


Modern  radio  production  director-announc- 
er. Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay.  Send 
tape,  photo,  letter  Box  384H,  BROADCAST- 
ING^  

Needed  immediately.  Experienced,  alert  ra- 
dio newsman  for  opening  on  fast-pace,  top- 
flight news  staff  at  number  one  McLendon 
station.  Must  be  able  to  broadcast  news  as 
well  as  gather.  Replaces  man  elevated  to 
news  director  at  one  of  sister  stations. 
Send  tapes  and  resume  to  Dave  Muhlstein, 
KLIF,  Dallas. 

Permanent  position  for  reliable,  experienced 
man.  Nicest  town  in  California  to  live. 
Radio  Station  KONG,  Visalia,  California. 

Experienced  copywriter,  traffic  manager. 
Good  salary,  many  benefits,  chance  for  ad- 
vancement. Send  resume.  Contact  KOVE, 
Box  436,  Lander,  Wyo. 

RADIO 

Situations  Wanted — Management 

Aggressive  broadcast  executive  with  18 
years  experience  now  available.  Experience 
includes  13  years  as  working  sales  man- 
ager, and  general  manager  in  radio  and 
television  m  medium  and  metropolitan 
markets.  Extremely  able,  capable,  best  ref- 
erences, married,  college  graduate,  age  42. 
Confidential.  Box  409H,  BROADCASTING. 

Experienced,  successful,  energetic  general 
manager  now  managing  a  property  in  one 
of  the  top  20  markets  available  April  1st.  I 
like  a  challenge  and  prefer  a  station  that 
needs  ratings  and  modern  radio  talents. 
Write  Box  627H,  BROADCASTING. 

Have  experience.  Will  travel!  Two  moves 
in  ten  years  of  radio;  eight  years  manager 
of  small  and  medium  competitive  markets. 
Have  good  job  but  want  some  ownership; 
willing  to  work  for  it.  Could  make  small, 
"good  faith",  investment.  Prefer  mid  or 
southwest.   Box  683H,  BROADCASTING. 


Now  managing  small  market  station  seek- 
ing advancement  to  larger  market  in  man- 
agement or  with  organization  with  chance 


General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
excellent  sales  record,  employed.  Box  699H, 
BROADCASTING. 

Available  immediately.  General  manager 
with  over  20  years  proven  record.  Box  700H, 
BROADCASTING. 


Sales  manager-general  manager,  15  years  in 
radio  station  sales,  local,  regional,  national. 
Thorough  knowledge  all  phases  station  op- 
eration. Highest  radio  industry  references. 
Box  701G,  BROADCASTING. 


Manager-salesman-announcer.  Three  men  in 
one,  young,  married,  children,  do  not  drink, 
church  member,  no  floater,  now  managing 
station  in  west  Tennessee.  Perfect  back- 
ground, reference  if  needed,  experience  "in 
management,  sales,  programming,  announc- 
ing, copy,  minimum  salary  per  month 
$600.00.  Box  704H,  BROADCASTING. 

Need  a  manager?  Station  in  trouble?  Can't 
pay  much  and  prove  it?  Willing  to  surrender 
stock  to  a  producer?  Let's  talk,  now!  Write, 
wire  Box  731H,  BROADCASTING. 


Harvard  Business  School,  receiving  master's 
degree  in  June.  Veteran,  experience  in 
radio,  marketing  research.  Seeking  eventual 
management  and/or  ownership.  For  resume 
write    Box    732H,  BROADCASTING. 


Sales  or  general  manager.  Excellent  record. 
Can  lead,  supervise,  sell,  train.  Firm  be- 
liever speculation  tapes.  35,  college  grad- 
uate, family.  East  preferred.  Box  749H, 
BROADCASTING. 


Twelve  years  management  experience  in 
competitive  metropolitan  markets.  Avail- 
able in  thirty  days.  Move  due  to  ownership 
change.  Record  proves  ability.  Write  Box 
751H,  BROADCASTING. 

Manager  1  kw  daytimer  will  consider  offers 
of  $2,000  per  month  potential  with  $1,000 
per  month  base.  Will  be  ready  1st  of  May. 
Sooner  if  needed  badly.  Box  753H,  BROAD- 
CASTING^  

Mature  and  qualified  manager  interested  in 
station  with  good  potential  in  major  or 
minor  market.  Box  754H,  BROADCASTING. 

If  you  are  looking  for  a  manager  with  a 
proven  format  that  Hooper  rated  51.8  in  a 
very  competitive  market,  then  call  Joe 
Treadway  at  24997  in  San  Angelo,  Texas. 
Prefer  station  programming  western  music. 
Available  at  once. 


Sales 


Born  salesman.  Prefer  deal  including  air 
work.  Write  copy.  Operate  board.  Box  548H, 
BROADCASTING. 

Sales  manager  experienced  all  phases  with 
first  phone.  Want  to  return  to  south  or 
southwest.   Box   690H,  BROADCASTING. 

Sales-manager,  15  years,  5  years  radio  sales. 
Prefer  west.  Consider  all.  Box  711H, 
BROADCASTING. 

Experienced  salesman,  sales  manager,  best 
references,  27,  family,  available  immediate- 
ly, prefer  medium  market,  anywhere  U.SA 
Wire  or  write  Chuck  Warren,  236  West- 
minster, San  Antonio,  Texas. 


Announcers 


Here's  your  man!  Announcer,  program  di- 
rector, production  manager  and  continuity. 
9  years  experience.  Desire  progressive  adult 
programming  station.  Available  now.  Will 
travel.  Box  447H,  BROADCASTING. 

Negro  announcer/dj.  Capable;  sales,  music, 
controls.  Good  background.  References.  Box 
543H,  BROADCASTING. 


Girl-dj  announcer.  Operate  board.  Capable, 
sales,  writing,  production.  Eager,  steady. 
No  bad  habits.  Box  547H,  BROAD  CASTING  • 

Announcer-dj;  experienced.  Ready  for 
larger  market.  Music,  news,  commercials. 
Box  549H,  BROADCASTING. 


Personality  -  dj ;  strong  commercials,  gim- 
micks, operate  board.  Steady,  creative,  co- 
operative.   Box    618H,  BROADCASTING. 

Announcer/copywriter.  Long  on  ability. 
Short  on  experience.  Trial  period  ok.  Box 
656H,  BROADCASTING. 

Young  man.  Determined  to  succeed.  Well 
trained.  Any  reasonable  offer?  Box  657H, 
BROADCASTING. 

Gospel  programs.  Announcer  -  producer- 
packager.  Capable  handling  commercial 
staff  duties.  Box  680H,  BROADCASTING. 

City  gal  —  diversified  experience,  special 
events,  interviews,  panels,  news,  sales.  Box 
681H,  BROADCASTING.. 

Country  and  western  dj.  Have  guitar  and 
record  collection,  will  travel.  Promote  and 
do  live  shows.  Single,  26,  vet,  neat.  Excel- 
lent knowledge  of  c&w  music.  Some  pop 
and  rock  and  roll.  Box  686H,  BROADCAST- 
ING. 

Mature,  single  announcer,  five  years  ex- 
perience, desires  personality  disc  show.  Now 
program  director.  Best  references.  Box 
694H,  BROADCASTING. 

Hi!  Personality  deejay,  clever,  friendly, 
bright,  very  original,  and  homesick  for 
Wisconsin-Illinois  area.  Texas.  Box  698H, 
E  KOADCASTING. 
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Situations  Wanted — (Cont'd) 


RADIO  STATIONS  FOR  SALE 


Announcers 


Experienced:  Versatile  dj  or  vocal-pop, 
country  and  western  and  rock  and  roll.  Ten 
years  in  radio — five  years  in  tv.  Listed 
among  top  50  djs  in  the  trade  magazines 
for  past  4  years.  Now  recording  with  na- 
tional record  company.  Twenty-eight  years 
old  and  single.  Good  references.  Box  695H, 
BROADCASTING. 


First  class  license.  No  maintenance.  Slow 
paced  operator.  Limited  experience.  Box 
703H,  BROADCASTING. 


Can  you  offer  me  the  big  3-baseball-foot- 
ball -basketball?  Box  709H,  BROADCAST- 
ING. 


Must  be  frank:  Looking  for  non-formula 
type-  operation,  "old  fashioned"  radio, 
where  our  ability  to  select  music  and 
natural  way  of  speaking,  singing  and  doing 
commercials  will  be  employed  to  reach 
young  and  middle-aged  adults.  Couple, 
solid  show  business  background,  respon- 
sible. Show  basically  musical.  Now  in  east, 
consider  other.  Salary  depending  area.  Tape 
and  photo  available.  Will  confer  at  length 
by  phone,  then  travel  for  confab.  Box  712H, 
BROADCASTING. 


Midwestern  news  position  desired  by  mar- 
ried man.  Two  years  experience  as  news- 
man, deejay,  and  staff  announcer.  $85.00. 
Box  714H,  BROADCASTING. 


Young  staff  announcer,  strong  dj.  1  year 
experience,  run  own  board,  married.  Tape 
and  resume  available.  Box  729H,  BROAD- 
CASTING. 


Announcer.  Experienced  all  phases.  Creative, 
versatile.  Disc  personality.  Authentic  news 
voice.  Don't  mind  starting  at  the  bottom 
of  any  station,  regardless  of  size.  Box  730H, 
BROADCASTING. 


Have  voice,  will  pitch.  Itinerant  pitchman 
(female)  with  fashion  modeling  and  ad 
agency  experience  wants  non-traveling  job. 
Voice  has  run  gamut  from  poetry  reading 
to  legal  pleading.  Box  734H,  BROADCAST- 
ING. 


Start  tomorrow:  4  years  radio  and  tv.  De- 
sire permanency  good  music  station.  Adult 
deejay,  strong  newscaster,  sportscaster.  Will 
start  lower  to  prove  ability.  Excellent  refer- 
ences, family,  veteran.  Please  include  perti- 
nent details.   Box  735H,  BROADCASTING. 


First  phone  announcer.  Three  years  exper- 
ience all  phases.  Employed.  College,  single. 
Classical,  program  better  popular  for  digni- 
fied, mature  audience.  No  rock  and  roll. 
Forty  hour  week,  within  hundred  miles 
Washington.    Box  736H,  BROADCASTING. 


Announcer:  Strong  on  commercials,  news, 
sports,  including  play-by-play.  Married. 
$80.00  minimum.  Box  739H,  BROADCAST- 
ING. 


Announcer-dj,  two  and  one  half  years  ex- 
perience, 22  years  of  age,  now  employed 
pd  in  small  operation,  desire  larger  market, 
very  dependable,  southeastern  states  pre- 
ferred. Box  740H,  BROADCASTING. 


Versatile,  good  music,  newsman,  experi- 
enced from  top  to  bottom  of  log.  Commer- 
cial specialist.  Box  743H,  BROADCASTING. 


Country  music  personality.  Excellent  air 
salesman.  Have  experience  as  program  di- 
rector and  music  librarian.  Am  thoroughly 
familiar  with  all  music.  Prefer  south — east. 
Family  man,  sober,  dependable.  Write  Box 
752H,  BROADCASTING. 


Personality  dj — One  year  experience  as  dj, 
program  director,  copywriter,  programming 
and  operate  own  board.  Locate  anywhere. 
Available  immediately.  Box  756H,  BROAD- 
CASTING 


Experienced  announcer  -  copywriter  -  local 
news.  Young,  married.  Prefer  Rocky  Moun- 
tain area.  Call  Elgin  2-0157,  Greeley,  Colo- 
rado. 


PD-announcer,  one,  both.  Available  now. 
Excellent  radio  background.  Music,  news, 
sports,  etc.  Married,  vet.  4617  Dover,  Apt. 
3W,  Chicago,  Sunnyside  4-7295. 


Announcers 


Experienced  Negro  personality  interested 
in  affiliation  with  progressive,  successful 
organization  with  opportunity  for  advance- 
ment. Excellent  air  salesman  with  3  years 
experience  in  white  and  negro  market. 
Possess  first  phone.  John  Gonzales,  WIOS, 
Tawas  City,  Michigan. 


Highly  rated  disk  jockey.  Top  on-the-air 
salesman.  Promotional  minded.  College 
graduate.  Married,  Age  35.  Employed  north- 
west (Brr — too  cold),  desires  relocation  in 
southern  California  area.  For  personal  au- 
dition or  tape,  next  two  weeks,  contact 
Tom  Law,  Apt.  3,  2140H  No.  Beachwood 
Dr.,  Los  Angeles  28,  Calif. 


Announcer-dj.  Working.  Married.  Ready  for 
larger  eastern  market.  Guy  Moody,  20  High 
St.,  Cambridge,  Md.  Phone  1580. 


10  years  experience  Texas  top  stations.  De- 
sire to  relocate  in  any  area  where  reason- 
able assurance  of  permanency  given.  All 
phases — no  sports — engineering.  Smooth,  re- 
laxed, listenable  style,  $125.00  weekly,  you 
name  hours.  Call  or  write  Jimmy  O'Quinn, 
RAndolph  2-8260,  Box  516,  Nederland,  Texas, 
of  tape,  photo,  and  industry's  finest  refer- 
ences. 


First  phone  announcer.  Fast,  bright,  tight 
production  one  year  experience,  24,  married, 
California  only.  Bob  Tobin,  470  South  Al- 
mont  Drive,  Beverly  Hills,  California. 


DJ  available  immediately.  11  years  experi- 
ence, major  markets.  4  as  pd.  Strong  play- 
by-play  all  sports.  Tight  production.  Family 
man.  No  top  40  please.  Write  or  wire  Ted 
Work,  6309  Landover  Road,  Hyattsville,  Md., 
or  call  Spruce  3-0026. 


Technical 


Engineer,  twelve  years  experience  on  am, 
five  on  fm,  desires  to  relocate.  Prefer  south 
Atlantic  or  gulf  states.  Can  announce.  Box 
646H,  BROADCASTING. 


Engineer  that  sells,  announcers,  writes  copy. 
Interested  in  moving  to  south  or  southwest. 
Box  691H,  BROADCASTING. 


First  phone— three  years  radio-tv  studio  ex- 
perience, all  phases,  top  station.  Some 
transmitter,  announcing.  Ham,  ten  years. 
Single.  Box  705H,  BROADCASTING. 


1st  phone  with  light  announcing  to  learn 
radio  from  bottom  up.  Box  715H,  BROAD- 
CASTING. 


First  phone,  27,  single,  technical  training. 
Need  experience.  Desires  secure  position 
in  radio  or  television.  Box  744H,  BROAD- 
CASTING. 


Age  38,  family,  9  years  combo,  2  as  C.E. 
Box  748H,  BROADCASTING. 


First  phone — single,  experience,  dependable, 
honest,  car,  desire  to  learn.  Box  750H, 
BROADCASTING. 


Engineer-announcer  experienced,  will  trav- 
el. Cunningham,  GL  5-2505,  Milano,  Texas. 


Need  a  chief  engineer,  a  transmitter  or 
studio  supervisor?  Fifteen  years  in  elec- 
tronics, ten  in  radio,  am,  fm,  tv,  experience. 
Presently  in  charge  of  electronics  laboratory, 
first  phone  license.  Howard  Williams,  1038 
Front  St.,  Binghamton,  N.Y. 


First  phone-experienced,  young,  looking 
for  permanent  job  with  right  station.  Top 
references,  location  open.  Contact  Jerry 
Wills,  542  Carroll  Ave.,  San  Antonio,  Texas. 
WA  2-8991. 


Production-Programming,  Others 


News  director — 16  years  experience,  avail- 
able for  large  market  operation.  Box  446H, 
BROADCASTING. 


We  have  a  winning  combination — Do  you? 
If  you  need  experienced  management, 
creative  sales  direction,  successful  promo- 
tion, proven  public  relations,  positive  pro- 
gramming, here's  a  two  man  package  with 
know-how,  agency  contacts  and  families. 
Perhaps  you  can't  afford  us  but,  maybe 
you  can.  Box  682H,  BROADCASTING. 


NORTHWEST 

1.  Excellent  daytimer.  Gross 
$72,000.  Good  market.  $28,000 
down.  Balance  on  good  terms. 

2.  Full  time.  Gross  over  $11  0,000 
year.  Absentee  owned.  Asking 
$160,000  with  29%  down. 

3.  Exclusive.  Full  time.  Ideal  for 
two.  Gross  $40,000.  $10,000 
down. 


ROCKY  MOUNTAIN 

1.  Exclusive  full  timer.  Good 
sound  market.  Never  offered  be- 
fore. $110,000  with  29%  down. 

2.  Full  time.  Captive  exclusive 
market.  Gross  $3,000  month. 
$7,500  down,  balance  on  good 
terms. 

3.  Full  time  located  in  one  of  the 
largest  Rocky  Mountain  cities. 
Asking  $175,000  with  $35,000 
down.  Well  established.  Profit- 
able. 


SOUTHWEST 

1.  Daytimer  in  large  market. 
Gross  $125,000.  Asking  $150,- 
000  with  $50,000  down. 

2.  Exclusive  in  one  of  the  fastest 
growing  markets.  Daytimer. 
$29,000  down. 

3.  Full  time.  Low  operating  costs. 
One  of  the  states'  biggest  mar- 
kets. $175,000  with  29%  down. 


CALIFORNIA 

1.  Daytimer.  Good  frequency. 
One  of  the  ten  largest  cities. 
$140,000.  Terms  to  be  agreed 
upon. 

2.  Exclusive.  Daytimer.  Absentee 
owned.  $125,000  with  29% 
down. 

3.  Daytimer  in  one  of  the  nicest 
parts  of  the  state.  Exclusive. 
Needs  good  management-own- 
er. $29,000  down.  Good  terms 
on  balance. 


JACK  L.  STOLL 

&  ASSOCIATES 

A   NATIONAL  ORGANIZATION 

for  the  sale  of  Radio  &  TV 
Stations 
6381  HOLLYWOOD  BLVD. 
LOS  ANGELES  28,  CALIF. 

Hollywood  4-7279 
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Situations  Wanted — (Cont'd) 


Production-Programming,  Others 


Program  director-dj.  Nine  years  experience 
including  McLendon  outlet.  All  phases,  in- 
cluding production,  promotion.  Married,  31. 
Employer  aware  this  ad.  Box  685H,  BROAD- 
CASTING. 


One  member  of  "Beachcombers  with  Nata- 
lie" namely  Don  MacLeod  seeking  employ- 
ment in  radio  or  tv  production.  Experienced 
in  dj  work  and  programming.  Will  relocate. 
Box  745H,  BROADCASTING. 


TELEVISION 


Help  Wanted — Technical 


Two  positions  open  in  Rocky  Mountain 
area.  Transmitter  engineer  requiring  first 
phone  and  experience  with  vhf  equipment. 
Studio  engineer  requiring  first  phone,  main- 
tenance and  operation  experience  with 
studio  equipment.  Excellent  opportunity 
for  right  men.  Good  pay  and  fringe  bene- 
fits. Send  complete  resume  and  recent  phofo. 
Box  684H,  BROADCASTING. 


Experienced,  licensed,  maintenance  engi- 
neer familiar  with  RCA  equipment.  VHF 
network  affiliate.  KBTX-TV,  Byran,  Texas. 


Need  experienced  television  engineer  with 
1st  phone.  Experience  preferred  in  switch- 
ing, audio  control,  camera  control,  projec- 
tion, and  some  maintenance.  Station  KRDO- 
TV,  located  in  beautiful  Colorado  Springs, 
Colorado,  home  of  Air  Force  Academy. 
NBC  affiliate.  State  salary  requirements  and 
when  available.  (Write  P.O.  Box  1457,  Colo- 
rado Springs.) 


Immediate  opening  for  video  engineer  for 
studio  supervisor.  Prefer  employed  experi- 
enced engineer  who  cannot  advance  in 
present  position  due  to  seniority  reasons. 
Contact  Chief  Engineer,  WJBF,'  Augusta, 
Ga. 


Production-Programming,  Others 


Wanted:  Television  copywriters.  Experi- 
enced, position  open  immediately.  Excellent 
opportunity  with  top  operation.  Mail  com- 
plete details,  samples,  references  and  salary 
requirements  to  Paul  Carter,  Creative  Di- 
rector, KCRG-TV,  Cedar  Rapids,  Iowa. 


TELEVISION 


Situations  Wanted — Sales 


Experienced  young  tv  salesmanager-sales- 
man  looking  for  position  with  financial  in- 
centive, and  advancement  opportunity  based 
on  ability.  Box  663H,  BROADCASTING. 


Sales  manager  who  personally  shows  staff 
how  it's  done.  Substantiated  know-how  ex- 
perience, quality  background  and  reputa- 
tion radio  manager/sales  manager;  televi- 
sion, sales  manager.  Stable  family  man 
seeking  greater  earning  potential.  Box  725H, 
BROADCASTING. 


Situation  Wanted — (Cont'd) 


Announcers 


Announcer,  producer,  TV,  film,  radio  ex- 
perience. News,  sports,  commercials,  versa- 
tile. Box  550H  BROADCASTING. 


TV  announcer;  experienced,  live,  film  com- 
mercials. Ready  for  top  market.  Box  655H, 
BROADCASTING. 


Ten  years  radio  and  tv  expreience.  Spe- 
cialize tv  news,  variety.  Prefer  northeast 
but  will  consider  good  opportunity  any- 
where. Young,  dependable,  telegenic.  Box 
706H,  BROADCASTING. 


Radio-tv  newscaster.  Writes  own  copy. 
Eight  years  experience  network  and  region- 
al. Family  man.  Box  716H,  BROADCAST- 
ING. 


Good  sounding.  Neat  appearing.  Desire 
initial  opportunity.  Radio  experience.  Box 
742H,  BROADCASTING. 


Technical 


Chief  engineer.  Nine  years  experience  in 
television  planning,  construction  and  opera- 
tion. Past  five  years  assistant  chief.  Excel- 
lent references.  Box  625H,  BROADCASTING. 


Five  years  television  studio  experience  as 
television  technician,  must  relocate.  Will 
accept  summer  relief  work.  Box  702H, 
BROADCASTING. 


Married,  28,  have  six  years  experience  in 
radio-tv.  Three  in  am,  three  in  tv  studio 
operations.  Prefer  studio  but  consider  xmtr. 
Have  first  phone.  Mr.  Grady  Swindell,  Box 
925,  Amarillo,  Texas. 


Production-Programming,  Others 


Experienced  television  photographer.  Excel- 
lent photography  background.  Top  refer- 
ences. Write  Box  693H,  BROADCASTING. 


Director-writer  with  eight  years  station  and 
agency  work  is  fully  experienced  in  show 
and  spot  production.  Excellent  record  in 
large  market  where  pay  is  low.  Desires 
change  to  better  working  market.  Em- 
ployed, references.  Box  696H,  BROADCAST- 
ING. 


All-around  tv  talent  limited  in  present  mar- 
ket seeks  relocation.  Personality  announcer, 
for  news,  sports,  commercials,  movie  host, 
etc.  Director,  producer.  Fully  experienced. 
Box  697H  BROADCASTING. 


Operations  manager.  Five  creative  years  ex- 
perience all  phases.  Seeking  major  market 
affiliation.  Box  701H,  BROADCASTING. 


Continuity  director  news,  copy,  film  and 
production  experience.  University  degree. 
Will  relocate.  Box  741H,  BROADCASTING. 


FOR  SALE 


Equipment 


Four  Western  Electric  9-A  heads.  Will  sell 
for  $75.00.  Box  553H,  BROADCASTING. 


FOR  SALE 


Equipment —  (Cont'd ) 


4  used  guide  towers  for  sale.  Height  200  ft. 
Towers  are  ready  for  immediate  shipment. 
3  solid  stock  towers  approximately  18  inches 
cross  face.  (Truscon  Steel  Co.)  1  made  by 
Stainless,  Inc.  All  towers  are  in  very  good 
condition.  Box  631H,  BROADCASTING. 


Raytheon  RA-250  transmitter  in  excellent 
condition.  Save  Y3  price  of  new  transmit- 
ter. Box  692H,  BROADCASTING. 


One  Ideco  guyed  tower  455  ft.,  4  ft.  tri- 
angular with  inside  ladder  and  rest  plat- 
forms, guy  wires,  no  insulators,  necessary 
conduit  and  fixtures  for  lighting.  Used  in 
past  for  supporting  GE  fm  four  bay  circular 
type  antenna.  If  interested  write  Box  721H, 
BROADCASTING.  We  will  contact  you  im- 
mediately. 


UHF  equipment  used  but  in  perfect  condi- 
tion. GE  TT25A  12kw  transmitter  including 
filterplexer,  TY25D  5-bay  antenna  with 
PY19B  feed  adapter,  4TX7A  dummy  load, 
Tv-21  visual  demodulator,  sweep  oscillator 
and  General  Radio  monitors.  Also  430'  Stain- 
less type  G  tower  with  lighting,  400  feet 
7^xl5-inch  wave  guide,  2  4'  Raytheon 
7000  mc  parabolas  with  horns  and  mounting 
brackets.  Contact  Beecher  Hayford,  WESH- 
TV,  Daytona  Beach,  Fla. 


One  radio  console.  Perfect  condition.  Also 
one  link  mobile  unit,  type  1903,  receiver, 
xmitter,  accessories.  Priced  to  sell.  Call 
WMNE  Radio,  Menomonee,  Wisconsin. 


FM  3  kw  G.E.  transmitter  complete.  Modu- 
lation and  frequency  monitor,  antenna,  de- 
hydrator,  transmission  line.  Best  offer  plus 
transport.  WTND,  Orangeburg,  S.  C. 


7000  mc  Motorola  tv — STL  equipment,  com- 
plete with  program  audio  channel  and  4 
foot  dishes.  Factory  modified  for  color.  Con- 
tact Chief  Engineer,  WTVD,  Durham,  N.C. 


Two  Comax  record  players  for  background 
music  and  public  address.  Beechner's  Super- 
markets, Lincoln,  Nebraska. 


Ampex  351-2P  tape  recorder,  RCA  BC-5B 

consolette.  Altec  speakers,  turntables,  grand 
piano  on  studio  dolly,  oscillator.  Grant,  2336 
N.  Commonwealth,  Chicago. 


PSSST!  Big,  bright  red,  molded  plastic 
panic  buttons.  Stick  to  walls,  desks,  ma- 
chines. Do  nothing  but  cause  smiles,  calm 
panicky  people.  3/$1.00  postpaid.  Shepherd 
Industries,  17  Doublet  Hill  Rd.,  Weston  93, 
Mass. 


Wanted  uhf-tv  transmitter  10  to  20  kw  con- 
tinuous power.  Condition  not  important. 
Am,  fm,  tv  transmitters,  studio  equipment, 
camera  chains  (color  and  mono),  consoles, 
STL,  etc.  Selling  equipment?  We  have  com- 
plete facilities  for  reconditioning.  Technical 
Systems  Corp.,  12-01  43rd  Avenue,  L.  I. 
C.  1,  N.  Y. 


WANTED  TO  BUY 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 


Cash  for  profitable  or  unprofitable  station 
in  western  Pennsylvania  or  N.Y.  No  brokers. 
Box  713H,  BROADCASTING. 


One-half  interest  as  owner -manager  south- 
west market.  Excellent  background,  refer- 
ences and  financially  responsible.  Box  722H, 
BROADCASTING. 


FM  station  in  metropolitan  area.  Write 
Percy  Crawford,  P.O.  Box  #1.  Philadelphia 
5,  Pennsylvania. 


Equipment 


Wanted  — Used  field  Zoomar.  State  price, 
condition,  etc.  Box  569H,  BROADCASTING. 


Want  to  buy  used  portable  field  intensity 
meter  complete.   Box  672,  Odessa,  Texas. 


Wanted — 10  kw  fm  transmitters  or  final 
amplifiers  and  power  supplies.  Condition 
unimportant.  KNOB-FM,  7153  Pacific  View 
Dr.,.  Hollywood  28,  Calif.  Hollywood  7-0450. 


Complete  sound  effects  and  jungle  library. 
WMSR,  Manchester,  Tennessee. 


IF  YOU  HAVE.  .. 

The  background  and  experience  to  qualify  in  handling  nego- 
tiations for  the  purchase  and  sale  of  radio-television  stations 
and  newspapers.  Lucrative  position  available  in  the  midwest 
for  BROKER.  Send  detailed  information  including  home  tele- 
phone number  to: 

Box  755H,  BROADCASTING 
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INSTRUCTIONS 


RADIO 


RADIO 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services.  510  16th  St.,  Oakland,  California. 
TWinoaks  3-9928. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective- 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 


MISCELLANEOUS 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  P.O.  Box  906,  Denver  1, 
Colorado.  Acoma  2-7539. 

Personal  notice  to:  Peter  J.  Bochan  or  any- 
one knowing  of  his  whereabouts,  contact 
Mrs.  Margaret  Bochan  Burns  at  1318  West 
Little  Creek  Road,  Norfolk  5,  Virginia.  This 
is  an  urgent  matter  concerning  both  of  us. 


TELEVISION 


Help  Wanted — Technical 


We  are  looking  for  men  who  want 
commercial  or  military  field  engi- 
neering assignments  in  the  installa- 
tion and  servicing  of  television 
systems  at  domestic  and  overseas 
locations.  Excellent  starting  salaries 
and  living  allowances. 

Applicants  should  he  thoroughly 
grounded  in  overall  television  sta- 
tion or  radar  system  maintenance, 
have  two  or  more  years  accredited 
technical  school  training  and  three 
years  experience. 

Openings  also  existing  for  television 
design  and  systems  engineers  in 
many  categories. 

All  replies  held  in  strict  confidence. 
Send  resume  to  Supervisor,  Field 
Engineering, 


Dage  Television  Division 

Thompson  Ramo 
Wooldridge,  Incorporated 

Michigan  City,  Indiana 


FOR  SALE 


Equipment 


CO-AXIAL  TRANSMISSION 
LINE 

Unused  Andrew  Teflon  l5/s",  51.5  ohms. 
Original  Packing — Tremendous  Saving. 
Immediate  Shipment  Large  or  Small 
Quantity.  Wire  or  write:  Sacramento 
Research  Labs.,  3421 — 58th  St.,  Sacra- 
mento 20,  Calif. 


Situations  Wanted — Announcers 

fi  ATTENTION^ 

COUNTRY 
[J       MUSIC  OPERATORS 

S Because  of  a  change  in  format  I  must 
lose  my  top  country  dj-program  direc- 
tor. I  am  offering  you  one  of  the  best 
men  in  the  country  music  field.  If  you 
~  are  in  need  of  a  man  who  can  make 
money  for  you  .  .  .  here  he  is.  Age  29, 
talent,  sober,  reliable,  energetic,  cre- 
ative, top  radio  promotion,  produc- 
£  tion  man.  He  is  truly  a  gentleman.  I 

Shate  to  lose  him  .  .  .  you're  lucky  to 
get  him.  I  want  him  to  have  a  good 
home. 
Write  Box  687H,  BROADCASTING 

»i: 


Situations  Wanted 


Production-Programming,  Others 


QUALITY  PUBLICITY  IS 
VALUABLE 

Many  radio/tv  groups  have  full-time 
publicity  departments  working  directly 
with  tradepapers  and  newspapers.  A 
service  such  as  this  is  prohibitive  in  cost 
to  the  single  operation.  There's  a  happy 
solution — I  can  provide  consistent,  crea- 
tive and  intelligent  service  plus  close 
personal  contacts  in  all  media. 
12  years  industry  experience  .  .  .  iead- 
ing  tradepaper,  station  and  film  back- 
ground. Complete  resume  and  details 
on  request.   Please  write: 

QUALITY  PUBLICITY 
Box  591 H,  BROADCASTING 


STATIONS 


FOR  SALE 


1000  WATT  DAYTIMER 
Radio  station  in  Pacific  northwest 
market.  Offers  excellent  market  po- 
tential for  ambitious  operator.  Is  cur- 
rently doing  good  business.  Located 
in  a  sportsman's  paradise.  Bad  health 
makes  it  impossible  for  operator  to 
work  market  like  it  should  be. 
$90,000.00  with  29%  down.  Replies  to 
Box  634H,  BROADCASTING 


KCHS 
Still  for  sale  on 
Dutch  Auction 
$41,000 — Fourth  Down 

Box  351 
Truth-or-Consequences, 
New  Mexico 


VIRGINIA 

500  w.  daytimer  in  growing  attrac- 
tive city  of  5,000.  Excellent-  equip- 
ment. Grossing  near  $50,000  rate. 
Extremely  high  income  market 
throughout  station's  pattern.  Down 
payment  of  $15,000  will  handle. 
Attractive  terms  on  balance. 
Box  727H,  BROADCASTING 


c  Good  radio  man  can  buy  interest  in  y 

j  station  in  medium  California  market,  & 

&  growing  rapidly.  Ability  to  contribute  £ 

c  to  management  and  invest  in  part  § 

j  ownership  is  necessary.  Write  quali-  & 

&  hcations.  5 

£        Box  733H,  BROADCASTING  V 


1  kilowatt  daytime  station  for  ^ 
sale  in  Oregon.  Fast  growing  f 
single  station  market.  Always  f 
operated  in  the  black.  #20,000  $ 
down  and  ten  years  on  balance,  i 
Box  737H,  BROADCASTING  J 


PACIFIC  NORTHWEST 

1000  w.  daytime  with  c.p.  for  5000 
w.  in  city  of  33,000.  Trading  area 
population  over  100,000.  Grossing 
$70,000  a  year.  Real  estate  with 
good  studio  and  transmitter  facilities 
included.  Can  be  purchased  on  down 
payment  of  $24,000. 

Box  728H,  BROADCASTING 


pilllllllllllllllllllllllllllllllllilMlllllllltllllllllllllllllllllllllllIJi 

|  1-KW  DAYTIMER  = 

=  Independent,  established  6  years,  in  = 
EE  Northwest  Louisiana.  Buyer  will  get  = 
=  complete  package:  License,  equip-  = 
=  ment,  masonry  building,  air-condi-  = 
=  tioning,  and  land,  debt-free.  $60,-  = 
=  000.00.  Address  all  inquiries  to  Box  = 
i  720H,  BROADCASTING.  § 
MlllllllllMllllimillllllllllllllllllllllllllllllllllllllllllllllllllllllllli? 


Texas 

Single 

lkw-D 

$30  M 

terms 

Fla. 

Single 

250w-F 

55M 

terms 

Ala. 

2  sta. 

250w-F 

50M 

terms 

Calif. 

Single 

500w-D 

100M 

terms 

W.Va. 

Small 

250w-F 

$30  M 

cash 

S.E. 

Monop. 

A.M.  &N.P. 

150M 

terms 

Ky. 

Single 

500kw-D 

70  M 

terms 

Pa. 

Sm-med 

lkw-D 

100M 

terms 

Fla. 

Medium 

250w-F 

155M 

terms 

N.C. 

Medium 

lkw-D 

200M 

terms 

Gulf 

Medium 

lkw-D 

98  M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Major 

5kw-D 

250M 

cash 

Fla. 

Large 

250-w 

250M 

terms 

East 

Large 

250 w-D 

450 M 

terms 

S.W. 

Large 

clear 

325WI 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

PAU  L_ 

H  . 

APMAN  COMPANY 

MEDIA  BROKERS 
JTA  1182  W.  PEACHTREE 

.GO  205  W.  WACKER 

VORK  1270  AVE.  OF  AMERICAS 

k  BARBARA  33  W.   M  ICH  ELTORENA 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Patl  McDonald,  Box  9322,  Austin,  Texas, 
GL.  3-8080  offers:  Southern  metropolitan 
fulltimer  £25  0,000  29%.  Southern  metro- 
politan regional  £225, 000  850,000  down. 
Texas  secondary  fulltimer  £59,500  29%. 
Oklahoma  daytimer  $60,000  29%.  Texas 
regional  daytimer  £40,000.  Texas  regional 
daytimer  £45,000.  Oklahoma  regional  day- 
timer  £100,000  25%.  Texas  single  full- 
timer  £60,000. 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.     Davenport,  Iowa 


No 

Matter 
How  You 
Figure 
The 

Memphis 
Market... 


It's  Channel  3  First  By  All  Surveys 


WREC-TV's  superior  local  programming 
and  news  coverage  is  combined  with  a 
basic  CBS  Television  affiliation  to  make 
certain  that:  "In  Memphis  there's  more  to 
see  on  Channel  3."  Full  power  and  high- 
est antenna  deliver  complete  coverage  of 
the  great  Mid-South  market.  It's  the  right 
combination  for  your  advertising  message. 
See  your  Katz  man  for  availabilities. 


Here  are  the  latest  Memphis  Surveys  showing 
leads   in   competitively-rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 
A.R.B.  Pulse  Nielsen 


Oct.  29-Nov,  25 
( Metro  Area ) 


Nov.  '58  Nov.  9-Dec.  6  '58 
(Metro  Area)       (Station  Area) 


WREC-TV 
Sta.  B 
Sta.  C 


248 

94 
69 


WREC-TV 

Channel   3  Memphis 


293 

96 
29 


275 
66 
70 


Represented  Nationally  by  the  Katz  Agency 
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OUR  RESPECTS  TO 


Walter  Decker  Scott 


There's  a  wall  chart  at  NBC's  "plot- 
ting room"  on  the  fourth  floor  at  30 
Rockefeller  Plaza  in  New  York  that 
lists  advertisers,  their  time  periods  and 
shows. 

It  is  the  job  figuratively  of  Walter  D. 
Scott,  newly-elected  executive  vice  pres- 
ident of  NBC-TV  (on  Feb.  9),  and  the 
echelon  of  sales  and  programming  ex- 
ecutives who  with  him  are  housed  on 
the  fourth  floor,  to  keep  that  chart 
filled. 

The  area  of  network  sales  and  pro- 
gramming has  been  best  described  as 
a  network's  "meat  and  potatoes."  It's 
also  the  obvious  place  to  start  in  search- 
ing out  an  executive  to  fill  an  important 
network  post.  And  logically  here  was 
the  training  field  of  NBC  veteran  Wal- 
ter Scott.  Familiar  to  New  York  and 
the  adman  environment  for  the  past  22 
years,  Mr.  Scott  has  not  lost  the  modu- 
lated voice  or  the  accent  and  warmth  in 
personality  which  spring  from  his  mid- 
west background.  During  his  years  in 
broadcasting,  however,  he's  gained  an 
insight  into  the  advertising  world  and  a 
better  understanding  of  the  network's 
place  in  it;  two  acquisitions  without 
which  a  network  executive  today  would 
be  a  total  loss. 

Early  Hours  •  Mr.  Scott,  who  lives  a 
12-minute  cab  ride  from  NBC,  has  de- 
veloped another  attribute  of  working 
before-hours,  thereby  cutting  down  on 
night  hours  spent  at  his  desk.  He's  at 
the  office  anywhere  from  7  to  8:30  in 
the  morning  while  most  of  Manhattan 
still  yawns  half  asleep.  He  "finishes  off" 
at  6:30  or  7  in  the  evening,  bypassing 
the  need  to  carry  home  a  paper-stuffed 
brief  case. 

At  home  in  his  apartment  with  wife 
Arline  (Stenz)  Scott,  whom  he  married 
in  1940  in  New  York,  and  their  two 
daughters,  Shelley,  16,  and  Valerie,  12. 
Walter  Scott  snaps  on  the  tv  set  and 
watches  the  full  nighttime  schedule  of 
NBC-TV  and  of  the  two  competing 
networks. 

To  do  this  job  and  do  it  completely, 
Mr.  Scott  has  a  rotating  schedule  of 
viewing,  which  by  the  time  a  few 
months  go  by,  means  he's  caught  up 
with  what's  on  the  air.  (To  watch  all 
three  networks'  full  nighttime  schedule 
for  each  day  of  the  week  would  take  a 
total  of  21  nights  of  viewing).  But  Mr. 


Scott  is  not  that  hard  on  himself.  Most 
nights  he's  in  bed  early  and  he  puts  in 
about  two  nights  of  viewing  during  the 
week. 

Of  course  there's  also  reading,  time 
for  some  real  thinking  (his  favored 
period  is  in  the  morning  when  he  first 
gets  to  the  office  and  the  phones  are 
silent)  and  for  one  or  two  nights  out 
in  a  week  for  the  Scotts. 

The  Change  of  Pace  •  As  is  the  norm 
with  many  an  executive  up  to  the  el- 
bow in  fast  breaking  developments,  Mr. 
Scott  appears  to  have  an  aversion  to 
telephones  when  he's  away  from  the 
daily  routine.  Vacation  time  follows  a 
pattern:  the  Scotts  have  adopted  the 
Caribbean  (the  Virgin  Islands  in  par- 
ticular) and  its  fishing,  surf,  snorkling 
(underwater  exploration  of  fish  species 
and  reef  formations)  and  the  no-phones 
and  no-tv. 

One  gets  an  impression  from  Mr. 
Scott  that  he  thinks  of  a  salesman's  mile- 
stones in  terms  of  the  experienced 
angler.  "In  sales,"  he  says,  "we  think 
of  the  next  one,"  the  obvious  impression 
being  that  a  salesman  worth  his  salt  is 
reticent  to  rest  on  the  laurels  of  one 
big  contract  signing. 

Walter  Decker  Scott  was  born  March 
2,  1915,  in  Kansas  City,  Mo.  He  at- 
tended school  there,  went  to  Washing- 
ton U.  at  St.  Louis  and  in  1936  was 
graduated  from  the  U.  of  Missouri 
with  a  bachelor  of  journalism  degree. 

He  joined  the  Oklahoma  City  Daily 
Oklahoman  and  Times  advertising  staff 
and  in  1937  moved  to  New  York  and 
the  sales  staff  of  Hearst  Radio  Inc.  In 
1938,  Mr.  Scott  tied  his  destiny  to 
NBC's  burgeoning  radio  sales,  initially 
selling  national  spot  and  in  the  early 
1940s  moving  over  to  network  sales. 

Mr.  Scott  was  named  eastern  sales 
manager  in  1949,  New  York  radio  net- 
work sales  manager  in  1951,  admin- 
istrative sales  manager  a  year  later, 
elected  a  vice  president  and  made  na- 
tional sales  manager  of  the  tv  network 
in  1955  and  only  a  year  ago  was  ap- 
pointed vice  president,  television  net- 
work sales. 

Program  Philosophy  •  In  his  new 

post,  Mr.  Scott  reports  to  Robert  E. 
Kintner,  NBC  president.  As  for  NBC's 
direction,  Mr.  Scott  points  to  the  pro- 


Mr.  Scott's  aim:  keep  the  chart 


gramming  philosophy  set  forth  by  the 
two  Bobs  (Mr.  Kintner  and  Robert  W. 
Sarnoff,  board  chairman)  of  a  balanced 
schedule  with  ""no  majority  of  any  one 
type  of  programming.''  A  cycle  ex- 
pressed by  Mr.  Scott:  The  more  of  a 
network's  schedule  that  is  viewed,  the 
more  advertising  support,  and  the 
more  advertiser  support  the  more  di- 
versified or  broad  range  program  sched- 
ule. 

Network  Competition  •  What  about 
network  competition?  Next  year  all 
three  tv  networks,  he  believes,  will  be 
closer  to  a  fully  competitive  position 
in  both  day  and  night  programming. 
The  public  will  benefit  once  again  with 
more  diverse  and,  he  stresses,  better 
programming.  He  notes  an  increase  in 
multi-sponsorship  within  the  hour  form, 
a  recent  trend  which  should  continue. 

Mr.  Scott  now  is  in  all  operational 
phases  of  networking,  which  in  addition 
to  sales  and  programming,  include  fa- 
cilities and  business  affairs. 

Are  westerns  forcing  the  "program 
balance"  he  speaks  of,  out  of  kilter?  Mr. 
Scott  counters  with  "What's  a  western?" 
He  cites  Wagon  Train,  for  example,  as 
a  dramatic  anthology  filmed  against  a 
western  setting. 

Mr.  Scott's  occupational  memberships 
include  board  of  directors  of  the  Ad- 
vertising Federation  of  America,  on 
NAB  research  and  promotion  commit- 
tees and  on  various  committees  of  The 
Proprietary  Assn. 


In  sales,  we  think  of  the  next  one' 
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EDITORIALS 


Where  education  should  begin 

IT  does  not  detract  from  the  high  motives  of  John  P. 
Cunningham  to  say  that  his  speech  last  week  advocating 
establishment  of  a  national  educational  television  system 
betrayed  a  lack  of  understanding  of  the  root  problems  of  tv. 
It  is  a  lack  shared  by  all  too  many  of  Mr.  Cunningham's 
colleagues  in  the  advertising  world. 

There  are  many  roadblocks  in  the  way  of  Mr.  Cunning- 
ham's proposal,  as  he  admitted,  but  he  failed  to  identify  the 
biggest.  The  facts  are  that  in  the  present  television  allocations 
there  are  not  nearly  enough  usable  channels  to  create  the 
kind  of  educational  system  Mr.  Cunningham  envisions. 

If  the  chairman  of  Cunningham  &  Walsh  is  serious  about 
his  proposal  and  if  others  in  advertising  intend  to  join  him 
in  its  pursuit,  they  must  first  familiarize  themselves  with  the 
fundamental  problems  of  television.  The  problem  of  alloca- 
tions is  fundamental.  It  is  also  difficult.  It  cannot  be  under- 
stood, let  alone  solved,  without  tiresome  study.  But  all  pro- 
posals for  expansion  of  the  television  system,  in  any  direc- 
tion, have  to  start  with  consideration  of  that  problem. 

Among  advertisers  and  agencies  there  is  a  vast  fund  of 
knowledge  about  audience  measurement,  market  coverage, 
cost-per-thousand  and  other  information  dealing  with  the 
use  of  tv  as  an  advertising  vehicle.  There  is  considerably 
less  knowledge  about  the  vehicle  itself.  We  do  not  suggest 
that  advertisers  and  agencies  ought  to  know  how  to  diagram  a 
transmitter  circuit.  We  do  think  they  ought  to  familiarize 
themselves,  in  a  non-technical  way,  with  the  present  technical 
limitations  and  potential  technical  expansion  of  the  medium. 

Faint  hearts  can't  win  freedom 

IN  adopting  a  policy  in  favor  of  editorializing,  the  NAB 
board  of  directors  at  its  meeting  a  fortnight  ago  took  a 
stride  in  the  right  direction.  But  in  failing  to  join  issue  with 
the  FCC  by  pledging  all-out  support  of  the  position  taken  by 
Comr.  T.A.M.  Craven  against  inclusion  of  program  ques- 
tions in  station  application  forms,  the  board  offset  whatever 
courage  it  had  demonstrated  in  the  editorializing  action. 

While  the  issues  are  different,  they  nevertheless  lead  to  the 
same  critical  question — freedom  of  the  broadcast  media.  It 
is  perhaps  understandable  why  the  joint  radio-tv  board  was 
loath  to  go  all  the  way  on  editorializing,  preferring  to  have 
broadcasters  educate  themselves  up  to  this  grave  responsibil- 
ity. What  we  cannot  understand  is  why  the  board  gave  short 
shrift  to  the  Craven  position  that  meddling  in  programming 
constitutes  censorship  and  therefore  is  illegal. 

In  the  editorializing  action,  the  board  approved  a  "Broad- 
casters Guide  to  Editorializing."  It  is  the  work  of  a  diligent 
ad  hoc  committee  which  was  appointed  last  year  and  will 
become  a  standing  committee.  The  result  is  all  to  the  good, 
as  far  as  it  goes.  But  even  here,  we  feel  it  does  not  go  far 
enough. 

The  FCC's  editorializing  criteria,  adopted  in  1949,  specify 
that  broadcasters,  once  they  editorialize,  have  the  affirma- 
tive obligation  of  seeking  out  opposing  views  by  responsible 
parties.  This  is  wholly  untenable  and  unworkable.  It  should 
have  been  challenged.  The  fact  that  the  FCC  has  attempted 
to  enforce  this  provision  only  on  two  recent  occasions  (slap- 
ping the  wrists  of  stations  that  editorialized  on  pay-tv,  or 
those  that  carried  a  National  Assn.  of  Manufacturers  film 
relating  to  the  Kohler  strike  in  Wisconsin)  does  not  mean 
that  it  will  deal  as  leniently  with  stations  in  the  future. 

A  test  case  seems  inevitable.  As  more  stations  editorialize 
incidents  are  bound  to  develop.  Perhaps  it  will  be  an  out- 
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raged  politician,  or  a  labor  union,  or  an  indignant  listener. 
A  station  license  will  be  on  the  line. 

Broadcasters  should  be  ready.  The  NAB,  as  the  trade 
association  representing  most  major  broadcasters,  should 
be  poised,  however  the  case  might  arise.  There  should 
be  created  a  war  chest  to  enable  retention  of  the  nation's 
best  lawyers  to  fight  it  through  the  Supreme  Court,  if  need  be. 

Until  the  station  owner-manager  becomes  the  counterpart 
of  the  newspaper  publisher-editor,  he  will  not  enjoy  the 
prestige  of  his  opposite  number  of  the  press.  And  he  will  not 
have  the  freedom  guaranteed  by  the  Constitution. 

What  freedom  broadcasting  has  acquired  over  the  years 
has  been  won  by  logic  and  reason.  It  is  a  continuing  fight. 
Editorializing  now  is  on  the  front  line.  The  fight  against 
program  censorship  should  be. 

Not  recommended  reading 

BERNARD  SCHWARTZ,  the  dismissed  counsel  of  last 
year's  House  Oversight  inquiry,  may  have  outsmarted 
himself  in  his  zeal  to  get  back  into  the  headlines.  On  the 
eve  of  the  publication  of  his  book  on  the  inquiry,  he  tried 
to  pick  a  fight  with  Presidential  Secretary  James  C.  Hagerty 
through  an  inference  that  there  was  impropriety  in  the 
forwarding  to  the  FCC  of  a  letter  of  inquiry  on  a  television 
case  in  the  Albany  area. 

Advance  proofs  of  the  Schwartz  book  have  been  floating 
around  for  weeks.  The  publicity-minded  author  somehow 
was  questioned  by  unnamed  reporters  regarding  the  Hagerty 
mention  in  his  book  (which  appeared  to  be  no  more  than 
the  routine  handling  of  a  letter  of  inquiry  by  directing  it  to 
the  agency  affected). 

The  timing  of  the  Schwartz  blast  is  too  transparent  to  de- 
lude the  public,  particularly  when  considered  in  the  light  of 
the  Schwartz  record.  Lawyers,  for  example,  question  whether 
his  leak  of  committee  data  to  columnists  and  favored  news- 
papers was  not  a  breach  of  the  client-attorney  relationship. 

The  House  Committee  record  is  shot  through  with  in- 
stances of  badgering  of  witnesses  on  broad,  unsubstantiated 
charges,  without  prior  notice. 

For  these  reasons,  we  do  not  commend  the  Schwartz 
book  as  must  reading.  The  facts  are  on  the  record,  and  can 
be  procured  from  the  committee  for  free.  For  tracts  on 
Congress  and  the  regulatory  commissions  there  are  more 
responsible  sources. 


Drawn  for  BROADCASTING  by  Sherwin  L.  Tobias 

"Okay,  now  whisper  your  secret  to  me." 
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This  is  the  \  Piedmont  Industrial  Crescent .  .  . 

mi  it's  Dominated  by 


ujfmy-tv 


MARTINSVILLE 


I  REIDSVILLE 


iTATESVILLE 


LEXINGTON' 
KLISBURY  J 


The  Piedmont  Industrial  Crescent  is  a  unique  concentration 
of  buying  power ...  a  vast  "area  laboratory". . .  stretching 
across  the  productive  Piedmont  section  of  North  Carolina, 
South  Carolina  and  Virginia. 

It  is  a  vast  urban  complex  created  by  bustling  cities, 
booming  industry  and  big  agricultural  purchasing  power  where 
millions  of  your  customers  WORK,  EARN,  SPEND. 

Strategically  located  at  the  hub  of  this  big  year-round 
market  is  WFMY-TV. . .  the  most  powerful  selling 
influence,  by  far. 

(2  Stations)       polnl_cui««"i  Countj-Mae 

Greensboro-Hign  ru  location 

Ux*1""}  *  _Fors>th  Cou"t>— »"  _  , 
Wlnston-saie'"         arKet  ,n  ^^^^ 


This  Is  Hotih  CtfoliM's 
Interurbia 


ujf  my-tv 

GREENSBORO.    N.  C. 

Represented  by  Harrington,  Righter  and  Parsons,  Inc. 
New  York  •  Chicago  •  San  Francisco  •  Atlanta  •  Boston 
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STORZ 

STATIONS 


1  national  brand 

5  different  flavors 

(each  preferred  in  its  market) 


__ 

Where  there's  a 
Storz  Station... 
there's  Audience! 


Todd  Store.  Pre;;d^: 
Home  Office:  Omaha 
WDOY  ffinneapoliS-St.  Paul 
WHB  Kansas  City 
KOMA  Oklahoma  City 
WTIX  New  Orleans 
WQAM  Miami 

WD6Y,  WHB.  KOMA.  WQAM 
represented  by  John  Blair  &  Co. 
WTIX  represented  by  Adem  Young  Inc. 


WHEELING:  37*  TV  MARKET 

*Television  Magazine 

One  Station  Reaching  The  Booming  Upper  Ohio  Valley 


Life-line  for  industry  and  a  major  factor  in 

the  economy  of  the  thriving  WTRF-TV 

area  is  the  storied  Ohio  River.  On  its  broad 

surface  flowed  eighty-one  and  one-half  million 

tons  of  cargo  in  1957,  for  a  total  of  seventeen 

billion,  two  hundred  million  ton-miles.  This 

amazing  tonnage  is  more  than  one  and  one- 
half  times  the  tonnage  locked  through  the 

Panama  Canal  in  the  same  period.  The  cargo 

carried  and  the  people  who  handle  it  on 

ship  and  shore  are  more  reasons  why  the 

WTRF-TV  market  is  a  super  market  for 

alert  advertisers  ...  a  market  of  425,196  TV 

homes,  where  two  million  people  have  a 

spendable  income  of  $2H  billion  annually. 


LATEST 


The  November  ARB  Survey  for  the  six-county  Wheeling  (W.Va.)-Steubenville  (Ohio)  Metro- 
politan Area  show  WTRF-TV  dominant  in  81.6%  of  the  nighttime  quarter-hour  segments, 
ADR  CI  I  n  wry  anQ  m  73.6%  of  the  daytime  quarter-hour  segments.  Day  and  night,  from  sign-on  to  sign-off 
A  K  D    9UKVET    Sunday  through  Saturday,  WTRF-TV  dominates  each  quarter-hour  more  than  75  %  of  the  time! 


For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smifh,  Sales  Manager, 
at  CFdar  2-7777. 
National  Rep.,  George  P. 
Hollingbery  Company. 


316,000 


network  color 


WHEELING  7,  WEST  VIRGINIA 


wtrf  tv 


aching  a  market  that's  reaching  new  importance!  ^^^^^%) 


IN  INLAND  CALIFORNIA  (and  western  nevadai 

BEELINE 

RADIO 


Car-loving  people  in  the  Beeline  market 
spend  over  $544,000,000  a  year  on  autos 
(not  counting  all  the  supplies).  And 
every  corner  of  this  high-octane  mar- 
ket can  be  reached  on  the  Beeline. 

As  a  group,  the  Beeline  stations  give 
you  more  radio  homes  than  any  com- 
bination of  competitors  ...  at  by  far 
the  lowest  cost  per  thousand. 
(SR&D  &  Nielsen) 
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PULSE 
ARB 


KRLD-TV  is  your  best  buy 

FIRST  IN  AUDIENCE:  ARB's  latest  Dallas-Fort  Worth  report  shows  that  KRLD-TV  domi- 
nates in  audience  share  from  sign-on  Sunday  morning  to  sign-off  Saturday  night.  The 
Nielsen  Station  Index  (December,  1958)  also  shows  more  TV  homes  watch  KRLD-TV 
than  any  other  station  in  the  Dallas -Fort  Worth  area! 

FIRST  IN  POPULARITY:  The  latest  Dallas  Telepulse  lists  15  out  of  the  top  18  once-a-week 
shows  and  eight  of  the  top  ten  multi-weekly  shows  —  all  on  KRLD-TV. 

FIRST  IN  AREA  OF  COVERAGE:  KRLD-TV,  with  its  low-band  channel,  and  telecasting 
with  maximum  power  from  its  tremendous  tower  (1,685  feet  above  average  terrain), 
has  the  largest  circulation  of  any  station  in  the  southern  United  States! 


C\wmd4,VSaA 

MAXIMUM  POWER 


The  Branham  Company,  Exclusive  Represented' 


IES      HERALD  STATIONS 


JOHN  W.  RUNYON 
Chairman  of  the  Board 


CLYDE  W.  REMBERT 
President 
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CLOSED  CIRCUIT. 


Salvage  •  Mutual  may  be  sold  again. 
Transferred  within  past  fortnight  from 
Guterma  to  Roach  control,  network  is 
now  being  looked  at  by  at  least  four 
concerns.  They  include  two  cosmetic 
firms,  one  reportedly  Max  Factor,  and 
undisclosed  "diversified"  group.  Late 
entry  Friday,  was  fourth  group,  which 
includes  number  of  broadcasters  who 
reportedly  had  access  to  about  $750,000 
in  cash. 

Mutual' s  total  liabilities  were  more 
than  $1.2  million  at  mid-1958  (Broad- 
casting, Feb.  16),  but  operating  losses 
are  now  down  to  some  $30,000  a 
month,  it's  reported.  One  or  two  good 
sales  could  put  network  in  break-even 
operation,  though  it  would  take  more 
to  eat  into  total  debt. 

Second  look  in  Miami  •  FCC  has  de- 
cided to  take  another  look  at  Miami 
ch.  7  case  (WCKT,  headed  by  former 
NBC  President  Niles  Trammell,  with 
15%,  with  principals  in  Miami  Herald 
and  Miami  Daily  News  owning  balance 
in  equal  amounts).  At  meeting  last 
Thursday,  FCC  instructed  staff  to  draw 
up  bill  of  particulars  paralleling  that  in 
Boston  ch.  5  case  (WHDH-TV)  to  as- 
certain whether  any  commissioner 
should  have  disqualified  himself  in  final 
vote  three  years  ago  because  of  pur- 
ported ex  parte  contacts,  and  related 
issues.  This  is  being  done  prior  to 
acting  on  pending  petition  for  recon- 
sideration by  one  of  losing  applicants. 

Court  of  Appeals  in  Washington  last 
year  remanded  ch.  7  case  to  FCC  on 
ground  that  Commission  had  failed  to 
give  appropriate  consideration  to  effect 
of  consulting  fee  arrangement  Mr. 
Trammell  had  with  RCA-NBC.  But 
hearing  and  prior  investigation  ordered 
last  Thursday  is  based  on  testimony  be- 
fore House  Legislative  Oversight  Com- 
mittee and  particularly  is  directed  to 
question  whether  improper  ex-parte 
contacts  had  been  made  on  behalf  of 
Biscay ne  with  former  Comr.  Richard  A . 
Mack  or  with  others. 

Du  Pont  and  radio  •  Prestige  tv  ad- 
vertiser E.  I.  du  Pont  de  Nemours  & 
Co.,  Wilmington,  Del.,  may  also  go  into 
spot  radio.  As  yet  plans  for  spot  radio 
campaign  that  would  start  this  summer 
(presented  by  its  agency,  BBDO,  New 
York)  have  not  been  cleared  by  com- 
pany. Such  du  Pont  move — regardless 
of  budget — would  give  immediate  lift 
to  spot  radio  because  of  name  value  of 
advertiser  that  has  skipped  over  radio 
in  ad  plans  for  recent  years. 


Strain  tells  •  Those  rehearings  in  tv 
cases  involving  allegations  of  backdoor 
wirepulling  are  beginning  to  take  toll 
of  FCC  lawyers.  Assistant  General 
Counsel  Richard  A.  Solomon  resigned 
to  join  Justice  Dept.  Now  word  is  As- 
sociate General  Counsel  Edgar  W. 
Holtz  is  thinking  of  making  move  out 
of  FCC.  Friends  say  he  wanted  to  leave 
after  completing  Miami  ch.  10  rehear- 
ing, but  felt  he  ought  to  see  Boston 
ch.  5  through  when  he  received  that 
assignment. 

The  traders  •  Identities  of  stations 
bartering  tv  spot  time  for  feature  films 
— practice  which  was  highlighted  in 
bizarre  financial  didoes  of  Bon  Ami- 
Matthew  Fox-Guild  Films  in  Guterma 
SEC  case — may  become  public  infor- 
mation when  SEC  hearing  is  held  in 
Washington  March  23.  SEC  officials 
claim  information  is  in  files,  and  may 
be  placed  on  record. 

Step-child  •  Just  as  fm  broadcasting 
seems  to  face  brighter  future,  NAB 
convention  schedule  is  being  juggled  to 
cut  short  fm  program  at  Chicago.  Fm 
originally  was  to  have  full  Monday 
morning  (March  16).  However,  when 
shift  of  keynote  speech  from  Monday 
luncheon  to  11  a.m.  became  necessary, 
fm  meeting  was  tentatively  bracketed 
9-10:45  a.m.,  adjourning  in  time  for 
keynote  speech.  Closed  labor  relations- 
personnel  meeting  would  run  at  same 
time  as  abbreviated  fm  session. 

One-sided  •  In  disposing  of  ch.  7 
KIRO-TV  Seattle  case  last  week  by 
instructing  staff  to  affirm  1957  grant, 
FCC  voted  overwhelmingly  in  favor  of 
action.  While  no  vote  is  "final"  until 
written  opinion  is  acted  upon,  it's 
learned  that  vote  was  5-1-1,  with  one 
commissioner  each  favoring  opposing 
applicants  KXA  and  KVI  (story  page 
64). 

Y&R  on  the  mov  3  •  More  changes,  new 
lines  of  authority  and  added  responsi- 
bility to  key  executives  are  forthcoming 
at  Young  &  Rubicam's  media  Dept. 
Under  aegis  of  W.  E.  (Pete)  Matthews, 
newly-elected  media  vice  president. 
Those  close  to  situation  speak  of  Y  &  R 
as  being  on  the  move,  gearing  for  im- 
pressive media  year.  Y  &  R  is  agency 
that  set  up  new  radio-tv  department 
under  vice  president  Peter  G.  Levathes 
at  first  of  year. 

Widened  vhf  •  There's  substance  in 
renewed  talk  about  additional  channels 
for  vhf.  While  FCC  Chairman  Doerfer 


did  not  elaborate  on  his  comments 
made  before  Radio  &  Television  Execu- 
tives Society  in  New  York,  Feb.  4, 
wherein  he  voiced  optimism,  it's 
learned  that  efforts  are  being  made  for 
showdown  with  military  on  what  it 
might  relinquish  in  vhf  space  and 
what  it  would  expect  in  return.  Nothing 
is  on  paper  yet,  but  there  seems  to  be 
feeling  that  some  additional  vhf  space 
in  contiguous  band  beginning  with  ch.  7 
could  be  procured. 

Political  Imagery  •  Cunningham  and 
Walsh  now  has  mid-March  as  its  target 
date  for  release  of  its  study  on  tv's 
power  to  influence  independent  vote 
during  political  campaign.  Agency  used 
New  York  State  gubernatorial  race  as 
its  laboratory,  originally  was  to  release 
study  earlier  in  year  (Closed  Circuit, 
Nov.  17,  1958)  but  ran  into  difficulties 
of  grey  areas  in  findings.  It'll  treat  "per- 
sonality" or  "image"  established  in  mind 
of  viewers,  rather  than  power  of  tv  to 
convey  political  issues. 

Three  Survivors  •  ABC-TV  now  plans 
to  retain  Beat  the  Clock,  and  Who  Do 
You  Trust?  when  it  programs  revamped 
daytime  schedule  in  April,  will  insert  its 
newly-purchased  125  episodes  of  Gale 
Storm  Show  (which  were  originally 
shown  on  CBS-TV)  for  re-run  in  2:30 
to  3  p.m.  slot.  These  three  shows  will 
be  basic  in  future  programming  in  day 
house  (see  story  page  38).  Network 
seems  sure  to  drop  11:30  a.m. -noon 
segment,  will  program  noon-1  p.m.,  but 
has  not  decided  future  of  1-1:30  p.m. 
period  (programming  picks  up  at  2 
p.m.). 

In  highest  federal  echelons,  great 
concern  is  being  evinced  these  days 
over  what  is  regarded  as  trend  toward 
run-away  inflation.  It's  hot  potato,  not 
only  economically  but  politically  be- 
cause of  constant  boring  in  of  organized 
labor  to  raise  pay  and  fringe  benefits 
which  triggers  vicious  cycle  by  causing 
inflated  prices.  Concerning  broadcast- 
ers, notably  networks,  is  past  experi- 
ence, reflected  in  inordinate  demands 
for  time  on  all  sides  to  air  issue.  It's 
problem  Advertising  Council  won't 
touch. 

William  B.  Maillefert,  who  resigned 
recently  as  vice  president  in  charge  of 
radio  division,  Edward  Petry  &  Co.,  is 
following  lead  of  Ed  Murrow  and  tak- 
ing at  least  one  year  sabbatical  in 
Europe.  He  leaves  in  late  March  or 
early  April  and  plans  to  survey  broad- 
cast operations  on  continent  as  back- 
ground for  free  lance  writing. 
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Cleveland 
lias 


its 


eyes 


WITH  WJW-TV'S  BIG  MOVIES! 


WJW-TV  has  skyrocketed  to  the  top  with  the  BIG 
STARS  in  all  THE  BIG  MOVIES  from  Warner 
Bros,  20th  Century,  and  United  Artists.  Take  the 
late  shows  for  instance  at11:20  PM -12:45  AM 
...  an  average  9  A.R.B.  rating  Sunday  through 
Saturday.  Add  to  this  the  great  new  Paramount 
Features  and  you  have  a  galaxy  of  stars  selling 
for  you.      Represented  by  The  Katz  Agency,  Inc. 

ffiStorer  Television 


"Famous  on  the  local  scene" 

WJW-TV 

CHANNEL  8 
CBS  •  CLEVELAND,  OHIO 


WJW-TV  Cleveland 


WJBK-TV  Detroit 


WSPD-TV  Toledo 


WAGA-TV  Atlanta  •  WITI -TV  Milwaukee 


WEEK  IN  BRIEF  

Why  not  multiple  spotting  in  tv,  a  la  Britain?  •  That 
may  be  "a  jolly  good  question"  in  the  opinion  of  Ed 
Reich,  television-radio  dept.  of  Erwin  Wasey,  Ruthrauff 
&  Ryan,  Los  Angeles.  Mr.  Reich,  who  spent  18  months 
in  Britain  teaching  U.S.  commercial  technique,  doesn't 
say  their  system  is  any  better  than  ours,  but  he  does 
seem  to  suggest  we  might  bite  into  a  few  English  crack- 
ers some  tea-time  and  see  how  they  taste.  The  menu  is 
Mr.  Reich         explained  in  this  week's  Monday  Memo.  Page  31. 

How  tough  is  a  feature  film?  •  Station  survey  by  Broadcasting  answers 
oft-posed  questions  about  the  beatings  they  will  take  as  well  as  number 
of  re-runs  advisable,  time  lag  between  repeats  and  other  scheduling 
factors.  Page  33. 

ABC-TV's  'Daybreak'  braked  •  Young  &  Rubicam  calls  the  shots,  failing 
to  renew  all  of  General  Foods'  schedule;  cuts  for  other  clients.  Revamping 
by  network,  chopping  away  20  quarter-hours  per  week  expected.  Page  38. 

Timebuyers  &  reps  •  Importance  of  upgrading  the  status  of  agency 
timebuyer  and  suggestions  on  closer  cooperation  between  buyers  and 
station  representatives  are  explored  at  seminar  of  Radio  &  Television 
Executives  Society.  Page  39. 

Lusk  hits  back  •  Benton  &  Bowles  president  attacks  critics  of  tv  among 
the  admen.  Says  it  has  become  "fashionable"  to  slash  away  at  program- 
ming on  the  networks.  Page  39. 

Names  make  commercials  •  Mrs.  Roosevelt  in  first  appearance  on 
radio-tv  commercials,  endorses  Lever  margarine  product.  Page  41 . 

Wanted — network  president  •  Alexander  Guterma's  expedited  exit 
from  Mutual  network,  promoted  jointly  by  Securities  &  Exchange  Com- 
mission and  Hal  Roach  Jr.,  leaves  vacancy  in  network's  top  post.  MBS 
programming  continues  normally.  Page  56. 

Oversight  awakens  •  Chairman  Harris  appoints  four  new  members, 
asks  House  for  $200,000  and  introduces  a  bill  to  carry  out  reform  legis- 
lation recommended  as  a  result  of  1958  investigations.  Page  62. 

Harris  leaves  White  House  behind  •  Commerce  Committee  chairman 
announces  his  communications  subcommittee  will  investigate  the  spec- 
trum, contrary  to  proposal  for  study  by  Presidential  committee.  House 
asked  to  assign  $100,000  to  start  study.  Page  62. 

Improper  Bostonians?  •  Ch.  5  rehearing  opens  with  testimony  of  nu- 
merous contacts  with  Washington  political  figures.  Enforcement  of  anti- 
trust laws  brought  into  question.  Page  66. 

Splinter  politician  invokes  Sec.  315  •  Lar  Daly,  backed  by  split  FCC 
decision,  gets  time  from  major  outlets  to  answer  Chicago  Mayor  Richard 
J.  Daley  in  bid  for  mayoralty  nomination.  Page  75. 

Network  tv  programming  •  Executives  of  the  three  tv  networks  evaluate 
today's  shows;  find  they  are  not  so  "mediocre"  as  some  critics  maintain 
and  foresee  improvement  in  the  future.  Page  80. 
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DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 


In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
plenty  of  heart. 

Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNONBALLwill  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.  •  N.  Y.  22  •  PLaza  5-21 00 
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They  buy  as  a  family . . . 


because  they  were  sold  as  a  family . . 


by  their  local  Meredith  station! 


KANSAS  CITY  KCAAO  KCMO-TV 

SYRACUSE  WHEN  WHEN-TV 

PHOENIX  KPHO  KPHO-TV 

OMAHA  WOW  WOW-TV 

TULSA  KRAAG 


The    Katz  Agency 
The    Katz  Agency 
The    Katz  Agency 
John  Blair  &  Co.  -  Blair-TV 
John    Blair  &  Co. 


Meredith  Stations  Are  Affiliated  With  BETTER  HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 


a 
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 AT  DEADLINE 

LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE  AND  NEXT  •  DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  33 


TAYLOR  TELLS  OF  FCC  TOUR 


Details  of  contacts  in  January  1957 
with  all  FCC  members  and  number  of 
government  and  political  figures  were 
described  Friday  (Feb.  20)  by  John 
Taylor,  official  of  Boston  Globe,  inter- 
venor  in  Boston  ch.  5  rehearing  (see 
page  66),  who  made  Washington  rounds 
with  cousin  Davis  Taylor,  publisher  of 
Globe. 

His  summary  of  reactions  of  each 
commissioner:  Craven  (abstained  in 
case):  said  he'd  heard  rumor  politics 
affected  straw  vote.  Bartley:  interrupted 
Cousins,  warned  he  was  quasi-judicial 
official,  said  he  might  be  on  "our  side" 
and  felt  Globe  wouldn't  want  to  thus 
force  him  to  disqualify  himself;  men- 
tioned competitive  inequality  where  one 
of  two  local  newspapers  gets  tv. 

McConnaughey:  told  them  they  were 
not  "parties,"  that  there  was  nothing 
he  could  do  now.  Lee:  said  DuMont 
deserved  some  consideration  as  pioneer 
in  tv;  said  he  might  have  voted  for 
Boston  Post  if  it  had  remained  in  con- 
test because  Post  page  one  editorial 


defending  Mr.  Lee  during  Senate  ques- 
tioning "looked  mighty  good  to  me." 
Mack:  said  he  favored  awarding  tv  to 
newspapers  because  they  deal  in  "news" 
while  tv  station  itself  deals  in  "enter- 
tainment"; (Mr.  Taylor  noted  Mr.  Mack 
was  "quite  a  talker.") 

Doerfer:  didn't  seem  to  want  to  talk, 
noted  his  quasi-judicial  status,  left  roon 
once,  returned  and  told  them  to  tell 
their  story  but  be  careful;  observed  that 
often  FCC  member  specializes  in  cer- 
tain case  and  "guides"  or  "tells"  other 
members  how  to  vote;  observed  Cousins 
may  have  made  "slight  pitch  here,"  but 
guessed  it  was  all  right.  Hyde:  sym- 
pathized with  their  "confusion,"  said 
when  he  was  chairman  he'd  tried  to  set 
up  comparative  criteria,  but  now  was 
disturbed  at  lack  of  it. 

Mr.  Taylor  testified  former  Secretary 
of  Commerce  Weeks  told  Taylors  he 
would  have  given  them  same  help  as 
he  gave  Mr.  Choate  but  it  was  too  late 
Continues  on  page  10 


Trouble  seen 
for  studio  links 

Broadcasters  may  find  themselves 
suffering  interference  in  studio-trans- 
mitter link  circuits  under  new  942-952 
mc  allocations,  according  to  A.  Prose 
Walker,  NAB  engineering  director.  Mr. 
Walker  Friday  explained  association 
asked  for  exclusive  channels,  but  Com- 
mission authorized  protection  only  to 
existing  broadcast  use,  leaving  future 
stations  at  mercy  of  other  services  using 
same  band. 

Commission  action  announced  Thurs- 
day made  final  rule-making  proposal 
reallocating  890-942  mc  band  to  gov- 
ernment. It  allocated  942-952  mc  band 
to  am-fm  and  tv  sound  STL  service, 
to  fm  intercity  relay  services,  and  also 
to  international  fixed  public  and  inter- 
national aeronautical  fixed  station  in 
U.S.  territories  only.  Fixed  stations  now 
authorized  in  890-942  mc  band  are  al- 
lowed to  shift  to  942-952  mc  band  if 
they  can  show  they  are  receiving  harm- 
ful interference  from  government  radio- 
positioning  service  in  890-942  mc. 

Prior  to  allocations  change,  tv  audio 
STL  had  890-911  mc,  am  STL  had 


925-940  mc,  and  fm  STL,  940-952  mc. 
First  two  assignments  were  shared  with 
experimental  services,  last  band  was 
exclusive. 

Daly  ruling  hit 

CBS  Friday  asked  FCC  to  reconsider 
its  decision  that  Lar  Daly,  Chicago 
splinter  mayoralty  candidate,  is  entitled 
to  equal  time  because  of  newscasts  in- 
volving other  candidates  run  on  net- 
work-owned WBBM-TV  Chicago  (see 
page  75).  Each  of  such  broadcasts, 
CBS  said,  were  regularly  scheduled 
newscasts,  ran  from  29  seconds  to  97 
seconds,  were  treated  as  legitimate 
news.  Network  said  its  position  (that 
Daly  is  not  entitled  to  equal  time)  was 
based  on  FCC  interpretation  of  Sec. 
315  issued  last  October  holding  that 
candidates'  appearance  on  routine  news- 
casts was  not  used  under  Sec.  315.  Com- 
mission action,  holding  Daly  entitled 
to  time  because  of  appearances  of  other 
candidates  in  newscasts,  is  violation  of 
freedom  of  press  and  speech  First 
Amendment,  CBS  said,  and  therefore 
unconstitutional.  Network  asked  for 
prompt  order  reversing  last  week's  de- 
cision. 


Vodka  revolt 

Public  response  to  discontinu- 
ance of  vodka  commercials  by 
WCRB  Boston  shows  "surprising 
indignation  at  such  censorship  by 
the  NAB,"  Theodore  Jones,  sta- 
tion president,  said  Friday.  Mr. 
Jones  dropped  liquor  advertising 
after  being  rebuked  by  NAB  at  re- 
gional meeting  in  Boston  last  fall, 
deciding  reluctantly  to  conform  to 
clause  in  association's  radio  stand- 
ards of  practice. 

About  80%  of  hundreds  of  let- 
ters "decried  the  hypocrisy  of  ra- 
dio and  tv  in  refusing  to  accept 
liquor  advertising,"  he  said,  urging 
association  to  reappraise  liquor  sit- 
uation. Appeal  for  public  reaction 
was  made  at  request  of  Sackel 
Co.,  agency  for  WCRB  sponsor, 
Nuyens  vodka.  WCRB  cancelled 
26-week  contract  for  11  p.m.  and 
midnight  newscasts  five  nights 
weekly.  Mr.  Jones  said  he  con- 
sidered Boston  replies  indicative 
of  national  thinking. 


Plymouth  looking 

Plymouth  Div.  of  Chrysler  Corp. 
said  Friday  (Feb.  20)  it  is  looking  for 
new  network  tv  show.  New  program 
will  be  handled  by  N.W.  Ayer.  Up  to 
now,  Ayer  had  handled  all  billing  for 
Plymouth  except  Plymouth  Show- 
Lawrence  Welk  on  ABC-TV  (Wed., 
7:30-8:30  p.m.).  But  Plymouth  is  drop- 
ping that  show  at  end  of  May  and  in 
effect  terminating  arrangement  with 
Grant,  which  handled  Plymouth  com- 
mercials on  program  ($5.75  million 
billing  if  figured  on  yearly  basis). 
Plymouth  (via  Ayer)  uses  spot  radio, 
is  in-and-out  of  network  radio  and  has 
some  spot  tv. 

Business  Briefly 

•  Farm  House  Frozen  Food  Co.,  N.Y., 
will  begin  a  spot  television  campaign 
in  25  markets  today  (Feb.  23)  aimed  at 
"further  piercing  the  padlock  held  by 
major  frozen  food  manufacturers." 
Campaign,  to  run  through  June,  was 
placed  by  Co-ordinated  Marketing 
Agency,  N.Y. 
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arid  also  told  them  that,  all  things  being 
equal,  he  preferred  Herald-Traveler  for 
ch.  5.  Cousins  also  saw  Sens.  Styles 
Bridges  (R-N.H.)  and  Frederick  Payne 
(R-Me.)  but  asked  no  help,  he  said. 
Two  Globe  employes  contacted  White 
House  news  secretary  James  Hagerty, 
Mr.  Taylor  noted,  and  another  saw 
presidential  aide  Robert  Cutler. 

Witness  said  John  Fisher,  former 
Saltonstall  aide  whom  he  identified  as 
partner  with  Herald-Traveler  counsel 
Thomas  Joyce  in  public  relations  firm, 
called  Globe  employe  and  said  Taylors 
had  made  "good  impression"  with  their 
visits,  but  were  putting  on  too  much 
pressure  and  ought  to  "take  it  easy." 
"That's  a  funny  one,"  Mr.  Taylor  ob- 
served. 

Examiner  Stern  halted  questioning 
of  Mr.  Taylor  on  interview  by  FBI 
agent  on  Globe's  antitrust  charges 
against  competing  Herald-Traveler.  But 
DuMont,  Greater  Boston  and  Massa- 


chusetts Bay  indicated  they  intend  to 
bring  up  matter  of  whether  Mr.  Mc- 
Connaughey  violated  law  in  checking 
with  Justice  Dept.  and  with  FCC  gen- 
eral counsel  on  antitrust  case.  DuMont 
counsel  William  Roberts  said  he  intends 
to  call  Mr.  Weeks  and  Justice  antitrust 
chief  Victor  Hansen  as  witnesses.  Ex- 
aminer Stern  asked  for  pertinent  laws 
which  insulate  FCC  members  from 
consultation  with  certain  officials  and 
others  in  adjudication  case,  explaining 
he  is  not  familiar  with  such  laws. 

ABC-TV  Pacific  drama 

ABC-TV  today  (Feb.  23)  announces 
new  hour-long  adventure  drama  series, 
Adventures  in  Paradise,  based  on  stories 
by  Pulitzer  Prize  winning  novelist 
James  Michener,  to  start  in  late  Sep- 
tember. Paradise  is  set  for  Mondays 
8:30-9:30  p.m.  EST,  following  return 
of  Cheyenne,  starring  Clint  Walker, 
from  7:30  to  8:30  p.m.,  according  to 
Thomas  W.  Moore,  vice-president  in 


charge  of  ABC-TV  programming.  20th 
Century  Fox,  with  Martin  Manulis, 
vice-president  in  charge  of  tv  produc- 
tion. 

Reinsch  to  manage 
Democratic  convention 

J.  Leonard  Reinsch,  executive  direc- 
tor of  Cox  stations,  named  special  as- 
sistant to  chairman  of  Democratic  Na- 
tional Committee  in  charge  of  1960 
national  convention.  Appointment  an- 
nounced yesterday  by  Paul  M.  Butler, 
chairman.  Mr.  Reinsch,  who  is  tv-radio 
consultant  to  national  committee,  was 
general  manager  of  1956  Democratic 
convention,  tv-radio  director  of  1952 
convention,  radio  director  of  1944  con- 
vention and  radio  director  of  Roosevelt- 
Truman  campaign  in  1944.  Cox  sta- 
tions include  WSB-AM-FM-TV  Atlanta 
WHIO-AM-FM-TV  Dayton  and  in- 
terests in  WCKR  and  WCKT  (TV) 
Miami. 
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Mr.  Beirn 


F.  Kenneth  Beirn,  presi- 
dent of  C.  J.  LaRoche, 
N.Y.,  moves  to  Revlon  Inc. 
as  v.p.  in  charge  of  adver- 
H  tising,  replacing  George  J. 
\brams,  resigned.  Mr.  Ab- 
rams,  chairman  of  radio-tv 
committee  of  Assn.  of  Na- 
1  tional  Advertisers,  is  known 
Mr.  Abrams  to  be  negotiating  with  sev- 
eral companies,  including  Warner  Lambert  Pharmaceutical 
Co.  Other  Revlon  changes:  William  R.  Dahlmann,  for- 
merly of  BBDO,  to  group  marketing  director;  Emanuel 
Goren,  formerly  of  Lehn  &  Fink  Products  Corps.,  N.Y., 
to  v.p.-general  manager  of  Thayer  Labs  Div.,  and  Stanley 
S.  Furness  to  Thayer  director  of  marketing.  Mr.  Beirn 
handled  14  Revlon  products  at  LaRoche.  He  joined  Biow 
Co.  in  1948,  becoming  principal  and  president  of  successor, 
Biow-Beirn-Toigo,  in  1953.  Leaving  in  1957,  Mr.  Beirn 
joined  Ruthrauff  &  Ryan  as  executive  v.p.,  later  becoming 
president.  He  served  as  senior  v.p.  of  merged  Erwin  Wasey, 
Ruthrauff  &  Ryan  until  January  1958  when  he  assumed 
presidency  of  C.  J.  LaRoche.  Mr.  Abrams  came  to  Revlon 
in  1955  from  Block  Drug  Co.  where  he  was  v.p.  of  adver- 
tising and  sales.  Earlier  he  was  with  Eversbarp  Inc.,  Anacin 
Co.  (now  part  of  American  Home  Products)  and  National 
Biscuit  Co. 

Joseph  F.  McCaffrey,  past  special  reporter  for  NBC  on 
national  political  conventions  and  election  night  coverage, 
appointed  Washington  correspondent  of  Crosley  Broadcast- 
ing Corp.  Mr.  McCaffrey  is  former  president  of  Radio-Tv 
Correspondents  Assn.  of  Washington.  James  L.  Snyder, 
news  director  and  assistant  program  manager  of  KDKA- 
AM-FM  Pittsburgh,  named  chief  of  Washington  news  bu- 
reau of  Westinghouse  Broadcasting  Co.,  succeeding  Rod 
MacLeish,  named  head  of  WBC's  overseas  operations. 
John  Kulamer,  KDKA-AM-FM  news  editor,  replaces  Mr. 
Snyder. 


Mr.  Karol 


Mr.  Arkedis 


John  Karol,  v.p.  in  charge 
of  network  sales  for  CBS 
Radio  since  1951,  appointed 
v.p.  in  charge  of  planning 
and  development.  Succeed- 
ing Mr.  Karol  is  George  J. 
Arkedis,  general  sales  man- 
ager of  WBBM-TV  Chi- 
cago, owned  by  CBS.  Both 
appointments   are  effective 


March  2.  Mr.  Arkedis  joined  network  in  1946  as  account 
executive.  Mr.  Karol  came  to  CBS  in  1930  as  director  of 
research.  He  is  former  secretary  and  treasurer  of  American 
Marketing  Assn.  and  past  president  of  Market  Research 
Council. 

Harry  D.  Way,  vice  president  and  media  director  of  Erwin 
Wasey,  Ruthrauff  &  Ryan,  New  York,  named  executive 
vice  president  in  charge  of  New  York  office.  He  succeeds 
Frederick  J.  Wachter,  who  has  resigned  and  is  reported 
to  be  joining  Knox  Reeves,  Minneapolis.  Mr.  Way,  43, 
joined  EW&RR  \Vz  years  ago,  after  20  years'  service  with 
Warwick  &  Legler,  New  York. 

Merlin  E.  Carlock,  formerly  chairman 
and  director  of  Burke  Dowling  Adams, 
appointed  v.p.  of  Compton  Adv.,  New 
York.  His  precise  assignment  was  not  de- 
fined but  agency  announced,  "Mr.  Carlock 
brings  to  us  a  wealth  of  experience  in 
fields  of  advertising  in  which  Compton  is 
involved  and  is  developing  for  its  present 
clients."  Mr.  Carlock  has  been  in  agency 
business  for  33  years.  Before  his  associa- 
tion with  BDA,  he  was  vice  chairman  of  Calkins  &  Holden 
Inc.  and  v.p.  of  Benton  &  Bowles.  He  began  his  career  with 
BBDO  as  copywriter. 


Mr.  Carlock 
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Imagine  11  retail  centers  tied 

to  Indianapolis -all 
covered  mainly  by  WFBM-TV! 


•  Maybe  you  just  don't  know  the  half  of  it!  When 
satellite  markets  total  33%  richer  and  50%  bigger  than 
your  present  idea  of  Indianapolis  sales  .  .  .  that's  enlarg- 
ing your  sales  opportunities  with  a  capital  $. 

Here,  too,  it  only  takes  one  television  station  to  guar- 
antee major  coverage  in  50  Mid- Indiana  counties.  Why 
is  it  WFBM-TV  ?  Simply  because  it  is  the  only  NBC 
basic  affiliate.  Nielsen  Coverage  Study  No.  3  supports 
these  facts. 

Where  else  does  a  central  market  exert  such  an 
economic  pull  on  so  many  specific  areas  that  are  retail 
trading  centers  in  their  own  right  ? 

. .  .  and  where  can  you  buy  just  one  station  with  no 
overlapping  penetration  by  basic  affiliates  of  the 
same  network  ? 

Only  here  —  WFBM-TV  dominates  Mid-Indiana 
in  total  coverage  and  market  penetration  .  .  .  and  we're 
proud  of  our  current  ARB.  Call  for  the  facts.  Let  us  show 
you  how  to  test  regional  marketing  ideas  with  amazing 
results! 

The  Nation's  13th  Television  Market 

. .  .with  the  only  basic  NBC  coverage 
of  760,000  TV  set  owning  families. 


Indianapolis  itSelf- Major  retail 
area  for  18  richer-than-average  counties.  1,000,000  pop- 
ulation ^350,600  families  with  90%  television  ownership.' 


11  Satellites  -Each  a  recognized 
marketing  area— and  well  within  WFBM-TV's  basic 
area  of  influence.  Includes  Marion  •  Anderson  • 
Muncie  •  Bloomington  •  Vincennes  •  Terre  Haute 

•  Danville,  Illinois  •  Lafayette  •  Peru  •  Logansport 

•  Kokomo. 

Represented  Nationally  by  the  KATZ  Agency 
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The  HOT  SHOWS 


2-Station 
BIRMINGHAM 

WBRC-TV 


4-Station 
CHICAGO 

WNBQ 


HIGHWAY 
PATROL 

starring 

BRODERICK  CRAWFORD 


25.1  RATING 

BEATS  Groucho  Marx,  Ed  Sullivan, 
Wells  Fargo,  Peter  Gunn,  Gale 
Storm,   GE  Theatre  and  many 


4-Station 
SAN  FRANCISCO 

K  RON -TV 

K3 


SHARE 

21.9  RATING 

BEATS  Playhouse  90,  Ed  Sullivan, 
Ernie  Ford,  Cimarron  City,  Law- 
rence Welk,  Californiansand  many 
others. 

ARB,  Jan,  '59 


I 


come  from  ZIV! 


3-Station 
CINCINNATI 

WKRC-TV 


47.7 


SHARE 

20.7  RATING 

BEATS  Ed  Sullivan,  Phil  Silvers, 
Hit  Parade,  Restless  Gun,  Jackie 
Gleason,  Bob  Cummingsand  many 
others. 

ARB,  Dec.  '58 


4-Station 
SAN  FRANCISCO 


563 


SHARE 

28.1  RATING 

BEATS  Desilu  Playhouse,  Ed  Sulli- 
van, Dinah  Shore  Chevy  Show, 
Steve  Allen,  Californians  and  many 
others. 

ARB,  Jan.  '59 


3-Station 
MIAMI 

WTVJ 


4CL3 


SHARE 

26.3  RATING 

BEATS  GE  Theatre,  Texan,  Danny 
Thomas,  Ernie  Ford,  Cheyenne, 
Groucho  Marx  and  many  others. 

ARB,  Dec.  '58 


4-Station 
DETROIT 

WJBK-TV 


62j6 


SHARE 

30.1  RATING 

BEATS  Perry  Mason,  Restless  Gun, 
What's  My  Line,  Jack  Benny,  Ed 
Sullivan,  Bob  Cummingsand  many 


% 


2-Station 
JOPLIN-PITTSBURG 

KOAM-TV 

46.7 

SHARE 

31.3  RATING 

BEATS  Trackdown,  Ed  Sullivan, 
Bob  Cummings,  George  Burns, 
Red  Skelton,  Texan  and  many 


% 


3-Station 
COLUMBUS 

WBNS-TV 


515 


SHARE 

28.3  RATING 

BEATS  Ernie  Ford,  Danny  Thomas, 
Groucho  Marx,  Lawrence  Welk, 
Wells  Fargo,  Ed  Sullivan  and  many 


Dr.  Sydney  Roslow,  direc- 
tor of  Pulse,  Inc.,  heads  a 
nationwide  staff  trained  to 
make  and  convert  home 
interview  reports  into  re- 
liable ratings.  Some  of 
the  Ziv  show  ratings  used 
here  are  based  on  these 
authoritative  findings. 


3-Station 
BOSTON 


615 


SHARE 

27.6  RATING 

BEATS  People  Are  Funny,  Mav- 
erick, Have  Gun -Will  Travel, 
Wyatt  Earp,  Red  Skelton,  Real 
McCoys  and  and  many  others. 

ARB,  Dec.  '58 


2-Station 
BRISTOL-JOHNSON  CITY 

WJHL-TV 


61.0 


SHARE 

36.3  RATING 

BEATS  Wyatt  Earp,  Lineup,  Perry 
Como,  Maverick,  Peter  Gunn, 
Wells  Fargo  and  many  others. 

ARB,  Dec.  '58 


% 


3-Station 
ST.  LOUIS 

KSD-TV 


48.7 

SHARE 

27.5  RATING 

BEATS  Cheyenne,  .Millionaire, 
Ernie  Ford,  AlfFed  Hitchcock,  Ed 
Sullivan,  Wells  Fargo  and  many 

ARB,  Dec.  '58 


The  Ziv  man  in  your 
market  can  show  you  how 
to  profit  from  using  one  of 
America's  GREAT  selling 
forces  —  a  Ziv  show! 


fresh  way  to  serve  hot  news... 


AWKMH  innovation  in 
Detroit's  top  dining  places 


Represented  by  Headley-Reed 


k 


One  reason  WKMH  has  such  a  big  listening  audience  ON  THE  AIR 
is  because  of  the  many  public  services  it  performs  ON  THE  GROUND. 
Latest  innovation  is  this  WKMH  FLASH  BULLETIN  that  brings 
Detroit  business  men  important  news  "hot  off  the  wire"  in  Detroit's 
top  luncheon  places.  It's  a  PLUS  that's  appreciated,  and  is  typical 
of  the  many  popular  WKMH  services  that  win  more  friends  daily 
for  Detroit's  Music  and  Sports  Station.  Why  not  tap  the  rich 
Detroit  market  for  your  clients  on  WKMH?  You  get  BIG 
exposure  at  lowest  cost  per  thousand  .  .  .  and  you  save  an  additional 
15%  when  you  buy  4  or  more  Knorr  stations. 
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A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

(*  Indicates  first  or  revised  listing) 

FEBRUARY 

Feb.  23-24 — American  Bar  Assn.,  annual  con- 
vention, Edgewater  Beach  Hotel,  Chicago  (to  be 
preceded  Feb.  19-22  by  several  allied  bar  group 
meetings).  ABA  will  hear  status  report  on  con- 
troversial Canon  35  prohibiting  radio-tv  court- 
room coverage. 

*Feb.  24— Radio  &  Television  Executives  Society 
timebuying  &  selling  seminar  luncheon,  12:15 
p.m.,  Hawaiian  Room,  Hotel  Lexington,  New  York. 
Topic,  "Videotape  &  Its  Media  Significance." 
Speaker,  Alexander  Cantweil,  BBDO. 
'Feb.  24 — Fm  Broadcasters  of  Southern  California 
membership  meeting,  12  noon,  at  Nikabob  Restau- 
rant, Los  Angeles. 

Feb.  24-25— NAB  Conference  of  State  Broad- 
caster Assn.  Presidents.  Annual  meeting  and  con- 
ferences with  legislators.  Shoreham  Hotel,  Wash- 
ington. A  feature  of  the  final  day  will  be  the 
annual  Voice  cf  Democracy  awards  luncheon. 
*Feb.  25 — Radio  &  Television  Executives  Society 
roundtable  luncheon,  12:30  p.m.,  Palm  Terrace, 
Hotel  Roosevelt,  New  York.  Howard  S.  Meighan, 
consultant  to  Ampex  and  president  of  Videotape 
Productions,  appraises  vtr's  impact. 

Feb.  25-27 — Electronic  Industries  Assn.  industrial 
relations  conference,  Chase-Park  Hotel,  St.  Louis. 
Feb.  26 — NAB  Engineering  Advisory  Committee, 
NAB  hdqrs.,  Washington. 

"Feb.  26 — Rep.  Oren  Harris  (D-Ark.),  chairman 
of  House  Interstate  &  Foreign  Commerce  Com- 
mittee (and  last  year's  chairman  of  the  House 
Oversight  Committee),  addresses  luncheon  meet- 
ing of  Federal  Communications  Bar  Assn.,  Con- 
gressional Room,  Willard  Hotel,  Washington. 

Feb.  27 — Democratic  National  Committee  meets 
in  Washington  to  pick  final  site  for  1960  nominat- 
ing convention. 

MARCH 

"March  3 — Special  meeting  of  Technical  Com- 
mittee, Assn.  of  Maximum  Service  Telecasters, 
at  AMST  headquarters,  Washington.  Meeting 
will  deal  with  allocations  matters  in  preparation 
for  annual  meeting  of  AMST  March  15  in  Chicago. 

March  3 — Second  annual  legislature  dinner  of 
New  York  State  Assn.  of  Radio  &  Television 
Broadcasters  with  Gov.  Nelson  A.  Rockefeller  as 
guest-of-honor  and  keynote  speaker,  Ten  Eyck 
Hotel,  Albany.  Also  on  dais  will  be  New  York 
Senators  Jacob  K.  Javits  and  Kenneth  B.  Keating, 
Comr.  Robert  Lee,  of  FCC,  and  Gov.  Rockefeller's 
entire  cabinet.  Mike  Hanna,  WHCU  Ithaca,  is 
chairman  of  dinner. 

March  4 — California  Broadcasters  Assn.,  annual 
membership  meeting,  El  Dorado  Inn,  Sacramento. 

"March  5 — Tentative  date  for  argument  before 
U.S.  Supreme  Court  in  Farmers  Union  v.  WDAY 
Inc.  (WDAY-TV  Fargo,  N.D.),  involving  question 
of  immunity  of  broadcast  station  when  political 
candidate,  invoking  Sec.  315  of  Communications 
Act,  utters  libel  on  air.  Case  No.  248. 


March  5-6 — Assn.  of  National  Advertisers,  "Ad- 
vertising to  Business  &  Industry,"  Hotel  Webster 
Hall,  Pittsburgh. 

"March  6-7 — 14th  annual  Radio-Tv  Conference 
&  Clinic,  U.  of  Oklahoma,  Norman.  Oklahoma 
Broadcasters  Assn.  and  Oklahoma  chapter  of  Assn. 
of  Women  in  Broadcasting  are  co-sponsoring  with 
U.  of  Oklahoma.  Some  30  speakers  from  industry 
will  appear  on  program. 

"March  7 — Academy  of  Television  Arts  &  Sci- 
ences, N.Y.,  tv  tape  study  and  demonstration, 
NBC  Teletape  Center,  67th  &  Broadway,  New 
York. 

March  13-14 — Arkansas  Broadcasters  Assn.,  spring 
meeting,  Hotel  Marion,  Little  Rock. 

March  15 — Assn.  of  Maximum  Service  Telecast- 
ers, annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  9:30  a.m. 

"March  15 — Mutual  Affiliates  Advisory  Commit- 
tee, Conrad  Hilton  Hotel,  Chicago. 
March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 
sions open  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  tnrough  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 
March  16 — NAB  Tv  Code  Review  Board,  Conrad 
Hilton  Hotel,  Chicago. 

"March  18 — Symposium  on  social  and  economic 
forces  of  advertising  co-sponsored  by  St.  Louis 
Council  of  American  Assn.  of  Adv.  Agencies  and 
U.  of  Missouri  School  of  Journalism,  Sheraton- 
Jefferson  Hotel.  Dr.  Earl  F.  English,  dean  of 
school,  will  moderate.  Registration,  $22.50. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

"March  23-28 — Short  Course  in  Crime  News 
Analysis  &  Reporting,  Northwestern  U.,  Fisk  Hall, 
Evanston,  III.  Journalism  and  law  schools  with 
Ford  Foundation  grant,  will  conduct  intensive 
instruction  for  radio-tv,  press  and  magazine 
newsmen.  Courtroom  broadcasting  is  one  of  topics. 
Attendance  fee  $100.  Registration  must  be  re- 
ceived by  March  16.  Scholarships  for  needy  avail- 
able. Members  of  lecture  staff  will  be  available 
for  interviews. 

"March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

April  3-4 — Oregon  Assn.  of  Broadcasters,  U.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  7— Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Tnurman  A.  Vvniteside,  lor  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 


how  to 
be  a  hero 

to  your 
clients  ■ 


Clients  raising  a  statue  to  the  sta- 
tion manager?  It  could  happen  if 
you  install  TelePrompTer.  Why  risk 
fluffs  and  freeze-ups  when  Tele- 
PrompTer assures  smooth,  profes- 
sional delivery  even  after  a  single 
run-through?  With  TelePrompTer 
you  can  deliver  network  quality  on 
a  local  level.  And  that  means  more 
business  from  both  local  and  na- 
tional advertisers. 
TelePro  6000  Rear  Screen  Projector 
can  give  your  commercials  another 
big  boost.  The  brightest  image  im- 
aginable gives  authentic  back- 
ground for  your  clients'  messages. 
Both  TelePrompTer  and  TelePro 
will  be  on  exhibit  at  the  N.  A.  B. 
Convention  in  Chicago,  March  15. 
Don't  miss  them. 


Originators  of 
GROUP  COMMUNICATIONS 
311  WEST  43  ST.,  NEW  YORK  36,  N.Y. 

LOS  ANGELES  •  WASHINGTON,  D.C.  •  CHICAGO 
HUNTSVILLE,  ALA.    •    TORONTO    •  LONDON 
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Rochester,  N.Y.s  Newest  D.  J. 


Until  recently, 
King  of  the 
American 
Forces 
Network 
In 

Europe! 
NOW 
On 

WHEC! 


JACK 
FRIEL 

He  wowed  'em  in  Munich!  He 
thrilled  em  in  Paris!  He  was  a  sen- 
sation at  the  Brussels  World's  Fair! 
Now  he  brings  his  vast  talents  and 
winning  personality  to  WHEC  for 
the  delight  of  listeners  and  sponsors 
alike!  Every  weekday  .  .  . 

3:05  to  6:00  P.M. 


Basic  CBS  In  Rochester! 


REPRESENTATIVES:  EVERETT  McKINNEY,  INC. 
NEW  YORK    .     CHICAGO    •    LOS  ANGELES    •    SAN  FRANCISCO 


a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  12-15— Spring  meeting,  Texas  Assn.  of 
Broadcasters,  Commodore  Perry  Hotel,  Austin. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  20-23 — American  Newspaper  Publishers 
Assn.,  Waldorf-Astoria  Hotel,  New  York. 

April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier  in 
White  Sulfur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

April  24 — Ohio  Assn.  of  Broadcasters,  Terrace- 
Hilton  Hotel,  Cincinnati. 

April  24-25 — New  Mexico  Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 

April  26-29 — National  Assn.  of  Transportation 
Advertising  convention,  The  Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

'•April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 
April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 
April  30-May  3 — Assn.  of  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 


May  1 — National  Radio  Month  opens. 
May  1 — National  Law  Day. 

May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 
Galvez,  Galveston.  Annual  meeting. 
May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla. 

*May  6 — National  Academy  of  Television  Arts  & 
Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
*May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

May  16-17 — Illinois  News  Broadcasters  Assn., 
spring  meeting,  Southern  Illinois  U.,  Carbondale; 
also,  United  Press  Intl.  business  meeting. 

May  20-22 — Assn.  of  National  Advertisers,  spring 
meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 
Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 

May  24-27 — Associated  Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

May  28-31 — Second  Annual  Pop  Music  Disc 
Jockey  Convention  &  Seminar  under  auspices  of 
Storz  Stations,  Americana  Hotel,  Miami,  Fla. 


JUNE-NOVEMBER 

June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 
Cambridge,  Mass. 

June  7-10 — Advertising  Federation  of  America, 
annual  convention,  Hotel  Leamington,  Minneapolis. 

June  9-11 — National  Community  Television  Assn. 
annual  convention,  Mayflower  Hotel,  Washington, 
D.C. 
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working 


partners 

recipe  for  sales  .  .  . 


There  is  a  distinguishing  flavor 
about  representative  organizations 
which  comes  principally  from  the . 
type  of  men  who  actively  head  up 
each  firm. 

Here,  this  consists  of  the  group  of 
Working  Partners  who  started  H-R, 
and  who  today  still  actively  continue 
to  serve  all  of  our  stations  and 
buyers  of  time. 

Supplemented  by  a  carefully  selected 
staff  of  properly  aged  and  sales 
seasoned  men,  each  following  the 
H-R  practice  of  providing  time  buyers 
with  a  complete  and  easily  digestible 
presentation  of  station  and  market 
facts,  we  have  a  recipe  for  sales  whicl 
appeals  to  the  business  appetites 
of  the  stations  we  serve. 


FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PEUEGRIN,  Vice  President 


We  always  send  a  man  to  do  a  man's 


RADIO 


TELEVISION 


NEW  YORK  SAN  FRANCISCO  ATLANTA 

CHICAGO  DALLAS  HOUSTON 

HOLLYWOOD  DETROIT  NEW  ORLEANS 
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dollars! 


Food  and  drug  sales  in  Storer  markets 
totaled  eight  billion  dollars*  — 
a  substantial  share  of  which  was  sold  through 
the  impact  of  radio  and  television 
stations  owned  and  operated  by  the 
Storer  Broadcasting  Company. 
"SOLD  ON  A  STORER  STATION" 
is  more  than  a  slogan  ...  it  is  a  reality. 

7  billion  food,  1  billion  drugs 
as  reported  by  1957  Sales  Management 
"Survey  of  Buying  Power." 


y?r)  Storer  IBroaxlca^tirixj  Cxxrripaiw 

tuples' 

WGBS     WAGA     WWVA  WIBG     WSPD     WJW  WJBK 

Miami         Atlanta        Wheeling  Philadelphia     Toledo       Cleveland  Detroit 

WAGA-TV      WSPD-TV  WJW-TV      WJBK-TV  WIT1-TV 

Atlanta                   Toledo  Cleveland               Detroit  Milwaukee 

National  Sales  Offices:  625  Madison  Ave.,  New  York  22,  PLaza  1-3940 
230  N.  Michigan  Ave.,  Chicago  1,  FRanklin  2-6498 


WREX-TV 

new,  wide  range 


with 

HIGH  POWER 

229  KW  VIDEO   115  KW  AUDIO 

SPANS  A  BILLION  DOLLAR 
ROCKFORD  PRIMARY  MARKET 

COVERS  ALL  OF  14  COUNTIES  AND 
MARKET  PORTIONS  OF  14  OTHERS 

The  new,  wide-range  of  WREX-TV,  now 
increased  to  229,000  watts  video  effective 
power  (five  times  the  former  ratings),  ex 
tends  tthe  primary  limits  of  the  Rockford 
TV  market  to  encompass  $l.l-billion  poten- 
tial .  .  .  widens  the  "secondary"  range  of 
influence  to  include  a  total  $2.5-billion. 

ROCKFORD  MARKET 

WREX-TV's  new  power  spans  a  primary 
area  of  four  counties  and  market  portions 
of  11  others  .  .  .  $1,163,973,000  consumer 
spendable  income  —  555,462  people  —  and 
markets  that  record  total  retail  sales  of 
$762,124,000  annually. 
TOTAL  MARKET: 

1,343,631 
413,099 

Spendoble  Income  $2,502,773,000 
Retail  Sale.  $l,768,29S,0O0 

WREX-TV  COVERAGE 

WREX-TV  spans  audience  interest 
comparative  rankings  of  top  programs,  ARB 
area  survey,  shows  33  of  top  37  programs 
are  all  on  WREX-TV.  WREX-TV  leadership 
is  strong  throughout  the  telecasting  day 
Rockford  Metropolitan  Area — station  ihore 
of  *eH-in-ute  summary — for  4  weeks 
Source  ARB  Oct.  21  -  Nov  19  —  1958 

WREX-TV     Station  B 


Mon.  —  Fri. 

Sign-on  to  Noon 

56.3  » 

48.4 

Noon  to  6:00  PM 

70.3 

28.7 

6:00  PM  to  Midnight 

55.1 

43.8 

All  Week  —  Sign-On 

to  Sign-Off 

59.2 

40.7 

less  than  the  s 

hours  during  par- 


a  wider  market  /coverage 

range  in  the  Rockford 
BILLION  DOLLAR  market 

WREX-TV 


OPEN  MIKE 


Perspective  '59 

editor: 

The  Feb.  9  issue  is  terrific.  Especially 
Kevin  Sweeney's  article.  .  .  .  Any  sta- 
tion operator  who  can't  use  this  issue 
...  as  a  sales  tool  is  suffering  from 
voluntary  inertia. 

Malcolm  Greep 

Executive  Vice  President  & 

General  Manager 
WVJS  Owensboro,  Ky. 

editor: 

Broadcasting  demonstrated  its  lead- 
ership among  trade  journals  with  the 
Feb.  9  issue.  What  an  outstanding  edi- 
tion! 

Ralph  E.  Becker 
1st  Lt.,  USAF 
Information  Services  Officer 
Richards-Gebaur  Air  Force 
Base,  Mo. 

One  glance,  couldn't  put  it  down 

editor: 

When  my  copy  .  .  .  arrived  this 
morning,  I  planned  to  take  it  home 
tonight  to  read  all  of  'Perspective  '59.' 
One  glance,  however,  and  I  found  this 
somewhat  impossible,  for  now,  at  noon- 
time, I  think  I'm  one  of  the  best  in- 
formed people  in  the  industry,  having 
already  read  the  section. 

'Perspective'  is  truly  a  memorable 
piece  of  annual  journalism. 
Robert  W.  Block 
Robert  W.  Block  Public 

Relations 
New  York 

Reaction  from  'down  under' 

EDITOR : 

I  would  like  to  congratulate  you  on 
the  complete  and  interesting  coverage 
of  broadcasting  in  the  U.S.  I  have  re- 
ceived Broadcasting  for  many  years 
and  often  marvel  at  the  amount  of  re- 
search work  that  must  go  into  compiling 
your  columns.  Your  Jan.  5  number  has 
just  reached  me  and  it  goes  for  easier 
handling. 

A.  Marvin  Branks 

Invercargill 

New  Zealand 

The  single  rate — plus 

editor: 

.  .  .  We  have  operated  with  a  single 
rate  since  our  inception  in  September 
1955  and  while  it  has  certain  head- 
aches, the  good  features  completely 
soothe  them  all  over  a  short  period  of 
time.  We  at  WGTO  go  even  one  step 
further,  operating  under  the  trademark 
of  a  "Gold  Seal  Station"  in  cooperation 


HUNS* 


s,o,«ng  10,00  A.M. 

KAARCH  15 

orixe, 

Contort 
Tronsportot-n 
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OFF  LIMITS  FOR  SALES? 


Taking  a  bath,  baiting  a  hook, 
ironing  shirts  or  driving  a  car— 
WJR  reaches  adult  listeners  no 
matter  where  they  are  or  what 
they  are  doing. 

The  reason  that  WJR  is  so  pop- 
ular with  adults  is  because  our 
programming  is  a  consistently 
fine  blend  of  entertainment,  infor- 
mation and  education. 

So  what's  with  this  adult  appeal 


routine  on  WJR?  Just  this — 
adults  are  the  people  with  the 
purchasing  power — the  people  who 
buy  your  products  and  services. 

Sound  interesting?  Check  with 
your  Henry  I.  Christal  represent- 
ative for  the  facts  on  WJR,  the 
"buying  power"  station  in  the 
Detroit-Great  Lakes  area.  Learn 
how  advertising  on  WJR  can  get 
through  to  the  right  people. 


-  i  J- 

WJR- 

'60  KC  ^&05>O,OOO  WATT! 


ROIT 


760 
RADIO  WIT 


WATTS 
ADU  LT 
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WSBT-TV 


...SOUTH  BEND,  IN  DIANA'S 
DOMINANT  STATION 


JOE  BOLAND . . .  America's  Voice  of  Sports 

Every  dyed-in-the-wool  sports  fan  in  America  knows  WSBT-TV's 
Sports  Director,  Joe  Boland.  You've  heard  him  announce  the  CBS-TV 
Bowl  and  Pro  games— the  Notre  Dame  games  on  ABC  Radio— and  the 
Colt-Giant  Championship  game  on  NBC  Radio.  He  was  named  "Sports- 
caster  of  the  Year"  for  '57  by  the  famous  Rockne  Club. 

Joe's  popular  weekday  show  on  WSBT-TV,  "Boland  With  Sports," 
(5:45-6:00  P.M.)  is  one  of  the  highest-rated  sports  shows  in  television. 

Joe's  program  is  typical  of  the  many  popular  local  shows  on 
WSBT-TV,  with  high  ratings  and  "selling"  personalities. 

WSBT-TV  dominates  the  prosperous  South  Bend  market.  The  latest 
A.R.B.  shows  this  station  carrying  9  of  the  10  top  rated  programs, 
1  8  of  the  top  25;  33  of  the  top  50!  Total  Effective  Buying  Income  in  the 
station's  14-county  coverage  area  is  $1,594,029,000! 

See  your  Raymer  man  or  write  WSBT-TV  about  availabilities  of 
participations  or  the  entire  show.  There  are  also  availabilities  on  Joe's 
popular  daily  radio  sportscast  (6:00-6:15  P.M.). 


SOUTH  BEND,  INDIANA 

ASK   PAUL    H.    RAYMER    COMPANY  • 


•     CHANNEL  22 

NATIONAL  REPRESENTATIVE 


with  our  parent  station  KSTP-AM-TV 
Minneapolis-St.  Paul  and  our  associate 
KOB-AM-TV  Albuquerque,  N.M.,  in 
the  guarantee  that  reads  "Every  ad- 
vertiser receives  the  same  rate  for  equal 
schedule  and  facilities."  Once  the  first 
step  of  single  rate  card  has  been  taken, 
we  highly  recommend  taking  the  second 
one. 

G.  Max  Kimbrel 
Manager 

WGTO  Cypress  Gardens,  Fla. 

Status  report  on  fm 

editor: 

...  I  can  only  feel  that  this  fine 
article  [fm  report,  Feb.  9  issue]  will 
contribute  greatly  to  the  future  of  fm 
as  an  advertiser  and  entertainment 
medium  .  .  .  these  factual  reports  are 
always  deeply  appreciated. 

Will  Collier  Baird  Jr. 

Vice  President 

WFMB  (FM)  Nashville,  Tenn. 


We  will  appreciate  ...  150  reprints 
of  the  article,  "Have  Audience,  Can 
Sell— FM"  .  .  . 

Frank  Kovas  Jr. 

Owner 

WKFM  (FM)  Chicago 

editor: 

Your  comprehensive  study  of  fm  .  .  . 
was  excellent .  .  . 

While  we  can  understand  the  prob- 
lems of  agency  people  in  trying  to 
justify  an  fm  buy,  it  is  somewhat  of  a 
puzzle  to  us  why  .  .  .  so-called  gilt-edged 
accounts  ...  go  to  rock  'n'  roll  stations. 
We  have  joined  with  KRCW  (FM) 
Santa  Barbara,  KEYM  (FM)  Santa 
Maria  and  KJML  (FM)  Sacramento 
to  form  a  regional  package  that  can  be 
purchased  with  a  single  buy.  Perhaps 
that  will  open  the  eyes  of  some  of  the 
buyers. 

In  the  meantime,  we  are  picking  up 
new  local  accounts  every  month  (and 
90%  of  them  renew),  plus  being  active 
in  stereo,  background  music  and  multi- 
plexing. As  for  programming,  we  fea- 
ture I6V2  hours  of  the  standards  and 
IV2  hours  of  the  classics  every  day  of 
the  week.  We  hope  to  continue  to  grow 
on  the  base  we  have  established — hav- 
ing a  friendly,  adult  sound  .  .  .  and 
showing  definite  sales  results  for  our 
advertisers. 

Jim  Hodges 
Sales  Manager 

KQXR  (FM)  Bakersfield,  Calif. 

EDITOR : 

The  [fm]  article  has  certainly  aroused 
a  lot  of  interest  here  but  I  am  afraid 
we  have  to  receive  it  with  mixed  emo- 
tions .  .  .  WXHR  (FM)  was  painfully 
conspicuous  by  its  absence. 

.  .  .  We  have  some  advertisers  and 
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NOTICE  TO  EDITORS — For  more  than  30  years,  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 
ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors)  free  use  of  the  text  of  each  advertisement  in  this  series. 


The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  its  public-service  advertising  in  behalf  of  the  nation's 
health  and  safety. 


His  pounds  melt  away— yours  won't 


Should  someone  recommend  a  "wonder" 
or  "miracle"  diet  to  you  .  .  .  one  that's 
guaranteed  to  make  your  excess  pounds 
vanish  in  a  week  or  so  .  .  .  beware  of  the 
advice.  Pounds  never  "melt  away".  ..except 
those  of  the  snowman! 

How  should  you  tackle  the  problem  of 
reducing?  First,  face  the  fact  that  over- 
weight— in  more  than  95  percent  of  the 
cases — is  caused  by  eating  and  drinking 
too  much.  To  curb  your  appetite  and 
change  your  eating  habits  permanently,  a 
lot  of  will  power  is  required. 

NEXT,  you  should  get  your  doctor's 
advice.  He  will  put  you  on  a  diet  to  remove 
weight  at  a  safe  rate— two  to  three  pounds 
weekly.  He  will  also  see  that  your  diet  in- 
cludes all  the  essential  nutrients  you  need — 
especially  proteins,  vitamins  and  minerals 
—for  body  upkeep,  repair,  and  health. 


Though  calorie-laden  foods  (rich  des- 
serts, gravies,  dressings,  fried  foods)  will 
be  restricted,  you  will  be  pleasantly  sur- 
prised at  the  varied,  appetizing  meals  you 
can  have  while  reducing. 

Your  doctor  may  also  recommend  sen- 
sible, regular  exercise — such  as  walking. 
Exercise  alone  won't  solve  your  weight 
problem.  But  it  will  help  keep  your  body 
"in  tone"  and  use  up  some  calories  that 
would  be  deposited  as  fat. 

Reducing  and  keeping  your  weight  down 
will  be  worth  all  the  effort  required.  That 
is  because  excess  pounds  burden  the  entire 
body,  especially  the  heart. 

FOR  EXAMPLE,  it's  estimated  that 
every  20  pounds  of  excess  weight  requires 
the  body  to  develop  about  12  extra  miles 
of  blood  vessels.  Consequently,  the  work 
of  the  heart  is  greatly  increased  as  it  must 


exert  more  force  to  pump  blood  through 
these  additional  vessels. 

Overweight  also  tends  to  shorten  life.  At 
age  20  and  beyond,  those  who  are  consid- 
erably overweight  have  a  mortality  rate  at 
least  50  percent  higher  than  those  of  aver- 
age weight. 

Moreover,  diseases  which  affect  the  heart 
and  blood  vessels — including  coronary 
artery  disease  and  high  blood  pressure- 
develop  earlier  in  overweight  people  than 
in  people  of  average  weight.  So  do  diabetes 
and  arthritis,  as  well  as  gall  bladder  and 
liver  troubles. 

So,  if  you  bring  your  weight  down  and 
keep  it  down  permanently,  you  may  gain 
some  mighty  important  benefits.  Among 
other  things,  you  can  expect  to  have  more 
vigor,  better  health  —  and  perhaps  added 
years  of  life  in  which  to  enjoy  them. 


Metropolitan  Life  Insurance  Company 

{A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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ROTUNDA 


OPERATED  BY  THE  WASHINGTON  POST 
BROADCAST  DIVISION 

WTOP-TV,  Channel  9,  Washington,  D.  C. 
WJXT,  Channel  4,  Jacksonville,  Florida 
WTOP  Radio  Washington,  D.  C. 


WCSH-TV  6 


NBC  Affiliate  Portland,  Maine 


5  IN  A  ROW 

Since  we  dipped  our  oars  in  the  water  five  years  ago, 
we've  had  a  "lock"  on  first  place.  On  network  quarter 
hour  firsts,  leading  local  live  shows,  or  top  syndicated  films 
we've  come  out  on  the  long  end  of  the  oar  in  every  survey 
taken  in  our  service  area  —  and  most  recently  on  the  Nov. 
'58  ARB. 

Ask  your  Weed  TV  man  for  more  facts  about  Northern 
New  England's  service-minded  SIX. 

WCSH-TV,  Portland 
WLBZ-TV,  Bangor 
WCSH-Radio,  Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 


A  matching  Schedule  on  Ch.  2  in  Bangor  saves  an  extra  5  % 


do  a  higher  gross  dollar  volume  than 
any  other  fm  station  in  New  England. 
We  are  the  only  fm  station  affiliated 
with  a  national  network  [ABC]. 

.  .  .  Since  your  article  went  to  press 
the  rep  picture  has  taken  a  significant 
turn.  Roy  Holmes  who  was  for  many 
years  with  Good  Music  Broadcasters 
has  joined  the  Walker-Rawalt  Co.  and 
is  going  to  concentrate  on  repping 
quality  music  stations.  WXHR  is  one 
of  his  first  fm  clients. 

Wallace  Dunlap 

General  Manager 

WXHR  (FM)  Cambridge,  Mass. 

[EDITOR'S  NOTE:  Reprints  15<f  each.] 

Videotape  story  welcome 

EDITOR : 

Your  analysis  of  videotape  recording 
in  the  Feb.  9  issue  was  a  welcome  sight 
to  behold.  How  about  sending  along 
20  reprints  .  .  . 

Don  C.  Creswell 

Video  Sales  Supervisor 

Ampex  Corp. 

Washington,  D.C. 

Yearbook  schedule 

editor: 

Some  confusion  has  arisen  here  re- 
garding the  publication  dates  of  your 
yearbooks  .  .  . 

Margaret  H.  Schneider 

Librarian 

Society  National  Bank  of 

Cleveland,  Ohio 

[EDITOR'S  NOTE:  The  Yearbook  number 
is  published  each  September,  covering  both 
tv  and  radio.  During  1952-1957  separate 
Yearbooks  were  pubUshed.  They  were  re- 
combined  last  year.] 

New  dress  pleases 

editor: 

Delighted  with  your  new  format. 
Your  announcement  ad  mentioned  that 
you  were  changing  the  format  to  in- 
crease the  press  run.  I  think  it  was 
something  more  than  that.  I  sincerely 
believe  it  enhances  the  appearance 
by  100%.  There  is  something  about  the 
new  format  that  says,  out  loud — News. 

Howard  J.  London 

Director 

Radio,    Television   and  Motion 

Pictures 
The  March  of  Dimes 
New  York 


»4B  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 354  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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because  269,935  listeners 

wrote  us 
in  five  weeks! 

We  don't  pretend  to  know  exactly  how  many  listeners  WLS  has,  but  we  do 
know  through  our  5-week  "Lucky  Listener"  gift  offer,  that  269,935  not  only 
listened  but  responded  with  cards  and  letters  to  WLS  personalities.  And 
better  than  any  survey  or  rating  service  can  determine,  we  know  WHO  they 
are;  WHERE  they  live;  and  WHEN  they  listen  to  WLS. 

Why  not  call  MOnroe  6-9700  or  your  John  Blair  man  today  for  full  details  on 
how  you  too  can  reach  this  RESPONDING  AUDIENCE  with  WLS-the  station 
where  now  as  always         usten£r  pRED|CATES  AUDIENCE  response 


These  are  the  WLS  Personalities 
who  not  only  reach  their  audience 
but  get  audience  response 


John  Blair 


JOIN  OUR 

"Rush  To 
The  Rockies'5 

This  Is  The  Year . . . 

thousands  upon  thousands  of  Ameri- 
cans will  visit  KOA's  home  state  — 
Colorado  —  celebrating  the  100th 
anniversary  of  its  historic  "Rush  to 
the  Rockies."  They'll  enjoy  many  of 
the  state-wide  celebration  events  in 
person...  and  listen  to  others  via 
KOA-Radio. 

This  Is  The  Year  . . . 

like  the  35  other  years  in  KOA's 
own  history,  when  more  and  more 
Westerners  will  stay  with  KOA  . . . 
and  when  more  newcomers  will  dis- 
cover that  850  on  their  radio  dial 
means  the  finest  in  radio  program- 
ming. 

This  Is  The  Year . . . 

when  more  advertisers  will  realize 
greater  sales  results  than  ever  from 
KOA's  vast  coverage  of  302  counties 
in  12  states... from  KOA's  skillful 
programming  that  offers  wonderful 
listening  variety ..  .from  KOA's  pop- 
ular personalities  who  entertain,  in- 
form, and  sell  I 

This  Is  The  Year . . . 

for  you  to  discover  KOA-Radio,  the 
only  station  you  need  to  sell  the 
entire  rich  Western  Market! 


Represented  nationally  by 

Henry  I. 

Christal  Co.,  Inc. 


One  of  America's  great  radio  stations 

850  on  your  dial 
50,000  Watts 
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LASSO  THESE 
HARD -TO -GET 
SPONSORS 


A  major  potato  chip  sponsor  to 
12  stations  in  a  four-state  area! 
.  .  .  Whether  it's  potato  chips 
or  petroleum  distributors, 
"Cisco  Kid"  helps  deliver  ac- 
counts on  your  station's  "most 
wanted"  list! 

Could  you  use  a  local . . . 

•  FOOD  PACKAGER 

>  INSURANCE  AGENCY 

•  BAKERY 

•  GROCERY  ASSOC. 

.  DEPARTMENT  STORE 

•  DAIRY 

•  TOY  COMPANY 


Sponsors  in  ALL  these  classi- 
fications (and  many,  many 
more)  are  on  TV  stations  in 
markets  coast  -  to  -  coast  with 
the  new  "Cisco  Kid"  plan. 
You  can  offer  sponsors  a  rat- 
ing-proved series  that's  backed 
with  a  complete  market-tested 
traffic  and  direct  sales-building 
plan.  Low  cost.  Wide  appeal. 
Get  the  facts  from: 


CISCO  KID  DIVISION 

1529  Madison  Road 
Cincinnati  6,  Ohio 
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MEET 


Joan  and  Julius  Evans  visit  an  automobile  factory  in 
their  many  interesting  and  informative  TOPIC  jaunts. 


A  new  series,  a  new  look  at  Britain  and  the  British 
today  .  .  .  through  the  eyes  of  Joan  and  Julius  Evans, 
an  American  couple  abroad. 

You  will  meet  an  attractive  lady  chemist  with  definite  views 
on  marriage  and  careers  ...  a  20th  Century  "Mr.  Chips"  .  .  . 
an  out-of-fiction  London  cabbie  .  .  a  dedicated  atomic 
phvsicist  ...  a  pretty  young  theater  hopeful  ...  a  Rhodes 
Scholar  from  North  Carolina  .  .  .  and  many  others. 
Among  the  places  you  will  visit  are  Bohemian  Soho.  busy 
London  Airport  (where  jets  came  of  age).  Ulster  (which 
sent  America  14  Presidents).  Harwell  {crucible  of  nuclear 
research)  and  rebuilt  Coventry.  Britain's  Detroit. 
"TOPIC"  is  no  quaint  tourist  trip  ...  but  rather,  a  frank  and 
friendlv  visit  with  an  energetic  and  dynamic  people,  and 
their  country  .  .  .  it's  exciting,  stimulating  TV 
your  best  public  service  time! 

13  Quarter-Hour  Programs-FREE  for  TV! 

Write  NOW  for  first-run  availabilities  in  your  area. 
Call  your  local  BIS  man  or  contact- 


Television  Division 


mst  for 


an  Agency  of  the  British  Government 
45  Rockefeller  Plaza    •    New  York  20.  N.  Y. 


what's  for  breakfast? 


soft  boiled  egg?  pheasant  under  glass?  toast  and  juice?  no  matter!  nearly  every- 
body in  Greater  New  Haven  lias  coffee  with  Bud.  Bud  Finch's  13-year-old  Coffee 
Club  tunes  'em  in  to  23-year-old  WELI,  from  all  over  the  state  and  eastern  Long 
Island,  and  they  stay,  too,  through  the  well-planned  19  hour  day  of  adult-type  m  u- 
sic,  professional-type  news  and  sports.  Sales  Results  (and  availabilities)  are  really 
good  on  WELI;  ask  H-R  Representatives,  Inc.,  or  Harry  Wheeler  in  Boston, 

'New  Haven,  Conn. 


WELI 


5  KW  days;  960  kilocycles;  1  KW  nights  (CP  5  KW  nights) 


MONDAY  MEMO 

Trom  ED  REICH,  television-radio  dept.,  Erwin  Wasey,  Ruthrauff  &  Ryan,  Los  Angeles 

Multiple  spotting,  a  la  Britain? 


Standards  of  behavior  and  action 
which  we  take  for  granted,  like  wearing 
a  dark  suit  for  clients  and  driving  on 
the  right  side  of  the  road  and  eating 
thick  steak — these  essentials  of  life  we 
frequendy  are  willing  to  forego  when 
we  visit  a  foreign  country.  All  caution 
to  the  winds  and  let's  live  like  the  na- 
tives do. 

Britain,  in  my  book,  however,  scarce- 
ly qualifies  as  a  foreign  country.  True, 
the  beer  is  warm,  the  on-off  light 
switches  are  all  upside  down  and  hair- 
cuts are  still  42  cents.  But  patterns  of 
life  are  pretty  much  as  we  practice 
them,  especially  in  advertising  circles. 
For  this  reason,  deviations  from  the 
norm  cause  American  eyebrows  to  lift; 
they're  just  not  expected.  Against  this 
background,  it  is  particularly  interest- 
ing to  view  the  effects  in  television  of 
non-sponsorship  of  programs  and  mul- 
tiple spotting. 

In  case  you  came  in  late:  Britain  has 
had  television  on  a  regular  basis  since 
1936,  but  broadcasting  service  contain- 
ing advertising  began  only  in  the  fall 
of  1955.  The  single  station  in  each 
population  area  was  franchised  to  put 
on  programs  providing  a  "second  en- 
tertainment service  to  the  public"  (the 
first,  of  course,  is  the  BBC) .  These  sta- 
tions are  allowed  to  enjoy  the  revenue 
from  advertisers  who  care  to  buy  the 
time  made  available  for  commercials, 
but  absolutely  no  connection  between 
advertising  and  program  is  tolerated. 

Embarrassing  Profits  •  Everybody 
lost  money  the  first  year  of  commer- 
cial tv,  but  from  1957  on,  it  has  been 
a  sellers'  market,  with  the  "program 
contractors,"  as  the  stations  are  called, 
earning  embarrassingly  large  profits. 

We  have  come  in  the  U.S.  to  look 
upon  the  integrated  program  as  an  op- 
portunity worth  considerable  extra  ex- 
penditures. Frequently  the  decision  for 
integration  is  not  so  much  for  integra- 
tion per  se,  but  the  desire  to  use  the 
star  of  the  show  because  he  or  she  is 
the  best  possible  salesman  available  for 
the  product.  The  British  Independent 
Television  Authority  specifically  pro- 
hibits such  integration  and  elaborate 
steps  are  taken  to  see  that  it  does  not 
happen.  It  just  isn't  cricket  to  sneak  up 
on  the  unwary  viewer  in  the  guise  of 
diverting  him  and  then  when  his  guard 
is  down,  hit  him  with  advertising. 

Commercial  Flexibility  •  On  the 
other  hand,  commercials  may  be  as 
long  as  15  minutes,  may  be  entertain- 
ing and  need  not  carry  the  sponsor's 
name  more  often  than  the  client  wishes. 
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These  programs  are  labeled,  however. 
"An  Advertising  Feature"  on  the  title. 
The  star  of  the  show  may  appear  as  the 
salesman  for  any  product  he  cares  to 
hawk.  He  may  not,  however,  appear 
on  the  air  within  half  an  hour  either 
way  of  his  appearance  in  a  program. 

In  Britain,  program  buying  is  done 
in  much  the  same  way  U.S.  agencies 
buy  space.  All  programs  on  British  tv 
are  set  up  and  handled  by  booking  or- 
ganizations. These  people  act  as  agents 
for  both  talent  and  the  tv  stations.  It 
is  only  after  the  format  of  a  show  has 
been  established  and  it  is  given  air  time 
by  a  tv  station  that  the  agency  can  buy 
time  on  the  show.  Just  as  we  buy  space 
in  an  established  publication  for  its  edi- 
torial content,  audience,  etc.,  so  British 
agencies  buy  tv  programs. 

Personal  Sovereignty  •  After  more 
than  three  years,  in  London  at  least, 
the  novelty  of  commercials  on  televi- 
sion has  worn  thin.  The  British,  how- 


Edward  Reich  went  to  London  in  Jan- 
uary 1956  and  for  18  months  was  the 
television  creative  director  of  Erwin 
Wasey,  Ruthrauff  &  Ryan's  London 
office.  His  mission  was  to  help  train 
writers  and  artists  in  tv  techniques  that 
had  proven  themselves  in  U.S.  televi- 
sion. He  was  born  in  Los  Angeles  1925, 
graduated  Indiana  U .  He  served  in  pro- 
gramming at  WBKB  (TV)  Chicago  and 
KMTV  (TV)  Omaha  before  service  with 
Army  public  information  during  Korea. 
He  acquired  film  experience  with  Kling 
Studios,  Chicago,  and  with  North  Amer- 
ican Aviation,  Los  Angeles,  before  he 
joined  EWR&R  in  1955. 


ever,  have  an  extremely  high  regard  for 
personal  sovereignty  and  have  been 
quite  careful  not  to  offend  the  viewer. 
Because  of  the  multiple  spotting  situa- 
tion, they  have  made  extra  efforts  to 
woo  the  viewer.  Not  infrequent  are  let- 
ters to  the  press  saying  they  like  the 
commercials  better  than  the  programs. 

Let's  take  a  look  at  multiple  spot- 
ting. Or  let's  take  several  looks.  In 
Britain,  commercials  appear  before  and 
after  programs  and  at  natural  breaks 
within  them.  Six  minutes  in  the  hour  is 
the  total  commercial  time  available. 
Commercial  lengths  can  be  bought  as 
short  as  5-second  "mentions."  Seven- 
second  "flashes"  are  grouped  in  items 
such  as  "Shop  Window."  "Supermar- 
ket," or  "Market  Place,"  and  flanked 
by  1 5-second,  30-,  45-,  60-second  or 
longer  spots.  The  advertiser  has  no 
control  over  the  length  of  announce- 
ments with  which  his  will  appear  or  the 
position  in  the  line-up. 

A  typical  commercial  break  would 
include  a  1 5-second  spot,  two  thirties, 
five  7-second  jobs,  another  15.  a  sta- 
tion ID,  time  signal  and  another  7-sec- 
ond. Then  back  to — what  was  the  name 
of  that  program?  And  because  fre- 
quency is  an  inverse  function  of  spot 
length,  few  commercials  are  one-min- 
ute in  length.  The  tendency  is  for  com- 
mercials, most  of  them,  to  lean  toward 
poster  technique,  rather  than  to  use 
television  as  the  persuasive,  demonstrat- 
ing medium  it  is.  It's  like  seeing  a  row 
of  billboards;  and  the  British,  who  have 
been  conditioned  by  years  of  cinema 
advertising,  raise  no  objections. 

They  Go  Whole  Hog  •  Some  clients, 
by  dint  of  large  advertising  appropri- 
ations, have  managed  to  buy  time  in 
such  a  way  as  to  dominate  the  series 
of  commercials  in  which  they  appear. 
Some  have  gone  so  far  as  to  buy  the 
entire  maximum  three  minutes  in  any 
one  break  in  an  effort  to  shut  out  com- 
petition for  the  viewers'  attention. 
There  is  some  evidence,  mostly  statisti- 
cal, that  these  practices  are  beneficial. 
On  the  other  hand,  most  British  adver- 
tisers will  agree  that  they  have  bene- 
fited merely  by  going  on  television. 

Interestingly  enough,  when  I  asked 
Englishmen  who'd  recently  visited  the 
U.S.  what  they  thought  about  television, 
the  most  heard  comments  were  in  ef- 
fect a  resentment  of  the  many  intrus- 
ions by  commercials  into  the  program 
material  and  a  bewilderment  as  to  why 
we  didn't  "stop"  the  show  less  often  and 
show  more  commercials  at  a  time. 

That  may  be  a  jolly  good  question. 


Many  unseen  forces  guide  the  fingers  of  the 
artist  as  he  captures  on  canvas  that  which 
stamps  him  "great". 

A  basic  talent,  of  course.  But  there  is  the 
experience  of  years  .  .  .  the  desire  of  the  heart 
...the  dedication  of  the  mind  -  these  are  the 
elements  which  produce  that  "quality  touch" 

You'll  find  them,  too,  in  that  which  sets  great 
radio  and  television  stations  apart  from  the  rest. 


idcast  services  of  The  Dallas  Morning 


radio  &  television 


d  al  I  as 

Edward  Petry  &  Company,  National  Representatives. 
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FEATURES  BEGINNING  TO  WEAR  OUT? 

Exclusive  survey  shows  tv  plays  movies  as  though  supply  unlimited 


Week  after  week,  television  stations 
are  pouring  feature  films  into  U.S. 
homes  at  the  heady  rate  of  approxi- 
mately 4,500  every  seven  days. 

Despite  the  dim  outlook  for  "new" 
features  in  quantities  comparable  to 
past  libraries,  the  current  supply  is  be- 
ing used  at  a  pace  which,  by  the  sta- 
tions' own  standards,  is  close  to  all  the 
traffic  will  bear. 

These  findings  are  based  on  a  station 
survey,  conducted  by  Broadcasting, 
which  brought  returns  from  192  or  al- 
most two-fifths  of  all  U.S.  commercial 
television  stations.  While  the  study 
made  clear  the  market-by-market  na- 
ture of  the  problem,  the  averages  it 
produced  show  the  importance  that 
feature  films  hold  in  today's  tv  pro- 
gramming structure,  the  speed  with 
which  they  are  being  used  and  the  point 
at  which  the  stations  think  they  become 
"used  up." 

Basic  Averages  •  On  questions  of 
basic  usage,  the  192  stations  replying 
to  the  questionnaire  averaged  out  thus: 

•  The  average  station  shows  9.25 
feature  films  a  week. 

•  It  shows  each  feature  an  average 
of  3.04  times,  allowing  an  average  of 
7.6  months  between  plays  of  the  same 
title. 

•  The  most  that  any  film  has  been 
shown — usually  it's  not  one  but  several, 
and  in  some  cases  it's  all  the  station  has 
under  contract — is  4.14  times  per  sta- 
tion, or  about  once  more  than  the  sta- 
tion ordinarily  plays  a  feature. 

•  The  average  station  thinks  the 
average  feature  loses  its  effectiveness 
as  an  audience-getter,  in  that  market, 
after  3.4  plays. 

Reliance  on  features  varies  widely 
from  station  to  station — from  none  in 
two  or  three  cases  and  one  a  week  in 
six  instances  to  as  high  as  35  a  week 
in  two  cases.  The  supply  of  features 
under  contract  similarly  covers  a  broad 
range,  not  always  in  direct  ratio  to 
weekly  usage.  Feature  films  under  con- 
tract range  up  to  more  than  3,000  on 
a  station,  from  a  low  of  one,  package 
containing  a  handful. 

Fact  of  Life  •  The  survey  made  par- 
ticularly clear  one  hard  fact  of  eco- 
nomic life:  stations  that  need  to  get  the 
most  mileage  out  of  features  are  general- 


ly the  ones  least  able  to  do  so.  In 
markets  having  a  limited  choice  of  sta- 
tions the  audience  isn't  fractionalized 
the  way  it  is  in  multiple-station  markets. 
Consequently,  although  these  small- 
market  stations  often  cannot  afford  the 
film  outlays  of  bigger  stations,  they  find 
themselves  much  more  limited  in  re- 
peating programs. 

Among  all  the  stations  answering  the 
questionnaire,  a  strong  majority — al- 
most 70% — said  they  play  the  same 
feature  only  two  or  three  times.  Against 


the  national  average  of  3.04  plays  per 
title,  the  times-played  figures  come  out 
as  follows  (in  terms  of  percentage  or 
total  respondents): 

One  play:  4.4%  of  stations; 

Two  plays:  36.2%; 

Three  plays:  33.5%; 

Four  plays:  16.0%; 

Five  plays:  4.4%; 

More  than  five  plays:  5.5%. 

In  virtually  all  cases  the  number  of 
plays  reported  in  the  foregoing  table 
is  also  an  indicator  of  market  size,  for 


HEAVY  DRAIN  ON  THE  VAULTS 


Tv  now  shows  4,500  movies  every  week 
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Two  durables:  "King  Kong"  has  been  played  as 

as  the  number  of  stations  in  a  market 
increases,  so  does  the  number  of  plays 
given  the  average  feature. 

Reruns  vs.  Market  Size  •  Stations 
which  reported  that  ordinarily  they  play 
each  feature  only  once,  for  instance, 
were  located  in  markets  having  an 
average  of  only  a  little  more  than  one 
tv  station  each  (1.33).  Those  reporting 
two  or  three  plays  per  title  were  in  mar- 
kets which  average  2.44  stations  each. 
Those  who  said  they  play  the  same 
feature  four  times  were  located  in 
markets  having  an  average  of  four 
stations,  while  stations  reporting  five  or 
more  plays  per  feature  were  located  in 
markets  averaging  4.66  stations  each. 

The  plight  of  the  broadcaster  in  one 
and  two-station  markets  was  pointed 
up  by  one  of  them  who  said  he  thought 
he  could  replay  a  feature  once  and  still 
get  effective  audience — but  "we  still  re- 
ceive complaints  from  the  viewers,"  he 
added. 

Many  stations  have  contracts  limit- 
ing replays  and  these  limits  may  re- 
flect management's  opinion — whether 
based  on  experience  or  otherwise — of 
how  many  times  its  market  will  look 
at  the  same  show  or  package.  Whether 
this  factor  is  pertinent  or  not,  the  rate 
of  play,  overall,  was  found  to  coincide 
closely  with  the  stations'  views  on  what 
would  constitute  saturation  in  their 
respective  markets. 

Exemptions  Both  Ways  •  Among 
the  stations  individually  there  were 
many  exceptions  to  this  rule,  and  in 
both  directions.  This  difference  be- 
tween the  "actual"  and  the  "ideal"  was 
evident  in  terms  of  maximum  plays 
given  any  one  or  more  shows,  as  dis- 
tinguished from  the  number  the  average 


many  as  four  times  with  steady  ratings . . . 

film  gets.  For  instance,  one  station  in 
a  large  market  said  it  had  run  "Count 
of  Monte  Cristo"  20  times  (over  a  six- 
year  period)  but  considered  10  times 
the  maximum  for  the  average  feature 
to  retain  audience  effectiveness.  In  the 
same  market  another  station  had  played 
an  unspecified  film  20  times  over  a  five- 
year  span,  or  an  average  of  four  times 
a  year,  but  considered  four  times  in  two 
years,  or  twice  a  year,  to  be  enough  on 
the  average. 

In  another  large  market  a  station  had 
played  a  group  of  26  films  10  times 
each  within  a  two-year  period.  Its  think- 
ing was  that  "six  or  seven"  times  repre- 


sented as  much  mileage  as  is  available 
in  the  average  film  in  that  market. 

On  the  other  hand  a  number  of  sta- 
tions had  not  yet  received  nearly  so 
much  mileage  out  of  any  film  as  they 
thought  they  could.  This  was  pointed 
up  by  a  major  market  station  which  said 
it  usually  played  the  same  feature  three 
times,  had  gone  as  high  as  five  times 
in  some  cases — but  thought  it  could  get 
10  runs  out  of  the  average  feature  in 
that  market. 

Repeat  Patterns  •  The  manner  of 
scheduling  repeats  followed  the  same 
general  lines  at  most  stations.  The 
usual  scheme  was  to  schedule  the  same 
titles  six  or  eight  months  apart,  but  on 
different  days  and  at  different  times. 
Relatively  few  scheduled  the  same  show 
at  the  same  day  and  hours  the  second 
time  around,  and  where  there  were 
multiple  repeats  the  majority  picked 
different  days  and  times  for  each  show- 
ing. 

The  stations  were  asked  to  give  the 
ratings  attained  by  each  run,  if  ratings 
were  available,  but  few  had  or  reported 
ratings  figures.  Although  the  returns 
were  inconclusive,  there  were  some  to 
indicate  that  even  after  as  many  as  four 
and  five  plays  a  picture  was  still  hold- 
ing its  own  in  audience. 

One  station  reported  it  had  played 
RKO's  "Mystery  m  Mexico"  five  times 
in  17  months,  with  spacings  from  three 
to  six  months,  and  that  the  three  ARB 
ratings  available  showed  it  gained  each 
of  the  three  times.  It  was  slotted  first 
on  a  Saturday  afternoon  and  drew  a 
3.9  ARB;  three  months  later  it  played 
a  Monday  night  and  got  a  5.9.  No 
ARB  measurements  were  available  for 
the  next  two  plays  but  in  its  fifth  round, 
a  Friday  midnight,  it  picked  up  a  6.7. 

Another  station  said  four  successive 


. . .  "African  Queen"  (Hepburn-Bogart)  topped  its  first  rating  on  second  run  in  one  market 
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My  Gawd,  she's  TALL!" 


YESSIR,  she  IS  tall-1-1  —  the  tallest  thing  man 
ever  made  in  North  Dakota — WDAY-TVs 
new  antenna,  1206  feet  above  the  ground  (1150 
feet  above  average  terrain!). 

As  you  know,  tower  height  is  extremely  im- 
portant in  getting  TV  coverage — more  important 
than  power,  though  WDAY-TV  of  course  utilizes 
the  maximum  100,000  watts. 

So  WDAY-TV — with  new  Tower  and  new 
Power — will  soon  be  covering  96%  more 
of  North  Dakota-Minnesota's  best  country- 
side than  before — 60%  more  of  the  pros- 
perous Red  River  Valley's  families  than 
before ! 

Even  before  building  this  tremendous  new 
tower,  ratings  proved  that  WDAY-TV  is  the 
hottest  thing  in  the  Valley.  Soon  they'll  be 
better  and  better,  and  for  greater  and  greater 
distances ! 


ARB  —  December,  1957 
SHARE  OF  AUDIENCE 
Metropolitan  Area 

9:00  A.M.  —  6:00  P.M. 
Monday  -  Friday 

WDAY-TV 

77.2 

6:00  P.M.  —  10:00  P.M. 
Sunday  -  Saturday 

74.1 

10:00  P.M.  —  Midnight 
Sunday  -  Saturday 

81.1 

Ask  PGW  for  all  the  facts! 


WDAY-TV 

FARGO,  N.  D.     •     CHANNEL  6 
AHilated  with  NBC  •  ABC 


PETERS,  GRIFFIN,  WOODWARD,  It 
Exclusive  National  Representatives 
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FIRST  IN  AUDIENCE 
. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 
With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 
WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


CONTACT 
VENARD 
RINTOUL  & 
McCONNELL.  INC 


*C.  E.  HOOPER 


performances  of  "King  Kong,"  sched- 
uled with  four  to  six  months  between, 
drew  ratings  of  14.5  as  a  late  movie, 
12.7  as  an  early-evening  show,  8.7  as 
a  late-afternoon  performance  and  14.7 
in  a  late-evening  slot. 

Longevity  •  Another  broadcaster  re- 
ported he  had  had  two  plays  of  "Afri- 
can Queen" — frequently  mentioned  as 
a  multiple-run  feature — and  got  a  19.5 
the  first  time  around  (Thursday,  10:30) 
and  21.5  the  second  (seven  months 
later  on  a  Saturday  late  show)  and  ex- 
pected to  get  better  than  15  when  he 
plays  it  again.  a 

With  this  sort  of  background  to  sup- 
port him,  one  broadcaster  ventured  that 
the  life  of  a  "good"  feature  can  be 
protracted  almost  indefinitely  in  a 
market  by  proper  scheduling.  From  a 
city  with  three  commercial  and  one 
educational  stations  in  operation  he 
wrote: 

"I  would  guess  that  a  good  feature 
could  still  get  an  audience  on  the  10th 
run — if  it  had  been  used  once  to  twice 
a  year — during  a  10-year  license  and  if 
rested  on  the  shelf  2Vz-3  years  before 
the  ninth  and  tenth  exposures." 

A  number  of  others,  without  offer- 
ing ratings  material  as  support,  took 
the  position  that  a  Class  A  feature — or 
super-Class  A  special,  at  any  rate — 
might  be  used  indefinitely  if  the  per- 
formances were  carefully  spaced.  Most 
of  these  talked  in  terms  of  showings 
approximately  once  a  year  or  even  less 
frequently. 

Shelf  Time  •  By  all  odds  the  "rest 
period"  most  often  mentioned  in  the 
survey,  whether  the  respondent  thought 
the  life  of  a  feature  was  two  plays  or 
half  a  dozen  or  more,  was  six  months. 
But  stations  frequently  noted  that  they 
weren't  always  able  to  maintain  this 
frequency,  or  sometimes  deliberately 
made  exceptions.  At  the  other  end  of 
the  scale  some  stations  tried  to  keep 
re-plays  at  least  12  or  18  months  apart 
and  a  few  stations  said  they  strove  for 
two  years  between  runs. 

On  questions  dealing  with  features 
that  have  been  retired  or  exhausted  by 
the  stations  (for  reasons  other  than  con- 
tract limitations)  the  findings  were  in- 
decisive. Those  who  said  they  had 
taken  some  features  out  of  play  for 
reasons  of  age  generally  designated  films 
dating  to  the  early  or  middle  1930's. 
One  station  said  that  as  a  rule  it  con- 
sidered pre- 1939  films  "exhausted"  un- 
less they  were  "outstanding." 

Rules  of  Thumb  •  Others  offered  dif- 
ferent guideposts.  One  program  director 
said  some  are  "ridiculous  to  play  be- 
cause of  age"  but  noted  on  the  other 
hand  that  "some  of  the  very  old  are 
acceptable  because  of  case  and  curiosity 
factors." 

Several  cited  such  factors  as  "pro- 
gram concepts,  feature  film  content  and 


quality"  as  being  important,  along  with 
age,  in  deciding  whether  to  retire  a 
feature  after  one,  two  or  more — or  even 
n0 — plays.  One  station,  maintaining 
that  calibre  is  the  important  considera- 
tion, reports  that  complaints  are  "al- 
most non-existent  on  re-runs  of  any- 
thing well  done  except  'theme-a-lized' 
pictures  such  as  shock  and  horror." 
A  number  felt  that  after  four  or  five 
runs  a  feature  will  be  "dead" — but  may 
be  revived  after  it  has  sat  on  the  shelf 
for  a  few  years. 

The  rate  of  usage  pointed  up  in  these 
figures  underlines  an  obvious  question: 
how  long  will  the  current  supply  last? 

Crystal-Balling  •  Answers  range  from 
the  perplexed  noncommittal — a  posi- 
tion frequently  encountered — to  the 
equivalent  of  "virtually  forever." 

Syndicators  of  feature  films  generally 
regard  the  question  as  one  calling  for  a 
crystal  ball  as  minimum  equipment. 
Some  point  out  that  even  if  an  audience 
has  been  saturated  by  a  package,  the 
films  could  be  returned  to  the  market 
after  several  years'  layoff  and  find  that 
a  new  audience  had  grown  up  or  moved 
in  during  the  interim. 

The  question  was  not  in  Broadcast- 
ing's questionnaire,  but  some  stations 
volunteered  estimates  as  to  how  long 
their  own  supplies  would  last. 

One  of  the  most  amply-equipped  sta- 
tions in  the  country,  in  terms  of  feature 
product,  figures  its  supply  contains 
enough  "good"  pictures  to  carry  it  for 
two  to  two  and  a  half  years  longer. 
That  would  put  this  station's  backlog 
exhaustion  date  about  1961 — a  year 
that  has  sometimes  been  mentioned  by 
others  as  the  magic  date  when  the  well 
will  run  dry. 

Another  station,  somewhat  less  amply 
endowed  with  features,  thought  it  could 
keep  going  for  four  or  five  years.  Several 
thought  "three  or  four  years." 

Another  Moot  Question  •  If  the  lon- 
gevity of  the  present  supply  is  moot, 
the  question  of  when  post- 1948  features 
will  be  released  in  volume  is  equally  so. 
The  major  motion  picture  producers 
have  given  no  sign  that  they  intend  soon 
to  release  post-48  films  in  quantity. 

There  is,  of  course,  some  product 
that  has  been  committed  to  television 
but  has  not  yet  been  offered  for  sale. 
Aside  from  films  of  independent  and 
foreign  producers,  these  add  up  to  800 
or  so— about  185  from  20th  Century- 
Fox  (through  NTA),  and  240  from  Co- 
lumbia and  370  from  Universal 
(through  Screen  Gems).  In  addition, 
Samuel  Goldwyn  Productions  is  re- 
ported to  have  about  40  features  not 
yet  sold  to  television. 

One  deterrent  to  release  of  post- 1948 
films  is  labor  contracts  effective  that 
year  providing  for  residual  pay  to  per- 
formers if  films  are  sold  to  tv. 
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BROADCAST  ADVERTISING 


Y&R  CUTS  ABC-TV  DAYTIME 

Agency  slices  half  of  original  40  hrs. 
it  invested  in  'Operation  Daybreak' 


ABC-TV  got  the  word  last  week:  a 
cutback  in  renewal  business  for  its 
"Operation  Daybreak"  (Closed  Cir- 
cuit, Feb.  16). 

While  full  details  could  not  be  deter- 
mined immediately,  the  general  outline 
of  the  situation  appeared  as  follows: 

•  The  network  will  revamp  its  pro- 
gram schedule  in  mid-April.  Approxi- 
mately 20  quarter-hours  weekly  will  be 
sliced  off  some  80  quarter-hours  being 
programmed. 

•  ABC-TV  hopes  to  pick  up  new 
business  for  Operation  Daybreak.  In 
any  event,  the  daytime  programming 
operation  will  continue. 

•  Young  &  Rubicam  clients — par- 
ticularly General  Foods— led  the  cut- 
back. About  half  (a  little  more  than 
20  quarter-hours)  of  the  sponsorship 
now  underwritten  by  Y&R  clients  has 
not  been  renewed. 

•  General  Foods'  schedule  alone  has 
been  reduced  from  17  to  4  quarter- 
hours  per  week. 

•  From  Y&R's  viewpoint,  Operation 
Daybreak's  strength  has  been  proved  in 
the  afternoon  hours;  but  OD,  in  the 
agency's  opinion,  did  not  pull  its  own 
weight  in  the  morning. 

OD's  start  last  October  launched 
ABC-TV  into  daytime  programming  on 
a  more  competitive  footing  with  CBS- 
TV  and  NBC-TV.  Y&R,  which  helped 
develop  OD  in  the  first  place,  was  the 
key,  however,  to  the  current  pull-back 
in  the  daytime. 

For  some  time,  Y&R  had  talked  in 
terms  of  taking  a  new  look  at  the  sched- 
ule. Y&R  clients  account  for  a  little 
over  40  quarter-hours  weekly.  Just  after 
the  first  of  the  year,  Peter  Levathes,  the 
agency's  vice  president  in  charge  of 
radio-tv  who  personally  had  been  in- 
volved in  setting  the  structure  of  Oper- 
ation Daybreak,  called  the  shots. 
Said  he  in  an  interview:  the  agency 
would  watch  OD  carefully;  "it  takes 
longer  for  things  to  percolate  in  the 
daytime"  (Broadcasting,  Jan.  12). 

Reason  for  Y&R's  action  at  this 
time:  renewal  time  was  coming  up  and 
it  was  time  for  the  network  to  know 
in  advance. 

Rating  figures  over  a  period  of 
months  apparently  showed  a  greater 
strength  of  programming  in  the  after- 
noon hours  than  in  the  morning,  and, 
it  was  said,  the  audience  share  in  the 
afternoon  has  been  advancing. 

It  appeared  that  all  Y&R  clients  con- 
tinuing to  participate  in  OD  will  have 


about  four  quarter-hours  weekly  each 
including  General  Foods.  Where  will 
the  GF  money  go  now?  There  was  no 
sure  answer  at  Y&R  with  a  hint  that  a 
good  amount  of  the  money  had  been 
"new"  when  OD  was  put  on  the  air. 

All  Y&R  renewals  are  on  a  13 -week 
basis.  Current  business  was  on  a  26- 
week  spread.  Bristol-Myers,  another 
Y&R  blue  chip,  has  pulled  out  of  OD, 
apparently  the  only  Y&R  client  to  do 
so  completely.  B-M  had  three  quarter- 
hours  a  week. 

ABC-TV  Thursday  (Feb.  19)  shed 
little  light  on  future  plans.  But  thinking 
at  the  network  last  week  appeared  to 
run  along  this  line: 

One-Hour  Chop?  •  The  current  OD 
runs  11:30  a.m.-l:30  p.m.  and  picks  up 
again  at  2  p.m.  (2-4  p.m.  segment  was 
added  to  ABC-TV's  daytime  program 
schedule  by  OD  as  was  the  morning  pe- 
riod running  past  noon).  The  revamp 
would  cut  the  early  hours  to  noon- 
1  p.m.  and  leave  the  2-4  p.m.  period  in- 
tact. The  Peter  Lind  Hayes  Show  prob- 
ably will  go  from  its  hour  format  to  a 
half-hour  and  a  30-minute  program 
dropped.  There  may  be  changes  in  the 
other  programs. 

The  effect  of  all  these  changes  will  be 
to  give  ABC-TV  fewer  quarter-hours  to 
sell  to  make  up  the  20-odd  quarter- 
hours  per  week  lost  via  Y&R.  The  net- 
work's weekly  total  programming  would 
be  back  to  approximately  60  quarter- 
hours  which  initially  had  been  the  base 
on  which  ABC-TV  had  blueprinted  OD 
(later  the  total  was  increased  by  adver- 
tiser demand,  finally  reaching  the  80 
mark.) 

OD  was  constructed  under  a  charter 


plan  that  provided  for  discounts  of  50% 
for  advertisers  ordering  a  minimum  of 
four  quarter-hours  per  week  for  26 
weeks.  These  four  quarter-hours  had  to 
be  purchased  in  one  day  but  the  adver- 
tiser, subject  to  ABC-TV  approval,  was 
permitted  to  swap  8  of  his  12  commer- 
cial messages  with  other  Daybreak  ad- 
vertisers to  reach  a  greater  number  of 
different  homes.  Cost  per  quarter-hour 
under  the  charter  plan:  $6,400;  per 
commercial  minute:  $2,130  for  time 
and  talent. 

Pepsi  marketing  unit 

Pepsi-Cola  Co.,  New  York,  reported 
last  week  it  has  created  a  new  mar- 
keting division  to  encompass  adver- 
tising and  sales  as  well  as  other  func- 
tions. William  C.  Durkee  was  named 
vice  president  in  charge  of  marketing, 
as  director  of  the  unit. 

Herbert  Barnett,  Pepsi-Cola  presi- 
dent, said  the  move  was  designed  to 
cope  with  market  expansion  and 
changes  anticipated  for  the  company 
and  for  the  nation  as  a  whole.  The  new 
division  will  include  sales,  advertising, 
equipment  development,  market  re- 
search, national  accounts,  syrup  sales, 
promotion,  training,  product  control, 
field  marketing,  new  products  and 
markets. 

It  was  reported  that  Pepsi-Cola's  ad- 
vertising expenditures  would  be  in- 
creased this  year  to  between  $25-30 
million.  Last  year's  budget  was  esti- 
mated at  almost  $25  million. 

Early  huddles  urged 

Animation  companies  are  more  likely 
to  produce  commercials  with  "maxi- 
mum effectiveness"  if  advertising  agen- 
cies approach  them  during  the  planning 
stages  of  a  campaign,  Peter  Cooper, 
vice  president  and  executive  producer, 
Robert    Lawrence    Production,  New 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,403,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Jan.  30-Feb.  5. 

They  spent  ^  ^    Watching  Television 

l'052  6  million  hours    Listening  to  Radio 

'468  6  million  hours    Reading  Newspapers 

204  9  million  hours    Reading  Magazines 

397  5  million  hours    Watching  Movies  on  Tv 

94.5  million  hours    Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1  000  each  day).  Sindlinger's  weekly  "Activity"  report,  from  which  these  figures  are 
drawn  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  categories,  and  shows 
the  duplicated  and  unduplicated  audiences  between  each  specific  medium.  Tabulations  are  avail- 
able from  Sindlinaer  &  Co.  within  two  to  seven  days  of  the  interviewing  week. 

(Copyright  1959  Sindlinger  &  Co.) 
SINDLINGER'S  SET  COUNT:  As  of  Feb.  1,  Sindlinger  data  shows:  (1)  113,686,000 
people  over  12  years  of  age  have  access  to  tv  (89.9%  of  the  people 
(2)  44,272,000  households  with  tv;  (3)  48,879,000  tv  sets  :-  ' 


that  age  group); 
use  in  the  U.S. 
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York,  told  a  meeting  of  the  Radio  & 
Television  Executives  Society  last  week. 

Mr.  Cooper,  who  addressed  an  RTES 
production  workshop  on  animation, 
claimed  that  with  the  agency's  full  co- 
operation, an  animation  company  could 
produce  a  "good-sell"  commercial 
within  the  agency's  specified  budget.  He 
estimated  that  a  full-animation  one- 
minute  commercial  costs  $7-$9,000  and 
a  limited  animation  commercial  about 
$2,500  (not  counting  the  cost  of  sound 
tracks). 

TIMEBUYER  AID 
Silvernail,  Griffin 
offer  guideposts 

Guideposts  for  enhancing  the  pres- 
tige of  the  timebuyer  were  suggested 
last  week  in  speeches  by  Frank  Silver- 
nail,  broadcast  advertising  consultant, 
and  Lloyd  Griffin,  vice  president  and 
director  of  television  for  Peters,  Griffin, 
Woodward  Inc.  before  the  timebuying 
and  selling  seminar  of  the  Radio  & 
Television  Executives  Society  in  New 
York  Tuesday  (Feb.  17). 

The  discussion  centered  around  the 
assistance  which  station  representatives 
can  provide  to  timebuyers.  Within  this 
framework,  Mr.  Silvernail  recommended 
that  buyers  ascertain  various  marketing 
data  even  before  the  station  representa- 
tive is  solicited. 

He  summarized  these  marketing  re- 
quirements as  follows:  the  prospects 
you  want  to  reach  (by  sex,  income,  age 
group,  occupation,  education);  the  lo- 
cation of  the  prospects  (by  areas  of  the 
country,  expansion  of  distribution  in 
certain  areas,  special  problems  to  be 
considered,  such  as  hard  water,  city 
sizes,  climate);  types  of  product  dis- 
tribution (kinds  of  stores,  direct  mail, 
door-to-door  canvassers);  copy  appeal 
(short  copy  and  heavy  barrage  of  an- 
nouncements, endorsements,  reason-why 
demonstrations);  length  of  campaign 
(year-round,  short,  seasonal);  purpose 
of  campaign  (straight  consumer  sell- 
ing, offset  competition,  help  obtain  dis- 
tribution). 

Reps  Know  Markets  •  Once  the 
buyer  knows  the  specific  objectives  of  a 
campaign  and  communicates  them  to 
the  representative,  the  latter  can  be  of 
"extreme  assistance"  because  of  his 
knowledge  of  markets,  Mr.  Silvernail 
said.  He  pointed  out  that  the  repre- 
sentative can  tell  a  buyer  where  to  pick 
up  a  participation  show  that  has  a  di- 
rect appeal  to  the  exact  age-bracket  or 
occupational  group  the  advertiser  hopes 
to  reach. 

Mr.  Silvernail  observed  that  the  sta- 
tion representatives  can  be  of  "infinite 
help"  in  building  up  "a  portfolio  of 
really  blue-chip  station  breaks,  par- 
ticipations, local  programs  over  a  grad- 


ual period"  for  the  advertiser  who  will 
not  be  stampeded  into  buying  a  sched- 
ule on  short  notice.  He  added:  "You 
can  probably  recall  names  of  a  few  soap 
manufacturers,  tobacco  companies, 
food  processors  or  watch  companies 
who  have  spent  one,  two  or  even  three 
years  in  gradually  building  up,  thanks  to 
their  watchful  agency  buyers,  a  sched- 
ule that  has  their  less  patient  competi- 
tors gnashing  their  teeth  with  envy." 

Mr.  Griffin  endorsed  the  integration 
of  the  media  buying  function  into  the 
planning  areas  of  agencies  and  adver- 
tisers adding:  "The  representative  knows 
that  we  need  and  the  agency  needs 
more  people  in  the  front  line  who  have 
a  voice  in  planning  as  well  as  the  buying 
of  media.  Some  agencies  have,  of  course, 
already  recognized  this  but  in  all  too 
many  cases  we  find  the  buyer  is  the 
forgotten  man  in  today's  'advertising 
complex'." 

The  representative  firm  can  help  the 
advertising  agency,  he  said,  because  of 
its  knowledge  of  all  media,  media  and 
marketing  research,  merchandising  and 
the  various  phases  of  broadcast  oper- 
ations. 

PGW  in  Pay  Tv?  •  On  other  sub- 
jects, Mr.  Griffin  endorsed  industry 
regulation  of  broadcasting  as  opposed 
to  government  regulation  and  the  free 
system  of  television  as  opposed  to  the 
compulsory  system  (pay  tv).  In  this 
latter  connection,  Mr.  Griffin  revealed 
that  if  compulsory  pay  tv  does  arrive 
and  thrive,  PGW  will  seek  the  national 
sales  representation  of  these  organiza- 
tions. He  continued:  "Pay  tv  will  carry 
commercial  messages  and  probably  at  a 
higher  rate  for  the  top  audience  pro- 


grams than  we  find  on  rate  cards  to- 
day." 

Raymond  Jones,  coordinator  of  spot 
broadcasting  media,  Young  &  Rubicam, 
was  session  chairman  and  moderator. 
Chairman  of  the  RTES  seminar  is  Rob- 
ert H.  Teter,  vice  president  and  director 
of  radio  for  PGW. 

Culture  'manipulation' 
not  ad  function— Lusk 

A  counterattack  against  tv  critics  who 
are  themselves  in  advertising  was 
mounted  Feb.  13  by  Benton  &  Bowles 
President  Robert  E.  Lusk  in  a  talk  be- 
fore Adcraft  Club  of  Detroit.  He  said 
it  has  become  "fashionable"  to  claim 
advertisers,  agencies  and  broadcasters 
are  destroying  the  cultural  standards 
of  Americans.  To  the  contrary,  he  said, 
it's  presumptuous  of  anybody  in  the 
advertising-communications  business  to 
"try  and  force-feed  the  public"  with 
cultural  programming. 

If  advertisers  programmed  "only  the 
kind  of  show  that  in  our  wisdom  we 
thought  was  'good  for  people,'  "  then, 
said  Mr.  Lusk,  "we  would  be  guilty  of 
manipulation  ...  we  would  be  wasting 
our  clients'  money." 

The  networks  and  a  "handful"  of 
advertisers  have  gone  out  of  their  way 
to  try  and  interest  the  public  in  high 
level  entertainment,  Mr.  Lusk,  who 
heads  one  of  the  nation's  largest  tv 
agencies,  told  his  audience  in  an  ob- 
servance of  Advertising  Week  (Mr. 
Lusk  was  AW's  national  plans  chair- 
man). 

For  the  most  part,  he  said,  these 
shows  "have  either  not  attracted  a  large 
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VIEWED  MOST)( 


The  W6AL-TV  audience  is  greater  than  the 
combined  audience  for  all  other  stations  in  the  Channel  8  coverage  area. 
See  Lancaster-Harrisburg-York  ARB  survey. 


Channel  S 

Representative:  The  MEEKER  Company,  Inc. 


Lancaster,  Fa.  •  NBC  and  CBS 


New  York-Chicago-Los  Angeles  •  San  Francisco 
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LATEST 


ARB 


TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  Jan.  5-11 


Rank 

Rating 

l.  Gunsmoke 

48.6 

2.  Wagon  Train 

44.5 

3.  Danny  Thomas 

40.0 

4.  Rifleman 

38.9 

5.  Maverick 

38.8 

6.  I've  Got  A  Secret 

38.6 

7.  Have  Gun,  Will  Travel 

37.8 

8.  Price  Is  Right 

36.7 

9.  Red  Skelton 

36.5 

10.  Real  McCoys 

36.3 

No.  Viewers 

Rank 

(000) 

1.  Gunsmoke 

51,820 

2.  Wagon  Train 

51,780 

3.  Maverick 

48,250 

4.  Perry  Como 

42,730 

5.  Danny  Thomas 

42,429 

6.  Have  Gun,  Will  Travel 

41,390 

7.  Lassie 

40,010 

8.  Real  McCoys 

39,510 

9.  Perry  Mason 

38,840 

10.  Rifleman 

37,550 

Copyright  1959  American  Research  Bureau 


BACKGROUND:  The  following  programs,  in 
alphabetical  order,  appear  in  this  week's 
BROADCASTING  tv  ratings  roundup.  Informa- 
tion is  in  following  order:  program  name,  net- 
work, number  of  stations,  sponsor,  agency,  day 
and  time. 

Perry  Como  (NBC-172):  various  sponsors.  Sat. 
8-9  p.m. 

Father  Knows  Best  (CBS-145):  Lever  Bros. 

(JWT),  Mon.  8:30-9  p.m. 
Zane  Grey  Theatre  (CBS-150):  General  Foods, 

(B&B),  Johnson  Wax  (B&B),  Thurs.  9-9:30 

p.m. 

Gunsmoke  (CBS-173):  Liggett  &  Myers  (D- 

F-S),    alternating    with    Remington  Rand 

(Y&R),  Sat.  10-10:30  p.m. 
Have  Gun,  Will  Travel  (CBS-148):  Lever  Bros. 

(JWT),   Whitehall    (Bates),    Sat.  9:30-10 

p.m. 

I've  Got  A  Secret  (CBS-196):  R.  J.  Reynolds 

(Esty),  Wed.  9:30-10  p.m. 
Lassie  (CBS-138):  Campbell  Soup  (BBDO),  Sun. 

7-7:30  p.m. 
Perry    Mason    (CBS-146):    various  sponsors, 

Sat.  7:30-8:30  p.m. 
Maverick  (ABC-146):  Kraft  (JWT),  Drackett 

(Y&R),  Sun.  7:30-8:30  p.m. 
Price  Is  Right  (NBC-167):  Toni  (T-L),  Desoto 

(BBDO),  Thurs.  8-8:30  p.m. 
Real   McCoys   (ABC-123):   Sylvania  Electric 

(JWT),  Procter  &  Gamble  (Compton),  Thurs. 

8:30-9  p.m. 

Rifleman    (ABC-139):    Miles    Labs  (Wade), 

Ralston  Purina  (Gardner),  Procter  &  Gamble 

(B&B),  Tues.  9-9:30  p.m. 
Red  Skelton  (CBS-174):  Pet  Milk  (Gardner), 

S.C.  Johnson  (FC&B),  Tues.  9:30-10  p.m. 
Sugarfoot     (ABC-127):      American  Chicle 

(Bates),     Luden's     (Mathes),  alternating 

Tues.  7:30-8:30  p.m.  . 
Danny  Thomas    (CBS-189):    General  Foods 

(B&B),  Mon.  9-9:30  p.m. 


RATINGS 


TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2  weeks  ending  Jan.  24 
TOTAL  AUDIENCEt 


No.  Homes 

Rank  (000) 

1.  Wagon  Train  20,108 

2.  Gunsmoke  17,776 

3.  Danny  Thomas  17,556 

4.  Rifleman  16,632 

5.  Maverick  15,708 

6.  Have  Gun,  Will  Travel  15,400 

7.  Perry  Como  15,400 

8.  Father  Knows  Best  15,224 

9.  Perry  Mason  15,180 
10.  Wells  Fargo  14,872 

Rank  %  Homes* 

1.  Wagon  Train  46.6 

2.  Gunsmoke  41.2 

3.  Danny  Thomas  40.5 

4.  Rifleman  39.6 

5.  Maverick  37.8 

6.  Have  Gun,  Will  Travel  35.7 

7.  Perry  Como  35.6 

8.  Father  Knows  Best  35.4 

9.  Perry  Mason  35.3 
10.  Sugarfoot  35.3 

AVERAGE  AUDIENCEt 

No.  Homes 

Rank  (000) 

1.  Gunsmoke  17,028 

2.  Wagon  Train  16,720 

3.  Danny  Thomas  16,544 

4.  Rifleman  15,576 

5.  Have  Gun,  Will  Travel  14,960 

6.  Father  Knows  Best  14,168 

7.  Wells  Fargo  14,080 

8.  Wyatt  Earp  13,596 

9.  Price  Is  Right  (8:30  p.m.)  13,596 
10.  Zane  Grey  Theatre  13,464 

Rank  %  Homes* 

1.  Gunsmoke  39.5 

2.  Wagon  Train  38.7 

3.  Danny  Thomas  38.2 

4.  Rifleman  37.1 

5.  Have  Gun,  Will  Travel  34.7 

6.  Father  Knows  Best  33.0 

7.  Wells  Fargo  32.6 

8.  Wyatt  Earp  32.2 

9.  Price  Is  Right  (8:30  p.m.)  31.9 
10.  Zane  Grey  Theatre  31.5 


t  Homes  reached  by  all  or  any  part  of  the 

programs,  except  for  homes  viewing  only 

1  to  5  minutes. 
*  Percented  ratings  are  based  on  tv  homes 

within  reach  of  station  facilities  used  by 

each  program, 
t  Homes  reached  during  the  average  minute 

of  the  program. 

Copyright  19S9  A.  C.  Nielsen  Co. 


Wagon  Train  (NBC-160):  Ford  Motors  (JWT), 
R.J.  Reynolds  (Esty),  Nabisco  (M-E),  Wed. 
7:30-8:30  p.m. 

Wells  Fargo  (NBC-164):  American  Tobacco 
(SSC&B),  alternating  with  Buick  (M-E), 
Mon.   8:30-9  p.m. 

Wyatt  Earp  (ABC-139):  General  Mills  (D-F-S), 
Procter  &  Gamble  (Compton),  Tues.  8:30- 
9  p.m. 


audience,  or  the  public  has  turned 
away."  If  people  find  relaxation  in 
watching  westerns,  they  perhaps  deserve 
pity  "but  don't  blame  the  sponsor  or  the 
broadcaster  for  demoralizing"  their  cul- 
ture standards,  Mr.  Lusk  advised. 

New  Lever  Bros, 
spot  has  Mrs.  FDR 

But  nowadays  you  can  get  margarine 
like  Good  Luck,  which  tastes  delicious. 
I  really  enjoy  it! 


On  tv  and  radio,  Mrs.  Eleanor  Roose- 
velt last  week  was  endorsing  Good 
Luck,   a   Lever   Bros,  oleomargarine 


Ex-First  Lady:  'Good  Luck .  .  .  delicious' 


product  handled  through  Ogilvy,  Ben- 
son &  Mather,  New  York,  in  commer- 
cials aired  nationwide.  It  was  her  first 
association  with  broadcast  commercials 
(Broadcasting,  Feb.  16). 

The  commercials  evoked  some  crit- 
icism in  the  press,  but  a  check  with 
Lever  in  New  York  found  the  adver- 
tiser with  no  plans  to  either  modify  or 
discontinue  the  commercials.  Mrs. 
Roosevelt,  meantime,  issued  a  formal 
statement. 

Mrs.  Roosevelt,  prominent  interna- 
tional figure  and  former  First  Lady, 
said  that  for  some  time  she  had  sought 
a  way  through  radio  or  tv  to  get  across 
some  important  ideas  to  the  people.  In 
this  instance,  it  was  "that  we  should 
give  food  from  our  overabundance  to 
the  underfed  peoples  of  the  world." 

Tv's  Reach  •  And,  she  noted,  "very 
little  can  be  said  in  a  commercial,  but 
there  is  time  to  put  one  thought  across 
and  one  reaches  far  more  people  than 
can  possibly  be  reached  in  any  other 
way."  She  pointed  out  that  the  proceeds 
would  go  to  charity  (much  of  her  in- 
come from  lecture  tours,  newspaper 
and  magazine  writings  are  so  con- 
tributed). 

Her  agreement  to  make  the  com- 
mercials— two  30-second  and  one  1- 
minute  film  (see  photograph  from  film) 
— was  negotiated  through  a  talent  agent, 
Thomas  L.  Stix,  partner,  Stix  &  Gude, 


New  York.  The  filmed  commercials 
were  produced  by  MPO  Productions 
Inc.,  New  York. 

In  the  commercial  (the  audio  makes 
up  the  radio  version),  Mrs.  Roosevelt 


is  seated  at  a  breakfast  table,  a  slab  of 
Good  Luck  on  the  table.  She  spreads 
margarine  on  toast  while  speaking. 

Mrs.  Roosevelt  refers  to  the  "starving 
people  of  the  world."  She  says  she 
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wishes  "we  could  share  our  abundance 
with  them  .  .  .  wholesome  foods  like 
Good  Luck  margarine.  Years  ago,  we 
never  dreamed  of  eating  margarine." 
At  the  close  of  her  endorsement,  a  shot 
of  the  package  is  shown.  Says  the  an- 
nouncer: "The  margarine  Mrs.  Roose- 
velt has  just  recommended  is  new  Good 
Luck,  the  light  margarine  that  leaves 
no  oily  aftertaste." 

The  commercials  were  placed  in  the 
full  network  lineup  in  which  Good 
Luck  participates.  This  includes  daytime 
shows  Haggis  Baggis,  County  Fair  and 
Treasure  Hunt  on  NBC-TV  and  /  Love 
Lucy  on  CBS-TV,  as  well  as  a  23-sta- 
tion  lineup  in  CBS  Radio  program- 
ming. Details  of  her  contract  were  not 
disclosed. 

A  Lever  spokesman  said  last  week 
the  company  had  not  discussed  plans 
for  additional  commercials  using  en- 
dorsements of  prominent  people  in  the 
Mrs.  Roosevelt  pattern. 

No  plugs  for  Andy 

Lever  Bros,  had  a  lot  of  nerve  when 
it  asked  radio  stations  to  give  free  pro- 
motion to  its  television-advertised 
Handy  Andy  detergent.  Such  was  the 
reaction  of  Henry  B.  Clay,  general 
manager  of  KWKH  Shreveport,  La. 

Mr.  Clay  wrote  Warren  Gerz  of 
Lever  Bros,  that  KWKH  had  coop- 
erated with  Lever  when  its  products 
were  advertised  on  the  station.  Mr. 
Gerz  had  suggested  he  would  appreci- 
ate a  KWKH  on-the-air  interview  while 
in  Shreveport. 

"The  criterion  for  using  our  facili- 
ties to  promote  a  product  has  not  been 
met,"  Mr.  Clay  added,  "because  none 
of  the  Lever  Bros,  products  are  being 
advertised  over  any  of  our  radio  prop- 
erties and  it  is  our  understanding  that 
Handy  Andy  will  be  primarily  pro- 
moted via  the  use  of  television.  Ob- 
viously we  would  not  be  treating  our 
existing  advertisers  with  any  degree  of 
equality." 

•  Business  briefly 

Time  sales 

•  Gold  Medal  Candy  Corp.  (Bonomo's 
Turkish  Taffy),  N.Y.,  has  launched  a 
spot  tv  campaign  in  45  markets 
throughout  country  that  will  extend 
through  June.  The  campaign  will  use 
one-minute  live  and  filmed  commer- 
cials on  personality  programs  appealing 
to  children.  Agency:  Mogul  Lewin 
Williams  &  Saylor  Inc.,  N.Y. 

•  Universal  Can  Co.,  N.Y.,  for  its  new 
product  Speedshine,  will  begin  a  spot 
tv  and  radio  campaign  in  Boston,  New 
York  and  Washington  March  1,  for  an 
indeterminate  period.  Commercials  will 
feature  new  series  of  jingles  produced 


you  can  teu  if  it  has 


This  spot's  got  it!  Beauty. ..brilliance. ..a  car  commercial 
with  ^iaZMGM-TV-totocA^/ 

Client:  Plymouth 
Agency:  Grant  Advertising 
Producer:  MGM-TV 


This  spot's  got  it !  Scope . . .  sincerity ...  a  cigarette  commer- 
cial with  ~t6at<MGM-7^-Cocce/Lrf 

Client:  Viceroy 

Agency:  Ted  Bates  Advertising 
Producer:  MGM-TV 

BILL  GIBBS,  Director  of  Commercial 
and  Industrial  Films,  MGM-TV 
Culver  City,  Calif. 

SAN  FRANCISCO:  PR  5-1613 
LOS  ANGELES:  Bob  Fierman-TE  0-3311 
NEW  YORK:  Jack  Bower,  Phil  Frank,  JU  2-2000 
CHICAGO:  Bob  McNear,  Fl  6-8477 


A  Service  of  Loew's  Inc. 
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you  can  gefilif  it  has 

-Mat  M&M-  rV-to^cA^  / 


This  spot's  got  it !  Mood . . .  atmosphere ...  a  coffee  commer- 
cial with  ~&lat  <MGJf- / 

Client:  S&W-Coffee 
Agency:  Honing-Cooper-Harrington 
&  Miner 
Producer:  MGM-TV 


This  spot's  got  it!  Charm  . . .  conviction  ...  a  hair-coloring 
commercial  with  ~&cat <>Cf G-^f- 7^~to<^G/(^ / 

Client:  Clairol 

Agency:  Foote,  Cone  &  Belding 
Producer:  MGM-TV 

BILL  GIBBS,  Director  of  Commercial 
and  Industrial  Films,  MGM-TV 
Culver  City,  Calif. 

SAN  FRANCISCO:  PR  5-1613 
LOS  ANGELES:  Bob  Fierman-TE  0-3311 
NEW  YORK:  Jack  Bower,  Phil  Frank,  JU  2-2000 
CHICAGO:  Bob  McNear,  Fl  6-8477 


A  Service  of  Loew's  Inc 


for  Universal  by  Gotham  Recording 
Co.,  N.Y.  Agency:  Lester  Harrison 
Adv.,  N.  Y. 

©  ABC  Radio  reported  last  week  it 
has  signed  contracts  for  new  and  re- 
newal business  amounting  to  $1.5  mil- 
lion gross  covering  various  programs. 
New  business  came  from  Fred  Fear 
&  Co.  (Easter  egg  dyes),  Brooklyn, 
through  Ted  Bernstein  Assoc.,  N.Y.; 
Syn-Tex  Chemical  Co.  through  Ander- 
son &  Cairns,  N.Y.;  Davidian  Seventh 
Day  Adventists,  placed  direct;  Mr. 
Softee  Inc.  through  Gresh  &  Kramer, 
Phila. 

•  Alexander's  Department  Stores,  N.Y., 
has  contracted  for  85  spots  divided 
among  WABC-TV,  WRCA-TV, 
WNEW-TV,  WPIX  (TV)  and  WOR- 
TV,  all  in  New  York.  Scheduled  this 
week  effective  yesterday  (Feb:  22),  the 
campaign  is  for  the  opening  of  a  new 
store.  Alexander's  plans  a  more  perma- 
nent spot  schedule  with  the  same  sta- 
tions beginning  sometime  in  March. 
Agency:  William  Warren.  Jackson  & 
Delaney,  N.Y. 

•  Max  Factor  &  Co.  is  planning  a 
summer  radio  and  magazine  campaign 
for  Crew  Cut  hair  dressing.  Carson/ 
Roberts,  L.A.,  is  the  agency  for  Factor 
men's  toiletries.  The  campaign  is 
scheduled  to  start  in  June. 

•  Lever  Bros.  Co.,  N.Y.,  has  signed 
to  sponsor  The  Blue  Men,  a  half-hour 
tv  film  series  about  New  York  City 
police  detectives,  over  CBS-TV  (Sat., 
9-9:30  p.m.),  starting  June  6.  Agency: 
Ogilvy.  Benson  &  Mather.  N.Y. 

•  A  52-week  spot  tv  campaign  on  be- 
half of  the  Broadway  production,  "The 
Music  Man,"  is  scheduled  to  begin  to- 
day (Feb.  23)  on  WRCA-TV  New 
York.  A  WRCA-TV  spokesman  said 
this  marks  the  first  time  that  a  legitimate 
theatre  offering  will  be  advertised  on  tv 
on  a  52-week  basis.  The  contract  placed 
through  Clifford  Strohl  Adv.,  N.Y., 
calls  for  a  52-week  schedule  of  10-  and 
20-second  announcements. 

•  P.  Lorillard  Co.  (Old  Gold  straight 
cigarettes),  N.  Y.  reported  to  be  launch- 
ing eight-week  spot  tv  campaign  in  un- 
determined number  of  markets.  Agency, 
Lennen  &  Newell,  N.  Y. 

•  Borden  Co.  (Starlac)  N.  Y.,  under- 
stood to  be  preparing  spot  tv  campaign 
for  eight  weeks,  effective  March  1, 
starting  in  east  and  moving  to  major 
markets.  Agency,  Dancer-Fitzgerald- 
Sample,  N.  Y. 

Agency  Appointments 

•  Stewart  Mfg.  Co.,  L.A.,  has  appoint- 
ed Brewer,  Mulcahy  &  Fischer,  that 
city,  to  handle  advertising  of  Bunny 
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//    /  r.  A  \  n 
for  TOTAL 
COVERAGE 

of  the  fabulous 
Charlotte  Market 
the  latest 

N.S.I. 

(NOVEMBER-DECEMBER  '58) 

again 

PROVES 


THE 


best  buy 

by  far ! 


For  a  revealing  comparison  of 
WIST's  total  audience  with 
that  of  any  other  Charlotte 
station,  check  the  November- 
December  N.S.I. ,  or  call  your 
nearest  P-G-W  Colonel. 


.  according  to  Nielsen 

.  .  .  WIST  is  also  clearly  the  MOST 
POPULAR  STATION  in  the  Char- 
lotte Metropolitan  Area. 

Peters. Griffin.  Woodward.  >: 

Exclusive  National  Representatives 


WIST 


best  radio  buy 

in  Charlotte 

A  BROADCASTING  COMPANY  OF  THE  SOUTH  STATION 


New  York  checkout  •  Jack  Zim- 
mer  (c),  radio-tv  director,  Wesley 
Assoc.,  checks  story  board  against 
runoff  of  taped  commercials. 
Flanking  are  Robert  Muth  (1), 
assistant  tv  sales  manager,  Peters, 
Griffin,  Woodward,  and  Emanuel 
Roberts,  Woolfoam's  president. 


Tape  helps  KRON-TV 
get  Woolfoam  account 

By  planning  and  executing  a  sched- 
ule and  producing  locally  a  series  of  tv 
commercials  in  less  than  10  days  via 
videotape,  KRON-TV  San  Francisco 
was  able  to  obtain  the  business  of  an 
advertiser  through  its  New  York  sales 
representative  (Peters,  Griffin,  Wood- 
ward) that  had  been  slated  for  only 
newspapers. 

The  campaign  by  Woolfoam  (wash- 
ing product  for  woolens),  New  York, 
was  handled  by  its  agency,  Wesley 
Assoc.,  New  York.  Storyboard  and  copy 
were  prepared  in  New  York,  sent  to 
the  station  tor  taping  and  the  tapes  then 
air  expressed  back  to  New  York  for 
agency  screening.  A  phone  call  then 
started  the  campaign  rolling  on  KRON- 
TV. 

The  saturation  campaign,  Wool- 
foam's  first  use  of  the  broadcast  media, 
started  Feb.  10  and  was  to  run  six 
weeks.  Local  personalities  were  used  in 
the  taping. 


Hop,  a  juvenile  toy.  Tv  and  direct  mail 
will  be  used,  starting  immediately  with 
participations  in  the  Eleanor  Hempel 
Show  on  KTTV  (TV)  Los  Angeles, 
Saturdays,  noon-1  p.m. 

•  Swissair  North  America  (airline), 
N.Y.,  appoints  Campbell-Ewald  Co. 
there,  for  U.S.  and  Canada. 

•  CDA  Dominican  Airlines  appoints 
Peter  Finney  &  Co.,  Miami,  Fla. 

•  Virginia's  Board  of  Conservation  & 
Economic  Development  names  Houck 
&  Co.,  Roanoke,  Va.,  advertising 
agency,  for  its  tourist  and  industrial 
promotion.  Annual  budget:  $450,000. 

•  American  Stores  Co.,  Phila.,  appoints 
Gray  &  Rogers,  that  city,  to  handle  its 
radio-tv  advertising  throughout  south- 
eastern Pennsylvania,  New  Jersey  and 
part  of  Delaware. 

•  Bissell  Carpet  Sweeper  Co.,  Grand 
Rapids,   Mich.,   appoints   Clinton  E. 


Frank,  Chicago,  to  handle  estimated 
$1.5  million  account  recently  resigned 
by  Leo  Burnett  Co.,  same  city,  effective 
July  1. 

•  Also  in  advertising 

•  B.T.  Babbitt  (cleansers),  N.Y.,  an- 
nounced last  Monday  (Feb.  16)  a  com- 
mon stock  dividend  of  10  cents  a  share 
payable  April  1  to  stockholders  of  rec- 
ord March  17.  Usual  dividend  on  Series 
A  and  B  preferred  stock  will  be  paid 
as  of  same  dates.  Marshall  S.  Lachner, 
president,  called  1958  profitable,  re- 
versing loss  trend  of  1956-57.  Increased 
sales  were  attributed  to  added  items, 
including  those  of  recently  acquired 
Charles  Antell. 

•  James  Thomas  Chirurg  Co.,  N.Y., 
formerly  at  1612  Chanin  Bldg.,  moved 
to  new  offices  at  60  E.  56th  St.,  NY. 
22.  Telephone:  Plaza  2-1771. 


ARB 


DATE 
Thurs.,  Feb.  12 
Fri.,  Feb.  13 
Sat.,  Feb.  14 
Sun.,  Feb.  15 
Mon.,  Feb.  16 
Tues.,  Feb.  17 
Wed.,  Feb.  18 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 

day  of  the  week  Feb.  12-18  as  rated  by  the  multi-City  Arbitron  instant 
ratings  of  American  Research  Bureau. 

PROGRAM  and  TIME  NETWORK  RATING 

I  Love  Lucy  (7:30  p.m.)  CBS-TV  20.0 

77  Sunset  Strip  (9:30  p.m.)  ABC-TV  23.2 

Gunsmoke  (10  p.m.)  CBS-TV  29.5 

Maverick  (7:30  p.m.)  ABC-TV  25.7 

Desilu  Playhouse  (10  p.m.)  CBS-TV  26.7 

Rifleman  (9  p.m.)  ABC-TV  27.1 

Wagon  Train  (7:30  p.m.)  NBC-TV  28,2 

Copyright  1959  American  Research  Bureau 
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With  WIL  in  St.  Louis  the  "coverage"  of  news  is  as  important  as  the  event 
St.  Louis  knows  it.  The  dials  are  set  for  it.  Every  major 
news  service,  five  mobile  news  units,  aerial  traffic  control, 
a  mobile  River  Cruiser  and  over  three  hundred  weather- 
alert  reporters  give  St.  Louis  coverage  with  a  capital  WIL. 
No  wonder  .  .  .  it's  the  number  one  sound  in  town! 


WIL 


BUY  Radio  when  you  buy  media 


WIL  in  tempo  with  the  times 

St.  Louis  F 
BUY  Ba/aban  when  you  buy  radio     KBQX     f  ff  £    BALABAN  STATIONS 

BUY  WIL  When  you  buy  St  Louis  John  F.  Box,  Jr.,  Managing  Director 

Sold  Nationally  by  Robert  E.  Eastman 


Dallas 

WRIT 

and  you  BUY  the  people  who  BUY  Milwaukee 


THE  MEDIA 


WHO  SETS  TV's  TONE?  THE  PEOPLE 

Fund  for  Republic  finds  sentiment  building  for  tv  censorship 


"Like  the  audience  for  any  other  art 
form,  the  television  audience  ultimately 
gets  the  content — and  the  censorship — 
that  it  asks  for  and  makes  possible.'" 

This  is  the  way  Charles  Winick,  so- 
cial scientist,  rests  his  case  with  the 
"audience"  or  the  public  in  the  last 
sentence  of  a  new  tv  report  for  the 
Fund  for  the.  Republic. 

The  report  was  released  Thursday 
(Feb.  19)  by  the  fund  as  one  of  a  series 
of  "occasional  papers"  in  a  continuing 
study  of  the  mass  media. 

Ostensibly  Dr.  Winick  was  to  explore 
"taste  and  censorship"  in  television.  In 
reality,  the  report  takes  in  tv  from 
camera  angle  to  agency  executive  desk, 
from  the  broadcaster  and  political  libel 
policy  to  pressure  groups  and  taboos 
in  tv. 

More  Checks  on  Tv  •  In  the  main. 
Dr.  Winick  (director  of  the  Massachu- 
setts Institute  of  Technology's  leisure 
time  project  plus  a  number  of  other 
consultancy  posts)  finds  sentiment  build- 


ing up  for  more  censorship  in  television. 

Among  the  reasons  cited  are  these 
four:  Advocacy  of  some  forms  of  cen- 
sorship by  "respected  intellectuals,"  a 
50%  increase  in  juvenile  delinquency 
in  the  post-war  years,  propaganda  use 
by  Russia  of  the  content  of  U.S. 
media,  and  "watchdog"  functions  of  in- 
fluential national  and  local  organiza- 
tions, some  of  which  effectively  scruti- 
nize the  medium. 

Dr.  Winick  finds  the  growing  trend 
toward  "organized  social  control  over 
media"  as  possibly  presaging  a  "re- 
interpretation  of  the  historical  Ameri- 
can attitudes  toward  censorship." 

In  Summary  •  His  findings,  conclu- 
sions and  distillations  fill  40  printed 
pages  (each  about  the  size  of  this  page). 
In  brief,  here  are  some  of  the  high- 
lights: 

On  government  regulation,  he  pre- 
dicts that  "since  the  court  has  already 
ruled  that  a  local  movie  censorship 
regulation  is  valid  when  it  is  concerned 


with  restricting  attendance  of  children 
at  movies,  it  is  possible  that  some  kind 
of  FCC  censorship  of  television  might 
be  approved." 

On  self-regulation,  "All  of  the  code 
violations  called  to  the  attention  of 
member  [NAB  Tv  Code]  stations  in 
1958  concerned  advertising." 

The  report  looked  at  tv's  controversial 
content  studied  from  the  viewpoints  of 
violence,  spoofs  of  serious  matter,  anti- 
social expression,  politics  and  govern- 
ment, religion,  special  interests,  liquor, 
animals,  crudity,  legal,  national  defense 
and  ethnic  and  racial  topics. 

Violence  was  treated  for  the  most 
part  in  its  relationship  to  children — 
"Tv  for  children  must  find  a  balance 
between  some  shared  and  some  con- 
flicting needs  of  sponsors,  broadcasters 
and  children.  .  .  .  Sheer  volume  of  com- 
plaints .  .  .  suggests  that  this  balance 
has  not  yet  been  approached." 

More  Sex  in  Tabloids  •  Of  Sex 
Alterations    and    deletions    in  scripts 


Selling  the  Buffalo-Niagara  Falls  market 


;ifl 


because  of  some  kind  of  sexual  content 
are  probably  more  numerous  than  any 
other  kind."  But,  "some  tabloid  news- 
papers daily  carry  more  news  of  sex 
than  the  typical  television  station,"  and 
its  an  area  of  program  content  where 
the  audience  wish  and  broadcaster  per- 
formance strike  a  close  balance. 

In  the  political  sphere,  Dr.  Winick 
says  flatly  that  tv  has  been  "uninterested 
in  providing  continuing  and  significant 
coverage  of  the  political  scene."  He 
discusses  Sec.  315  of  the  Communica- 
tions Act  and  reports  a  "suggestion" 
that  the  mass  media  are  becoming  "less 
emancipated"  in  the  presentation  of 
political  subjects  but  "more  emanci- 
pated" in  presentation  of  sex  themes. 

He  cites  presssures  from  a  wide 
variety  of  special  interest  groups,  says 
the  problem  for  broadcasters  is  to  keep 
them  from  "imposing  their  will  unduly 
on  program  content." 

Power  of  the  Drys  •  Of  the  drys,  he 
says  they  "obviously  exercise  consider- 
able power  over  television  content." 
In  the  treatment  of  the  Negro,  Dr. 
Winick  feels  that  if  tv  and  motion  pic- 
tures had  been  more  effective  in  present- 
ing his  role  in  the  daily  life  of  the 
country,  they  would  have  helped  "create 
an  atmosphere  hospitable  for  integra- 
tion" and  less  need  for  complicated  ex- 
planations by  officials  to  other  countries 


Court  access  won 

Not  only  a  tv  first  but  a  Cal- 
ifornia judicial  first  as  well  were 
put  into  the  record  books  last 
Monday  (Feb.  16)  when  KTLA 
(TV)  Los  Angeles  was  permitted 
to  take  its  film  cameras  inside 
the  Ventura,  Calif.,  courtroom  to 
cover  the  opening  of  the  trial  of 
Elizabeth  Duncan,  accused  of 
murdering  her  daughter-in-law. 
Clete  Roberts,  KTLA  newsman, 
met  earlier  with  Superior  Judge 
Charles  E.  Blackstock  and  re- 
ceived permission  to  have  sound- 
on -film  cameras  in  the  courtroom 
when  the  trial  began.  Two  cam- 
era crews,  accompanied  by  KTLA 
Commentator  Bill  Kenneally, 
went  to  Ventura  Monday  and  set 
up  their  gear.  However,  a  late 
ruling  of  the  presiding  judge 
barred  recording  the  sound  por- 
tion. The  silent  films  were  shown 
on  KTLA  the  same  evening 


about  what  happened  at  Little  Rock. 
He  notes  that  there's  been  not  one 
major  dramatic  show  during  prime  time 
dealing  with  the  central  issue  of  de- 
segregation. 

Dr.  Winick  devotes  considerable  at- 


tention to  music  and  film  on  tv.  He 
describes  how  lyrics  are  changed  pre- 
cisely for  radio  and  tv  presentation  and 
notes  "screening  films  for  possible  tele- 
vision use  has  been  a  major  occupa- 
tion." He  goes  into  commercial  inserts 
during  telecasting  of  feature  films  call- 
ing many  movies  on  tv  "heavily  laun- 
dered and  studded  with  breaks  for  com- 
mercials." He  says  the  public  could 
liberate  the  situation  by  making  its 
feelings  known  to  tv  officials. 

Another  major  section  of  the  report 
is  on  the  impact  of  advertising  con- 
tent. For  the  most  part  this  is  a  digest 
of  numerous  governmental  reports  and 
articles  published. 

Generally,  Dr.  Winick  points  to  pro- 
prietary drug  advertisers  who  pose 
greatest  problems  to  the  broadcaster  be- 
cause of  conflict  with  good  taste  and 
the  making  of  extravagant  claims.  He 
finds  objectional  advertising  more  likely 
to  be  found  on  non-subscribers  to  the 
tv  code.  He  delves  into  commercials 
incongruous  with  program  content.  He 
warns  that  people  get  in  tv  advertising 
(as  they  do  in  programming)  what  they 
indicate  they  will  accept. 

Warning  on  big  brother  ads  •  In  a 
section  on  subliminal  advertising,  Dr. 
Winick  leaves  his  reader  with  a  warn- 
ing that  a  non-code  subscriber  might 
put  on  a  subliminal  ad  presenting  a 


REPEAT  ORDERS  in  the  nation's  14th  market,  as  anywhere  else,  are  the  best  evidence  of  television's 
selling  ability.  WGR-TV,  NBC  in  Buffalo,  is  proud  that  25  national  and  21  local  advertisers,  who  have  used 
the  station  continuously  since  it  started  in  1954,  have  renewed  for  52  weeks  of  1959. 

These,  and  newer  advertisers,  will  get  even  better  sales  results  in  1959,  as  WGR-TV  continues  to  provide 
better  service  for  more  viewers  in  the  mighty  and  prosperous  market  known  as  the  Niagara  Frontier. 

Two  recent  developments  that  emphasize  WGR-TV's  continuing  leadership  in  Buffalo  are  the  installation 
of  the  first  videotape  equipment  in  the  area  and  the  purchase  of  a  new  tower— 300  feet  taller— 
to  further  extend  its  coverage  in  Western  New  York. 

For  best  results  from  America's  most  powerful  selling  medium,  be  sure  to  call  Peters,  Griffin,  Woodward 
about  availabilities  in  Buffalo. 


NBC  •  CHANNEL  2  •  BUFFALO 


This  is  the 
KWTV  Community! 


Viewers,  from  well 
over  200  Oklahoma 
towns  shown  on  the 
map,  traveled  to  Okla- 
homa City  to  appear 
on  KWTV's  Farm  Pro- 
grams during  1958. 
Proof  of  KWTV's 
r.v •>: »: unity  coverage! 


Community  Coverage 


makes 


OKLAHOMA  CITY 


Oklahoma's  No.  1 
Television  Station 


See  your  PETRYman 


m 

in  Qktofahtt! 


Li.!  .1 .1.1  ■jiJfi. tuUtAiiAtsM 


5P0TS 


TAILOR  MADE 
FOR  NATIONAL 
TELEVISION 
ADVERTISERS! 


CKLW-TV  is  the  one  Detroit  Area  television  station  "ready 
made"  for  the  national  Spot  Advertiser  who  cannot  be  troubled 
by  network  clearances  and  who  needs  prime  time  for  his  mes- 
sage. This,  coupled  with  more  impressions,  more  total  homes, 
more  rating  points  for  the  advertiser's  dollar  makes  channel  9 
the  most  efficient  and  economical  buy  in  the  nation's  fifth  market. 


GUARDIAN  BLDG 
1.1.  Camp.ou,  P,.,id 
Young  Television  Corp 


DETROIT  26,  MICH, 


challenge  to  code  members.  The  latter 
stations  would  be  under  pressure,  he 
cautions,  to  introduce  subliminal  ads  to 
meet  the  competition — "This  presents 
a  number  of  highly  unpleasant  possi- 
bilities for  the  future." 

Dr.  Winick  reasons  that  advertisers 
will  exercise  as  much  control  over  pro- 


Dr.  Winick:  you  get  what  you'll  accept 


gram  content  as  a  network  or  station 
will  permit,  though  multi-sponsorship 
makes  it  harder  for  the  sponsor  to  do 
so.  One  area  he  explores:  The  instances 
of  advertiser  censorship  which  are  never 
revealed  to  the  public. 

His  report  concludes  with  a  treatment 
of  problems  for  the  writer,  the  broad- 
caster (network  and  station)  and  the 
audience. 

Urges  letter  writing  •  The  message 
for  the  tv  audience:  viewers  should 
make  their  thoughts  known  by  writing 
letters.  Or,  so  goes  the  implication,  they 
will  have  little  or  nothing  to  do  with 
types  of  programming  or  content. 

And,  while  tv  regularly  presents  pro- 
portionately more  high-level  content 
than  any  other  mass  media,  the  local 
tv  station  has  the  opportunity  more 
than  anyone  else  in  the  business  to 
employ  new  approaches,  new  themes 
and  use  the  station  as  an  "experimental 
laboratory." 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 
•  WSOC-AM-FM-TV  Charlotte,  N.C.: 
Application  filed  with  FCC  for  sale 
to  Miami  Valley  Broadcasting  Co. 
(WHIO-AM-FM-TV  Dayton,  Ohio)  by 
E.  E.  Jones,  Hunter  Marshall,  R.  S. 
Morris  and  others  for  $5.6  million 
(At  Deadline,  Jan.  26).  The  purchase 
is  to  be  financed  by  $3  million  in  bank 
loans,  $1  million  in  stock  sales  and  a 
possible  $1.7  million  loan  from  Miami 
Valley.  The  WSOC  stations  total  net 
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SUesunan  jbld  9t!  So-  Qan  tyou- 


TAKE  GEORGIA 

The  Easy  Way 

WITH  THE 


MAP  SHOWING  COMPUTED 

as  mm  ano  o.i  mv/m  contouks 

FOP  DAYTIME  OPERATION  OF 
WMAZ.  MACON.  SEOPSIA 


NOW  50,000  WATTS*  REACHING 
366.600*  Homes— 1,406.000*  Customers  with 

$1,785,478,000* 

TO  SPEND  ON  YOUR  PRODUCTS 

Power,  programs,  prestige  and  personalities  all  selling  for  you.  Now,  WMAZ,  always  a  good  buy, 

offers  you  more  than  ever. 


"More  Than 
340,000 
Radio  Homes' 


♦Source— SRDS,  Feb.,  1959 

(within  the  0.5  MV/M 
circle.) 


THE 

BIG 


CBS  WMAZ  040 

50,000  WATTS 

macoh,  esoteiA 


Represented  by 
Avery-Knodel,  Inc. 


★10,000  DA-N 
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LIKE 

GLOm 
\|\[ORKa 


There's  a  high  quality  of  precision  in 
a  timepiece.     The  workings  of  a 
clock  are  geared  to  do  the  job  correctly 
and  efficiently.    And  the  organization 
of  Blackburn  and  Company  is  also  geared 
tt)  do  the  most  efficient  job  correctly, 
in  negotiations,  financing  and  appraisals. 


Blackburn  <S"  Company 


RADIO-TV-NEWSPAPER  BROKERS 


SOUTHERN  OFFICE  WEST  COAST  OFFICE 

Clifford  B.  Marshall  Colin  M.  Selph 

  .                   Stanley  Whitaker  California  Bank  Bldg. 

Joseph  M.  Sitrick        333  N.  Michigan  Avenue     Healey  Building  9441  Wilshire  Blvd. 

Washington  Building            Chicago,  Illinois          Atlanta,  Georgia  Beverly  Hills,  Calif. 

STerling  3-4341               Financial  6-6460          JAckson  5-1576  CRestview  4-2770 


WASHINGTON,  D.  C.  OFFICE    MIDWEST  OFFICE 
James  W.  Blackburn  H.  W.  Cassill 

Jack  V.  Harvey  William  B.  Ryan 


BROADCASTING'S  annual  NAB  golf  tournament  will  be  held,  rain,  snow  or 
shine,  March  15,  Sunday,  at  the  27  hole  Midwest  Country  Club  (above), 
Hinsdale,  111.  To  qualify  for  a  prize  contestant  must  play  9  holes.  Tee-off  time 
10  a.m.   Golf  clubs  available  for  rent.   Sign  up  today. 

MAIL  THIS  RESERVATION  TODAY,  TO: 
BROADCASTING,  1735  DeSales  St.,  N.  W.,  Wash.,  D.  C. 

Name   

Address   

Firm   

I  will  want  a  ride  to  the  club  □ 

March  75  Tee-off  time:  10  a.m. 


worth,  as  of  Dec.  31,  including  an 
earned  surplus  of  $168,428,  was  $1.9 
million. 

WHIO-AM-FM-TV  are  James  M. 
Cox  Stations,  which  also  include  WSB- 
AM-FM-TV  Atlanta,  Ga.,  and  42.5% 
of  WCKT  (TV)  Miami,  Fla.  News- 
papers in  the  Cox  group  are:  Atlanta 
Journal  and  Constitution,  Miami  Daily 
News,  Dayton  News  and  Journal  Her- 
ald and  Springfield  (Ohio)  News  and 
Sun. 

WSOC-TV  is  on  ch.  9  and  is  affili- 
ated primarily  with  NBC-TV.  WSOC 
is  on  1240  kc  with  250  w  and  is  af- 
filiated with  NBC.  WSOC-FM  is  on 
103.5  mc  with  35  kw. 

•  WPEO  Peoria,  111.:  Sold  to  William 
B.  Dolph  and  Herbert  L.  Pettey  by 
Dandy  Broadcasting  Corp.  for  $325.- 
000.  Messrs.  Dolph  and  Pettey  have 
also  purchased  KUDE  Oceanside,  Calif, 
(see  below).  Mr.  Dolph  owns  15% 
of  KJBS  San  Francisco  and  is  president 
and  29%  owner  of  WMT-TV  Cedar 
Rapids,  Iowa.  Mrs.  Pettey  owns  25% 
of  KJBS.  The  sale  was  handled  by 
Blackburn  &  Co.  WPEO  is  on  1020  kc 
with  1  kw,  day. 

•  KUDE  Oceanside,  Calif.:  Sold  to 
Herbert  Pettey  and  William  Dolph  by 
multiple  owners  Walter  Nelskog  and 
Darrell  Anderson  for  $195,000.  Messrs. 
Dolph  and  Pettey  have  also  purchased 
WPEO  Peoria  (for  buyers'  interests, 
see  above).  The  sale  was  handled  by 
Allen  Kander  &  Co.  KUDE  is  on  1320 
kc  with  500  w. 

•  KLOG  Kelso,  Wash.:  Sold  to  James 
D.  Higson,  program  director  KHJ  Los 
Angeles,  who  will  remain  in  that  posi- 
tion, by  KLOG  Inc.  (Mrs.  J.  J.  Flani- 
gan,  whose  husband,  president  of  the 
station,  died  two  months  ago)  for  $60,- 
000.  The  sale  was  handled  by  Wilt 
Gunzendorfer  and  Assoc.  KLOG  is  on 
1490  kc.  with  250  w. 

•  WABM  Houlton,  Me.:  Sold  to  Glenn 
Hilmer  and  Clifford  G.  Kemberling. 
owners  of  WCME  Brunswick,  Me.,  by 
multiple  owners  Horace  Hildreth, 
Henry  Oliver  Rea  and  associates  for 
$49,000  cash.  The  sale  was  handled  by 
Haskell  Bloomberg.  WABM  is  1340  kc 
with  250  w  and  is  affiliated  with  NBC 
and  ABC. 

•  KB  MI  Henderson,  Nev.:  Sold  to 
Maxwell  E.  Richmond  by  multiple 
owners  Frank  Oxarart,  Albert  Zug- 
smith,  John  D.  Feldman  and  Arthur  E. 
Hogan  for  $32,000  cash.  Mr.  Rich- 
mond, Philadelphia  advertising  execu- 
tive, owns  WPGC-AM-FM  Morning 
Side,  Md.,  and  85%  of  WMEX  Boston, 
Mass.  KBMI  is  on  1400  kc  with  250  w. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
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To  sell  Indiana, 
you  need  both 
the  2nd  and  3rd 
ranking  markets. 

NOW 
ONE  BUY 

delivers  both  — 


YOU  NEED  TWIN  BILLING 
in  Indiana ! 


Now,  a  new,  two-station  TV  buy  blankets  both  the 
South  Bend-Elkhart  and  Fort  Wayne  markets,  plus 
healthy  chunks  of  Southern  Michigan  and  Western 
Ohio.  Over  1.6  million  population  — $2.8  billion  Effec- 
tive Buying  Income.  Alert  buyers  are  covering  these 
rich  markets  in  combination— and  saving  10% !  They're 
buying  them  right  along  with  Indianapolis — thus  cov- 
ering all  the  best  of  Indiana  from  within — with  just 
two  buys! 


see  your 


H-R  man  soon  ! 


***** 


SOUTH    BEND    \D  ELKHART  '^^^^^^^^^^J  FORT     WAYNE     ZJ  ^^^^^AmmmmJ 


up  to  our 
rafters  in  movies! 

Looking  for  top  film  packages  for 
the  Oregon  market?  KPTV  has 
them!  2,426  features  in  all — run- 
ning in  peak-rated  evening  peri- 
ods. Just  another  reason  why 
KPTV  is  your  best  buy  station  in 
Portland.  Call  your  Katz  man 
today! 

Check  over  this  list: 

Paramount 
RKO 

Dream  Package 

Critics  Award  Package  (#1  &  2) 

21  Package 

Princess 

Enterprise 

Fox  52 

Galaxy  20 

Anniversary 

United  Artist 

Selznick  Features 

Shock 

Son  of  Shock 
RKO  Showcase 
Triple  Crown 

Warner  Bros.  (#7  through  13) 
Columbia  Misc. 


ortland,  Oregon 


channel 


Oregon's  FIRST  Television  Station 
Represented  by  the 
Katz  Agency,  Inc. 


the  FCC  last  week  (also  see  For  The 
Record,  page  94): 

•  WORL  Boston,  Mass.:  Sold  to  WORL 
Broadcasting  Corp.  (Paul  F.  Harron, 
president,  WKTV  Utica  and  WKAL 
Rome,  both  New  York)  by  Frederick 
W.  Roche  and  others  for  $469,040. 
WORL  is  on  950  kc  with  5  kw,  day. 

•  WRAW  Reading,  Pa.:  Sold  to 
WRAW  Inc.  (R.  S.  Reider,  president) 
by  John  F.  and  J.  Hale  Steinman  for 
$290,000.  WRAW  is  on  1340  kc  with 
250  w  and  is  affiilated  with  NBC. 

Stereo  study  prepared 
by  national  committee 

The  National  Stereophonic  Radio 
Committee  (Broadcasting,  Feb.  9)  held 
its  first  formal  meeting  Feb.  12  at  the 
Institute  of  Radio  Engineers,  New 
York.  It  made  preparations  for  the 
technical  study  of  stereophonic  radio 
broadcasting  methods  by  am,  fm  and  tv 
stations.  The  findings  of  this  multiple 
systems  study  project  will  be  submitted 
to  the  FCC. 

The  appointment  of  additional  panel 
vice  chairmen  was  announced  at  the 
meeting:  Panel  1,  Systems  Specifica- 
tions— W.T.  Winteringham  of  Bell  Tele- 
phone Labs.  Panel  4,  Broadcast 
Receivers — F.B.  Williams  of  Motorola 
Inc.  Panel  6,  Objective  Aspect — Dr. 
M.R.  Schroeder  of  Bell  Telephone  Labs. 

Good  night,  good  luck 
for  one  year — Murrow 

Edward  R.  Murrow  will  be  absent 
from  the  CBS  scene  for  one  year  be- 
ginning July  1,  1959. 

Announcement  came  last  Monday 
(Feb.  16)  that  the  50-year-old  news 
commentator,  with  the  network  nearly 
a  quarter  of  a  century,  had  requested, 
and  been  granted  by  CBS  President 
Frank  Stanton^  a  year's  leave  of  ab- 
sence as  provided  for  in  his  contract. 
In  his  letter  to  Dr.  Stanton,  Mr.  Mur- 
row expressed  the  need  for  a  chance 
to  travel,  listen,  read  and  learn — free 
of  deadlines. 

The  move  raised  questions  among 
some  as  to  possible  unannounced  moti- 
vations. New  York  Times'  Jack  Gould 
wrote,  "Mr.  Murrow's  step  comes  as 
a  climax  to  increasingly  strained  rela- 
tions between  him  and  officials  of  CBS. 
In  part  it  also  reflects  his  concern  over 
what  he  feels  is  television's  inadequate 
coverage  of  grave  world  problems." 
Other  news  reports  echoed  these  senti- 
ments. 

Given  opportunity  to  reply  to  such 
surmises  in  a  filmed  interview  (shown 
on  WCBS-TV  New  York,  Feb.  17)  Mr. 
Murrow  called  them  "completely  un- 
true." He  said  he  would  be  back  in 


1960.  Asked  the  time  span  of  his  con- 
tract, he  smiled  and  said,  "It  is  a  long- 
term  contract." 

Arthur  Godfrey  will  be  the  Person 
to  Person  host  when  the  celebrity  home 
tv  interview  show  (Friday,  10:30-1 1 
p.m.  EST)  returns  next  October  from 
its  summer  hiatus.  Mr.  Murrow's  nightly 
radio  newscast  and  commentary  (Mon.- 
Fri.,  7:45  p.m.  EST),  which  he  is  also 
leaving  behind,  is  expected  to  be  ab- 
sorbed in  an  expanded  format,  cov- 
ering 7:45-8:15  p.m.  He  and  Fred 
Friendly  will  continue  to  produce 
Small  World,  the  Sunday  afternoon 
filmed  international  conversation  series, 
with  Mr.  Murrow  at  times  acting  as 
moderator. 

RAB  media  study 

A  RAB  study  released  last  week  in- 
dicates that  radio  stations  in  metro- 
politan areas  outstrip  newspapers  in 
"percent  of  homes  reached"  in  both 
"city  zones"  and  in  "retail  trading 
zones." 

Titled  "Newspaper  Drop  Off,"  the 
study  reveals  a  "substantial  radio  su- 
periority in  reaching  retail  trading  zone 
families"  (suburban  areas)  as  well  as 
city  families.  The  research  was  made 
on  an  individual  newspaper  versus  indi- 
vidual radio  station  in  five  cities  (Los 
Angeles,  Boston,  Chicago,  Buffalo  and 
Detroit). 

The  study  shows  that  18  of  19  news- 
papers failed  to  equal  their  city  zone 
coverage  in  the  retail  trading  zone, 
while  up  to  four  radio  stations  in  each 
market  exceeded  their  city  zone  pene- 
tration in  the  retail  trading  zone.  The 
study  also  reveals  that  16  out  of  the  19 
newspapers  were  topped  inside  the  city 
zone  by  one  or  more  radio  stations  on 
an  average  weekday. 

Jefferson  relay  system 

WBTV  (TV)  Charlotte,  N.C.,  and 
WBTW  (TV)  Florence,  S.C,  inaugu- 
rated a  $140,000  microwave  relay  sys- 
tem Feb.  16  with  two  educational  pro- 
grams. The  classes  are  originated  at 
WBTV  and  relayed  to  WBTW  each 
weekday  morning.  The  stations,  owned 
by  Jefferson  Standard  Broadcasting  Co., 
also  use  the  microwave  relay  system  for 
two-state  news  coverage. 

Buys  Mid-America 

Ralph  E.  Meader  of  Mid-America 
Spot  Sales  (station  representative), 
Kansas  City,  has  bought  out  a  partner 
in  the  company,  N.  E.  Paton  Jr.  Mr. 
Meader  is  managing  Mid-America  as 
of  Feb.  11.  Mr.  Paton  is  devoting  his 
time  to  his  own  public  relations  com- 
pany in  Kansas  City. 
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xSz6  FEET 

'hove  ground 


MAXIMUM  POWER 


TALLEST 

TV  TOWER 

The  TOWERING  PRIDE  of  South  Carolina 

.More  than  a  quarter  of  a  mile  in  the  sky 
over  South  Carolina,  this  tower  has  doubled 
previous  coverage.  From  Columbia,  the  cap- 
ital city,  WIS-TV  serves  more  of  South  Caro- 
lina, by  far,  than  any  other  television  station 
.  .  .  plus  coverage  in  adjoining  slates. 

The  MAJOR  SELLING  FORCE  in  South  Carolina 

WIS-  T V  Channel  10 
Columbia 
South  Carolina 

A  station  of  the  Broadcasting  Co-mpany  of  th-e  South 

G.  Richard  .Shafto,  Exec.  Vke-Pres. 

Charles  A.  Batson,  Managing  Dir. 

Law  Epps,  Sales  Manager 

represented  nationally  by 
Peters,  Griffin,  Woodward,  Inc. 


Darker  tinted  crescent  area  show  increased 
coverage  from  new  tower,  based  on  predicted 
contours  drawn  by  the  engineering  firm  of 
Lohnes  and  Culver,  Washington,  D.  C. 


This  tower  designed,  fabricated  and  erected  by 


KLINE 


IRON  &  STEEL  CO. 


THE 


TOWER  PEOPLE 


1225-35  HUGER  STREET,  COLUMBIA,  S.  C. 
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That  when  John  H.  Gregory  dis- 
covered the  first  gold  lode  in 
Gilpin  County,  Colorado  in  1  859 
...  the  population  of  Denver  was 
4,726  . . . 

AND  IT'S  K  FACT 

That  in  1959  the  population  of  the 
Denver  TV  coverage  area  served 
by  Channel  9  is  1,479,500  people 
who  have  a  spendable  income  of 
$2,803,077,000 .  . . 


fP**  MORE  FACTS 


Fact:  One  day  spot  saturation 
on  Channel  9  for  Denver  Car 
Dealer  results  in  42  new  car 
sales  in  one  day  ...  a  new 
record! 

Fact:  When  Channel  9  TV  per-  < 
sonalities  promoted  kids  < 
theatre  party  .  .  .  outpulled  ^ 
competition's  identical  pro- 
motion .  .  .  same  day,  same 
time  .  . .  two  to  one! 

SO  FACTS  ON  FACTS 

The  best  buy  in  Denver  is  . . . 


KBTV 


CHANNEL 

THE  FAMILY  STATION 


Q 


Join  the"Rush  To  The  Rockies' 
come  to  Colorado  in  '59 


NAB  WIDENS  CHICAGO  SLATE 

Fm  session,  labor  clinic  added  March  16 


NAB  has  announced  the  revamping 
of  Chicago  convention  plans  (March 
15-19)  to  provide  a  full  morning  of  pro- 
gramming on  the  opening  meeting  day, 
March  16  (Closed  Circuit,  Feb.  2). 

Robert  W.  Sarnoff,  NBC  board  chair- 
man, will  deliver  the  keynote  address  of 
the  convention  at  11  a.m.,  March  16 
(Monday)  instead  of  at  the  luncheon, 
originally  slated  to  open  the  meeting 
formally.  Mr.  Sarnoff  will  receive  the 
association's  Keynote  Award  for  dis- 
tinguished service. 

Two  morning  meetings  will  precede 
Mr.  Sarnoff's  keynote  address.  A  labor 
clinic  and  a  concurrent  fm  session  will 
begin  at  9  a.m.  and  end  at  10:45  a.m. 
The  labor  session  will  be  confined  to 
management-ownership  delegates. 

A  panel  of  labor  relations  specialists 
and  broadcasters  will  lead  the  labor  dis- 
cussion, with  Charles  H.  Tower,  NAB 
broadcast  personnel-economics  man- 
ager, as  moderator.  Members  of  the 
panel  will  be  G.  Maynard  Smith,  labor 
relations  attorney;  William  Fitts,  CBS 
vice  president  in  charge  of  industrial 
relations,  and  Ward  Quaal,  vice  presi- 
dent-general manager  of  WGN-AM-TV 
Chicago  and  chairman  of  the  NAB  La- 
bor Relations  Committee.  Topics  in- 
clude strikes  in  broadcasting,  techno- 
logical change,  problems  of  union  or- 
ganizing and  labor  legislation. 

An  fm  program  is  being  drawn  up 
under  direction  of  John  F.  Meagher, 
NAB  radio  vice  president.  Interest  in 
fm  is  running  high  as  the  medium  shows 


Next  champion 

A  new  giant  among  tv  towers 
is  on  the  verge  of  being  built, 
following  FCC  approval  to 
WGAN-TV  Portland,  Maine,  for 
construction  of  a  1,619-ft.  above 
ground  antenna.  For  the  last  sev- 
eral years  the  1,610-ft.  KSWS-TV 
Roswell,  N.M.,  antenna  ranked  as 
tallest.  The  $250,000  WGAN-TV 
tower  is  being  built  at  Raymond, 
Me.,  20  miles  northwest  of  Port- 
land and  should  provide  a  depend- 
able picture  within  a  radius  of  75 
miles.  Construction  is  due  to  be- 
gin this  spring,  with  completion 
scheduled  for  the  fall.  The  an- 
tenna will  be  an  RCA,  18-gain 
traveling  wave  array.  FCC  grant 
of  WGAN-TV's  application  makes 
18  tv  towers  over  1,000-ft.  above 
ground  and  leaves  14  such  appli- 
cations pending  FCC  action. 


an  upward  turn  in  agency-advertising  in- 
terest (Broadcasting,  Feb.  9). 

Lt.   Gen.  Arthur  Gilbert  Trudeau. 


Gen.  Trudeau  is  speaker 

U.S.  Army  Chief  of  Research  &  Devel- 
opment, will  address  the  March  18 
luncheon,  final  day  of  the  convention. 
NAB  engineering  delegates,  who  are 
holding  their  own  technical  meetings, 
will  participate  in  the  three  convention 
luncheons.  NAB  President  Harold  E. 
Fellows  will  be  featured  speaker  at  the 
Monday  luncheon.  FCC  Chairman  John 
C.  Doerfer  will  speak  at  the  Tuesday 
luncheon  and  participate  in  the  annual 
FCC  roundtable  session  on  Wednesday 


Broadcasting  museum 

Creation  of  a  "truly  national  shrine 
of  broadcasting"  in  Washington  was 
favored  Tuesday  (Feb.  17)  by  an  ad- 
visory committee  of  broadcasters  meet- 
ing under  NAB  auspices.  The  group  will 
draw  up  preliminary  plans  to  incorpo- 
rate a  non-profit  National  Museum  of 
Broadcasting. 

John  F.  Patt,  WJR  Detroit,  commit- 
tee chairman,  said  the  group  will  con- 
tact museum  experts  and  specialists  in 
other  fields.  Seed-money  contributions 
are  being  accepted  for  preliminary  ex- 
penses, though  a  major  share  of  funds 
necessary  to  conduct  a  study  has  been 
pledged.  Committee  members  at  the 
Feb.  17  meeting,  besides  Mr.  Patt,  were 
Merrill  Lindsay,  WSOY  Decatur,  111.. 
and  Fred  Weber,  WSTV  Steubenville. 
Ohio. 
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WTVJ  IS  AGAIN  PROVED 


THE  DOMINANT  TV 
STATION  IN  FABULOUS 
SOUTH  FLORIDA 

51.6%  SHARE  OF 
AUDIENCE  IN  MIAMI'S 
3 -STATION  MARKET 

Sign -On  to  Sign -Off,  NSI  December  1958 

We  are  proud  of  the  fact  that  more  adver- 
tisers are  selling  their  products  over  WTVJ 
than  at  any  time  in  our  ten  year  history— 
that  these  advertisers  want  to  buy  the  only 
station  delivering  unduplicated  network  pro- 
gramming to  the  entire  South  Florida  audience. 

Booming  South  Florida  .  .  .  with  1,500,000 
persons  spending  over  $2,000,000,000  in  retail 
sales ...  is  a  must-buy  market  on  most  adver- 
tising schedules.  MIAMI'S  TV  STATIONS 
COVER  IT  BEST!  By  any  yardstick  — 
cost-per-thousand,  homes  reached,  depth  of 
penetration  —  for  action  at  the  point  of  sale, 
consider  TELEVISION  FIRST.  In  South 
Florida,  TV  is  the  dominant  medium  and 
WTVJ  is  the  dominant  station. 


Represented  Nationally  by:    Peters,  Griffin,  Woodward,  Inc. 
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GUTERMA'S  TANGLES  THICKEN 

Mutual,  Guild,  Roach  add  to  involvements 


There's  a  job  open  at  Mutual — the 
president's. 

Alexander  Guterma,  who  held  that 
distinction  among  a  number  of  corpo- 
rate posts  in  the  complicated  F.L.  Jacobs 
structure  (Broadcasting,  Feb.  16),  was 
drummed  out  of  the  job  and  Hal  Roach 
Jr.,  president  of  Hal  Roach  Studios  and 
board  chairman  of  Mutual,  said  he  per- 
sonally bought  Mr.  Guterma's  interests 
and  assumed  control  of  the  company. 

On  Friday,  Feb.  13,  the  Jacobs  board 
accepted  Mr.  Guterma's  resignation  and 
elected  Mr.  Roach  to  succeed  him.  This 
action  was  not  announced  until  Sunday, 
Feb.  15. 

Between  the  action  and  the  announce- 
ment Mr.  Guterma  had  been  arrested 
by  the  U.S.  District  Attorney  on  crim- 
inal charges  relating  to  civil  actions  that 
had  been  instituted  by  the  Securities 
&  Exchange  Commission.  The  sudden 
arrest  was  attributed  to  SEC  charges 
that  Mr.  Guterma  and  an  associate, 
Robert  Eveleigh,  were  preparing  to 
skip  the  country  on  a  flight  to  Ankara, 
Turkey.  Messrs.  Guterma  and  Eveleigh 
surrendered  on  a  warrant  Saturday,  Feb. 
14. 

Wednesday,  Feb.  18,  the  SEC  filed 
two  additional  affidavits  with  the  federal 
court  in  New  York  supporting  its  orig- 
inal civil  motions.  The  new  documents 
charged  (1)  that  Comficor,  a  company 
the  SEC  feels  operates  principally  out 
of  Mr.  Guterma's  pocket,  had  siphoned 
off  up  to  $2.2  million  in  assets  of  the 
Jacobs  company,  and  (2)  related  the 
difficulties  of  Ernst  &  Ernst,  Jacobs' 
auditors,  in  securing  from  Jacobs  the 
papers  necessary  to  audit  the  books. 

The  next  day,  Thursday,  Feb.  19, 
Judge  Sidney  Sugarman  postponed  un- 
til Saturday,  Feb.  21,  a  hearing  on  a 
SEC  petition  for  an  injunction  against 
trading  in  Jacobs  stocks  and  for  an 
order  forcing  Jacobs  to  submit  to  the 
SEC  financial  reports  that  are  over- 
due. 

Who  Owns  Network?  •  The  question 
"Who  owns  Mutual?"  is  still  unan- 
swered. 

On  the  surface  the  answer  comes  back 
"Scranton  Corp.  and  Hal  Roach  Stu- 
dios." Until  Broadcasting's  disclosure 
Feb.  16  that  Scranton  Corp.  participated 
in  this  ownership  the  answer  was  in- 
variably "Hal  Roach  Studios."  Last  week 
the  answer  more  often  was  "Scranton 
Corp." 

The  SEC  does  not  consider  the  an- 
swer that  simple.  In  fact,  the  SEC  is  not 
prepared  to  admit  even  that  Scranton  is 
now  an  affiliate  of  F.L.  Jacobs,  this 
based  on  the  contention  that  a  consider- 


able number  of  Scranton  shares  have 
not  been  located  either  by  the  SEC 
or  by  independent  auditors,  and  that 
another  number  of  shares  which  have 
been  located  were  found  to  be  secured 
as  collateral  for  various  loans. 

At  the  time  of  Mutual's  acquisition, 
allegedly  by  HaJ  Roach,  the  Roach 
company  was  itself  assertedly  a  sub- 
sidiary of  Scranton.  At  the  time  Scran- 
ton acquired  Roach,  the  price  was  an- 
nounced as  $15.5  million. 

Mr.  Roach  admitted  in  a  news  con- 
ference last  week  that  the  $15.5  million 
cited  as  the  purchase  price  of  Hal  Roach 
Studios  by  Scranton  was  only  a  "Holly- 
wood dignity"  figure.  The  35,000 
shares  he  received  were  worth  $507,500 
at  the  day's  (May  15)  market  price,  al- 
though Mr.  Roach  said  the  book  value 
was  higher. 

$3  Million  for  Distribution  •  Mr. 
Roach  and  Guild  Films  also  announced 
last  week  an  agreement  which  they  say 
calls  for  $3  million  worth  of  the  stu- 
dio's product  going  to  Guild  in  return 
for  availability  of  the  latter's  national 
sales,  distribution  and  promotion  facili- 
ties. 

According  to  the  announcement,  a 
long-term  alliance  was  established  un- 
der which  the  Roach  studios  will  pro- 
duce syndication  films  plus  pilots.  These 
are  being  readied  for  Guild  for  network 
exposure.  Mr.  Roach  is  to  be  "produc- 
tion consultant  for  all  future  films 
planned  by  Guild  for  syndication  and 
national  sales." 


The  property  acquired  by  Guild  in- 
cludes The  Veil  series  starring  Boris 
Karloff  and  valued  at  $1.5  million;  98 
Racket  Squad  episodes;  39  Code  3;  39 
Passport  to  Danger,  and  79  Telephone 
Time  programs  (network  reruns). 

As  part  of  the  deal  a  Roach  subsidi- 
ary, W-R  Corp.,  gets  14%  of  Guild. 
This  is  accounted  for  by  400,000  shares 
of  Guild.  In  addition  Guild  is  to  pay 
$700,000  plus  an  agreement  to  pay 
Reldan  Trading  (a  company  which  holds 
shares  in  F.L.  Jacobs  as  collateral  on 
a  loan  of  $250,000  or  more  to  Mr. 
Guterma),  the  balance  of  a  debt  not  to 
exceed  $784,776.  Guild  was  also  to 
give  49,467  shares  to  Silver  Co.  as  pay- 
ment of  a  $129,850  debt.  Both  Reldan 
and  the  Silver  Co.  are  creditors  of 
F.L.  Jacobs. 

In  an  affidavit  filed  late  Thursday  the 
SEC  said  that  G.L.  Culpepper,  a  Guter- 
ma associate,  gave  to  Savard  &  Hart,  a 
brokerage  firm,  100,000  shares  of  Guild 
Films  stock  held  by  Jacobs. 

Guild  was  mentioned  again  in  an 
affidavit  filed  in  court  Thursday  relating 
that  UFITEC,  the  Swiss  trust  which  had 
lent  money  to  Mr.  Guterma,  said  on 
Dec.  5  that  it  was  considering  bank- 
ruptcy proceedings  against  Guild  notes. 
The  notes  were  not  explained  further. 

CBS-TV  meeting  set 
March  14-16  Chicago 

The  annual  general  conference  of 
CBS-TV  Affiliates  Assn.  is  to  be  held 
March  14-15  in  Chicago  at  the  WBBM- 
TV  studios.  During  the  two-day  session, 
key  executives  of  the  network  and  CBS 
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Self-sufficient  giant  •  WXLW  Indianapolis  has  christened  "Traveler,"  its 
45-ft.  mobile  station. 


The  unit,  pictured  above  with  its  towing  truck,  carries  an  8xl9-ft.  studio, 
an  8xl0-ft.  control  room,  an  8xl0-ft.  lounge,  a  bath  and  a  workshop. 

Traveler  can  broadcast  under  its  own  power  within  30-40  miles  of  In- 
dianapolis while  stationary  or  in  motion.  For  greater  distances  the  unit 
connects  with  telephone  lines. 

Other  features  include  a  showcase  for  sponsors'  products,  a  6x8-ft.  roof 
deck,  250  gallons  of  water,  air  conditioning,  turntables  and  tape  recorders. 
A  10  kw  gasoline  generator  in  the  truck  supplies  the  unit's  power. 

WXLW  will  let  the  police  or  civil  defense  office  use  Traveler  in  emer- 
gencies. 
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announces... 


SOUND 
TAPE 


for  broadcast  recording  applications ! 

On  splice-free  Mylar*  or  acetate  bases,  RCA  Sound  Tape  is  a  premium  quality  product 
designed  for  critical  broadcast  recording  applications.  Famous  RCA  dependability 
provides  freedom  from  worry  over  drop-outs,  distortion,  and  the  loss  of  air  time.  Dimethyl  silicone, 
a  built-in  dry  lubricant,  reduces  friction  and  head  wear  for  the  life  of  the  tape. 

For  ability  to  record  full  frequency  response ...  for  complete  dependability ...  for  broadcast 
recording  applications,  RCA  Sound  Tape  is  the  name  to  remember. 

You  can  order  RCA  Sound  Tape  from  your  Authorized  RCA  Electron  Tube  Distributor. 
Call  him  today. 


DuPont  Reg.  TM 


RADIO  CORPORATION  OF  AMERICA 


Electron  Tube  Division 


Harrison,  N.  J. 


IN  RICH 
MONROE  MARKET 


As  reported  in  ARB,  Dec 


From  Sign  On  To 
Sign  Off  7  Days  A  Week 

KNOE-TV 

Has 

79.4% 


Average  Share  Of 

Audience 

JUST  LOOK  AT  THIS 
MARKET  DATA! 


Population 
Households 
Consumer  Spend- 


able Income 
Food  Sales 
Drug  Sales 
Automotive 
Sales 
General 
Merchandise 
Total  Retail 
Sales 


$1 


$1 


1,520,100 
423,600 

,761,169,000 
300,486,000 
40,355,000 

299,539,000 

148,789,000 

,286,255,000 


And  you  get  more  impact  and 
circulation  per  dollar  in  radio  on 

WNOE-Radio*  570°6°0£actts 

New  Orleans 

KNOE-Radio  5'S0wkcs 

Monroe 

Edd   Routt,    Vice   Pres.  & 


* Survey    proven  No. 


KNOE-TV 

CHANNEL  8  MONROE,LA. 

CBS  •  ABC  •  NBC 

A  James  A.  Noe  Station 

NOE  ENTERPRISES,  INC. 
James  A.  Noe,  Jr. — President 
Paul  H.  Goldman — Executive 
Vice  President  &  General  Manager 
Represented  by  HR  Television,  Inc. 


Inc.  will  present  progress  reports  and 
outline  the  future  plans  of  their  various 
operations.  A  banquet  and  a  program 
of  entertainment  will  be  held  the  eve- 
ning of  March  14  in  the  Drake  Hotel. 

Sigma  Delta  Chi 
committees  appointed 

Chairmen  and  members  of  12  na- 
tional committees  to  administer  Sigma 
Delta  Chi  activities  for  1959  have 
been  announced  by  James  A.  Byron, 
news  director  of  WBAP-AM-FM  Fort 
Worth  and  national  president  of  the 
professional  journalistic  fraternity. 

Committees  and  their  respective 
chairmen: 

Advancement  of  Freedom  of  Infor- 
mation— V.  M.  Newton  Jr.,  managing 
editor,  Tampa  (Fla.)  Morning  Tribune; 
Fellows  Nominating — Robert  J.  Cavag- 
naro,  general  executive,  Associated 
Press,  San  Francisco;  50th  Anniversary 
Observance  (Television  Program) — Sol 
Taishoff,  editor-publisher,  Broadcast- 
ing; Historic  Sites  Nominating — Ed 
Emery,  U.  of  Minnesota,  Minneapolis. 

Honor  Awards  —  Mason  Rossiter 
Smith,  editor-publisher,  Tribune-Press, 
Gouverneur,  N.Y.;  International  Ex- 
pansion— Erwin  Boll,  German  Consu- 
late, Chicago;  Professional  Chapter  Pro- 
gram— Ralph  Renick,  vice  president- 
news  director,  WTVJ  (TV)  Miami,  Fla.; 
Public  Relations — James  Brooks,  pub- 
lic relations  manager,  Ekco  Products 
Co.,  Chicago;  Research — Robert  L. 
Jones,  director,  U.  of  Minnesota  School 
of  Journalism;  Ritual  Revision — Erie  F. 
Ross,  Penton  Publishing  Co.,  Chicago; 
Undergraduate  Chapter  Program  — 
Maynard  Hicks,  associate  professor  of 
journalism,  Washington  State  College, 
Pullman,  Wash.,  and  Ways  &  Means — 
Robert  M.  White  II,  co-editor  Mexico 
(Mo.)  Ledger.  Victor  E.  Bluedorn,  SDX 
executive  director,  was  named  historian. 

Mr.  Taishoff  was  named  to  the  Fel- 
lows Nominating  as  well  as  50th  An- 
niversary Observance  Committees. 

Other  appointments  allied  with  broad- 
casting were:  Theodore  Koop,  news- 
public  affairs  director,  CBS  Washington. 
D.C.,  and  Sam  Saran,  NBC  Chicago — 
Advancement  of  Freedom  of  Informa- 
tion; Leonard  H.  Goldenson,  president, 
American  Broadcasting-Paramount  The- 
atres Inc.,  William  Ray,  news  director. 
NBC  Chicago,  and  Mr.  Koop  (50th  An- 
niversary Observance,  Television  Pro- 
gram group);  Farrell  C.  Strawn,  KCMO 
Kansas  City,  (Professional  Chapter  Pro- 
gram); Ben  Caine,  KDEF  Albuquerque, 
N.M.  (New  Mexico  state  chairman): 
David  Von  Sothen,  NBC  (Washington, 
D.C.,  chairman),  and  Howard  L.  Kany, 
CBS  Newsfilms  (New  York  state  chair- 
man). 

Eugene  S.  Pulliam,  managing  editor, 


Political  coach 

Oklahoma  Governor  J.  Howard 
Edmondson  took  a  leaf  from  the 
book  of  the  football  coach  who 
watches  games  on  a  tv  monitor, 
Feb.  11  and  18.  These  were  the 
days  that  debates  to  repeal  pro- 
hibition in  Oklahoma  were  tele- 
cast live  by  WKY-TV  Oklahoma 
City  from  the  state's  Senate  and 
House  of  Representatives,  re- 
spectively. 

Mr.  Edmondson,  who  attrib- 
utes being  elected  governor  to  his 
tv  campaign  (Broadcasting,  July 
28),  telephoned  suggestions  to  the 
debaters  as  the  discussions  pro- 
gressed. 

WKY-TV's  coverage,  which 
also  was  picked  up  by  KVOO-TV 
Tulsa,  meant  the  pre-emption  of 
programming  from  1:30  to  6:30 
p.m.  Feb.  11;  and  from  1:30- 
6:30  p.m.  and  7:30-8:10  p.m. 
Feb.  18. 
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Indianapolis  (Ind.)  News  (WIRE  In- 
dianapolis) ,  was  named  chairman  of  the 
National  Convention  Committee.  Three 
undergraduate  representatives  were  ap- 
pointed to  the  SDX  executive  council. 

Sa ricks  sells  catv 

A  group  of  Dallas  investors,  other- 
wise unidentified,  has  bought  the  three 
community  antenna  television  systems 
in  Pennsylvania  and  New  York  State 
owned  by  Joseph  Saricks,  a  director  of 
National  Community  Television  Assn. 
NCTA,  which  made  the  announcement, 
said  the  catv  sale  is  the  largest  such 
transaction  in  recent  years  and  includes 
Olean  Tv  Co.,  Olean,  NY.;  Bradford 
Tv  Cable  Co.,  Bradford,  Pa.,  and  Clear- 
field Tv  Co.,  Clearfield  Pa.,  representing 
a  total  of  7,500  subscribers.  Daniels  & 
Assoc.,  Denver,  handled  the  sale,  the 
amount  of  which  was  not  revealed.  The 
three  systems  have  been  incorporated 
under  the  name  of  PenNy  T.V.  Inc.  and 
Mr.  Saricks  will  remain  as  executive  of- 
ficer. 

N.Y.  group  acts 

A  sponsoring  committee  of  the  Met- 
ropolitan Educational  Television  Assn. 
was  formed  last  week  to  undertake  a 
campaign  aimed  at  securing  a  full-time 
educational  tv  outlet  in  New  York  City. 
Dr.  Alan  Willard  Brown,  president  of 
META,  said  more  than  100  well-known 
New  Yorkers  have  joined  the  committee 
to  date  and  will  help  formulate  and 
implement  plans  to  alert  New  Yorkers 
to  the  necessity  of  establishing  an  edu- 
cational tv  station  there. 
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WEATHER  SHOW  RATINGS  GO  UP 

with  Collins  Weather  Radar 


Collins  Weather  Radar  takes  advantage 
of  TV's  unique  attraction.  Watching 
things  happen  while  they  happen.  The 
fascination  of  seeing  the  weather  is  a 
sure-fire  audience  puller. 

Collins  Weather  Radar  is  simple  to 
install.  Your  own  engineers  can  do  it 
with  technical  help  from  Collins  if  they 
need  it.  The  antenna  is  mounted  on  the 
roof  and  connected  to  receiver-trans- 
mitter and  synchronizer  units  in  the 


building.  An  indicator  is  rigged  in  a 
shadow  box  for  camera  close-ups.  Ace- 
tate maps  of  your  local  area  are  placed 
over  the  indicator  to  pinpoint  weather 
activity  with  respect  to  geographical 
location. 

Be  the  first  in  your  market  with  Collins 
Weather  Radar  and  watch  your  ratings 
climb.  For  complete  information  call 
or  write  your  nearest  Collins  Broadcast 
Sales  office. 


COLLINS  RADIO  COMPANY,  315  2nd  Avenue  S.  E.,  CEDAR  RAPIDS,  IOWA  •  1930  Hi-Line  Drive,  DALLAS,  TEXAS  •  1510  Verdugo  Avenue,  BURBANK, 
CALIFORNIA  •  261  Madison  Avenue,  NEW  YORK  16,  NEW  YORK  •  715  Ring  Building,  WASHINGTON,  D.  C.  •  1318  Fourth  Avenue,  SEATTLE,  WASHINGTON 
P.  O.  Box  547,  GATLINBURG,  TENNESSEE  •  2804  Dodson  Drive,  EAST  POINT  (Atlanta),  GEORGIA  •  4403  W.  77th  Terrace,  KANSAS  CITY  15,  MISSOURI 
205  E.  Third  Avenue,  SAN  MATEO,  CALIFORNIA  •  4834  Forest  Avenue,  FORT  WAYNE,  INDIANA  •  4471  N.  W.,  36th  Street,  MIAMI  48,  FLORIDA 
COLLINS  RADIO  COMPANY  OF  CANADA,  LTD.,   11   Bermondsey  Road,  TORONTO  16,  ONTARIO,  CANADA. 
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46  state  presidents 
meet  in  D.C.  Tuesday 

NAB's  fourth  annual  rally  of  state 
association  presidents  will  be  held  Tues- 
day-Wednesday (Feb.  24-25)  in  Wash- 
ington. The  46  presidents  will  take  part 
Wednesday  in  the  annual  Voice  of  De- 
mocracy awards  luncheon. 

FCC  Comr.  Robert  E.  Lee  will  brief 
the  presidents  on  the  latest  develop- 
ments in  the  FCC's  Conelrad  project 
and  plans  for  broadcasters  to  maintain 
emergency  communications  on  national, 
state  and  local  levels.  He  will  speak 
Tuesday  morning. 

Conference  sessions  will  be  held  at 
the  Shoreham  Hotel,  with  the  Wednes- 
day VOD  luncheon  at  the  Statler  Hilton. 

Howard  H.  Bell,  NAB  assistant  to  the 
president  for  joint  affairs,  will  open  the 
conference  Tuesday.  NAB  staff  mem- 
bers will  discuss  the  current  industry 
scene.  Taking  part  will  be  John  F. 
Meagher,  radio  vice  president;  Thad  H. 
Brown  Jr.,  tv  vice  president;  Vincent  T. 
Wasilewski,  government  relations  man- 
ager, and  Donald  N.  Martin,  public 
relations  assistant  to  the  president.  W. 
Earl  Dougherty,  KXEO  Mexico,  Mo., 
vice  president  of  Assn.  for  Professional 
Broadcasting  Education,  will  speak  on 
relations  between  broadcasters  and  edu- 
cators. 

NAB  President  Harold  E.  Fellows 
will  be  Tuesday  luncheon  speaker.  Rob- 
ert D.  Swezey,  WDSU-AM-TV  New 
Orleans,  chairman  of  the  NAB  Freedom 
of  Information  Committee,  will  speak  in 
the  afternoon  on  the  topic,  "A  Time  for 
Action."  Stateside  reports  will  be  given 
by  Pat  Murphy,  KCRC  Enid,  Okla.; 
John  E.  Bell,  WCMA  Corinth,  Miss.; 
Gene  Shumate,  KRXK  Rexburg,  Idaho; 
Joseph  M.  Higgins,  WTHI  Terre  Haute, 
Ind.,  and  F.  C.  Sowell,  WLAC  Nash- 
ville. Mr.  Fellows  will  moderate  a 
Wednesday  morning  roundtable. 

Minister  goes  to  court 
in  D.C.  telecast  tiff 

WTTG  (TV)  Washintgon,  D.C,  was 
slapped  with  a  $50,000  breach  of  con- 
tract suit  last  week,  only  days  after 
the  station's  manager  had  stated  that 
"I'm  turning  my  other  cheek"  in  a 
dispute  with  a  local  minister  over  the 
programming  time  for  his  purchased 
religious  show. 

The  Rev.  Joseph  H.  Uhrig,  president 
of  Hand  to  Heaven  Evangelistic  Assn., 
charged  the  station  with  various  con- 
tract violations,  including  cutting  his 
Sunday  afternoon  half-hour  purchased 
tv  program  off  the  air  on  Feb.  15  as  the 
clergyman  began  criticizing  the  WTTG 
management.  The  Hand  to  Heaven  pro- 
gram has  been  on  WTTG  since  1952, 
seen  most  recently  at  1:30  p.m.  Sun- 
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day.  New  WTTG  policy  dictated  mov- 
ing the  program  to  Sunday  mornings, 
which  the  Rev.  Uhrig  refused  to  do. 
The  last  Hand  to  Heaven  appearance  on 
WTTG  was  scheduled  for  yesterday 
(Feb.  22),  but  as  of  last  Thursday  sta- 
tion manager  John  McArdle  said  that 
the  association  would  not  be  taking  ad- 
vantage of  its  last  week. 

Mr.  Uhrig,  who  had  requested  pub- 
lic support  for  his  WTTG  stand,  said 
he  is  exploring  the  possibility  of  mov- 
ing to  another  D.C.  tv  outlet  or  to 
radio.  The  Hand  to  Heaven  program  is 
seen  at  6  p.m.  Sundays  on  WTVR  (TV) 
Richmond,  Va.,  according  to  the  min- 
ister. 

WRNL  to  join  CBS 

WRNL  Richmond,  Va.,  will  join  CBS 
Radio  as  a  primary  affiliate  on  July  1, 
according  to  an  announcement  today 
(Feb.  23)  by  D.  Tennant  Bryan,  presi- 
dent of  Richmond  Newspapers  Inc., 
station  licensee,  and  Arthur  Hull  Hayes, 
president  of  CBS  Radio.  WRNL  op- 
erates with  5  kw  on  910  kc.  and 
replaces  WRVA  Richmond  as  the  CBS 
Radio  affiliate.  WRVA,  displeased  with 
CBS  Radio's  Program  Consolidation 
Plan  served  notice  several  weeks  ago  it 
will  affiliate  with  NBC  Radio  on  July  1 
(Broadcasting,  Feb.  9),  ending  a  22- 
year  association  with  CBS. 

•  Rep  appointments 

•  WTTG  (TV)  Washington  appoints 
Peters,  Griffin,  Woodward,  effective 
March  1. 

•  KUDL  Kansas  City  names  Adam 
Young  Inc.,  N.Y.,  effective  March  2. 

•  KGFJ  Los  Angeles  appoints  Ayres, 
Allen  &  Smith  to  represent  it  on  the 
West  Coast.  Stars  National  represents 
KGFJ  in  the  Midwest,  East  and  South- 
east. 

•  KSRO  Santa  Rosa,  Calif.,  has  appoint- 
ed George  P.  Hollingbery  Co.,  effective 
March  1 .  Hollingbery  already  represents 
KSRO's  sister  station,  KFIV  Modesto, 
Calif. 

•  CKNW  New  Westminster,  B.C.,  ap- 
points Young  Canadian  Ltd.  as  its  U.S. 
representative,  effective  March  1. 

•  Media  reports 

•  CBS  last  week  contributed  grants  of 
$10,000  each  to  five  privately  support- 
ed U.S.  universities.  The  grants  are 
distinot  from  the  already  established 
program  of  aid  to  higher  education 
through  the  CBS  Foundation.  CBS 
Board  Chairman  William  S.  Paley  said 
the  "grants  constitute  a  new  approach 
to  solving  the  financial  needs  of  post- 
graduate educational  institutions."  The 
CBS  beneficiaries  include  Columbia  U., 


Harvard  U.,  Stanford  U.,  U.  of  Chi- 
cago and  the  U.  of  Pennsylvania.  CBS 
will  continue  the  grants  at  a  rate  of 
$50,000  a  year  over  a  five-year  period 
to  universities  selected  from  the  mem- 
bership of  the  Assn.  of  American  Uni- 
versities. 

•  Television  circulation  of  public  serv- 
ice advertising  campaigns  during  1958 
totaled  more  than  16  billion  home  im- 
pressions (based  on  A.C.  Nielsen  Sur- 
veys), a  20%  jump  over  the  1957 
circulation,  according  to  a  special  re- 
port entitled  "Television  Public  Service 
Advertising"  released  last  week  by  the 
Advertising  Council,  New  York.  Air 
time  allocations  for  public  service  in 
1958  were  700%  greater  than  in  1952, 
the  report  added. 

•  KCCR  Pierre,  S.D.,  commenced  op- 
erations Feb.  4.  Owned  and  operated 
by  Great  Plains  Broadcasting  System, 
the  new  station  is  co-managed  by  Dan 
Lesmeister  and  Ed  Davenport,  both 
formerly  of  KOTA-TV  Rapid  City, 
S.D.  KCCR  is  on  1950  kc  with  1  kw. 

•  Ch.  17  Buffalo,  N.Y.,  closed  as 
WBUF  (TV)  last  October  by  NBC, 
has  elicited  interest  from  a  group 
representing  all  the  major  educational 
institutions  in  Buffalo.  Western  New 
York  Educational  Television  Assoc. 
Inc.,  the  educational  combine,  applied 
to  the  FCC  for  an  educational  construc- 
tion permit  for  ch.  17,  listing  their 
source  of  future  revenue  as  "donations." 

•  ABC  radio  last  week  announced  sign- 
ing of  WGBG  Greensboro,  N.C.,  as 
an  affiliate,  starting  March  2,  raising 
total  affiliates  to  294.  WGBG  operates 
with  250  w  on  1400  kc.  Station  is 
owned  and  operated  by  Greensboro 
Broadcasting  Co.  Ralph  M.  Lambeth 
is  president  and  general  manager. 

•  The  National  Assn.  of  Educational 
Broadcasters,  Urbana,  111.,  has  an- 
nounced award  of  a  research  grant- 
in-aid  for  work  in  the  history  of  radio 
broadcasting  to  two  graduate  students 
in  the  Dept.  of  Speech,  Ohio  State  U. 
The  grant  provides  for  the  students  to 
photograph  and  catalog  materials  related 
to  the  history  and  development  of  radio 
broadcasting  in  the  U.S.  until  1934. 
Funds  for  the  work,  which  includes 
research  in  communications  libraries 
and  collections  around  the  country,  are 
being  provided  by  the  W.K.  Kellogg 
Foundation  through  the  NAEB.  A 
complete  catalog  of  visual  materials 
related  to  early  American  radio  will 
be  published,  probably  early  in  1960. 

•  KWG-TV  Portland,  Ore.,  is  advancing 
its  affiliation  date  with  NBC-TV  from 
the  previously  announced  May  1  to 
April  26. 
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Nothing  else  like  it  in  Greater  New  York 


NOTHING  APPROACHES  THE  SOUND: 

WVNJ  originated  the  programming  concept  of  Great 
Albums  of  Music.  It  is  the  only  radio  station  in  the  metro- 
politan area  that  plays  just  Great  Albums  of  Music  from 
sign  on  to  sign  off  every  single  day  of  the  year. 

NOTHING  APPROACHES  THE  AUDIENCE: 

The  very  nature  of  the  music  makes  the  audience  pre- 
ponderantly adult.  It's  a  rich  audience,  too.  In  one  of  the 

radio  station  of  ^he  ^ehiark  ^enig  


wealthiest  counties  of  America  (Essex— with  its  million 
plus  population)  —  WVNJ  dominates  in  audience  —  in 
quality  of  audience  —  and  in  prestige. 

NOTHING  APPROACHES  ITS  VALUE: 

WVNJ  delivers  its  adult,  able-to-buy  greater  New  York 
audience  for  less  cost  per  thousand  homes  than  any  other 
station  in  the  market.  By  every  reasoning  it's  your  very 
best  buy. 

national  rep:  Broadcast  Time  Sales  •  New  York,  N.  Y.  •  MU  4-6740 


Newark,  N.  J.—  covering  New  York  and  New  Jersey 
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 GOVERNMENT  

HOUSE  OVERSIGHT  SPRINGS  TO  LIFE 


'Defunct*  committee  charts  probes,  submits  new  bill 


The  "defunct"  Special  Subcommittee 
on  Legislative  Oversight  was  very  much 
alive  on  Capitol  Hill  last  week.  In  pre- 
paring for  renewed  1959  investigations, 
Chmn.  Oren  Harris  (D-Ark.)  made  these 
moves: 

•  Appointed  four  new  members  to 
the  nine-man  body. 

•  Requested  $200,000  from  the 
House  to  continue  investigating  fed- 
eral regulatory  agencies. 

•  Introduced  a  bill  (HR  4800)  to 
carry  out  many  of  the  recommendations 
of  the  subcommittee  in  its  final  report 
to  the  85th  Congress. 

Despite  speculation  to  the  contrary, 
Rep.  Harris  will  remain  as  chairman 
of  the  House  Commerce  Committee 
subcommittee.  He  also  heads  the  parent 
committee.  New  members  appointed  are 
Reps.  Walter  Rogers  (D-Tex.),  William 
L.  Springer  (R-Ill.),  Steven  B.  Deroun- 
ian  (R-N.Y.)  and  Samuel  Devine  (R- 
Ohio),  a  first-year  congressman.  Hold- 
over members,  in  addition  to  Rep. 
Harris,  are  Reps.  Peter  F.  Mack  (D- 
111.),  John  J.  Flynt  (D-Ga.),  John  E. 
Moss  (D-Calif.)  and  John  B.  Bennett 
(R-Mich.). 

Reps.  John  Bell  Williams  (D-Miss.) 
and  Morgan  Moulder  (D-Mo.)  were  not 
reappointed  to  the  subcommittee.  Rep. 
Moulder  was  the  first  chairman  of  the 
body  when  it  was  formed  in  March 
1957.  He  lost  this  post  a  year  ago  when 
the  subcommittee  fired  its  chief  counsel, 
Dr.  Bernard  Schwartz. 

Future  Course  Undecided  •  No  fu- 
ture course  was  outlined  for  the  sub- 
committee which  listed  25  FCC  matters 
needing  further  inquiry  in  its  report 
(Broadcasting,  Jan.  5).  Its  first  move, 
however,  will  of  necessity  be  the  ac- 
quisition of  a  staff.  Of  its  17-member 
staff  during  last  year's  investigations, 
only  four  remain. 

Chief  Counsel  Robert  Lishman,  who 
assisted  in  drafting  the  bill  introduced 
last  week,  was  present  for  a  news  con- 
ference held  Thursday  (Feb.  19)  by 
Rep.  Harris,  but  the  chairman  refused 
to  comment  on  whether  Mr.  Lishman 
would  remain  with  the  subcommittee. 
Mr.  Lishman,  likewise,  had  no  comment 
on  this  possibility. 

Rep.  Harris  said  he  hoped  to  appear 
before  the  House  Administration  Com- 
mittee this  week  with  his  request  for 
$200,000.  The  subcommittee  spent 
$297,000  during  the  past  year-and-a- 
half  of  $310,000  appropriated. 

During  a  stormy  career  last  year,  the 
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subcommittee  held  89  days  of  public 
hearings  and  heard  136  witnesses  re- 
cite over  11,000  pages  of  testimony. 
Some  of  the  results:  FCC  Comr.  Rich- 
ard A.  Mack  resigned  and  was  crimi- 
nally indicted,  along  with  Miami 
attorney  Thurman  A.  Whiteside;  Presi- 
dential Assistant  Sherman  Adams  re- 
signed; several  FCC  decisions  were 
reopened  as  a  result  of  alleged  improper 
actions  turned  up  by  the  subcommittee, 
and  characters  and  actions  of  individual 
commissioners  were  exposed  to  public 
attack. 

HR  4800  provides  across-the-board 
reforms  for  the  FCC  and  the  five  other 
agencies  investigated  by  the  subcom- 
mittee. It  directs  the  FCC  to  adopt  a 
code  of  ethics  covering  commissioners, 
staff  personnel  and  practitioners  before 
the  Commission.  The  FCC,  the  only 
agency  which  has  not  submitted  a  sug- 
gested code  to  the  subcommittee,  also 
would  adopt  its  own  sanctions  to  pun- 
ish violators  of  the  code.  The  bill  spells 
out  areas  to  be  covered  in  the  code, 
including  a  prohibition  against  an  ex- 
commissioner  appearing  before  the 
FCC  within  two  years  after  leaving  the 
Commission. 

$10,000  Fine  and  Year  in  Jail  •  The 

bill  would  prohibit  ex  parte  contacts 
concerning  the  "issues,  merits  or  dis- 
position" of  a  particular  case  by  any- 
one, including  members  of  Congress 
and  other  federal  officials.  Also,  all 
written  and  telephone  communications, 
except  inquiries  regarding  status  or  pro- 
cedure, would  be  made  a  part  of  the 
record,  including  contacts  received  and 
made  by  commissioners.  All  individuals 
making  a  presentation  in  a  case  would 
have  to  file  a  prior  appearance  notice. 

Violators  of  these  provisions  would 
be  subject  to  a  $10,000  fine  and  one 
year  in  jail. 

The  bill  also  gives  the  President 
authority  to  remove  a  commissioner 
for  "neglect  of  duty  or  malfeasance  in 
office"  but  takes  away  White  House 
authority  to  appoint  the  chairman.  The 
commissioners  themselves  would  elect 
a  chairman,  to  serve  for  a  maximum  of 
three  years,  and  a  vice  chairman.  Com- 
missioners no  longer  would  be  author- 
ized to  accept  honorariums. 

Commissioners  to  Write  Decisions  • 

Under  the  bill,  FCC  decisions  no  longer 
would  be  written  by  the  Office  of  Opin- 
ions &  Reviews.  It  requires  that  a 
commissioner  be  designated  to  write  the 


FCC's  decisions  "or  to  personally  di- 
rect" their  preparation.  This  duty  would 
be  rotated  and  the  commissioner  re- 
sponsible for  a  particular  decision 
would  be  required  to  sign  it. 

Another  provision  states  that  an  ap- 
plication, motion  or  pleading  of  the 
Commission  would  be  considered  de- 
nied if  no  action  is  taken  within  60 
days.  The  FCC,  however,  could  extend 
this  period  by  no  more  than  120  davs 
with  due  notice. 

The  FCC  would  be  given  more  lee- 
way in  working  with  its  staff  if  the  bill 
ever  becomes  law,  as  the  separation-of- 
functions  provisions  of  the  Communi- 
cations Act  are  repealed. 

In  its  January  report,  the  subcom- 
mittee made  several  other  recommenda- 
tions affecting  only  the  FCC  which  are 
not  a  part  of  HR  4800.  Rep.  Harris 
said  these  provisions  will  be  covered  in 
subsequent  legislation.  They  include 
prohibiting  pay-offs  to  withdrawing  ap- 
plicants, requiring  prior  notification  to 
the  FCC  before  sale  negotiations  may 
be  conducted  and  public  hearings  be- 
fore the  issuance  of  any  tv  license,  even 
when  there  is  only  one  applicant. 

Rep.  Harris  last  week  further  an- 
nounced that  hearings  would  be  held 
on  HR  4800  as  soon  as  it  was  possible 
to  work  the  legislation  into  the  com- 
mittee's present  crowded  schedule. 

SPECTRUM  STUDY 

House  group  bucks 
White  House  proposal 

Rep.  Oren  Harris  (D-Ark.)  last  week 
took  a  positive  step  in  deciding  the 
future  of  the  radio  spectrum. 

In  the  face  of  a  White  House  pro- 
posal for  a  Presidentially-appointed 
commission  to  investigate  frequency 
allocations  (Broadcasting,  Feb.  9). 
Rep.  Harris  announced  that  his  Com- 
munications Subcommittee  of  the 
House  Commerce  Committee  would 
undertake  such  an  investigation. 

The  House  will  be  asked  to  appro- 
priate $100,000  for  the  study.  "We 
think  it  will  be  one  of  the  most  im- 
portant projects  this  committee  has 
undertaken  in  a  long  time,"  Rep.  Harris 
said.  He  acknowledged  that  members 
of  the  committee  are  not  qualified  per- 
sonally to  conduct  a  spectrum  inquiry 
and  said  that  experts  in  the  field  will 
be  asked  for  help. 

Specialists   in   spectrum  allocations 
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will  be  hired  both  on  a  permanent  and 
consultancy  basis,  Rep.  Harris  said. 

Ray  burn  Consulted  •  The  investiga- 
tion will  cover  the  entire  spectrum,  both 
government  and  private  allocations, 
Rep.  Harris  stressed,  with  emphasis  on 
present  and  future  requirements  of  all 
space  users.  He  said  he  discussed  the 
proposed  investigation  with  "lots  of 
people,"  including  House  Speaker  Sam 
Rayburn  (D-Tex.),  before  deciding  on 
the  announced  course. 

Rep.  Harris  saw  no  difficulty  in 
getting  information  from  the  military 
on  its  assigned  space  and  how  it  is  being 
utilized.  This  has  been  a  major 
stumbling  block  in  past  efforts  to  re- 
evaluate spectrum  allocations.  Military 
assignments  are  made  by  the  President 
and  how  this  space  is  used  is  a  highly- 
guarded  secret.  The  FCC  makes  all  non- 
government assignments  on  an  open 
basis. 

Speaking  of  the  White  House  recom- 
mendation, Rep.  Harris  said,  "I  do  not 
know  what  action  the  President  will 
take."  The  President  appointed  his  own 
advisory  committee  late  last  year.  It 
recommended  a  spectrum  study  by  a 
three-man  commission  to  be  appointed 
by  Congress.  Leo  A.  Hoegh,  Civil  & 
Defense  Mobilization  director,  proposed 
instead  an  investigation  by  a  five-man 
Presidentially-appointed  body.  Legisla- 
tion was  to  have  been  submitted  to  Con- 
gress to  carry  out  the  Hoegh-White 
House  proposal. 

Still  to  Be  Heard  •  The  actual  report 
by  the  White  House  Advisory  Commit- 
tee, headed  by  former  AT&T  board 
chairman  Victor  E.  Cooley,  has  not 
been  made  public. 

Ex-Sen.  Charles  Potter  (R-Mich.)  and 
Rep.  William  Bray  (R-Ind.)  both  in- 
troduced bills  in  the  85th  Congress  call- 
ing for  a  spectrum  study.  The  Potter 
bill  passed  the  Senate  but  died  in  the 
House,  in  the  face  of  strong  industry 
opposition,  after  it  was  amended  by  the 
White  House  (Broadcasting,  Aug.  4). 

Rep.  Bray,  who  attacked  the  Hoegh 
action  three  weeks  ago.  gave  his  un- 
qualified endorsement  to  an  investiga- 
tion by  the  Harris  committee.  "I  think 
it's  a  very  fine  plan,"  he  said.  "There  is 
no  conflict  between  our  thinking.  .  .  . 
We  want  to  get  the  facts." 

One  result  of  the  investigation  could 
be  a  "more  desirable  and  advantageous 
allocation"  and  use  of  the  uhf  band, 
Rep.  Harris  said,  with  a  fair  distribu- 
tion of  all  available  frequencies  among 
all  users. 

Major  Problem  •  Rep.  Harris  said 
the  major  problem  would  be  "trying  to 
see  whether  there  can  be  a  more  ad- 
vantageous allocation  for  both  military 
and  civilian  use."  Commercial  broad- 
casters and  the  military  long  have  been 
casting  covetous  eyes  at  space  assigned 
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each  other.  Eighteen  months  ago,  fears 
of  broadcasters  were  realized  when  the 
government  in  an  OCDM  letter  to  the 
Senate  said  its  shortage  was  "critical" 
(Broadcasting,  Aug.  12,  1957). 

Last  spring,  Comr.  T.A.M.  Craven 
proposed  that  chs.  2-6  be  swapped  to 
the  military  in  exchange  for  enough 
space  to  gain  25  contiguous  vhf  chan- 
nels for  broadcasters  (Broadcasting, 
June  2,  1958).  A  month  later,  the  Sen- 
ate Commerce  Committee  urged  the 
government  to  make  every  effort  to  re- 
lease vhf  space  for  broadcast  use.  "Why 
haven't  we  called  the  military  up  here 
and  asked  them  what  they  will  do  about 
it?"  Sen.  Warren  Magnuson  (D-Wash.), 
committee  head,  asked  in  open  session. 

So  far  as  is  known,  no  progress  has 
been  made  with  the  military  and  the 
Senate  Commerce  Committee  has  not 
"asked  them  what  they  will  do  about  it." 

FCC  moves  to  affirm 
Seattle  ch.  4  grant 

The  FCC  last  week  announced  it  had 
instructed  its  staff  to  affirm  its  1957 
grant  of  Seattle's  ch.  7  to  KIRO  there. 

The  Commission's  tentative  action — 
the  actual  vote  will  be  taken  when  the 
staff-prepared  memorandum  and  order 
is  submitted  officially — came  two  weeks 
after  the  second  oral  argument  in  the 
contested  case. 

Opposition  to  the  KIRO  grant  came 
from  unsuccessful  applicants  KXA  and 
KVI  Seattle.  They  maintained  that  Saul 
Haas.  KIRO  majority  owner,  had  used 
political  influence  in  obtaining  control 
of  the  station  in  1934.  Also  challenged 
was  Mr.  Haas'  loyalty  because  of  his 
association  in  the  1920's  with  the  Seat- 
tle Union  Record,  which  allegedly 
criticised  U.S.  "imperialism"  and  praised 
the  "communist  line." 

Both  of  these  assertions  had  been 
turned  down  by  the  FCC  in  its  1957 
decision.  The  second  oral  argument  was 
scheduled  last  December  because  Comr. 
T.A.M.  Craven  had  not  heard  the  first. 

Majors  win  dismissal 
of  Portsmouth  action 

A  decision  handed  down  in  New 
York  State  Supreme  Court  establishes 
the  principle  that  radio-tv  broadcasting 
of  major  league  baseball  games  into 
minor  league  areas  does  not  constitute 
"physical  occupation." 

The  ruling  was  made  by  Judge  Ed- 
ward J.  Dimock  on  Feb.  14  while  dis- 
missing a  $250,000  damage  suit  brought 
against  the  16  major  league  clubs  and 
Commissioner  Ford  Frick  by  Frank 
Lawrence,  president  of  the  defunct 
Portsmouth  (Va.)  Club  of  the  Pied- 
mont League.  Judge  Dimock's  decision 
took  issue  with  Mr.  Lawrence's  conten- 


tion that  rule  1-A  of  the  major- 
minor  leagues'  agreement  was  violated 
by  radio-tv  broadcasts  of  major  league 
games  into  minor  league  territories. 

Judge  Dimock  agreed  with  the  de- 
fense counsel's  argument  that  rule  1-A 
meant  "physical  occupation"  of  terri- 
tory by  one  club  within  50  miles  of  the 
area  of  another  club  and  was  not  de- 
signed to  cover  radio-tv  broadcasts. 

Justice  Dept.  Warning.  •  During  the 
trial,  defense  pointed  out  that  rule  1-D, 
aimed  at  controlling  broadcasts  into 
minor  territories,  was  written  into  the 
agreement  at  one  time,  but  it  was 
stricken  because  the  Justice  Dept.  had 
warned  it  might  lead  to  prosecution  for 
violation  of  antitrust  laws. 

Judge  Dimock  sympathized  with  the 
plight  of  the  minor  league  teams  and 
at  the  same  time,  he  supported  an 
opinion  voiced  by  Mr.  Frick  during 
the  trial.  Mr.  Frick  suggested  that  Con- 
gress enact  legislation  that  would  per- 
mit the  major  leagues  to  regulate 
broadcasts  without  fear  of  government 
prosecution. 

Mr.  Lawrence  testified  that  his  club 
earned  about  $50,000  a  year  until 
broadcasts  and  telecasts  of  major 
league  teams  were  carried  in  the  Ports- 
mouth area.  Gate  receipts,  he  said, 
dropped  sharply.  He  instituted  his  suit 
in  the  fall  of  1954.  The  team  continued 
operations  through  the  1955  season. 

WDAY  libel  test 
snagged  by  Justice 

The  U.S.  Supreme  Court  was  given 
an  out  in  the  touchy  Farmers  Union  vs. 
WDAY  Inc.  Sec.  315  case  last  week. 

In  a  brief  as  friend  of  the  court  filed 
Friday,  the  Justice  Dept.  called  atten- 
tion to  the  fact  that  the  North  Dakota 
Supreme  Court  failed  to  make  a  de- 
termination that  the  state  law  confer- 
ring immunity  from  libel  on  broad- 
casters was  unconstitutional.  This  was 
the  finding  of  the  lower  court,  and  was 
never  challenged  in  the  North  Dakota 
Supreme  Court,  the  Justice  Dept.  said. 

The  U.S.  Supreme  Court,  therefore, 
probably  should  not  reach  a  determina- 
tion on  the  immunity  question,  Justice 
stated.  "Congress  would  be  thereby  put 
on  notice  that  it  must  legislate  further 
if  it  should  desire  to  give  this  added 
form  of  encouragement  to  political 
broadcasting,"  the  government  said. 

The  Justice  Dept.,  however,  argued 
that  the  U.S.  Supreme  Court  should 
rule  that  Sec.  315  absolutely  bars  a 
broadcaster  from  censoring  the  utter- 
ances of  political  candidates. 

Also  filing  was  the  American  Civil 
Liberties  Union  which  likewise  stressed 
the  U.S.  court  should  hold  that  broad- 
casters are  by  act  of  Congress  prohibit- 
ed from  censoring  political  speeches  and 
thus  are  immune  from  libel  suits. 
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A  NEW  CONCEPT  IN  LEVELING  AMPLIFIERS 


The  marked  engineering  advancement  in  the  exclusive 
new  Gates  "Level  Devil"  is  best  illustrated  by  con- 
trasting the  old  with  the  new.  In  former  leveling 
amplifiers,  the  lower  signal  level,  referred  to  as  noise, 
was  expanded  during  a  point  of  program  silence. 
A  baseball  or  football  game  is  an  excellent  example. 
When  the  sports  announcer  was  silent  for  a  moment, 
the  crowd  noise  expanded  considerably.  And,  when 
the  announcer  spoke,  the  crowd  noise  immediately 
decreased.  With  Level  Devil,  this  difficulty  is  greatly 
overcome.  In  the  absence  of  signal,  the  noise  level  does 
not  rise  above  the  regular  level  established  by  the 
average  signal.  With  older  level  amplifiers,  the  noise 
would  rise  10  to  15  db.  under  equivalent  conditions. 

Leveling  amplifiers  have,  until  "Level  Devil,"  seen 
only  limited  use  in  television.  A  film  with  a  signal  to 


noise  ratio  of  30  db.  (average  value)  could  not 
tolerate  background  noise  increased  during  a  period 
of  silence  on  the  film.  By  overcoming  this  background 
noise,  which  would  be  very  noticeable  to  the  listener, 
Level  Devil  becomes  ideal  for  television  broadcasting. 
This  new  leveling  amplifier  also  offers  many  other 
outstanding  advantages  in  services  such  as  film,  tape, 
and  disc  recording,  and  becomes  another  progressive 
step  in  AM  and  FM  broadcasting. 


For  complete  technical  information, 
write  today  for  Bulletin  107-A. 
Yours  for  the  asking. 
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COLLUSION  CLOUD  OVER  CH.  5 

'Improper'  actions  charged  on  all  sides 
as  rehearing  of  Boston  case  opens 


Rehearing  of  the  Boston  ch.  5  case 
got  off  to  a  running  start  last  week  with 
five  full  days  of  charges  and  counter- 
charges by  Bostonians  who  charged 
each  other  with  being  improper. 

Their  A's  were  no  broader  than  the 
accusations  they  flung  about  concern- 
ing pressures  brought  to  bear — or  at- 
tempted— through  prominent  political 
figures,  upon  the  FCC.  The  hearing  was 
ordered  by  the  FCC  last  December  per 
a  remand  the  previous  July  from  the 
U.S.  Court  of  Appeals  for  the  District 
of  Columbia,  upholding  the  grant  of  oh. 
5  to  WHDH  Boston  (Herald-Traveler) 
but  ordering  a  new  hearing  in  the 
proceeding. 

The  hearing,  ordered  because  of  testi- 
mony before  the  House  Legislative 
Oversight  Subcommittee  of  ex  parte 
contacts  between  representatives  of  the 
competing  applicants  and  members  of 
the  FCC,  seemed  to  center  around  a 
few  main  themes.  Some  of  them  in- 
cluded: 

•  Whether  a  representative  of  the 
winning  applicant,  WHDH,  talked  to 
the  former  FCC  chairman  during  the 
time  the  case  was  under  adjudication; 
the  number  of  times;  whether  the  talk 
was  on  merits  of  the  applicants  or  other- 
wise, and  whether  powerful  political 
figures  helped  push  the  WHDH  applica- 
tion through  the  FCC. 

•  Whether  other  applicants  did  not 
contact  the  same  political  figures  or 
similarly  highly^placed  ones  for  as- 
sistance. 

•  Whether  other  FCC  members  were 
pressured  or  whether  applicants  made 
ex  parte  contacts  with  them. 

•  Whether  justice  was  not  flouted 
through  loose  application  of  the  anti- 
trust laws  and  whether  any  misrepre- 
sentation or  political  pressure  was  used 
m  the  doing. 

Judge  Horace  Stern,  who  presided 
at  the  Miami  ch.  10  rehearing,  also  is 
presiding  in  the  ch.  5  case.  The  FCC 
in  granting  ch.  5  to  WHDH  in  April 
1957  reversed  a  hearing  examiner  who 
had  favored  Greater  Boston  Tv  Corp., 
another  applicant.  The  other  two  ap- 
plicants are  Massachusetts  Bay  Tele- 
casters  Inc.  and  Allen  B.  DuMont  Labs. 
The  Boston  Globe  has  been  allowed  to 
intervene  on  a  limited  basis  and  the 
Justice  Dept.  is  sitting  in  as  amicus 
curiae. 

Witnesses  last  week  were  Robert  B. 
Choate,  editor-publisher  of  the  Boston 
Herald-Traveler  and  president  of 
WHDH;  Forrester  A.  Clark,  vice  presi- 


dent of  Massachusetts  Bay;  George  C. 
McConnaughey,  former  FCC  chairman; 
Charles  Mills,  retired  banker  who  in- 
troduced Messrs.  Choate  and  McCon- 
naughey during  the  adjudicatory  period; 
John  Taylor,  vice  president  of  the  Bos- 
ton Globe. 

The  hearing  resumes  at  11  a.m.  to- 
morrow (Feb.  24.). 

Here  is  how  the  testimony  developed 
last  week  during  the  rehearing  of  the 
Boston  ch.  5  proceeding  before  Judge 
Stern: 

Robert  B.  Choate,  editor-publisher  of 
the  Boston  Herald-Traveler  and  presi- 
dent of  WHDH-AM-FM-TV  Boston. 

Mr.  Choate  said  he  had  lunched 
twice  with  former  FCC  Chairman  Mc- 
Connaughey, the  first  meeting  being 
"purely  social"  on  his  part  and  the 
second  to  try  to  change  the  chairman's 
opposition  to  a  bill  then  in  the  House 
which  would  prohibit  "discrimination" 
against  newspaper  applicants  for  broad- 
cast facilities. 

He  said  he  had  questioned  his  friend 
Charles  F.  Mills,  who  had  served  with 
Mr.  McConnaughey  on  the  Renegotia- 
tion Board  before  the  latter's  appoint- 
ment to  the  FCC,  about  Mr.  McCon- 
naughey because  as  a  publisher  he  was 
concerned  about  the  policies  of  incom- 
ing members  toward  newspaper  ap- 
plicants. Mr.  Mills  offered  to  arrange 
a  luncheon  meeting,  which  took  place 


Choate:  back  to  put  the  record  straight 


in  late  1954  or  early  1955  and  was 
purely  social,  he  said,  although  he  iden- 
tified himself  to  Mr.  McConnanghey  as 
an  applicant  for  Boston  ch.  5.  Mr. 
Mills  also  attended  that  meeting,  he 
said. 

The  second  lunch  with  Mr.  McCon- 
naughey was  held  about  March  or 
April  1956,  he  said,  and  included  Mr. 
Mills  and  Thomas  Joyce,  Mr.  Choate's 
attorney. 

Mistake  in  Testimony  •  Mr.  Choate 
said  his  earlier  testimony  before  the 
House  Oversight  Subcommittee  to  the 
effect  that  he  had  not  met  Mr.  McCon- 
naughey before  the  second  (1956)  meet- 
ing was  due  to  a  misunderstanding  of 
the  question  asked  because  of  "rapid- 
fire"  questioning. 

(Mr.  McConnaughey  had  testified  be- 
fore the  House  group  that  he  had  lunch 
with  Mr.  Choate  only  once,  in  the 
spring  of  1956,  and  that  no  one  else 
was  along.) 

Mr.  Choate  denied  he  questioned 
Mr.  McConnaughey  about  the  ch.  5 
hearing  procedure  at  the  first  meeting 
and  about  how  WHDH  could  get  a  re- 
view of  the  examiner's  decision  favor- 
ing another  applicant  at  the  second 
meeting. 

Mr.  Choate  said  he  had  seen  only 
one  other  FCC  member,  Comr.  Robert 
E.  Lee.  during  the  period  June  16, 
1954  (designation  of  comparative  hear- 
ing) and  April  24,  1957  (final  FCC 
grant  to  WHDH  Inc.),  at  a  dinner  in 
Boston,  but  might  have  met  others 
momentarily  at  various  other  similar 
functions.  He  did  not  discuss  the  ch.  5 
case  with  any  of  the  Commissioners  at 
these  different  affairs,  he  testified. 

Mr.  Choate  said  he  had  discussed 
the  ch.  5  case  with  Sen.  Leverett  Sal- 
tonstall  (R-Mass.),  former  Presidential 
Assistant  Sherman  Adams,  former  Sec- 
retary of  Commerce  Sinclair  Weeks. 
Secretary  to  the  Cabinet  Max  Rabb  and 
Rep.  William  H.  Bates  (R-Mass.),  but 
didn't  ask  them  for  any  help  and  they 
didn't  volunteer  any.  The  conversation 
about  ch.  5  always  came  up,  he  said, 
because  of  the  publicity  and  talk  about 
the  case  and  was  usually  initiated  by 
them,  not  himself. 

No  Contact  with  Comr.  Mack  •  In 

cross-questioning  from  Allen  B.  Du- 
Mont counsel  William  A.  Roberts. 
Mr.  Choate  denied  he  or  his  assistant  on 
the  Herald-Traveler,  George  Akerson. 
had  contacted  former  Comr.  Richard  A. 
Mack  in  Florida,  by  telephone  or  other- 
wise, in  1956,  or  that  any  company  em- 
ploye tried  to  ascertain  Comr.  Mack's 
position  in  the  Boston  ch.  5  case. 
Forrester  A.  Clark,  Boston  investment 
banker  and  vice  president  of  Massachu- 
setts Bay  Telecasters  Inc. 

Mr.  Clark  said  he  talked  to  several 
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political  and  government  figures  but 
only  to  tell  them  his  company  had  de- 
cided not  to  seek  the  use  of  political 
influence  and  to  ask  them  not  to  exert 
pressure  in  behalf  of  others. 

Worried  About  Rumors  •  Despite 
Massachusetts  Bay's  policy  of  not  seek- 
ing political  favors,  he  said,  board  mem- 
bers became  worried  at  a  number  of 
rumors  that  other  applicants  were  ask- 
ing political  help  and  detailed  Mr.  Clark 
to  see  several  persons.  These,  he  said, 
were  UN  Ambassador  Henry  Cabot 
Lodge,  Secretary  of  Commerce  Sinclair 
Weeks,  White  House  aide  Robert  Cutler 
and  FCC  Chairman  George  McCon- 
naughey.  A  stockholder  friend  of  Reps. 
Richard  B.  Wigglesworth  (R-Mass.)  and 
Joseph  W.  Martin  Jr.  (R-Mass.)  was 
asked  to  write  letters  to  those  congress- 
men asking  them  to  keep  neutral  in 


qualified  than  others,  did  not  "go 
farther"  than  the  agreed-upon  company 
policy  of  refusing  to  seek  political  favor. 
Mr.  Clark  said  the  memo  was  employed 
only  as  a  reminder  to  Mr.  Cutler  to  look 
into  the  rumors. 

By  1956,  Mr.  Clark  said,  still  more 
rumors  were  "floating  around"  that  cer- 
tain other  applicants  had  contacted 
members  of  the  FCC.  Mr.  Clark  was 
asked  to  see  Mr.  McConnaughey.  They 
lunched  in  a  private  hotel  dining  room. 

Mr.  McConnaughey  arrived,  he  said, 
and  looking  at  Mr.  Clark's  six-foot-six 
frame,  remarked  that  he  must  be  a 
former  football  player.  Mr.  Clark,  who 
played  with  Harvard  from  1926-28,  ac- 
knowledged he  was  and  quickly  ex- 
plained his  purpose  in  allegorical  form. 

He  told  Mr.  McConnaughey,  he  said, 
that  Massachusetts  Bay  had  both  Demo- 


each  to  avoid  exercising  pressure  for 
any  applicant. 

Mr.  Clark  said  Sen.  Saltonstall  told 
him  that  both  Mr.  Choate  and  Daniel 
Lynch,  a  stockholder  in  Greater  Boston 
Tv  Corp.,  had  discussed  the  ch.  5  case 
with  him  earlier  and  that  he  was  assured 
by  the  senator  that  he  would  not  take 
sides  in  the  contest.  He  said  Sen.  Salton- 
stall told  him  he  would  favor  the 
Herald-Traveler  if  anybody,  but  said 
Sen.  Saltonstall  doesn't  remember  say- 
ing this  today.  John  Lawrence,  another 
company  stockholder,  also  contacted 
Secretary  to  the  Cabinet  Max  Rabb,  he 
said. 

Richard  Maguire,  Boston  lawyer  and 
counsel  for  Greater  Boston,  noted  that 
records  filed  with  the  FCC  show  a 
dozen  Massachusetts  Bay  stockholders 
identified  with  GOP  activities,  while 


McConnaughey:  ch.  5  wasn't  on  menu 


their  activities.  This  was  in  February 
1954. 

White  House  Gets  in  Act  •  By  April 
there  was  more  talk  of  political  ac- 
tivity and  Mr.  Clark  was  sent  to  talk  to 
White  House  aide  Cutler  in  Boston. 
Mr.  Cutler  asked  for  a  memorandum 
expressing  Mr.  Clark's  thoughts  and  this 
was  furnished,  he  said.  Mr.  Cutler,  who 
returned  to  Boston  several  days  later, 
said  he  had  shown  the  memo  to  Presi- 
dential Assistant  Sherman  Adams  and 
told  Mr.  Clark  that  Mr.  Adams  had 
called  the  FCC  chairman  to  tell  him  he 
should  not  let  himself  he  swayed  bv 
political  influence. 

Mr.  Clark  was  asked  if  the  memo, 
which  mentioned  a  trend  toward  "pyra- 
miding" of  newspaper  and  broadcast 
properties  and  expressed  the  opinion 
that  some  of  the  applicants  were  better 
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Clark:  only  attested  firm's  integrity 

crats  and  Republicans  among  stockhold- 
ers; that  his  firm  had  such  a  diversifica- 
tion of  stockholders  as  Boston  Pops  Or- 
chestra conductor  Arthur  Fiedler,  Red 
Sox  centerfielder  Dom  DiMaggio  and 
novelist  John  P.  Marquand. 

Mr.  Clark  said  he  urged  Mr.  Mc- 
Connaughey to  read  his  firm's  brief  in 
the  case  and  later,  on  April  12.  1956. 
wrote  the  chairman  a  letter  which  urged 
him  again  to  read  the  brief.  He  ex- 
plained he  feared  Mr.  McConnaughey 
might  be  so  busy  he  would  not  read  the 
brief  itself  but  only  a  synopsis  of  it.  In 
the  fall  of  1956.  he  said,  the  board 
asked  him  to  see  "anyone  we  knew"  in 
Waihin7ton  and  he  talked  to  Sen.  Lev- 
erett  Saltonstall  (R-Mass.),  Reps.  Wil- 
liam H.  Bates  (R-Mass.)  and  Laurence 
Curtis  (R-Mass.)  and  former  National 
GOP  Chairman  Leonard  Hall,  asking 


Mills:  memory's  s* 


stockholders  who  are  Democrats  are 
not  identified  as  such. 

Cites  'Pressure'  Stories  •  Besides  the 
"rumors"  of  political  pressure,  Mr. 
Clark  said,  stockholders  in  his  firm 
were  worried  over  three  articles  in 
Broadcasting  concerning  alleged  White 
House  pressure  on  the  FCC.  (These 
were  news  articles  in  the  Jan.  21.  1955. 
issue  quoting  Sen.  Warren  G.  Magnu- 
son,  chairman  of  the  Senate  Commerce 
Committee,  as  expressing  concern  over 
such  pressure;  Jan.  23  and  30,  1956, 
telling  of  a  House  Small  Business 
[Evins]  Subcommittee's  plan  to  investi- 
gate pressure  by  the  Executive  Branch 
on  the  FCC.) 

George  C.  McConnaughey,  former  FCC 
chairman. 

Mr.  McConnaughey  said  he  had  no 
more  than  one  lunch  with  Mr.  Choate 
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during  1956  and  didn't  remember  an 
earlier  meeting  in  1954  or  1955  de- 
scribed by  Mr.  Mills,  but  said  he 
wouldn't  question  Mr.  Mills'  word.  He 
said  he  remembered  Mr.  Choate  want- 
ed to  talk  about  legislation,  but  he 
didn't  remember  what  kind. 

He  said  Mr.  Choate  told  him  he  had 
an  application  before  the  FCC  and  was 
disturbed  at  legislation  concerning 
newspapers,  but  that  "I  cut  him  off 
awfully  quick."  He  said  he  felt  Mr. 
Choate  simply  was  trying  to  "put  his 
best  foot  forward,"  and  that  he  was  will- 
ing to  listen  to  Mr.  Choate  because  of 
many  complaints  then  directed  at  FCC 
slowness  in  awarding  tv  grants. 

He  said  he  didn't  recall  a  meeting, 
described  by  Mr.  Mills'  unsworn  state- 
ment, at  which  Mr.  Choate  allegedly 
said  the  hearing  examiner's  initial  de- 
cision favored  Greater  Boston  and 
asked  how  that  decision  could  be  re- 
viewed. He  said  it  was  "possible"  he 
lunched  with  Mr.  Choate  three  times 
but  he  didn't  recall  this  was  the  case. 
He  saw  Mr.  Choate  at  a  dinner  given 
by  Westinghouse  in  early  1957,  he  said, 
but  only  to  shake  hands.  Mr.  Mc- 
Connaughey  doubted  if  Sen.  Leverett 
Saltonstall  had  ever  communicated  with 
him  on  the  ch.  5  case. 

Clark,  DuMont  Meetings  •  He  ac- 
knowledged having  lunch  with  Mr. 
Clark  and  added  that  he  also  had  lunch 
with  Dr.  Allen  B.  DuMont  of  DuMont 
Labs  in  a  hotel,  as  arranged  by  William 
A.  Roberts,  DuMont  counsel.  He  didn't 
recall  ever  discussing  the  case  with 
Secretary  to  the  Cabinet  Max  Rabb  or 
Secretary  of  Commerce  Sinclair  Weeks. 

He  remembered  he  talked  to  cousins 
Davis  and  John  Taylor  who  publish  the 
Boston  Globe,  and  that  they  were  un- 
happy because  they'd  heard  the  FCC 
had  issued  instructions  for  preparation 
of  a  decision  awarding  ch.  5  to  the 
Herald-Traveler.  He  said  he  "got  up- 
set" during  the  talk,  told  them  he  didn't 
appreciate  their  visit  and  informed  them 
they  were  not  parties  in  the  case. 

Mr.  McConnaughey  said  he  didn't 
recall  Mr.  Mills  being  at  his  luncheon 
meeting  with  Mr.  Choate  in  1956.  He 
said  he  didn't  "condone"  talks  with  ap- 
plicants for  broadcast  grants,  but  found 
it  hard  to  avoid  them  because  applicants 
want  to  make  "personal"  contact  with 
FCC  members.  A  member  of  a  regula- 
tory agency  "can't  live  in  a  vacuum," 
he  said. 

'Schwartz'  Approach  •  Mr.  Roberts 
tried  to  question  Mr.  McConnaughey 
later  on  whether  the  Republican  Na- 
tional Committee  has  to  be  considered 
in  getting  reappointed  to  the  FCC.  Mr. 
Holtz  objected  to  this  "Schwartz-like" 
tactic  and  Examiner  Stern  urged  that 
we  "get  back  on  the  high  road."  Mr. 
McConnaughey  said  he  has  retained  no 


records  of  appointments  and  telephone 
calls  while  on  the  FCC. 

A  memo  was  produced  by  Mr. 
Roberts  to  indicate  that  he  and  Dr.  Du- 
Mont met  once  with  the  FCC  chairman 
but  only  to  discuss  a  DuMont  alloca- 
tions proposal. 

Mr.  McConnaughey  told  Globe  coun- 
sel Robert  Haydock  he  phoned  Victor 
Hansen,  assistant  attorney  general  in 
charge  of  the  antitrust  division,  on 
March  28,  1957,  to  ask  about  the 
Globe's  antitrust  suit  against  the 
Herald-Traveler  after  hearing  "rum- 
blings" from  the  House  Antitrust  Sub- 
committee and  others.  Mr.  Hansen  told 
him,  he  said,  that  the  Justice  Dept.  had 
investigated  the  case,  that  the  Globe 
claims  shouldn't  be  dignified  by  calling 
them  a  complaint  and  that  as  far  as 
Justice  was  concerned,  the  matter  was 
closed.  Mr.  Haydock  later  questioned 
this  memo's  authenticity. 

Mr.  Haydock  then  read  a  letter  dated 
April  14,  1957,  from  Mr.  McCon- 
naughey, representing  the  FCC,  to 
Chairman  Emanuel  Celler  (D-N.Y.)  of 
the  House  Antitrust  Subcommittee,  say- 
ing Mr.  Hansen  had  told  him  there  was 
insufficient  evidence  to  justify  proceed- 
ing in  the  antitrust  case.  Mr.  McCon- 
naughey said  he  acted  to  make  sure 
there  were  no  antitrust  implications  be- 
fore the  ch.  5  grant  was  made. 

Left  Out  of  Docket  •  He  said  the 
case  had  been  discussed  by  "probably" 
the  full  Commission  with  Warren  E. 
Baker,  then  FCC  general  counsel.  He 
acknowledged  the  letter  to  Rep.  Celler 
was  probably  dictated  by  Mr.  Baker. 
The  correspondence  was  not  entered  in 
the  ch.  5  docket,  he  said,  and  none  of 
the  parties  was  informed  of  it. 

Mr.  Haydock  then  attempted  to  in- 
troduce another  letter — from  Mr.  Han- 
sen to  Rep.  John  Dingell  (D-Mich.). 
dated  May  8,  1957 — which  he  said 
contradicated  Mr.  Hansen's  viewpoint 
in  the  case  as  explained  by  Mr.  McCon- 
naughey. Herald-Traveler  counsel  Wil- 
liam Dempsey  objected,  saying  among 
other  things  that  he  doubted  the  au- 
thenticity of  this  letter.  Examiner  Stern 
refused  to  admit  the  letter  as  an  exhibit 
but  allowed  it  for  identification  purposes. 

Thereupon,  Mr.  Haydock  said  the 
Globe  charges  that:  (1)  Mr.  McCon- 
naughey should  have  disqualified  him- 
self from  voting  because  of  a  question 
that  he  misrepresented  Mr.  Hansen's 
views  to  other  FCC  members;  that  Mr. 
McConnaughey  illegally  discussed  the 
antitrust  case  with  Mr.  Baker  while  the 
ch.  5  case  was  pending  after  oral  argu- 
ment, and  that  an  illegal  outside  repre- 
sentation had  been  made  to  the  FCC 
by  Mr.  Hansen  in  discussing  the  case 
with  the  FCC  chairman.  (Mr.  Choate 
also  had  testified  to  the  House  group 
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It's  a  matter  of  taste.  But  the  fact 
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that  he  talked  to  then  Attorney  Gen- 
eral Herbert  Brownell  and  Mr.  Brow- 
nell  assured  him  the  Globe  didn't  have 
a  good  antitrust  case  against  the  Herald- 
Traveler.) 

Justice  and  FCC  •  Robert  A.  Bicks. 
representing  the  Justice  Dept.  as  ami- 
cus curiae,  interjected  that  Justice  was 
not  precluded  from  prosecuting  the  case 
by  the  FCC  decision.  James  McKenna. 
representing  Massachusetts  Bay  Tele- 
casters,  and  FCC  counsel  Holtz,  how- 
ever, pointed  out  that  such  questions,  in 
comparative  cases,  should  be  weighed 
before  FCC  actions  in  which  they  are 
involved. 

Charles  F.  Mills,  retired  banker,  former 
vice  president  of  First  National  Bank 
of  Boston  and  former  member  of  Rene- 
gotiations Board. 

Mr.  Mills  testified  that  his  unsworn 
statement  furnished  to  FCC  counsel 
Holtz  last  Jan.  16  was  true  as  well  as 
he  could  recall.  In  this  statement  he  had 
described  two  meetings  he  had  arranged 
for  Mr.  Choate  with  Mr.  McCon- 
naughey:  the  first  so  Mr.  Choate  could 
"size  up"  Mr.  McConnaughey  as  new 
chairman,  held  in  1954  or  1955,  at 
which  conversation  was  social  in  nature, 
although,  he  said,  Mr.  Choate  identified 
himself  as  an  applicant  for  ch.  5  and 
asked  how  long  such  cases  lasted  and 
what  happened  after  the  examiner  s  in- 
itial decision. 

At  the  second,  according  to  the  state- 
ment, Mr.  Choate  told  the  chairman  the 
hearing  examiner  had  favored  Greater 
Boston  Tv  Corp.  and  asked  him  how 
the  case  could  be  reviewed.  Mr.  Mills 
held  to  this  version  in  testimony,  but  was 
Unsure  about  just  what  was  said  at  the 
first  meeting. 

He  said  he  was  induced  by  his  old 
friend  Secretary  of  Commerce  Sinclair 
Weeks,  after  retiring  as  vice  president 
of  the  First  National  Bank  of  Boston, 
to  go  to  Washington  where  in  August 
1953  he  was  appointed  to  the  Renegoti- 
ation Board  and  later  met  Mr.  Mc- 
Connaughey upon  the  latter's  appoint- 
ment as  chairman  of  that  body. 

Mr.  Mills  said  he  didn't  remember 
meeting  Thomas  Joyce,  Herald-Traveler 
counsel,  at  either  of  the  meetings  and 
said  he  was  unable  to  recognize  Mr. 
Joyce,  who  was  present  in  the  hearing 
room.  He  said  he  recalled  no  discussion 
of  legislation  at  either  of  the  meetings. 

Globe's  counsel.  Neil  Leonard, 
asked  that  data  on  phone  calls  made 
Jan.  6  and  10,  1956,  shortly  after 
the  hearing  examiner's  initial  decision 
Jan.  4  favoring  Greater  Boston,  be  in- 
troduced into  the  record.  The  phone 
call  data  was  obtained  by  FCC  counsel 
from  the  House  Oversight  Subcommit- 
tee, which  had  subpoenaed  telephone 
company  records  earlier. 

Herald-Traveler     counsel  William 


Dempsey  objected  to  this,  saying  the 
information  was  obtained  by  extra-legal 
means,  might  reveal  the  newspaper's 
Washington  news  sources  and  did  not 
tell  the  "whole  story"  because  the  tele- 
phone company's  records  had  been 
destroyed  for  most  of  the  "adjudicatory" 
period  (June  1954  to  April  1957). 

FCC  counsel  said  a  three-minute  call 
was  made  from  the  Herald-Traveler  in 
Boston  to  Mr.  Mills  in  Washington  on 
Jan.  6  and  that  Mr.  Mills  made  a  two- 
minute  call  to  Mr.  Choate  at  the  Herald- 
Traveler  45  minutes  later.  On  Jan.  10 
Mr.  Mills  was  called  for  three  minutes 
from  the  Herald-Traveler  and  five  min- 
utes later  made  a  one-minute  call  to 
someone  at  the  newspaper. 

The  telephone  data  had  been  asked 
by  counsel  for  several  parties,  including 
the  Globe,  so  Mr.  Mills  could  be  asked 
if  this  might  refresh  his  memory  con- 
cerning the  date  of  the  Choate-McCon- 
naughey-Mills  lunch.  But  Mr.  Mills  said 
it  didn't  help  him  to  remember.  FCC 
counsel  also  noted  Mr.  Mills  had  called 
the  newspaper  on  Dec.  7,  1955. 
John  Taylor,  vice  president  of  the  Bos- 
ton Globe: 

Mr.  Taylor  said  he  and  his  cousin 
Davis  Taylor,  publisher  and  general 
manager  of  the  Globe,  knew  several 
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The  Taylors:  Davis  (I)  and  John 


principals  in  both  Greater  Boston  and 
Massachusetts  Bay  and  that  representa- 
tives of  both  on  two  occasions  asked 
the  newspaper  to  join  them  (financially 
or  in  a  cooperative  newsgathering  agree- 
ment). They  refused,  he  said,  because 
among  other  reasons  they  wanted  to 
remain  friends  with  contestants  and  be- 
cause they  wanted  to  be  free  to  cover 
the  ch.  5  contest  as  a  news  story. 

As  the  hearings  developed  and  the  de- 
funct Boston  Post  became  weaker  com- 


petitively, the  Globe  became  concerned 
that  the  Herald-Traveler  might  get  the 
grant,  he  said.  "Certain  people,"  he 
said,  "asked  us  to  merge  with  the 
Herald-Traveler."  He  said  this  height- 
ened his  concern  and  that  he  didn't 
want  to  see  the  Herald-Traveler  get  the 
license  to  use  as  a  "powerful  weapon"  to 
further  such  a  merger. 

He  said  that  on  Dec.  19,  1956,  he 
was  told  by  Allen  Steinert,  a  principal 
in  Massachusetts  Bay,  that  the  FCC  had 
issued  unpublished  instructions  to  its 
staff  to  prepare  a  decision  favoring  the 
Herald-Traveler.  He  said  Mr.  Steinert 
had  learned  this  information  from  Mas- 
sachusetts Bay's  Washington  counsel 
James  McKenna  who  in  turn  had 
learned  it  from  Sol  Taishoff  of  Broad- 
casting. 

Mr.  Taylor  said  he  and  his  cousin 
decided  to  go  to  Washington  to  find 
out  if  the  story  were  true  and  arrived 
there  Jan.  8,  1957.  They  wrote  Presi- 
dent Eisenhower  before  departing,  and 
also  wired  Presidential  assistant  Sher- 
man Adams  asking  if  they  could  talk 
to  him. 

In  Washington,  he  said,  they  saw 
Sen.  Saltonstall,  who  said  he  was  re- 
maining neutral  in  the  case  and  sug- 
gested they  go  and  see  Mr.  McCon- 
naughey, arranging  an  appointment  for 
them,  which  they  kept  the  next  day  (see 
McConnaughey  testimony,  foregoing). 
Then  they  went  to  see  Sen.  John  F. 
Kennedy  (D-Mass.),  who  told  them  he 
thought  it  would  be  "suicidal"  for  him 
to  "go  near"  a  regulatory  commission. 
Sen.  Kennedy  also  said  they  ought  to 
see  FCC  members,  he  said,  and  that 
he'd  try  to  get  Sen.  George  A.  Smath- 
ers  (D-Fla.)  to  introduce  them  to  Comr. 
Richard  A.  Mack.  They  subsequently 
visited  all  commissioners,  the  Taylors 
said. 

Next  they  went  to  see  House  Minor- 
ity Leader  Joe  Martin  (R-Mass.),  who 
told  them  they  had  been  "outpoli- 
ticked,"  and  suggested  they  do  a  little 
politicking  themselves  to  turn  the  tide. 
They  then  visited  Rep.  John  McCor- 
mick  (D-Mass.),  who  "seemed  inter- 
ested," and  jokingly  suggested  they  fill 
up  the  void  left  by  the  Boston  Post  by 
becoming  a  Democratic  newspaper. 

Later  Davis  Taylor  got  Mr.  Adams 
on  the  phone  and  told  him  of  their  sus- 
picions and  asked  to  see  him,  be  said. 
He  said  Mr.  Adams  told  Davis  Taylor 
that  the  White  House  never  interferes 
in  regulatory  agency  comparative  cases 
and  it  would  be  embarrassing  if  they 
came  to  the  White  House.  Whereupon. 
Davis  Taylor  told  Mr.  Adams  he  didn't 
want  to  embarrass  him  and  "hung  up," 
the  witness  said. 

Afterward  they  got  in  touch  with 
Secretary  to  the  Cabinet  Max  Rabb,  who 
assured  them  this  was  the  "first  time  in 
four  years"  someone  had  come  to  him 
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Miami  still  hot 

The  FCC  last  week  set  April 
23  for  oral  argument  on  the 
Miami  ch.  10  rehearing  and  also 
last  week  a  flareup  occurred  in 
the  controversial  case  involving  a 
communication  from  Sen.  George 
A.  Smathers  (D-Fla.)  to  the  FCC. 

The  Commission's  Associate 
General  Counsel  Edgar  W.  Holtz, 
who  heads  the  FCC  investigation 
team  which  worked  on  the  Miami 
rehearing  and  is  now  engaged  in 
the  Boston  ch.  5  rehearing,  ad- 
vised the  FCC  that  a  Jan.  20 
letter  from  Sen.  Smathers  should 
not  be  considered  part  of  the 
record  in  the  Miami  case.  Mr. 
Holtz  stated  he  agreed  with  the 
complaint  by  Public  Service  Tel- 
evision Inc.  that  Sen.  Smathers  is 
not  a  party  to  the  hearing  and 
that  the  deadline  has  passed  for 
comments  and  exceptions  to  the 
examiner's  report. 

Sen.  Smathers  in  his  Jan.  20 
letter  took  issue  with  a  finding 
in  Judge  Horace  Stern's  initial 
decision  that  the  Florida  senator 
spoke  to  Comr.  Mack  about  the 
Miami  ch.  10  case  while  it  was 
still  pending  final  decision. 


not  "wanting  something,"  Mr.  Taylor 
said,  adding  that  Mr.  Rabb  did  not  give 
them  any  advice. 

They  also  went  to  Vice  President 
Richard  Nixon's  office  on  Capitol  Hill 
and  were  told  by  an  aide  he'd  make  sure 
Mr.  Nixon  was  "fully  informed"  if  they 
did  not  insist  on  seeing  him.  Then  they 
returned  to  Boston  where  they  found  a 
letter  from  Gerald  D.  Morgan,  special 
counsel  to  the  President,  saying  the 
White  House  does  not  interfere  in  regu- 
lator}- agency  cases.  Mr.  Taylor  said. 

WTMB  may  get  okay 

The  FCC's  latest  move  in  the  off- 
again-on-again  am  case  in  Tomah.  Wis., 
was  to  direct  preparation  last  week  of  a 
document  to  lift  the  Dec.  10  stay  of 
grants  to  Tomah-Mauston  Broadcasting 
Co.  for  WTMB  and  modification  of  its 
permit,  pending  decision  on  the  protest 
of  William  C.  Forrest,  WRDB  Reeds- 
burg,  Wis. 

Earlier  this  month  (Broadcasting, 
Feb.  9),  the  FCC  directed  preparation 
of  a  document  which  would  have  main- 
tained the  stay  of  the  WTMB  grants. 
This  move  followed  a  U.S.  Court  of 
Appeals  opinion,  informing  the  Com- 
mission that  it  was  not  required  to  en- 
join operation  of  a  new  station  prior  to 
a  formal  hearing  on  interference  prob- 
lems. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO — KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM— GRAND  RAPIDS-KALAMAZOO 
WWTV   -  CADILLAC,  «ICHIGAN 
KOIN-TV  —  LINCOLN,  NEBRASKA 


WWTV,  Cadillac,  offers  lower  cost  coverage 
and  far  greater  popularity  than  any  other  ; 
vertising  medium  in  Northern  Lower  Michigan! 
WWTV  covers  36  Michigan  counties  in  which 
you'd  need  13  daily  newspapers  and  16  radio 
stations  to  get  the  same  kind  of  audiences.  And, 
in  this  area,  Pulse  rates  WWTV  first  in  152 
out  of  168  quarters  surveyed! 
Add  WWTV  to  your  WKZO-TV  schedule  and 
get  all  the  rest  of  outstate  Michigan  worth 
having.    If  you  want  it  all,  give  us  a  call! 


WWTV 


i,000  WATTS  •  CHANNEL  13  •   1282  TOWER 
CBS  and  ABC  in  CADILLAC 

Serving  Northern  Lower  Michigan 
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FCC  PROGRAM  FORM  REVAMPING  HIT 


Broadcaster  comments  on  proposed  changes 
challenge  Commission's  jurisdiction,  hold 
thinking  is  based  on  yesteryear  operation 


The  FCC  was  hit  from  several  angles 
last  week  via  comments  filed  on  its  pro- 
posals to  revise  program  classifications 
and  spot  announcement  listings  in  ap- 
plication forms. 

One  powerful  group  of  broadcasters, 
through  the  Pierson,  Ball  &  Dowd  law 
firm,  filed  a  joint  document  challenging 
entirely  the  Commission's  jurisdiction 
over  programming. 

Another  group,  comprising  modern- 
day  radio  operators,  termed  the  whole 
concept  of  classifications  and  spot  num- 
bering an  anachronism  based  on  net- 
work-oriented broadcasting  of  the 
1 940s.  This  viewpoint  was  submitted  by 
Cohn  &  Marks. 

Other  pleadings  were  made  by  the 
Federal  Communications  Bar  Assn. 
and  individual  stations. 

Before  the  week  was  up,  the  Commis- 
sion gave  interested  parties  another 
seven  days  before  closing  the  books  on 
these  comments;  it  moved  the  deadline 
back  to  Wednesday  (Feb.  25)  because 
of  an  error  in  the  published  report  last 
January.  At  that  time  the  deadline  was 
continued  to  Feb.  18. 

The  proposed  changes  in  Sec.  IV  of 
broadcast  applications  forms  were  an- 
nounced last  November  (Broadcasting, 
Dec.  1,  1958).  The  changes  were  based 
on  a  series  of  meetings  between  Com- 
mission staffers  and  a  committee  of 
broadcasters.  They  were  aimed  to  sim- 
plify and  modernize  the  program  forms 
required  to  be  filed  for  new  stations,  on 
renewal  forms,  and  for  changes  in  own- 
ership. 

The  notice  was  accompanied  by  a 
six-page  dissent  by  Comr.  T.A.M.  Cra- 
ven. Mr.  Craven  contended  that  since 
the  Communications  Act  forbids  the 
FCC  to  censor  programs,  the  program 
form  should  be  eliminated. 

Jurisdiction  Questioned  •  Direct  chal- 
lenge to  the  FCC's  whole  concept  of 
programming  jurisdiction  was  made  by 
more  than  20  broadcasters  represented 
by  Pierson,  Ball  &  Dowd. 

In  its  29-page  printed  comment  on 
the  proposed  new  program  content 
forms,  the  law  firm  recommended  that 
the  proposed  revisions  be  withdrawn 
and  that  the  FCC  adopt  a  uniform  pol- 
icy that  program  information  no  longer 
shall  be  required  as  a  part  of  the  in- 
formation in  applications. 

The  blanket  opposition  was  premised 
on  the  legal  prohibition  against  the  FCC 
from  censoring  programs  and  "the  prac- 
tical limitations"  in  obtaining  reliable 


and  adequate  information  which  would 
permit  adoption  of  program  standards. 

Maintaining  a  position  close  to  that 
of  FCC  Comr.  T.A.M.  Craven,  the 
Pierson,  Ball  &  Dowd  brief  held  that 
the  Commission  is  prevented  from  im- 
posing program  guides  (which  the  forms 
would  inferentially  accomplish)  because 
Sec.  326  of  the  Communications  Act 
forbids  censorship. 

The  brief  went  beyond  this  simple 
declaration,  however.  It  also  maintained 
that  even  if  the  Commission  has  the 
authority — or  needs  the  information  for 
"public  interest,  convenience  and  neces- 
sity" consideration — the  ability  to  judge 
what  is  in  the  public  interest  for  each 
of  the  markets  in  which  the  more  than 
3,000  radio  and  500  tv  stations  operate 
would  be  insurmountable  and  a  regu- 
latory nightmare. 

Meaningless  Statistics  •  Added  to 
these  doubts,  the  brief  continued,  is 
the  practical  worthlessness  of  the  com- 
posite week  material  and  program  per- 
centage figures.  They  do  not  show,  the 
comment  contended,  the  qualitative 
content  of  the  programs,  and  are  also 
open  to  misconstruction  (when  is  edu- 
cational, entertainment,  when  is  com- 
mercial, sustaining  and  vice  versa). 

Even  if  the  Commission  has  the 
authority  to  insist  on  balanced  program- 
ming, the  brief  continued,  there  is  no 
suitable  frame  of  reference  to  which 
the  programs  or  the  over-all  program- 
ming can  be  applied. 

The  FCC  can,  the  brief  stated,  pro- 
mote diversification  through  the  adop- 
tion of  allocation  policies  promoting 
multiple  and  competitive  services. 

There  is  also  a  statement  in  the  com- 
ment that  the  argument  that  the  Com- 
mission should  be  permitted  to  inquire 
into  programming  to  hold  the  threat 
of  sanctions  over  broadcasters  in  order 
to  force  them  to  hew  to  a  salutary  line 
is  a  sophism,  since  the  Commission  may 
not  accomplish  by  indirection  what  it 
is  prohibited  from  doing  directly. 

In  one  section,  the  Pierson  brief 
stated  that  the  Commission  has  juris- 
diction over  the  commercial  content  of 
broadcasting,  as  well  as  over  such  "le- 
gal" activities  as  ensuring  that  no  sta- 
tion broadcasts  obscene  or  indecent 
matter,  lottery  information,  or  engages 
in  non-broadcast  or  point-to-point  com- 
munications. 

Other  FCC  activities  that  are  per- 
missible, the  brief  continued,  are  in 
making  sure  that  the  licensee  has  not 


delegated  his  responsibility  for  program- 
ming, that  he  is  making  time  available 
for  the  fair  presentation  of  opposing 
sides  in  controversial  issues,  and  for  the 
proper  usage  of  a  station's  facilities  by 
political  candidates  under  Sec.  315. 

Even  consideration  of  proposed  pro- 
gramming in  comparative  hearing  cases 
should  be  prohibited,  the  Pierson  com- 
ment stated,  since  "the  approval  or 
disapproval  of  program  proposals  in 
comparative  cases  has  the  effect  of 
establishing  standards  which  restrict 
other  applicants'  choices  of  programs." 

Public  Knows  Best  •  In  its  discussion 
of  the  position  that  the  FCC  may  exer- 
cise jurisdiction  over  commercials,  the 
brief  made  these  points:  There  is  no 
constitutional  prohibition,  and,  there- 
fore, the  Commission  may  prescribe 
standards  for  commercial  advertising. 

The  basic  point  made  in  the  Pierson 
document  is  that  the  general  public  is 
the  best  censor  of  programming;  if  it 
does  not  care  for  a  station's  program- 
ming, that  station  will  lose  its  audience. 

The  stations  sponsoring  the  Pierson 
document  were:  KLZ-AM-TV  Denver, 
WWJ-AM-FM-TV  Detroit,  KDYL- 
AM-FM  and  KTVT  (TV)  Salt  Lake 
City,  WHBF-AM-FM-TV  Rock  Island. 
(111.),  WTCN-AM-TV  Minneapolis, 
WFBM-AM-TV  Indianapolis,  WDSU- 
AM-FM-TV  New  Orleans,  WKY  Tel- 
evision System  Inc. 

WMT-AM-TV  Cedar  Rapids  (Iowa) , 
KWMT  Fort  Dodge,  WANN  Annap- 
olis, WJBC  Bloomington  (111.),  WQOK 
Greenville  (S.C.),  WIVK  Knoxville, 
WSNJ-AM-FM  Bridgeton  (N.J.), 
WLPO  LaSalle  (111.),  WDAM-TV  Hat- 
tiesburg  (Miss.),  WAFB-TV  Baton 
Rouge,  WJLS  Beckley  (W.Va.), 
WOOD-AM-TV  Grand  Rapids  and 
WPAT-AM-FM  Paterson  (N.J.). 

Adjectives  •  "Antiquated"  and  "ar- 
chaic" are  terms  used  to  describe  the 
proposed  program  classifications  and 
percentage-listings  form.  These  words 
are  in  a  brief  submitted  by  the  Wash- 
ington law  firm  of  Cohn  &  Marks  rep- 
resenting various  groups  of  inde- 
pendent, non-network  affiliated  radio 
stations. 

Strongly  worded,  the  comments  con- 
tended that  the  whole  idea  of  program 
classifications,  listing  of  percentages  and 
numbers  of  spot  announcements  per  15- 
minute  segments  were  outmoded. 

The  proposals  and  the  present  re- 
quirements for  listing  programs  and 
spot  announcements,  the  brief  main- 
tained, are  based  on  radio- 1940. 

"The  new  form  proposed  to  solidify 
and  calcify  concepts  which  are  now 
completely  outmoded,"  it  stated.  "Radio 
is  no  longer  primarily  a  medium  of 
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Let's  remove 
this  barrier  to 
Railroad  Progress 
now! 


During  World  War  II  a  temporary  Federal  tax  was 
imposed  on  passenger  fares  paid  by  the  people  who 
used  trains,  planes,  buses  or  other  for-hire  carriers.  One 
big  reason  for  this  was  to  discourage  nonessential  use 
of  these  vitally  needed  transportation  facilities. 

Today,  the  traveler  is  still  required  to  pay  this  tax. 
It  adds  10%  to  the  cost  of  the  ticket.  The  tax  is  continuing 
to  discourage  travel  at  a  time  when  railroad  passenger 


service  is  burdened  with  operating  deficits  of  $700 
million  a  year. 

The  travel  tax  undermines  the  strength  and  stability 
of  the  whole  transportation  industry.  And  in  so  doing 
it  threatens  the  ability  of  the  railroads  and  other  public 
carriers  to  keep  pace  with  the  growing  needs  of  our 
economy  and  national  defense. 

The  tax  on  travel  is  a  deterrent  to  progress  and  pre- 
paredness. IT  SHOULD  BE  REPEALED! 


ASSOCIATION   OF  AMERICAN   RAILROADS  •  Washington,  D.  C. 
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mass  appeal  to  universal  and  total 
needs  .  .  .  [today].  It  serves  individual 
and  personal  rather  than  universal 
needs." 

Things  Now  Different  •  Radio  today, 
the  Cohn  &  Marks  brief  maintained, 
is  a  basic  music  and  news  format. 
Radio  no  longer  sells  15  and  30  minute 
programs. 

News  is  interspersed  in  the  middle  of 
a  block  of  time,  not  as  a  program,  the 
document  pointed  out.  Stations  now 
editorialize.  Public  service  aid  is  given 
through  the  liberal  use  of  spot  an- 
nouncements, much  more  effective  than 
a  15  minute  or  30  minute  program. 

The  brief  asked  the  Commission  to 
make  clear  that  program  percentages 
are  but  one  element  in  the  FCCs  evalu- 
ation of  a  program  service  and  that 
failure  to  devote  time  to  any  one  cate- 
gory does  not  "stigmatize"  an  opera- 
tion. 

The  group  proposed  that  the  Com- 
mission require  only  that  the  number 
of  spot  announcements,  and  their 
lengths,  be  required  for  a  week's  opera- 
tion. This  would  provide  a  complete 
and  factual  picture  of  the  extent  of  com- 
mercial operation.  "It  is  far  more  im- 
portant to  know  the  relationship  be- 
tween the  spots  and  the  programming 
structure  of  a  station,"  the  document 
insisted,  "than  it  is  to  know  the  mere 
number  of  announcements  in  a  segment 
of  time." 

The  brief  also  termed  the  breakdown 
of  time  periods  between  commercial 
and  sustaining  as  a  "vestigial  remnant 
of  a  by-gone  day." 

It  also  contended  that  the  proposed 
definition  of  a  recorded  program  is 
"unrealistic."  A  disc-jockey  playing  rec- 
ords is  an  entertainer  in  the  fullest 
sense  of  the  word — he  comments  on 
music  and  artists,  interviews,  discusses 
public  issues,  informs  on  local  events, 
and  'chats'  with  his  audience. 

The  brief  also  took  the  position  that 
the  proposed  definition  of  "Public  Af- 
fairs" limits  the  subject  matter.  It  asked 
that  the  definition  be  broadened  to  in- 
clude matters  of  local  interest,  besides 
national  and  international  "problems." 
The  definition  of  sporting  events  also 
should  be  clarified  to  include  sports  re- 
ports, the  group  asked. 

"Any  form  that  is  adopted  by  the 
Commission  should  permit  an  analysis 
of  programming  so  as  to  reflect  the 
true  operation  of  the  station  rather 
than  to  create  the  impression  that  such 
an  operation  renders  less  of  a  public 
service  than  that  of  a  radio  broadcaster 
who  is  still  following  antiquated  formu- 
lae and  consequently  is  able  to  show 
higher  percentages  of  time  devoted  to 
programs  that  no  one  listens  to,"  the 
brief  stated. 

The  Cohn  &  Marks  document  was 
signed  by   McLendon,   Burden  Mid- 


Too  soon 

An  application  from  Press 
Wireless  Inc.,  New  York,  to  the 
FCC  for  permission  to  contact 
manned  vehicles  traveling  in  out- 
er space  is  considered  "prema- 
ture" by  the  Commission. 

In  its  reply  to  Press  Wireless, 
the  FCC  says  that  any  common 
carrier  wishing  to  communicate 
with  space  machines  should  first 
obtain  permission  from  the  ap- 
propriate government.  Regard- 
ing PW's  claim  that  arrangements 
to  contact  space  expeditions  could 
only  be  made  on  a  "last  minute" 
basis,  the  FCC  replied  that  the 
common  carrier  would  have  to 
ascertain  which  frequencies  will 
be  used,  and  the  agency  from 
which  to  secure  permission,  so 
that  there  must  be  at  least  a  few 
days'  notice. 


America  and  Bartell  station  groups  and 
WOL  Washington,  D.  C.  and  WDOV 
Dover  and  WNAV  Annapolis,  both 
Maryland. 

No  Reasons  Given  •  The  Federal 
Communications  Bar  Assn.  emphasized 
that  the  standards  for  program  per- 
formance have  never  been  published. 
It  stated  that  nowhere  in  the  form  are 
the  reasons  given  for  establishing  these 
classifications  and  percentages,  nor  does 
the  form  provide  the  underlying  criteria 
on  the  basis  of  which  the  information 
will  be  evaluated.  This,  FCBA  stated, 
is  a  basic  defect. 

FCBA  urged  that  the  present  rule- 
making proceeding  should  be  used  to 
"delineate  standards  of  performance  by 
broadcast  licensees  which  will  serve  as 
a  framework  within  which  a  licensee 
can  plan  its  own  programming  to  serve 
best  the  public  interest  and  effectively 
compete  and  still  have  reasonable  as- 
surance of  a  renewal  of  its  license." 

In  comments  on  specific  contents  of 
the  proposed  changes,  FCBA  took  the 
position  that: 

•  There  is  no  recognition  of  basic 
differences  between  network  and  inde- 
pendent operation,  small  or  single-sta- 
tion markets  vs.  large  and  multiple  sta- 
tion markets,  specialized  operations  vs. 
diversified  programming,  am  as  com- 
pared to  fm  and  tv  operation. 

•  Percentage  analysis  cannot  be  re- 
lied upon  to  make  a  qualitative  analysis. 
It  is  possible,  for  example,  to  place  all 
non-entertainment  programming  be- 
tween midnight  and  6  a.m.  or  carry 
only  network  non-entertainment  pro- 
gramming so  that  this  category  would 
never  show  up  in  the  form. 

•  Puts   at   a   disadvantage  stations 


which  meet  their  public  service  respon- 
sibility via  entertainment  programs  or 
public  service  spot  announcements. 
".  .  .  the  mere  fact  of  there  being  a 
program  category  in  the  analysis  form 
implies  some  sort  of  necessity  of  there 
being  some  programs  in  that  category." 

•  No  criteria  are  given  as  to  how 
long  or  short  is  a  program.  How  about 
a  two-minute  program?  In  one  section 
of  the  proposed  revision  a  program 
segment  is  identified  as  15  minutes  long. 
This  leads  to  several  "injustices" — (1) 
a  five-minute  sustaining  non-entertain- 
ing program,  followed  by  a  10-minute 
network  commercial  would  require  the 
full  15  minutes  to  be  classified  network 
commercial;  (2)  a  commercial  an- 
nouncement between  two  sustaining 
programs  each  less  than  14  minutes 
would  require  the  entire  period  to  be 
classified  as  commercial.  There  is  no 
indication  whether  "overcommercializa- 
tion"  is  bad  or  whether  the  absence  of 
"live"  programs  is  bad. 

•  There  is  a  question  on  the  neces- 
sity of  information  requested  on  the 
staffing  of  stations.  The  information 
has  no  bearing  on  a  station's  qualifica- 
tions, and  is  never  used  for  any  pur- 
pose by  the  staff. 

•  The  rules  should  be  revamped  so 
that  program  classifications  carried  in  a 
station  log  should  be  comparable  to 
those  required  on  program  forms. 

The  FCBA  asked  that  a  seminar  be 
held  between  its  members  and  other 
interested  parties  and  the  FCC  before 
the  Commission  made  its  final  decision 
on  this  matter. 

Proof  of  Service  •  The  WDSU  New 
Orleans  stations  urged  that  a  licensee 
should  demonstrate  that  he  has  ap- 
praised the  needs  and  interests  of  his 
area  and  should  also  be  called  to  indi- 
cate whether  he  intends  to  offer  a 
specialized  or  a  general  service.  These 
were  in  addition  to  the  position  of  the 
New  Orleans  broadcaster  as  a  signer  of 
the  brief  filed  by  the  Pierson,  Ball  & 
Dowd  firm. 

WEPM  Martinsburg  and  WCLG 
Morgantown,  both  W.  Va.,  stated  that 
the  formula  of  program  percentages  are 
"meaningless."  The  proposed  form 
would  only  continue,  the  station  said, 
to  present  as  fact  situations  which  are 
in  actuality  the  reverse. 

KIEM-TV  Eureka,  Calif.,  suggested 
that  licensees  have  a  choice  of  either 
counting  programs  or  announcements. 

WBTM  Danville,  Va.,  asked  that  a 
new  program  category  be  listed — musi- 
cal service.  It  also  urged  that  the  15- 
minute  division  should  be  abandoned 
in  favor  of  5-minute  divisions. 

American  Assn.  of  University  Wom- 
en filed  a  comment  upholding  the 
FCCs  right  to  inquire  into  program 
categories. 
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LAR  DALY  LANDS  FREE  TIME 


All  five  Chicago  tv  stations  got  stuck 
with  a  splinter  candidate  last  week. 

Lar  (America  First)  Daly,  perennial 
political  aspirant,  requested  and  re- 
ceived equal  time  from  CBS'  WBBM- 
TV  and  ABC's  WBKB  (TV)  to  answer 
Chicago  Mayor  Richard  J.  Daley  in  his 
bid  for  the  Democratic  mayoralty  nom- 
ination. He  also  was  successful  in  get- 
ting future  commitments  on  NBC's 
WNBQ  (TV),  WGN-TV  and  educa- 
tional outlet  WTTW  (TV) . 

The  FCC,  by  a  4-3  vote  Wednesday 
(Feb.  18),  ruled  that  Mr.  Daly  was  en- 
titled to  equal  time  on  all  stations  under 
Sec.  315  of  the  Communications  Act. 
It  so  notified  the  stations  in  telegrams 
sent  Thursday  after  Mr.  Daly  had  car- 
ried the  issue  to  the  FCC  Feb.  14. 

Howard  Newcomb  Morse,  attorney 
for  the  candidate,  requested  time  on 
WNBQ  and  WGN-TV  on  the  basis  of 
news  programs  in  which  Mayor  Daley 
appeared  since  last  December.  Earlier, 
WBBM-TV  and  WBKB  agreed  to  grant 
him  free  time  for  appearances  on  Feb. 
18  and  22,  respectively,  to  oppose 
Mayor  Daley's  bid  for  re-election  in 
the  alderman  primaries  Feb.  24.  The 
mayor  originally  appeared  on  Norman 
Ross'  VIP  interview  show  on  WBKB 
Jan.  4  and  delivered  a  progress  report 
to  the  people  on  WBBM-TV  Jan.  14. 

Film  Clips  Cited  •  Basis  for  Mr. 
Daly's  request  to  the  Commission  for 
the  time  grab  on  WNBQ  and  WGN-TV 
was  a  series  of  film  clips  showing  Mayor 
Daley  greeting  Argentine  President  Ar- 
turo  Frondizi,  opening  the  March  of 
Dimes  campaign,  filing  for  the  candi- 
dacy to  succeed  himself  as  mayor  and 
accepting  the  endorsement  of  the  Chi- 
cago Democratic  Committee. 

The  Commission  ruled  Wednesday 
that  all  such  appearances  constituted 
grounds  for  equal  time.  Three  commis- 
sioners (Chmn.  John  C.  Doerfer,  John 
Cross  and  T.A.M.  Craven)  dissented 
on  the  film  clips  involving  the  Argentine 
president  and  March  of  Dimes.  They 
felt  such  appearances  were  more  in 
Mayor  Daley's  official  capacity. 

Before  the  Commission  ruling,  both 
WNBQ  and  WGN-TV  registered  strong 
protests  with  the  Commission.  NBC 
pointed  out  that  all  film  clips  were  in 
regularly  scheduled  newscasts  as  legiti- 
mate news  items.  The  other  clips  were 
used  on  Dec.  26  and  other  dates,  run- 
ning an  aggregate  8V2  minutes. 

Ward  L.  Quaal,  vice  president  and 
general  manager  of  WGN  Inc.,  wired 
the  Commission  that  similar  appear- 
ances totaling  69  seconds  by  Mayor 
Daley  (in  connection  with  selection  of 
a  House  speaker  in  the  Illinois  legisla- 
ture, selection  of  a  site  for  the  Demo- 
cratic national  convention  and  the  visit 


by  Argentine  President  Frondizi)  con- 
stituted "genuine  news  items"  and  were 
not  "directly  or  indirectly  initiated  by 
Mayor  Daley."   They  were  carried  on 
regular,  not  special  newscasts,  he  said. 

Time  for  Sheehan  •  Officials  at 
WBKB  and  WBBM-TV  also  acceded  to 
similar  time  requests  from  Timothy 
Sheehan,  Republican  mayoralty  candi- 
date, to  answer  Mr.  Daly.  WBKB 
scheduled  him  yesterday  (Feb.  22)  at 
10  p.m.,  an  hour  after  Mr.  Daly's  ap- 
pearance, while  WBBM-TV  granted 
him  2:30  that  afternoon.  The  Commis- 
sion reportedly  indicated  that  Mr.  Daly 
would  not  be  entitled  to  additional  time 
to  answer  Mr.  Sheehan  (Mr.  Daly  is 
running  for  both  the  Democratic  and 
GOP  nominations). 

As  of  Thursday,  neither  WNBQ  nor 
WGN-TV  had  set  time  periods  for  Mr. 
Daly.  WTTW  reported  it  had  turned 
over  the  matter  to  its  attorneys,  Sidley, 
Austin,  Burgess  &  Smith.  The  non- 
commercial station  carried  a  kinescope 
of  the  mayor's  report  last  January. 

Mr.  Daly  kept  his  commitment  at 
WBBM-TV  Wednesday  evening  (6:30-7 
p.m.),  attired  in  his  familiar  Uncle  Sam 
suit  and  with  his  three  children. 

In  his  Feb.  14  petition  to  the  FCC, 
Mr.  Morse  also  raised  the  possibility  of 
libel  in  connection  with  statements  by 
Sterling  C.  Quinlan,  ABC  vice  president 
in  charge  of  WBKB.  and  Mr.  Ross  of 
that  station. 

Mr.  Daly's  counsel  cited  "undeniable 
implication  and  inference"  on  their  part 
as  to  his  client's  character.  Mr.  Daly 
said  Wednesday,  however,  that  no  legal 
action  was  contemplated. 

No  Choice  «  Both  Mr.  Quinlan  and 
H.  Leslie  Atlass,  vice  president  in 
charge  of  the  CBS  Central  Div.-general 
manager  of  WBBM-AM-TV,  freely 
conceded  they  had  no  alternative  but 
to  grant  Mr.  Daly  free  and  equal  time. 
The  candidate,  long  a  thorn  in  the  side 
of  broadcasters,  was  certified  by  the 
Chicago  Board  of  Election  Commission- 
ers as  a  "legally  qualified  candidate." 
Mr.  Morse's  telegram  also  asked  the 
Commission  to  require  WBKB  to  give 
Mr.  Daly  time  earlier  than  Feb.  22. 

Mr.  Daly  originally  sought  five- 
minute  time  availabilities  on  Chicago's 
four  commercial  tv  stations  for  paid 
talks  in  advance  of  the  primaries  and 
alderman  elections  Feb.  24.  WBKB 
was  prepared  to  accommodate  him  until 
he  asked  a  cash  settlement  on  the  dif- 
ference between  a  10-minute  segment 
and  a  half-hour  of  time  commensurate 
with  that  given  free  to  Mayor  Daley. 
His  request  was  turned  down.  WBKB 
also  rejected  Mr.  Daly's  bid  for  an 
earlier  appearance  than  Feb.  22  on  Mr. 
Ross'  interview  program. 


In  granting  Mr.  Daly  equal  time, 
Mr.  Quinlan  pointed  out  his  station  had 
no  control  over  Mr.  Daly's  remarks  of 
Feb.  22,  that  he  could  even  solicit  funds 
for  a  full  half-hour,  if  he  chose.  Mr. 
Atlass  observed  that  Sec.  315  of  the 
Communications  Act  is  "poorly  written" 
and  WBBM-TV  had  no  choice  but  to 
grant  his  request. 

Four- Year  Fight  •  Mr.  Daly's  ex- 
perience with  Sec.  315  started  in  early 
1 956.  As  a  candidate  for  the  Republican 
Presidential  nomination,  he  requested 
time  from  all  radio-tv  networks  to  an- 
swer four  talks  by  President  Eisen- 
hower. The  networks  declined  and  the 
Commission  rejected  his  bids,  express- 
ing doubts  about  his  legal  qualifications 
as  a  candidate. 

Mr.  Daly  in  intervening  years  has 
fought  his  cause  in  the  courts  and  been 
denied  rehearing  by  the  U.S.  Supreme 
Court.  In  another  appeal  to  the  FCC, 
he  claimed  that  when  he  sought  Con- 
gressional nomination  in  1957,  tv  sta- 
tions would  not  sell  him  time.  He  is 
still  litigating. 


In  native  dress  •  Lar  Daly  wears 
an  Uncle  Sam  suit  on  special  occa- 
sions such  as  picketing  the  Federal 
Bldg.  in  Chicago  in  early  August 
1956.  Mr.  Daly  had  filed  suit  to 
force  the  networks  to  give  him 
time  equal  to  that  given  other  can- 
didates for  the  Presidency.  He 
wanted  action  before  Aug.  18  in 
hope  of  going  on  the  air  before 
the  GOP  convention  Aug.  20. 
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Poor  programs,  ads 
may  lead  to  pay  tv 

The  quality  of  tv  programming  and 
advertising — unless  it  is  greatly  im- 
proved— will  force  the  public  to  accept 
pay  tv,  Sen.  John  Marshall  Butler  (R- 
Md.)  charged  last  week. 

And  what's  more,  he  warned,  unless 
networks  and  station  operators  "clean 
their  own  houses"  the  Senate  Com- 
merce Committee,  of  which  he  is  a 
member,  will  explore  the  situation.  "It 
is  indeed  unfortunate  that  commercial 
television  and  the  Madison  Avenue  boys 
who  supply  video  advertising  copy  ap- 
pear to  have  a  'public  be  darned'  at- 
titude," Sen.  Butler  said  last  Thurs- 
day (Feb.  19). 

Not  all  tv  programs  are  bad,  said  the 
senator,  a  past  opponent  of  pay  tv. 
He  continued:  ".  .  .  But  a  great  ma- 
jority of  the  programs  are  not  even  sec- 
ond rate  .  .  .  just  plain  trash.  ...  As 
to  advertising,  it  insults  the  intelligence 
of  the  viewer.  It  is  geared  to  know- 
nothings."  Sen.  Butler  cited  regional 
ads  for  Wilkins  coffee  (Broadcasting, 
Dec.  15,  1958)  as  "about  the  only  clever 
advertising  on  the  air  today." 

Sen.  Butler  noted  that  the  networks 
maintain  that  if  pay  tv  is  authorized, 
free  tv  will  die.  "There  might  be  a 
great  deal  of  truth  in  this  contention," 
he  said.  "But,  strangely,  commercial  tv 
is  encouraging  pay  video.  In  effect,  net- 
work and  station  program  directors  are 
digging  their  own  graves.  It  is  time  for 
a  complete  overhaul  of  programs  and 
advertising.  It  is  time  that  Crossley 
ratings  [sic]  and  Hooper  ratings  be 
forgotten." 

[Note — Actually,  Crossley  has  not 
been  in  the  ratings  field  for  several 
years.] 

It  might  be  necessary  for  the  Com- 
merce Committee  to  conduct  this  "over- 
haul" of  programming,  Sen.  Butler  said, 
but  he  urged  networks  and  stations  to 
re-examine  their  programming  and  ad- 
vertising policies  at  once  to  provide  the 
public  with  better  television  fare.  He 
stated  that  tv  programming  as  such  is 
a  legitimate  field  of  inquiry  for  the 
Senate  committee. 

FCC  asks  comments 
on  Wilmington  ch.  12 

The  FCC  last  week  invited  comments 
by  March  25  on  proposals  to  make 
Wilmington's  ch.  12  educational,  or  to 
move  it  to  Atlantic  City. 

Proposal  to  make  the  ch.  12  com- 
mercial facility  educational  has  been 
sponsored  by  the  Joint  Council  on  Ed- 
ucational Tv.  Its  move  to  Atlantic  City 
was  asked  by  ch.  46  WHTO-TV  of  that 
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city.  WHTO-TV  asked  that  in  the  al- 
ternative, ch.  12  be  allocated  to  Atlantic 
City-Wilmington. 

Since  1949  ch.  12  has  continuously 
been  an  operating  tv  facility,  first  under 
Steinman  interests  as  WDEL-TV,  then 
under  Paul  F.  Harron  as  WPFH  (TV) 
and  then  under  the  Storer  banner  as 
WVUE  (TV).  Storer  closed  the  station 
down  last  September  and  surrendered 
the  construction  permit  last  December. 

Pending  before  the  FCC  are  two 
commercial  applications  for  the  ch.  12 
assignment.  One  is  from  Rollins  Broad- 
casting Co.  (WAMS  Wilmington)  and 
the  other  is  from  a  partnership  com- 
prising Egmont  Sonderling,  Richard 
Goodman,  Mason  A.  Loundy  and 
George  T.  Hernreich.  Sonderling  sta- 
tions are  WOPA  Oak  Park,  111.,  and 
WDIA  Memphis,  Tenn.  Mr.  Hernreich 
owns  KFPW  Fort  Smith,  Ark. 

The  move  to  legislate  commercial 
ch.  12  Wilmington,  into  reserved  status 
for  educational  use  was  attacked  on  the 
Senate  floor  when  the  second  Delaware 
senator,  Sen.  John  J.  Williams  (R-Del.) 
joined  Sen.  J.  Allen  Frear  Jr.  (D-Del.) 
in  protesting  the  move  by  the  two 
Pennsylvania  senators  and  Sen.  Clifford 
Case  (R-N.J.)  (Broadcasting,  Feb.  9). 

"We  will  not  go  along  with  the  sup- 
port of  a  bill  by  the  senators  from 
Pennsylvania  which  will  have  the  effect 
of  telling  Delaware  what  to  do  with  the 
only  television  channel  Delaware  now 
has,"  Sen.  Williams  stated. 

•  Government  notes 

•  The  National  Aeronautics  and  Space 
Administration  announced  spending 
plans  last  week  on  its  projects  to  launch 
an  inflatable  communications  satellite, 
roughly  the  size  of  the  interior  of  the 
Capitol  dome  in  Washington  (Broad- 
casting, Feb.  9).  A  $2,150,000  con- 
tract for  the  project  has  been  awarded 
to  the  Army. 

The  balloon,  which  is  to  be  launched 
later  this  year,  is  planned  to  serve  as  a 
reflector  of  communication  signals, 
which  would  allow  eventual  hemi- 
sphere-to-hemisphere transmission  of  tv 
signals.  The  project  was  one  of  several 
1959  NASA  contracts  awarded  at  a 
cost  of  $105  million.  Included  are  half 
a  dozen  rocket  shots  into  outer  space, 
and  $17  million  in  equipment  for 
eventual  manned  space  flight. 

•  FCC  Hearing  Examiner  Forest  L. 
McClenning  issued  an  initial  decision 
last  week  which  would  grant  commer- 
cial ch.  8  in  Waycross,  Ga.,  to  the 
Georgia  State  Board  of  Education  for 
a  non-commercial  educational  station. 
The  action  came  after  John  H.  Phipps, 
applicant  for  a  commercial  facility  on 
ch.  8,  was  granted  permission  to  dismiss 
his  application. 


•  Freshman  Sen.  Hugh  Scott  (R-Pa.), 
speaking  at  a  Lincoln  Day  dinner, 
urged  local  party  organizations  to  buy 
radio  and  tv  time  between  elections  "to 
tell  people  .  .  .  something  about  the  Re- 
publican Party"  and  why  it  should  be 
in  power. 

•  Philco  Corp.  has  petitioned  the  FCC 
to  institute  rulemaking  to  adopt  com- 
patible stereophonic  sound  transmission 
standards  for  fm  and  tv.  Late  last  year 
Philco  filed  a  similar  petition  covering 
am  stereo.  The  petitions  would  have  the 
Commission  establish  an  experimental 
field  test  program  to  test  Philco's  stereo 
systems  under  normal  broadcast  condi- 
tions and  upon  the  successful  comple- 
tion of  these  tests  establish  transmisssion 
standards  based  upon  Philco's  research. 

•  FCC  rules  have  been  amended  to  per- 
mit an  applicant  to  waive  his  right  to 
be  notified  as  to  why  his  application 
indicates  the  necessity  of  a  hearing.  The 
change  becomes  effective  March  2.  In 
some  cases,  the  Commission  says,  noti- 
fication procedure  has  taken  a  year  be- 
tween issuance  of  the  first  notice  and 
designation  for  hearing.  In  most  in- 
stances, the  FCC  noted,  this  particular 
portion  of  the  so-called  McFarland 
amendments  serves  no  useful  purpose 
since  the  applicant  is  aware  of  the  rea- 
sons he  is  faced  with  a  hearing.  Comr. 
Frederick  Ford  dissented  in  this  deci- 
sion claiming  that  although  the  rule  is 
cumbersome  and  should  be  changed,  it 
is  up  to  Congress  to  change  the  law. 

•  The  FCC  has  invited  comments 
by  March  13  on  Central  Michigan  Col- 
lege's petition  to  assign  ch.  14  Mount 
Pleasant,  Mich.,  for  educational  use  and 
substitute  ch.  21  for  ch.  27  in  West 
Branch,  Mich.  At  the  same  time,  the 
Commission  denied  a  petition  by  Jose 
Bechara  Jr.  (WKJB),  Mayaguez,  P.R., 
requesting  deletion  of  ch.  10  from 
Charlotte  Amalie,  V.I.,  and  the  assign- 
ment of  either  ch.  11  or  ch.  13  to 
Mayaguez. 

•  Van  Curler  Broadcasting  Corp.  has 
been  granted  construction  permits 
for  ch.  13  Albany,  N.Y.,  and  an  aux- 
iliary transmitter  at  the  main  transmit- 
ter site  by  the  FCC.  This  new  facility 
will  replace  Van  Curler's  temporary 
operation  of  WAST  (TV)  on  ch.  13 
with  a  satellite  on  ch.  35,  according  to 
the  Commission. 

•  The  FCC  has  granted  the  peti- 
tion of  ch.  29  KBAK-TV  Bakersfield, 
Calif.,  and  stayed  the  Dec.  10,  1958, 
grant  to  Pacific  Broadcasters  Corp.  for 
a  new  tv  station  on  ch.  39  at  Bakersfield 
pending  the  outcome  of  an  oral  argu- 
ment scheduled  for  March  5.  The  Com- 
mission made  KBAK-TV  a  party  to  the 
proceeding. 
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Automobiles. ..and 


NATIONAL  STEEL 


More  than  135  million  cars  built  and  operated  since  1900.  More 
than  55  million  using  our  3,366,000  miles  of  streets  and  highways 
today.  That's  a  lot  of  cars!  A  lot  of  sheet  steel,  too. 

And  who's  the  biggest  U.S.  producer  of  cold-rolled  sheet  steel? 
National  Steel,  for  many  years  a  major  supplier  to  the  automobile 
industry  through  its  Detroit-based  Great  Lakes  Steel  Corporation 
and  its  Weirton  Steel  Company  in  Weirton,  West  Virginia. 
The  styling  and  beauty,  the  safety  and  riding  comfort  of  our 
modern  cars  are  largely  made  possible  by  the  strength,  ductility 


and  flawless  surface  finishes  inherent  in  today's  better  sheet  steels. 
And  at  National  Steel  they  are  constantly  undergoing  even  greater 
refinements  of  quality  .  .  .  through  research,  improved  techniques 
and  advanced  metallurgical  processes. 

National  Steel  serves  American  industry  with  many  different 
kinds  of  improved  steels— through  such  divisions  as  Stran-Steel 
Corporation,  Enamelstrip  Corporation,  National  Steel  Products 
Company,  The  Hanna  Furnace  Corporation,  as  well  as  through 
its  Great  Lakes  Steel  and  Weirton  Steel  Divisions. 


NATIONAL  STEEL  CORPORATION,  GRANT  BUILDING,  PITTSBURGH,  PA. 


SOL 
DOU 


PROGRAMMING 


NEW  WOE  FOR  ROACH,  ET  AL 

Guild,  others  named  in  suit  by  producer 
asking  damages  of  $635,000  over  tv  show 


says  Fred  Thrower,  Vice  Pres.  &  Gen.  Mgr. 

WPIX 

NEW  YORK 
Popeye  can  lift  anything  .  . . 
especially  ratings!  "As  usual,  our 
Popeye  show  is  completely  sold 
out",  says  Fred  Thrower ,Vice  Pres. 
and  General  Manager  of  WPIX. 

"Our  Popeye  show  has  been  scor- 
ing fop  ratings  with  the  kids  in 
New  York,  since  its  first  week.  Now, 
after  three  years,  it's  still  leading 
all  seven  channels  in  its  time  period, 
with  a  strong  10.7  rating  (A.R.B., 
December)." 

Year  after  year  stations  have  been 
racking  up  sponsor  sell-outs  with 
Popeye.  That's  because  the  millions 
of  Popeye  rooters  are  fantastically 
loyal  and  highly  receptive  to 
sponsors'  messages. 

So  put  Popeye's  mighty  muscles 
to  work  for  your  station.  Like 
WPIX  you'll  find  he  belts  the 
competition  .  .  .  and  brings  in  the 
spinach! 

1  -       I  _•  '  :\m 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  1  8^53 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


Jerry  Stagg,  producer,  charged  Hal 
Roach  Jr.,  Hal  Roach  Studios,  Passing 
Parade  Films,  Guild  Films,  Scranton 
Corp.  and  50  John  Does  with  fraud  and 
conspiracy  in  a  $635,000  suit  filed 
Wednesday  (Feb.  18)  in  Los  Angeles 
Superior  Court  by  Patti  Sacks  Karger 
of  the  Los  Angeles  law  firm  of  Cohen 
and  Karger. 

The  complaint  alleges  that  Mr.  Stagg, 
producer  of  79  half-hour  filmed  tv  pro- 
grams comprising  the  Telephone  Time 
series  at  Hal  Roach  Studios,  was  to  re- 
ceive a  fixed  salary  plus  15%  of  the 
programs'  net  earnings.  On  June  20, 
1958,  after  Scranton  Corp.  had  bought 
the  Roach  Studios,  Mr.  Stagg  was  told 
that  distribution  rights  to  the  series  for 
ten  years  had  been  given  to  Guild  Films 
which  guaranteed  an  advance  of  $700,- 
000  to  the  studios. 

But,  the  complaint  charges,  on  that 
same  day,  without  telling  Mr.  Stagg, 
the  defendants  entered  into  a  secret 
agreement  which  revealed  the  true  ad- 
vance consideration  was  $900,000.  Un- 

iOftORCASBNi 

Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 


Feb.  23-27,  March  2-4  (2-2:30  p.m.) 
Truth  Or  Consequences,  participating  spon- 
sors. 

Feb.  23-27,  March  2-4  (2:30-3  p.m.) 
Haggis  Eaggis,  participating  sponsors. 

Feb.  23,  March  2  (10-10:30  p.m.)  Ar- 
thur Murray  Party,  P.  Lorillard  through 
Lennen  &  Newell. 

Feb.  24  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt. 

Feb.  25,  March  4  (8:30-9  p.m.)  The 
Price  Is  Right,  Speidel  through  Norman, 
Craig  &  Kummel  and  Lever  Bros,  through 
J.  Walter  Thompson. 

Feb.  25  (9-9:30  p.m.)  Milton  Berle, 
Kraft  Foods  Co.  through  J.  Walter  Thomp- 
son. 

Feb.  26  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

Feb.  26  (10:30-11  p.m.)  Masquerade 
Party,  P.  Lorillard  through  Lennen  & 
Newell. 

Feb.  27  (7:30-8  p.m.)  Northwest  Pas- 
sage, sustaining. 

Feb.  27  (8-9  p.m.)  Eilery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

Feb.  28  (8-9  p.m.)  Perry  Como  Show, 
participating. 

March  1  (6:30-7  p.m.)  Chet  Huntley 
Reporting,  sustaining. 

March  1  (7:30-8  p.m.)  Buddy  Bregman 
Music  Shop,  sustaining. 

March  1  (8-9  p.m.)  Steve  Allen  Show, 
various  sponsors. 

March  1  (9-10  p.m.)  Chevy  Show,  Chev- 
rolet through  Campbell-Ewald. 

March  3  (7:30-9  p.m.)  Some  of  Manie's 
Friends,  Liggett  &  Myers  through  McCann- 
Erickson. 

March  4  (9-10  p.m.)  Bell  Telephone 
Hour,  Bell  Telephone  through  N.W.  Ayer. 


der  this  agreement  (a)  Martin  Ross  sold 
the  rights  to  105  feature  films  to  Hal 
Roach  Studios  for  $200,000;  (b)  Guild 
Films  transferred  to  Mr.  Ross  "spot 
time"  worth  "substantially  in  excess  of 
$200,000  at  a  valuation  of  $200,000"; 
(c)  Guild  was  to  recoup  $900,000  from 
Telephone  Time  before  further  pay- 
ments were  due  to  Hal  Roach  Studios. 

Mr.  Stagg's  suit  asks  for  actual  dam- 
ages of  $135,000  (15%  of  $900,000), 
plus  $500,000  in  punitive  damages.  It 
also  asks  for  the  court  to  appoint  a 
receiver  to  take  possession  of  all  Tele- 
phone Time  films  and  to  restrain  the  de- 
fendants from  distributing  them,  and 
for  an  accounting  of  all  receipts  and  ex- 
penditures in  connection  with  the  pro- 
duction and  sale  of  the  series. 

Seeks  fight  pact 

An  application  for  a  license  to  pro- 
mote Wednesday  night  fight  telecasts 
was  submitted  by  the  Chicago  Stadium 
Corp.  and  approved  by  the  Illinois  Ath- 
letic Commission  last  week.  Simul- 
taneously, Truman  Gibson,  executive 
vice  president  of  the  National  Boxing 
Club  (successor  to  the  International 
Boxing  Club  of  Illinois),  revealed 
Tuesday  his  new  organization  is  "dis- 
cussing a  new  contract"  for  the  tele- 
vised fights  on  ABC-TV  in  1959-60. 
The  present  pact  expires  Sept.  30.  Main 
responsibility  of  the  National  Boxing 
Club,  a  division  of  the  Chicago  Sta- 
dium Corp.,  will  be  to  promote  the 
Wednesday  matches.  Application  for  a 
new  license  was  necessary  under  the 
court  order  requiring  dissolution  of 
IBC.  Actual  tv  contracts  with  Chicago 
Stadium  Corp.  are  handled  by  its  tele- 
vision-radio subsidiary  (now  renamed 
Cameo ) . 

NCAA  football  plan 
gets  minor  changes 

A  slightly  revised  Game  of  the  Week 
diet  for  football  tv  fans  will  be  served 
by  the  National  Collegiate  Athletic 
Assn.  this  fall,  pending  membership  ap- 
proval of  its  new  plan  by  March  3. 

The  13 -week  pattern,  fashioned  by 
the  NCAA  Tv  Committee  at  Chicago's 
University  Club  Feb.  16-17,  will  com- 
prise eight  national  and  three  regional 
network  dates;  one  split  network  on  a 
national  date,  providing  for  two  or  more 
games,  and  a  choice  by  network  or 
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One  of  a  series  of  salutes  to  successful 
Radio  and  TV  stations  across  the  nation 
. . .  and  to  the  Northwest  Schools  gradu- 
ates who  have  contributed  to  their 
success. 

WIIC 

Channel  1  1 

PITTSBURGH,  PA. 


Northwest  salutes  station  WIIC,  Pitts- 
burgh's basic  NBC  Television  affiliate,  serv- 
ing more  than  five  million  people  in  a  three 
state  area  from  its  ultra-modern  studios  in 
the  heart  of  Pittsburgh. 

WIIC  operates  on  Channel  11  with  full 
power  of  316,000  watts— and  a  tower  847 
feet  high.  Its  Steyroflex  transmitting  cable 
is  the  first  of  its  size  {§V%"  diameter)  in  the 
Western  Hemisphere,  and  its  100  kilowatt 
transmitter  is  one  of  only  two  such  VHF 
transmitters  in  the  country;  this  special 
equipment  is  designed  to  put  the  best  pos- 
sible signal  into  the  television  homes  in  the 
Pittsburgh  area. 

WIIC  went  on  the  air  September  1,  1957— 
and  telecasts  an  unusually  fine  group  of 
local  and  filmed  programs,  in  addition  to 
the  complete  NBC-TV  program  schedule. 


ROBERTA.  MORTENSEN,  General  Manager 

Robert  A.  Mortensen,  General  Manager  of 
WIIC,  has  this  to  say  of  his  employee,  Guy 
Monahan  (Northwest  Schools  graduate): 
"Guy  Monahan  has  been  with  us  since 
WIIC's  first  day  on  the  air.  We  are  proud 
to  have  Monahan  on  our  staff  as  camera- 
man and  weekend  facilities  director,  as  we 
are  proud  of  our  whole  production  staff  and 
their  contributions  toward  making  WIIC  a 
leading  station  in  Pittsburgh." 


GUY  MONAHAN 


For  further  information 

on  Northwest  training  and  graduates  available  in  .vol, 


ea,  write,  phone  or  wire 


NORTHWEST  SCHOOLS 


1221  N.W.  21st  Avenue,  Portland  9,  Oregon 
Phone  CApitol  3-7246 
737  N.  Michigan  Avenue,  Chicago  •  6362  Hollywood  Blvd.,  Hollywood 
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sponsor  of  either  a  national  or  split  net- 
work commitment — or  in  effect,  ten  na- 
tional dates. 

The  committee  mailed  out  the  plan 
Friday  and  expects  to  open  bidding  for 
national  network  and  sponsor  rights  in 
New  York  about  March  9.  The  1959 
plan  will  mark  the  ninth  straight  year  of 
controls.  In  virtually  all  other  details, 
it  is  essentially  the  same  as  the  1958 
program  carried  by  NBC-TV. 

Speaking  for  the  committee,  Walter 
Byers,  executive  director,  felt  the  na- 
tional-regional pattern  has  been  "suc- 
cessful" because  (1)  college  football  at- 
tendance has  increased  the  past  five 
years  (from  18,290,724  in  1957  to  19,- 
280,709  in  1958)  for  618  member  col- 
leges; (2)  of  tv  viewer  acceptance 
(48.9%  of  some  12  million  sets  turned 
on  Saturday  afternoons  last  year  were 
tuned  to  national  football  tv,  or  about 
24  million  viewers,  according  to  A.  C. 
Nielsen  Co.),  and  (3)  endorsement  of 
member  colleges. 

Once  again,  member  colleges  and 
conferences  can  arrange  their  own  re- 
gional date  packages,  subject  to  NCAA's 
geographical  and  appearance  rules.  Mr. 
Byers  reported  except  for  "sellouts," 
teams  may  appear  once  nationally  and 
regionally,  or  twice  regionally.  In  games 
telecast  nationally,  not  more  than  seven 
colleges  from  any  one  NCAA  district 
may  participate.  At  least  one  but  not 
more  than  three  must  originate  from 
each  of  the  eight  districts. 

And  again,  NCAA  provides  for  a 
"limited  number"  of  closed-circuit  and 
pay  tv  telecasts  "for  experimental  pur- 
poses." The  provision  for  toll  tv,  similar 
to  language  in  the  1958  program,  is 
regarded  as  academic  (Broadcasting, 
Feb.  9). 

Status  on  NTA  deal 
told  NT  stockholders 

John  B.  Bertero,  president  of  Na- 
tional Theatres  Inc.,  told  the  annual 
stockholders'  meeting  Tuesday  (Feb. 
17)  in  Los  Angeles  that  National  The- 
atres had  made  an  exchange  offer  to 
National  Telefilm  Assoc.,  good  until 
March  16  and  conditioned  on  National 
Theatres'  acquiring  at  least  51%  of 
NTA  stock  and  warrants.  NTA  stock- 
holders are  offered  $11  in  NT  5.5% 
sinking  fund  debentures  due  1974  for 
each  share  of  NTA  stock,  plus  a  stock 
purchase  warrant  for  one-quarter  share 
of  National  Theatres.  NT  stock  may  be 
purchased  by  exercising  these  warrants 
at  $9,875  a  share  through  Feb.  28, 
1961,  with  an  increase  of  $2  a  share  on 
each  second  March  1  thereafter  through 
1969.  The  warrants  expire  in  1974. 

NTA  warrant  holders  will  be  offered 
exchange  warrants  entitling  the  holder 
to  an  $11  debenture  for  $7.75  through 
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Newcomer  to  Bay  Area  •  A 

telephone  call  from  the  city  com- 
missioner of  Albuquerque,  N.M., 
to  San  Francisco  Mayor  George 
Christopher  (r)  marked  the  open- 
ing of  a  Bay  Area  sales  office  by 
Bandelier  Films,  Albuquerque. 
Henry  Untermeyer,  sales  vice 
president  of  the  animated  film 
production  firm,  is  pictured  with 
the  mayor  as  the  call  came  in. 


June  15,  1959,  with  an  increase  of  $1 
each  June  thereafter  through  1961,  plus 
a  stock  purchase  warrant  for  one-quar- 
ter share  of  National  Theatres  common 
stock.  The  exchange  warrants  expire 
in  1962.  Ely  A.  Landau,  NTA  board 
chairman;  Oliver  A.  Unger,  president, 
and  Harold  Goldman,  executive  vice 
president,  have  already  agreed  to  ex- 
change their  160,500  shares  of  common 
stock  for  NT's  debentures  and  warrants. 

Mr.  Bertero  was  re-elected  president 
of  National  Theatres  and  B.  Gerald 
Cantor,  president  of  Cantor,  Fitzgerald 
&  Co.,  investment  broker  firm,  was 
elected  chairman  of  the  board  at  an 
NT  board  meeting  following  the  stock- 
holders' session. 

National  Theatres,  now  operating  290 
theatres,  is  licensee  of  WDAF-AM-TV 
Kansas  City.  NTA,  producer-distribu- 
tor of  tv  filmed  programs,  owns  and 
operates  KMSP-TV  Minneapolis-St. 
Paul  and  WNTA-AM-FM-TV  New- 
ark. National  Theatres  for  the  fiscal 
year  ended  Sept.  30,  1958,  had  a  gross 
income  of  $53,667,765  and  net  earn- 
ings after  taxes  of  $1,301,749  or  48 
cents  a  share.  NTA,  for  the  year  ended 
July  31,  1958,  had  a  film  rental  in- 
come of  $15,497,595  and  a  net  after 
taxes  of  $687,048  or  67  cents  a  share. 

NT's  move  to  acquire  ownership  of 
NTA  "is  a  further  step  implementing 


our  policy  of  diversification,"  Mr. 
Bertero  said. 

Stockholders  of  National  Theatres 
elected  three  new  directors:  Charles  A. 
Barker,  chairman  of  the  finance  com- 
mittee of  Lockheed  Aircraft  Corp.; 
A.  J.  Gock,  a  director  of  the  Bank  of 
America,  and  Eugen  V.  Klein,  presi- 
dent of  Valley  Sports  Cars. 

CBS-TV  sets  up  grants 
in  television  writing 

CBS-TV  will  contribute  grants-in-aid 
to  writers  who  "will  be  free  to  write 
about  any  idea,  concept  or  situation  they 
elect,"  Louis  G.  Cowan,  CBS-TV  presi- 
dent, announced  in  a  speech  last  Tues- 
day (Feb.  17)  at  the  annual  meeting  of 
the  American  Assn.  of  School  Adminis- 
trators in  Atlantic  City.  Plans  for  the 
number  of  grants,  amounts,  eligibility 
requirements  and  timetable  are  nearing 
completion,  Mr.  Cowan  told  the  educa- 
tors. 

Using  the  title,  "Television  and  the 
Arts,"  Mr.  Cowan  concentrated  on  the 
role  tv  has  played  to  "stimulate  the 
creative  forces  in  our  culture."  In  com- 
paring network  programming  with  the 
offerings  of  other  media,  Mr.  Cowan 
stated  that  "many  of  the  arts,  until  the 
advent  of  television,  were  simply  not 
communicable  to  most  of  the  people 
outside  the  handful  of  great  metropoli- 
tan centers.  .  .  . 

"Much  of  what  television  achieves  in 
the  evolution  of  new  art  forms  will  not 
always  be  readily  recognized  as  art — 
any  more  than  the  jazz  trumpeter  and 
the  Harold  Lloyd  comedy  of  yesterday 
were  so  recognized  in  their  day.  But 
do  not  expect  that  we  can  manage  the 
appearance  of  new  art  forms  by  plan- 
ning alone.  What  we  attempt  to  do  is 
to  get  imaginative,  interested  people — 
the  best  we  can  find — and  turn  them 
loose." 

Network  figures  put 
programming  on  couch 

An  evaluation  of  network  television 
programming  today  and  a  discussion  of 
the  prospects  for  the  future  were  offered 
by  the  top  programming  executives  of 
the  three  tv  networks  during  a  luncheon 
forum  last  Thursday  (Feb.  19)  of  the 
New  York  chapter  of  the  American 
Marketing  Assn. 

Thomas  W.  Moore,  ABC-TV  vice 
president,  programming  and  talent, 
traced  the  history  of  television  as  an 
entertainment  and  advertising  medium 
and  made  this  point: 

"No  one  can  question  that  in  the 
general  area  of  entertainment,  we  [tele- 
vision] have  no  peer.  There  have  been 
a  few  examples  of  success  in  the  areas 
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of  information  and  orientation.  There 
will  be  more. 

"I'm  certain  that  the  controversy  in 
programming  arises  because  television  is 
condemned,  not  for  what  it  is,  but  for 
what  people  might  like  for  it  to  be." 

Hubbell  Robinson  Jr.,  executive  vice 
president  in  charge  of  programming 
for  CBS-TV,  acknowledged  that  the 
principal  responsibility  for  tv  program- 
ming rested  with  networks.  Mr.  Robin- 
son asserted  that  networks  have  borne 
this  responsibility  in  the  past  and  "the 
degree  to  which  they  continue  to  ex- 
ercise this  responsibility  will,  in  large 
measure,  determine  the  future  of  tv." 

Mr.  Robinson  was  critical  of  the  pro- 
ducer who  proceeds  from  a  "cynical 
philosophical  base"'  that  "the  public 
accepts  what  is  provided."  He  in- 
sisted there  was  a  responsibility7  to  pro- 
vide the  public  with  "rare  and  provoc- 
ative programming  in  entertainment, 
information  and  education." 

A  speech  designed  to  pinpoint  net- 
work efforts  to  improve  programs,  pre- 
pared by  Robert  F.  Lewine,  NBC  vice 
president  in  charge  of  television  pro- 
gramming, was  read  to  the  forum  by 
Alan  D.  Courtney,  director  of  night- 
time programs.  Mr.  Lewine  conceded 
at  the  outset  that  upgrading  tv  pro- 
gramming is  a  "difficult"  chore,  since  tv 
is  asked  to  "entertain,  amuse,  inform 
and  instruct  every  person  who  owns  or 
can  sit  before  a  tv  screen  .  .  .  and  at 
the  same  time,  we  are  forced  to  be 
a  sales  and  advertising  operation." 

Mr.  Lewine  offered  the  opinion  that 
"future  quality  improvement  will  occur 
both  within  accepted  entertainment 
forms  and  in  a  renewed  emphasis  on  the 
original  play  designed  for  television." 
But  he  injected  this  critical  note  into  his 
projection: 

"It  occurs  to  me  to  wonder  what 
incentive  the  networks  must  offer  the 
client  or  the  agency  before  they  will 
wholeheartedly  embrace  the  idea  of 
quality  in  programming.  Some  of  them 
fight  it  as  if  they  thought  viewers  with 
different  tastes  would  ask  for  equal 
time.  Perhaps,  we  will  need  to  offer  a 
sponsor  a  free  show  for  each  excellent 
one  he  chooses." 

3  new  NTA  tape  series 

National  Telefilm  Assoc.,  New  York, 
is  speeding  up  its  activities  in  taped 
syndication  programming.  The  com- 
pany last  week  announced  that  Henry- 
Morgan  &  Company,  Mike  Wallace 
Interview  and  Juke  Box  Jury  starring 
Peter  Potter,  will  be  added  to  its  tape 
syndication  list,  which  already  includes 
The  Life  of  Christ  with  Bishop  Fulton 
J.  Sheen. 

Both  the  Wallace  Interview  and 
Henry  Morgan  are  being  produced  for 
NTA  by  the  videotape  facilities  of  Tele- 


studios  Inc.,  N.Y.  Juke  Box  Jury,  cur- 
rently presented  on  KTTV  (TV)  Los 
Angeles,  is  being  taped  for  NTA  syn- 
dication by  that  station. 

Military  gets  NBC 

NBC  and  the  Office  of  Armed  Forces 
Information  &  Education  have  signed  a 
new  contract  under  which  our  military 
personnel  will  be  on  the  receiving  end 
of  approximately  2,500  hours  of  the 
network's  tv  programming  in  the  com- 
ing year.  Kinescopes  of  live  shows  will 
be  made  on  government  facilities  in  Los 
Angeles  for  immediate  release  to  low- 
powered  armed  forces  tv  stations  over- 
seas in  areas  not  adequately  covered  by 
regular  stations.  The  government  will 
delete  commercial  messages. 

The  agreement  parallels  one  reached 
by  the  Armed  Forces  and  CBS  last 
month  (Broadcasting,  Jan.  26).  ABC  is 
reported  to  be  negotiating  such  a  pact. 

NAB  film  aid 

A  common  tv  film  problem — coordi- 
nation of  contract  exhibition  terms  and 
station  schedules — will  be  simplified 
through  development  of  inventory  and 


Getting  started  •  When  Film- 
]    ways  Inc.,  New  York,  made  its 
debut  on  the  American  Stock  Ex- 
change last  Monday  (Feb.  16).  ' 
i    its  31 -year-old  president.  Martin 
j    Ransohoff    (seated)  transmitted 
the  stock's  opening  quotation  from 
the  keyboard  control  center  for 
the   American    Stock  Exchange 
ticker  network,  under  tutelage  of 
Edward  T.  McCormick,  Exchange 
president.  Stock  opened  on  1,800 
i    shares  at  IV2.  Filmways.  which 
I    grossed  approximately  $3.75  mil- 
lion in  1958,  expects  to  grow  as 
result  of  recent  production  agree- 
ment with  Warner  Bros,  making 
facilities      exchange  possible, 
j    (Broadcasting,  Feb.  16). 


cost-control  sheets,  NAB's  Tv  Film 
Committee  decided  Thursday  (Feb.  19) 
at  a  meeting  held  in  New  York.  Joe 
Floyd,  KELO-TV  Sioux  Falls,  S.D., 
presided. 

The  committee  proposes  a  supple- 
ment to  the  Tv  Film  Manual.  This  is 
designed,  for  example,  to  prevent  ac- 
cumulation of  unused  exhibition  rights 
shortly  before  contract  expiration  dates. 
The  NAB  staff  also  will  compile  new 
ideas  on  grouping  of  feature  titles  for 
program  purposes  as  well  as  ways  of 
tieing  together  film,  promotion  and  pro- 
gramming techniques. 

A  joint  luncheon  was  held  with  a 
group  of  film  distributors.  They  de- 
cided to  form  a  permanent  liaison  com- 
mittee. Mr.  Floyd  was  instructed  to  do 
a  film  presentation  on  behalf  of  the 
committee  at  the  NAB  March  15-18 
convention  in  Chicago. 

SAG  approves  merger 

Membership  of  Screen  Actors  Guild 
has  approved  proposal  for  study  of 
merger  with  AFTRA  by  more  than  95% 
in  a  mail  referendum.  Letters  ask- 
ing other  entertainment  unions  whether 
they  would  like  to  consider  overall 
merger  plans  brought  negative  answers 
from  Actors  Equity  Assn.  and  Ameri- 
can Guild  of  Musical  Artists. 

•  Program  notes 

•  Three  Arts  Distributors  Inc.,  a 
French  film  and  record  production 
company,  has  opened  an  office  at  2  W. 
45th  St.,  New  York  36,  N.Y.;  tele- 
phone: Oxford  7-5425.  Maurice  Gar- 
den, president,  said  the  New  York 
operation  "will  concentrate  on  getting 
business  from  independent  producers 
who  want  to  do  location  shooting  in 
Europe  for  tv  programs  or  theatrical 
release." 

•  Ziv  Television  Programs,  N.Y.,  re- 
ports that  international  business  in  1958 
exceeded  that  of  1957  by  42%.  Contri- 
buting to  the  increase,  officials  said, 
were  sales  in  November-December  in 
nine  countries,  paced  by  purchases  in 
Caracas,  Venezuela,  of  11  series. 

•  Independent  licensing  firm,  Syd 
Rubin  Enterprises  Inc.,  has  been  formed 
by  former  CBS-TV  licensing  chief,  Syd 
Rubin.  He  plans  both  to  exploit  juvenile 
market  and  to  expand  merchandise- 
licensing  into  adult  and  teenage  areas. 
Firm's  address:  405  Park  Ave.,  N.Y. 

e  WSB-TV  Atlanta  is  making  available 
for  nationwide  use  a  half-hour  docu- 
mentary, "A  Sound  Life,"  about  deaf 
children.  The  film,  made  at  the  Atlanta 
Speech  School,  was  telecast  this  month 
on  the  station's  Road  Back  rehabilita- 
tion series. 

•  Independent  Television  Corp.,  N.Y., 
in  conjunction  with  Versaille  Produc- 
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It's  this  easy 


to  get  programs  and  sponsors  together,  anytime 


When  television  programs  and  commercials  are  Videotape*  recorded,  they  can  be  scheduled  to  run  in 
almost  any  combination  and  at  any  time.  Stations  can  dovetail  schedules  for  local,  network  and  special 
events'quickly  and  easily.  "Live"  spots  can  be  run  at  any  availability.  And  both  can  be  timed  to  reach 
pre-selected  audiences. 

And  with  Videotape  recording,  stations  can  plan  more  "local  live"  programs. . .  increase  the  number  of  "local 
live"  commercials . . .  build  up  station  income. 

But  this  is  just  part  of  the  story.  Let  us  tell  you  how  completely  the  Ampex  VR-1000  Videotape  Recorder  is 
changing  the  face  of  television.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANBEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 


934    CHARTER    STREET,   REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 
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tions,  N.Y.,  last  week  started  filming  on 
location  and  at  Mikaro  Productions 
studios  in  New  York  a  new  adventure 
series,  Emergency .  With  action  center- 
ing on  hospital  emergency  receiving 
wards,  series  is  produced  by  Arthur 
Lewis  and  Robert  Enders  and  stars  Ar- 
thur Hill  as  an  intern. 

•  American  Television  Communica- 
tions, a  company  specializing  in  closed- 
circuit  television,  has  been  organized 
in  San  Francisco.  The  concern  offers 
its  services  for  business  meetings,  mer- 
chandising programs,  medical  educa- 
tion and  sales  meetings.  Bell  System 
lines  are  used  for  transmission.  Costs  of 
the  service  have  been  reduced,  ATC 
says,  through  arrangements  to  use  net- 
work-affiliated stations  as  receiving 
points.  Joseph  B.  Durra,  formerly  pro- 
ducer-advertising manager,  Ciba  Co. 
(industrial  films),  is  ATC's  general 
manager.  Address:  260  Kearny  St.,  S.F. 
Telephone:  Exbrook  7-5741. 

•  Educational-noncommercial  WMSB 
(TV)  Onondaga,  Mich.,  has  produced 
Tv  Goes  to  School,  a  16  mm  film  on 
the  production  of  etv  classes  and  the 
use  of  television  in  the  classroom.  The 
film  is  available  from  Charles  Ruffing, 
program  associate  for  in-school  broad- 
casts, Michigan  State  U.,  East  Lansing. 
WMSB  expects  to  go  on  the  air  next 
month.  It  will  share  time  with  com- 
mercial WILS-TV  Onondaga,  Mich. 

•  Carnegie  Institute  of  Technology, 
Pittsburgh,  and  Westinghouse  Broad- 
casting Co.,  have  produced  Engineering 
at  Work,  six  tv  shows  on  basic  concepts 
of  science  and  engineering.  After  its 
first  showing  on  KDKA-TV  Pittsburgh, 
the  series  will  be  made  available 
through  the  National  Educational  Tv 
Network  and  scientific  societies. 

•  Interpex,  a  closed-circuit  tv  installa- 
tion developed  by  General  Electric 
Co.'s  Technical  Products  Dept.,  Syra- 
cuse, will  be  used  February  26-28  at  the 
International  Stamp  Exhibition.  Visitors 
at  United  Stamp  Co.'s  exhibition  in  the 
Park  Sheraton  Hotel,  New  York,  will 
be  able  to  view  the  stamps  up  for  auc- 
tion through  tv  sets  in  the  auction  room. 

•  Tele-Sound  Productions  Inc.,  Wash- 
ington, has  produced  a  stereophonic 
series  of  jingles  and  station  breaks.  A 
new  company,  Tele-Sound  also  creates 
monaural  radio-tv  commercials,  sales 
aids  and  station  promotions.  The  firm 
is  at  1026  Pennsylvania  Bldg.  Telephone 
District  7-8810. 

•  Educational  Tv  &  Radio  Center,  Ann 
Arbor,  Mich.,  moves  headquarters  to 
10  Columbus  Circle  (at  58th  St.),  New 


York,  next  month.  Offices  other  than 
the  president's,  programming,  develop- 
ment and  public  relations  will  remain 
in  Ann  Arbor.  Film  distribution  will 
be  transferred  from  the  U.  of  Illinois 
to  Ann  Arbor. 

•  NBC  announced  last  Thursday  (Feb. 
19)  that  "the  first  network  use"  of 
"fully  compatible"  stereophonic  sound 
will  be  demonstrated  for  a  half  hour 
during  the  Perry  Como  Show  on  NBC 
Radio  and  NBC-TV  on  Saturday  (Feb. 
28).  The  network  said  that  a  compati- 
ble stereo  system  developed  by  Bell 
Labs,  will  be  used  during  the  demon- 
stration. In  other  methods,  according  to 
NBC,  "Much  of  the  stereo  effect  is  lost 
because  the  stereo  pickup  must  be 
diluted  to  preserve  satisfactory  recep- 
tion for  radio  or  tv  only." 

•  Warner  Bros,  begins  production  with- 
in a  month  on  The  Alaskans,  an  hour- 
long,  Yukon-Klondike  (circa  1898)  ad- 
venture film  series  headed  for  prime 
evening  time  over  ABC-TV  this  fall. 
Referred  to  by  a  studio  official  as  "Mav- 
erick in  the  snow,"  the  series  revolves 
around  the  experiences  of  two  men — 
one  of  integrity,  the  other  on  the  op- 
portunistic side — seeking  fortunes  to- 
gether in  the  rugged  frontier  country. 

•  Post-Civil  War  life  on  the  Mississippi 
will  be  portrayed  over  NBC-TV  next 
fall.  Weekly  hour-long  film  series  pos- 
sibly in  color,  called  Riverboat,  will  be 
filmed  by  Revue  Productions  at  Uni- 
versal-International, Hollywood. 

•  Southern  Baptist  Radio  &  Television 
Commission.  St.  Louis,  has  set  April  5 
for  first  airing  of  Master  Control,  week- 
ly half-hour  public  service  variety  pro- 
gram featuring  "meaningful  entertain- 
ment." Commission  Director  Dr.  Paul 
M.  Stevens  reports  program  tapes  will 
be  supplied  once  a  week  at  no  cost  to 
U.S.  radio  stations.  Dr.  Stevens  explains 
that  Control  breaks  with  "preaching" 
format  typical  of  Sunday  morning  re- 
ligious block  programming.  New  series 
features  wide  range  of  music,  enter- 
tainers, sports  figures,  news  commenta- 
tors and  political  figures. 

•  British  Information  Services  will  offer 
a  13  quarter-hour  film  series  tour  of 
Britain  created  by  an  American  couple, 
Joan  and  Julius  Evans.  Entitled  Topic, 
and  boasting  an  informal  interview  ap- 
proach pointed  toward  getting  to  know 
the  people,  the  series  will  be  available 
to  tv  stations  on  free  loan  beginning 
March  1.  BIS  New  York  address:  45 
Rockefeller  Plaza;  phone,  Circle  6-5100. 

•  Bernard  L.  Schubert  Inc.,  N.Y.,  on 
March  1  will  move  from  509  Madison 
Ave.  to  third  floor  of  505  Park  Ave. 


10,000  miles  away 
but  I'm  sold  "live" 


Captain  Fortune 

KPIX  Television  (Westinghouse) 

"We  taped  my  programs  before  1 
left  for  a  3-week  assignment  in 
Brussels,  i  went  on  looking  'live' 
on  an  uninterrupted  schedule  in 
San  Francisco.  My  clients  were 


happy 

—  and  there  was  no 

loss  in 

station  revenue." 

AWPEX 

CORPORATION 

P34  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional 

products  division 
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EQUIPMENT  &  ENGINEERING 


Page  Communications 
acquired  by  Northrop 

Acquisition  of  Page  Communications 
Engineers  Inc.,  Washington,  D.C.,  by 
Northrop  Corp.,  (aircraft-missiles-op- 
tics-electronics), Beverly  Hills,  Calif., 
was  announced  last  week. 

Page  Communications  is  headed  by 
broadcast-engineering  consultant  Ester- 
ly  C.  Page,  president  and  founder,  and 
Joseph  A.  Waldschmitt,  executive  vice 
president.  The  broadcasting  consulting 
firm  of  Page,  Creutz,  Steel  &  Wald- 
schmitt is  not  involved  in  the  deal. 

Page  Communications  is  owned  one- 
third  each  by  Messrs.  Page  and  Wald- 
schmitt, with  the  other  third  held  by 
about  150  stockholders.  The  firm,  op- 
erating at  an  annual  rate  of  $13-14  mil- 
lion, has  designed  and  built  communi- 
cations systems  (particularly  scatter  cir- 
cuits) on  a  national  and  international 
basis  (North  Atlantic,  Pacific,  North 
Africa,  Italy,  Turkey,  Scandinavia).  It 
will  be  continued  as  a  subsidiary  of 
Northrop  with  the  present  management 
remaining  in  charge. 

The  transaction  involves  the  issuance 
of  95,000  shares  of  Northrop  Corp. 
common  in  exchange  for  100%  of 
Page  Communications.  Northrop  stock 
was  quoted  at  34V&  earlier  in  the  week 
when  the  sale  was  announced — making 
the  deal  $3.25  million. 

In  addition,  Northrop  has  been  paying 
a  $1.60  annual  dividend;  thus  Messrs. 
Page  and  Waldschmitt  will  also  each 
realize  over  $50,000  yearly  in  addition 
to  their  regular  salaries  if  dividends  are 
maintained. 

Mr.  Page  has  been  in  communica- 
tions work  since  1920.  He  served  as 
engineering  vice  president  of  MBS 
until  1947  when  he  resigned  to  form 
his  own  consulting  and  communica- 
tions firm.  In  1954  Page  Communica- 
tions was  incorporated  as  a  separate 
entity.  Mr.  Page  served  with  the  U.S. 
Army  Signal  Corps  in  World  War  II. 
Mr.  Waldschmitt  was  a  development 
engineer  in  fm  and  tv  in  New  York 
prior  to  World  War  II.  During  the  war 
he  served  as  a  staff  member  of  the  Radi- 
ation Lab,  Cambridge,  Mass.,  and  in 
the  China-Burma-India  theatre  special- 
izing in  Loran  navigation  systems. 

Midget  camera-station 

\  tiny,  battery-operated  tv  camera 
which  weighs  nine  pounds,  transmits 
pictures  of  commercial  quality  and  has 
a  range  of  1,000  miles  has  been  report- 
ed developed  by  electronics  engineers 
of  Lockheed  Missiles  &  Space  Div.  at 
Sunnyvale,  Calif.  The  small  "tv  broad- 


casting station"  has  a  tube-shaped  cam- 
era less  than  8  inches  long  and  two 
inches  in  diameter,  weighing  2  pounds, 
10  ounces.  The  gear  includes  a  50  w 
fm  sending  set  for  transmissions  and 
has  automatic  controls.  It  can  run  on 
external  power  sources  or  use  a  dry-cell 
battery  weighing  another  4  pounds.  It 
was  designed  for  use  in  a  space  missile 
to  transmit  pictures  from  inside  the 
missile  to  the  ground.  It  was  noted  that 
it  is  not  suitable  for  aerial  observation 
of  the  earth  from  ranges  greater  than 
40  miles  because  of  optical  limitations 
of  the  lens. 

Banner  hi-fi  year 
forecast  at  L.A.  show 

Manufacturers  of  high  fidelity  equip- 
ment will  enjoy  a  record  year  in  1959, 
Joseph  N.  Benjamin,  president  of  the 
Institute  of  High  Fidelity  Manufactur- 
ers, said  last  week  at  the  opening  of  the 
1959  Los  Angeles  High  Fidelity  Music 
Show,  held  Wednesday-Sunday  (Feb. 
18-22)  at  the  Biltmore  Hotel. 

From  1950,  when  hi-fi  actually  got 
started  with  total  component  retail  sales 
of  about  $12  million,  it  has  grown  to  an 
industry  whose  1958  sales  were  $260 
million,  Mr.  Benjamin  reported,  with 
the  1959  total  expected  to  top  $300 
million. 

"The  age  of  stereo"  was  the  theme 
of  the  L.A.  hi-fi  show.  It  was  carried 
out  in  some  $5  million  worth  of  stereo 
components  displayed  by  more  than  100 
manufacturers,  filling  111  rooms  with 


Low  light  bill  •  GE's  new  super- 
sensitive tv  camera  tube  can  func- 
tion without  light.  Normal  light 
was  used  for  model  Louise  Estes' 
picture  on  tv  monitor  at  left,  total 
darkness  opposite.  The  low-light- 
level  tube,  developed  by  GE's 
Power  Tube  Dept.,  is  expected  to 
be  useful  in  military  and  com- 
mercial closed-circuit  tv. 


music  and  the  halls  with  a  cacaphony 
of  conflicting  sounds.  Attendance,  at  $1 
a  head,  was  expected  to  hit  40,000,  well 
ahead  of  last  year's  more  than  30,000 
figure. 

A  demonstration  by  KMLA  (FM) 
Los  Angeles  in  conjunction  with  Calbest 
Electronics  Co.,  presented  stereo  pro- 
duced by  a  main  fm  carrier  and  a  multi- 
plex subcarrier  that  utilized  only  20% 
of  the  multiplex  spectrum,  permitting 
the  station  to  broadcast  closed-circuit 
background  music  for  commercial  ap- 
plication on  another  multiplex  subcar- 
rier at  the  same  time.  The  narrowband 
system  is  based  on  research  showing 
that  directional  information  needed  for 
stereo  is  contained  in  the  frequency 
range  from  200  to  3,000  cycles,  it  was 
explained. 

•  Technical  topics 

•  RCA  Labs  has  established  the  title 
of  Fellow,  Technical  Staff,  "in  recog- 
nition of  continued  outstanding  indi- 
vidual achievement  in  the  field  of  re- 
search" by  employes.  Eight  RCA 
Labs  scientists  designated  fellows  are 
Alda  V.  Bedford,  Herbert  Belar,  Clar- 
ence W.  Hansell,  Ray  D.  Kell,  Nils  E. 
Lindenblad,  Dwight  O.  North,  Edward 
G.  Ramberg  and  Albert  Rose.  RCA 
Labs  also  announced  appointment  of 
three  associate  laboratory  directors: 
Harwick  Johnson,  Leon  S.  Nergaard 
and  Jan  A.  Rajchman. 

•  A  tv  camera  tube  with  a  memory, 
the  "Permachon,"  has  been  developed 
by  Westinghouse's  electronic  tube  divi- 
sion. It  acts  as  an  "electronic  film," 
freezing  a  scene  on  a  tv  picture  tube 
for  periods  up  to  one  hour  after  only 
split-second  exposure.  Application  is 
anticipated  in  air  traffic  control,  mili- 
tary and  medical  fields  and  for  race- 
track photofinish. 

•  Standard  Electronics,  division  of 
Radio  Engineering  Labs,  Long  Island 
City,  N.Y.,  is  introducing  a  line  of  fm 
broadcasting  transmitters  for  fm/fm 
stereo  and  other  multiplex  services  as 
well  as  simplex  operation.  Standard  has 
begun  making  250  w  and  3  kw  trans- 
mitters and  3  kw  amplifiers  and  plans 
to  have  T  kw  and  10  kw  transmitters 
and  10  kw  amplifiers  soon.  The  equip- 
ment will  be  shown  at  the  NAB  Con- 
vention in  Chicago,  March  15-18. 

•  Radio  Engineering  Labs.,  Standard 
Electronics  Div.,  Long  Island  City, 
N.Y.,  is  introducing  a  line  of  fm  broad- 
cast transmitters  fm/fm  stereo  and 
other  multiplex  services  as  well  as  for 
simplex  operation. 
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FATES  &  FORTUNES 


Advertisers 

•  Victor  Elting, 
vice  president  in 
charge  of  advertising, 
Quaker  Oats  Co..  Chi- 
cago, takes  on  ad- 
ditional merchandis- 
■L^kp  ing  duties  in  realign- 

■L    k  ment    of  company's 

sales,  advertising  and 
merchandising  activi- 
ties. William  G.  Mason,  vice  presi- 
dent on  cereal  sales,  appointed  market- 
ing head.  Robert  D.  Stuart,  vice 
president  on  pet  foods,  named  to  gro- 
cery product  sales  and  J.  L.  Spangen- 
berg  appointed  director  of  commercial 
research. 

•  William  G.  Reynolds,  v.p.,  and 
Joseph  H.  McConnell,  general  coun- 
sel, elected  executive  v.p.'s  of  Reynolds 
Metals  Co.,  Richmond,  Va. 

•  Perry  L.  Shupert,  v.p.  in  charge  of 
sales  and  advertising,  Miles  Labs,  Elk- 
hart, Ind.,  named  to  board  of  directors 
of  Advertising  Federation  of  America. 

•  David  S.  Peoples  named  comptroller 
of  R.  J.  Reynolds  Tobacco  Co.,  Win- 
ston-Salem, N.C.,  succeeding  Stuart 
M.  Scott,  who  retires  March  1  after 
45  years  of  service.  Mr.  Peoples  was 
previously  senior  staff  accountant  of 
Ernst  &  Ernst. 

•  Harvey  Kram,  formerly  director  of 
manufacturing,  Leviton  Mfgr.  Co., 
N.Y.,  appointed  operations  consultant 
to  president  of  Revlon  Inc.,  N.Y. 

•  William  Golding,  formerly  with 
Ziv  Television  Productions  and  Crosley 
and  Bendix  divisions  of  Avco  Mfg.  Co., 
appointed  utility  administration  coordi- 
nator for  Norge  Div.,  Borg-Warner 
Corp.  He  will  be  responsible  for  Norge 
utility  appliance  advertising  and  mar- 
keting. 

•  Ed  Stern,  formerly  advertising  man- 
ager of  Futorian-Stratford  Furniture 
Co.,  Chicago,  to  Dormeyer  Corp.,  that 
city,  in  similar  capacity.  Allan  Rosen- 
blum,  formerly  of  Kuttner  &  Kuttner 
Adv.,  Chicago,  to  Dormeyer  as  assist- 
ant advertising  manager. 

Agencies 

•  Milton  Sutton,  creative  director, 
named  senior  v.p.  and  director.  Zlowe 
Co.,  N.Y. 

•  Sherwood  Dodge,  formerly  execu- 
tive v.p.  of  Fletcher  D.  Richards  Inc. 
and  before  that  national  marketing 
director,   Foote,  Cone  &  Belding,  to 


Warwick  &  Legler  Inc..  N.Y.,  as  v.p. 
and  marketing  director,  effective 
March  2. 


1  1  . 


Mr.  Fischer 


Mr.  Gory      Mr.  MacLennan    Mi.  Pinkham 


•  Jeremy  Gury  Jr.,  Ross  MacLennan 
and  Richard  A.  R.  Pinkham  elected 
members  of  board  of  directors  and 
senior  v.p.'s,  Ted  Bates  &  Co.,  N.Y.  Mr. 
Gury,  named  senior  v.p.  in  charge  of 
creative  operations,  formerly  was  v.p. 
and  creative  director;  Mr.  MacLennan, 
senior  v.p.  and  account  group  head,  has 
been  v.p.  since  1955;  Mr.  Pinkham, 
senior  v.p.  in  charge  of  broadcast  op- 
erations, has  been  v.p.  of  tv  and  radio 
since  1957. 


•  Frederick  S.  Fisch- 
er, formerly  financial 
management  executive 
with  CBS,  named  v.p. 
and  general  manager 
of  Product  Services 
Inc.,  N.Y. 


•  Andrew  N.  Vlad- 
imir, account  execu- 
tive on  American  Tobacco  Co.'s  inter- 
national advertising  campaign  as  well 
as  Norwich  Pharmacal  Co.  for  Gotham- 
Vladimir  Adv.,   N.Y.,   elected  v.p. 

•  Barrett  Welch,  v.p.,  Sullivan,  Stauf- 
fer,  Colwell  &  Bayles,  elected  to  ex- 
ecutive committee;  Leo  J.  Keegan,  with 
agency  since  1951,  named  associate 
director  of  research;  Donald  J.  Moone, 
associate  merchandising  director  named 
account  executive  on  Lever  Bros,  ac- 
count; Reed  Badgley,  formerly  of 
Lehn  &  Fink  Products  Corp.  and  An- 
thony R.  Cangemi,  formerly  of  Young 
&  Rubicam,  named  account  executives 
on  Carter  Products  and  Best  Foods  ac- 
counts, respectively. 

•  Sylvan  Taplinger,  director  of  radio- 
tv,  Doner  &  Peck,  N.Y.,  elected  v.p. 

•  Albert  Tilt  III,  member  of  Erwin 
Wasey,  Ruthrauff  &  Ryan  account  staff, 
named  v.p. 

•  Charles  P.  Davis,  v.p.  and  account 
supervisor  at  Hixson  &  Jorgensen,  L.A., 
has  joined  Robinson,  Jensen,  Fenwick 
&  Haynes,  that  city,  as  account  execu- 
tive-supervisor and  member  of  agency's 


MINERVA 

20$IA 

Wisdom 

MINERVA  (Gr.— Pallas  Athena)  was 
thought  by  the  Greeks  to  have  had  no 
mamma — supposedly  she  sprang,  full 
grown  and  in  full  armor,  from  the  brow 
of  her  father,  Zeus  (which  strikes  us  as 
a  likely  story!).  She  may  have  given 
her  father  a  terrific  headache,  but  to 
the  Greeks  this  goddess  embodied  Wis- 
dom and  Reason. 

We  like  to  think  that  a  lot  of  agency 
time-buyers  and  WCKY  advertisers 
have  the  same  Minerva-like  qualities 
of  Wisdom  and  Reason,  because  after 
they  have  applied  the  logic  of  Reason 
to  the  buying  of  Radio  time  in  Cincin- 
nati, they  exercise  Wisdom  in  selecting 
WCKY  to  carry  their  advertising. 

And  the  reasons  are  ample: 

1 .  Adult  listening  audience 

2.  50,000  Watts  of  Selling  Power, 
covering  ALL  of  the  Cincinnati  trad- 
ing area. 

3.  Modern  music,  news  and  service, 
24  hours  a  day. 

4.  Air  salesmen  who  SELL  your 
product. 

5.  Listener  loyalty  built  over  30 
vears  of  broadcasting. 

 You  can  be  a  Minerva, 

too!  Let  Tom  Welstead  in  WCKY's 
New  York  office  or  AM  Radio  Sales  in 
Chicago  and  the  West  Coast,  show  you 
the  REASON  and  the  WISDOM  in 
buying  WCKY. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 
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plans  board  and  business  development 
committee. 

•  Charles  A.  Conrad  Jr.,  account 
executive  at  Dancer-Fitzgerald-Sample, 
Chicago,  elected  v.p. 

•  Fred  Levitt,  with  Dancer-Fitzgerald- 
Sample,  N.Y.,  past  three  years,  named 
manager  of  agency's  radio-tv  opera- 
tions department. 

•  John  H.  Coleman,  with  Campbell- 
Ewald  Co.,  Detroit,  since  1948,  named 
associate  creative  director  of  tv-radio 
department.  Donald  L.  Miller,  with 
agency  since  1954,  succeeds  Mr.  Cole- 
man as  supervisor  of  tv-radio  produc- 
tion. 

•  John  McCullough  named  creative 
director  of  Philadelphia  office  of  W.  B. 
Doner  &  Co.  Other  appointments: 
Marilyn  Coleman  as  radio-tv  writer 
and  Paul  Dietz  placed  in  charge  of 
new  business. 

•  George  Bole,  formerly  head  of  tv 
film  commercial  production  at  Univer- 
sal International  Pictures,  Hollywood, 
appointed  to  similar  capacity  at  Leo 
Burnett  Co.,  that  city. 

•  Max  Fetty,  formerly  v.p.  of  Delta 
Tank  Mfg.  Co.,  Baton  Rouge,  La., 
joins  Gillis  &  Hundemer  Inc.,  Baton 


Inter  Mountain 
Network 


Fastest  Growing  Market 
in  Colorado 

COLORADO  SPRINGS 

has 

KYSN 

Inter  Mountain  Network  Affiliate 

THE  #1  STATION 

Proved  by  Pulse  &  Hooper 
Better  than  40%  Share 
ALL  DAY 

Ask  your  Avery-Knodel  man 


The  Nation's  Most  Successful  Regional  Network 

HEADQUARTERS  •  SALT  LAKE  CITY  •  DENVER 

Contact  Your  Avery-Knodel  Man 


Versatile  lass  •  Marie  lanice, 
Cunningham  &  Walsh  casting 
director  who  buys  talent  for  the 
agency,  was  "discovered"  when 
she  performed  at  an  Advertising 
Men's  luncheon  in  New  York.  Ed 
Friendly,  producer  of  CBS-TV's 
Jimmy  Dean  Show,  was  so  im- 
pressed that  he  signed  her  for  a 
guest  appearance.  On  Feb.  11  she 
was  interviewed  by  Mr.  Dean 
(above)  and  sang  "Foggy  Day  in 
London  Town." 


Rouge  advertising  and  public  relations 
agency,  as  corporate  member.  Firm  will 
henceforth  be  called  Gillis  &  Hundemer 
&  Fetty  Inc. 

•  William  C.  Geoghegan,  formerly 
advertising  director  of  Gunther  Brew- 
ing Co.,  Baltimore,  appointed  v.p.  of 
James  B.  Rogers  Assoc.,  that  city. 

•  Marlin  B.  Kreighbaum  and  Wil- 
liam C.  Harkins  named  v.p.'s  of  Ross, 
Flink  &  Livengood  Inc.,  Peoria,  111.  Mr. 
Kreighbaum  will  direct  copy  and  media, 
Mr.  Harkins,  art  and  production. 

•  Vincent  C.  Skelton,  with  Mac- 
Manus,  John  &  Adams,  Bloomfield 
Hills,  Mich.,  research  department  for 
past  two  years,  made  research  director. 
John  B.  Caldwell,  head  of  own 
marketing  consultant  firm  for  past  six 
years,  appointed  director  of  marketing 
for  MJ&A. 

•  David  G.  Watrous,  management  su- 
pervisor and  member  of  plans  board, 
Benton  &  Bowles,  N.Y.,  to  Tatham- 
Laird,  Chicago,  as  account  supervisor. 

•  Gene  McMasters,  formerly  of  War- 
wick &  Legler,  N.Y.,  to  Ogilvy,  Benson 
&  Mather  Inc.,  that  city,  as  account 
supervisor  on  Vick  double-buffered  cold 
tablets. 

•  Roland  C.  Johnstone,  with  Young 
&  Rubicam,  NY.,  since  1940,  and 
Arthur  N.  Seller,  art  director  since 
1951,  appointed  art  supervisors. 

•  Harry  P.  Mazza,  with  Kudner  Agen- 
cy, N.Y.,  since  1952  in  control  depart- 


ment, and  as  assistant  account  execu- 
tive, promoted  to  account  executive  on 
Colorforms  account. 

•  Mel  O'Neil,  formerly  of  Walter  C. 
Davison  agency,  L.A.,  appointed  ac- 
count executive  of  Beckman-Koblitz 
Adv.,  that  city. 

•  William  A.  Manheimer,  formerly 
head  of  his  own  agency,  Merritt-Man- 
heimer  Inc.,  appointed  account  execu- 
tive of  R.  I.  David  &  Co.,  Chicago. 

•  Sol  Shein,  formerly  of  Altec  Lansing 
Corp.,  Anaheim,  Calif.,  to  Don  Frank 
&  Assoc.,  that  city,  to  handle  indus- 
trial and  electronic  accounts. 

•  Lester  J.  Harmon,  formerly  with 
Foley  Adv.,  Phila.,  to  Werman  & 
Schoor  Inc.,  that  city,  as  director  of 
tv-radio. 

•  John  R.  Clement,  formerly  radio-tv 
director  of  Dan  Lawrence  Adv.,  San 
Diego,  Calif.,  to  Houck  &  Co.,  Roan- 
oke, Va.,  in  similar  capacity. 

•  William  J.  Brittain,  formerly  ad- 
vertising and  sales  promotion  manager 
of  American  Kitchens  Div.,  Avco  Mfg. 
Corp.,  to  Krupnick  &  Assoc.,  St.  Louis, 
as  copy  chief. 

•  Roy  A.  May,  formerly  program  di- 
rector and  newscaster  of  WIL  St.  Louis, 
to  Gardner  Adv.,  that  city,  as  radio-tv 
production  supervisor. 

•  Dorothy  Deere,  newspaper  and 
publicity  writer,  appointed  by  John  W. 
Shaw  Adv.,  Chicago,  as  press  relations 
director  for  its  client,  Mercury  Records. 
Tom  Schlesinger,  former  publicity 
director,  to  head  up  new  Mercury  In- 
ternational artists  relations  staff  and 
liaison  with  affiliates  here  and  abroad. 

•  Mary  E.  Loeber,  formerly  of  Mc- 
Gavren-Quinn,  S.F.,  to  BBDO,  that  city, 
as  timebuyer. 

•  Robbie  Landers,  timebuyer  at  John 
W.  Shaw  Adv.,  Chicago,  has  resigned 
and  is  leaving  agency  business. 

Networks 

•  James  McElroy,  for  past  12  years 
member  of  Mutual's  sales  department, 
named  eastern  sales  manager. 

•  Malcolm  MacGregor,  executive 
producer  of  NBC  educational  televi- 
sion project,  appointed  manager  of  pub- 
lic affairs. 

•  Russell  Jones,  formerly  chief  east- 
ern European  correspondent  for  United 
Press  International,  to  CBS  News'  staff 
of  correspondents,  NY.  He  will  join 
Washington  bureau  later. 

•  Perry  B.  Frank,  for  past  3Vi  years 
account  executive  of  ABC-TV  N.Y., 
has  resigned. 
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•  Bill  Stern,  Mutual  sportscaster, 
presented  with  Award  of  Merit  by  Na- 
tional Exchange  Club  for  his  26  years 
of  broadcasting  "designed  to  thwart 
juvenile  delinquency."  Award,  pre- 
sented in  connection  with  National 
Crime  Prevention  Week,  also  com- 
mended Colgate  Palmolive  Co.  for  its 
participation  and  support  of  Mr. 
Stern's  campaigns. 


Stations 


Mr.  Sinclair 


•  John  L.  Sinclair 
Jr.  named  general 
manager  of  Charles- 
ton, W.  Va.,  opera- 
tion of  WSAZ-TV 
Huntington,  W.Va., 
and  general  manager 
of  WKAZ  Charleston. 
Don  O.  Hayes  named 
station    manager  of 


WKAZ,  succeeding  Thomas  Murray. 

•  Virgil  Sharpe  resigns  as  v.p.  and 
general  manager  of  KOWH  Omaha. 

•  Bob  Fox,  formerly  Los  Angeles  sales 
manager  of  KFOX  Long  Beach,  Calif., 
named  general  sales  manager  of 
KRKD-AM-FM  Los  Angeles,  effective 
March  2. 

jf^Hhk         •  Ross  Holmes,  sales 
f         1|        manager    of  WSPA- 
I        AM-FM  Spartanburg. 
S.C..    named  station 
manager,  succeeding 
Roger  Shaffer, 
named  national  sales 
manager    of  WSPA- 
TV,  replacing 
Charles  Bell,  who 
becomes  executive  v.p. 
of  WSAV-AM-TV 
Savannah,    Ga.  Mr. 
Holmes  joined  WSPA 
in  1948  and  was  made 
sales  manager  in  1952. 
s#k       Mr.   Shaffer  joined 
wJg^     station  in    1940  and 
was   appointed  man- 
Mr.  Shaffer       ager  in  i947  jACK 

Sholar  continues  as  local-regional  sales 
manager  of  WSPA-TV. 

•  Thomas  E.  Carroll,  with  Time  Inc. 
since  1953,  named  business  manager 
of  Time  stations  WFBM-AM-TV  In- 
dianapolis. 

•  Dick  Fairbanks,  formerly  adver- 
tising director  of  Wichita  Beacon,  ap- 
pointed national  sales  manager  of 
KTVH-TV  Hutchinson,  Kan. 

•  A.  H.  (Chris)  Christensen,  for- 
merly advertising-sales  promotion  man- 
ager of  WJZ-TV  Baltimore,  to  KPIX 
(TV)  San  Francisco  in  similar  capacity. 
Both  stations  are  WBC  outlets. 


•  Herb  Carl,  for- 
merly program  direc- 
tor of  KONO  San 
Antonio,  Tex.,  named 
station  manager  of 
KENS,  that  city.  Mr. 
Carl  will  continue  his 
duties  as  air  per- 
sonality. 


Mr.  Carl 


•  James  K.  Whitaker,  formerly  gen- 
eral manager  of  WQOK  Greenville, 
S.C.,  named  regional  sales  manager  of 
WIS  Columbia,  S.C.  Other  WIS  ap- 
pointments: John  Wrisley,  formerly  of 
WSAV  Savannah,  Ga.,  director  of  local 
sales  and  program  planning;  Howard  L. 
Hamrick,  formerly  of  WPTF  Raleigh, 
N.C.,  program  director;  John  C. 
Thorne,  formerly  of  Tom  Daisley 
Adv.,  Columbia,  program  manager, 
and  Homer  V.  Fesperman,  formerly 
of  WSTP  Salisbury,  N.C.,  assistant' pro- 
gram manager. 

•  Ben  Paschall,  gen- 
eral manager  of 
KFXM  San  Bernardi- 
no, Calif.,  has  resigned 
to  join  KWIZ  Santa 
Ana,  Calif.,  as  execu- 
tive v.p.  Mr.  Paschall 
has  purchased  KWIZ 
stock  formerly  held  by 
Hal  Davis,  who  left 
station  in  December  to  open  advertis- 
ing agency  in  Hollywood.  Norman 
Keats,  sales  manager  of  KFXM  San 
Bernardino,  Calif.,  promoted  to  general 
manager,  succeeding  Mr.  Paschall.  Roy 
Cordell,  sales  manager  of  KAFY  Ba- 
kersfield,  Calif.,  made  director  of  oper- 
ations of  both  KFXM  and  KAFY.  Lyle 
Kilgore,  chief  engineer  of  KFXM, 
named  program  director  of  that  station 
and  Al  Anthony,  production  director 
of  KAFY,  made  program  director  there. 

•  Chester  C.  Steadman  Jr.,  with 
WCOP-AM-FM  Boston  as  account  ex- 
ecutive past  three  years,  promoted  to 
sales  manager. 

•  Stan  Lo  Presto,  for  past  two  years 
chief  engineer  of  WKIT  Mineola,  N.Y., 
named  general  manager,  replacing 
Walter  Ware,  who  has  joined  Paris 
&  Peart  Adv.,  N.Y.  Hy  Finkelstein, 
station  salesman,  named  sales  manager. 

•  Orville  C.  Schumacher  named 
general  manager  of  KCAL  Redlands, 
Calif.,  replacing  Homer  Griffith,  re- 
signed. 

•  Sheldon  A.  Engel,  assistant  general 
manager  of  KRIZ  Phoenix,  Ariz.,  pro- 
moted to  station  manager. 

•  Hewel  Jones,  formerly  commercial 
manager  of  KXOL  Fort  Worth,  Tex., 


AN  APPLE 
FOR  THE 
TEACHER... 


Ed  Zack  —  Morning  Mayor  of  the 
Quint-Cities  —  presents  a  sack  of 
apples  to  the  "Teacher  of  the 
Day"  .  .  .  a  daily  feature  of  Ed's 
Music  '59  Show  —  6  to  9  a.m. 
on  WOC. 

It's  WOC  and  "Mayor"  Ed  Zack 
saying,  "Thanks,"  to  one  of  those 
very  special  people  who  look 
after  tomorrow's  generation. 

Another  reason  for  the  top  lis- 
tening interest  of  the  right  people 
...  to  WOC. 

To  reach  —  and  sell  —  these 
"right"  people,  call  your  PGW 
Colonel  for  availabilities. 


the  quint  cities 

davenport  , 
bettendorf  i 


Col.  B.  J.  Palmer 
President 

Ernesc  C  Sanders 

Manager 

Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward, 
Inc.,  Exclusive  National 
Representatives 
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COAST  LINE  PICKS 
JACKSONVILLE 

||^^^^-' 

W.  Thomas  Rice,  President 
Atlantic  Coast  Line  Railroad 
The  Atlantic  Coast  Line  Railroad 
has  picked  Jacksonville  for  its  new 
17-story  headquarters  office  building. 
The  Coast  Line's  choice  of  Jackson- 
ville is  evidence  of  their  faith  in  the 
State  of  Florida's  Gateway  City  and 
Jacksonville  is  enthus'astic  over  this 
latest  addition  to  the  rapidly  ex- 
panding North  Florida  economy. 

AND  .1  VCKSONV1LLE  FMCKS 
WFGA-TV 

Si  In  Jacksonville,  Jaxons  have 
II  picked  WFGA-TV,  Channel  12  as  || 

II  the  best  family  station  in  the  || 
||  huge  %IV2  billion  North  Florida-  j| 
||  South  Georgia  market.  || 

III  NBC  and  ABC  Programming.  || 
||  Represented  nationally  by 

||  Peters,  Griffin,  Woodward,  Inc.  ;i| 


(Second  of  a  Series) 


JKZk  WFGA  — TV 
|)i     Channel  12 

^     Jacksonville,  Florida 

FLORIDA'S    COIORFUL  STATION 


r=H0WARD  E.  STARKr 


Brokers  and  Financial 
Consultants 

Television  Stations 
Radio  Stations 

50  East  58th  Street 
New  York  22,  N.  Y.  ELdorado  5-0405 


EVERYWHERE 

"Dear  Friend" 

Radio's  original  modern  family  advice 
feature  is  Radio's  BIG  audience- 
building  and  commercial  HIT! 
Now  available  on  tape  or  in  script  form. 
For  the  exclusive  option  in  your 
market,  wire,  phone  or  write  today ! 

Copy  Service  Bureau 

228  N.  LaSalle  St.,  Chicago  1,  III.,  Suite  1203 
Financial  6-2657   


named  station  manager  of  KTOW 
Oklahoma  City. 

•  Stephen  J.  Atanian  promoted  to 
sales  manager  of  WARE  Ware,  Mass. 
Other  WARE  appointments:  George 
Stephan  as  operations  manager,  Bruce 
Lunsford  as  chief  announcer  and 
Eddie  Stewart  as  air  personality. 

•  Don  Springgate,  with  WEAW-AM- 
FM  Evanston,  111.,  past  three  years, 
named  assistant  stations  manager. 

•  Russell  Hoffman,  program  direc- 
tor, KDUO  (FM)  Riverside,  Calif., 
promoted  to  station  manager.  Howard 
Hodgkins,  formerly  with  KMLA  (FM) 
Los  Angeles,  succeeds  Mr.  Hoffman. 
Dick  Cloke  joins  KDUO  as  account 
executive. 

•  Don  Propst,  sales  manager  of 
KNOB  (FM)  Long  Beach,  Calif.,  has 
been  promoted  to  station  manager. 

•  Fred  M.  Jordan,  formerly  account 
executive  of  WPTV  (TV)  West  Palm 
Beach,  Fla.,  named  peninsula  advertis- 
ing representative  of  WAVY-AM-TV 
Norfolk-Portsmouth,  Va.  He  will  head- 
quarter at  new  sales  office  in  Newport 
News  at  3400  Huntington  Ave.  Tele- 
phone: Chesnut  4-49 1 1 . 

•  John  Hansen,  formerly  station  man- 
ager of  KABC-AM-FM  Los  Angeles, 
appointed  local  sales  manager  of  KCOP 
(TV),  that  city.  Henry  Flynn  con- 
tinues as  assistant  sales  manager  con- 
centrating on  program  and  national  spot 
sales.  Bill  Stanley  continues  as  direc- 
tor of  special  promotions. 

•  Nicholas  M.  Pagliara,  formerly  v.p. 
and  general  manager  of  WIL  St.  Louis, 
named  administrative  assistant  to  gen- 
eral manager  and  film  director  of 
KPLR-TV,  that  city. 

•  Dan  Verbest  promoted  from  junior 
account  executive  to  director  of  mer- 
chandising and  sales  service,  WXIX 
(TV)  Milwaukee. 

•  Bill  Mason,  farm  editor-reporter  of 
WLS  Chicago  and  president  of  Illinois 
Farm  Writers  &  Broadcasting  Assn., 
appointed  farm  program  director. 

•  Robert  Brechner,  program  v.p.  of 
KTTV  (TV)  Los  Angeles,  named 
president  of  Michael  Burke  Founda- 
tion, created  in  memory  of  three-year- 
old  who  lost  his  life  on  operating  table 
from  cardiac  arrest  during  minor  sur- 
gery, to  help  prevent  similar  surgical 
accidents. 

•  Amos  Eastridge,  promotion  man- 
ager of  KMTV  (TV)  Omaha,  Neb., 
past  four  years,  named  merchandising 
manager.  Other  KMTV  appointments: 
Bill  Hughes,  national  sales  and  service 
representative,  and  Galen  Lille- 
thorup,  promotion  manager. 


•  George  Paradis,  formerly  public  re- 
lations director  of  United  Community 
Services,  Portland,  Me.,  named  sales 
promotion  director  of  WCSH-AM-TV, 
that  city. 

•  John  Frederick  Collins,  formerly 
assistant  manager  of  American  News 
Co.,  to  WORC  Worcester,  Mass.,  as 
director  of  merchandising  and  sales  pro- 
motion. 

•  Archie  Leonard,  42,  director  of 
WHO-TV  Des  Moines,  Iowa,  died  Feb. 
7  following  heart  attack  while  acting 
in  amateur  performance  of  Shake- 
speare's "The  Taming  of  the  Shrew." 
Mr.  Leonard,  who  joined  WHO-AM- 
FM  as  announcer  in  1950,  had  been 
in  several  movies  before  entering  broad- 
casting. 

•  Lester  Dinoff,  formerly  with  Rank 
Film  Distributors  of  America  Inc.  in 
publicity  and  promotional  capacity,  ap- 
pointed director  of  publicity  for 
WMGM  New  York. 

•  Chip  Cipolla,  reporter  and  news- 
caster, WHLI-AM-FM  Hempstead, 
L.I.,  promoted  to  director  of  news. 

•  Jerry  Miller,  on  KONO  San  An- 
tonio programming  staff,  and  Doug 
China,  on  station's  production  staff, 
named  program  director  and  produc- 
tion director,  respectively. 

•  Howard  Morgan  to  WFPA  Fort 
Payne,  Ala.,  as  news  editor  and  air  per- 
sonality. Other  WFPA  appointments: 
Joe  Deaton,  formerly  of  WISE  Ashe- 
ville,  N.C.,  air  personality,  and  John 
Alexander,  chief  engineer. 

•  Dirk  L.  Schaeffer,  formerly  head 
of  public  relations  of  WIP  Philadelphia, 
to  WWBZ  Vineland,  N.J.,  as  director 
of  public  relations  and  continuity. 

•  John  Cofoid,  with  WOW-TV  Oma- 
ha, Neb.,  since  July  1956,  promoted 
to  assistant  promotion  manager. 

•  Diana  Loomis,  formerly  of  Univer- 
sal International  Pictures,  appointed 
director  of  publicity-public  relations  of 
KFWB  Los  Angeles. 

•  Barney  Groven,  formerly  of  KOCY 
Oklahoma  City,  to  KFDA  Amarillo, 
Tex.,  as  news  chief,  production  direc- 
tor and  d.j.  Other  KFDA  appoint- 
ments: Joe  Ramay,  formerly  of  KLOS 
Albuquerque,  N.M.,  as  member  of  pro- 
gramming and  production;  Ruth  Pat- 
rick, formerly  of  KVII  (TV)  Amarillo, 
as  traffic  chief,  and  Chuck  Irvin  re- 
joins after  service  with  U.S.  Army. 

•  Charles  R.  Schon  appointed  news 
director  of  WMBR-AM-FM  Jackson- 
ville, Fla. 

•  William  F.  Balthaser,  morning 
news  director  of  WDEL  Wilmington, 
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Del.,  has  been  awarded  second  annual 
Earl  Godwin  Memorial  Award  by  NBC 
News.  Mr.  Balthaser  will  leave  in  April 
to  spend  six  months  in  London  as  NBC 
correspondent. 

•  Tom  Gillies,  program  director  of 
WTRL  Bradenton,  Fla.,  moves  to  sales 
department  as  account  executive.  Gor- 
don Wyllie  succeeds  Mr.  Gillies  as 
program  director.  Both  continue  present 
duties  as  air  personalities. 

•  Richard  Martin,  with  WWDC-AM- 
FM  Washington  past  2Vz  years,  named 
account  executive. 

•  Bert  Weiland,  formerly  sales  execu- 
tive of  Ziv  Television  Programs,  to 
WBAL-TV  Baltimore  as  account  ex- 
ecutive. 

•  Stuart  Armstrong,  news  director 
of  WITI-TV  Milwaukee,  and  Neil 
Searles,  formerly  general  manager  of 
WFOX  Milwaukee,  appointed  account 
executives  of  WITI-TV. 

•  Edwin  D.  Gimzek,  formerly  pro- 
gram director  of  WWBZ  Vineland, 
N.J.,  to  WIP  Philadelphia  program- 
production  staff. 

•  Jack  Downey,  formerly  assistant  to 
director  of  program  services,  CBS  Tele- 
vision Stations  Div.,  appointed  execu- 
tive producer  at  KMOX-TV  St.  Louis. 

•  Lew  Irwin,  news  director  of  KPOL 
Los  Angeles,  to  host  new  series  of  news 
and  interviews,  Lew  Irwin  Reports,  on 
KABC-TV  Los  Angeles. 

•  Joseph  Garretson,  formerly  reporter 
and  columnist  of  Cincinnati  Enquirer 
and  Times-Star,  to  WKRC-AM-FM-TV, 
that  city,  as  newscaster  and  commenta- 
tor. Gene  Brent,  formerly  air  per- 
sonality of  WHTN-AM-FM-TV  Hunt- 
ington, W.Va.,  to  WKRC-AM-FM  as 
announcer. 

•  Doug  Duperrault,  formerly  promo- 
tion manager  of  KTBS-TV  Shreveport, 
La.,  to  promotion  department  of 
WTAR-AM-TV  Norfolk,  Va. 

•  Robert  J.  Reverman,  formerly  with 
KPIC  (TV)  Roseburg,  Ore.,  to  sales 
staff  of  KIRO-TV  Seattle,  Wash. 

•  William  P.  McGowan,  formerly 
news  editor  of  WHTN-TV  Huntington, 
W.Va.,  to  WCSH-TV  Portland,  Me.,  as 
newscaster. 

•  Bob  Gallagher  joins  WEEI-AM- 
FM  Boston  news  staff. 

•  Mort  Nussbaum,  formerly  national 
radio  director  of  20th  Century-Fox 
Film  Corp.,  N.Y.,  and  air  personality 
of  WBBF  Rochester,  N.Y.,  to  WVET 
Rochester  as  air  personality,  effective 
March  30. 


of  KRKO  Everett,  to  KOMO  Seattle, 
both  Washington,  in  similar  capacity. 

•  Barry  Kaye,  formerly  air  personality 
of  WAMP  Pittsburgh,  to  KLAC  Los 
Angeles  in  similar  capacity.  George 
Church  III  takes  over  afternoon  d.j. 
slot  at  KLAC,  replacing  Jack  Slat- 
tery,  resigned  to  devote  full  time  to  an- 
nouncing on  Art  Linkletter  shows. 

•  Duke  Norton,  formerly  of  KLAC 
Los  Angeles,  to  KBIQ  (FM),  that  city, 
as  air  personality.  Other  air  personali- 
ties at  KBIQ:  Jay  Jasin,  formerly 
KVFM  Van  Nuys,  Calif.;  Russ  Wylie 
and  Merrit  Johnson,  both  formerly 
of  CBS,  Los  Angeles;  Bob  O'Donnell, 
formerly  WHEC  Rochester,  N.Y.;  Al 
Davis,  formerly  program  director  of 
North  Country  stations  in  Vermont, 
and  Jack  Wagner,  KBIQ  program  di- 
rector, who  will  also  handle  d.j.  duties. 

•  Louis  Gutenberger,  formerly  air 
personality  of  KSO  Des  Moines,  Iowa, 
to  KGMS-AM-FM  Sacramento,  Calif., 
in  similar  capacity. 

•  Lew  Short,  formerly  of  Ketchum, 
MacLeod  &  Grove  Inc.,  Pittsburgh,  to 
WAMP-WFMP  (FM)  that  city,  as  an- 
nouncer. 

•  Michael  Bradley  to  KOBY  San 
Francisco  as  air  personality,  replacing 
Charles  Lynn,  who  moves  to  KOFY 
San  Mateo,  Calif. 

•  Bill  Crable,  formerly  of  KXOK 
St.  Louis,  to  KSD,  that  city,  as  air 
personality. 

•  Don  Pitts,  formerly  air  personality 
and  program  director  of  KKIS  Pitts- 
burgh, and  Rod  McKuen,  formerly 
air  personality  of  KROW  Oakland,  both 
California,  to  KPIX  (TV)  San  Fran- 
cisco as  air  personalities. 

•  Owen  Spann  and  Ron  Gleason  to 
KCBS-AM-FM  San  Francisco  as  air 
personality  and  sales  promotion  assist- 
ant, respectively. 

•  Bill  King,  formerly  sportscaster  of 
KOLN-TV  Lincoln,  Neb.,  to  KSFO  San 
Francisco  as  assistant  sportscaster. 

•  Johnnie  Walsh,  formerly  air  per- 
sonality of  KEDO  Longview,  Wash.,  to 
KAYO  Seattle  in  similar  capacity. 

•  Frank  H.  Forrester,  weathercaster 
of  WJXT  (TV)  Jacksonville,  Fla.,  to 
WRC-TV  Washington  in  similar  ca- 
pacity. 

•  Tal  Tripp,  formerly  news  editor  of 
KOIN-TV  Portland,  Ore.,  to  KGW- 
TV,  that  city,  as  reporter-photographer. 

•  Tom  Collins  to  WKBZ  Muskegon, 
Mich.,  as  air  personality. 


♦  Dick  Wahl,  formerly  air  personality     •  Blake  Ritter  to  WRCV  Philadel- 
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phia  as  staff  announcer  and  newscaster. 
Tom  Pettit,  formerly  news  editor  of 
WCCO-TV  Minneapolis,  to  WRCV- 
AM-TV  news  department. 

•  Phil  Harlow,  formerly  news  direc- 
tor of  WACO  Waco,  Tex.,  to  WOAI- 
AM-TV  San  Antonio  as  newscaster. 

•  Kenneth  F.  Allen,  formerly  of 
WROW  and  WTEN  (TV),  both  Al- 
bany, N.Y.,  to  WTIC  -  AM  -  FM  -  TV 
Hartford,  Conn.,  as  announcer. 

Representatives 

•  Fred  L.  Bernstein,  formerly  gen- 
eral manager  of  Forjoe  &  Co.'s  Atlanta- 
southern  sales  division,  named  v. p.  and 
general  manager  of  Forjoe's  New  York- 
eastern  sales  division. 

•  Ray  H.  Kremer,  with  CBS  Radio 
Spot  Sales  since  March  1955  as  account 
executive  and  manager  of  sales  develop- 
ment, Chicago  and  New  York,  appoint- 
ed eastern  sales  manager,  NY. 

•  Bernard  I.  Ochs,  formerly  general 
manager  of  Forjoe  &  Co.'s  southeastern 
office,  has  formed  his  own  station  rep- 
resentative firm,  The  Bernard  I.  Ochs 
Co.,  Atlanta,  Ga.  Mr.  Ochs  was  pre- 
viously general  sales  manager  of  WLWA 
(TV)  Atlanta.  Firm,  which  will  func- 
tion as  southeastern  representative  for 
radio-tv  stations,  is  located  at  1401 
Peachtree  St.,  N.E.,  Atlanta.  Telephone: 
Trinity  5-9403. 

•  Thomas  C.  Harrison,  sales  manager 
of  Henry  I.  Christal  Co.,  N.Y.,  to  John 
Blair  &  Co.'s  New  York  sales  staff, 
effective  March  2.  Mr.  Harrison  was 
previously  manager  of  Blair's  St.  Louis 
office  but  resigned  in  July  1957  to  be- 
come v.p.  and  network  sales  manager 
of  ABC  Radio. 


Programming 


Mr.  Marthey 


•  Ken  Marthey  has 
resigned  as  tv-radio 
group  head  of  Mc- 
Cann-Erickson  to  be- 
come v.p.  in  charge  of 
tv  spot  production  for 
United  States  Produc- 
tions Inc.,  N.Y.  Mr. 
Marthey  was  previ- 
ously with  Benton  & 


Bowles  as  senior  tv  producer. 

•  Gerald  E.  Liddiard,  formerly  v.p.  of 
Jayark  Productions,  named  v.p.  in 
charge  of  sales  of  Synditape  Inc.,  N.Y., 
subsidiary  of  Guild  Films  Co. 

©  H.  Williams  Hanmer,  v.p.  and  gen- 
eral counsel  at  Wilding  Picture  Produc- 
tions Inc.,  tv  and  motion  picture  film 
firm,  elected  president,  succeeding  C.  H. 
Bradfield  Jr.,  who  becomes  board 
chairman. 

•  Alfred  L.  Mendelsohn,  assistant 


sales  manager,  Universal  Pictures  Co.'s 
tv  division,  to  Elliot,  Unger  &  Elliot, 
N.Y.,  as  general  sales  manager. 

•  Sanford  Abrahams,  assistant  nation- 
al advertising  and  publicity  director  of 
Allied  Artists,  has  been  promoted  to 
advertising  and  publicity  director,  suc- 
ceeding John  C.  Flinn,  who  resigns 
to  join  Columbia  Pictures  March  6. 

•  Harry  B.  Simmons,  formerly  with 
ABC  Radio  Chicago  sales  force,  ap- 
pointed account  executive,  ABC  Films 
Inc.,  covering  Ohio,  Indiana  and  Ken- 
tucky. 

•  Louis  Melamed,  with  CBS  for  nine 
years  as  producer  and  director,  to  Na- 
tional Telefilm  Assoc.,  N.Y.,  as  execu- 
tive producer. 

•  H.  I.  Bucher,  general  attorney,  Na- 
tional Telefilm  Assoc.,  elected  secretary. 

•  Lewis  Rachmil,  producer  for  Colum- 
bia Pictures,  Hollywood,  appointed 
producer  for  Ziv  Television  Programs, 
that  city. 

•  Ken  Israel,  formerly  of  Telestar 
Films  and  Flamingo  Films,  to  Banner 
Films  sales  staff  as  midwest  manager, 
headquartering  in  Pittsburgh. 

Equipment  &  Engineering 

•  Albert  Haselman,  formerly  execu- 
tive v.p.  in  charge  of  sales  and  engineer- 
ing, Communications  Products  Co., 
Santa  Barbara,  Calif.,  appointed  v.p. 
and  general  manager  of  Prodelin  Inc., 
Kearny,  N.J.,  makers  of  antenna  sys- 
tems and  transmission  lines. 

•  Hy  Brodsky,  with  Allen  B.  Du  Mont 
Labs,  Clifton,  N.J.,  since  January 
1956,  named  public  relations  director. 

•  Jack  S.  Beldon,  formerly  marketing 
manager,  General  Electric  Co.'s  tv  re- 
ceiver department,  Syracuse,  N.Y.,  to 
RCA's  consumer  products  staff  to  assist 
on  sales  and  merchandising  of  radios, 
phonographs  and  television  sets. 
Tucker  P.  Madawick,  formerly  of 
Raymond  Loewy  Assoc.,  N.Y.,  named 
manager,  product  styling,  RCA  Victor 
tv  division. 

•  Brad  Kroha  promoted  from  staff 
assistant  to  national  merchandising 
manager  of  Motorola  Communications 
&  Electronics  Inc.,  sales  and  service 
subsidiary  of  Motorola  Inc.,  Chicago. 

Allied  Fields 

•  Dorothy  Furman,  account  execu- 
tive in  Los  Angeles  office  of  Harshe- 
Rotman,  has  formed  her  own  company, 
Furman  Public  Relations,  with  offices 
at  225  S.  Beverly  Dr.,  Beverly  Hills, 
Calif.   Telephone:  Bradshaw  2-1004. 

•  Gordon  Burns,  formerly  assistant  to 
director  of  public  relations,  Philip  Mor- 


ris Inc.,  to  Communications  Counselors 
Inc.,  N.Y.,  as  account  representative. 

•  Thomas  J.  Brown,  formerly  tv-radio 
account  executive,  McCann-Erickson. 
N.Y.,  named  account  executive  for  U.S. 
Broadcast  Checking  Corp.,  N.Y. 

•  Joan  M.  Paul,  for  past  year  script 
and  story  researcher,  National  Council 
of  Catholic  Men,  N.Y.,  appointed  ra- 
dio producer  of  council. 

•  Joseph  A.  McDonald,  formerly  of 
NBC  legal  department,  will  be  honored 
at  dinner  under  joint  auspices  of  Copy- 
right Luncheon  Circle  and  Copyright 
Society  of  U.S.A.  in  New  York  to- 
morrow (Feb.  24).  Mr.  McDonald 
now  is  with  Washington  law  firm  of 
Smith,  Henessy  and  McDonald. 

Government 

^PH^  •  Col.    Melvin  E. 

*\  Williamson.   59.  in 

\  executive  capacities 

.    !  with    radio  stations 

f  and  agencies  on  West 

"  Coast    for    two  dec- 

it  iwt&mk    ades'  died  Feb-  15  at 

flflk<S  JB  Scott  Airfield- Illinois' 

■»  where  he  was  sta- 
Col.  Williamson  tioned.  Col.  William- 
son was  with  KHJ  and  KMPC,  both 
Los  Angeles,  and  later  established  west 
coast  offices  for  Lennen  &  Mitchell  and 
also  Geyer,  Cornell  &  Newell.  In  May 
1951,  he  was  called  back  to  active  duty 
and  named  head  of  radio-tv  branch, 
Office  of  Armed  Forces  Information  & 
Education,  Dept.  of  Defense.  He  is 
survived  by  his  wife,  former  Lorna 
Ladd,  and  daughter. 

International 

•  C.  W.  van  Houten,  Toronto  office 
of  Young  &  Rubicam  Ltd.,  and  Yves  J. 
Menard  and  E.  S.  Clements,  Mon- 
treal office,  appointed  v.p.'s. 

•  W.  Vic  George,  formerly  manager 
of  CFCF  Montreal,  Que.,  to  assistant 
general  manager  of  operation  divisions 
of  Canadian  Marconi  Co.  Ltd.,  Mon- 
treal, Que.,  owners  of  CFCF. 

•  Spence  Caldwell,  president  of  S. 
W.  Caldwell  Ltd.,  Toronto,  Ont,  tv 
film  importer  and  producer,  elected 
president  of  Assn.  of  Motion  Picture 
Producers  &  Labs  of  Canada,  succeed- 
ing Arthur  Chetwynd,  president  of 
Chetwynd  Films  Ltd.,  Toronto.  Gerald 
S.  Kedey,  president  of  Motion  Picture 
Centre  Ltd.,  Toronto,  and  Henry 
Michaud,  director  of  Omega  Produc- 
tions Ltd.,  Montreal,  elected  v.p.'s. 

•  Charles  N.  Knight,  Ontario  sales 
manager  of  Canadian  Petrofina  Ltd., 
Toronto,  to  sales  manager  of  CFPL 
London,  Ont. 
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Commuter    come-on    •  ABC 

Films  Inc.  has  placed  what  it  calls 
"the  first  syndicated  tv  film  out- 
door trade  ad"  for  its  26  Men 
western  tv  series  on  the  side  of  a 
tenement  building  on  Park  Ave. 
at  122nd  St.  in  New  York's  Har- 
lem district  to  catch  the  eye  of 
Westchester  County  or  Connecti- 
cut advertising  agency  commuters 
enroute  to  work. 


Viewers  pick  their  flicks 

WTAE  (TV)  Pittsburgh  gave  viewers 
a  chance  lo  pick  the  flicks  themselves 
through  page  ads  run  two  days  in  three 
local  papers  listing  200  feature  films 
in  the  station  library.  When  some  4,000 
viewers  responded  the  first  week, 
WTAE  had  to  farm  out  the  counting 
job. 

In  the  print  ads,  readers  were  asked 
to  mark  on  a  coupon  10  movies  out 
of  the  200  they  would  most  like  to 
see,  with  results  to  determine  schedul- 
ing by  WTAE  over  the  coming  months. 

The  idea  for  the  movie  promotion 
was  developed  in  conjunction  with 
WTAE's  advertising  agency,  Lando 
Adv.,  Pittsburgh.  It  was  based  on  a 
test  promotion  using  a  single  tv  an- 
nouncement. In  a  30-second  spot  dur- 
ing a  late  movie,  viewers  were  asked  to 
choose  four  favorites  out  of  a  list  of 
eight  movie  titles.  Several  hundred  re- 
sponded. 

Pocket  pool  invades  tv 

Match-play  pocket  billiards  bowed  on 
Chicago  television  Feb.  16  with  Ten- 
Twenty,  adapted  for  WBKB  (TV)  view- 
ing by  sportscaster  Joe  Wilson  and 
cueist  Frank  Oliva.  Joining  as  co- 
sponsors  of  the  weekly  eight-inning 
match  between  two  opponents  are  bil- 


liard and  bowling  proprietors  within 
100  miles  of  Chicago. 

The  game's  name  is  derived  this  way: 
a  player  may  run  up  10  balls  in  each 
half  inning,  but  after  pocketing  10  in 
the  final,  he  may  try  for  20  more — or  a 
total  of  30.  Players  compete  for  prize 
money  as  in  bowling  or  golf — $300  for 
match  winner,  $200  for  losing,  $10  per 
point  over  the  first  40  to  the  winner  (a 
maximum  of  $600).  High  game  winner 
at  the  end  of  13  weeks  gets  $1,000.  Ad- 
ditionally, a  perfect  game  winner  (100 
points)  receives  $5,000. 

Besides  proprietors,  other  sponsors 
are  the  Bowling  &  Billiard  Institute  of 
America  and  five  billiard  suppliers. 

No  more  newspaper 
ads  for  KREM-TV 

KREM-TV  Spokane,  Wash.,  has  de- 
cided to  forego  newspaper  advertising 
in  favor  of  its  own  facilities  for  audi- 
ence promotion  in  the  future. 

The  decision  is  based  on  an  analysis, 
completed  in  late  January,  which  shows 
that  without  newspaper  ads,  but  by 
using  every  10-,  20-  and  60-second  spot 
available  on  the  station  during  the 
ARB  rating  week  in  November,  KREM- 
TV  boosted  share  of  audience  for  some 
periods  by  12  to  65%  over  the  ARB 
report  for  February.  In  February,  it 
was  estimated,  about  $3,000  had  been 
spent  with  the  Spokane  Chronicle  and 
Spokesman-Review ,  out  of  an  annual 
budget  of  $25,000  with  those  papers. 

KREM-TV  manager  Robert  Temple 
said  competition  to  dominate  advertis- 
ing in  the  newspapers,  which  are  under 
the  same  ownership  as  KHQ-TV  Spo- 
kane, became  so  costly  that  KREM-TV 
stopped  newspaper  usage  last  October. 

When  Edward  Petry  &  Co.  called  at- 
tention to  the  KMTV  (TV)  Omaha  suc- 
cess with  on-air  promotion  as  a  substi- 
tute for  newspaper  advertising  (audi- 
ence-share gains  in  almost  90%  of  its 
program  hours  when  KMTV  first  made 
the  test  last  April),  Mr.  Temple  con- 
ferred with  KMTV's  Executive  Vice 
President  Owen  Saddler  and  General 
Sales  Manager  Arden  E.  Swisher  about 
the  on-air  pattern. 

Mr.  Temple  summed  up:  "The  re- 
sults give  our  industry  its  second  ex- 
ample of  the  fact  that  the  practice  of 
hypoing  newspaper  lineage  to  increase 
audience  during  rating  week  is  vastly 
overrated  and  that  our  own  medium 
is  its  own  best  selling  tool." 

Spotlight  on  farmers 

KRXK  Rexburg,  Idaho,  this  year  ex- 
panded Farm  Broadcasting  Day  into  a 
week  and  sold  210  five-minute  pro- 


CRASH  THE  DENVER 
MARKET  WITH  KOSI 


In  Denver  the  influence  station  is 
KOSI.  Because  KOSI  has  listener 
loyalty— and  the  folks  with  money 
to  spend.  They  respond  to  KOSI 
advertisers— and  buy  merchandise  and 
services!  No  double  spotting! 
So  contact  PETRY  about  the  prize 
Denver  buy— that  will  win  sales 
awards  for  you— KOSI!  10%  discount 
when  buying  KOSI-and  KOBY, 
San  Francisco! 

For  Greenville,  Mississippi  —  it's 
WGVM. 


KOSI/.: 


,000  watts 


Mid -America  Broadcasting  Co. 


My  Mommy  Listens 
to  KFWB 

Your  clients'  sales  messages  are  de- 
livered to  more  mommies,  more  daddies, 
more  everybodies  .  .  .  when  you  buy 
KFWB  .  .  .  first  in  Los  Angeles. 
Check  Pulse  and  Hooper-(November- 
December  1958). 


6419  Hollywood  Blvd.,  Hollywood  28  /  HO  3-5151 

ROBERT  M.  PURCELL,  President  and  Gen  Manager 
MILTON  H.  KLEIN.  Sales  Manager 
Represented  nationally  by  JOHN  BLAIR  I  CO. 
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Right  sequence  •  At  least  10,000 
viewers  of  WNTA-TV  Newark,  N.J.- 
New  York  by  now  are  convinced 
that  to  tune  ch.  13  from  the  top  of 
the  tv  dial,  all  they  have  to  do  is 
turn  one  notch  to  the  left.  Above 
are  three  of  the  top  20  from  more 
than  10,000  entries  in  WNTA-TV's 
month-long  cartoon  contest  on  the 


theme:  "Channel  13  is  next  to 
channel  2." 

The  object,  a  station  official  said, 
was  to  persuade  people  that  "they 
do  not  have  to  twist  the  dial  all 
around  to  ch.  13,  but  a  mere  flick 
to  the  left  from  ch.  2  will  tune  in 
ch.  13."  Such  a  flick  not  only  saves 
the  viewer's  strength  but  also  saves 


( 13-2  ) 


him  the  trouble  of  seeing  what's  on 
New  York's  five  other  tv  channels 
(besides  chs.  13  and  2). 

A  $50  prize  went  to  each  of  the 
20  winners.  Slides  of  winning  art 
were  telecast  by  WNTA-TV  and 
they  will  be  used  periodically  in  sta- 
tion breaks  during  the  next  few 
weeks. 


grams  to  local  advertisers  in  the  pro- 
motion. Features,  presenting  150  broad- 
cast guests,  included  talks  by  Idaho's 
U.S.  senators  and  a  U.S.  representative, 
members  of  the  U.  of  Idaho  extension 
service,  the  U.S.  Dept.  of  Agriculture 
and  county  agents.  Farm  Broadcasting 
Week  programming  was  produced  by 
Irv  Duddleson,  KRXK  farm  director. 

WBZ-TV  'Lamp  of  Knowledge' 

A  new  project  dealing  with  social 
problems  of  national  importance  will  be 
launched  by  WBZ-TV  Boston  Feb.  28. 
In  its  "Lamp  of  Knowledge"  campaign, 
WBZ-TV  plans  to  present  forum  pro- 
grams in  prime  time — examining  men- 
tal illness,  educational  problems  in 
science,  government  and  the  humani- 
ties, safety  and  community  crises. 
Opener  is  a  science  quiz  show,  with 
eighth  grade  students  participating, 
from  12:30  to  1  p.m.  Feb.  28.  Subse- 


quent competitive  quizzes  are  planned 
for  successive  Saturdays.  WBZ-TV  has 
asked  all  its  employes  to  submit  ideas 
for  the  project. 

Yankee  Doodle  birthday 

To  mark  the  10th  birthday  of 
WJAR-TV  Providence,  R.I.,  Gov. 
Christopher  Del  Sesto  has  proclaimed 
1959  "WJAR-TV  Year." 

As  part  of  the  WJAR-TV  celebration 
the  station  scheduled  for  showing  last 
week  "Yankee  Doodle  Dandy,"  movie 
musical  about  Providence-born  com- 
poser George  M.  Cohan.  The  station 
invited  Pat  Rooney  Sr.,  trouper  friend 
of  Mr.  Cohan,  to  a  luncheon  the  day 
before  the  showing  of  the  film.  Mayor 
Walter  E.  Reynolds  of  Providence  and 
former  vaudeville  house  owner  Edward 
M.  Fay  were  scheduled  to  visit  the 
home  in  which  Cohan  was  born  and 
set  up  a  plaque  and  flagstaff. 


50,000  ways  to  celebrate 

WIBG  Philadelphia  scheduled  a  num- 
ber of  special  events  to  signal  its  switch 
today  (Feb.  23)  from  10  kw  to  a  50 
kw  signal.  Facets  of  the  high-power 
celebration: 

Hourly  telephone  calls  to  listeners 
awarding  a  total  of  50,000  minutes 
worth  of  recorded  music,  50,000  new 
pennies,  50,000  gift  trading  stamps  and 
a  new  automobile.  Listeners  who  an- 
swer the  phone  with  "50,000  watts," 
are  eligible,  and  losers  share  in  50,000 
cigarettes  and  boxes  of  chocolates. 

Some  50  recording  stars  supplied 
greetings  for  broadcast  during  the  day 
of  celebration. 

WIBG  also  programmed  a  remote 
broadcast  this  afternoon  from  Phila- 
delphia's Independence  Hall  observing 
George  Washington's  birthday.  Digni- 
taries, military  men  and  musicians  were 
to  appear  along  with  George  B.  Storer 
Sr.,  president  of  Storer  Broadcasting 
Co.,  which  owns  WIBG,  and  Lionel 
F.  Baxter,  managing  director  of  the 
station.  The  George  Washington  birth- 
day broadcast  is  being  offered  to  other 
Pennsylvania  stations  for  their  use. 

NBC-TV  airs  print  ads 

NBC-TV  is  using  the  motif  from  its 
print  advertisements  in  on-the-air  spots. 

"If  I'd  known  it  was  on,  I'd  have 
watched  it,"  declared  the  network's 
ads  in  newspapers,  trade  magazines 
and  the  New  Yorker.  The  theme  is 
being  used  in  promotional  spots  in  16 
network  shows. 


here  is, 


modern  radio 


Modern  Radio  calls  for  crisp,  brisk  copy.  RADIO  FEA- 
TURETTES  give  you  seventy  15-sec.  fact  features  a 
week  —  every  one  a  shot-in-the-arm  for  ad  lib  per- 
sonalities or  commercials.  Write  today! 


I  AMP  U/nrtTU    FEATURE  PROGRAMS,  INC. 
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Ford  booklet  suggests 
dealer  use  local  radio 

The  7,000-plus  Ford  dealers  through- 
out the  U.S.  received  a  big  pitch  for 
radio  last  week — from  Ford.  It  was  a 
brochure  prepared,  with  Ford  approval, 
by  Radio  Advertising  Bureau  titled 
"Ford  &  Radio:  For  the  World's  Most 
Beautifully  Proportioned  Car  .  .  .  The 
World's  Most  Beautifully  Proportioned 
Ad  Medium."  Ford  sent  it  out  with  a 
monthly  mailing  of  ideas  and  sales  tips 
for  dealers,  the  implication  being  that 
Ford  was  strongly  recommending  radio 
at  the  local  level  just  as  "Ford  and 
Ford  Dealer  associations  from  coast 
to  coast  rely  heavily  on  radio." 

The  brochure  reviews  the  scope  of 
radio,  its  growth,  the  size  and  com- 
position of  the  audience,  the  prospects 
to  be  reached  among  radio  listeners,  the 
size  and  importance  of  car  radio's  "cap- 
tive audience" — and,  from  a  special 
survey  of  franchised  Ford  dealers,  it 
points  out  that  the  average  dealer  owns 
4.7  radio  sets  (including  those  in  cars), 
that  90.9%  of  the  dealers  listen  at 
least  once  a  week  and  listen  on  5.7 
listening  days  out  of  seven,  that  70.9% 
listen  every  morning,  52.5%  listen  every 
afternoon  and  45%  listen  at  night. 

The  booklet  contains  no  special  plug 
for  RAB,  but  suggests  to  dealers  that 
"for  further  information  on  radio  .  .  . 
check  a  local  RAB  station  in  your 
area." 

WHBQ  popular  eavesdropper 

Eavesdropping  on  the  part  of  WHBQ 
Memphis,  Tenn.,  is  worth  $100  plus 
merchandise  prizes  to  persons  whose 
voices  are  aired  on  the  station's  "Big 
Ear"  promotion  event.  With  the  co- 
operation of  area  business  firms,  news 
director  Charles  Sullivan  and  director 
Boone  Nevins  hide  a  microphone  within 
range  of  a  customer  making  a  transac- 
tion. A  nearby  recorder  tapes  the  con- 
versation for  the  "Big  Ear"  contest. 
Approximately  eight  times  daily, 
WHBQ  plays  back  the  edited  conver- 
sations. Persons  identifying  their  voices 
and  where  they  spoke  win  the  prizes. 

WINS  d.j.  back  from  below 

Murray  Kaufman,  WINS  New  York 
d.j.,  emerged  Feb.  13  from  the  IRT 
subway  at  Columbus  Circle  after  spend- 
ing 8  days,  3  hours  and  40  minutes  liv- 
ing, sleeping  and  broadcasting  under- 
ground. The  stunt  was  designed  to 
showcase  Mr.  Kaufman  as  a  radio  per- 
sonality. Business  at  the  newstand  next 
to  the  broadcast  booth  was  reported  up 
75%  as  the  public  peered.  IRT  got 
free  mentions  in  all  the  station's  promo- 
tional material. 

The  WINS  personality  had  agreed 


to  stay  in  the  subway  until  some  sharp- 
eyed  subway  passenger  could  spot  the 
special  silver  token  with  which  he  had 
entered  the  turnstile.  Mrs.  Pauline 
Pacheco  of  West  25th  St.,  Manhattan, 
recognized  the  token  and  rushed  to 
WINS  where  she  was  rewarded  with 
1,000  free  tokens. 

•  Drumbeats 

•  WOWO  Fort  Wayne,  after  saluting 
Alaska's  entry  in  the  union  with  an 
instrumental  number,  "Alaska  Sleigh- 
ride,"  is  getting  an  extra  promotional 
ride  in  the  newest  state.  The  original 
manuscript  of  the  music  and  a  disc 
were  presented  in  Washington  to  Sen. 
Frank  Bartlett  (D-Alaska),  with  a  copy 
of  the  presentation  ceremony  and  record 
being  forwarded  to  KJNO  Juneau  for 
broadcast  there.  "Alaska  Sleighride"  is 
by  Sam  DeVincent  of  the  WOWO 
talent  staff. 

•  KIOA  Des  Moines  has  stimulated 
walk-in  interviews  at  Air  Force  recruit- 
ing offices  by  75%,  Maj.  Fred  H.  Reiss, 
USAF,  has  told  KIOA  General  Man- 
ager James  C.  Dowell.  The  station's 
public  service  announcements  encour- 
age possible  recruits  to  come  to  the 
Air  Force  instead  of  making  the  service 
seek  them  out. 

•  O'Brien's  restaurant  in  Waverly,  N.Y., 
hundreds  of  miles  from  WEJL  Scran- 
ton,  Pa.,  has  renewed  its  contract  with 
the  station  for  the  third  consecutive 
year.  The  restaurant's  spots,  broadcast 
on  the  Bill  Pierce  Show,  are  credited 
with  adding  to  thousands  of  traveling 
salesmen's  business  cards  that  decorate 
O'Brien's  walls. 

•  Disc  jockeys  of  Florida  have  been 
challenged  by  Norman  (Clyde)  Beebe 
of  WGRO  Lake  City,  Fla.,  to  try  and 
eat  more  than  he.  The  battle  takes 
place  March  5  in  the  Kit  Kat  restau- 
rant, Lake  City. 

•  An  announcement  over  WBAP  Fort 
Worth,  Tex.,  about  new  pennies  at  the 
First  National  Bank  there  resulted  in 
the  bank's  supply  of  the  coins  being 
depleted  nine  minutes  after  its  doors 
opened.  The  bank  reports  receiving 
104  telephone  calls  regarding  the  pen- 
nies that  day,  some  of  them  from  neigh- 
boring states. 

•  An  appearance  of  an  artificial  flower 
maker  on  WFMY-TV  Greensboro, 
N.C.,  elicited  how-to-do-it  queries  from 
27  towns  in  North  Carolina  and  Vir- 
ginia. This  response  has  prompted  the 
flower  maker  to  set  up  a  business  selling 
a  flower  constructing  kit. 

•  More  than  600  viewers  have  enrolled 
in  the  WBTV  (TV)  Charlotte,  N.C., 
course  to  "teach  adults  how  to  read 
and  write  at  least  on  the  fourth  grade 


s  Program  Guide  For  I 
§  FM-SCA  LICENSEES! 
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level."  In  20  North  and  South  Carolina 
communities,  classes  have  been  organ- 
ized and  the  30-minute,  four-a-week 
classes  are  followed  by  a  period  of  in- 
struction by  volunteer  teachers.  WBTV 
donates  air  time,  production  costs  and 
expenses  of  the  instructors.  The  sta- 
tion, which  also  has  contributed  $1,500 
in  cash  to  the  classes,  is  planning  to 
run  the  100  programs  again  next  June. 

•  A  five-minute  telephone  talk  with 
singer  Pat  Boone  was  the  lure  used  by 
WMPS  Memphis,  Tenn.,  in  a  March  of 
Dimes  contest  that  netted  more  than 
$1,500  in  three  weeks.  More  than  3,000 
listeners  in  seven  states  vied  for  three 
dozen  prizes. 

•  WFOX  Milwaukee  reports  that  more 
than  2,800  letters  were  received  in  six 
days  in  answer  to  its  offer  of  one  free 
ticket  to  the  1959  Holiday  on  Ice 
Show  for  each  ticket  purchased.  The 
offer  tied  in  with  a  spot  campaign  run 
by  the  ice  show's  producers. 

•  WTTM  Trenton,  N.J.,  and  Pfaus- 


Finkle  Adv.  there  presented  a  2Vi  -hour 
broadcast  on  the  theme  of  "Brother- 
hood" yesterday  (Feb.  22).  The  pro- 
gram consisted  of  22  local  citizens  dis- 
cussing community  problems  in  five 
panels  moderated  by  NBC's  Leon  Pear- 
son. The  Trenton  Council  on  Human 
Relations  cooperated  in  the  project. 

Public  service  rewarded 

KMTV  (TV)  Omaha  has  inaugurated 
an  annual  award  program  to  encourage 
astute  use  of  the  tv  medium  for  public 
service.  To  spotlight  the  first  annual 
award  this  year,  KMTV  had  Nebraska 
Gov.  Ralph  G.  Brooks  on  hand  for  the 
televised  ceremony,  along  with  station 
President  Edward  May,  NBC  Vice 
President  Harry  Bannister  and  Owen 
Saddler,  executive  vice  president-gen- 
eral manager  of  KMTV,  who  origi- 
nated the  award  program.  Recipient 
of  this  year's  plaque  was  Leo  Daly, 
Omaha  architect  and  businessman, 
who  was  cited  for  his  chairmanship  of 
the  $1.8  million  Red  Feather-Red  Cross 
Community  Drive. 

_FOR  THE  RECORD_ 


Advertising's  week 

Admen  throughout  the  land  observed 
their  own  week  Feb.  9-14.  Here  are  a 
few  of  the  local  twists  given  the  Ad- 
vertising Week  promotion  of  the  Ad- 
vertising Federation  of  America: 

WCKR  Miami,  Fla.,  telephoned 
heads  of  advertising  agencies  and  re- 
corded 60-second  statements  on  the  ad- 
vertising industry.  These  were  broad- 
cast by  WCKR  throughout  Ad  Week. 

WENY  Elmira,  N.Y.,  put  on  a  radio 
display  in  the  Elmira  Area  Ad  Club's 
Ad  Week  exhibition  at  a  local  hotel.  A 
feature  was  the  daily  broadcast  of 
WENY's  News  at  Noon  from  the  hotel 
lobby. 

The  Ad  Club  of  Huntington,  W.Va., 
under  the  chairmanship  of  Curtis  C. 
Jones,  account  executive  with  WSAZ 
there,  conducted  the  week's  campaign 
for  the  southern  half  of  the  state.  A 
proclamation  decreeing  Ad  Week  was 
signed  by  West  Virginia  Governor  Cecil 
H.  Underwood. 

Chicago's  mayor,  Richard  J.  Daley, 
also  recognized  the  city's  Ad  Week  by 
signing  a  proclamation. 


Trans.  RCA,  ant.  RCA.  Legal  counsel  A. 
Henry  Becker.  Consulting  engineer  Silli- 
man,  Moffet  &  Rohrer.  Principals  include 
George  T.  Hernreich  (50% )  owner  of  KFPW 
Fort  Smith,  Ark.;  Richard  Goodman 
(2712rr),  majority  owner  WOPA-AM-FM 
Oak  Park,  111.;  Egmont  Sonderling  (12»/2%) 
minority  owner  WOPA,  and  Mason  A. 
Loundy  (10cc)  minority  owner  WOPA.  Ann. 
Feb.  12. 


Existing  Tv  Stations 

ACTION  BY  FCC 

WTTV  (TV)  Bloomington,  Ind. — Granted 
waiver  of  sect.  3.652(a)  to  permit  WTTV  to 
identify  itself  as  Indianapolis  as  well  as 
Bloomington.  Commissioner  Ford  dissented. 
Chairman  Doerfer  absent.  Ann.  Feb.  12. 

CALL  LETTERS  ASSIGNED 

KBFL  (TV)  Bakersfield,  Calif— Pacific 
Bcstrs.  Corp. 

KICU  (TV)  Bakersfield,  Calif.— Kern 
County  Bcstg.  Co. 

KHMA  (TV)  Houma,  La.— St.  Anthony 
Tv  Corp. 

WSPI  (TV)  Presque  Isle,  Me.— WLBZ  Tv 
Inc. 

KMOS-TV  Sedalia,  Mo. — KDRO-TV  and 
Radio  Inc.  Changed  from  KI>RO-TV. 

WFRV  (TV)  Green  Bay,  Wis.— Valley 
Telecasting   Co.   Changed  from  WFRV-TV. 


Translators 

Mohave  County  Board  of  Supervisors, 
Kingman,  Ariz. — Granted  new  cps  to  re- 
place expired  cps  for  four  existing  tv 
translator  stations  (K70AC,  K78AC  and 
K82AA  serving  Kingman,  and  K77AG  serv- 
ing Davis  Dam,  Bullhead  City  and  Lake 
Mohave  Resort);  only  change  is  reduction 
in  ERP  for  Kingman  translators.  Ann.  Feb. 
12. 

Mohave  County  Board  of  Supervisors, 
Big  Sandy  VaUey,  Peach  Springs  and 
Chloride,  Ariz. — Granted  cps  for  three  new 
tv  translator  stations — one  to  serve  Huala- 
pai  Mt.  Park  Area  and  Big  Sandy  Valley  on 
ch.  72  to  translate  programs  of  KLRJ-TV 
(ch.  2)  Henderson,  Nev.,  another  to  serve 
Peach  Springs  on  ch.  80  to  translate  pro- 
grams of  KOOL-TV  (ch.  10)  Phoenix,  and 
third  to  serve  Chloride  on  ch.  77  to  trans- 
late programs  of  KLAS-TV  (ch.  8),  Las 
Vegas,  Nev.  Ann.  Feb.  12. 

Burlington-Edison  School  District  #100, 
Skagit  County,  Wash. — Granted  cp  for  new 
tv  translator  station  on  ch.  79  to  translate 
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Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 
Feb.  12  through  Feb.  18:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA— directional  antenna,  cp— construction 
permit.  ERP— effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant.— antenna,  aur.— aural,  vis  — 
visual,  kw— kilowatts,  w— watt,  mc— mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
— unlimited  hours,  kc — kilocycles.  SCA — sub- 
sidiary communications  authorization.  SSA. 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ.  Ann. — 
Announced. 


New  Tv  Stations 

ACTION  BY  FCC 
Van  Curler  Bcstg.  Corp.,  Albany,  N.Y. 


Granted  cps  (1)  new  tv  station  to  operate 
on  ch.  13;  ERP  151  kw  vis.  and  76  kw  aur.; 
ant.  height  1250  ft.,  and  (2)  aux.  trans,  at 
the  main  trans,  site.  This  new  facility  will 
replace  Van  Curler's  temporary  operation  of 
WAST  (TV)  on  that  channel  with  satellite 
on  ch.  35.  Ann.  Feb.  12. 

APPLICATION 

Wilmington,  Del. — Richard  Goodman,  Ma- 
son A.  Loundy,  Egmont  Sonderling,  and 
George  T.  Hernreich.— vhf  ch.  12  (  204-210 
mc);  ERP  316  kw  vis.,  158  kw  aur.;  ant. 
height  above  average  terrain  568  ft.,  above 
ground  608  ft.  Estimated  construction  cost 
$791,351,  first  year  operating  cost  $480,000, 
revenue  $720,000.  P.O.  address  408  S.  Oak 
Park  Ave.,  Oak  Park,  111.  Studio  location 
Wilmington,  Del.  Trans,  location  7.7  miles 
nw  of  Bridgeton,  N.J.  Geographic  c< 


nates  39°  30'  08"  N.  Lat. 


W.  Long. 


New  Am  Stations 


APPLICATIONS 

North  Atlanta,  Ga.— North  Atlanta  Bcstg. 
Co.  1150  kc,  1  kw  D.  P.O.  address  300  Blue 
Ridge  Drive,  Gainesville,  Ga.  Estimated 
construction  cost  $31,765,  first  year  operat- 
ing cost  $72,000,  revenue  $84,000.  Applicants 
are  Charles  Smithgall  (75%)  who  has  inter- 
est in  WGGA  Gainesville,  WRGA  Rome, 
both  Georgia,  and  WCAS  Gadsden,  Ala. 
and  is  president  Southland  Publishing-  Co. 
and  (Mrs.)  Lessie  B.  Smithgall  (25%).  Ann. 
Feb.  18. 

Nashville,  Ga. — Farnell  O'Quinn  1380  kc 
1  kw  D.  P.O.  address  Box  265,  Baxley,  Ga. 
Estimated  construction  cost  $18,586,  first 
year  operating  cost  $32,000,  revenue  $42,000. 
Applicant  also  owns  WHAB  Baxley  and 
WCQS  Alma,  both  Georgia.  Ann.  Feb.  12. 

Princeton,  N.J. — New  Jersey  Bcstg.  Co. 
1350  kc,  5  kw.  P.O.  address  23  Palmer  Square 
West.  Estimated  construction  cost  $84,595, 
first  year  operating  cost  $103,930,  revenue 
$120,000.  Applicant  corporation  includes 
Horace  W.  Gross  (15.92%)  former  stock- 
holder WFMZ-AM-TV  Allentown,  Pa.; 
Harold  B.  Erman  (9.09%)  v. p.  New  Jersey 
Extrusion  Co.;  Kevin  Kennedy  (9.09%)  v.  p 
Kenyon  &  Eckhardt;  John  T.  Valdes  (9.09%) 
banker,  and  others.  Ann.  Feb.  12. 

Del  Rio,  Tex. — Val  Verde  Bcstg.  Co.  1490 
kc,  250  w.  P.O.  address  Box  935,  Killeen, 
Tex.  Estimated  construction  cost  $17  405 
first  year  operating  cost  $33,600,  revenue 
$55,000.  Partners  are  Eugene  A.  Houghton 
(60%),  Del  Rio  merchant  and  Alton  W. 
Stewart  (40%)  minority  owner  KGNB  New 
Braunsfel  and  KLEN  Killeen,  both  Texas 
Ann.  Feb.  16. 

Yakima,  Wash.— Bethany  Bcstg.  Co.  930 
kc,  1  kw  D.  P.O.  address  11  Rosewood, 
Wenatchee,  Wash.  Estimated  construction 
cost  $14,120,  first  year  operating  cost  830,000. 
revenue  $36,000.  Applicant  is  Rev.  L.  R. 
White,  pastor  Wenatchee  Assembly  of  God 
church.  Ann.  Feb.  13. 

Buckhannon,  W.  Va.— Hilleary  Andrew 
1380  kc,  1  kw  D.  P.O.  address  4  Cleveland 
Ave.  Estimated  construction  cost  $25  629 
first  year  operating  cost  $40,000.  revenue 
$40,000.  Applicant  is  retired  retail  jeweler 
Ann.  Feb.  12. 


Existing  Am  Stations 


APPLICATIONS 

WJOI  Florence,  Ala.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Ann.  Feb.  18. 

WJBC  Bloomington,  111. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  Ann.  Feb  18 

WLAV  Grand  Rapids,  Mich.— Mod.  of  cp 
to  increase  daytime  power  from  250  w  to 
1  kw.  Ann.  Feb.  12. 

KSAM  Saginaw,  Mich.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  Ann.  Feb.  17 

WKNY  Kingston,  N.Y.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  Ann.  Feb  17 

KOMA  Oklahoma  City,  Okla.— Cp  to  make 
changes  in  the  nighttime  directional  ant 
system.  Ann.  Feb.  16 

WJMC  Rice  Lake,  Wis.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Ann.  Feb.  12. 

CALL  LETTERS  ASSIGNED 

r^i^H  fIndepS?&£ce-  Mo.-KIMO  Inc. 
Changed  from  KIMO. 

CoKNCY  Nebraska  City,  Neb.— Otoe  Bcstg. 
cKARA  Albuquerque,  N.M.— Tara  Bcstg. 
LodatoR  Santa  Rosa.  N.M.— Joseph  S. 
B™tgEtCorplenS  FaHS'  NY— Vacationland 
WSHE  Raleigh,  N.C.— Merchants  &  Farm- 
WMSN  UOn  WMSN  Inc-  Changed  from 

r^"^?Q  clevfland,  Ohio— Tuschman  Bcstg 
Co.  Changed  from  WPGT 
lv^t?  rleVniand  ?eighte,  Ohio-Friend- 
VlA^f  o  0   Changed  from  WSRS. 

KKID  Pendelton,  Ore.— WSC  Bcstg  Co 
°V^0n:-  ChanSed  from  KWRC.  g' 

^^Ry  Seaside    Ore  — Seaside  Bcstg.  Co. 

Ch^id^nfS^-1013^  BcSt*-  C°- 
K<£pFS    BeHe    Fourche^    S.D.-Joseph  F. 

c  KBAN  Bowie,  Tex.— Bowie-Nocona  Bcstg. 

wtF^tKSUFES Junction'  Vt-White 

icelTnt  &nde'fr^ShKS§LyiStian  ^ 
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New  Fm  Stations 

APPLICATIONS 

San  Diego,  Calif.— E.  F.  Weerts  94.9  mc, 
7.5  kw.  P.O.  address  3005  Midway  Drive. 
Estimated  construction  cost  $20,650,  first 
year  operating  cost  $30,000,  revenue  $40,000. 
Mr.  Weerts  owns  Zanzibar  Dining  Room. 
Ann.  Feb.  18. 

Elmwood  Park,  111.— Elmwood  Park  Bcstg. 
Corp.  105.9  mc,  50  kw.  P.O.  address  2526  N. 
Harlem  Ave.  Applicant  seeks  facilities 
WXFM  (FM)  Elmwood  Park,  and  is  former 
owner  of  those  facilities.  Zeb  Zarnecki  is 
majority  owner.  Ann.  Feb.  18. 

Houston,  Tex.— Texas  Fine  Music  Bcstrs. 
Inc.  104.1  mc,  40  kw.  P.O.  address  647  Texas 
National  Bank  Building,  Houston  2.  Esti- 
mated construction  cost  $32,512,  first  year 
operating  cost  $32,700,  revenue  $48,000.  Ap- 
plicants include  Ellis  W.  Gilbert  (35%)  gen- 
eral manager  KTRH-FM  Houston;  Herbert 
W.  Peterson  Jr.  (35%)  KTRH-FM  an- 
nouncer; W.  Scott  Red  (10%)  attorney;  W. 
Chester  Wrye  Jr.  (10%)  and  others.  Ann. 
Feb.  18. 

Houston,  Tex.— The  McLendon  Corp.  100.3 
mc,  16.5  kw.  P.O.  address  2104  Jackson  St., 
Dallas.  Estimated  construction  cost  $33,000 
first  year  operating  cost  $15,000,  revenue 
$15,000.  Applicant  owns  KILT  Houston 
KLIF  Dallas,  KTSA  San  Antonio,  all  Texas, 
WAKY  Louisville,  Ky.  and  KEEL  Shreve- 
port,  La.  Ann.  Feb.  17. 

Monroe,  Wis.— Green  County  Bcstg.  Co. 
101.5  mc,  14.86  kw.  P.O.  address  Box  460. 
Estimated  construction  cost  $19,666,  first 
year  operating  cost  $6,250,  revenue  $7,100 
Applicant  owns  WEKZ  Monroe.  Ann.  Feb. 


Existing  Fm  Stations 


CALL  LETTERS  ASSIGNED 

KAZY  (FM)  Alameda,  Calif .  — Patrick 
Henry  and  David  D.  Larsen. 

KFMW  (FM)  San  Bernardino,  Calif.— 
Sherrill  C.  Corwin.  Changed  from  KPAX 
(FM). 

KEEN-FM  San  Jose,  Calif  .—United  Bcstg. 
Co. 

*KSCU  (FM)  Santa  Clara,  Calif.— U.  of 
Santa  Clara. 

WTTS-FM  Bloomington,  Ind.— Sarkes 
Tarzian  Inc. 

WTMT-FM  Louisville,  Ky.  —  Jefferson 
Bcstg.  Inc. 

WJBO-FM  Baton  Rouge,  La.  — Baton 
Rouge  Bcstg.  Inc.  Changed  from  WBRL 
(FM). 

WHIL-FM  Medford,  Mass.— Conant  Bcstg 
Inc. 

WSWM  (FM)  East  Lansing,  Mich —Mid- 
State  Bcstg.  Corp. 

WJMO  -  FM  Cleveland  Heights,  Ohio  — 
Friendly  Bcstg.  Co.  Changed  from  WSRS- 
FM. 

WABQ-FM  Cleveland,  Ohio  —  Tuschman 
Bcstg.  Co.  Changed  from  WPGT-FM 

WLEC-FM  Sandusky,  Ohio  —  Lake  Erie 
Bcstg.  Co. 

*WIPR-FM  San  Juan,  P.R.— Dept.  of  Edu- 
cation of  Puerto  Rico. 


Ownership  Changes 


ACTIONS  BY  FCC 

WTUS  Tuskegee,  Ala. — Granted  transfer  of 
control  from  M.  E.  Williams,  et  al.,  to  An- 
dalusia Bcstg.  Co.  Inc.  (WCTA,  Andalusia); 
J.  Dige  Bishop,  president,  has  94%  interest  in 


WJDB  Thomasville  and  minority  interest 
in  WBMK  West  Point  Ga.,  and  WTOT 
Marianna,  Fla.;  consideration  $35,000.  Ann. 
Feb.  18. 

KIFW  Sitka,  Alaska — Granted  assignment 
of  license  to  Sitka  Bcstg.  Co.  (Harrj 
Lanz,     president);     consideration  $2l 
Ann.  Feb.  18. 

WFNM  De  Funiak  Springs,  Fla. — Granted 
assignment  of  license  to  Leonard  Zepp. 
consideration  $13,000  plus  10-year  lease/  of 
real  estate  and  equipment  for  $2,400  an 
nually  with  option  to  purchase  for  $20,000 
Ann.  Feb.  18. 

WGRC  Green  Cove  Springs,  Fla.— Granted 
assignment  of  cp  to  Frank  Van  Hobbs 
consideration  $1,500  for  expenses.  Ann.  Feb 
18. 

KSMN  Mason  City,  Iowa — Granted  trans 
fer  of  control  from  Charles  V.  and  Ruth 
B.  Warren  to  Harry  Campbell  and  Donald 

F.  Blanchard;  consideration  $90,000.  Ann. 
Feb.  18. 

WORL  Boston,  Mass. — Granted  transfer  of 
control  from  Frederick  W.  Roche,  et  al., 
to  WORL  Bcstg.  Corp.  (Paul  F.  Harron, 
president,  WKTV  Utica,  and  WKAL  Rome, 
N.Y.);  consideration  $469,040.  Ann.  Feb.  18. 

KLIQ  Portland,  Ore. — Granted  assignment 
of  license  to  John  F.  Malloy  and  Stanlev 

G.  Breyer,  d/b  as  KLIQ  Bcstrs.;  considera- 
tion $90,000.  Ann.  Feb.  18. 

WRAW  Reading,  Pa, — Granted  assign- 
ment of  licenses  to  WRAW,  Inc.  (R.  S. 
Reider,  president);  consideration  $290,000. 
Ann.  Feb.  18. 

WFLI  Lookout  Mtn.,  Tenn. — Granted  as- 
signment of  cp  to  Cyril  G.  Brennan,  et  al.. 
d/b  as  Lookout  Bcstrs.;  Iralee  W.  Benhs 
obtaining  45%  interest  for  $450.  Ann.  Feb.  18. 

APPLICATIONS 

KNLR  North  Little  Rock,  Ark.— Seeks 
transfer  of  license  of  Arkansas  Valley  Bcstg. 
Co.  from  Chester  H.  Pierce  to  L.  R.  Luker 
for  $5,941.  Mr.  Luker  owns  local  finance 
company  and  has  broadcast  interest  in  De- 
Witt,  Ark.  Ann.  Feb.  18. 

KIMN  Denver,  Colo.— Seeks  assignment 
of  license  and  cp  from  KIMN  Inc.  to  Mile 
High  Stations  Inc.  for  $175,000.  Equal  own- 
ers of  applicant  are  Joyce  Heftel,  present 
12%  stockholder  in  KIMN  Inc.  and  Cecil 
L.  Heftel.  Mr.  and  Mrs.  Heftel  also  have 
interests  in  KLIX  Twin  Falls,  KGEM 
Boise,  both  Idaho;  and  KLO  Ogden,  Utah 
Mrs.  Heftel  also  has  interest  in  KUTV  (TV) 
Salt  Lake  City.  Ann.  Feb.  12 

WMFJ  Daytona  Beach,  Fla.— Seeks  trans- 
fer of  negative  (50%)  control  of  WMFJ  toe* 
from  Emil  J.  Arnold  to  John  Creutz  for 
$2,000  plus  assumption  of  debts  owed  Mr 
Arnold  by  WMFJ.  Ann.  Feb.  16. 

WJBS  DeLand,  Fla.— Seeks  assignment  of 
license  from  Radio  Station  WJBS  to  WJBS 
Inc.,  a  change  from  partnership  to  corpo- 
ration. Partners  James  S.  Ayers  and  Charles 
B.  Britt  also  own  WDSR  Lake  City,  Fla. 
WBAC  Cleveland,  Tenn.  Mr.  Britt  also  owns 
interest  in  WIRY  Plattsburgh,  NY.  Ann 
Feb.  17. 

WBRO  Waynesboro,  Ga. — Seeks  assign- 
ment of  license  from  Burke  County  Bcstg 
Co.  to  Collins  Corp.  of  Georgia  for  $35,000 
Purchasers  include  F.  K.  Graham  (53  7%) 
former  50%  owner  WYTH  Madison,  Ga  ; 
?.?TSre^J  PuSSan  (5.2%),  news  director 
WVOP  Vidaha,  Ga.;  Richard  C.  James  Jr. 
(30.7CC),  wholesale  grocer  and  others.  Ann. 
Feb.  17 

WCHU  (TV)  Champaign,  ni.— Seeks  vol- 
untary assignment  of  cp  from  Plains  Tele- 
vision Corp.  to  WCHU  Tnc.  Corporate 
change,  no  change  in  ownership  involved 
Ann.  Feb.  12. 

KWCL  Oak  Grove,  La.— Seeks  assignment 


PRICE 

QUALITY 

DEPENDABILITY 

.  .  .  make  the  DIFFERENCE! 

TOWERS  FOR  ALL  COMMUNICATION  PURPOSES 


CONSTRUCTION  CO. 

2723  Hawkeye  Drive 

\2/UJl=/lV  sloux  C,TY' ,0WA 
W  W  W  V  V 

Write  for  Free  92  Page  Book! 


Equipping  a 
Radio  Station  ? 


New  RCA 
5KWFM  Transmitter 
Designed  for 
Multiplexing 

A  "Direct  FM"  system,  plus  many 
other  outstanding  performance 
features  such  as  built-in  remote 
control  provisions  and  screen  volt- 
age power  output  control,  make  the 
BTF-5B  today's  best  FM  transmit- 
ter buy.  Its  5000-watt  power  out- 
put provides  adequate  coverage  of 
a  multiplex  channel  and  improved 
coverage  for  conventional  opera- 
tion. New  Exciter,  Type  BTE-10B, 
uses  "Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  re- 
quired. Whatever  your  equipment 
needs-SEE  RCA  FIRST! 

Or  write  for  descriptive  liter- 
ature to  RCA,  Dept.  PD-22, 
Building  15-1,  Camden,  N.  J. 

RADIO  CORPORATION 
of  AMERICA 


of  license  from  Carroll  Bcstg  Co.  to  Carroll 
Bcstg.  Co.,  Inc.  No  change  in  ownership 
involved.  Ann.  Feb.  18. 

WCUM-AM-FM  Cumberland,  Md.— Seeks 
assignment  of  license  from  Tower  Realty 
Co.  to  AUegany  Bcstg.  Corp.  for  $125,000. 
Owner  of  applicant  corp.  is  Hollis  M. 
Seavey,  director  Clear  Channel  Bcstg.  Serv- 
ice and  former  director  MBS  Washington 
operations.  Ann.  Feb.  16. 

WQDY  Calais,  Me.— Seeks  assignment  of 
cp  from  equal  partners  Robert  D.  Hawley 
and  Wesley  J.  Wentworth  d/b/a  St.  Croix 
Bcstg.  Co.  to  St.  Croix  Bcstg.  Inc.  owned 
by  Mr.  Hawley  (44.6%)  Mr.  Wentworth 
(27.7%)  and  John  H.  Vondall  Jr.  (27.7%). 
Ann.  Feb.  16. 

KBMI  Henderson,  Nev. — Seeks  assign- 
ment of  license  from  KBMI  Inc.  to  Maxwell 
E.  Richmond  for  $27,000.  Mr.  Richmond 
owns  Philadelphia  advertising  agency, 
WPGC-AM-FM  Morning  Side,  Md.  and  is 
majority  owner  WMEX  Boston.  Ann.  Feb. 
18. 

WFEA  Manchester,  N.H.— Seeks  assign- 
ment of  license  from  Public  Information 
Inc.  to  WFEA  Bcstg.  Corp.  for  $275,000. 
Equal  owners  (25%  each)  are  William  F. 
Malo  Jr.,  former  part-owner  WHAR  Clarks- 
burg, W.  Va.;  William  F.  Malo.  v.p.  and 
commercial  manager  WDRC  Hartford, 
Conn.;  Frank  E.  Pellegrin,  v.p.  H-R  Rep- 
resentatives and  H-R  Tv  Inc.  and  minority 
owner  WATO  Oak  Ridge,  Tenn.  and  Sidney 
Beller,  accountant.  Ann.  Feb.  12. 

KRHD  Duncan,  Okla.— Seeks  involuntary 
transfer  of  13.95%  interest  in  Duncan  Bcstg. 
Co.  owned  by  Robert  P.  Scott,  deceased 
to  Edith  H.  Scott,  executrix  of  estate.  Ann. 
Feb.  18. 

KWSO-AM-TV  Lawton,  Okla. — Seeks  in- 
voluntary transfer  of  15.5%  partnership  in 
Oklahoma  Quality  Bcstg.  Co.  through  trans- 
fer of  interest  of  Robert  P.  Scott,  deceased 
to  Edith  H.  Scott,  executrix  of  estate.  Ann. 
Feb.  18. 

WICU-AM-TV  Erie,  Pa.— Seeks  assign- 
ment of  license  from  Community  Service 
Co.  to  parent  corporation,  Dispatch  Inc. 
Ann.  Feb.  18. 

WQOK  Greenville,  S.C.— Seeks  transfer 
of  minority  interest  in  Dick  Bcstg.  Inc.  from 
James  A.  and  Marilyn  M.  Dick  to  Charles 
A.  Dick,  commercial  manager  of  WQOK  and 
Tecumseh  Hooper,  general  manager.  After 
transfer  James  A.  and  Marilyn  M.  Dick 
will  each  own  35%,  Charles  A.  Dick  will 
l  10%,  and  Mr.  Hooper  20%.  Total  con- 
sideration $3,000.  Ann.  Feb.  18. 

WEEN  Lafayette,  Tenn. — Seeks  assign- 
ment of  license  from  Lafayette  Bcstg.  Co. 
to  Lafayette  Bcstg  Co.  Inc.  to  permit  in- 
corporation of  licensee.  No  consideration 
involved.  Ann.  Feb.  17. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Forest  L.  McClenning 
issued  initial  decision  looking  toward  grant- 
ing application  of  Georgia  State  Board  of 
Education  for  new  tv  station  to  operate  on 
commercial  ch.  8  at  Waycross,  Ga.  Ann. 

Hearing  Examiner  Elizabeth  C.  Smith 
issued  initial  decision  looking  toward  grant- 
ing applications  of  Unicoi  Bcstg.  Co.  to  in- 
crease power  of  am  station  WEMB  Erwin, 
Tenn.,  from  1  kw  to  5  kw,  continuing  op- 
eration on  1420  kc  D,  and  Mace,  Groves 
and  Mace  for  new  am  station  to  operate 
on  1420  kc,  500  w  D,  in  South  Gastonia,  N.C. 
Ann.  Feb.  17. 

Hearing  Examiner  H.  Gifford  Irion  issued 
initial    decision    looking    toward  granting 


applications  of  Fox  Valley  Bcstg.  Co.  for 
new  am  station  to  operate  on  1480  kc,  500  w- 
N  1  kw-D,  DA-2,  in  Geneva,  111.  and  Radio 
Wisconsin,  Inc.,  to  increase  daytime  power 
of  station  WISC  Madison,  Wis.,  from  1  kw 
to  5  kw  and  change  daytime  directional 
antenna  pattern,  continuing  operation  on 
1480  kc  with  1  kw-N,  engineering  condition, 
and  denying  application  of  Logansport 
Bcstg.  Corp.  for  new  station  to  operate  on 
1480  kc,  500  w-N,  1  kw-D,  DA-2,  in  Aurora- 
Batavia,  111.  Ann   Feb.  16. 

Hearing  Examiner  Isadore  A.  Honig  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  Johnston  Bcstg.  Co.  for 
new  am  station  to  operate  on  610  kc,  500  w, 
D,  in  Pensacola,  Fla.  Ann.  Feb.  17. 

Hearing  Examiner  Isadore  A.  Honig  issued 
initial  decision  looking  toward  granting 
application  of  KROY  Inc.,  for  new  Class  B 
fm  station  to  operate  on  102.5  mc  in  Sacra- 
mento, Calif.;  engineering  conditions.  Ann. 
Feb.  13. 

Hearing  Examiner  Jay  A.  Kyle  issued 
initial  decision  looking  toward  granting 
application  of  Commercial  Radio  Institute 
Inc.,  for  new  Class  B  fm  station  to  operate 
on  93.1  mc  in  Baltimore,  Md.  Ann.  Feb.  12. 


OTHER  ACTIONS 

Commission  -  scheduled  remand  proceed- 
ing involving  applications  for  new  tv  sta- 
tions on  ch.  10  in  Miami,  Fla.,  for  oral 
argument  on  April  23;  additional  details 
(e.  g.,  time  to  be  allowed  for  each  argu- 
ment) will  be  set  forth  in  subsequent  order 
to  be  issued  after  disposition  of  pending 
petitions  by  North  Dade  Video  Inc.,  and 
Elzey  Roberts  requesting  modification  of 
the  procedures  herein.  Ann.  Feb.  18. 

Majority  of  Commission  on  Feb.  18  di- 
rected preparation  of  document  looking 
toward  reaffirming  July  25,  1957  decision 
which  granted  Queen  City  Bcstg.  Co.  new 
tv  station  (KIRO-TV)  to  operate  on  ch.  7 
in  Seattle,  Wash.,  and  denied  competing 
applications  of  KXA  Inc.,  and  Puget  Sound 
Bcstg.  Co.,  Inc. 

Commission  on  Feb.  18  directed  prepara- 
tion of  document  looking  toward  finalizing 
Jan.  20  initial  decision  granting  applica- 
tion of  M  &  M  Bcstg.  Co.  to  move  trans- 
mitter site  of  station  WMBV-TV  (ch.  11), 
Marinette,  Wis.,  from  point  about  14  miles 
southeast  of  Marinette  and  38  miles  north- 
east of  Green  Bay  to  about  38  miles  south- 
east of  Marinette  and  14  miles  northeast 
of  Green  Bay.  increase  ant.  height  from 
780  ft.  to  960  ft.,  increase  vis.  ERP  to  316 
kw,  etc.  „„ 
Majority  of  the  Commission  on  Feb.  18 
directed  preparation  of  document  looking 
toward  lifting  stay  imposed  Dec.  10,  1958 
on  Oct.  15  and  Nov.  5,  1958  grants  to  Tomah- 
Mauston  Bcstg.  Inc.,  for  new  am  station 
(WTMB)  to  operate  on  1390  kc,  500  w,  D  in 
Tomah,  Wis.,  and  mod.  of  cp  pending  de- 
cision after  hearing  on  protest  by  William 
C.  Forrest  ( WRDB ) ,  Reedsburg,  Wis. 

Commission  on  Feb.  18  directed  prepara- 
tion of  document  looking  toward  denying 
petition  by  Jack  L.  Goodsitt  for  recon- 
sideration of  Dec.  17  stay  of  grant  of  his 
application  for  new  am  station  (WTOJ)  to 
operate  on  1460  kc,  1  kw,  D,  in  Tomah, 
Wis.,  pending  decision  after  hearing  on  pro- 
test by  Tomah-Mauston  Bcstg.  Co.,  Inc. 
(WTMB),  Tomah.        .  . 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  Cleveland  Bcstg., 
Inc  (WERE),  Cleveland,  Ohio,  for  en- 
largement of  issues  in  proceeding  on  ap- 
plication of  County  Bcstg.  Co.  for  new  am 
station  to  operate  on  1300  kc,  1  kw,  D,  in 
Clarion,   Pa.    (Initial   decision   of  Jan.  26 


Southeast — can  be  money 
maker.  Total  price  $200,- 
000.  $75,000  cash  handles. 
Liberal  terms  on  balance. 
Full-time  independent. 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderai  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-131 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037        JACKSON  5302 
KANSAS   CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 

Member  AFCCE 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 
Member  AFCCE 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230   Executive  3-5851 
Member  AFCCE 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chica< 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.f 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
617  Albee  Bldg.      Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


er vice 


irector 
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COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San   Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK   Electronics  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-1431.  5-5544 


confacf 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 

for  availabilities 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7018 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney      Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be.  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians — applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 
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looked  toward  granting  County  application.) 
Ann.  Feb.  18.  .   .  . 

By  letter,  Commission  granted  request 
by  M  &  M  Bcstg.  Co.  (WMBV-TV,  ch.  11), 
Marinette,  Wis.,  to  dismiss  its  petition  for 
reconsideration  and  protest  directed  against 
Nov.  25,  1958  grant  of  renewal  of  license  of 
Valley  Telecasting  Co.'s  tv  station  WFRV 
(TV)  (ch.  5),  Green  Bay,  Wis.  Commissioner 
Bartley  not  participating.  Ann.  Feb.  18. 

Routine  Roundup 

On  petition  by  Columbia  Broadcasting 
System  Inc.,  Commission  extended  for  60 
days  (from  Feb.  28)  time  in  which  com- 
ments by  interested  persons  can  be  filed 
in  proceeding  looking  toward  rule  which 
would  prohibit  tv  stations,  other  than 
those  owned  and  operated  by  network, 
from  being  represented  by  nstwork  organi- 
zation in  national  spot  sales.  Ann.  Feb.  12. 

Commission  invites  comments  by  March 
13  to  proposal  to  assign  ch.  14  to  Mount 
Pleasant,  Mich.,  for  educational  use,  and 
to  substitute  ch.  21  for  ch.  27  in  West 
Branch,  Mich.  It  is  based  on  petition  by 
Central  Michigan  College,  Mount  Pleasant. 
Ann.  Feb.  12. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  for  rulemaking 
and  various  counterproposals,  each  of  which 
proposed  deleting  one  of  two  tv  channels 
now  assigned  Virgin  Islands  and  adding 
this  channel  to  Puerto  Rico.  Basic  petition, 
by  Jose  Bechara  Jr.  (am  station  WKJB), 
Mayaguez,  P.R.,  requested  deleting  ch.  10 
from  Charlotte  Amalie,  V.I.,  and  assigning 
either  ch.  11  or  ch.  13  to  Mayaguez.  Ann. 
Feb.  12. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Feb.  13 

WINQ  Tampa,  Fla. — Granted  assignment 
of  cp  to  Rand  Broadcasting  of  Tampa- 
St.  Petersburg,  Inc. 

KYTE  Pocatello,  Idaho — Granted  assign- 
ment of  license  to  Thomas  R.  Becker,  et  al., 
d/b  under  same  name. 

WHAT-FM  Philadelphia,  Pa.— Granted  as- 
signment of  license  to  WHAT-FM,  Inc. 

WBNS-AM-FM  Columbus,  Ohio — Granted 
relinquishment  of  positive  control  by  Robert 
H.  and  H.  Preston  Wolfe  to  trust  depart- 
ment of  Ohio  National  Bank,  Richard  A. 
Borel  and  Harry  V.  Anderson,  trustees  of 
Richard  S.  Wolfe  trust  and  to  trust  depart- 
ment of  Ohio  National  Bank,  Edgar  T. 
Wolfe  Jr.  and  John  W.  Wolfe,  executors  of 
estate  of  Edgar  T.  Wolfe,  deceased,  through 
transfer  of  stock  to  Richard  S.  Wolfe  trust. 

KTVB  (TV)  Boise,  Idaho — Granted  mod. 
of  license  to  change  name  to  KTVB  Inc. 

KEEZ  San  Antonio,  Tex. — Remote  control 
permitted. 

WBIQ  Birmingham,  Ala. — Granted  cp  to 
change  ERP  to  vis.  44.7  kw,  aur.  26.9  kw, 
ant.  1,000  ft.;  change  trans,  location  (coordi- 
nates [seconds]  only);  install  new  ant.  sys- 
tem; and  make  minor  equipment  changes. 

WGAN-TV  Portland,  Me. — Granted  cp  to 
change  ERP  to  vis.  292  kw,  aur.  146  kw, 
ant.  1610  ft.;  change  trans,  location  to 
Brown  Hill,  approximately  2  miles  north- 
west of  Raymond,  Me.;  and  install  new  ant. 
system  and  equipment. 

WBRC-TV  Birmingham,  Ala. — Granted  cp 
to  change  trans,  location  (coordinates  only); 
install  new  ant.  system  and  make  minor 
■equipment  changes;  ERP  vis.  100  kw,  aur. 
50  kw,  ant.  1,120  ft. 

WVBR-FM  Ithaca,  N.Y.— Granted  cp  to 
•change  ERP  to  700  w  and  install  new  trans.; 
ant  210  ft.;  remote  control  permitted; 
-waived  sect.  3.261  of  rules  to  permit  station 


SUMMARY  OF  COMMERCIAL  BROADCASTING 


Commercial 
Non-Commercial 


For  new  stations 

622 
74 
109 


Compiled  by  BROADCASTING  through  Feb.  18 

ON  AIR  CP         TOTAL  APPLICATIONS 

Lie.  Cps  Not  on  air 

3,293  43  H6 

543  43  133 

4431  74  103 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Feb.  18 

VHF                        UHF  TOTAL 

435                            80  515' 

30                              8  38' 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Jan.  31,  1959 


Licensed  (all  on  air) 
CPs  on  air  (new  stations) 
CPs  not  on  the  air  (new  stations) 
Total  authorized  stations 
Applications  for  new  stations  (not  in  hearing) 
Applications  for  new  stations  (in  hearing) 
Total  applications  for  new  stations 
Applications  for  major  changes  (not  In  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 

xThere  are,  in  addition,  six  tv  stations  which  are  no  longer  on  the 

''"There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  In  operation  and  one  which  has  not  started  operation. 
•  There  have  been.  In  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 


AM 

FM 

TV 

3,289 

543 

441 

45 

38 

75 

113 

128 

106 

3,447 
484 

709 

667 

45 

40 

122 

26 

65 

606 

71 

105 

498 

34 

41 

47  - 

0 

17 

545 

34 

58 

2 

1 

1 

0 

0 

0 

ger  on  the 

air,  but 

retain  theif 

uhf). 


There  has  been,  In  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


to  cease  operations  during  Christmas,  spring 
and  summer  vacation  periods  of  Cornell 
University.  . 

WMIQ  Iron  Mountain,  Mich.— Granted  cp 
to  install  new  trans. 

WTOP  Washington,  D.C.— Granted  cp  to 
install  new  trans.;  and  cp  to  install  new 
trans,  at  2021  University  Boulevard,  W. 
Wheaton,  Md.  to  be  used  as  auxiliary  trans. 

WREV  Reidsville,  N.C.— Granted  cp  to  in- 
stall new  trans. 

WBZ  Boston,  Mass.— Granted  cp  to  install 
new  auxiliary  trans,  and  ant.  at  1170  Sol- 
diers Field  Rd.,  Boston,  Mass.  (studio  lo- 
cation),   employing    non-directional  ant. 

KOPR-TV  Butte,  Mont. — Granted  mod. 
of  cp  to  change  ERP  to  vis.  53.1  kw,  aur. 
28  8  kw,  ant.  2,910  ft.;  correct  coordinates, 
install  new  trans.,  ant.  system  and  make 
changes  in  equipment. 

WONE-FM  Dayton,  Ohio — Granted  mod. 
of  cp  to  increase  ERP  to  24  kw  and  change 
type  trans.;  remote  control  permitted;  con- 
dition. 

WSEB  Sebring,  Fla. — Granted  mod.  of  cp 
to  change  type  trans. 

KYNT  Yankton,  S.D.— Granted  change  of 
remote  control  authority. 

WNEX-FM  Macon,  Ga.— Granted  exten- 
sion of  completion  date  to  Mar.  15. 

Actions  of  Feb.  12 
KAVI  Rocky  Ford,  Colo.— Granted  assign- 
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ment  of  license  to  Centennial  Radio  Corp. 

KAPI  Pueblo,  Colo. — Granted  assignment 
of  cp  to  Centennial  Radio  Corp. 

WIMA-AM-FM  Lima,  Ohio— Granted  re- 
linquishment of  negative  control  by  George 
E.  Hamilton  through  transfer  of  stock  to 
Suzanne  Hamilton  Stewart. 

KRAL  Rawlins,  Wyo. — Granted  acquisi- 
tion of  positive  control  by  William  C.  Grove 
and  William  C.  Grove  Inc.  through  pur- 
chase of  stock  from  Rawlins  Newspapers 
Inc. 

KFDR  Grand  Coulee,  Wash.— Granted 
license  covering  change  of  facilities  and 
installation  new  trans. 

WJMO  Cleveland  Heights,  Ohio — Granted 
cp  to  change  ant. -trans,  location,  make 
changes  in  ant.  system  (decrease  height); 
remote   control   permitted;  condition. 

WSTR-FM  Sturgis,  Mich.— Granted  cp  to 
increase  ERP  to  1  kw,  decrease  ant.  height 
to  190  ft.  and  install  new  trans. 

KHBR  Hillsboro,  Tex.— Granted  cp  to 
change  ant. -trans,  location,  studio  location, 
make  changes  in  ground  system  and  install 
new  trans.;  remote  control  permitted. 

KATI  Casper,  Wyo.— Remote  control  per- 
mitted. 

KOKA  Shreveport,  La— Remote  control 
permitted;  condition. 

KPBM  Carlsbad,  N.M. — Remote  control 
permitted. 

WHAV-FM  Haverhill,  Mass.— Remote  con- 
trol permitted. 

WVNA  Tuscumbia,  Ala.— Granted  change 
of  remote  control  authority. 

WRIS  Roanoke,  Va. — Granted  change  of 
remote  control  authority. 

Actions  of  Feb.  11 

WIMA-TV  Lima,  Ohio— Granted  relin- 
quishment of  negative  control  by  George 
E.  Hamilton  through  transfer  of  stock  to 
Suzanne  Hamilton  Stewart. 

WTVW  (TV)  EvansvUle,  Ind.— Granted 
involuntary  assignment  of  cp  to  Douglas 
H.  McDonald,  trustee. 

KHTV  (TV)  Portland,  Ore.— Granted  as- 
signment of  cp  to  KHTV,  Channel  27,  Inc. 

WBOC-TV  Salisbury,  Md.— -Granted  li- 
cense for  tv  station. 

KVII  (TV)  Amarillo,  Tex.— Granted  li- 
cense covering  changes  in  tv  station. 

KIVA  Yuma,  Ariz. — Granted  license  cov- 
ering changes  in  tv  station;  ERP  vis.  219 
DA,  aur.  110  DA. 

KEEZ  (FM)  San  Antonio,  Tex. — Granted 
mod.  of  license  and  SCA  to  change  name 
to  Sound  Distributors  Inc. 

KHTV  (TV)  Portland,  Ore.— Granted  mod. 
of  cp.  to  change  ERP  to  vis.  19.2  kw,  aur. 
9.6   kw,   ant.   990  ft.;    change   studio  and 

Continued  on  Page  104 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  m  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE— Monday  preceding  publication  date.) 
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G  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return! 


RADIO 


Help  Wanted— (Cont'd) 


Help  Wanted — Management 

Established  music  and  news  independent  in 
prosperous  metropolitan  Illinois  city,  not 
Chicago,  seeks  experienced,  hard-working 
station  manager  looking  for  solid  future. 
Must  be  strong  on  sales,  able  to  come  up 
with  selling  and  promotion  ideas,  make 
best  use  of  excellent  program  staff.  Station 
operating  profitably  but  can  do  better.  Wire 
full  details  of  background  and  experience 
to  Box  667H,  BROADCASTING. 

Manager-salesman  to  operate  small  market 
Florida  station.  Interesting  opportunity  in 
pleasant  area.  Box  718H,  BROADCASTING. 

Manager  with  sales  and  program  know-how 
for  medium  station  market.  Excellent  op- 
portunity for  clean,  capable  young  family 
man  with  all-around  experience  and  ability, 
to  move  up.  Send  complete  details,  includ- 
ing photo  and  presant  income.  Box  308H, 
BROADCASTING. 

Radio  manager— If  you  have  a  record  of 
pulling  one  or  more  stations  to  the  top  in 
your  market  in  sales  and  audience,  we 
have  ownership  interest  available  in  group 
operation.  John  T.  Gibson,  WDDT,  Green- 
ville, Mississippi. 

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 

Experienced  manager-salesman  for  kilowatt 
daytimer  opening  soon  in  West  Jefferson, 
N.C.  Also  accepting  applications  for  other 
personnel.  Write  Jimmy  Childress,  Box  1114, 
Sylva,  North  Carolina. 


Sales 


Metropolitan  Washington's  number  one  sta- 
tion expanding  sales  force.  5000  watts,  24 
hours  a  day.  Genuine  ground-floor  oppor- 
tunity. Top  station,  top  money.  Big  modern 
chain.  Rush  snapshot,  data.  General  Mana- 
ger Box  134H,  BROADCASTING. 

Experienced  salesman  wanted  for  5  kw  full- 
timer  upstate  New  York.  Competitive  mar- 
ket. Box  708H,  BROADCASTING. 

Pennsylvania  small  market  station  seeks 
salesman  to  join  growing  organization.  Man 
we  seek  is  interested  in  good  future  in  small 
market.  Send  all  details  in  first  letter  Box 
719H,  BROADCASTING. 

Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want  a 
man  who  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Guarantee  over 
So, 000  plus  commissions.  No  prima  donnas 
Box  724H,  BROADCASTING. 

If  you  are  a  two-fisted,  successful,  sales 
manager  in  a  metropolitan  market,  but  want 
a  change  to  a  top  station  in  a  top  southern 
California  market,  with  substantial  financial 
potential,  write  in  confidence  to  Box  757H 
BROADCASTING. 

Account  executive  for  25  year  old  midwest 
agency  specializing  in  farm,  industrial  and 
retail  accounts.  Must  have  some  agency 
experience  and  a  succesful  background  in 
T?3\°  and  tv  copy  writing.  Primary  respon- 
sibilities include  accounts  using  broadcast 
media.  Film  production  knowledge  helpful 
Salary  to  S6.000  plus  profit  sharing.  Send 
£°£?Plete  resume  with  recent  photo  to  Box 
787H,  BROADCASTING. 

Need  two  salesmen  and  salesman-an- 
nouncer  Ownership  change.  Get  in  on  the 

iRO^DCASTmT3  C°aStal  area'  B°X  mK- 


Sales 


Salesman  for  Fort  Collins  in  foothills  of 
Rocky  Mountains  midway  between  Denver, 
Colorado  and  Cheyenne,  Wyoming.  Excel- 
lent salary  and  incentive  commission.  Send 
your  record  of  sales  performance  and  photo 
to  Radio  KCOL.  Fort  Collins,  Colorado  and 
join  the  "Rush  to  the  Rockies". 

How  good  are  you?  If  you  can  prove  your 
sales  ability,  a  topnotch  Texas  station  in  a 
135,000  population  market  needs  you.  Prove 
your  ability  and  there's  a  commercial  man- 
ager's job  available.  20  percent  commission, 
starting  guarantee.  Rush  particulars,  phone, 
wire  Roy  Eisner,  KECK  Radio,  Odessa, 
Texas. 

Salesman  for  regional  in  good  market.  Guar- 
antee against  commission  plus  car  allow- 
ance. Send  full  details  to  Bill  Sloane, 
KFRD,  Rosenberg,  Texas. 

WCSI,  Columbus,  Indiana.  S90  per  week 
guarantee  against  15-c  commission  on  pro- 
tected list  already  developed  by  salesman 
leaving  for  major  market.  Unusual  poten- 
tial in  receptive  market  of  28,500.  Lively 
news-music  station  with  mobile  unit  Call 
Mr.  Kauper.  Drexel  6-3406. 

Hartford-New  Britain,  Conn. — lively,  power- 
ful network  affiliate  seeks  lively  salesman 
SoO.OO  salary,  plus  10%  commission.  Active 
account  list  provided.  Send  details  of  back- 
ground  to  WHAY,  New  Britain,  Connecticut. 

Wanted,  experienced  salesman  for  hot,  big 
sound  station  Charleston,  W.  Va.  Best  mar- 
ket in  state.  Good  base  for  right  man 
against  percentage.  Chance  to  advance. 
Phone  or  write  Carl  Margin,  General  Man- 
ager, WHMS,  Charleston,  W.  Va. 

WJJL,  Niagara  Falls  has  wonderful  oppor- 
tunity for  second  salesman.  Security  and 
good  living  for  self  starter.  Send  photo, 
background    and    references.    Tom  Talbot 

Manager.   

Well  established  and  well  accepted  local 
radio  station  has  opening  for  experienced 
time  salesman.  Please  send  a  letter  of  appli- 
cation giving  your  education,  experience 
references  and  a  photo.  Richard  F.  Rose, 
Sales  Manager,  Radio  Station,  WJOC,  James- 
town,  New  York.  

Announcers 

New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
ISS'  J^dA J£P?i.,££f erences,  resume!  Box 
251H,  BROADCASTING. 

Rocky  Mountain  university  town  needs  an- 
nouncer with  first  phone.  Send  salary 


Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market 
excellent  salary  plus  over-time,  vacations 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 

Experienced  married  announcer  who  will 
be  right  hand  man  to  manager  wanted  by 
250  watt  station  in  northern  Minnesota 
where  hunting  and  fishing  is  excellent. 
Wonderful  place  to  raise  family.  Good 
CASTING    With  future'  Box  710H-  BROAT>- 

North-west  station  needs  announcer  cap- 
able of  informal  dry  humor  on  regular 
record  show.  Opportunity  of  lifetime.  Re- 
ply  Box  723H,  BROADCASTING. 

Need  experienced  staff  announcer  and  a 
local  news  editor  for  Texas  regional  in  ex- 
clusive market.  Airmail  full  qualifications 
to  Box  796H.  BROADCASTING 


 Help  Wanted—  ( Cont'd ) 

Announcers 

Good  announcer  with  ability  to  handle  full 
range  of  duties  on  staff  of  excellent  small 
station.  Give  details,  including  photo,  audi- 
tion tape  i  we'll  return  it)  and  present  iii- 
ccme.  Box  809H,  BROADCASTING. 

Wanted!  Three  announcers  looking  for  a 
top  caliber  operation.  New  kilowatt  North 
Carolina  coastal  station.  Boating  and  resort 
area!  New,  modern,  air-conditioned  build- 

Bn#OASDeclsTai&G.and    r6SUme-    B°X  822H' 

Immediate  opening  for  newsman  in  top  ten 
eastern  market.  Experience  necessary  in 
broadcasting,  reporting,  writing  and  mobile 
unit  operation.  Send  tape,  resume  and 
picture  to  Box  829H,  BROADCASTING.  " 

Staff  announcer,  workhorse.  11  years  ex- 
perience small  market  to  50  kilowatt  as 
disc  jockey,  newsman,  programming.  Pro- 
duction conscious  with  know-how.  Want 
security.  Family,  35.  College.  Presently  em- 
ployed. Speciality:  record  mc.  Agency  re- 
ferences. Want  jobs  done  as  you  would  do 
them  yourself?  Pay  me  S150  week— I'll  move 

^RO  ADC  AS  T  IN  G .  N°  B°X  833JI' 

Top  professional  morning  man  for  competi- 
tive Providence,  Rhode  Island.  You  will  be 
given  plenty  of  time  for  show  preparation 
and  be  backed  by  second  man,  operating  en- 
gineers, flexible  equipment,  and  large  news 
staff.  Only  the  best  send  tapes,  resume  to 
Box  845H,  BROADCASTING. 

Opportunity  for  married  staff  announcer. 
Send  resume.  Permanent.  KFRO,  Longview, 
Texas. 

Announcer-first  phone.  No  maintenance. 
Two  weeks  vacation,  health  insurance,  new 
studios  and  equipment  mobile  units,  air  and 
auto.  Adult  programming  start  at  S433.00. 
Need  immediately.  Phone  Mr.  Jae,  KHMO 
Hannibal,  Missouri,  NO  3450. 


Experienced  announcer,  salesman.  Good  em- 
ployment record,  good  personal  background. 
Family  man  preferred.  No  drifters.  Quality 
operation  demands  quality  work.  Immedi- 
ate opening.  Send  resume,  tape,  photo  KSIS, 
Sedalia,  Missouri. 


Experienced    announcer  -  copywriter  -  sales. 

One  year  minimum  experience.  No  broad- 
cast school  grads.  No  rock  &  roll  enthusi- 
asts. Just  an  all-around  man  with  above 
qualifications.  Increasing  power  here.  Means 
a  good  position  for  someone.  Write  to  Man- 
ager, WHAW.  Weston,  W.  Va.  No  phone 
calls.  Send  all  first  letter. 

Florida— Bright  dj  for  music  and  news 
operation.  WHIY,  Fort  Gatlin  Hotel  Build- 
ing, Orlando,  Florida. 

Two  combo  men  needed.  Must  have  voices 
good  enough  for  southeast's  largest  market. 
Engineering  minor.  Got  to  handle  fast 
paced  adult  radio.  $150  possible  in  year's 
time.  Hope  you're  particular — we  are  Con- 
tact Don  Meyers,  WHN  Radio,  Atlanta, 
Georgia. 

Will  pay  top  salary  for  announcer  with  first 
phone  ticket.  Immediate  opening.  Send 
tape,  resume,  photo  to  Henry  Beam,  WJIG. 
Box  1417,  Tullahoma,  Tennessee,  home  of 
world's  largest  wind  tunnel.  WJIG  is  one  of 
three  stations  owned  by  Smith  Broadcast- 
ing Company. 
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Help  Wanted— (Cont'd)  

Announcers 

Experienced  versatile  announcer.  First 
ticket.  Ideal  small  market.  Rush  tape, 
resume.  WMVO,  Mount  Vernon,  Ohio. 

Wanted:  Announcer  for  good  independent 
radio  station.  Pleasant  modern  studios. 
Congenial  staff.  Good  salary  and  even  more 
money  if  you  have  a  first  class  ticket  Send 
tape  and  work  record  to:  Jim  Hildebrand, 
WTIM,  Taylorville,  Illinois.  

Technical 


Situations  Wanted— (Cont'd) 
Management 


Good  business  opportunity— man  qualified  to 
service  am  broadcast  equipment,  shortwave 
transmitters,  receivers,  and  service  televi- 
sion sets.   Box  738H,  BROADCASTING. 


Chief  engineer— $6,500,  plus  all  benefits. 
Must  be  fully  qualified  and  type  equipment 
maintenance  and  repair  and  directional 
equipment  experience.  All  new  equipment. 
This  is  a  responsible  position  with  a  perma- 
nent future.   Box  768H,  BROADCASTING. 

Engineer-announcer  with  ability  to  do 
maintenance  and  a  fair  announcing  job. 
Send  details,  including  photo  and  audition 
tape  (we'll  return  it).  Salary  $80  to ,  $100 
depending  on  ability.  Box  810H,  BROAD- 
CASTING^  

Wanted.  Combination  engineer  engineer- 
and  salesman.  WCLW,  791  Mc- 
creet,  Mansfield,  Ohio. 

Immediate  opening  for  chief  engineer  cap- 
able of  handling  staff  announcing  duties. 
$80.00  weekly  minimum.  Contact  Jimmy 
Childress,  WMSJ,  Sylva,  North  Carolina. 

Production-Programming,  Others 

Washington,  D,  C.  market's  #1  station  needs 
sharp  female  copywriter.  Modern,  expand- 
ing   station.    Fabulous    opportunity,  top 
money.    Rush    snapshot,    data.  Box 
BROADCASTING.  

Modern  radio  production  director-announc- 
er Top  rated  5000  watts  around  clock.  10th 
largest  market.  Leading  chain,  top  pay.  Send 
tape?  photo,  letter  Box  384H,  BROADCAST- 
ING^  

Experienced  copywriter,  traffic  manager. 
Good  salary,  many  benefits,  chance  for  ad- 
vancement. Send  resume.  Contact  KOVJl, 
Box  436,  Lander,  Wyo.  

Fulltime  station  needs  experienced  news- 
man. Must  be  good  reporter,  have  good 
voice  and  presentation  for  radio,  some  tv. 
Send  photo,  tape,  resume,  references  to 
Manager,  WIMA,  Lima,  Ohio. 

RADIO  

Situations  Wanted — Management 

General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
excellent  sales  record,  employed.  Box  699H, 
BROADCASTING. 


Aggressive  broadcast  executive  with  18 
ylars  experience  now  available.  Experience 
includes  13  years  as  working  sales  man- 
ager, and  general  manager  in  radio  and 
television  in  medium  and  metropolitan 
markets.  Extremely  able,  capable  best  ref- 
erences, married,  college  graduate,  age  42. 
Confidential.  Box  409H,  BROADCASTING. 

Twelve  years  management  experience  in 
competitive  metropolitan  markets.  Avail- 
able in  thirty  days.  Move  due  to  ownership 
change.  Record  proves  ability.  Write  Box 
751H,  BROADCASTING.  

Experienced  general  manager  with  splendid 
track  record  and  top  references  available 
after  April  first  for  any  sized  Florida  mar- 
ket where  he  can  raise  four  daughters  and 
contribute  to  community  development.  K.e 
ply  Box  775H,  BROADCASTING.  

Assistant  manager  small  station.  Pull  morn- 
mg  dit?  show,  write  copy,  sell.  No  advance- 
riCfnt  bprp  Wast  larger  market.  Young, 
single ,  BA  deS'  Box  776H,  BROADCAST- 
ING.   


Former  co-owner,  general  manager,  9  years 
local  operation  experience,  all  Phases, 
combo,  sales,  program  copy  news;  wants 
permanent  spot;  available  March  1st.  Box 
786H,  BROADCASTING.  

FM  radio.  Currently  employed  as  pd  at  suc- 
cessful operation.  I  ^now  fm  programming 
Looking  for  change.  Box  788H,  BKUAU 
CASTING.   


Manager  or  sales  manager  .  .  .  Interested  in 
joining  radio  station  in  major  and  prefer- 
ably highly  competitive  market  which  needs 
over-all  improvement;  in  sales,  better  rat- 
ings and  acceptance  by  listeners,  agencies 
and  accounts,  and  can  offer  ^enumeration 
commensurate  with  results.  Am  40  years 
old,  happily  married  with  two  children 
Have  20  years  successful  experience  in  all 
phases  of  radio,  television  and  agency  work. 
Can  lead  and  inspire  associates  to  maxi- 
mum production  in  harmonious  atmosphere. 
Not  a  hot -shot,  but  an  enthusiastic  and  hard 
working  producer  utilizing  experience, 
initiative  and  imagination  to  achieve  out- 
standing record  of  results.  Associated  with 
Present  radio  and  television  station  com- 
bination over  ten  years,  with  earnings  to 
$30,000.00  annually  on  a  percentage  basis 
Carefully  meditated  decision  to  leave  based 
on  a  rather  unusual  and  impossible  situa- 
tion which  exists  with  little  probability  of 
improvement  in  foreseeable  future.  Chal- 
lenging opportunity  important,  as  are  liv- 
ing conditions  and  growth  potential  of 
area.  In  no  hurry;  want  to  make  the  right 
change  and  want  to  give  present  employer 
mutually  agreeable  notice  period— up  to 
three  months  if  necessary.  If  you  have  an 
oDDortunity,  I'd  like  to  discuss  our  respec- 
tivepotentials.  Box  797H,  BROADCASTING. 

Manager— Proven  sales  background.  Small  to 
medium  market.  Box  843H,  BROADCAST- 
ING.   


MAJOR  MARKET  DJ'S 

Tired  of  the  ratrace!— Ready  to  give  up  on  a  station  that  just  can't  ever 
make  it!— Bored  with  patient  waiting  for  really  BIG  money,  while  you 
pinch  pennies  on  a  salary  that's  just  too  low  for  that  big  town!— 

LISTEN  ! ! 

We're  a  happy  group  with  stations  in  quarter  and  half  million  markets, 
prosperous  cities  that  will  welcome  you.  These  are  swingin  pop  music  sta- 
tions sensibly  programmed  with  big  city  style  formats.  We  have  number 
one  ratings  and  our  personalities  play  to  a  far  greater  audience  than  the 
also  rans"  in  the  multi-million  markets. 

We  offer  security,  a  friendly  appreciation  of  your  talent,  and  MORE 
MONEY  THAN  YOU  ARE  NOW  MAKING.  (No  tricks  with  hours  or  outside 
appearances,  we  pay  it  all  for  your  air  performance— We  ve  got  the  scoop 
on  major  market  salaries— so  please  don't  try  to  tool  us.)  Incidentally,  if 
you  still  have  stars  in  your  eyes,  our  reputation  brings  talent  scouts  from 
THE  LEADING  STATIONS  for  listening  checks.  .  .  .  Let  us  hear 
from  you  now  .  .  .  Stations  in  Great  Lakes  Area  .  .  .  Please  reply  Box  840H, 
BROADCASTING. 


Situations  Wanted — (Cont'd) 
Management 

Young,  energetic  announcer-deejay.  Eight 
years  radio-tv  experience.  Seeking  posi- 
tion as  program  director,  assistant  manager 
small  to  medium  market  am,  fm  or  tv 
operation.  Solid  programming-production 
know-how.  College  grad.  Box  821H,  BROAD- 
CASTING. 

Sales 

Born  salesman.  Prefer  deal  including  air 
work.  Write  copy.  Operate  board.  Box  548H, 
BROADCASTING.  

Sales-manager,  15  years,  5  years  radio  sales. 
Prefer  west.  Consider  all.  Box  711H, 
BROADCASTING.  

Sales  manager  who  personally  shows  staff 
how  it's  done.  Substantiated  know-how  ex- 
perience, quality  background  and  reputa- 
tion radio  manager/ sales  manager;  televi- 
sion, sales  manager.  Stable  family  man 
seeking  greater  earning  potential.  Box  725H. 
BROADCASTING.   

Over  eight  years  experience  radio  sales. 
Business,  public  relations  background.  Earn- 
ing ten  thousand,  want  higher  potential- 
Send  full  particulars  on  earning  arrange- 
ment, and  station.  Box  802H,  BROAD- 
CASTING.  

Salesman-announcer.  Six  years  experience, 
all  phases.  Married,  family.  Prefer  south- 
west or  west.  Presently  employed.  Would 
like  permanent  place  in  a  nice  family  com- 
munity. Box  803H,  BROADCASTING. 

Sharp  distaff  sales  and  copywriter.  12  years 
radio  background.  Desires  east  coast  Best 
references.    Box    826H,  BROADCASTING. 

Commercial  manager— Small  to  medium 
market.  Proven  sales  record.  Box  844H, 
BROADCASTING.   

Announcers 

Here's  your  man!  Announcer,  program  di- 
rector, production  manager  and  continuity 
9  years  experience.  Desire  progressive  adult 
programming  station.  Available  now.  Will 
travel.  Box  447H,  BROADCASTING. 

Negro  announcer/dj.  Capable;  sales,  music, 
controls.  Good  background.  References.  Box 
543H,  BROADCASTING.  

Announcer,  mature.  Sales  minded.  Good 
related  background.  Operate  board.  Coop- 
erative.  Box  546H,  BROADCASTING. 

Announcer-dj ;  experienced.  Ready  for 
larger  market.    Music,  news,  commercials. 

Box  549H,  BROADCASTING.   

Gospel  programs.  Announcer  -  producer- 
packager.  Capable  handling  commercial 
staff   duties.   Box   680H,  BROADCASTING. 

city  gai  _  diversified  experience,  special 
events,  interviews,  panels,  news,  sales.  Box 

681H,  BROADCASTING-  

Can  you  offer  me  the  big  3-baseball-foot- 
ball-basketball?  Box  709H,  BROADCAST- 
ING^  

Midwestern  news  position  desired  by  mar- 
ried man.  Two  years  experience  as  news- 
man, deejay,  and  staff  announcer.  $85.00. 
Box  714H,  BROADCASTING.   

Announcer-salesman  now  employed  in  top 
ten  market,  married,  family,  29  years  old. 
Deal  with  announcing  only,  top  salesman, 
■  top  money  earner.  Major  ormedmm  mar- 
ket only.  Box  765H,  BROADCASTING. 
Experienced  negro  personality  disc  jockey. 
Swinging  style,  good  pitch.  Box  7t>m, 
BROADCASTING.  

Country  dj  available,  for  the  last  three 
years  I  have  been  pd,  dj  with  a  top  ranking, 
money  making  country  operation  1  d  liKe 
to  relocate.  Worker,  know  promotion,  pro- 
duction, top  dj,  29,  sober,  reliable,  artist. 
Best  references.  Write  Box  770H,  BROAD- 
CASTING^  

Young  announcer,  26,  unmarried,  veteran. 
School  trained,  some  experience  Am  in- 
terested in  all  phases  of  broadcasting.  Will- 
ing to  travel,  but  prefer  midwest.  Write 
Box  771H,  BROADCASTING.  

Polished,  professional  dj-announcer  wants 
midwest  metropolitan  market.  Married,  em- 
ployed.  Box  772H,  BROADCASTING. 
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Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Announcers 


Announcers 


Four  years  experience,  dj,  news,  copy  writ- 
ing, sales.  Hold  responsible  job  small  mar- 
ket, want  larger  in  northeast  or  middle 
Atlantic  region.  Box  777H,  BROADCAST- 
ING. 

Experienced  southern  announcer  —  eight 
years,  wants  job  in  Alabama.  Box  779H, 
BROADCASTING. 


Baseball  announcer.  Eight  years  play-by- 
play. Tape,  resume,  references.  Box  783H, 
BROADCASTING. 

Experienced  announcer.  First  phone.  Fam- 
ily, age  26.  Desires  permanent  position 
Michigan  area.  Resume,  tape,  photo  and 
personal  int  rview  on  request.  Box  794H, 
BROADCASTING. 

Rescue  me!  Reliable,  cooperative  family 
man,  experienced  most  phases,  presently 
employed;  seek  promising  permanent  po- 
sition with  honest-to-goodness  future.  Four 
years  radio  and  tv,  B.A.,  1st  phone.  Can 
go  no  higher  where  I  am  now.  Want  to 
progress,  not  stand  still!  Will  go  anywhere. 
Interested?  For  tape,  resume,  references, 
write  now.  Box  795H,  BROADCASTING. 

DJ — iy2  years— fast,  smooth,  friendly.  Cur- 
rently in  major  market,  top  rated  show. 
Know  good  music  and  top  40.  Married, 
family.   Box   801H,  BROADCASTING. 

Eight  years  experience,  strong  commercial 
announcer,  also  weather  and/or  news.  Di- 
rector, commercial  artist,  family  man 
desiring  permanent  position.  Box  806H. 
BROADCASTING. 

Experienced  announcer-dj.  Married,  vet. 
Looking  for  night  work  in  modern  music 
(jazz)  conscious  station.  Close  to  3  years  in 
all  phases  commercial  radio.  Run  personal- 
ity show.  No  "boop"  patter.  Presently  em- 
ployed. Box  812H,  BROADCASTING. 

Personality  deejay.  Original,  friendly.  Seek 
return  to  Illinois-Wisconsin  homestead. 
Have  pinto,  will  travel  .  .  .  Tex.  Box  813H, 
BROADCASTING. 

Need  deejay  in  top  market?  I'm  ready  after 
three  years  in  small  markets.  Tape  for 
proof.    Box  814H,  BROADCASTING. 

Deejay;  three  years  experience.  First  phone. 
Good  deejay,  poor  engineer.  Box  815H, 
BROADCASTING. 

Hot  rod  negro  disc  jockey,  all-arounder 
some  experience,  desire  night  work,  board 
operation.    Box  816H,  BROADCASTING. 

Broadcasting  school  graduate  desires  posi- 
tion in  radio.  Navy  veteran.  Married, 
family.  Have  car,  will  travel.  Box  817H, 
BROADCASTING. 

Two  highly  professional  announcers  for 
radio  and/or  television  stations  in  Florida 
not  snobirds.  Extensive  background,  can 
work  any  operation,  looking  for  permanent 
situation.  Beth  men  ex-sell  on  air.  Presentlv 
employed  in  north.  Box  827H.  BROAD- 
CASTING. 

Announcer  with  voice,  talent,  personality 
Have  experience— willing  to  travel.  Reply 
Box  835H,  BROADCASTING. 

Good  music  announcer,  better  fm,  am  style 
best  foreign  language  pronunciation.  Tape 

BRQfDCAST?NCGUre  ^  B°X  841H' 

Young  staff  announcer-strong  dj.  One  year 
experience,  run  own  board,  married.  Tape 
CASTING-"16  aVailable'  Box  729H>  BROAD- 


Proyen  performer.  Young,  married;  sincere 
ambitious.  Do  anything.  Want  California: 
there  now.  References,  tapes.  Interview' 
Box  846H,  BROADCASTING.  lnxervlew- 


%Zm  4  S00?'  £aseb,?ll  season  only,  class 
double  A  or  higher.  One  of  country's  best 
executive,  national  corporation  rest  of  year 
Box  847H,  BROADCASTING. 


Have  tape  recorders,  considerable  drive  pro- 
ducing solid  sports  coverage  ranging  from 
interviews  to  pbp,  strong  news,  farm  ma- 
terial, steady  commercials,  respected  10  year 
football  forecasting  record,  associated  news- 
paper experience,  married  WW2V  served 
independent  and  Mutual  operations.  Box 
857H,  BROADCASTING. 

How  about  a  wreck.  No  experience,  good 
potential  and  production.  Thoroughly 
trained,  married,  vet.  Box  859H,  BROAD- 
CASTING. 


Announcer-dj.  Working  at  N.Y.C.  station 
past  two  years.  Interested  in  major  market 
with  forte  on  news-music-personality. 
Young,  vet,  married.  Box  860H,  BROAD- 
CASTING. 

Announcer— veteran,  family.  Three  years 
experience  all  phases.  Good  personality,  de- 
pendable, seeking  permanent  position  with 
future.  Prefer  news  or  staff.  Box  336,  New 
Haven,  Connecticut. 

Negro  rhythm  and  blues  dj.  Personality 
shows  combined  with  effective  sales  appeal 
Tape,  resume  on  request.  Rudy  Brown,  6523 
S.  Peoria,  Chicago.  Hudson  7-1836. 

Experienced  announcer.  Go  anywhere 
James  Kraschnewski,  212  North  Park  Med- 
ford,  Wisconsin. 

Announcer,  dj-first  phone.  Bill  Lambert 
911  W.  Poplar  Ave.,  Porterville,  California.' 

Highly  rated  disk  jockey.  Top  on-the-air 
salesman.  Promotional  minded.  College 
graduate.  Married.  Age  35.  Employed  north- 
west (Brr— too  cold),  desires  relocation  in 
southern  California  area.  For  personal  au- 
dition or  tape,  next  two  weeks,  contact 
Tom  Law,  Apt.  3,  2140J4  No.  Beachwood 
Dr.,  Los  Angeles  28,  Calif. 


Radio  school  grad,  single,  vet.,  24,  good  voice, 
travel  anywhere.  Contact  William  A 
Manton,  80  Chandler  St.,  Boston,  Mass. 

Announcer-dj.  Working.  Married.  Ready  for 
larger  eastern  market.  Guy  Moody,  20  High 
St.,  Cambridge,  Md.  Phone  1580. 

Experienced  announcer-salesman  with  1st 
phone.  Looking  for  the  right  opportunity 
with  the  right  station.  Veteran,  25,  married. 
No  top  40.  California  only.  Dick  Strandlof, 
1511  South  Bentley,  Compton,  California. 

Announcer,  ex-serviceman,  light  experience 
desires  small  station  for  development. 
Resume,  tape  on  request.  Don  Wilson  14 
Willison  Place,  Cumberland,  Maryland. 


Technical 


Chief  engineer-salesman-announcer,  experi- 
enced directional  and  construction,  also  ex- 
perienced as  manager,  desires  position  with 
station  in  south,  with  possibility  of  buying 
part  interest.   Box  785H,  BROADCASTING. 

Chief  engineer— 16  years  experience,  man- 
agement, construction,  directional,  remote 
control,  maintenance,  supervision,  FCC  pro- 
ceedures.  Age  35,  family.  Best  references. 
Box  807H,  BROADCASTING. 

Production-Programming,  Others 

One  member  of  "Beachcombers  with  Nata- 
lie" namely  Don  MacLeod  seeking  employ- 
ment in  radio  or  tv  production.  Experienced 
in  dj  work  and  programming.  Will  relocate. 
Box  745H,  BROADCASTING. 

Young  hard-working  program  director 
available  for  Florida  stations  only.  Versed 
m  all  departments,  excellent  newsman 
sports  play-by-play,  dj,  production  com- 
mercials and  sales.  1st  phone.  Presently  de- 
partment head.  Like  modern  news-music 
sound?    Contact  Box  773H,  BROADCAST- 


VIDEO  FIELD  ENGINEERS 


AMPEX  CORPORATION,  world's  largest  manufacturer  of  precision  magnetic 
recorders,  needs  qualified  video  engineers  at  several  field  locations  and  home 
office.  Will  be  engaged  in  applications  engineering,  installations,  maintenance 
and  service  of  Ampex  VR-1000  Videotape*  Recorder  and  associated  systems  at 
commercial,  industrial  and  military  locations  throughout  United  States. 

Substantial  audio  and  video  technical  education  plus  three  years  television 
studio  operation  or  maintenance  experience,  or  equivalent,  required.  Moderate 
travel.  Opportunities  for  advancement  to  supervisory  engineering  and  sales 
positions  for  anyone  with  energy,  talent,  and  self-drive. 

To  qualify  you  must  have  the  appearance,  manner,  and  ability  to  meet  and 
deal  with  management  and  engineering  personnel.  Salary  plus  profit  sharing 
and  liberal  company  benefits.  Send  resume,  availability  and  salary  require- 
ments to  John  Doolittle,  Supervisor  Technical  Recruitinq. 


2402  BAY  ROAD 
REDWOOD  CITY,  CALIFORNIA 


TM  AMPEX  CORP. 
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Help  Wanted — (Cont'd) 


TELEVISION 


Production-Programming,  Others 

Sports  director,  8  years  experience.  College 
football  and  basketball,  radio  and  tv.  Four 
years  baseball.  Degree.  Finest  references. 
Box  781H,  BROADCASTING.  

News  or  program  director — medium  midwest 
community— 10  years  experience— all  phases 
—versatile.  Box  790H,  BROADCASTING. 

News  director,  8  years  experience  in  top- 
flight small  station,  desires  to  move  up.  Pre- 
fer eastern  part  of  country.  Minimum  salary 
$125.   Box  799H,  BROADCASTING. 

News  director,  12  years  dedicated  to  the 
radio  profession  wants  larger  market  with 
operation  dedicated  to  genuine  news  cover- 
age Let's  talk  it  over.  Box  811H,  BROAD- 
CASTING^  

Radio-tv  program-production  manager. 
California  net,  desires  east.  References. 
Box  856H,  BROADCASTING. 

News,  sports  director,  gather,  write,  edit, 
deliver,  play-by-play.  Three  years  news- 
paper, two  radio.  Sound  news  theory,  ideas. 
Twenty-five,  family.  Desire  larger  market. 
Able  to  get  behind  handouts  and  develop 
Bob  Zerkle,  405  E.  Franklin,  Macomb, 


TELEVISION  

Help  Wanted — Management 

General  manager,  regional  television  net- 
work with  executive  and  sales  ability.  Areas 
of  responsibility:  National  sales,  network 
relations,  programming.  Organizational 
ability  essential.  Send  resume,  references, 
salary  requirements.  Box  780H,  BROAD- 
CASTING.   

Announcers 

Excellent  opportunity  for  experienced  tv 
announcer  at  top  rated  CBS  affiliated  sta- 
tion southern  market.  Must  be  good  news 
man,  good  "on  camera"  salesman.  Send 
complete  resume,  picture  and  tape.  Box 
791H,  BROADCASTING.  

Announcer  wanted  who  can  do  or  be  quickly 
trained  to  do  on  camera  work,  film  editing, 
traffic  work,  and  be  capable  of  becoming 
program  director  in  a  few  months.  We  now 
have  no  program  director.  Adequate  living 
earnings.  Increase  depends  on  your  con- 
vincing air  work.  Send  photograph,  tape 
and  full  details.  Box  792H,  BROADCAST- 
ING. 

Have  immediate  announcer  vacancy.  Salary 
based  on  experience.  Please  send  full  de- 
tails. Box  830H,  BROADCASTING. 

Expanding  staff  wants  experienced,  hard- 
sell, on-camera  announcer.  Air  mail  special 
resume  and  photo  to  John  Radeck,  P.D., 
WJBF,  Channel  6,  Augusta,  Georgia. 

Announcer — Immediate  opening  for  top- 
flight announcer  equally  versatile  in  radio 
or  television,  with  ability  handle  on-camera 
news-weather,  etc.  Send  complete  informa- 
tion background,  experience,  past  and  ex- 
pected earnings,  tape  and  photo.  WSAV 
Radio-TV,  Savannah,  Georgia. 


Basic  CBS  mid -west  vhf  tv  station  needs 
qualified  engineer  with  master  control 
video  switching  and  maintenance  experi- 
ence. Top  salary,  retirement  plan,  paid  hos- 
pitalization and  life  insurance.  Send  photo 
and  past  experience  to  Box  766H,  BROAD- 
CASTING. 


Large  northwest  vhf  station  wants  an  ex- 
perienced engineer.  Basic  qualifications  are: 
Able  to  read  schematics,  familiar  with  op- 
erating test  equipment,  fair  camera  opera- 
ting technique,  able  to  get  along  with 
others,  minimum  two  years  experience  in 
tv  broadcast  and  over  26.  Please  do  not 
answer  unless  you  equal  or  exceed  these 
requisites.  Send  full  particulars  including 
photo  to  Box  789H,  BROADCASTING. 


Television  transmitter  engineer  for  moun- 
tain top  transmitter  in  California.  First 
phone.  Wonderful  fishing,  boating,  hunting, 
sports  in  area.  Interested  parties  reply  Box 
800H,  BROADCASTING. 


Bold  transmitter  engineers  for  combined 
radio-tv  operation.  Southeast.  Good  pay 
scale  commensurate  with  ability  and  ex- 
perience. Excellent  working  conditions  in 
ma.ior  market.  Send  picture  and  complete 
background  information  first  letter.  Box 
828H,  BROADCASTING. 


Immediate  opening  for  video  engineer  for 
studio  supervisor.  Prefer  employed  experi- 
enced engineer  who  cannot  advance  in 
present  position  due  to  seniority  reasons. 
Contact  Chief  Engineer,  WJBF,  Augusta, 
Ga. 


First  phone  engineer,  transmitter,  video, 
audio  and  cameraman.  Experienced,  for 
RCA  uhf  equipment.  Qualifications  and 
resume  first  letter  to  Herbert  H.  Eckstein, 
Chief  Engineer,  WTVO,  Box  470,  Rockford, 
Illinois. 


Production-Programming,  Others 


Immediate  opening  for  experienced  tv  copy 
writer  in  east  coast  basic  NBC  station.  Send 
resume,  photo  and  salary  requirements  to 
Box  839H,  BROADCASTING. 


Promotion  manager  opening  with  a  major 
network  station  located  in  the  upper  south. 
Job  entails  supervision,  as  well  as  execution 
of  newspaper  advertising,  program,  station 
and  market  promotion  in  trade  press,  on  the 
air  promotion,  research  and  development  of 
sales  aids.  You'll  like  our  climate,  living 
conditions  and  fellow  workers.  Excellent 
schools,  checks,  etc.  Send  complete  story  of 
your  experiences,  family  status,  and  photo 
if  available.  Good  opportunity.  Salary  open, 
write  Box  855H,  BROADCASTING. 


Office  manager-accountant.  Grow  with  vhf. 
Immediate  opening  for  experienced  person 
in  beautiful  Cedar  Rapids,  Iowa.  Contact 
Redd  Gardner,  General  Manager,  KCRG-TV. 


PERSONALITY  PLUS 

One  of  America's  largest  coast-to-coast  chains  of  radio  and  TV  stations 
has  immediate  need  of  outstanding  young  men  with  extensive  on-air 
background.  Must  be  performers  with  PERSONALITY  PLUS,  suited 
to  modern  radio  music  operation  on  Top  Ten  markets.  Great  chance 
for  TV  exposure  in  same  markets.  Salary  to  match  your  ability  and 
potential.  If  you  have  excellent  background,  personable  appearance, 
and  are  ready  for  a  big  move  ahead,  apply  today.  Send  thorough 
resume,  photos  and/or  film,  and  tape,  today.  Please  do  not  apply 
unless  well-qualified.  If  interested,  will  arrange  expense-paid  personal 
interview.    Write  PERSONALITY,  Box  629H,  BROADCASTING. 


Situations  Wanted — Management 


Experienced  tv  station  manager  available 
immediately.  Background  includes  installa- 
tion of  two  vhf  stations  from  hiring  person- 
nel, buying  film  to  operations.  Well  versed 
all  phases  programming,  sales.  References. 
Box  831H,  BROADCASTING. 

National  sales  manager-general  sales  man- 
ager-national representative.  Twelve  years 
experience,  good  record,  college  graduate, 
enthusiastic,  capable  young  family  man. 
Box  851H,  BROADCASTING.  

Operations-productions:  Ten  years  N.Y.C., 


Announcers 


Mature,  experienced  on  camera  salesman. 
Authoritative  delivery.  Versatile  personal- 
ity, healthy  background  in  sales,  promotion, 
and  merchandising.  Four  years  radio,  three 
years  tv.  College  graduate,  married,  35, 
presently  employed  with  mid-Atlantic  vhf 
affiliate.  Box  784H,  BROADCASTING. 

Versatile,  talented,  announcer,  director- 
switcher.  Have  done  successful  children's 
and  weather  shows.  Also  am  writer-car- 
toonist. Over  eight  years  radio-tv  experi- 
ence. College  grad.  Seeking  permanent 
position  with  progressive  station.  Box  820H, 
BROADCASTING. 

Radio-television  newscaster.  5  years  radio, 
2  years  tv.  College  graduate.  Desire  per- 
manency in  good  southeastern  market.  Box 
824H,  BROADCASTING. 

Personable,  talented,  10  years  experience 
radio-television,  specializing  tv  news,  vari- 
ety. Prefer  management  capacity  with  news 
show,  in  northeast,  but  will  relocate  for 
right  offer.    Box  825H,  BROADCASTING. 

Family  man — veteran,  24,  announcer.  First 
phone,  desires  on-camera  experience  or  ra- 
dio staff,  presently  employed  as  program 
director,  announcer,  engineer  at  satellite, 
state  salary.  Box  836H,  BROADCASTING. 

Top-rated  tv  newscaster  and  news  director 
wants  position  in  progressive  station.  Money 
and  market  important.  Box  837H,  BROAD- 
CASTING. 

Personality-cartoonist.  Fifteen  years  well 
established  radio  experience  including  tv. 
Excellent  voice — straight  smooth  style! 
Presently  employed  on  west  coast.  Available 
March  1st.  Interested  in  personality  show  on 
tv  and/or  radio.  Will  consider  any  offer  and 
answer  all  replies.  Tape,  pics,  resume  upon 
request.  Box  852H,  BROADCASTING. 

Technical 

Chief  engineer.  Nine  years  experience  in 
television  planning,  construction  and  opera- 
tion. Past  five  years  assistant  chief.  Excel- 
lent references.  Box  625H,  BROADCASTING. 

11  years  experience,  supervisory  and  chief 
medium  sized  am-fm-tv  desires  opportunity 
in  medium  or  large  station.  Box  774H, 
BROADCASTING. 

Cameraman-studio  engineer.  First  phone. 
Know  RCA  equipment.  Available  immedi- 
ately. Box  842H,  BROADCASTING.  

First  phone — no  experience.  Interested  in 
tv  work.  Young  and  anxious  to  learn. 
Available  immediately.  Glenn  Knight,  Box 
731,  Abernathy,  Texas. 

Married,  28,  have  six  years  experience  in 
radio-tv.  Three  in  am,  three  in  tv  studio 
operations.  Prefer  studio  but  consider  xmtr. 
Have  first  phone.  Mr.  Grady  Swindell,  Box 
925,  Amarillo,  Texas. 

Production-Programming,  Others 

Director-writer  with  eight  years  station  and 
agency  work  is  fully  experienced  in  show 
and  spot  production.  Excellent  record  in 
large  market  where  pay  is  low.  Desires 
change  to  better  working  market.  Em- 
ployed, references.  Box  696H,  BROADCAST- 
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Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

Experienced  television  photographer.  Excel- 
lent photography  background.  Top  refer- 
ences. Write  Box  693H,  BROADCASTING. 

All-around  tv  talent  limited  in  present  mar- 
ket seeks  relocation.  Personality  announcer, 
for  news,  sports,  commercials,  movie  host, 
etc.  Director,  producer.  Fully  experienced. 
Box  697H  BROADCASTING. 

University  MA  radio-television,  telecourse 
experience.  English-speech  teacher,  ham- 
mond  organist,  vet,  27,  versatile,  mature. 
Available  June.  Box  804H,  BROADCAST- 
ING. 

Television  director  with  over  two  years  ex- 
perience in  every  phase  of  television  pro- 
duction looking  for  promising  or  progres- 
sive station.    Box  823H.  BROADCASTING. 

Experienced  newscaster-photographer  seeks 
news  director  position  or  job  with  future 
potential.  Brochure,  kine,  references  upon 
request.  Interested  Rockv  Mountain,  Pacific 
northwest  or  California  areas.  Box  334H. 
BROADCASTING. 

Experienced  woman,  tv  traffic-operations 
director,  seeking  responsible,  challenging 
position.  Good  sales,  agencv,  network  back- 
ground. Confidential.  Box'  848H.  BROAD- 
CASTING. 

FOR  SALE 
Equipment 

4  used  guide  towers  for  sale.  Height  200  ft. 
Towers  axe  ready  for  immediate  shipment. 
3  solid  stock  towers  approximately  18  inches 
cross  face.  (Truscon  Steel  Co.)  i  made  by 
Stainless.  Inc.  All  towers  are  in  very  good 
condition.  Box  631H,  BROADCASTING. 

Raytheon  RA-250  transmitter  in  excellent 
condition.  Save  V3  price  of  new  transmit- 
ter. Box  692H,  BROADCASTING. 

Tower— guyed  60  foot  with  6  bay  high  band 
tv  socket.  On  west  coast.  Write  Box  805H. 
BROADCASTING. 

Collins  731A,  250  watts,  fm  transmitter, 
presently  licensed,  with  set  of  spare  tubes. 
June  delivery.  Contact  Box  849H,  BROAD- 
CASTING. 

Western  Electric,  250  watts,  am  transmitter, 
not  presently  licensed.  In  repairable  condi- 
tion. Contact  Box  850H.  BROADCASTING. 

New-10O  ft.  340  Utility  tower.  Unused  4 
standard  sections,  1  top  section.  KTOP. 
Topeka.  Kansas. 


WANTED  TO  BUY 


INSTRUCTIONS 


Stations 


Small  or  medium  market  station,  or  cp.  Pre- 
fer fulltime,  will  consider  daytime.  Location 
open.  Reasonable  down  payment  and  terms 
desired  by  experienced  and  responsible  op- 
erator. Box  841G,  BROADCASTING. 


Cash  for  profitable  or  unprofitable  station 
in  western  Pennsylvania  or  N.Y.  No  brokers. 
Box  713H,  BROADCASTING. 


Owner-operator  wants  small  market  station 
cp^or  pending  cp.  Box  798H,  BROADCAST- 

Arizona— Experienced  engineer  will  make 
substantial  investment  in  going  am  station 
Replies  ^  confidential.  Box  853H,  BROAD- 
CASTING. 


Equipment 


Console  or  consolette  give  make,  age,  con- 
dition, best  price  delivered  West  Virginia 
ING  aVailability-    Box  769H'  BROADCAST- 

Wanted:  4  or  6  feet  940  mc  dishes,  cable  and 
fittings.    Box  793H,  BROADCASTING. 

Kinescope  recording  camera,  16  mm  New  or 

with  or  without  sound  modulator 
KQED,  525  4th  St.,  San  Francisco. 

RCA  MI-7016A  exiter  and  MI  7017  power 
supply  for  TT-5A  television  transmitter 
State ;  condition  and  price.  Chief  Engineer. 
WPIX  Inc.,  220  E.  42nd  Street.  New  York  17. 

Radio  transcriptions,  tapes,  unreleased  re- 
cordings tv  and  film  soundtracks  of  Bill 
Hams-Woody  Herman  Orchestra.  Robert 
J.  Neu,  2233  W.  Roosevelt  Drive.  Milwaukee 

9  Wisconsin. 

Wanted— Camera  chains,  (color  or  mono) 
transmitters    (particularly   vhf  transmitter 

10  to  20  kw,  condition  unimportant).  STL 
and  other  tv  transmitting  and  terminal 
equipment  Also  want  am  and  fm  equip- 
ment. Technical  Systems  Corp.,  12-01  43rd 
Avenue,  L.I.C.  1,  N.Y. 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

First  phone  license  by  correspondence. 
Coaching  until  license  secured.  Effective- 
inexpensive-minimum  time.  Pathfinder  Ra- 
dio Services,  510  16th  St.,  Oakland,  Cali- 
fornia. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive 
Dallas,  Texas. 


First-phone  in  six  weeks.  Intensive  training 
in  resident  class.  Broadcast  and  dj  training 
included,  no  extra  cost.  Pathfinder  Radio 
Services,  310  16th  St.,  Oakland,  California 
TWinoaks  3-9928. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
March  4,  June  24,  Sept.  2,  and  Oct.  28.  For 
information,  references  and  reservations 
write  William  B.  Ogden  Radio  Operational 
Engineering  School,  1150  West  Olive  Avenue 
Burbank,  California. 


RADIO 


Help  Wanted— Sales 


MISCELLANEOUS 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
per ad  promotions.  P.O.  Box  906,  Denver  i 
Colorado.  Acoma  2-7539. 


SALES  ENGINEER 
BROADCAST  AND  COMMUNICATIONS 

Nationally  known  broadcast  and  com- 
munications equipment  manufacturer 
offers  once  in  a  lifetime  opportunity  for 
sales  engineer  to  become  part  of  ex- 
ponding  home  office  sales  staff.  The 
right  man  should  be  thoroughly  familiar 
with  communications  or  broadcast 
equipment.  Definite  growth  and  ad- 
vancement potential  in  this  salaried  po- 
sition in  Midwest  headquarters.  Limited 
travel.  Many  company  benefits.  Send 
resume  to  Box  832H,  BROADCASTING. 


UHF  equipment  used  but  in  perfect  condi- 
tion. GE  TT25A  12kw  transmitter  including 
filterplexer,  TY25D  5-bav  antenna  with 
PY19B  feed  adapter,  4TX7A  dummy  load, 
Tv-21  visual  demodulator,  sweep  oscillator 
and  General  Radio  monitors.  Also  430'  Stain- 
less type  G  tower  with  lighting,  400  feet 
7Kxl5-inch  wave  guide,  2  4'  Raytheon 
7000  mc  parabolas  with  horns  and  mounting 
brackets.  Contact  Beecher  Hayford,  WESH- 
TV,  Daytona  Beach,  Fla. 


(1)  type  BQ-102  RCA  automatic  turntable 
capable  of  playing  120  selections  at  45  rprn. 
complete  with  control  box  and  all  acces- 
sories exclusing  pre-amp.  Selections  made 
by  push-button  control  located  remotelv 
from  mechanism.  Leaves  existing  turn- 
tables free  for  E.T.  playing.  Excellent  con- 
dition. Contact  Chief  Engineer,  WITH, 
Baltimore,  Maryland. 


"000  mc  Motorola  tv— STL  equipment  com- 
plete with  program  audio  channel  and  4 
foot  dishes.  Factory  modified  for  color  Con- 
tact Chief  Engineer,  WTVD,  Durham,  N  C 


music  and  public  address.  Beechner's  Super- 
markets, Lincoln,  Nebraska. 

Nems-Clarke  120D  field  strength  meter  and 
General  Radio  916L  radio  frequency  bridge 
Like  new  condition.  SI, 100. 00  for  both 
WE.  Marcy,  4007  Bellaire  Blvd.,  Houston  2o' 
Texas. 


Several  used  towers  in  top  condition  in- 
cluding insulated  am  broadcast  towers  In- 
quire Tower  Construction  Co.,  P  O  Box 
1828.  Sioux  City,  Iowa. 


Radio  and  Television 

PROMOTION 

MANAGER 

The  man  we  are  seeking  is  experienced  in  Radio  and  Television. 

He  knows  good  promotion — can  execute  it  and  can  direct  others. 

This  man  is  creative— enthusiastic.  He  is  a  good  writer  for  air  promotion— is  a 
good  layout  man  for  printed  media  and  knows  exploitation. 

He  knows  procedure— has  a  flair  for  research— and  can  prepare  forceful  sales 
promotion  material  for  salesmen  and  the  stations  national  representative. 

He  is  a  good  organizer  and  administrator.  He  will  manage  a  department  of  three 
or  four  people. 

If  you  qualify— send  full  details  and  evidence  of  vour  background— abilities— 
accomplishments  and  salary  requirements  in  first  letter. 

We  are  nationally  recognized  organization  operating  Radio  and  Television 
stations  in  several  large  markets.  This  important  position  is  open  in  our  lamest 
market.  6 

Write  Box  854H,  BROADCASTING 
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RADIO 

TELEVISION 

Situations  Wanted 

Help  Wanted — Sales 

Production-Programming,  Others 


QUALITY  PUBLICITY  IS 
VALUABLE 

Many  radio/tv  groups  have  full-time 
publicity  departments  working  directly 
with  tradepapers  and  newspapers.  A 
service  such  as  this  is  prohibitive  in  cost 
to  the  single  operation.  There's  a  happy 
solution — I  can  provide  consistent,  crea- 
tive and  intelligent  service  plus  close 
personal  contacts  in  all  media. 
12  years  industry  experience  .  .  .  lead- 
ing tradepaper,  station  and  film  back- 
ground. Complete  resume  and  details 
on  request.    Please  write: 

QUALITY  PUBLICITY 
Box  591 H,  BROADCASTING 


With  company  operating  three  tv  sta- 
tions for  local  tv  sales  manager  with 
well  established  vhf  network.  Station 
in  medium  size  market.  Guarantee 
salary  plus  incentive  plan. 

Box   86 1H,  BROADCASTING 


P roduction-Programming,  Others 

WANTED  IMMEDIATELY 

Experienced  tv  newsreel  photogra- 
pher for  top-rated  California  network 
station.  Please  rush  salary  require- 
ments, photo,  sample  feature  and 
spot  news  film  clips  with  resume  to 
Box  778H,  BROADCASTING 


ARE  YOU  GETTING  YOUR 
SHARE  OF  AUDIENCE? 


Universal's  patented 
locked-frequency 
"Mike  Radios"  capture 
your  audience. 


The  "Universal  Plan" 
brings  you  more  listen- 
ers, revenue,  new  cus- 
tomers, promotion  and 
publicity  at  no  cost  to 
the  station. 


WRITE  OR  PHONE  TODAY 
UNIVERSAL  PUBLICIZERS,  INC. 
SUPERIOR  7-1924 

936  No.  Michigan  Avenue 
Chicago,  Illinois 


STATIONS 


FOR  SALE 


%  Either  25%  or  50%  m-  * 

*  terest.   Buyer  must  be-  * 

*  come   resident   General  * 

*  Manager.  % 

*  Box  818H,  Broadcasting  * 
»★★★★★★★★★★★★★★★★★★★★★★★★★»* 

|  COMPETITIVE  I 

j  METROPOLITAN  MARKET  | 

\  Will  sell,  or  will  consider  trade.  * 
j  Box  819H,  BROADCASTING  j> 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Texas 

Single 

lkw-D 

$30  M 

terms 

Fla. 

Single 

250w-F 

55M 

terms 

Ala. 

2  sta. 

250w-F 

50M 

terms 

Calif. 

Single 

500w-D 

100M 

terms 

W.Va. 

Small 

250w-F 

$30M 

cash 

S.E. 

Monop. 

A.M.  &  N.P. 

150M 

terms 

Ky. 

Single 

500kw-D 

70M 

terms 

Pa. 

Sm-med 

lkw-D 

100M 

terms 

Fla. 

Medium 

250w-F 

155M 

terms 

NX. 

Medium 

lkw-D 

200M 

terms 

Gulf 

Medium 

lkw-D 

98  M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Major 

5kw-D 

250  M 

cash 

Fla. 

Large 

250-w 

250 M 

terms 

East 

Large 

250W-D 

450 M 

terms 

S.W. 

Large 

clear 

325M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

PAU 

CH 

APMAN  COMPANY 

atlanta  Chicago 

1182  w.  peachtree  205  w.  wacker 

new  york  santa  barbara 

70  ave.  of  americas  33  w.  micheltorer 


  STATIONS  FOR  SALE   

Fulltime.  Rocky  Mountain.  Exclusive 
market.  Absentee  owned.  Gross  $3,000 
month.  $7500  down.  We  have  many 
other  fine  buys. 

JACK  L.  STOLL  &  ASSOCIATES 
6381  Hollywood  Blvd. 
Los  Angeles  28,  Calif. 
Hollywood  4-7279 


NORMAN  &  NORMAN 

I  N  C  O  R  P  OR  A  T  E  D 

Brokers  —  Consultant!  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Notion-Wide  Service 


Confidential  Negotiations 

Security  Bldg.    Davenport,  Iowa 


trans,  location,  type  trans,  and  make 
changes  in  ant.  and  equipment. 

KTLE  (TV)  Pocatello,  Idaho — Granted 
mod.  of  cp  to  change  ERP  to  70.8  kw,  aur. 
38  kw;  change  studio  location,  type  trans, 
and  make  other  equipment  changes. 

KPLI  (FM)  Riverside,  Calif.— Granted 
mod.  of  cp  to  change  studio  location,  type 
ant.  and  trans.;  remote  control  permitted. 

WAUB  Auburn,  N.Y.— Granted  mod.  of 
cp  to  change  ant. -trans,  location  and  type 
trans.;  conditions. 

KITE  San  Antonio,  Tex. — Granted  mod. 
of  cp  to  change  type  trans. 

WCKR-FM  Miami,  Fla.— Granted  exten- 
sion of  authority  to  remain  silent  for  period 
ending  Apr.  22. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WKBM- 
TV  Caguas,  P.R.  to  3-31;  WHGR  Hough- 
ton Lake,  Mich,  to  6-9;  WFLI  Lookout 
Mountain,  Tenn.  to  6-1;  KOXR  Oxnard, 
Calif,  to  6-21  and  WIUS  (FM)  Christian- 
sted,  V.I.  to  8-11. 

Actions  of  Feb.  10 

KCEE  Tucson,  Ariz. — Granted  license  for 
am  station  and  specify  ant. -trans,  and 
studio  location. 

WINT  Winter  Haven,  Fla. — Granted  license 
for  am  station  and  specify  studio  location 
(trans.). 

WFMR  (FM)  Milwaukee,  Wis. — Granted 
license  covering  change  of  station  location, 
ERP  15  kw,  ant.  height,  studio  and  trans, 
location,  type  trans,  and  changes  in  ant. 

system. 

KRAI  Craig,  Colo. — Granted  mod.  of  li- 
cense to  operate  main  trans,  by  remote 
control,  using  DA-N;  conditions. 

WNJR  Newark,  N.J.— Granted  mod.  of  li- 
cense to  change  name  to  Continental  Bcstg. 
Inc. 

WRAP  Norfolk,  Va. — Granted  mod.  of  li- 
cense to  change  name  to  Continental  Bcstg. 
Inc. 

WBBW  Youngstown,  Ohio — Granted  cp  to 

install  new  trans. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WBBK 
Blakely,  Ga.  to  6-4;  *KCPS  (FM)  Tacoma, 
Wash,  to  5-15,  and  KMAK-FM  Fresno, 
Calif,  to  6-11. 

KOLL  Libby,  Mont. — Granted  authority 
to  operate  specified  hours  for  period  of 
90  days;  condition. 

Actions  of  Feb.  9 

KFHA  Lakewood,  Wash. — Granted  mod. 
of  cp  to  make  changes  in  DA  pattern. 

WMNA-FM  Gretna,  Va.— Granted  mod.  of 
cp  to  change  type  trans. 

KTSM-TV  El  Paso,  Tex.— Granted  mod. 
of  cp  to  change  ERP  to  vis.  85.1  kw,  aur. 
42.7  kw,  change  type  of  ant.  and  other 
equipment. 

ACTIONS  ON  MOTIONS 

By  Chief  Hearing  Examiner 
James  D.  Cunningham  on  dates  shown: 
Scheduled  hearing  on  April  8  on  appli- 
cation of  Florence  Bcstg.  Co.  for  new  am 
station  in  Brownsville,  Tenn.  (Action  Feb. 
12) 

Granted  petition  by  Iowa-Illinois  Tele- 
vision Co.  to  extent  of  dismissing,  but  with 
prejudice,  its  application  for  new  tv  station 
to  operate  on  ch.  8  in  Moline,  111.  (Action 
Feb.  13) 

By  Hearing  Examiner  Basil  P.  Cooper 
on  Feb.  13 

Received  in  evidence  Monocacy  Bcstg.  Co. 
Exhibit  No.  1,  replacement  Page  23  and  en- 
closed record  in  proceeding  on  its  applica- 
tion for  new  am  station  in  Gettysburg,  Pa., 
et  al. 

By  Hearing  Examiner  Herbert  Sharfman 
on  Feb.  16 

Scheduled  further  hearing  on  Feb.  19  on 
application  of  Jane  A.  Roberts  for  license 
of  am  station  KCFI  Cedar  Falls,  Iowa. 


On  request  by  Harry  Weinberg  and  800 
Corporation  to  dismiss  their  protest,  dis- 
missed proceeding  on  application  for  trans- 
fer of  control  of  Hawaiian  Bcstg.  System 
Ltd.  (KGMB-AM-TV  Honolulu,  KHBC-AM- 
TV  Hilo,  and  KMAU-TV  Wailuku,  Hawaii, 


EMPLOYMENT  SERVICE 


Top  placements  in  the  dynamic  new 
southeast  in  top  jobs, 
for 

RADIO  —  TV  —  ADVERTISING 
Announcers  —  DJ's  —  Copywriters 
Engineers  —  Salesmen  —  TV  Production 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  Ga. 
JAckson  5-4841 
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from  Consolidated  Amusement  Co.  Ltd.,  to 
Hialand  Development  Corp.  Action  Feb.  13. 

Dismissed  proceeding  on  application  of 
George  A.  Hormel  II,  for  new  am  station 
(KQAQ)  in  Austin,  Minn.  Issues  now  moot. 
Action  Feb.  12. 


On  request  by  applicant,  continued  from 
Feb.  16  to  March  2  hearing  on  application 
of  Rounsaville  of  Cincinnati  Inc.  (WCIN), 
Cincinnati.  Ohio. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Feb.  13 

On  own  motion,  continued  from  Feb.  20  to 
date  to  be  set  later  on  hearing  on  application 
of  Tobacco  Valley  Bcstg.  Co.  for  new  am 
station  in  Windsor,  Conn. 
By  Hearing  Examiner  Annie  Neal  Huntting 
on  Feb.  13 

Granted  motion  by  Vincent  De  Laurentis, 
Hamden,  Conn.,  for  continuance  of  hearing 
from  Feb.  16  to  April  13  on  am  applications 
of  De  Laurentis,  etc. 

By  Commissioner  Robert  E.  Lee  on  Feb.  12 

Granted  request  of  Georgia  State  Board 
of  Education  to  dismiss  its  petition  to  en- 
large issues  in  Waycross,  Ga„  ch.  8  proceed- 
ing. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Feb.  12 

Affirmed  Feb.  6  action  granting  petition 
by  KARM  Fresno,  Calif.,  for  leave  to  inter- 
Jn„  Proceeding  on  am  application  of 
KYNO  Fresno. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  Feb.  12 

Granted  motion  by  Triangle  Publications 
Inc.  (Radio  and  Television  Division)  re- 
questing that  it  be  substituted  for  California 
Inland  Bcstg.  Co.  as  party  respondent  in 
proceeding  on  am  application  of  KYNO 
Fresno,  Calif. 

On  own  motion,  scheduled  prehearing 
conference  for  Feb.  27  in  proceeding  on  am 
application  of  Quad  Cities  Bcstg.  Co., 
Brazil,  Ind. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Feb.  12 

Scheduled  prehearing  conference  for  Feb. 
£0  in  proceeding  on  application  of  May 
S^£!dc^stmS  Co.,  for  renewal  of  license  of 
KMA  Shenandoah,  Iowa. 

Granted  motions  by  Fox  Valley  Bcstg.  Co 
Geneva,  111.,  and  Logansport  Bcstg.  Corp 
Aurora-Batavia,  111.,  for  suggested  correc- 
tions (except  for  no.  11  in  Fox  Valley's 
Aug.  1,  1958  motion)  to  transcript  in  pro- 
ceeding on  their  am  applications  and  that 
Wis  Wisconsin  Inc.  (WISC),  Madison, 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  Feb.  12 

Granted  motion  by  Richard  F.  Lewis  Jr 
Inc.,  of  Waynesboro,  respondent,  for  con- 
tinuance of  hearing  from  Feb.  16  to  March 
5  m  proceeding  on  am  application  of  Musical 
Heights  Inc.,  Braddocks  Heights,  Md. 
By  Hearing  Examiner  Jay  A.  Kyle  on  Feb.  12 
On  own  motion,  scheduled  prehearing 
conference  for  February  27  in  proceeding 
on  applications  of  WJPB-TV  Tnr    w0=+  \TiJl 


■  •  PPbcations  of  WJPB-TV  Inc.,  West  Vir- 
ginia   Radio    Corporation   and  Telecasting 

5nin'w0erstonWWVVaati0nS  t0  OPerate  °n  Ch 
Commission  on  Feb.  4  granted  motion  bv 
Indiana  Central  University,  Indianapolis,  for 
extension  of  time  from  Feb.  2  to  March  4 
to  file  responses  to  its  Dec.  24,  1958  petition 
requesting  institution  of  rule  making  pro- 
ceedings on  proposal  to  reserve  ch  13  at 
use  na  1S  f°r  noncommercial  educational 
By  Commissioner  Robert  E.  Lee  on  Feb.  10 
rw^anled  Petiti.on  by  Publix  Television 
corp.,  for  extension  of  time  to  Feb.  24  to  file 
response  to  motion  by  Coral  Television  Corp 
to  dismiss  application  of,  or  enlarge  issues 
&r^?eCt-  Publix.  »  Miami-Perrfnl- 
South  Miami,  Fla.,  ch.  6  proceeding. 

By  £hi?,f  Hearing  Examiner  James 
D.  Cunningham  on  Feb.  10 
Scheduled  oral  argument  for  Feb.  13  on 
£?Uh-  *  °f  ?arry  Weinberg  and  800  Corp 
for  dismissal  of  their  protest  and  petition 
for  reconsideration  of  Dec.  3,  1958  grant  of 
application  for  transfer  of  control  of  Ha- 
Wana?  ,BcSi%  System  Ltd.  (KGMB-AM-TV 
TV  w=U,'  praC-AM-TV  Hilo,  and  KMAU- 
TV   Wailuku    Hawaii)    from  Consolidated 

^SucS^     '  td- to  Hialand  Dev«aop- 

By  Hearing  Examiner  Forest  L.  McClenning 
on  Feb.  10 

r,„2?  °wn  motion,  continued  without  date 
for  #5? n&  °onleLencl  and  hearing  scheduled 
for  Feb.  13  and  March  3,  respectively,  pend- 
ing disposition  of  request  by  Harry  Wein- 
berg and  800  Corp.  for  dismissal  of  the"r 
protest  and  petition  for  consideration  of 
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Dec.  3,  1958  grant  of  application  for  transfer 
of  control  of  Hawaiian  Broadcasting  Sys 
tern  Ltd. 

Pursuant  to  agreement  reached  at  pre 
hearing  conference  on  Feb.  10,  scheduled 
hearing  for  Feb.  26  in  proceeding  on  appli- 
cations of  Falcon  Bcstg.  Co.  and  Sierra 
Madre  Bcstg.  Co.  for  fm  facilities  in  Ver- 
non and  Sierra  Madre,  both  California. 

Upon  request  by  Los  Banos  Bcstg.  Co.,  Los 
Banos,  Calif.,  continued  prehearing  con- 
ference from  Feb.  17  to  March  26  and  hear- 
ing from  March  17  to  April  21  in  proceed- 
ing on  its  am  application. 

By  Hearing  Examiner  J.  D.  Bond 
on  Feb.  10 

Extended  time  for  filing  reply  pleadings 
to  Feb.  20  in  Hampton-Norfolk,  Va.,  ch.  13 
proceeding. 

Granted  motion  by  Capital  Cities  Tele- 
vision Corp.  for  an  extension  of  time  from 
Feb.  16  to  March  16  to  file  proposed  findings 
of  fact  and  conclusions  of  law  and  from 
March  16  to  April  16  for  filing  reply  plead- 
ings to  Vail  Mills,  N.Y.,  TV  ch.  10  proceed- 
ing; granted  petition  by  Veterans  Bcstg. 
Co.,  Vail  Mills,  to  reopen  the  record  in  this 
proceeding  to  bring  certain  testimony  of  one 
of  its  directors  up  to  date  and  record  then 
closed. 

Granted  substitute  petition  by  Pacific 
Television,  Inc.,  for  leave  to  amend  its  ap- 
plication for  new  tv  station  to  operate  on 
site  11  m  C°0S  Bay'  °re''  t0  chanffe  trans. 
PETITION  FOR  RULEMAKING  FILED 

St.  Anthony  Tv  Corp.,  Houma,  La. 
—Requests  amendment  of  rules  so  as  to 
relocate  Point  (d)  to  redefine  boundaries  of 
Zone  HI  to  vicinity  of  Mobile  Point  at  N 

87a°  58'  30-'4'  °0"'  With  the  Same  W-  L°ng- 
PETITION  FOR  RULEMAKING 
DENIED 

KXJK  Forrest  City,  Ark.— Requested  al- 
location of  ch.  8  to  Forrest  City,  Ark  by  re- 
assignment from  Jonesboro,  Ark.  denied  bv 
memorandum  opinion  and  order  adopted 
Feb.  3,  1959.  Ann.  Feb.  13 


License  Renewals 

Following  stations  were  granted  renewal 
£™™nns£:  ?5¥K  Jefferson  City,  Mo.; 
KMMO  Marshall,  Mo.;  KBIZ  Ottumwa 
a0™3^????-^-1™  Boone,  Iowa;  WDBQ- 
T^."^£ubuciue>JPwa:  KALB  Alexandria, 
La.,  KXIC  Iowa  City,  Iowa;  KCIM  Carroll 
Iowa;  KUSN  St.  Joseph,  Mo.;  KCLN  Clin- 
™WoWaTvVKR£G  iP"*  Jefferson  City,  Mo.; 
KRMO  Monett,  Mo.;  KWPC  Muscatine 
Iowa;  KMCD  Fairfield,  Iowa,  KFJB  Mar-' 
w™?^  IOwa: ,  WLCX  La  Crosse,  Wis  ; 
WKID  Urbana,  111.;  KOEL  Oelwein,  Iowa 

NARBA  Notifications 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  appendix  con- 
SEKSF.  aSS+1+gn5neJlts.  of  Canadian  broadcast 
££wChed  t0  ^commendations  of 
tne  North  American  Regional  Bcstg  Agree- 
ment Engineering  Meeting.  6 
CANADA 
950  kc 

CKBB  Barrie,  Ont.,— 5  kw,  D,  2.5  kw  N 
DA-1,  unl.  Class  III.  Now  in  operation. 
1230  kc 

CFCW  Camrose,  Alta.— 1  kw  D,  0.25  kw  N 
^it,Vnl-  C^asS  XV-  (Correction  'of  location 
of  studio  shown  m  list  127.) 

1240  kc 

^Mfelfort,  Sask.— 0.25  kw,  ND,  unl.  Class  IV. 
1250  kc 

CKRB  St  Georges  de  Beauce,  P.O.— 5  kw 
^peratl™    '  DA"N'  CIaSS  111   Now  £ 

1400  kc 

CJFP  Riviere  du  Loup.  P  o  — l  kw  n 

°- pkSfj  %     unL  Cla^  IV  EI°  2-^5-6°: 

i       ,S?      ,  GeorSes  de  Beauce,  P.Q— 0  25 
v£e^?50Ukc.)CIaSS  IV-  (DelCte  as^gnrnent- 
1480  kc 

Newmarket,  Ont.— 1  kw,  ND,  D.  Class  III 
list°T2e7  /°rn.nftl0Cat!,0,n  &om  that  shown  on 
27  *  43''  •)WL°£ft:°N:ew4    °2  1?"  N"  L°ng'  79° 
1510  kc 

n^°T?T  T"lsonburg,  Ont.-l  kw,  DA-D,  D. 
Class  III.  Now  in  operation. 

1540  kc 

NPort  Credit,  Ont.-l  kw,  ND,  D.  Class  II. 

Burlington,  Ont.— 1  kw,  ND,  D.  Class  II 
127°rNewn  fr°m  that  ShOWn  °n 


PROMINENT 

BROADCASTERS 

choose 

Stainless 
TOWERS 


Joe  M.  Baisch,  General  Manager 

WREX-TV 

ROCKFORD,  ILLINOIS 


Richard  Peck,  Chief  Engineer 

And  for  good  reasons,  too: 

*  Stainless  EXPERIENCE  in  design 
and  fabrication 

*  RELIABILITY  of  Stainless  installa- 
tions 

*  LOW  MAINTENANCE  COSTS  of 
Stainless  towers 

Ask  today  for  free 
literature  and  in- 
formation. 


ess,  ine* 


NORTH  WALES  .  PENNSYLVANIA 


How  dominant  can  you  be? 
In  the  3 -V- station  Atlanta  market 

the  WSB-TV  share  of  sets  in  use 
as  shown  by  January  ARB . . . 


Sign-on  to  sign-off,  Sunday  through  Saturday  —  the  whole  works! 
While  WSB-TV  racked  up  45.4%  of  the  sets-in-use,  station  B 
barely  made  the  thirties,  station  C  was  in  the  low  twenties.  Even 
more  dominating  is  the  WSB-TV  position  in  audience  ratings.  Of 
the  452  quarter-hours  measured  WSB-TV  led  in  56.4%  of  them. 
Check  the  records  —  it's  the  same  story  month  after  month.  Cer- 
tainly your  advertising  in  Atlanta  belongs  on  WSB-TV. 


WSB  TV 


Represented  by  Edw.  Petry  &  Co. 
Affiliated  with  the  Atlanta  Journal  and 
Constitution.  NBC  affiliate. 
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OUR  RESPECTS  TO 


John  Edward  Mosman 


Perhaps  the  best  testimonial  to  the 
vitality  of  New  York-born  Jack  Mos- 
man was  his  rapid  adjustment  in  1956 
to  Chicago's  Michigan  Blvd.  after  two 
decades  on  Madison  Ave.  "When  I 
first  joined  J.  Walter  Thompson,  sev- 
eral New  York  acquaintances  asked  the 
same  question:  'How  do  you  like  work- 
ing in  Chicago?'  It  reminded  me  of 
Johnny  Mize's  reaction  to  moving  from 
the  Polo  Grounds  to  Yankee  Stadium. 
He  said:  'Who  doesn't  like  playing  with 
the  Yankees?'." 

That  is  Mr.  Mosman's  continuing  at- 
titude toward  his  Wrigley  Bldg.  asso- 
ciates and  J.  Walter  Thompson  Co.'s 
over-all  $113  million  broadcast  opera- 
tion. Astute  and  candid,  he  is  known  as 
a  realistic  troubleshooter  on  programs, 
negotiations  and  client  needs,  and  is  en- 
dued with  a  keen  sense  of  showman- 
ship. He  believes  broadcast  manage- 
ment demands  the  closest  attention  to 
detail. 

"Take  program  exploitation,  for  ex- 
ample," says  Mr.  Mosman.  "There 
used  to  be  a  reluctance  to  advertise 
advertising.  With  television,  good  ex- 
ploitation can  mean  the  difference  be- 
tween quick  public  acceptance  of  a 
show — or  a  long,  slow  climb." 

Solid  Industry  Experience  •  JWT's 
vice  president  and  radio-television  di- 
rector in  Chicago,  Mr.  Mosman  joined 
the  agency  after  considerable  experi- 
ence with  the  Biow  Co.  He  reports  to 
George  Reeves,  vice  president  and  man- 
ager of  the  Chicago  office,  and  in  New 
York  to  Dan  Seymour,  vice  president 
and  radio-tv  director,  under  the  JWT 
concept  of  office  autonomy  and  "hori- 
zontal" account  groups  (Broadcasting, 
Nov.  24,  1958).  Chicago-placed  broad- 
cast accounts  include  Elgin  National 
Watch  Co.,  Seven  Up,  Quaker  Oats, 
Murine,  Johnson  Motors,  Krafts  Foods. 
Schlitz,  Sealy  Mattress,  Continental 
Airlines,  Chun  King  Foods  and  Bow- 
man Dairy. 

Born  in  New  York  City  Dec.  31, 
1914,  John  Edward  Mosman  is  a  prod- 
uct of  his  own  early  aspirations  and  of 
a  college-apprentice  training  group  at 
CBS.  He  had  majored  in  publication 
work  at  the  U.  of  Pennsylvania  (Whar- 
ton, 1936)  and  was  one  of  a  group  of 
six  students  selected  out  of  a  hundred- 
plus  candidates  by  the  network  on  the 


basis  of  their  undergraduate  creative 
work.  He  served  with  the  group  in 
1936-37,  assisting  in  production,  direc- 
tion and  writing  of  drama,  variety,  quiz 
and  music  shows.  In  the  latter  year  he 
became  studio  director  for  The  Gold- 
bergs and  for  the  next  five  years  he 
directed  two  dramatic  series  {Kitty 
Foyle,  Kathleen  Norris)  for  General 
Foods.  He  also  served  as  production 
advisor  to  Geyer,  Cornell  &  Newell  on 
the  Jan  Peerce  and  Frank  Parker 
shows.  He  also  freelanced  as  a  writer 


'We  must  continually  analyze 

{Inner  Sanctum,  Elaine  Carrington  Play- 
house). 

After  wartime  service  as  a  lieutenant 
(jg)  in  the  Navy  (1943-46)  as  com- 
munications officer  aboard  the  U.S.S. 
Nevada,  Omaha  Beach  and  London, 
civilian  Mosman  launched  his  agency 
career  at  the  Biow  Co.  in  September 
1947.  As  radio-tv  account  executive, 
he  was  responsible  for  all  programming, 
talent  and  time  budgets,  commercials, 
public  relations  and  other  duties  allied 
to  Philip  Morris  broadcast  activities. 
He  also  supervised  production  of  ra- 
dio-tv commercials. 

Day  of  Decision  •  "On  the  program 


side,"  he  recalled,  "there  was  one  unfor- 
gettable morning.  We  recommended  and 
sold  two  shows  to  Philip  Morris—/ 
Love  Lucy  and  Racket  Squad.  Let's 
call  that  a  bench  mark." 

Mr.  Mosman  moved  to  the  Harry  B. 
Cohen  agency  as  vice  president  and  ra- 
dio-tv department  director  in  May  1952. 
He  transferred  to  Maxon  Inc.  that  Oc- 
tober, again  handling  radio-tv  activi- 
ties. 

In  June  1956,  Mr.  Mosman  went  to 
JWT  as  radio-tv  director  in  Chicago. 
In  February  1958,  he  was  elected  vice 
president.  Today,  he  sees  his  job  as 
that  of  ( 1 )  selecting  programs  as  care- 
fully as  possible  and  (2)  keeping  con- 
stantly aware  of  how  to  use  broadcast 
media  in  all  its  forms  more  effectively 
— that  is,  working  closely  with  media 
to  determine  how  the  client  can  best 
spend  his  money. 

"More  and  more  I  am  convinced  that 
our  knowledge  of  broadcasting,  to  date, 
must  be  regarded  somewhat  like  yes- 
terday's newspaper,"  Mr.  Mosman  be- 
lieves. "We  must  continually  analyze 
everything  about  us — to  take  new  de- 
velopments and  relate  them  to  our 
client's  marketing  problems." 

Strong  Agency  Control  of  Pro- 
grams •  Mr.  Mosman  operates  within 
the  periphery  of  JWT's  theory  that  the 
agency  should  have  strong  control  over 
programming.  His  associates  will  tell 
you  that  he  is  ideally  and  temperament- 
ally suited  for  that  role  in  Chicago.  "By 
maintaining  the  closest  possible  liaison 
with  Mr.  Seymour  in  New  York  and 
with  the  excellent  facilities  of  our 
Hollywood  office,  I  feel  that  our  clients 
have  succeeded  not  only  in  obtaining 
good  programming,  but  programming 
of  the  sort  that  adds  vitality  to  the  in" 
dustry." 

Jack  Mosman  is  an  ardent  antique 
hobbyist  and  lives  on  Chicago's  Gold 
Coast  with  his  wife  (the  former  Jone 
Allison,  member  of  the  Josh  and  Jone 
Show  on  WBBM  Chicago)  and  son 
John,  10.  He  also  likes  skeet  shooting 
and  golf  and  is  active  in  community 
groups  including  the  Chicago  Broad- 
cast Advertising  Club  (of  which  he  is 
executive  vice  president),  Chicago  Fed- 
erated Advertising  Club,  "Off-the- 
Street  Club,"  and  the  Barrinaton  Hills 
Country  Club 


'Broadcast  management  demands  closest  attention  to  detail 
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EDITORIALS  ___  

Rallying  point 

THE  best  argument  yet  presented  for  the  FCC  to  get 
out  of  the  program  review  business  was  submitted  last 
week  by  20  stations  which  are  represented  by  the  Wash- 
ington law  firm  of  Pierson,  Ball  &  Dowd. 

In  no  other  document  have  the  imbecilities  of  present  pol- 
icies been  more  pointedly  identified  or  the  hope  for  relief 
more  rationally  stated.  It  is  a  document  which  should  attract 
the  support  of  all  broadcasters  who  respect  their  calling. 

What  the  20  stations  propose  is  the  removal  of  present 
government  review  of  program  composition  as  a  part  of 
license  issuance  or  renewal  and  the  substitution  of  a  simple 
set  of  program  policies.  The  policies  may  be  summarized 
thus:  Stations  could  not  broadcast  obscenities  or  lottery 
information  or  be  used  for  non-broadcast  (point-to-point) 
communications.  Programs  should  be  selected  to  meet  the 
needs  of  the  community,  and  the  licensee  could  not  dele- 
gate his  responsibility  for  programming.  When  controver- 
sial issues  were  involved,  time  should  be  made  available  for 
fair  presentation  of  differing  viewpoints.  Broadcasts  by 
political  candidates  should  be  governed  by  the  present  Sec- 
tion 315  of  the  Communications  Act. 

It  is  only  on  the  last  point  that  we  find  reason  to  quarrel 
with  the  comments  by  the  20  stations.  There  is  an  in- 
digestible inconsistency  in  arguing  against  federal  censor- 
ship of  programming  on  one  hand  and  for  retention  of 
Section  315  on  the  other. 

We  recognize,  of  course,  that  Section  315  is  part  of  a 
federal  law  which  the  FCC  has  no  power  to  alter  and  that 
it  would  be  pointless  to  take  the  argument  against  Section 
315  to  any  forum  but  the  courts  or  the  U.  S.  Congress. 
Still,  as  a  matter  of  principle,  the  20  stations  should  at  least 
have  mentioned  a  hope  that  the  political  broadcasting 
restrictions  would  also  be  removed,  even  though  the  FCC 
cannot  make  that  hope  come  true. 

Despite  the  minor  defect  of  its  submission  to  Section  315, 
the  filing  by  the  20  Pierson  clients  is  the  document  around 
which  a  continental  congress  of  U.S.  broadcasters  ought  to 
be  assembled. 

The  awakening 

ONLY  the  25-year  men  and  over  will  remember  Dr. 
Rexford  Guy  Tugwell,  the  ardent  New  Deal  professor 
whose  crusades  against  advertising  had  Madison  Avenue 
and  the  then  more  potent  Michigan  Avenue  in  a  dither.  He 
thought  all  advertising  was  wasteful  and  advocated  the  grade- 
labeling  of  practically  everything  from  canned  beans  to 
canoes. 

The  Tugwell  tide  was  stemmed,  but  it  left  its  mark  on 
many  so-called  intellectuals  and  in  numerous  branches  of 
government.  His  philosophy  still  has  adherents  among  the 
faculties  of  our  universities,  which  may  be  the  reason  for 
the  kind  of  anti-brand  name  drivel  now  being  spread. 

Lately  some  leaders  in  advertising  have  been  startled  to 
learn  that  their  profession,  whose  function  it  is  to  create 
good  images,  itself  is  getting  a  bad  one.  The  Advertising 
Federation  of  America  has  discovered  Washington  and  is 
talking  up  its  own  "lobby"  to  fend  off  anti-advertising  pres- 
sures, and  more  particularly  threats  of  legislation  to  tax 
advertising— this  after  Rep.  Bob  Wilson  (D.  Calif.)  himself 
an  agency  man,  told  the  AFA  delegates  that  advertising  is 
in  legislative  jeopardy. 

While  others  may  have  slumbered,  the  broadcast  media 
have  been  fighting  the  advertising  battle  of  Washington  for 
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three  decades.  They  have  been  on  the  firing  line  because 
they  are  "licensed"  in  respect  to  the  facilities  they  use  and 
because,  as  the  newest  and  most  potent  of  the  media,  they 
have  attracted  the  attentions  of  politicians  and  bureaucrats 
to  a  far  greater  degree  than  newspapers  and  magazines. 

First  it  was  radio  that  took  the  beating.  Then  television. 
And  now  all  media,  plus  their  customers,  are  under  attack. 
It  is  an  attack  against  brand  names,  based  on  the  wholly 
fallacious  argument  that  advertising  means  increased  costs. 

The  issue  was  put  in  focus  recently  by  Ivan  Hill,  executive 
vice  president  of  Cunningham  &  Walsh,  Inc.,  Chicago,  in  a 
presentation  to  the  Board  of  Directors  of  the  Brand  Name 
Foundation.  In  proposing  remedial  action,  he  expressed 
amazement  that  in  these  times  when  we  are  concerned  about 
maintaining  America  as  the  land  of  freedom  and  oppor- 
tunity "we  have  relegated  advertising  to  the  political  and 
economic  doghouse." 

Americans  should  be  told,  Mr.  Hill  said,  that  advertising 
"is  the  very  essence  of  our  continuing  the  free  enterprise 
system  as  we  have  known  it." 

Mr.  Hill,  in  our  view,  makes  good,  hard  sense.  The  AFA 
and  the  AAAA  and  the  ANA  ought  to  be  operating  on  the 
Washington  front,  alongside  the  NAB. 

T.  K.  O. 

THE  custodians  of  Floyd  Patterson,  the  heavyweight 
champion,  have  made  a  sound  marketing  decision.  Their 
boy,  they  have  decided,  needs  the  exposure  of  tv. 

As  Cus  D'Amato,  Mr.  Patterson's  manager,  said  last 
week:  "Patterson  is  practically  an  unknown  champion.  I 
believe  the  public  would  get  a  better  appreciation  of  his 
ability  if  everyone  was  able  to  see  him  in  action."  Ac- 
cordingly, Mr.  D'Amato  and  Bill  Rosensohn,  promoter  of 
the  forthcoming  fight  between  Mr.  Patterson  and  Ingemar 
Johansson,  have  come  to  favor  home  tv,  as  opposed  to 
box-office  tv,  as  the  instrument  to  broadcast  the  perform- 
ance. 

We  don't  suggest  that  tv  will  make  Mr.  Patterson  a 
national  hero,  but  we  do  suggest  he  cannot  become  one 
without  it.  His  lapse  into  obscurity  for  lack  of  appearance 
on  home  tv  should  be  noted  with  interest,  by  all  sports 
promoters.  The  Patterson  case  illustrates  a  point  we  have 
often  made:  Free  television  is  far  more  a  friend  than  an 
enemy  of  sports  promoters. 


Drawn  for  BROAD  CASTING  by  Sid  Hix 


"What  a  combo  man  he'd  make." 
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•THANK  YOU,  JULIETTE  MARGLEN" 


EDWARD  PETRY  &  CO.,  INC.,   NATIONAL  REPRESENTATIVES 


KANSAS  CITY 


AMERICA'S  18th  MARKET 


KMBC-TV 

•  NOW  SERVING  34J42  MORE 

TV  HOMES  WITH  CLASS  A  POWER 
THAN  ANY  OTHER  TV  STATION 
IN  THE  KANSAS  CITY  MARKET. 


KMBC-TV 

Channel  9 


Peters.  Griffin. 
Woodward,  mc. 


1.  POWER:  316,000  Watts  from  a  "Tall  Tower"  make  KMBC-TV 
the  most  far-reaching  TV  station  in  the  Kansas  City  Area. 

2.  PREFERRED  PROGRAMMING  of  ABC  network  productions 
including  a  popular,  new  DAYTIME  schedule  plus  the  station's 
own  local  program  features. 


IN  PROGRAM  POPULARITY  J 

from  3  P.  M.  to  10  P.  M.  KMBC-TV  LEADS  BY  J 

18.8%  over  its  nearest  competitor  and28.8%  over  J 
the  third  station! 


Above  figures  from  ARB  4  wk.  survey  Nov.  '58 
Metropolitan  area  (Mondays  thru  Fridays) 

3.  POPULATION  of  1,055,000  in  Greater  Kansas  City  area. 

4.  INCOME  the  Effective  Buying  Income  of  Greater  Kansas 
City  is  more  than  2  Billion,  49  Million  Dollars  annually! 

5.  RETAIL  SALES  of  1  Billion,  400  Million  Dollars  annually! 

6.  STABILITY  "Kansas  City  ranks  third  among  cities  in  the 
nation  enjoying  prosperous  business  conditions.  It  is  the  largest 
city  showing  outstanding  gains  over  a  year  ago."... says  Forbes 
Business  and  Finance  Magazine  of  December  1958. 


DON  DAVIS,  President 
JOHN  SCHILLING,  Executive  Vice  Pf 
GEORGE  HIGGINS,  Vice  Pres.  &  Sale 
MORI  GREINER,  Manager  of  Televisi 


tn  Kansas  C*»  the  Swi^  *  to  KM  BC"TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 

and  in  Radio,  as  KMBC  4  Kansas  City-KFRM^* the  State  of  Kansas 


MARCH  2,  1959 


THIRTY-FIVE  CENTS 


BROADCASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


Supreme  Court  throws  two  jolts  at  radio-tv 

Page 

29 

Tv  spot  in  '58:  up  14%  to  over  $51 1  million 

Page 

41 

House  surprises  with  network  regulation  bill 

Page 

66 

FCC  officially  signals  for  programming  probe 

Page 

68 

Local  boy  makes  good 
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SPOT-TV 


Selling  for  national  advertisers  at  the  local  level  is 

child's  play  to  the  M.  C.  who  makes  tying  a  shoe-lace  or  washi 

behind  the  ears  a  special  kind  of  fun  for  the  children 

of  the  community.  Kids  know  him  as  a  pal  and  a  swell 

guy.  He's  seen  at  all  the  best  places  in  town- 

the  supermarket  right  after  the  show, 

the  Ladies  Auxiliary  in  the  afternoon 

.  .  .  and  the  PTA  that  evening  to  discuss  Spock. 

He's  one  of  the  biggest  reasons  why  so  many  national 

advertisers  consider  SPOT-TV 

their  basic  advertising  medium. 


ng 


KOB-TV    Albuquerque 

WSB-TV  Atlanta 

KERO-TV  Bakersfield 

WBAL-TV    Baltimore 

WGN-TV  Chicago 

WFAA-TV  Dallas 

WNEM-TV  Flint-Bay  City 

WANE-TV  Fort  Wayne 

KPRC-TV   Houston 

WHTN-TV 

Huntington-Charleston 


KARK-TV  Little  Rock 

KCOP  Los  Angeles 

WPST-TV    Miami 

WISN-TV   Milwaukee 

KSTP-TV  Minnsapolis-St.Paul 

WSM-TV    Nashville 

WTAR-TV    Norfolk 

KWTV   Oklahoma  City 

KMTV  Omaha 

WTVH   Peoria 


WJAR-TV  Providence 

WTVD   Raleigh-Durham 

KCRA-TV    Sacramento 

WOAI-TV  San  Antonio 

KFMB-TV   San  Diego 

KTBS-TV   Shreveport 

WNDU-TV  South  Bend-Elkhart 

KREM-TV  Spokane 

KOTV  Tulsa 

KARD-TV    Wichita 


Television  Division 


Edward  Petry  &  Co.,  Inc, 

The  Original  Station  Representative 

NEW  YORK  •  CHICAGO  •  ATLANTA  •  BOSTON  •  DALLAS  •  DETROIT 
LOS  ANGELES  •  SAN  FRANCISCO  •  ST.  LOUIS 


AMERICA'S   1  Oth   TV  MARKET 


Lancaster 
Harrisburg  \ 


York 


is  ONE  TV  market 


when  you  use  • 

WGAL-TV  / 


Representative:  The  MEEKER  Company,  In 


CHRIST  INTEL  S 

LANCASTER,  FA. 
NBC  ana.  CBS 

In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersburg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEiNMAN  STATION  •  Clair  McCollough,  Pres. 


c.  ■«   New  York  •  Chicago  •   Los  Angeles  ♦   San  Francisc 
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CLOSED  CIRCUIT. 


Rising  Sun  •  Fast  moving  Consolidated 
Sun  Ray  Drug,  which  now  owns  WPEN- 
AM-FM  Philadelphia,  has  contracted 
to  purchase  WALT  Tampa  for  $300,- 
000  and  will  file  soon  for  new  10,000 
w  daytime  station  in  Washington,  D.C. 
area.  WALT,  on  1110  kc  with  10  kw, 
is  being  purchased  from  owners  Rob- 
ert Wasdon,  president-general  manager, 
Emil  J.  Arnold  and  Jack  Siegel. 

Consolidated  Sun  Ray  also  had  op- 
tion, recently  extended,  for  $800,000 
purchase  of  WCKR  Miami  from  Bis- 
cayne  Television  Corp.,  of  which  for- 
mer NBC  President  Niles  Trammell  is 
directing  head  and  15%  owner.  This 
transaction,  however,  has  been  tied  up 
in  FCC  reconsideration  of  ch.  7  grant 
to  Biscayne  (see  Closed  Circuit,  Feb. 
23). 

NBC-TV  Programmer  •  Top  agency  tv 
executive  David  Levy  (associate  direc- 
tor and  vice  president  in  charge  of  talent 
and  new  programming  at  Young  & 
Rubicam,  New  York),  moves  soon  to 
NBC-TV  in  "executive  capacity."  For 
Mr.  Levy,  this  will  be  departure  from 
agency  with  which  he's  been  associated 
since  1938.  He's  ex-radio  writer  (We  the 
People  and  Kate  Smith  Show  of  late 
'30s),  became  tv  supervisor  in  1947  and 
received  vice  presidency  in  1950.  Mr. 
Levy  was  one  of  select  cadre  in  Y&R's 
new  radio-tv  department  (Broadcast- 
ing, Jan.  12). 

Boycott  Problem  •  Legislation  designed 
to  plug  loopholes  in  secondary  boycott 
provisions  of  Taft-Hartley  expected  to 
reach  Senate  floor  this  week  in  form 
of  amendment  to  S  76,  to  be  offered  by 
Sen.  Carl  T.  Curtis  (R-Neb.).  Measure 
is  of  particular  interest  to  broadcasters 
because  of  sponsor  boycotts  invoked 
by  labor  unions  in  recent  past  (WCKY 
Cincinnati  and  WKRG-AM-TV  Mo- 
bile) and  currently  being  invoked 
against  WFBR  Baltimore  through  ef- 
forts of  AFTRA.  Baltimore,  inciden- 
tally, is  new  battleground  for  all-out 
organization  effort  by  AFTRA  with  two 
stations  involved  in  NLRB  proceedings 
(WMAR-TV  and  WITH)  (see  story 
page  62). 

Vote  of  Confidence  •  Five-year  renew- 
al of  BMI  performance  rights  licenses, 
which  expire  March  11,  are  "coming 
in  like  hot  cakes"  it's  learned  authori- 
tatively. In  excess  of  4,000  licenses  are 
involved  for  all  types  of  broadcast  sta- 
tions aside  from  other  users.  Original 
BMI  radio  contracts  were  issued  in 
1941  and  current  contracts  constitute 
third  renewal  since  then.  BMI  licenses 


for  radio  are  1.2%  of  net  time  sales, 
with  tv  10%  less  than  the  radio  fees 
(Broadcasting,  Feb.  2). 

Oversight  Forecast  •  Although  Chair- 
man Oren  Harris  (D-Ark.)  of  revived 
House  Oversight  Subcommittee  is  keep- 
ing his  own  counsel,  other  committee 
members  indicate  that  explosive  pro- 
ceedings of  last  year  will  be  child's 
play  in  contrast  to  what's  upcoming. 
While  further  inquiry  into  purported 
"fixing"  in  tv  cases  is  not  necessarily 
precluded,  indications  are  that  commit- 
tee's primary  targets  will  be  other  ad- 
ministrative agencies,  particularly  Civil 
Aeronautics  Board  and  Securities  &  Ex- 
change Commission.  Last  week,  Chair- 
man Harris  received  special  appropri- 
ation of  $200,000  plus,  holdover  bal- 
ance of  $13,000  from  last  year's  over- 
sight fund.  All  told,  committee  spent 
$297,000  last  year. 

Radio  World  Wide  •  Backers  of  Radio 
World  Wide,  radio  program  service  sup- 
plying network-type  programs  but  no 
advertising,  will  know  where  they  stand 
afternoon  of  March  17.  Meeting  of  sta- 
tion operators  who  have  signed  letters 
of  intent,  or  who  have  shown  interest  in 
proposed  new  type  of  cooperative  en- 
terprise (Broadcasting,  Feb.  2),  is 
scheduled  during  vacant  spot  in  agenda 
of  NAB's  Chicago  convention  at  Con- 
rad Hilton  Hotel. 

Option  Time  •  Victor  E.  Hansen,  anti- 
trust chief  of  U.S.  Justice  Dept.,  said 
last  week  department's  opinion  on 
legality  of  network  option  time  would 
be  submitted  to  FCC  "very  shortly."  At 
Justice's  request,  FCC  (with  three  dis- 
sents) last  month  sent  to  Justice  find- 
ings that  option  time  was  reasonably 
necessary  for  networking.  Question  now 
is  what  course  Justice  will  take  if  it  de- 
cides option  time  is  antitrust  violation. 
Under  Supreme  Court  decision  last  week 
in  NBC-Westinghouse  swap  case  (story 
page  29),  Justice — not  FCC — has  pri- 
mary responsibility  to  enforce  antitrust 
laws. 

Far-FlungTv»NBC  International,  NBC 
division  which  is  exploring  investments 
in  tv  outlets  overseas  (already  has  in- 
terest in  Brisbane,  Australia,  station), 
is  eyeing  South  American  market. 
Richard  Berman,  manager,  international 
facilities,  spent  two  weeks  in  South 
America  this  month  and  considers  Ar- 
gentina ready  to  break  loose  with  pri- 
vately-owned tv  outlets,  perhaps  within 
six  months.  NBC  International  will  ex- 
plore possibility  of  investment  there. 


Clear  Channels  •  Clear  Channel  Broad- 
casting Service,  which  has  operated  on 
Washington  front  for  quarter  of  cen- 
tury to  keep  radio  clear  channels  in- 
violate, will  decide  whether  it  will  con- 
tinue its  Washington  office  at  meeting 
in  Chicago,  March  15,  before  NAB 
convention.  Hollis  Seavey,  director  of 
Washington-based  organization,  has  re- 
signed, effective  after  FCC  approval 
of  his  purchase  of  WCUM  Cumber- 
land, Md. 

Question  is  whether  CCBS  will  ap- 
point successor  to  Mr.  Seavey  or  leave 
Washington  representation  entirely  in 
hands  of  its  law  firm,  Kirkland,  Ellis, 
Hodson,  Chaff etz  &  Masters.  Mr.  Sea- 
vey's  predecessors  in  post  include  Vic- 
tor A.  Sholis,  vice  president  and  direc- 
tor, WHAS-AM-TV  Louisville;  late  Al- 
len Miller,  who  had  been  aide  to  Sec- 
retary of  Commerce  Harry  Hopkins, 
and  Ward  L.  Quaal,  now  vice  president- 
general  manager  of  Tribune  stations, 
WGN-AM-FM-TV  Chicago. 

Posh  Picket  •  AFTRA's  talent-studded 
picket  line  at  WFBR  Baltimore  boasted 
novelty  in  labor  negotiations — one  mul- 
tiple station  owner.  Connie  B.  Gay, 
group  station  operator,  drove  over  from 
Washington  to  join  picketers.  His  $11,- 
800  Cadillac  pulled  into  two  parking 
spaces  near  WFBR,  sign  was  handed 
him  as  his  chauffeur  opened  the  rear 
door  and  he  fell  in  line.  Station-operator 
Gay,  country  music  impresario,  (see 
Our  Respects  to,  Broadcasting,  Feb.  2), 
is  board  member  of  AFTRA. 

Western  Note  •  NBC-TV  is  thinking 
about  putting  live  cowboys  in  as  sum- 
mer replacement  for  filmed  cowboys. 
There's  possibility  weekly  rodeo  from 
Houston  will  take  over  Thursday  7:30- 
8  p.m.  slot  now  occupied  by  western 
Jefferson  Drum. 

Dissenter  No.  1  •  Challenging  veteran 
Comr.  Robert  T.  Bartley  as  FCC's  most 
persistent  dissenter  is  neophyte  Comr. 
Frederick  W.  Ford.  Forty-nine-year-old 
commissioner,  who  assumed  office  Aug. 
29,  1957,  after  having  served  at  Dept. 
of  Justice  (1953-57)  and  as  attorney 
on  FCC  staff  (1947-53)  is  establishing 
track  record  as  legal  purist  who  wants 
regulations  rigidly  applied  down  line. 
Causing  greatest  consternation  is  his 
persistent  position  that  all  station  trans- 
fers should  be  subject  to  comparative 
hearing,  with  FCC  selecting  what  it  be- 
lieves to  be  best  qualified  operator  based 
on  comparative  bids  (virtual  return  to 
old  Avco  procedure  which  was  dropped 
in  1952). 
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IN 

DETROIT 


with  wjbk-tv  s  MORNING 

SHOW 
MOVIE! 


Children  off  to  school  .  .  .  husband  off  to  work  ...  a  cup 
of  coffee  and  now  a  Good  Movie!  The  "Morning  Show" 
is  the  first  feature  film  of  the  day  in  Detroit,  Monday 
through  Friday  at  9:00  AM.  Every  show  is  a  top-flight 
feature  from  UNITED  ARTISTS,  SCREEN  GEMS, 
NTA,  RKO,  and  coming  soon,  PARAMOUNT. 

Strategic  programming  to  1,900,000  Television  homes 
is  one  reason  why  WJBK-TV  has  a  consistent  #1  rating 
in  the  nation's  fifth  market  —  9  billion  dollars  worth  of 
purchasing  power!  With  this  leadership  and  being  Mich- 
igan's first  station  with  full  color  and  Video-Tape  facil- 
ities, WJBK-TV  tops  them  all  in  dominating  Detroit  and 
southeastern  Michigan.      Represented  by  the  Katz  Agency 

100,000  Watts    CBS  AFFILIATE     1057 -foot  tower   N.Y.  Sales  Office:  623  Madison  Ave 


"Famous  on  the  local  scene 

WJBK-TV 

CHANNEL    (^^^^j  DETROIT 


N.Y.  22  •  PLaza  1-3940 


Storer  Television 


WJBK-TV 

Detroit 


WJW-TV 

Cleveland 


WSPD-TV 

Toledo 


WAGA-TV  WITI 

Atlanta  Milwa 


■TV 

jkee 


WEEK  IN  BRIEF 


Spot  radio  is  a  means  as  well  as  an  end  •  Gene  W.  Dennis,  Potts- 
Woodbury,  details  campaign  for  client  D-X  Sunray  Oil  to  prove  that  spot 
radio  "can  be  made  to  work  most  efficiently  when  combined  with  per- 
sonal selling."  For  the  how  and  why  of  the  healthy  sales  tan  produced  by 
D-X  Sunray,  see  Monday  Memo.  Page  23. 

Supreme  Courts'  two  haymakers  •  High  court  (1)  says  that  NBC 
must  stand  trial  on  antitrust  and  monopoly  charges;  (2)  upholds  state 
tax  case  that  could  prove  real  headache  for  national  firms  doing  business 
within  states.  Page  29. 

Spot  tv  billing  •  Over  the  $500  million  mark  last  year,  fourth  quarter 
total  is  highest  quarter  in  history.  TvB  gives  breakdown  for  fourth  quar- 
ter. Reports  top  spot  tv  advertisers  for  1958.  Page  41. 

National  spot  radio  off  •  Station  Representatives  Assn.  reports  gross 
national  spot  radio  sales  in  1958  were  1.9%  behind  1957;  fourth  quarter 
drops  8%.  Page  44. 

The  case  of  a  taped  commercial  •  BBDO  and  U.S.  Steel  forge  2Vi 
minute  "auto  industry"  commercial  in  one  day,  put  it  on  air  24  hours 
later.  Page  48. 

Where  the  tall  corn  grows  •  Twelve  stations  of  Iowa  network  and  Colo- 
rado hookup  have  just  about  completed  shifts  to  single  (and  flat)  rate 
for  national  and  local  advertisers.  Agency  commission  stays — save  where 
station  handles  the  agency's  functions.  Page  53. 

Disaster  czar?  •  FCC  Comr.  Robert  E.  Lee  tells  presidents  of  state 
broadcaster  associations  they  will  live  under  dictatorial  rule  if  nation  is 
attacked.  Voice  of  Democracy  winners  feted.  Page  56. 

Hoegh  on  NAB  convention  program  •  Director  of  Civil  &  Defense 
Mobilization  to  discuss  allocations  at  March  15-18  industry  meeting  in 
Chicago.  First  listing  of  program  features  scheduled  during  convention. 
Page  60. 

CBS-TV  weighs  nighttime  rate  change  •  May  differentiate  between 
those  periods  judged  the  more  and  the  least  desirable  to  advertisers. 
Page  62. 

Network  regulation  bill  •  Expected  from  Senate,  it's  introduced  instead 
in  House  by  Rep.  Bennett.  Proposal  follows  many  recommendations 
made  in  Barrow  report.  Page  66. 

Program  pressures  •  Do  television  networks  require  to  be  cut  in  on 

programs  before  buying  them  or  placing  them  in  prime  spots?  This 
question  will  be  subject  of  FCC  inquiry;  Commission  order  names 
Cunningham  to  preside.  Page  68. 

What  talk's  loudest  at  Loew's  •  Tv  has  been  talked  up  a  good  deal  at 
Loew's;  now  the  money  actually  is  coming  in.  Breakdown  by  share  earn- 
ings. Page  76. 
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engaged  to  337,365 
ever-loving  sets  and 
delivering  beautiful 
sales  results  .  .  . 


doing  what  comes  naturally, 
West  Texas  Television  Network 


K  D  U  B  -  T  V 

LUBBOCK,  TEXAS 

KPAR-TV 

ABILENE  ■  SWEETWATER 

K  E  D  Y-TV 

BIG  SPRING,  TEXAS 


W.  D.  "Dub"  Rogers,  President  and  Gen.  Mgr. 
R.  S.  "Bud"  Nielsen,  General  Sales  Manager 
John  Henry,  National  Sales  Manager 
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Exciting  Production  —  Interesting  Results 


BARTELL  FAMILY  RADIO  places  a  firm 
accent  on  audience  attention.  A  wide  range 
of  service  features,  attractively  produced, 
gives  to  each  advertising  message  deeper 
impact,  more  definite  response,  greater 

RESULTS. 

Audience  dominance  in  each  of  our  markets 
is  only  part  of  the  Bartell  Family  Radio 
results  story.  Habitual  audience  reliance 


upon  Bartell  Family  Radio  for  entertaining, 

honest    program  material  performed 

with  a  touch  of  excitement  —  makes  for 
RESULTS  of  interest  to  an  advertiser. 
That's  why  products  that  depend  upon 
volume  sales  depend  upon  Bartell  Family 
Radio. 

Bartell  it  .  .  .  and  sell  it! 


COAST  TO  COAST 
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AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE  AND  NEXT  •  DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  29 


CBS  darkens  u,  takes 
Storer  in  Milwaukee 

Another  setback  befell  uhf  television 
Friday  with  CBS  announcement  it 
would  darken  ch.  18  WXIX  (TV)  Mil- 
waukee and  affiliate  Storer  Broadcast- 
ing Co.'s  ch.  6  WITI-TV  there,  effective 
April  1.  Dr.  Frank  Stanton,  CBS  presi- 
dent, said  decision  to  abandon  WXIX 
"was  made  reluctantly  and  only  after 
the  most  exhaustive  efforts  to  compete 
successfully  against  the  superior  physi- 
cal performance"  of  Milwaukee's  three 
v's.  But  he  said  "we  continue  to  be- 
lieve that  uhf  can  provide  a  satisfactory 
service  under  appropriate  conditions" 
and  that  CBS  will  "look  for  opportuni- 
ties to  restore  the  full  quota  of  uhf  sta- 
tions permitted  under  FCC  regulations." 

Decision  to  close  came  four  months 
after  CBS  announced  it  would  drop  its 
other  uhf  station,  ch.  18  WHCT  (TV) 
Hartford,  Conn.  (Broadcasting,  Oct. 
13).  With  WXIX  dark,  only  one  of  four 
uhf  stations  originally  owned  by  net- 
works will  still  be  in  network  opera- 
tion—NBC's ch.  30  WNBC  (TV)  New 
Britain,  Conn.  NBC  closed  ch.  17 
WBUF  (TV)  Buffalo  last  summer  with 
explanation  that  single  u  could  not  com- 
pete with  multiple  v's — situation  akin 
to  that  which  CBS  finds  untenable  in 
Milwaukee. 

Dr.  Stanton's  announcement  gave 
some  clue  to  problems  single  uhf  can 
face  in  predominantly  vhf  markets.  De- 
spite switch  from  ch.  19  to  ch.  18  last 
fall  to  avoid  technical  interference,  he 
said,  WXIX  "attracts  only  about  20% 
of  the  total  television  audience  even 
within  the  Milwaukee  metropolitan  area, 
while  the  average  CBS-TV  network  af- 
filiate in  a  four-station  market  achieves 
a  33%  share  of  audience."  Where 
WXIX  reaches  about  341,000  homes,  of 
which  258,000  are  converted  to  uhf, 
Dr.  Stanton  said,  CBS-TV's  new  af- 
filiate reaches  about  648,000.  CBS  has 
operated  station  for  more  than  four 
years. 

NBC  officials  had  no  comment  on 
CBS  WXIX  decision,  except  to  reiterate 
intentions  to  continue  with  WNBC. 

ASCAP  radio  rates 

Petition  asking  that  ASCAP  fix  rea- 
sonable rates  for  radio  stations  served 
against  that  organization  Friday  (Feb. 
27).  Robert  T.  Mason,  chairman  of  All- 
Industry  Music  Licensing  Committee, 
announced  action  on  behalf  of  685  ra- 


dio stations.  Proceedings  are  being 
brought  in  U.S.  District  Court  of  South- 
ern New  York.  Emanuel  Dannett  is 
counsel  to  all-industry  committee. 

Stations'  action  is  being  taken  under 
terms  of  consent  decree  specifying  that 
if  ASCAP  and  stations  are  unable  to 
reach  agreement  on  rates,  matter  will 
be  left  to  court  and  stations  can  con- 
tinue under  existing  rates  pending  court 
determination. 

FCC,  Harris  approach 
pay  tv  test  agreement 

FCC  Friday  (Feb.  27)  released  state- 
ment to  Rep.  Oren  Harris  (D-Wash.) 
agreeing  in  essence  to  congressman's 
resolution  prohibiting  FCC  from  au- 
thorizing pay  tv  except  for  "limited 
technical  tests"  (Broadcasting,  Jan. 
19).  FCC  said  Harris  resolution  "con- 
forms essentially"  with  its  planned  ap- 
proach but  suggested  amendments  to 
clarify  language. 

Resolution  would  give  Commission 
jurisdiction  over  wired  as  well  as  broad- 
cast pay  tv.  FCC  said  this  raises  con- 
stitutional question  of  federal  regulation 
of  intrastate  activities  when  wired  serv- 
ice is  wholly  within  single  state.  Also, 
Commission  pointed  out.  Communica- 
tions Act  prohibits  any  charges  for 
'"technical"  (experimental)  tests  and  it 
would  be  necessary  to  make  distinction 
between  this  operation  and  "technical" 
pay  tv  tests.  Comr.  Robert  T.  Bartley 
abstained  from  voting  on  opinion. 

Also  Friday,  commissioners  met  in 
secret  session  with  Rep.  Harris'  Com- 
merce Committee  on  pay  tv  situation. 
No  decisions  were  reached  by  either 
group  and  another  meeting  will  be  held 
before  any  action  is  taken.  Among  prob- 
lems discussed  were  best  ways  to  con- 
duct and  control  tests  and  necessity  of 
public  hearings  on  Mr.  Harris'  H  J  Res 
130.  Rep.  Harris  formerly  had  planned 
to  hold  hearings  in  near  future  but  this 
course  of  action  now  is  not  definite. 

Mutual  on  the  block 

Marathon  negotiations  seeking  to 
close  deal  for  sale  of  Mutual  network 
were  still  going  at  presstime  Friday. 
Deal  with  Max  Factor  &  Co.,  con- 
sidered sure  thing  Thursday,  collapsed 
early  Friday  morning,  and  Blair  Walli- 
ser,  MBS  executive  vice  president,  im- 
mediately went  behind  closed  doors 
with  three  other  prospects. 

Davis  Factor,  board  chairman  of 


cosmetic  company,  went  into  New 
York  Thursday  after  announcing  on 
West  Coast  that  sale  was  virtually  set. 
Terms  at  time  were  said  to  involve  as- 
suming network's  "heavy  debts,"  pay- 
ing little  if  any  cash. 

At  least  two  threats  hang  over  Mu- 
tual sale  possibilities.  One  is  Detroit 
court  action  restraining  sale  of  F.  L. 
Jacobs  assets,  though  network  denies 
it  has  specific  application  to  Mutual. 
Other  is  possibility  of  move  by  Scran- 
ton  Corp.  Stockholders  protective  com- 
mittee, which  at  week's  end  "had  under 
serious  study"  matter  of  what  action  to 
take  in  event  of  sale.  Mutual  is  direct 
asset  of  Scranton  Corp.,  only  an  asset 
of  Jacobs  through  that  company's  own- 
ership in  Scranton. 

Screen  Gems  buys 
film-tape  producer 

Purchase  of  Elliot,  Unger  &  Elliot 
Inc.,  New  York,  producer  of  filmed 
and  videotaped  commercials  and  non- 
theatrical  film,  is  being  announced  to- 
day (March  2)  by  Screen  Gems  Inc., 
New  York.  Purchase  price  is  not  dis- 
closed. 

Simultaneously.  SG  reported  that 
Joe  Swavely  and  Dick  Kerns,  both  in 
executive  production  capacities  with 
Universal  Pictures'  commercial  and  in- 
dustrial film  department,  have  resigned 
to  join  EU&E  and  will  direct  West 
Coast  production  activities,  working  out 
of  Columbia  Pictures'  lot.  EU&E,  which 
will  serve  as  division  of  Screen  Gems, 
owns  two  film  studios  at  414  W.  54  St. 
and  videotape  studio  with  two  stages 
and  one  tape  recorder  at  210  E.  Fifth 
St.,  both  New  York.  EU&E  formed  in 
1946  by  Stephen  Elliot,  president,  Wil- 
liam H.  Unger,  secretary,  and  Michael 
Elliot,  treasurer.  Alfred  Mendelsohn, 
formerly  of  Universal,  is  sales  manager. 

Democrats  for  L.  A. 

It's  now  official:  Democratic  Party 
will  select  its  1960  Presidential  can- 
didate in  Los  Angeles.  Democratic  Na- 
tional Committee,  meeting  in  Wash- 
ington Friday  (Feb.  27),  adopted  rec- 
ommendation of  its  Site  Committee 
that  nominating  convention  be  held  in 
West  Coast  city.  Final  vote,  by  71-35, 
came  after  several  hours  of  heated  de- 
bate during  which  bids  of  Philadelphia 
(by  68-37  vote)  and  Chicago  (by  voice 
vote)  were  turned  down. 
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BBDO's  billings  fall 
below  1957  record 

BBDO  last  year  placed  $203,224,000 
in  billings,  Charles  H.  Brower,  president 
of  agency  told  31st  annual  convention 
of  BBDO  in  New  York  Friday  (Feb. 
27).  Some  900  agency  people  attended 
convention.  Mr.  Brower  said  1958  was 
"second  most  successful  year"  in  BBDO 
history,  surpassed  only  by  agency's  rec- 
ord billing  of  $210  million  in  1957. 

Also  announced  were  promotions: 
Thomas  C.  Dillon,  manager  of  Holly- 
wood office  to  new  post  of  treasurer; 
Robert  L.  Foreman,  executive  vice 
president  in  charge  of  plans  board,  who 
assumes  additional  responsibilities  in 
charge  of  creative  departments.  Mr. 
Foreman  takes  over  duties  formerly 
held  by  Mr.  Brower  in  creative  area. 


New  western  rep  firm 

George  Baron,  former  vice  president 
and  station  manager  of  KDAY  Santa 
Monica,  Calif.,  has  been  appointed  vice 
president  and  principal  of  new  station 
representative  firm,  B-N-B  Inc.  Time 
Sales,  organized  by  Blanchard-Nichols 
and  Assoc.,  West  Coast  advertising 
sales  representative  of  national  maga- 
zines and  business  publications.  Mr. 
Baron  will  make  his  headquarters  at 
B-N-B's  Los  Angeles  office  at  633  S. 
Westmoreland  Ave.  New  firm  also  has 
opened  San  Francisco  office  at  900 
Third  St. 

AFM  open  shop 

Settlement  agreement  by  WBKB 
(TV)  Chicago  and  American  Federa- 
tion of  Musicians — which  could  loosen 
AFM  hold  on  musician  hiring  and 
firing  throughout  broadcasting  —  re- 
ported Friday.  Station  and  union  agreed 


not  to  make  AFM  membership  con- 
dition of  employment  of  musicians,  in 
short  not  to  maintain  musicians'  closed 
shop.  Case  was  started  before  NLRB 
by  two  musicians  who  alleged  they 
were  fired  by  WBKB  at  request  of  local 
AFM.  Under  NLRB-approved  settle- 
ment, AFM  must  pay  each  musician 
$1,520. 

Trib's'  network 

New  York  Herald  Tribune  today 
( March  2)  is  announcing  formation  of 
Herald  Tribune  radio  network  of  three 
state  stations  with  possibility  of  fourth. 
Paper  and  stations  (WVIP  Mt.  Kisco, 
WVOX  New  Rochelle,  WSKN  Sauger- 
ties),  united  through  common  associa- 
tion with  Plymouth  Rock  Publishing 
Co.  (J.H.  Whitney),  will  have  coopera- 
tive news  arrangement.  Stations  are 
owned  by  VIP  Radio,  a  partnership  of 
Martin  Stone  and  Plymouth  Rock. 


WEEK'S  HEADLINERS 


Mr.  Lanigan 


John  B.  Lanigan,  v.p.  and  account  super- 
visor Compton  Adv.,  N.Y.,  appointed  v.p. 
and  general  manager  of  Videotape  Prod- 
ucts of  New  York  Inc.  Mr.  Lanigan's  addi- 
tion to  firm  came  as  tv  tape  production 
house  stepped  up  activity  in  commercial 
field  (also  see  U.S.  Steel — BBDO  tape 
story,  page  48).  Before  he  joined  Comp- 
ton in  1957,  Mr.  Lanigan  for  five  years 
served  as  NBC-TV's  eastern  sales  manager 
after  having  been  v.p.  in  charge  of  tv  sales  for  ABC.  Video- 
tape Productions  of  New  York  was  formed  in  March  1958 
(Howard  S.  Meighan,  former  CBS-TV  executive  is  president 
and  majority  stockholder,  with  stock  also  held  by  Ampex 
Corp.  and  Minnesota  Mining  &  Mfg.  Co.),  a  tape  produc- 
tion center  opened  in  December  1958. 

Cornwall  Jackson,  v.p.  of  J.  Walter 
Thompson  Co.  in  charge  of  its  Hollywood 
office  since  1945,  has  announced  his  re- 
signation   "effective    immediately."  Mr. 
Jackson  and  his  wife,  Gail  Patrick,  own 
50%  of  Paisano  Productions,  whose  Perry 
Mason  series  on  CBS-TV  is  produced  by 
Miss  Patrick.  No  replacement  has  been 
named  for  Mr.  Jackson  and  none  is  ex- 
Mr.  Jackson         pected,  according  to  JWT.  Charles  Vanda, 
v.p.  in  charge  of  programs,  and  William  Wilgus,  v.p.  and 
production  supervisor,  both  in  Hollywood,  will  continue  as 
before  but  will  now  report  directly  to  Dan  Seymour,  v.p.  in 
charge  of  all  radio-tv  activities,  in  New  York. 

O.  B.  Hanson  retires  as  vice  president,  engineering  services, 
RCA,  continuing  as  consultant.  Mr.  Hanson  has  been  RCA 
v.p.  since  1954  when  he  left  NBC  where  he  was  v.p.  and 
chief  engineer  for  17  years  and  chief  engineer  for  10  years 
prior  to  that.  He  is  credited  with  directing  establishment  of 
first  radio  and  television  networks,  designing  studios  of 
WNBT  (TV)  New  York,  predecessor  of  WRCA-TV,  and 


preparation  of  NBC  facilities  for  introduction  of  color  tv. 
Mr.  Hanson  first  reached  electronic  prominence  with  mi- 
crophone design  while  chief  engineer  at  WAAM  Newark, 
N.J.,  in  1922.  He  moved  to  WEAF  New  York  in  1923  and 
was  there  when  station  became  part  of  NBC  in  1926. 

■-■m-*  Terry  R.  Rice,  formerly  national  adver- 

JaHHRk       tising  manager  of  air  media.  Borden  Co., 
"A       named  national  advertising  manager  of  all 
^?  mJ       media  for  general  advertising  department. 
%J§       Ronald  M.  Greiner,  assistant  national  ad- 
vertising manager  of  print  media,  and  Ed- 
ward J.  Peguillan,  assistant  national  ad- 
vertising manager  of  air  media,  take  on 
responsibilities  of  print  media-outdoor  ads 
Mr.  Rice  and  radio-tv,  respectively.  Change  triggered 

by  move  of  William  H.  Ewen,  former  national  advertising 
manager  in  charge  of  print  media  in  department,  to  director 
of  advertising-promotion  for  Borden  Foods.,  Co.,  Borden 
Food  products  and  cheese  division.  Sam  D.  Thompson,  v.p., 
named  to  develop  and  direct  industry  relations  program  for 
Borden  foods. 

Robert  E.  Britton,  v.p.  of  MacManus, 
John  &  Adams  Inc.,  Bloomfield  Hills, 
Mich.,  named  executive  director  of  newly- 
consolidated  marketing-media-research  de- 
partment. Mr.  Britton  will  headquarter  in 
Bloomfield  Hills  from  where  he  will  super- 
vise New  York  and  Los  Angeles  divisions. 
MJ&A  veterans  appointed  to  assist  Mr. 
Britton  are  Robert  J.  Heckenkamp,  me- 
dia director  for  automotive  accounts  and 
supervisor  of  media  administration;  Kenyon  M.  Lee,  media 
director  for  commercial  products  and  supervisor  of  media 
strategy,  and  Charles  W.  Campbell,  media  director  for 
consumer  products  and  supervisor  of  broadcast  media. 
Henry  Halpern,  New  York  v.p.,  named  director  of  mar- 
keting-media-research for  all  New  York-based  accounts. 


Mr.  Britton 
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96%  renewals  to  date! 
Most  renewed      ire  series 
gallops  Site 


way  out  front  in  the  ratings  race! 


Market  Rating*  Market  Rating*  Market  Rating 

Miami                                                 34.3  Denver    29.0  Milwaukee    29.0! 

New  Orleans                                       28.7  Duluth-Superior   34.9  Mobile   34.4j 

Pittsburgh                                         42.2  El  Paso   35.1  Montgomery   32.3; 

St.  Louis                                            31.9  Fort  Wayne   26.3  Oklahoma  City    31. 5j 

Albuquerque                                       35.4  Harrisburg    28.5  Portland,  Me   28.4: 

Bakersfield                                          35.1  Hannibal-Quincy    47.3  Eockford    43.5j 

Beaumont-Pt.  Arthur                          45.9  Jacksonville    38.1  Sacramento   36.0; 

Burlington-Plattsburg   35.8  Las  Vegas    47.5  NATIONAL  AVERAGE  mm 

Columbia,  S.C   35.7   Memphis    40.8  share  of  audience    ■  I ■w/u! 

STATE  TROOPER 

STARRING  ROD  CAMERON 

I 

104  half  hours  now  available!  "^^^ 

D H]    HI  FILM  SYNDICATION 

[      m*M       kk!3  productions  America's  No.  1  Distributor  of  TV  Film  Programs 

598  Madison  Avenue,  New  York  22,  PLaza  9-7500 
♦Latent  available  arb  ratings.  and  principal  cities  everywhere 


When  a  moderate  reduction  of  fat  in  the  diet  is 
indicated,  a  basic  cereal  and  milk  breakfast  shown 
in  the  table  below  is  worth  consideration.  Not  only 
is  the  fat  content  moderate  {10.9  gm. — 20  per  cent 
of  total  calories),  but  this  convenient,  economical 


breakfast  is  well  balanced  as  demonstrated  by  the 
chart  below  showing  its  nutritional  contribution  to 
the  recommended  dietary  allowances1  for  "Women, 
25  Years."  This  basic  cereal  and  milk  breakfast  is 
well  balanced  and  nutritionally  efficient  as  demon- 
strated by  the  Iowa  Breakfast  Studies. 


recommended  dietary  allowances*  and  the  nutritional  contribution  of  a  moderate  low-fat  breakfast 


Menu :  Orange  Juice — 4  oz. ; 

Cereal,  dry  weight — 1  oz.; 
Whole  Milk — 4  oz.;  Sugar — 1  teaspoon; 
Toast  {white,  enriched) — 2  slices; 
Butter — 5  gm.  {about  1  teaspoon); 
Nonfat  Milk— 8  oz. 


Nutrients 

Calories 

Protein 

Calcium 

Iron 

Vitamin 
A 

Thiamine 

Riboflavin 

Niacin 

Ascorbic 
Acid 

Totals  supplied  by 
Basic  Breakfast** 

503 

20.9  gm. 

0.532  gm. 

2.7  mg. 

588  I.U. 

0.46  mg. 

0.80  mg. 

3  mg. 

65.5  mg. 

Recommended  Dietary1 
Allowances — Women,  25 
Years  (58  kg.— 128  lb.) 

2300 

58  gm. 

0.8  gm. 

12  mg. 

5000  I.U. 

1.2  mg. 

1.5  mg. 

17  mg. 

70  mg. 

Percentage  Contributed 
by  Basic  Breakfast 

21.9% 

36.0% 

66.5% 

22.5% 

11.8% 

38.3% 

53.3% 

17.6% 

93.6% 

"Revised  1958.  Food  and  Nutrition  Board,  National  Research 
Council,  Washington,  D.C. 

'Cereal  Institute,  Inc.:  Breakfast  Source  Book.  Chicago:  Cereal 
Institute,  Inc.,  1958. 

Watt,  B.  K.,  and  Merrill,  A.  L. :  Composition  of  Foods— Raw, 
Processed,  Prepared.  U.S.D.A.  Agriculture  Handbook  No.  8,  1950. 


'The  allowance  levels  are  intended  to  cover  individual  variations 
among  most  normal  persons  as  they  live  in  the  United  States  under 
usual  environmental  stresses.  Calorie  allowances  apply  to 
individuals  usually  engaged  in  moderate  physical  activity.  For 
office  workers  or  others  in  sedentary  occupations  they  are  excessive. 
Adjustments  must  be  made  for  variations  in  body  size,  age, 
physical  activity,  and  environmental  temperature. 


CEREAL  INSTITUTE,  INC. 

135  South  La  Salle  Street,  Chicago  3 
A  research  and  educational  endeavor  devoted  to  the  betterment  of  national  nutrition 


DATEBOOK 


A   CALENDAR   OF   MEETINGS   AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 
(*  Indicates  first  or  revised  listing) 
MARCH 

"March  2-4 — Press  Congress  of  the  World,  U.  of 

Missouri  School  of  Journalism,  Columbia,  Mo. 
Three  days  of  panels  on  journalism  problems  in- 
cluding discussions  of  tv's  impact  on  news  pre- 
sentation and  freedom  of  access  to  news.  Dean 
Earl  English  will  preside. 

March  3 — Special  meeting  of  Technical  Com- 
mittee, Assn.  of  Maximum  Service  Telecasters, 
at  AMST  headquarters,  Washington.  Meeting 
will  deal  with  allocations  matters  in  preparation 
for  annual  meeting  of  AMST  March  15  in  Chicago. 

March  3 — Second  annual  legislature  dinner  of 
New  York  State  Assn.  of  Radio  &  Television 
Broadcasters  with  Gov.  Nelson  A.  Rockefeller  as 
guest-of-honor  and  keynote  speaker,  Ten  Eyck 
Hotel,  Albany.  Also  on  dais  will  be  New  York 
Senators  Jacob  K.  Javits  and  Kenneth  B.  Keating, 
Comr.  Robert  Lee,  of  FCC,  and  Gov.  Rockefeller's 
entire  cabinet.  Mike  Hanna,  WHCU  Ithaca,  is 
chairman  of  dinner. 

'March  4 — California  Broadcasters  Assn.,  annual 
membership  meeting,  El  Dorado  Inn,  Sacramento. 
Business  session  in  afternoon,  followed  by  dinner 
to  which  Gov.  Edmund  (Pat)  Brown,  all  39  state 
senators  and  13  key  members  of  the  assembly 
have  been  invited.  A  new  board  and  officers  will 
be  elected. 

March  5 — Tentative  date  for  argument  before 
U.S.  Supreme  Court  in  Farmers  Union  v.  WDAY 
Inc.  (WDAY-TV  Fargo,  N.D.),  involving  question 
of  immunity  of  broadcast  station  when  political 
candidate,  invoking  Sec.  315  of  Communications 
Act,  utters  libel  on  air.  Case  No.  248. 
March  5-6 — Assn.  of  National  Advertisers,  "Ad- 
vertising to  Business  &  Industry,"  Hotel  Webster 
Hall,  Pittsburgh. 

March  6-7 — 14th  annual  Radio-Tv  Conference 
&  Clinic,  U.  of  Oklahoma,  Norman.  Oklahoma 
Broadcasters  Assn.  and  Oklahoma  chapter  of  Assn. 
of  Women  in  Broadcasting  are  co-sponsoring  with 
U.  of  Oklahoma.  Some  30  speakers  from  industry 
will  appear  on  program. 

March  7 — Academy  of  Television  Arts  &  Sci- 
ences, N.Y.,  tv  tape  study  and  demonstration, 
NBC  Teletape  Center,  67th  &  Broadway,  New 
York. 

March  13-14  —  Arkansas  Broadcasters  Assn., 
spring  meeting,  Hotel  Marion,  Little  Rock. 

March  13-15 — Fm  Development  Assn.,  Conrad 
Hilton  Hotel,  Chicago. 

March  15 — Assn.  of  Maximum  Service  Telecast- 
ers, annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  9:30  a.m. 

March  15—  Mutual  Affiliates  Advisory  Commit- 
tee, Conrad  Hilton  Hotel,  Chicago. 

*  March  15— Daytime  Broadcasters  Assn.,  Conrad 
Hilton  Hotel,  Room  12,  Chicago.  All  daytimers 
invited  whether  NAB  members  or  non-members. 
March  15-18 — NAB's  annual  convention  at  the 
Conrad  Hilton  Hotel,  Chicago.  Exhibits  open;  non- 
agenda  meetings  scheduled  March  15.  Formal  ses- 


sions open  March  16  with  keynote  speech 
by  Robert  W.  Sarnoff  and  continue  through  March 
18;  schedule  topped  by  an  address  by  FCC  Chair- 
man John  C.  Doerfer  and  FCC-industry  roundtable. 
Only  NAB  associate  members  supplying  broadcast 
equipment  are  eligible  to  exhibit.  Annual  NAB 
Engineering  Conference,  with  several  joint  manage- 
ment-technical sessions,  will  be  held  concurrently 
with  convention  in  the  same  hotel. 

March  16 — NAB  Tv  Code  Review  Board,  Conrad 
Hilton  Hotel,  Chicago. 

*March  16-18 — Canadian  Board  of  Broadcast 
Governors,  public  hearings,  Tariff  Board  Hearing 
Room,  70-74  Elgin  St.,  Ottawa,  Ont. 

*March  16  and  23 — Hearing  before  Securities  & 
Exchange  Commission,  Washington,  D.C.  March  16, 
on  charges  F.  L.  Jacobs  Co.  (Alexander  Guterma) 
failed  to  report  financial  transactions.  Mr. 
Guterma,  until  his  troubles  with  SEC  began,  was 
president  and  chief  owner  of  Mutual  Broadcasting 
System.  Similar  Bon  Ami  Co.  hearing  March  23. 

March  18 — Symposium  on  social  and  economic 
forces  of  advertising  co-sponsored  by  St.  Louis 
Council  of  American  Assn.  of  Adv.  Agencies  and 
U.  of  Missouri  School  of  Journalism,  Sheraton- 
Jefferson  Hotel.  Dr.  Earl  F.  English,  dean  of 
school,  will  moderate.  Registration,  $22.50. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

*  March  21 — American  Women  in  Radio  and  Tele- 
vision, Chicago  chapter,  second  annual  conference, 
open  to  tv  and  radio  industry,  Guild  Hall,  Am- 
bassador East  Hotel,  Chicago. 

March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

March  23-28— Short  Course  in  Crime  News 
Analysis  &  Reporting,  Northwestern  U.,  Fisk  Hall, 
Evanston,  III.  Journalism  and  law  schools,  with 
Ford  Foundation  grant,  will  conduct  intensive 
instruction  for  radio-tv,  press  and  magazine 
newsmen.  Courtroom  broadcasting  is  one  of  topics. 
Attendance  fee  $100.  Registration  must  be  re- 
ceived by  March  16.  Scholarships  for  needy  avail- 
able. Members  of  lecture  staff  will  be  available 
for  interviews. 

"March  25 — Comments  due  on  proposed  FCC  rule- 
making to  change  ch.  12  Wilmington,  Del.,  from 
commercial  to  educational  or,  in  alternative,  move 
ch.  12  to  Atlantic  City,  N.J.,  or  allocate  it  to  At- 
lantic City-Wilmington.  Docket  No.  12,779. 

March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

*  March  30 — Du  Pont  Awards  Dinner,  Mayflower 
Hotel,  Washington. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

April  3-4 — Oregon  Assn.  of  Broadcasters,  u.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi   Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 
*April  4 — United   Press  Intl.   Broadcasters  of 
Minnesota  Assn.,  Spring  Meeting,  Radisson  Hotel, 
Minneapolis. 

April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  7 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

"April  10-11 — West  Virginia  Broadcasters  Assn. 
spring  meeting,  Press  Club,  Charleston. 


how  to 
be  a  hero 


Clients  might  give  you  a  medal  if 
you  installed  TelePrompTer.  But 
probably  they'll  give  you  more  busi- 
ness instead.  With  TelePrompTer 
prompting  equipment  you  can  turn 
out  a  smooth,  effective  commercial 
even  after  a  single  run-through. 
You  can  actually  cut  down  rehearsal 
time  and  still  deliver  network  quality 
in  a  live  local  message.  Another 
reason  why  "No  station  is  fully 
equipped  without  TelePrompTer." 

TelePro  6000  Rear  Screen  Projector 
can  give  your  commercials  another 
big  boost.  The  brightest  image  im- 
aginable gives  authentic  back- 
ground for  your  clients'  messages. 
Both  TelePrompTer  and  TelePro 
will  be  on  exhibit  at  the  N.  A.  B. 
Convention  in  Chicago,  March  15. 
Don't  miss  them. 

ThlLI8]pte©MIPlIklR 

— — — ■ — 11  CORPORATION. 

Originators  of 
GROUP  COMMUNICATIONS 

31 1  WEST  43  ST.,  NEW  YORK  36,  N.Y. 

tOS  ANGELES  •  WASHINGTON,  D.C.  •  CHICAGO 
HUNTSVILLE,  ALA.    •    TORONTO    •  LONDON 
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Another  thriller-diller  from  WJRT- 


Time- buyers'  best  friend:  WJRT,  the  easiest  way 
known  to  round  up  Flint,  Lansing,  Saginaw  and  Bay  City. 
And  the  most  efficient  way,  for  this  single-station  buy 
reaches  all  four  mid-Michigan  metropolitan  areas  with  a 
grade  "A"  or  better  signal.  No  more  hit  and  miss  propositions! 
WJRT  puts  you  on  location  with  penetration  from  within. 
If  your  market  includes  Flint,  Lansing,  Saginaw  and  Bay 
City,  WJRT's  single-station  approach  is  your  corner.  Try  it 
on  for  size.  See  how  success  becomes  you  in  mid-Michigan. 


WJR 

CHANNEL  FLINT 


ABC  Primary  Affiliate 


Represented  by  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

New  York  •  Chicago  •  Detroit  •  Boston  •  Sow  Francisco  *  Atlanta 


'April  12-13 — Spring  meeting,  Texas  Assn.  of 
Broadcasters,  Commodore  Perry  Hotel,  Austin. 
Members  of  Legislature  will  be  April  13  luncheon 
guests. 

April  12-14 — Assn.  of  National  Advertisers,  annual 

west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  20-23 — American    Newspaper  Publishers 

Assn.,  Waldorf-Astoria  Hotel,  New  York. 

*  April  23 — Oral  argument  before  FCC  en  banc 
on  Miami  ch.  10  case  involving  charges  of  behind- 
the-scenes  wirepulling.  Initial  decision  by  Ex- 
aminer Horace  Stern  recommended  grant  to  Pub- 
lic Service  Television  Inc.  (National  Airlines)  be 
revoked  and  allegations  of  ex  parte  representa- 
tions by  applicants  be  weighed  against  them  in 
new  comparative  hearing.  Docket  No.  9321  et  al. 

April  23-25 — Western  States  Advertising  Agencies 

Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

April  23-25 — American  Assn.  of  Advertising. 
Agencies,  annual  meeting  at  The  Greenbrier  in. 
White  Sulphur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

April  24 — Ohio  Assn.  of  Broadcasters,  Terrace- 
Hilton  Hotel,  Cincinnati. 

April  24-25 — New   Mexico   Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 
April  26-29 — National  Assn.  of  Transportation. 
Advertising    convention,    The    Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 
April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 

April  30-May  3 — Assn.  of  Women  in  Radio  &. 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 


MAY 

May  1 — National  Radio  Month  opens. 
May  1 — National  Law  Day. 
May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel: 
Galvez,  Galveston.  Annual  meeting. 
May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla.  Theme  will  be  "Films, 
and  Television  for  International  Communications." 

May  6 — National  Academy  of  Television  Arts  &. 
Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
*May  7-8 — Kentucky  Broadcasters  Assn.,  Shera- 
ton-Seelbach  Hotel,  Louisville. 
May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

May  16-17 — Illinois   News  Broadcasters  Assn., 
spring  meeting,  Southern  Illinois  U.,  Carbondale; 
also,  United  Press  Intl.  business  meeting. 
May  20-22 — Assn.  of  National  Advertisers,  tpring 
meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 
Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 

May  24-27r-Associated  Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

May  28-31— Second  Annual  Pop  Music  Disc 
Jockey  Convention  &  Seminar  under  auspices  of 
Storz  Stations,  Americana  Hotel,  Miami,  Fla. 
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KCMC  -TV  PROVES  COMPLETE 
DOMINANCE  IN  I8-C0UNTY  AREA 


Texarkana,  Texas- Arkansas— Walter 
M.  Windsor,  recently  reappointed 
Manager  of  KCMC-TV,  factually 
points  out  the  dominance  of  KCMC- 
TV  in  the  Texarkana  18-county  area. 

In  the  November  ARB,  KCMC-TV 
leads  all  stations  by  3  to  1.  Here  is  the 
share  of  audience  from 
sign-on  to  sign-off : 

KCMC-TV  64.8 
Station  B  22.4 
Station  C  12.9 


Advertisers  can  take  advantage  of  top 
ratings  such  as  these: 


I've  Got  a  Secret 

59.5 

The  Texan 

59.7 

Sheriff  of  Cochise 

50.6 

The  Millionaire 

58.9 

6  P.M.  Local  News  (Mon.-Fri.) 

48.0 

Doug  Edwards  (Mon.-Fri.) 

53.0 

Zane  Grey  Theatre 

55.3 

To  Tell  the  Truth 

59.9 

Name  That  Tune 

68.5 

Have  Gun,  Will  Travel 

67.5 

Ed  Sullivan 

54.6 

Gunsmoke 

63.7 

Playhouse  90 

50.1 

Not  only  is  the  KCMC- 
TV  dominance  re- 
flected in  the  rat- 
ings, but  here  is 
the  coverage  pic- 
ture according 
to  NCS  #3: 


In  the  18-county  area  91.4%  view  KCMC- 
TV  weekly  after  6  P.M.  while  86.3%  view 
KCMC-TV  weekly  before  6  P.  M. 

The  advertiser  needs  KCMC-TV  to 
sell  and  sell  hard  this  prosperous  half- 
billion  dollar  18-county  market  area. 

Call  Venard,  Rlntoul  &  McConnell,  Inc.  for 
more  information. 


KCMC-TV  q 


CHANNEL  6 

Texarkana 

100,000  WATTS  MAXIMUM  POWER 


Walter  M.  Windsor,  General  Manager 
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Jack  Rollings,  National  Sales  Manager 

it 


BUYING 
DETROIT  AND 
SOUTHEAST 
MICHIGAN? 


WXYZ-TV 

YOUR  BEST  BUY 
IN  MICHIGAN 
IS  NOW  A  BETTER 
BUY  THAN  EVER! 


TOWER! 

tallest  TV  tower  in  south- 
east Michigan 


POWER! 

blanketing  an  even  larger 
area  with  a  powerful  signal 


AUDIENCE! 

wxyz-tv  adds  new  viewers 
running  into  the  hundreds 
of  thousands 


COVERAGE! 

wxyz  adds  scores  of  sub- 
urbs, towns  and  cities 


Now  transmitting  from  the 
heart  of  America's  fifth  market 
.  .  .  center  of  Southeast 
Michigan's  population  shift! 

This  huge  1,073  ft.  tower  per- 
mits WXYZ-TV  to  blanket  a 
larger  area  than  ever  with  a 
powerful  signal  .  .  .  adding 
hundreds  of  thousands  of 
viewers  to  its  coverage  area! 
now  WXYZ-TV  serves  more 
people,  better! 


Videotape  roundup 

editor: 

Just  a  note  to  tell  you  what  a  great 
article  you  did  on  videotape  (Feb.  9, 
page  112).  It  was  a  most  comprehensive 
coverage  of  the  .  .  .  situation.  .  .  . 

Dorothy  L.  Winter 

BBDO,  New  York 

Sid  Hix  scores  a  hit 

editor: 

John  Cameron  Swayze  brought  to 
my  attention  the  cartoon  which  ap- 
peared in  the  Jan.  12  issue  of  Broad- 
casting and  which  was  subsequently  re- 
printed in  the  Jan.  16  edition  of  the 
Chicago  Sun  Times  .  .  . 

I  am  referring  ...  to  the  cartoon 


OPEN  MIKE 


with  the  caption:  "It's  a  Mrs.  Swayze. 
Her  husband  dropped  a  watch  in  her 
washer." 

As  you  may  .  .  .  know,  we  are  the 
agency  for  Timex  watches  and  ...  I 
would  like  very  much  to  present  the 
original  artwork  of  this  cartoon  to  the 
client  as  sort  of  a  souvenir  memento. 

James  M.  Ellers 

Doner  &  Peck  Inc. 

New  York 


Legislative  roundup 

editor: 

.  .  .  Not  only  was  I  glad  to  get  the 
highlights  of  the  circus  that  will  be 
performing  in  the  Interstate  Commerce 
ring  (Jan.  26,  page  27),  but  it  was  also 
good  to  have  a  picture  of  the  members 
of  the  committee — and  their  back- 
grounds .  .  . 

Rep.  Hastings  Keith 

(R-Mass.) 

Packs  a  wallop 

editor: 

Buried  somewhere  in  the  middle  of 
the  book  (Jan.  26)  you  carried  a  small 
item  concerning  a  reported  television 
effort  on  behalf  of  one  of  our  clients. 
I  thought  you  would  be  interested  and 
pleased  to  know  that  within  one  week 


following  the  appearance  of  this  item, 
I  received  phone  calls  from  every  tele- 
vision station  and/ or  its  representative 
concerning  possible  business. 

Although  I  have  always  been  aware 
of  the  impact  delivered  by  the  pages  of 
Broadcasting,  I  never  quite  realized 
how  very  complete  is  the  penetration. 

Peter  M.  Bardach 

Senior  Media  Buyer 

Foote,  Cone  &  Belding 

New  York 

'Quiz  of  Two  Cities'  status 

editor: 

Regarding  Albert  Buffington's  letter 
(Open  Mike,  Feb.  16)  complaining 
that  I  did  not  originate  the  Quiz  of  Two 
Cities,  he  is  so  right. 

Our  press  department  made  a  boo- 
boo  in  using  the  word  "originated." 
They  should  have  said,  "wrote  and  pro- 
duced." 

Brent  O.  Gunts 

Station  Manager 

WBAL-TV  Baltimore 

Intermountain  keeps  climbing 

editor: 

On  page  45  of  the  Jan.  19  issue  .  .  . 
there  is  a  news  item  regarding  the  drop 
in  national  spot  billings  during  1958. 

[Jan.  21]  we  closed  the  calendar  year 
1958  for  Intermountain  Network  and  in 
spite  of  drops  in  national  spot,  declining 
revenues  on  national  networks,  Inter- 
mountain Network,  I  am  very  proud  to 
report,  had  a  gain  in  total  gross  sales  of 
34%,  1958  over  1957.  Even  more 
interesting,  Intermountain  Network's 
gain  in  national  spot  is  13%,  1958  over 
1957. 

Lynn  L.  Meyer 
President 

Intermountain  Network  Inc. 
Salt  Lake  City 

Valuable  'textbook' 

editor: 

I  can't  begin  to  tell  you  how  im- 
portant Broadcasting  is  to  a  college 
student  majoring  in  radio  and  television. 
A I  Husted 

WHCU  Ithaca,  N.  Y. 


MRJH  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.06.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35*  per  copy;  Yearboek  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  BeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


WXYZ-TV 

CHANNEL  mm 
DETROIT    ABC  m 

Represented  Nationally  by  BLAIR- TV 
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RATINGS 


BUDGE 


"When  a  man's  business  card  reads  'HAVE  GUN 
—  WILL  TRAVEL*  he  must  always  stay  one 
jump  ahead  of  the  competition."  Again  KSLA-TV 
has  "notched-up"  EIGHT  of  the  TOP  TEN 
shows  ...  20  of  the  TOP  25  with  a  weekly 
audience  of  51.1%  mornings,  61.2% 
afternoons  and  57.5%  nighttime.  * 

You  just  can't  quarrel  with  a  station  that  promotes 
consistently  . .  .  programs  imaginatively 
.  .  .  delivers  a  clean,  clear  picture  ...  is  backed 
up  with  BASIC  CBS  programming .  .  . 
and  comes  out  ON  TOP  in  every  TV  audience 
survey,  time  after  time. 

You  can  hire  a  TOP  GUN  to  work  for  you 
in  Shreveport  by  contacting 
Messrs.  Harington,  Righter  and  Parsons 
for  the  complete  KSLA-TV  story. 


Colt  .45  engraved  by  E.  C.  Prudhomme,  Shreveport 


shreveport,  la. 


November,  1958  ARB  Represented  nationally  by:  HARRINGTON,  RIGHTER  and  PARSONS,  INC. 
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moves  ratings  just  one  way. .,  straight  up!  Ask  Conoco, 
enewed  WHIRLYBIRDS  for  its  third  year  in  65  markets. 
:uit  (10  markets),  Scudder  Foods  (9  markets),  Coca-Cola 
Anheuser-Busch,  Citizens  Savings  &  Loan,  Duffy- Mott, 
;,  R.  J.  Reynolds,  Philco,  American  Oil  or  Pillsbury  Mills. 

rs  (major-leaguers  who  know  all  the  angles)  know  that 
outclimbs  competition.  This  high-flying  action  series  is 
teriod  in  Portland,  Me.  (39.8  rating);  Miami  (35.4  rating); 
»urg  (39.7  rating);  Milwaukee  (30.8  rating);  Mobile  (44.1 
(33.5  rating)  and  Denver  (32.1  rating).  These  are  only  a 
5  where  WHIRLYBIRDS  commands  supremacy  of  the  air. 

IRDS  your  sales  vehicle.  You'll  have  the  climb  of  your  life, 
n  programs  for  all  stations"  CBS  FILMS© 

•EL.ES,  DETROIT,  BOSTON,  SAN  FRANCISCO,  ST.  LOUIS,  DALLAS,  ATLANTA.  IN  CANADA:  S.W.CALDWELL,  LTD. 


SOURCE:  ARB 


This  is  the 
kind  of  hold 
our  station 
has  on 
people . . . 


You've  heard  of  the  "distaff  side."  And  a  very  rare  view 
it  is.  But  not  everyone  can  show  you  mother  handing 
down  to  daughter  the  veritable  power  symbol  of  her  sex! 

We  can — because  things  are  different  in  this  thriving 
land.  The  home  and  family  is  an  institution  here,  where 
68%  home-ownership  compares  with  a  national  55% 
average.  And  to  furnish  and  provide  for  the  hundreds 
being  built,  our  breadwinners  boast  the  highest  average 
pay-check  in  a  very  wealthy  state. 

They  turn  instinctively,  compulsively,  to  our  kind  of 
programming — to  our  unfrenetic,  low-key  voicings.  They 


crave  a  good  balance  of  public  service,  news  and  sports 
unmarred  by  such  two-way  irritations  as  triple-spots. 
They  express  their  desires  in  every  tangible  way  you 
wish — including  far  superior  mail  counts  and  ratings. 
Plus  loyalty  to  sponsors'  products. 

Here,  you  not  only  reach  a  purchasing  power  of  over 
3  Vz  billions  a  year — but  you  reach  its  people  with  enough 
expressed  loyalty  to  make  America's  17th  market  even 
more  rewarding  to  you  than  rank  indicates — Let  George 
P.  Hollingbery  show  you 
what  "hold"  means.  WHIO-TV 


ONE  OF  AMERICA'S  GREAT  AREA  STATIONS 

Reaching  and  Holding  2,881,420  People — in  41  Counties  of  3  States 
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MONDAY  MEMO 

from  GENE  W.  DENNIS,  air  media  executive,  Potts-Woodbury  Inc.,  Kansas  City 


Spot's  not  an  end  but  a  means 


Far  too  often  we  have  all  seen  spot 
radio  being  used  as  an  end  in  itself 
rather  than  as  the  important  component 
of  a  sales  campaign  that  it  can  be.  To 
achieve  the  maximum  efficiency  from 
radio  in  many  instances,  it  pays  to  ap- 
proach as  closely  as  possible  the  ideal  of 
translating  each  bit  of  interest  aroused 
into  a  sale. 

In  January  1957,  we  found  ourselves 
in  a  position  to  put  this  theory  to  work 
for  our  client,  D-X  Sunray  Oil  Co. 
Market  research  indicated  that  the  rural 
market  was  an  important  segment  of  D- 
X  Sunray's  18-state  market  area.  It 
further  indicated  that  major  oil  com- 
panies were  directing  no  concerted  cam- 
paign at  this  market. 

Decision  to  Revamp  •  D-X  decided 
to  revamp  and  expand  its  approach  to 
the  farm  market  by  launching  a  cam- 
paign that  would  increase  sales  to  rural 
customers.  This  was  distinct  from  its 
over-all  consumer  drive  in  various  me- 
dia, including  tv  and  radio.  D-X  wished 
to  accomplish  these  three  objectives  set 
forth  by  Clarence  F.  Niessen,  advertis- 
ing and  sales  promotion  manager  of 
D-X  Sunray:  (1)  Build  listenership  for 
D-X  Sunray's  advertising,  (2)  Tell  the 
D-X  farm  product  story  to  more  peo- 
ple than  ever  before,  (3)  Build  prestige 
for  D-X  in  the  farm  market. 

The  attack  was  an  innovation  in  farm 
programming,  called  the  D-X  Farm  In- 
formation Center,  under  the  direction 
of  Roy  B.  Middleton  Jr.,  D-X  Sunray 
assistant  advertising  manager. 

The  first  step :  Get  the  farmer's  inter- 
est by  giving  him  material  he  wants  and 
finds  genuinely  valuable  in  his  work; 
information  not  usually  presented  dur- 
ing local  farm  broadcasting. 

To  do  this,  D-X  Sunray  set  up  a 
regional  farm  radio  network.  Twenty- 
seven  radio  stations  are  used.  They  were 
selected  for  their  strong  farm  program- 
ming and  listenership  and  they  give  sat- 
uration of  the  rural  market  within  the 
18  state  D-X  Sunray  market  area. 

The  D-X  Farm  Information  Center 
is  broadcast  as  five-minute  programs 
three  times  a  week  on  each  of  these 
stations.  In  each  instance,  the  52-week 
series  is  scheduled  at  the  peak  listening 
time  of  the  rural  audience,  within  farm 
programming  segments. 

Another  first  by  the  D-X  Farm  In- 
formation Center  is  its  group  of  17  ra- 
dio farm  directors — each  the  leading 
farm  director  in  his  state.  These  D-X 
farm  directors  present  the  topics  in  the 
Farm  Information  Center  broadcasts 


and  appear  on  a  rotating  basis.  The  farm 
directors  also  serve  as  guest  editors  in 
the  client's  editorial  type  farm  publi- 
cation advertisement. 

Each  farm  director  is  required  to 
write  only  one  script  a  month,  which 
allows  plenty  of  time  for  research.  As  a 
result  of  this  research,  D-X  has  found 
itself  aligned  with  many  of  the  leading 
agricultural  institutions  of  the  country. 

That  Extra  Touch  •  Basic  to  the  set- 
up of  the  D-X  Farm  Information  Cen- 
ter is  the  idea  of  offering  the  listener 
service  beyond  that  which  he  receives 
by  listening  to  the  broadcasts.  The  script 
of  each  program  is  offered  free  to  lis- 
teners. Quite  often,  an  authoritative 
booklet  on  the  subject,  or  plans  for  farm 
buildings,  are  offered  free  upon  request. 

This  service  of  offering  further  free 
information  to  the  farmer  is  the  first 
link  in  translating  mass  media  interest 
into  personal  sales.  As  of  Jan.  14,  1957, 
the  D-X  Farm  Information  Center  had 
received  49,477  mail  requests  for  infor- 
mation on  farm  problems.  Here's  what 
happens  to  such  a  request. 

Each  radio  station  forwards  all  Farm 
Information  Center  mail  to  the  D-X 
Farm  Information  Center  in  Kansas 
City,  Mo.  All  requests  are  filled  by  re- 
turn mail  and  carry  a  covering  letter 
thanking  the  writer  for  his  interest. 

At  the  same  time  the  request  is  an- 
swered, the  writer's  name  is  sent  to  the 
D-X  division  office  which  has  sales  jur- 
isdiction over  his  area.  From  there,  it 
is  forwarded  to  the  D-X  farm  service- 
man nearest  the  writer's  address.  With- 
in a  week,  the  D-X  farm  serviceman 
calls  on  the  writer,  explaining  that  he 
heard  of  his  mail  request  from  the  D-X 
Farm  Information  Center  and  asking 
if  he  can  be  of  further  assistance.  Nat- 
urally, the  subject  of  D-X  farm  products 
comes  up.  The  farmer  who  showed  in- 
terest in  the  D-X  Farm  Information 
Center  a  week  ago  finds  himself  the  re- 
cipient of  a  personal  call  by  a  man  in- 
terested in  his  problems. 

Each  D-X  farm  serviceman  has  at- 
tended a  D-X  Farm  Information  Center 
clinic  held  in  his  own  area  by  D-X  di- 
vision office  personnel.  This  program  is 
under  the  direction  of  E.  T.  Marshall 
Jr.,  Potts-Woodbury  account  executive. 

87.5%  Are  Sold  •  A  recent  study 
shows  that  87.5%  of  all  farmers  who 
have  been  called  upon  by  agents  in  this 
way  bought  some  D-X  product  as  a  re- 
sult of  the  call. 

Mass  media  and  personal  sales  have 
cooperated  to  translate  a  farmer's  in- 


terest into  a  sale,  and  a  new  customer 
for  D-X  products. 

In  addition,  the  D-X  Farm  Informa- 
tion Center  provides  copies  of  all  scripts 
to  a  large  number  of  vocational  agricul- 
ture instructors  and  farm  youth  leaders 
within  the  client's  marketing  area.  These 
scripts  are  put  to  use  in  classrooms,  and 
as  reference  material  by  4-H  clubs,  FFA 
chapters  and  other  farm  youth  groups. 

In  offering  a  program  which  provides 
a  genuine  service  to  farmers,  D-X  has 
made  an  investment  which  is  already 
beginning  to  pay  handsomely.  During 
the  last  six  months  of  1957,  D-X  farm 
sales  were  up  8%  over  the  same  period 
for  1956.  For  the  first  six  months  of 
1958,  they  were  6%  ahead  of  the  cor- 
responding period  of  1957.  In  both  in- 
stances, these  sales  gains  were  far  above 
the  industry  averages. 

There  is  always  a  proper  place  for 
radio  to  be  used  in  almost  any  con- 
ceivable combination  with  other  media, 
and  in  certain  cases  it  may  be  the  best 
media  for  whole  selling  campaigns.  But 
in  many  instances,  with  a  broader  view 
of  radio's  place  in  the  entire  selling  pic- 
ture, spot  radio  can  be  made  to  work 
most  efficiently  when  combined  with 
personal  selling. 

We  cite  the  D-X  Farm  Information 
Center  as  a  prime  example  of  an  excel- 
lent and  underworked  idea. 


Gene  W.  Dennis;  b.  Feb.  6,  1918,  at 
Sioux  Falls,  S.D.  Joined  KSOO-KELO 
Sioux  Falls  as  announcer-newscaster  in 
1935.  With  KMBC  Kansas  City  as  di- 
rector of  special  features,  1938-1942. 
Served  as  CBS  correspondent,  writer 
and  producer,  1942-1946.  Joined  Potts- 
Woodbury  Inc.,  Kansas  City  in  1947, 
where  he  is  presently  air  media  execu- 
tive on  D-X  Sunray  and  several  other 
major  accounts. 
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in  Synonyms. . . 

in  TV  and  Radio  ... 

IT'S 

BROADCASTING 

it's  Roget's  Thesaurus 

YEARBOOK ! 

Finding  the  right  word  is  the  first  principle 
of  being  articulate.  Respected  (esteemed, 
time-honored,  venerable)  and  authoritative 
(reliable,  accurate,  informative)  fittingly 
describe  Roget's  Thesaurus,  famous 
reference  book  of  synonyms  and  anto- 
nyms. In  the  business  world  of  television 
and  radio,  they  apply  just  as  fittingly  to 
BROADCASTING  YEARBOOK,  the  most 
complete  and  dependable  reference  vol- 
ume for  busy  people  in  broadcast  adver- 
tising. To  them,  finding  the  right  facts  is 
the  first  principle  of  being  profitably 


informed.  The  1959  BROADCASTING 
YEARBOOK  -  covering  both  TV  and  radio 
-will  be  on  their  desks  in  August  (and  a 
full  12  months  thereafter).  They'll  find  it 
more  valuable  than  ever... a  veritable 
thesaurus*  of  information  on  every  aspect 
of  broadcast  advertising.  If  you  have  a 
message  for  people  who  make  TV-radio 
decisions,  here's  THE  forum  wherein  to 
speak  up!  Circulation:  16,000.  Final  dead- 
line: July  15  (or -for  proofs -July  1). 
Reserve  the  position  you  want  NOW  before 
it's  gone! 


*The  Greeks  had  words  tor  almost  everything.  "Thesaurus" 
meant  a  treasury  or  storehouse;  the  1959  BROADCASTING 
YEARBOOK  is  a  treasure-trove  of  facts.  Get  it? 
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THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 
1735  DeSales  Street,  N.  W.,  Washington  e,  D.  C. 


YOU  ARE  NEEDED 
FOR  THIS  YEAR  OF  PROGRESS 

You  are  unique.  You  are  a  one-of-a-kind  man  needed  to 
think  for  a  new  world  of  tomorrow.  Your  greatest  gift 
to  progress  can  be  your  ability  to  apply  your  inherent 
differences  in  thought  and  background  to  your  field  of 
specialty  in  radio  electronics. 

To  help  you  think,  to  help  you  generate  new  ideas, 
come  see  the  Radio  Engineering  Show  that  requires  all 
4  floors  of  New  York  City's  Coliseum.  Come  hear  your 
choice  of  more  than  200  papers  to  be  given  during  the 
Convention.  You  are  needed.  Yes,  it  takes  a  coliseum 
to  hold  the  greatest  show  on  earth.  Then,  it  takes  you 
to  have  the  great  thought,  the  inspiration  in  radio 
electronics. 


THE  IRE  NATIONAL  CONVENTION 

Waldorf-Astoria  Hotel 
^  AND  THE  RADIO 

ENGINEERING  SHOW 

Coliseum,  New  York  City 


MARCH 
23  •  24 
25  •  26 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1  East  79th  Street,  New  York  21,  N.  Y. 
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It's  the 

matchless 
experience 

in  camera 
tube  design 

that  puts 
*CA-5820's 


This  is  an  "inside  look"  at 
the  famous  RC A-5820  Image 
Orthicon.  The  design  is 
backed  by  25  years  of  re- 
search and  manufacturing 
experience  in  television 
camera  tubes.  RCA  orig- 
inated it.  And  RCA  con- 
tinues to  make  improve- 
ments in  this  famous  camera 
tube  in  accordance  with  the 
st  tube  engineering  practice  known. 
Consider,  for  example,  just  a  few  of  the 
iportant  advantages  now  incorporated  in 
:A-5820's-MICRO-MESH  and  SUPER- 
SfNODE  design.  These  two  innovations 
me  (1)  do  away  with  dynode  burn,  (2) 
minate  the  need  for  defocusing  to  stop 
esh  pattern  and  moire,  (3)  improve  pic- 
re-signal  output,  (4)  reduce  tube  cost  per 
iur  of  camera  operation. 
Leader  in  camera  tube  development  ever 
ice  the  early  days  of  electronic  television, 
2 A  today  offers  a  complete  line  of  TV  cam- 
a  tubes.  Your  RCA  Electron  Tube  Distrib- 
!  or  is  "headquarters"  for  the  entire  RCA 
le  of  camera  tubes. 


NOW 


Two  great  Carolina  stations  can  telecast  your  advertising 
message  simultaneously  with  one  purchase — increased 
economy  with  increased  coverage. 


57.4%  OF  CAROLINA  TV  HOMES  in 
one  buy  at  an  attractive  discount. 


WBTV,  Charlotte,  and 
WBTW,  Florence,  are  now 
linked  by  two-way  micro- 
wave, enabling  these  great 
area  stations  to  telecast 
simultaneously  and  giving 
advertisers  an  exciting 
double  buy  at  an  attractive 
bonus  discount. 

Extend  your  advertising 
on  eitljer  Jefferson  Standard 
television  station  to  include 
the  other— or  buy  both 
stations  together.  You'll 
cover  almost  60%*  of  all 
television  homes  in  the 
Carolinas! 

Combination  buys  earn  15% 
discount  on  WBTW  rates, 
in  addition  to  all  other 
applicable  discounts— 
increased  economy  with 
increased  coverage. 
If  you're  already  using 
WBTV,  you  can  add  the 
rich,  balanced  agricultural- 
industrial  WBTW  market 
at  an  exceptionally  low 
cost-per-thousand. 

Here's  the  combination  for 
increased  Carolina  sales 
at  a  most  economical  rate. 
WBTV-WBTW,  by 
microwave. 

°NCS  #3-March,  1958. 


One  call  to  CBS  TV  Spot  Sales  will  do  it! 
JEFFERSON    STANDARD     BROADCASTING  COMPANY 
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TWO  SUPREME  COURT  HAYMAKERS 

•  Lower  court  ruling  on  NBC  antitrust  suit  reversed 

•  It  means  network  must  go  to  trial  on  stations  swap 

•  Other  blow:  state  taxes  on  out-of-state  firms  upheld 


The  Supreme  Court  last  week  issued 
two  drastic  rulings:  one  completely  re- 
vising the  picture  in  the  Justice  Dept.'s 
antitrust  action  against  NBC;  the  other 
affecting  the  economics  of  broadcasting 
as  an  element  of  the  American  business 
community. 

•  The  high  court  swept  aside  the  con- 
tention that  the  Justice  Dept.  could  not 
institute  an  antitrust  suit  when  the  FCC 
approved  a  transaction  involving  broad- 
cast licensees. 

It  held  that  the  government  suit 
against  NBC,  involving  the  NBC-West- 
inghouse  swap  of  stations,  must  go  to 
trial.  The  suit  had  been  dismissed  by  a 
federal  district  judge  on  the  ground 
that  the  Commission's  approval  of  the 
station  exchange  barred  the  Justice 
Dept.  from  bringing  suit  against  the 
same  transaction. 

•  In  a  sweeping — and  in  many  quar- 
ters considered  a  sharp  reversal  of  past 
decisions — the  court  held  by  a  split 
vote  that  a  state  may  levy  a  tax  on  the 
net  income  of  a  company  that  has  no 
relation  to  the  state  except  that  some 
of  its  business  emanates  therefrom.  The 
court  did  say  that  the  tax  must  be  laid 
only  on  that  portion  of  a  company's  net 


income  that  can  be  apportioned  to  busi- 
ness from  the  taxing  state. 

How  the  high  court  upset 
the  applecart  for  NBC: 

The  charge  that  NBC  conspired  to 
establish  a  monopoly  in  tv  station  own- 
ership must  now  be  litigated. 

The  result  could  be  forced  divesti- 
ture of  tv  stations  from  NBC  ownership. 
This  is  what  the  Justice  Dept.  asked  in 
its  antitrust  suit  against  NBC  involving 
the  1955  NBC-Westinghouse  swap  of 
stations. 

The  U.  S.  Supreme  Court  last  week 
ruled  that  the  courts,  not  the  FCC,  have 
the  right  to  dispose  of  charges  of  anti- 
trust violations. 

The  unanimous  ruling — by  seven  of 
the  high  court's  nine  justices  (the  other 
two  did  not  participate) — reversed  a 
Philadelphia  district  judge  who  dis- 
missed antitrust  charges  against  NBC. 

The  lower  court  held  early  last  year 
that  the  Justice  Dept.  should  have  inter- 
vened before  the  FCC  while  the  Com- 
mission was  considering  the  NBC-West- 
inghouse Broadcasting  Co.  transfer  case. 

It  also  held  that  since  the  FCC  ap- 


proved the  matter,  the  Justice  Dept.  was 
debarred  from  attacking  the  same  trans- 
action. 

This  was  NBC's  position  before  the 
Supreme  Court  when  the  case  was 
argued  last  December.  Both  the  Justice 
Dept.  and  the  FCC  contended  that  it 
was  up  to  the  courts  to  decide  antitrust 
charges. 

Approved  by  FCC  •  The  FCC  in 

December  1955  approved  the  swap  of 
radio  and  tv  stations  between  NBC  and 
WBC.  This  involved  NBC's  stations  in 
Cleveland  being  exchanged  for  WBC*s 
Philadelphia  stations.  WBC  also  received 
$3  million  from  NBC. 

The  Justice  Dept.  brought  suit  in  De- 
cember 1956.  It  charged  that  NBC 
forced  WBC  to  acquiesce  to  the  trans- 
fers on  threat  of  withdrawing  NBC  af- 
filiations from  Westinghouse  stations. 

The  acquisition  of  the  Philadelphia 
television  station  (WRCV-TV)  gives 
NBC  a  monopoly  position  in  five  of  the 
eight  largest  market  areas  in  the  coun- 
try, the  Justice  Dept.  alleged.  It  asked 
not  only  that  the  Cleveland-Philadelphia 
swap  be  abrogated,  but  that  NBC  be 
forced  to  divest  itself  of  such  assets  as 


■The  seven  votes  in  the  NBC  antitrust  ruling  N  f — Two  non-voters 


jnecGon  on 

Warren  Black  Clark  Harlan  Brennan  Whittaker  Stewart  Frankfurter  Douglas 

e  Majority  of  six  upholding  state  taxes  ^    f  The  three  dissenters  „ 

Warren  Black  Douglas  Clark  Harlan  Brennan  Frankfurter         Whittaker  Stewart 
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Putting  antitrust  enforcement  where  it  belongs 


Here  are  significant  excerpts  from  the  Supreme  Court 
opinion  written  by  Chief  Justice  Earl  Warren  in  the 
antitrust  case  against  RCA-NBC: 

".  .  .  While  [legislative]  history  compels  the  conclusion 
that  the  FCC  was  not  intended  to  have  any  authority  to 
pass  on  antitrust  violations  as  such,  it  is  equally  clear 
that  courts  retained  jurisdiction  to  pass  on  alleged  anti- 
trust violations  irrespective  of  Commission  action  .  .  . 

"This  court  consistently  held  that  when  rates  and 
practices  relating  thereto  were  challenged  under  the  anti- 
trust laws,  the  agencies  had  primary  jurisdiction  to  con- 
sider the  reasonableness  of  such  rates  and  practices  in 
the  light  of  the  many  relevant  factors  including  alleged 
antitrust  violations,  for  otherwise  sporadic  action  by  fed- 
eral courts  would  disrupt  an  agency's  delicate  regulatory 
scheme,  and  would  throw  existing  rate  structures  out 
of  balance. 

"While  the  television  industry  is  also  a  regulated 
industry,  it  is  regulated  in  a  very  different  way.  That 
difference  is  controlling.  Radio  broadcasters,  including 
television  broadcasters  ...  are  not  included  in  the 
definition  of  common  carriers  in  Paragraph  3(h)  of  the 
Communications  Act  ...  as  are  telephone  and  telegraph 
companies.  Thus  the  extensive  controls,  including  rate 
regulation,  of  Title  II  of  the  Communications  Act  .  .  . 
do  not  apply.  Television  broadcasters  remain  free  to  set 
their  own  advertising  rates  .  .  . 

"[RCA-NBC],  like  unregulated  business  concerns, 
made  a  business  judgment  as  to  the  desirability  of  the 
exchange.  Like  unregulated  concerns,  they  had  to  make 
this  judgment  with  knowledge  that  the  exchange  might 


run  afoul  of  the  antitrust  laws.  Their  decision  varied 
from  that  of  an  unregulated  concern  only  in  that  they 
also  had  to  obtain  the  approval  of  a  federal  agency. 
But  scope  of  that  approval  in  the  case  of  the  FCC  was 
limited  to  the  statutory  standard,  'public  interest,  con- 
venience and  necessity.'  .  .  . 

"The  monetary  terms  of  the  exchange  were  set  by 
the  parties  and  were  of  concern  to  the  Commission  only 
as  they  might  have  affected  the  ability  of  the  parties  to 
serve  the  public.  Even  after  approval,  the  parties  were 
free  to  complete  or  not  to  complete  the  exchange  as 
their  sound  business  judgment  dictated.  In  every  sense, 
the  question  faced  by  the  parties  was  solely  one  of  busi- 
ness judgment  (as  opposed  to  regulatory  coercion),  save 
only  that  the  Commission  must  have  found  that  the 
'public  interest'  would  be  served  by  their  decision  to 
make  the  exchange.  No  pervasive  regulatory  scheme  was 
involved. 

"This  is  not  to  imply  that  federal  antitrust  policy  may 
not  be  considered  in  determining  whether  the  'public 
interest,  convenience  and  necessity'  will  be  served  by 
proposed  action  of  a  broadcaster,  for  this  Court  has  held 
the  contrary  .  .  .  Moreover,  in  a  given  case  the  Com- 
mission might  find  that  antitrust  considerations  alone 
would  keep  the  statutory  standard  from  being  met,  as 
when  the  publisher  of  the  sole  newspaper  in  an  area 
applies  for  a  license  for  the  only  available  radio  and 
television  facilities  which,  if  granted,  would  give  him  a 
monopoly  of  that  area's  major  media  of  mass  com- 
munication .  .  ." 


the  court  "deemed  proper  and  neces- 
sary." 

The  stations  involved  in  the  exchange 
were  NBC's  WTAM-AM-FM  and 
WNBK  (TV)  Cleveland  (now  WBC- 
owned  KYW-AM-FM-TV)  and  WBC's 
KYW  and  WPTZ  (TV)  Philadelphia 
(now  RCA-owned  WRCV-AM-TV) . 
Westinghouse  bought  the  then  WPTZ 
from  Philco  in  1953  for  $8.5  million. 

The  FCC  conducted  an  investigation 
of  the  coercion  charges  before  it  ap- 
proved the  transfer  on  Dec.  21,  1955. 
The  approval  was  by  a  vote  of  five  to 
one.  Comr.  Robert  T.  Bartley  dissented, 
expressing  fear  that  the  Commission's 
approval  might  foreclose  the  Justice 
Dept.  or  the  Federal  Trade  Commission 
from  taking  action  in  the  event  they 
concluded  that  the  transaction  violated 
the  antitrust  or  monopoly  laws. 

Comrs.  John  C.  Doerfer  and  Richard 
A.  Mack  rebutted  this  contention,  hold- 
ing that  FCC  approval  could  not  effec- 
tively preclude  action  by  other  govern- 
ment agencies.  The  Commission  kept 
the  Justice  Dept.  advised,  but  was  never 
asked  to  delay  action  on  the  transfer 
applications. 

No  Indictment  •  Before  filing  the 
civil  suit,  the  Justice  Dept.  submitted 
the  case  to  a  grand  jury  in  Philadelphia 
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but  no  indictment  was  brought  in. 

NBC  owns  vhf  tv  stations  in  New 
York,  Philadelphia,  Washington,  Chi- 
cago, and  Los  Angeles.  It  also  owns  uhf 
stations  WNBC  (TV)  New  Britain, 
Conn.,  and  now-dark  WBUF  (TV)  Buf- 
falo, N.  Y.  Under  FCC  regulations,  a 
single  owner  may  own  no  more  than 
seven  tv  stations,  of  which  no  more 
than  five  may  be  vhf. 

NBC's  Philadelphia  television  station 
is  under  attack  from  another  quarter 
also.  Philco  Corp.  last  year  protested 
to  the  FCC  the  license  renewal  of  the 
NBC  Philadelphia  outlets  on  the 
ground  that  ownership  by  RCA  of 
these  communication  media  gave  RCA 
an  unfair  competitive  advantage.  The 
FCC  denied  Philco's  petition,  stating 
that  the  Philadelphia  radio-tv-appliance 
manufacturer  had  no  standing  to  pro- 
test. 

A  U.S.  circuit  court  overruled  the 
FCC,  and  ordered  the  Commission  to 
permit  Philco  to  press  its  protest 
charges.  NBC  then  asked  the  U.S. 
Supreme  Court  to  review  the  appeals 
court  decision,  but  last  month  the 
Supreme  Court  refused.  So  far  the 
FCC  has  not  set  a  date  for  a  hearing 
on  this  protest. 

Philco  also  has  a  $1.5  million  triple- 


damage  suit  against  RCA  alleging  un- 
fair patent  practices.  This  is  still  pend- 
ing. 

What  it  Means  •  Essentially  what 
the  Supreme  Court  said  was  that  it  is 
up  to  the  courts  to  decide  whether  the 
anti-trust  laws  are  violated — not  the 
FCC. 

The  opinion,  delivered  for  the  unani- 
mous seven-man  court  (Justices  Frank- 
furter and  Douglas  did  not  participate) 
was  written  by  Chief  Justice  Earl  War- 
ren. 

The  Chief  Justice  quoted  extensively 
from  the  legislative  history  of  the  anti- 
trust provision  of  the  Communications 
Act,  and  its  predecessor  the  Federal  Ra- 
dio Act,  and  held  that  Congress  did  not 
intend  that  the  FCC  pass  on  antitrust 
violations. 

".  .  .  it  is  equally  clear,"  the  opinion 
stated,  "that  courts  retained  jurisdiction 
to  pass  on  alleged  antitrust  violations 
irrespective  of  Commission  action." 

Even  when  Congress  in  1952  deleted 
that  portion  of  Sec.  3 1 1  considered  for 
many  years  to  put  a  broadcaster  in  dou- 
ble jeopardy — it  provided  that  the  Com- 
mission could  refuse  to  license  a  broad- 
caster found  guilty  of  antitrust  violation 
even  though  the  judge  declined  to 
order  his  license  revoked — the  legisla- 
tive history  of  the  1952  amendments 
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WE'VE  TURNED 
THE  AUDIENCE 
UPSIDE  DOWN! 


Yes  Sir,  NCS  No.  3  reveals  a  significant  television 
situation  in  Central  Iowa.  Here  WHO-TV  is  one  of 
three  stations  competing  for  circulation.  Of  the 
three,  WHO-TV  gives  you  considerably  the  largest 
DAILY  circulation — daytime  and  nighttime.  The 
station  with  the  largest  weekly  circulation  actually 
retains  the  smallest  percentage  of  DAILY  circulation, 
daytime  and  nighttime. 

To  us,  this  clearly  indicates  that  more  people  watch 
WHO-TV,  more  often  and  more  consistently,  than 
watch  any  other  station.  This  seems  logical,  too, 
because  WHO-TV  gives  this  big  market  the  costliest, 
fastest-moving,  most  exciting  television  fare  available 
— not  occasionally,  but  EVERY  day  and  night! 

Take  films,  for  example.  WHO-TV  has  practically 
every  big  film  package  in  America — a  quarter  of  a 
million  dollars'  worth — including  MGM  .  .  .  Cham- 
pagne .  .  .  Galaxy  20  .  .  .  Vanguard  .  .  .  Big  50  .  .  . 
Warner  Brothers,  and  others. 

Ask  PGW  for  all  the  facts  on  WHO-TV. 
NCS  No.  3  CIRCULATION 


DAYTIME 

NIGHTTIME 

Weekly 

Daily 

Weekly 

Daily 

WHO-TV 

Sta.  "K" 
Sta.  "W" 

214,800 

197,100 
222,750 

144,830 

129,430 
133,260 

238,830 
218,850 
255,470 

187,640 

173,370 
180,350 

WHO-TV  is  part  of 
Central  Broadcasting  Company, 
which  also  owns  and  operates 
WHO  Radio,  Des  Moines 
WOC-TV,  Davenport 
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Channel  13  •  Des  Moines 
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Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc., 
National  Representatives  Affiliate 
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C.  E.  Hooper,  May,  1958 


The  station  serving 


CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 


Associated  with  Lansing's 


showed  that  Congress  considered  the 
right  of  challenge  to  be  made  even  of 
transactions  approved  by  the  FCC,  Mr. 
Warren  declared. 

In  the  most  significant  portion  of  the 
decision,  Mr.  Warren  ruled  that  the 
FCC  does  not  have  primary  jurisdic- 
tion to  enforce  the  antitrust  laws  in 
the  field  of  broadcasting.  Regulatory 
agencies  which  control  rates  and  prac- 
tices do  have  that  right,  Mr.  Warren 
implied,  but: 

"While  the  television  industry  is  also 
a  regulated  industry,  it  is  regulated  in 
a  very  different  way.  That  difference  is 
controlling.  Radio  broadcasters  .  .  .  are 
not  included  in  the  definition  of  com- 
mon carriers  ...  as  are  telephone  and 
telegraph  companies.  Thus  the  extensive 
controls,  including  rate  regulation  .  .  . 
do  not  apply.  Television  broadcasters 
remain  free  to  set  their  own  advertising 
rates.  Thus,  there  being  no  pervasive 
regulatory  scheme,  and  no  rate  struc- 
tures to  throw  out  of  balance,  sporadic 
action  by  federal  courts  can  work  no 
mischief." 

In  a  footnote,  the  Chief  Justice  called 
attention  to  the  fact  that  since  the  FCC 
disavowed  the  power  or  the  desire  to 
foreclose  the  government  from  antitrust 
actions  aimed  at  transactions  which  the 
Commission  has  approved,  "it  would 
be  odd  to  impose  the  doctrine  [of  pri- 
mary jurisdiction]  when  the  experts 
deny  the  relevance  of  their  skill." 

The  FCC  may,  however,  consider 
antitrust  policy  in  considering  whether 
the  "public  interest,  convenience  and 
necessity"  will  be  served  by  a  proposed 
action  of  a  broadcaster,  Mr.  Warren 
stated.  In  a  given  case,  Mr.  Warren 
noted,  the  Commission  might  find  that 
the  antitrust  considerations  alone  might 
disqualify  an  applicant,  "as  when  the 
publisher  of  the  sole  newspaper  in  an 
area  applies  for  a  license  for  the  only 
available  radio  and  television  facilities, 
which,  if  granted,  would  give  him  a 
monopoly  of  that  area's  major  media 
of  mass  communication." 

Justice  John  M.  Harlan  commented 
in  concurring  with  the  result  that  the 
FCC's  determination  of  public  inter- 
est cannot  constitute  a  "binding  adjudi- 
cation" upon  any  antitrust  issue  or  serve 
to  exempt  a  licensee  from  the  antitrust 
laws. 

And  here's  the  tax  jolt 
for  many  in  broadcasting: 

The  business  of  broadcasting — in  all 
its  ramifications — is  on  notice  that  its 
net  income  is  eligible  to  be  taxed  by 
every  state  in  the  Union. 

This  is  the  import  of  the  U.S. 
Supreme  Court  ruling  last  week.  The 
high  court  upheld  state  taxes  on  out- 


of-state  companies  doing  a  national  bus- 
iness, provided  that  the  tax  is  placed 
only  on  that  portion  of  a  company's 
net  income  generated  by  sales  in  the 
taxing  state. 

The  decision,  considered  by  one  of 
the  dissenting  justices  as  a  sharp  break 
with  past  rulings,  is  considered  likely  to 
affect  every  segment  of  the  broadcasting 
and  advertising  business. 

Past  Supreme  Court  decisions  pro- 
hibited states  from  taxing  companies 
engaged  in  interstate  commerce,  except 
where  the  companies  had  tangible  assets 
in  the  taxing  state. 

Stations,  networks,  station  represen- 
tatives, advertising  agencies,  program 
syndicators  are  considered  liable  now 
for  taxes  in  49  states.  All  do  business 
on  a  national  scale. 

Every  element  of  the  broadcast 
medium — which  by  its  fundamental 
nature  is  interstate — is  involved  in  the 
scope  of  this  decision. 

Speculation  was  rife  last  week  that 
the  Supreme  Court's  decision  would  en- 
courage the  imposition  of  a  tax  on  net 
earning  of  any  and  all  corporations  do- 
ing business  in  any  state. 

Only  35  states  now  impose  corpora- 
tion income  taxes  on  companies  located 
within  their  borders.  Companies  pay 
such  taxes  in  those  states  where  they 
have  their  headquarters,  or  in  which 
they  maintain  offices  or  plants.  They 
have  never  paid  an  income  tax  to  a 
state  in  which  they  had  no  tangible 
property  or  assets. 

The  6-3  Supreme  Court  ruling  in- 
volved income  taxes  by  Minnesota  and 
Georgia  on  out-of-state  companies. 

The  Supreme  Court  upheld  a  Min- 
nesota Supreme  Court  decision  uphold- 
ing the  tax  on  an  Iowa  cement  com- 
pany, and  reversed  a  Georgia  Supreme 
Court  decision  holding  unconstitutional 
a  similar  tax  on  an  Alabama  firm. 

Justices  Felix  Frankfurter,  Charles 
Evans  Whittaker  and  Potter  Stewart 
dissented.  They  said  that  the  majority 
decision  conflicted  with  the  commerce 
clause  of  the  Constitution  which  grants 
to  Congress  the  sole  right  to  regulate 
commerce  with  foreign  nations,  among 
the  states  and  with  Indian  tribes. 

Major  advertising  trade  associations 
and  networks  declined  to  comment  on 
the  ruling.  It  was  the  feeling  of  many 
of  these  organizations  that  criticism  of 
the  decision  was  pointless. 

One  spokesman  said  "undue  pub- 
licity" may  give  other  states  "ideas." 

In  both  the  Minnesota  case  and  the 
Georgia  cases,  the  out-of-state  com- 
panies involved  had  offices  in  the  taxing 
state. 

In  its  broad  endorsement  of  the  state 
statutes,  however,  the  court  did  not 
limit  the  tax  liability  to  companies  hav- 
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Again,  WJBK  delivers  the 
big  baseball-minded 
Detroit  market 


Michigan's  most  result-producing  independent 
radio  station  carries  the  complete  1959  schedule 
of  Detroit  Tiger  baseball  games — night  and  day, 
at  home  and  away.  This  is  the  12th  consecutive 
year  WJBK  has  been  selected  for  complete 
coverage  of  Tiger  games. 

10,000  Watts  Days  — 1,000  Watts  Nights  —  1500  KC 


DETROIT'S    BASEBALL  STATION 


WJBK 

THE  MODERN  SOUND  OF  RADIO  IN 

DETROIT 


Represented  by  the  KATZ  AGENCY,  INC. 


Storer  Broadcasting  Company 
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Miami.  Florida 


"THE  VOICE  OF  LONG  ISLAND" 


HERE'S  HOW 
LONG  ISLANDERS 
SPEND  A  DOLLAR 


ing  tangible  assets  in  the  taxing  state. 
Tax  experts  believe  that  the  court's  de- 
cision permitting  a  state  to  tax,  well 
might  be  applied  even  where  a  company 
receives  business  via  traveling  salesmen 
or  through  local  advertising,  newspaper- 
magazine-radio-tv  or  direct  mail. 

Louisiana  Case  •  Such  an  interpreta- 
tion is  the  basis  for  another  tax  case  in 
Louisiana.  This  taxes  net  income  of  a 
company,  whether  or  not  it  maintains 
offices  in  the  state.  This  is  pending  a 
Supreme  Court  decision.  States  that 
impose  corporate  income  taxes  besides 
the  states  Minnesota,  Georgia  and 
Louisiana  are: 

Alabama,  Alaska,  Arizona,  Arkansas, 
California,  Colorado,  Connecticut,  Del- 
aware, Idaho,  Iowa,  Kansas,  Kentucky, 
Maryland,  Massachusetts,  Mississippi, 
Missouri,  Montana,  New  Jersey,  New 
Mexico,  New  York,  North  Carolina, 
North  Dakota,  Oklahoma,  Oregon, 
Pennsylvania,  Rhode  Island,  South 
Carolina,  Tennessee,  Utah,  Vermont, 
Virginia  and  Wisconsin. 

The  majority  opinion,  written  by 
Justice  Tom  Clark,  acknowledged  the 
possibility  of  multiple  taxation  which 
would  amount  to  more  than  100%  of 
the  net  income  of  a  company,  but  ruled 
that  since  that  question  was  not  before 
it,  the  court  did  not  have  to  rule  on 
that  point.  It  also  stressed  that  the 
apportionment  formulas  by  the  states 
must  be  fair  and  equitable. 

Comment  by  businessmen  ran  the 
gauntlet  from  "this  is  nothing  new,"  to 
such  statements  as: 

•  States  will  now  take  a  bigger  bite 
out  of  corporate  profits. 

•  This  could  mean  a  falling  off  of 
federal  tax  income — since  state  taxes 
are  deductible  on  federal  income  re- 
turns. 

•  "The  sanctity  of  interstate  com- 
merce has  all  but  disappeared." 

Recipe  •  The  basic  formula  used  by 
states  which  already  tax  that  part  of 
the  net  income  of  out-of-state  com- 
panies attributed  to  business  within  the 
state  involves  a  complicated  three-part 
equation.  This  uses  such  factors  as: 
(a)  amount  of  company  sales  in  the 
state  compared  to  total  sales,  (b)  com- 
pany's payroll  in  state  compared  to  total 
payroll,  and  (c)  company  property 
holdings  in  the  state  compared  to  over- 
all company  property. 

The  average  of  these  three  ratios  is 
then  applied  to  the  company's  total  prof- 
its to  ascertain  the  amount  of  tax  due 
to  the  state. 

Federal  tax  analysts  in  Washington 
expressed  the  view  that  the  explicit 
working  out  of  the  court's  decision 
would  have  to  be  done  through  litiga- 
tion in  specific  cases. 


Only  after  a  couple  of  years  of  such 
clarification  will  the  impact  of  the 
ruling  be  known,  they  explained. 

In  the  only  public  negative  com- 
ment on  the  decision,  Rep.  Emanuel 
Celler  (D-N.Y.),  chairman  of  the  House 
Judiciary  Committee,  said  he  believed 
that  a  Constitutional  amendment  would 
be  required  to  overthrow  the  court's 
ruling. 

It  was  pointed  out,  however,  that 
since  a  Constitutional  amendment  would 
require  ratification  by  three-fourths  of 
the  states,  and  it  was  extremely  un- 
likely that  many  states  would  vote  to 
give  up  what  might  be  a  tax  bonanza, 
there  was  little  hope  in  that  direction. 

Although  corporate  taxes  in  the 
states  varied,  it  was  understood  to  run 
between  1.5%  and  7.3%.  In  California, 
for  example,  the  corporation  tax  on  net 
income  is  4%. 

New  York  Gov.  Nelson  Rockefeller 
warned  that  the  excessive  use  of  such 
powers  might  discourage  business  ac- 
tivity. 

New  York  Tax  Commissioner  Joseph 
H.  Murphy  echoed  Gov.  Rockefeller. 

In  the  Minnesota  case,  the  appellant 
was  Northwestern  States  Portland  Ce- 
ment Co.  an  Iowa  corporation  engaged 
in  the  manufacture  and  sale  of  cement. 
In  the  Georgia  case,  the  appellant  was 
Stockham  Valves  &  Fitting  Inc.,  an 
Alabama  company  engaged  in  the 
manufacturing  and  selling  values  and 
pipe  fittings. 

In  the  court's  majority  opinion,  Jus- 
tice Clark  stated  the  basic  case  as:  the 
constitutionality  of  state  net  income  tax 
laws  levying  taxes  on  that  portion  of  a 
foreign  company's  net  income  earned 
from  and  "fairly  apportioned"  to  busi- 
ness activities  within  the  taxing  state 
when  those  activities  are  exclusively  in 
furtherance  of  interstate  commerce. 

The  court  held  that  net  income  from 
interstate  operations  of  an  out-of-state 
corporation  may  be  subjected  to  state 
taxation  "provided  that  the  levy  is  not 
discriminatory  and  is  properly  appor- 
tioned to  local  activities  within  the  tax- 
ing state  forming  sufficient  nexus  to 
support  the  same." 

Justice  Clark  stated  that  based  on 
previous  Supreme  Court  decisions  deal- 
ing with  interstate  commerce  it  was 
clear  that: 

•  Congress  has  exclusive  power  to 
regulate  interstate  commerce.  Failure 
of  Congress  to  act  on  taxation  does  not 
free  states  to  impose  any  direct  restric- 
tions or  impositions  on  interstate  com- 
merce. 

•  States  cannot  impose  taxes  upon 
persons  passing  through,  or  coming  into 
a  jurisdiction  merely  for  temporary  pur- 
poses (such  as  "itinerant  drummers"). 

•  States  may  not  impose  a  tax  on  the 
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BUFFALO,  New  York  -  376,000  Radio  Homes 

Factory  shifts :    7  am  -  4  pm 
4  pm  - 11  pm 
11  pm  -  7  am 

Office  hours :  9  am  -  5  pm  j 
Payday:  generally  Saturday 
Evenings  stores  stay  open :  Monday,  Thursday 
Afternoon  stores  close:  Wednesday  (summer) 

Peak  traffic  hours :       6  am  -  9  am  .  ^ 

3:30  pm-7  pm  J 


mm 


18  months  of  top  ratings 
from  6  am  to  12  midnight. 
Check  Pulse,  Hooper,  Nielsen. 


BAY  CITY,  Michigan  —  31,000  Radio  Homes 


Office  hours :  9  am  -  5  pm 

Evening  stores  stay  open:  Friday 

Peak  traffic  hours :         8  am  -  9 :30  pm 
11 :45  am  - 1 :15  pm 
4  pm  -  6  pm 

Bay  City,  gateway  to  fabulous  summer 
and  winter  sports  vacations,  is  visited  by 
tourists  from  every  State,  year  'round. 


WWBC 


f    Basic  buy  with  5.6  aver- 
age Pulse  rating  7  am  to 
6  pm;  top  coverage;  low  cost. 


JACKSONVILLE,  Florida  -  126,000  Radio  Homes 

Office  hours :     9  am  -  5  pm 
Factory  shift :  7  am  -  4  pm 
Evenings  stores  stay  open:  Monday,  Friday 
Peak  traffic  hours :    7  am  -  9  am 
11  am  - 1  pm 
4  pm  -  6  pm 
Military:  U.S.  Naval  Air  Station,  Cecil  Field 

Annual  payroll:  over  $50  million 
Population  growth:  from  304,000  in  1950 
to  449,000  in  1958 


FOR  FURTHER  FACTS  ON  THESE  AND  OTHER  MAS  LA  STATIONS,  CONTACT 

JACK  MAS  LA  &  COMPANY,  liter 

Jack  Mas/a,  President  40  East  49  St.  Dick  Lawrence 

 N.Y.C.  17  Director  

Clem  O'Neill.  Mgr.  Midwest  PLaza  3-8577  of  Programming 


WIVY 

f    Highest  %  adult  listeners 

thanks  to  Ed  Bell,  Jackson- 
ville's top  radio  personality. 


NEW  YORK    *     CHICAGO    •     SAN  FRANC/SCO    •     LOS  ANGELES 


Picture  Qvs 

*What's  your  WOODquotient? 


In  how  many  of  the  506  quarter  hours  per 
week  does  WOOD-AM  have  the  greatest 
share  of  the  audience?  372,  492,  453 

(SSlf  :-i3msuy) 


COOOS  SOI/  aOO tA 
)nq  'yooq  9uoqd      m  g  ^]uq) 


This  is  the  man  that  says  WOOD-AM  has 
more  weekly  coverage  than  the  next  3 
stations  combined.  He  is  Mike  Lareau,  Bill 
Schroeder,  A.  C.  Nielsen. 


WOOD-AM  is  first  —  morning,  noon,  night,  Monday  through  Sunday 
April  '58  Pulse  Grand  Rapids 


How  to  rate  your  WOODquotient: 

0  right  —  Meathead  —  try  copywriting 

1-2  right  —  Study  up  man,  you  aren't  with  it 

3  right  —  Ask  your  boss  for  a  raise 

4  right  — Send  us  a  resume;  and  when  would 
you  like  to  start? 


WOOD 


TV 


WOODIand  Center,  Grand  Rapids,  Michigan 

WOOD-TV  —  NBC  Basic  for  Western  and  Central  Michigan: 
Grand  Rapids,  Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing. 
WOOD  —  Radio  —  NBC. 


privilege  of  engaging  in  interstate  com- 
merce. 

•  States  may  not  impose  a  tax  which 
discriminates  against  interstate  com- 
merce either  by  producing  a  direct  com- 
mercial advantage  to  local  business  or 
by  subjecting  interstate  commerce  to 
multiple  taxation. 

It  has  been  established  since  1918, 
Mr.  Clark  said,  that  a  net  income  tax 
on  revenues  derived  from  interstate 
commerce  does  not  offend  the  constitu- 
tional limitations  on  interstate  com- 
merce. He  continued: 

"While  it  is  true  that  a  state  may 
not  erect  a  wall  around  its  borders  pre- 
venting commerce  or  entry,  it  is  axio- 
matic that  the  founders  did  not  intend 
to  immunize  such  commerce  from 
carrying  its  fair  share  of  the  costs  of 
state  government  in  return  for  the  ben- 
efits derived  from  within  the  state.  .  .  ." 

On  the  question  of  multiple  taxation, 
Mr.  Clark  declared: 

"Logically,  it  is  impossible,  when 
the  tax  is  fairly  apportioned,  to  have 
the  same  income  taxed  twice.  In  prac- 
tical operation,  however,  apportionment 
formulas  being  what  they  are,  the  pos- 
sibility of  the  contrary  is  not  foreclosed, 
especially  in  levies  in  domiciliary  states." 

The  three-judge  dissent,  written  by 
lustice  Whittaker,  termed  the  majority 
opinion  a  "novel"  doctrine.  The  dis- 
senting justices  claimed  that  previous 
court  opinions  consistently  held  that  a 
state  could  not  impose  a  levy  on  inter- 
state commerce.  Here,  they  charged, 
the  court  was  acknowledging  that  states 
may  now  do  so.  They  questioned 
whether  a  corporation's  net  income 
could  fairly  be  apportioned  between 
interstate  and  intrastate  business. 

Justice  Frankfurter,  adding  his  own 
comments  to  the  dissent,  declared  that 
the  decision  "will  stimulate,  if  it  does 
not  compel,  every  state  to  devise  a 
formula  of  apportionment  to  tax  the 
income  of  enterprises  carrying  on  ex- 
clusively interstate  commerce." 

He  went  on: 

"They  [the  companies]  will  have  to 
keep  books,  make  returns,  store  records 
and  engage  legal  counsel  all  to  meet  the 
diverse  and  variegated  tax  laws  of  49 
states,  with  their  different  times  for 
filing  returns,  different  tax  structures, 
different  modes  for  determining  net  in- 
come, and  different,  often  conflicting, 
formulas  of  apportionment." 

This  will  also  increase  the  amount 
of  litigation  and  the  burden  on  the 
courts,  Mr.  Frankfurter  said. 

Besides  Justice  Clark,  other  members 
of  the  majority  were  Chief  Justice  Earl 
Warren  and  Justices  William  O.  Doug- 
las, Hugo  L.  Black,  John  M.  Harlan 
and  William  J.  Brennan  Jr. 
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ANOTHER  FABLE  OF  PROFITS' 

(As  the  old  seine  goes— so  goes  the  net) 

If/^ltNCE  UPON  A  TIME  there  was  a  station  manager  who 
|  (|^  rloved  to  fish  for  business.  He  believed  that  he  was 
\      f  worth  his  salt  and  could  play  his  line  with  the  best  of 

them,  but  when  it  came  to  boating  the  big  ones,  he  let 

them  slip  through  his  fingers. 

One  day  while  trying  to  unsnarl  a  wicked  back  lash,  the 
friendly  Boiling  man  came  along  and  showed  him  how  to 
pitch  his  bait  accurately  and  securely  hook  Rainbow 
(including  the  pot  of  gold).  - 

Today  he  nets  the  most . . .  and  his  creel  is  overflowing 
with  weighty  Contractia  Regulatis  (money-fish*). 

The  moral  of  this  story  is  . . .  tie-up  at  the  Boiling  wharf, 
they  have  no  peer. 

*For  finer  fin$  phone  us. 

THE  ROLLING  COMPANY  mc 

STATION  REPRESENTATIVES 
247  PARK  AVENUE,  NEW  YORK  CITY,  N.  Y. 


LOS  ANGELES 


SAN  FRANCISCO 


DtouBi^ioarERS 

p  ™  starring  *W 

KEENAN  WYNN 


and  co-starring 

BOB  MATH  IAS 


A  Northstar  Pictures  Production 


low  in  production— 

ward-quality  half-hour  filmed  series— 

o  satisfy  the  most  exacting  demands 

>f  America's  top  network,  regional  and  local  sponsors. 


THE 


.1 


SHOW 

starring 

DENNIS  O'KEEFE 

A  Cypress  Production 


Hudson's 
bay 

starring 

BARRY  NELSON 

PEDRO  GONZALEZ  GONZALEZ 

A  Northstar  Pictures  Production 


starring 

JEROME  COURTLAND 

with 

BUDDY  BAER 

A  Brynaprod,  S.  A.  Production 


An  exciting  new 
surprise  series! 

An  Aubrey  Schenck- 
Howard  W.  Koch  Production 


attract  the  finest  of  talents— United  Artists 
s  committed  to  production  of  a  firm  39  weeks  of  each  series, 
e  first  several  episodes  of  each  series  are  ready  to  speak  for  themselves. 


29  Seventh  Ave.,  New  York  19.  N.Y.  Circle  5-6000 


Don't 
chase 
after 


INFLATION 


Inflation  can  easily  become  a  runaway  horse. 

Inflation  is  caused  by  a  lot  of  things.  But  one 
of  the  most  important  is  rising  labor  costs  with- 
out a  corresponding  increase  in  productivity. 
The  reason :  75  per  cent  or  more  of  the  cost  of 
what  you  buy  is  for  labor. 

It's  kind  of  a  chain  reaction.  With  each  round 
of  wage  and  price  increases,  our  dollar  loses 
another  chunk  of  purchasing  power. 

If  things  keep  on  this  way  another  twenty 
years  — or  ten  — or  five  — what  will  happen  to 
your  savings,  your  insurance,  your  pension 
plans,  your  children's  education?  Inflation  robs 


STOP  IT 


you  of  your  future  security.  Isn't  it  time  to  stop 
this  senseless  spiral? 


Some  people  think  they  enjoy  a  little  inflation 
—at  least  temporarily  when  they  get  a  few  more 
dollars  in  pay. 

For  a  while  they  have  more  dollars  to  spend 
and  everything  is  rosy. 

But,  too  soon,  comes  the  day  when  rising 
costs  force  prices  up  so  high  people  don't  have 
enough  dollars  to  go  around. 

Nobody  likes  inflation  then. 


This  message  is  being  brought  to  you  by 

REPUBLIC  STEEL 

as  a  member  of  the 
AMERICAN  IRON  AND  STEEL  INSTITUTE 


Republic  Steel  fights  inflation  by  fostering  continuous 
cost-cutting  advice  to  its  customers.  Figuring  out  ways 
of  making  things  at  lower  cost  is  a  management  con- 
tribution to  your  well-being.  One  way  Republic  does 


this  is  by  providing  field  service  metallurgists  who 
advise  on  economic  steel  selection  and  the  most  effi- 
cient processing,  or  fabrication  methods  to  achieve 
best  results. 


  BROADCAST  ADVERTISING  

NATIONAL  SPOT  TV  SALES  UP  14% 

P&G  holds  top  10  lead  as  '58  time  sales  hit  $51 1.7  million 


A  total  of  $511,704,000  was  invested 
in  spot  television  time  by  national  ad- 
vertisers last  year,  an  increase  of  14% 
over  1957.  The  new  high  mark  in  spot 
tv  was  reported  last  week  by  Television 
Bureau  of  Advertising.  Spot  figures  are 
compiled  by  N.  C.  Rorabaugh  Co. 

TvB  reported  that  advertisers  spent 
$149,105,000  for  spot  tv  time  in  the 
fourth  quarter  of  1958,  "the  highest 


quarterly  figure  in  spot  tv's  history." 
The  quarter  represented  a  24.4%  in- 
crease over  the  same  period  in  1957. 

The  bureau  also  released  its  "top  10" 
spot  tv  advertisers  for  1958.  Procter 
&  Gamble  was  first  last  year  as  it  had 
been  in  1957.  Runnerup  was  Lever 
Bros,  which  had  ranked  No.  7  the  year 
before. 

"Darkhorse"  of  the  big  10  was  Adell 


Chemical  Co.  which  advertises  one  pro- 
duct only — Lestoil,  all-purpose  liquid 
detergent.  Adell  was  in  third  place  com- 
pared to  its  No.  16  ranking  in  1957. 
Brown  &  Williamson,  No.  2  in  1957, 
was  No.  8  in  1958;  while  American 
Home  Products,  No.  20  among  the  spot 
tv  advertisers  in  1957,  rose  to  No.  10 
last  year. 

Breakdown  of  the  figures: 


Top  ten  spot  tv  advertisers  in  '58 


Rank 

1958 

1957  (With  Rank) 

l. 

Procter  & 

Gamble  $33,833,100 

$25,916,840 

(1) 

2. 

Lever  Brothers 

16,578,900 

7,642,980 

(7) 

3. 

Adell  Chemical 

12,324,900 

4,109,800 

(16) 

4. 

General  Foods 

11,008,000 

8,447,900 

(5) 

5. 

Colgate- 

Palmolive 

10,998,500 

7,739,080 

(6) 

6. 

Continental 

Baking 

9,223,900 

10,190,060 

(3) 

7. 

Warner-Lambert 

8,833,100 

5,690,870 

(11) 

8. 

Brown  & 

Williamson 

8,019,600 

12,988,920 

(2) 

9. 

Miles 

Laboratories 

7,895,900 

6,392,640 

(9) 

10. 

Am.  Home  Prod 

7,275,600 

3,589,680 

(20) 

Estimated  expenditures  of 
top  100  national  and  regional 
spot  tv  advertisers  in  4th  quarter 

1.  Procter  &  Gamble 

2.  Warner-Lambert 

3.  Lever  Brothers 

4.  Adell  Chemical 

5.  General  Foods 

6.  Continental  Baking 

7.  International  Latex 

8.  Texize  Chemicals 

9.  American  Home  Prods. 

10.  Miles  Laboratories 

11.  Vick  Chemical 

12.  Colgate-Palmolive 

13.  Standard  Brands 

14.  Kellogg  Co. 

15.  Brown  &  Williamson 

16.  J.  A.  Folger 

17.  Robert  Hall  Clothes 

18.  General  Mills 

19.  American  Tobacco 

20.  National  Biscuit 

21.  Marathon  Corp. 

22.  P.  Lorillard 

23.  Avon  Products 

24.  Corn  Prod.  Ref. 

25.  Gulf  Oil 

26.  Food  Mfrs. 

27.  American  Chicle 

28.  Bristol-Myers 

29.  Coca-Cola/Bottlers 

30.  Nestle  Co. 

31.  Quaker  Oats 

32.  Wander  Co. 

33.  Anheuser-Busch 

34.  Cont.  Car-Na-Var 

35.  Pepsi-Cola  /Bottlers 

36.  Shell  Oil 

37.  Heublein 

38.  Norwich  Pharmacal 

39.  Borden  Co. 

40.  Salada-Shirriff-Horsey 

41.  U.  S.  Borax  &  Chem. 

42.  Atlantis  Sales 

43.  Stokely-Van  Camp 

44.  Sterling  Drug 


45.  Sun  Oil 

46.  Exquisite  Form 

47.  Pharma-Craft 

48.  Drug  Research 


$9,273,500 
4,629,300 
4,409,700 
3,854,200 
2,690,500 
2,404,800 
2,155,900 
2,022,100 
2,011,100 
1,950,200 
1,944,900 
1,815,000 
1,680,800 
1,608,700 
1,393,900 
1,287,300 
1,287,200 
1,144,700 
1,108,800 
968,800 
937,600 
912,200 
905,000 
899,700 
881,200 
835,400 
833,300 
827,500 
824,500 
814,800 
810,200 
809,500 
807,400 
764,300 
751,100 
734,900 
676,200 
603,400 
598,400 
595,400 
593,600 
590,900 
590,100 
588,700 
581,800 
577,300 
566,600 
565,000 


49.  Andrew  Jergens 

50.  Carling  Brewing 

51.  Minute  Maid 

52.  Falstaff  Brewing 

53.  General  Motors 

54.  Standard  Oil  of  Ind. 

55.  Esso  Standard  Oil 

56.  Chunky  Chocolate 

57.  Nat.  Cranberry  Assn. 

58.  Helene  Curtis 

59.  Fels  &  Co. 

60.  Maybelline 

61.  Carnation 

62.  R.  J.  Reynolds 

63.  Welch  Grape  Juice 

64.  Duffy-Mott 

65.  Chock-Full-0'Nuts 

66.  William  Wrigley 

67.  National  Brewing 

68.  Max  Factor 

69.  Schlitz  Brewing 

70.  Piel  Bros. 

71.  Eversharp 

72.  Parker  Pen 

73.  Helena  Rubinstein 

74.  Schick 

75.  Chesebrough-Ponds 

76.  General  Toy 
77..  Peter  Paul 

78.  Gillette 

79.  Tea  Council  of  U.  S. 

80.  Consolidated  Cigar 

81.  Philip  Morris 

82.  American  Bakeries 

83.  Wm.  B.  Reily  &  Co. 

84.  Taylor-Reed  Corp. 

85.  National  Dairy 

86.  Phillips  Petroleum 

87.  Carter  Products 

88.  Coty 

89.  Block  Drug 

90.  Nehi  /Bottlers 

91.  Monarch  Wine 

92.  Theo.  Hamm  Brewing 

93.  Atlantic  Refining 

94.  Kroger  Co. 

95.  Cream  of  Wheat 

96.  Great  A  &  P  Tea 

97.  Interstate  Bakeries 

98.  Economics  Lab. 

99.  Ford  Motor  /Regl.  I 
100.  Wildroot 


$551,200 
550,000 
545,800 
528,700 
527,500 
518,700 
516,600 
516,400 
509,900 
506,700 
501,200 
500,500 
500,300 
499,200 
497,500 
496,700 
496,000 
482,600 
479,700 
473,800 
470,500 
463,600 
459,500 
456,800 
451,600 
449,000 
443,200 
430,700 
429,200 
420,800 
414,100 
413,900 
402,800 
401,900 
401,200 
398,000 
394,200 
392,900 
383,600 
374,200 
371,200 
365,900 
365,600 
356,400 
351,400 
349,200 
348,400 
346,000 
336,100 
336,000 
330,200 
327,500 


Advertisers  by  product  classification 
in  4th  quarter 

AGRICULTURE  $  410,000 

Feeds,  Meals  224,000 

Misc.  186,000 

ALE,  BEER  &  WINE  11,593,000 

Beer  &  Ale  9,828,000 

Wine  1,765,000 

AMUSEMENTS,  ENTERTAINMENT  175,000 

AUTOMOTIVE  1,936,000 

Anti-Freeze  91,000 

Batteries  106,000 

Cars  1,257,000 

Tires  &  Tubes  195,000 


Trucks  &  Trailers  $42,000 

Misc.  Acc.  &  Supplies  245,000 

BUILDING  MATERIAL,  EQUIPMENT, 

FIXTURES,  PAINTS  514,000 

Fixtures,  Plumbing  Supplies  108,000 

Materials  176,000 

Paints  111,000 

Power  Tools  37,000 

Misc-  82,000 

CLOTHING,  FURNISHINGS, 

ACCESSORIES  4,224,000 

Clothing  3,750,000 

Footwear  243,000 

Hosiery  216,000 

Misc.  15/000 

CONFECTIONS  &  SOFT  DRINKS  8,000,000 

Confections  4,464,000 

Soft  Drinks  3,536,000 

CONSUMER  SERVICES  4,067,000 

Dry  Cleaning  &  Laundries  21,000 

Financial  733,000 

Insurance  684,000 

Medical  &  Dental  39,000 

Moving,  Hauling,  Storage  82,000 

Public  Utilities                      i  1,864,000 

Religious,  Political,   Unions  462,000 

Schools  &  Colleges  48,000 

Misc.  Services  134,000 

COSMETICS  &  TOILETRIES  11,665,000 

Cosmetics  2,908,000 

Deodorants  400,000 

Depilatories  14,000 

Hair  Tonics  &  Shampoos  1,926,000 

Hand  &  Face  Creams,  Lotions  617,000 

Home  Permanents  &  Coloring  607,000 

Perfumes,  Toilet  Waters,  etc.  1,106,000 

Razors,  Blades  1,085,000 

Shaving  Creams,  Lotions,  etc.  438,000 

Toilet  Soaps  1,879,000 

Misc.  685,000 

DENTAL  PRODUCTS  3,548,000 

Dentifrices  1,553,000 

Mouthwashes  1,788,000 

Misc.  207,000 

DRUG  PRODUCTS  15,483,000 

Cold   Remedies  7,336,000 

Headache  Remedies  2,346,000 

Indigestion   Remedies  2,317,000 

Laxatives  494,000 

Vitamins  564,000 

Weight  Aids  459,000 

Misc.  Drug  Products  1,659,000 

Drug  Stores  308,000 

FOOD  &  GROCERY  PRODUCTS  44,191,000 

Baked  Goods  6,886,000 

Cereals  4,683,000 

Coffee,  Tea  &  Food  Drinks  10,797,000 

Condiments,  Sauces,  Appetizers  1,354,000 

Dairy  Products  2,334,000 

Desserts  654,000 
Dry  Foods  (Flour,  Mixes,  Rice,  etc.)  3,282,000 

Fruits  &  Vegetables,  Juices  4,191,000 

Macaroni,  Noodles,  Chili,  etc.  759,000 

Margarine,    Shortenings  2,111,000 
(Continues  on  next  page) 
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Meat,  Poultry  &  Fish  $1,689,000 

Soups  208,000 

Misc.  Foods  2,071,000 

Misc.  Frozen  Foods  528,000 

Food  Stores  2,644,000 

GARDEN  SUPPLIES  &  EQUIPMENT  45,000 

GASOLINE  &  LUBRICANTS  6,778,000 

Gasoline  &  Oil  6,524,000 

Oil  Additives  199,000 

Misc.  55,000 

HOTELS,  RESORTS,  RESTAURANTS  121,000 

HOUSEHOLD  CLEANERS,  CLEANSERS, 

POLISHES,  WAXES*  9,814,000 

Cleaners,  Cleansers*  8,245,000 
Floor  &  Furniture  Polishes,  Waxes  1,025,000 

Glass  Cleaners  122,000 

Home  Dry  Cleaners  227,000 

Shoe  Polish  80,000 

Misc.  Cleaners  115,000 

HOUSEHOLD  EQUIPMENT — 

APPLIANCES  1,185,000 

HOUSEHOLD  FURNISHINGS  980,000 

Beds,  Mattresses,  Springs  456,000 

Furniture  &  Other  Furnishings  524,000 

HOUSEHOLD  LAUNDRY  PRODUCTS  8,447,000 

Bleaches,   Starches  1,144,000 

Packaged  Soaps,  Detergents*  6,704,000 

Misc.  599,000 

HOUSEHOLD  PAPER  PRODUCTS  1,472,000 

Cleansing  Tissues  542,000 

Food  Wraps  467,000 

Napkins  65,000 

Toilet  Tissue  129,000 

Misc.  269,000 

HOUSEHOLD,  GENERAL  1,062,000 

Brooms,  Brushes,  Mops,  etc.  130,000 
China,  Glassware,  Crockery, 

Containers  261,000 

Disinfectants,   Deodorizers  348,000 

Fuels  (heating,  etc.)  75,000 

Insecticides,    Rodenticides  66,000 


Kitchen  Utensils 
Misc. 

NOTIONS 

PET  PRODUCTS 

PUBLICATIONS 

SPORTING  GOODS,  BICYCLES,  TOYS 

Bicycles   &  Supplies 
General    Sporting  Goods 
Toys  &  Games 
Misc. 

STATIONERY,  OFFICE  EQUIPMENT 

TELEVISION,  RADIO,  PHONOGRAPH, 
MUSICAL  INSTRUMENTS 

Antennas 

Radio  &  Television  Sets 
Records 
Misc. 

TOBACCO  PRODUCTS  &  SUPPLIES 

Cigarettes 

Cigars,  Pipe  Tobacco 
Misc. 

TRANSPORTATION  &  TRAVEL 


$4,000 
178,000 

74,000 
1,258,000 
151,000 
2,092,000 

16,000 

2,009,000 
67,000 


Bus 
Rail 
Misc. 

WATCHES,  JEWELRY,  CAMERAS 

Cameras,  Accessories,  Supplies 
Clocks  &  Watches 
Jewelry 

Pens  &  Pencils 
Misc. 

MISCELLANEOUS 

Trading  Stamps 
Misc.  Products 
Misc. 

TOTAL 


463,000 

20,000 
53,000 
229,000 
161,000 

5,800,000 

4,796,000 
822,000 
182,000 

705,000 

397,000 
169,000 
126,000 
13,000 

861,000 

43,000 
43,000 
63,000 
662,000 
50,000 

1,965,000 
225,000 
659,000 

1,081,000 
$149,105,000 


Tax  hike  protested 

A  proposed  4%  sales  tax  would  drive 
ad  business  away  from  New  York 
City,  the  League  of  Advertising  Agen- 
cies Inc.,  New  York,  Mayor  Robert 
Wagner  warned  Feb.  17.  In  a  wire 
signed  by  Bernard  M.  Reiss,  LAA 
president,  the  mayor  was  cautioned 
that  a  sales  tax  boost  would  greatly 
reduce  payrolls  in  the  city  by  forcing 
agencies  to  use  out-of-town  printers, 
engravers,  typographers  and  suppliers 
and  might  induce  out-of-town  clients 
to  switch  from  New  York  agencies  to 
avoid  the  tax  bite.  League  member 
agencies  lost  over  $1  million  in  billings 
when  the  sales  tax  was  raised  from  2% 
to  3%,  Mr.  Reiss  said. 

Pepsi  pushes  local  ads 

How  to  use  advertising  locally  and  to 
the  best  advantage  will  be  spotlighted 
by  a  Pepsi-Cola  management  team  to 
bottlers  around  the  country.  A  nation- 
wide swing  starts  March  9  in  San  Fran- 
cisco and  ends  April  16-17  in  Washing- 
ton, D.C. 

On  the  program  is  a  primer  on  how 
to  buy  the  broadcast  medium,  the  best 
periods  in  the  day  and  which  days  of 
the  week.  Pepsi-Cola  is  out  to  increase 
bottlers'  advertising  in  radio  and  tv  as 
well  as  other  media. 


A  Crisis  Conference  •  Grey  Adv.,  agency  for  Greyhound 
Corp.,  had  an  executive  meeting  last  week  to  talk  about 
the  next  move  in  a  feud  with  Steve  Allen.  The  dispute  is 
over  ownership  of  the  name  "Steverino,"  to  which  the 
greyhound  that  has  been  Greyhound's  corporate  symbol 
has  answered  for  the  past  two  years. 

Greyhound  has  cancelled  its  sponsorship  on  the  Allen 
show  effective  March  8  and  starting  on  March  18,  is 
investing  in  the  Jack  Benny  special  programs  on  CBS- 
TV.  And  now  Steverino  finds  himself  in  Mr.  Allen's  dog- 
house because  the  comedian  claims  that  the  nickname 
"Steverino"  belongs  to  him. 

Bell  Meadows  Enterprises  Inc.,  New  York,  which  pro- 
duces the  Allen  program,  last  week  notified  Grey  Adv. 
that  the  word  "Steverino"  is  "a  soubriquet"  for  Steve 
Allen,  and  added  that  "under  these  circumstances,  we 
cannot  permit  the  use  of  the  word  'Steverino.'  "  In  addi- 
tion, attorneys  for  Mr.  Allen  sent  a  letter  by  certified 
mail  to  the  three  tv  networks,  enclosing  the  message  sent 


to  Grey  Adv.  and  adding:  "Please  be  advised  that  we 
shall  be  obliged  to  institute  proceedings  to  protect  the 
client's  rights." 

Officials  of  Grey  Adv.  insist  that  Mr.  Allen's  tactics 
are  designed  to  deprive  the  greyhound  of  "her  legally 
registered  name."  They  point  out  that  Steverino  is  regis- 
tered with  the  National  Coursing  Assn.  with  the  registry 
number  3505  volume  50,  dated  June  21,  1957. 

Grey  officials  acknowledge  that  they  had  planned  to 
use  Steverino  on  the  Jack  Benny  specials.  They  declined 
to  discuss  their  course  of  action  if  Mr.  Allen  institutes 
legal  proceedings.  A  spokesman  said:  "The  fact  that  this 
freedom  to  perform  on  television  is  being  denied  Steve- 
rino, the  greyhound,  a  dog  who  cannot  speak  for  herself, 
does  not  make  the  matter  less  important." 

In  the  picture  above,  Steverino  (or  whatever  her  name) 
meets  with  Grey  executives  including  the  three  whose 
faces  show  (1-r),  Christopher  Cross,  Al  Hollender  and 
Walter  Grosvenor. 
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It's  Bright! 

It's  Lively! 

It's  All  New! 


**0? 'makes  it  Official 

He's  spreading  the  word. 
The  NEW  KHJ 

Is  soon  to  be  heard ! 

Beginning  March  16th, 
a  new  sound  will  be  coming 
from  the 
93  spot  on  the  radio  dial 
in  hundreds  of  thousands  of 
Greater  Los  Angeles  homes. 

It's  the  bright,  lively, 
new,  animated 
Foreground  Sound  of  Radio  93 
KHJ-Don  Lee  . . . 

more 

appealingly  vital, 
more 

attention  compelling 
than  ever  before. 

It's  the  newest, 
most  modern  way  to 
tell  your  story  to  the 
adult  market. 

It's  radio  in  motion  .  . .  Radio  93 
KHJ-Don  Lee 
and  it's  coming  March  16th. 


Listen  for  it! 


KHJ 

RADIO 

LOS  ANG  E  LES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 
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SPOT  RADIO  OFF  A  BIT  IN  '58 

2d  half  drags  year  1.9%  below  1957— SRA 


National  spot  radio  was  down  an 
estimated  1.9%  last  year  compared 
with  1957. 

So  reported  Lawrence  Webb,  man- 
aging director,  Station  Representatives 
Assn.,  last  week.  He  also  said  the  SRA 
comparative  estimates  (supplied  by 
Price  Waterhouse  accounting  firm) 
showed  a  decline  of  8%  in  the  fourth 
quarter  of  1958. 

While  the  first  quarter  of  1959  has 
still  one  month  to  go,  current  trends 
indicate  total  sales  in  national  spot 
radio  for  the  quarter  will  about  equal 
the  figure  chalked  up  in  the  first  quar- 
ter of  1958. 

The  first  and  second  quarters  of 

GM,  Susskind  planning 
eight  new  tv  specials 

General  Motors  Corp  is  tooling  up 
for  the  next  tv  season. 

In  the  process,  GM  has  solidified  its 
tie-in  with  producer  David  Susskind 
and  his  Talent  Assoc.  Ltd.  Mr.  Susskind 
already  is  connected  with  a  new  Olds- 
mobile  show  that  goes  on  the  air  this 
month,  and  now  has  been  hired  by  GM 
for  a  series  of  eight  specials  to  be  pro- 
grammed in  the  1959-60  season. 

The  specials  will  star  Art  Carney, 
four  of  them  to  be  90  minutes,  and 
four  will  be  an  hour  long.  Talent  cost 
alone  will  come  to  about  $2  million. 
Featured  will  be  the  versatility  of  Mr. 
Carney.  Some  of  the  shows  will  be  re- 
vues, some  in  the  children's  show  pat- 
tern, others  in  dramatic  form.  Said  Mr. 
Susskind:  The  series  will  alternate  with 
show  lengths  and  will  take  advantage  of 
different  art  forms.  Network  and  time 
period  have  not  yet  been  selected. 

Sponsors  in  the  program:  AC  Spark 
Plug  Div.  (through  D.P.  Brother  &  Co., 
Detroit)  sharing  with  one  of  the  "acces- 
sories" divisions  of  GM  handled  by 
Campbell-Ewald,  Detroit. 

D.P.  Brother,  meantime,  on  behalf 
of  Oldsmobile,  will  work  with  Mr.  Sus- 
skind in  producing  a  new  series,  Olds- 
mobile  Music  Theatre,  that  will  start 


1958  were  ahead  of  the  pace  set  in  the 
same  periods  of  1957,  2.5%  and  6.7%, 
respectively.  But  the  drop  started  with 
the  third  quarter  (down  7.8%)  and 
continued  in  the  fourth  quarter. 

The  final  1958  estimates  revealed  by 
SRA  showed  total  gross  sales  at 
$166,367,000. 

National  spot  radio  gross  sales  for 
each  quarter  of  1958  and  1957  as  re- 
ported by  SRA: 

Increase  or 

1958  1957  Decrease 

1st  Quarter  $41,963,000  $40,916,000  +2.5% 
2d  Quarter  41,671,000  39,027,000  +6.7% 
3d  Quarter  38,171,000  41,118,000  -7.8% 
4th  Quarter     44,562,000      48,452,000  -8.0% 


March  26  on  NBC-TV  (Thursdays  8:30- 
9  p.m.)  as  the  auto  firm  drops  Patti 
Page  Show  on  ABC-TV.  Said  the  agen- 
cy: A  little  different,  not  in  the  regular 
variety  pattern — "dramatization  inte- 
grated with  music."  Mr.  Susskind  is  ex- 
ecutive producer,  Frank  E.  Egan,  of 
D.P.  Brother,  New  York,  is  associate 
producer. 

RTES  hears  about 
vtr  growing  pains 

That  videotape  is  a  marvel  no  one 
will  dispute.  That  it  is  subject  to  grow- 
ing pains — as  any  fledgling  technique — 
is  becoming  increasingly  apparent  as 
the  initial  glow  wears  off  and  it  begins 
to  be  used  as  an  everyday  tool  rather 
than  a  gee-whiz  gimmick. 

A  man  who's  been  working  intimately 
with  videotape  for  the  past  six  months 
recounted  some  of  these  growing  pains 
last  week  before  the  Radio  &  Television 
Executives  Society  in  New  York.  Al 
Cantwell,  head  of  live  production  for 
BBDO,  subtitled  his  talk  "Vtr  and  How 
I  Got  My  Ulcer." 

The  hope  that  videotape  would  make 
it  easier  for  agency  people  to  get  their 
work  done  during  normal  duty  hours 
has  not  yet  been  realized,  he  said,  com- 
menting that  BBDO  personnel  had 
worked  more  nights  and  weekends  in 


the  past  six  months  than  at  any  time  in 
their  lives.  The  primary  reason  is  the 
lack  of  studio  facilities,  complicated 
by  the  tremendous  acceptance  of  the 
videotape  method  and  the  consequent 
demand  by  clients.  This  shortage  of 
studio  space  is  especially  critical  in  New 
York,  Mr.  Cantwell  said,  noting  that 
most  of  new  studio  construction  in  re- 
cent years  has  been  on  the  west  coast. 
If  something  isn't  done  to  correct  this 
situation,  he  said,  "many  of  us  will 
be  running  gas  stations  in  Florida." 

'Hamlet,'  for  Instance  •  Mr.  Cantwell 
drew  on  BBDO's  experience  with  last 
week's  "Hamlet"  broadcast  on  CBS-TV's 
du  Pont  Show  of  the  Month  as  a  good 
example  of  what  tape  can  and  cannot 
do.  For  one  thing,  it  can  now  be  edited 
with  good  results — 50  segments  were 
shot  for  the  90-minute  taped  program. 
However,  he  noted  that  the  music  for 
the  show  was  done  live,  as  sound  tracks 
cannot  be  edited  as  the  visual  segments 
are.  "Hamlet"  was  brought  in  at  a  price 
50%  under  that  which  it  would  have 
cost  on  film,  but  more  than  it  would 
have  cost  live.  The  differential  was 
worth  it,  he  said,  because  of  the  added 
production  values  gained  through  vtr. 

The  role  vtr  can  play  in  spot  tele- 
vision was  described  as  a  two-way  af- 
fair by  the  BBDO  executive.  Not  only 
can  agencies  send  out  commercials  by 
tape,  but  stations  who  want  to  do  local 
commercials  can  send  them  back  to 
the  agencies  for  approval,  thereby  giv- 
ing the  clients  a  sure  record  of  what 
they're  getting  in  local  markets. 

Mr.  Cantwell  pointed  to  three  im- 
provements most  needed  in  videotape: 
(1)  mobile  equipment,  (2)  better  edit- 
ing methods  and  (3)  mass  duplicating 
facilities.  Beyond  that,  he  said  the 
transition  of  commercial  and  program 
operations  to  tape  would  be  made  easier 
when  film  companies  drop  their  hostility 
to  the  technique  and  adapt  to  it. 

Loew's  banks  on  radio 

Greater  use  of  radio  advertising  this 
year  was  intimated  at  the  annual  meet- 
ing of  Loew's  Inc.  (see  story  page  76) 
Thursday  (Feb.  26)  in  New  York.  Al- 
though ad  expenditures  will  be  less  than 
in  recent  years,  it  was  announced  to 
stockholders  that  promotion  money  will 
be  spent  where  the  most  effective  re- 
sults are  obtained  at  the  least  cost. 
Loew's  has  budgeted  $4,800,000  for 
1959  advertising  purposes,  compared 
to  $5,292,000  spent  in  1958  and  $6,- 
317,000  in  1957. 

An  illustration  of  the  new  promotion 
policy  is  seen  in  plans  set  for  MGM's 
new  motion  picture  "Night  of  the 
Quarter  Moon,"  which  opens  March  4 
in  New  York's  Capitol  Theatre.  Radio 
use  will  predominate,  with  various  disc 
jockeys  carrying  the  ball. 


ARBITRON'S  DAILY 

CHOICES 

■ 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  Feb.  19-25  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 

Thurs.,  Feb.  19 
Fri.,  Feb.  20 
Sat.,  Feb.  21 
Sun.,  Feb.  22 
Mon.,  Feb.  23 
Tues.,  Feb.  24 
Wed,,  Feb.  25 

PROGRAM  and  TIME 
Playhouse  90  (9:30  p.m.) 
77  Sunset  Strip  (9:30  p.m.) 
Gunsmoke  (10  p.m.) 
What's  My  Line  (10:30  p.m.) 
Danny  Thomas  (9  p.m.) 
Rifleman  (9  p.m.) 
Wagon  Train  (7:30  p.m.) 
Copyright  1959  American  Research  Bu 

NETWORK 

CBS-TV 
ABC-TV 
CBS-TV 
CBS-TV 
CBS-TV 
ABC-TV 
NBC-TV 

reau 

RATING 
21.6 
22.6 
27.2 
22.4 
28.3 
26.0 
29.2 
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Many  Happy  Returns! 

(from  ARB,  Nielsen  and  Pulse) 

All  three  rating  services  agree:  it's  been  a 
terrific  first  year  for  KMOX-TV  as  a  CBS 
Owned  station.  Month  after  month,  returns 
from  ARB,  Nielsen  and  Pulse  show  that 
Channel  4  is  St.  Louis'  favorite  station. 
Just  look  at  the  latest  ARB,  for  example. 
KMOX-TV's  share  of  audience  (up  29 % 
in  a  single  year)  is  now  37%  greater  than 
the  second  station's  and  86%  greater  than 
the  third  station's.  In  addition,  KMOX-TV 
rings  up  more  quarter-hour  wins  .  .  .  more 
top-rated  station  breaks  .  .  .  more  station 
breaks  with  a  20-or-over  rating  than  the 
other  stations  combined.  And  KMOX-TV 
has  7  of  the  top  7  multi-weekly  shows  ( local 
and  network) ...  6  of  the  top  10  network 
shows  .  .  .  and  all  of  the  top  5  local  shows 
seen  in  the  St.  Louis  area. 
Help  yourself  to  a  man-sized  slice  of  the 
rich  St.  Louis  market  on  tj-tiit  /\xt  mTT 

CBS  Owned  JvMUA'IV 
Channel  4,  St.  Louis  •  Represented  by 

CBS  Television  Spot  Sales 


USS,  BBDO  PUT  TV  TAPE  TO  TEST 

Big  commercial  taped  in  13  hours  compared  to  14  days  on  film 


U.S.  Steel  Corp.  and  BBDO  last 
week  pulled  off  no  mean  feat  in  taping 
tv  commercials. 

In  one  day  (Tuesday,  Feb.  24) — 
from  9:30  a.m.  to  "final"  tape  at  about 
10:30  p.m. — steel  company  and  agency 
executives  worked  with  production 
crews  on  a  2Vi  minute  tv  commercial. 
Approximately  24  hours  later  the  com- 
mercial was  inserted  in  The  U.S.  Steel 
Hour  on  CBS-TV.  A  similar  production 
on  film  would  have  taken  at  least  two 
weeks  to  produce. 

Cost  of  the  commercial  fell  in  the 
$10-15,000  range. 

BBDO's  executive  producer  on  the 
commercial,  Jack  Zoller,  commented 
after  the  taping,  "some  of  our  people 
said  they  would  rather  have  been  in- 
volved in  a  half-hour  or  hour  show." 

Most  Unique  •  U.S.  Steel's  Thomas 
W.  Norton,  manager-general  advertis- 
ing, who  was  in  New  York  especially 
for  the  taping  session,  thought  the  com- 
mercial was  "the  most  unique  auto 
message  we  have  produced  to  date — 
and  it  is  probably  one  of  the  most 
elaborate  ever  put  on  tape." 

Why  tape?  Mr.  Norton  explained 
some  of  USS'  thinking:  "The  tape  me- 
dium itself  gives  us  the  control  coupled 
with  the  feeling  of  'immediacy'  that 
we  needed  for  this  commercial." 

But  U.S.  Steel  does  not  expect  to  give 
up  its  use  of  filmed  commercials,  nor 
live  tv,  according  to  Mr.  Norton.  On 
the  other  hand,  he  asserts  there's  a 
road  ahead  in  tape:  "I  can  say  we  are 
very  interested  in  video  tape  and  expect 
to  see  broader  and  even  more  imagina- 
tive applications  of  it  develop." 

To  do  the  commercial,  which  in- 
volved five  different  1959  auto  makes 
(Chevrolet,  Plymouth,  Ford,  Lark  and 
Rambler)  and  a  Stutz  (1917  model), 
the  agency  and  advertiser  needed  space 
— facilities  to  handle  automobiles. 

The  studio  that  could  handle  the  job 
was  Videotape  Productions  of  New 
York  Inc.,  which  opened  for  business 
only  a  few  weeks  ago  and  uses  the  old 
Century  Theatre  on  Seventh  Ave.  (be- 
tween 58th  and  59th  Sts.)  in  Manhat- 
tan. Before  Videotape  Productions 
leased  the  theatre,  NBC-TV  had  used 
it  lor  more  than  four  years  to  originate 
many  of  its  live  programs. 

Steel's  Schedule  •  The  advertiser's 
schedule  reveals  final  approval  to  place 
the  commercial  on  tape  near  mid-Jan- 
uary, receipt  of  s'toryboard  on  Feb.  11. 
From  that  time  on:  Interval  while  USS 
management  checked  over  plans. 

CBS-TV,  where  taping  could  have 
been  accomplished,  was  not  available 
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because  of  previous  commitments. 
Client  and  agency  wanted  to  do  the 
commercial  in  New  York  (where  the 
show  originates)  if  possible.  Once  the 
client  and  agency  had  decided  to  do 
the  job  on  tape,  film  was  out  as  was  a 
live  production. 

A  filmed  commercial,  according  to 
the  production  people  who  worked  on 
"S-9-8,  Automobiles"  (working  title  of 
the  commercial),  would  have  required 
two  weeks  at  the  very  minimum  to 
produce  a  comparable  commercial. 
Live  tv  was  out  because  perfection  was 
improbable  on  a  live  run  through  and 
the  staging  extremely  difficult. 

Editing  a  Key  •  As  it  happened,  the 
producers  were  limited  with  tape.  It 
was  necessary  to  rely  heavily  on  editing, 
which  Mr.  Zoller  said,  "now  can  be 
done  as  adroitly  with  tape  as  with  film." 
Two  editing  methods  were  used:  Gen- 


Lock  which  permits  pre-editing,  and 
the  "ordinary"  splice  of  two  pieces  of 
tape  as  it  is  done  in  film. 

Two  major  preliminary  production 
chores  were  completed  before  taping. 
Music  and  singing  (barbershop  quartet 
and  other  singer  groups)  was  pre- 
recorded at  WOR  Studios  in  New  York 
and  all  of  Monday  (Feb.  23)  was  de- 
voted to  the  lighting  of  the  automobiles. 
It  took  2V2  hours  lighting  for  each  of 
the  automobiles.  "More  difficult  than 
lighting  a  female  star,"  commented  Mr. 
Zoller. 

From  End  Back  •  The  commercial 
was  not  shot  in  sequence  as  the  pro- 
ducers worked  back  from  the  end  of 
the  commercial  for  most  of  the  pro- 
duction. 

U.S.  Steel's  stake  in  the  commercial, 
other  than  in  wanting  the  usual  good 
performance:  the  "industry"  type  com- 


Barbershoppers  serenade  1917  Stutz:  "We  love  this  car.  . . .  It's  made  of  steel. 


Scope  of  the  tape  session  can  be  seen  as  action  cuts  to  contemporary  cars. 
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HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,403,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Feb.  6-12. 
They  spent: 

2,148.9  million  hours    Watching  Television 

l!o86.7  million  hours    Listening  to  Radio 

464.2  million  hours    Reading  Newspapers 

228.1  million  hours    Reading  Magazines 

352.9  million  hours    Watching  Movies  on  Tv 

93.9  million  hours    Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7,000  inter- 
views (1,000  each  day).  Sindlinger's  weekly  "Activity"  report,  from  which  these  figures  are 
drawn,  furnishes  comprehensive  breakdowns  of  tbese  and  numerous  other  categories,  and  shows 
the  duplicated  and  unduplicated  audiences  between  each  specific  medium.  Tabulations  are  avail- 
able from  Sindlinaer  &  Co.  within  two  to  seven  days  of  the  interviewing  week. 

(Copyright  1959  Sindlinger  &  Co.) 

SINDLINGER'S  SET  COUNT:  As  of  Feb.  1,  Sindlinger  data  shows:  (1)  113,686,000 
people  over  12  years  of  age  have  access  to  tv  (89.9%  of  the  people  in  that  age  group); 
(2)  44,272,000  households  with  tv;  (3)  48,879,000  tv  sets  in  use  in  the  U.S. 


mercial — such  as  the  use  of  steel  in 
automobiles  —  demands  extra  care. 
When  more  than  one  make  of  any 
product  is  used,  it's  important  to  give 
each  equal  exposure. 

The  commercial  was  of  the  type 
usually  associated  with  Hollywood. 
Costuming,  scenery  and  background 
were  in  the  West  Coast  tradition.  Talent 
included  10  on  camera  and  another  six 
voices  and  music. 

Top  Control  •  By  taping  the  commer- 
cial, top  production  control  could  be 
applied  by  U.S.  Steel  and  BBDO  rep- 
resentatives who  had  overall  responsi- 
bility. If  live,  their  control  would  be 
minimum  except  in  rehearsal,  and  if  on 
film,  there  would  be  the  usual  delay  in 
rushes  and  retakes. 

Control  was  exercised  by  a  foursome 
from  Pittsburgh,  two  from  U.S.  Steel 
and  two  from  BBDO's  Pittsburgh  office 
who  are  on  the  USS  account.  They 
were  Mr.  Norton  and  Kenneth 
Schwartz,  production  supervisor,  both 
with  the  steel  company;  Taylor 
Urquhart,  account  supervisor  and 
Robert  Corregan,  account  executive, 
both  BBDO. 

Besides  Mr.  Zoller,  other  credits: 
Mary  Babcock,  assistant  producer 
(BBDO);  Len  Valenta,  director  (free- 
lancer) and  among  others  two  engi- 
neers, an  audio  man,  a  sound  effects 
man,  a  lighting  director,  an  assistant 
director,  a  technical  director  and  a 
costume  director. 

Up  to  this  point,  U.S.  Steel  and  its 
agency  had  been  doing  "simple  things" 
on  tape,  and  had  yet  to  tackle  a  "big 
one."  They  passed  that  point  last  week. 

RAB  SALES  CLINICS 
Begin  April  20  with 
46  separate  sessions 

Practical  methods  by  which  sales- 
men can  effectively  sell  more  radio 
time  will  be  examined  and  discussed 
during  the  1959  Radio  Advertising 
Bureau's  area  sales  clinics  for  member 
stations  starting  April  20.  This  year's 
sales  clinic  series  will  include  46  sepa- 
rate sessions  in  31  cities  (see  below). 

In  announcing  the  series  schedule, 
Kevin  B.  Sweeney,  RAB  president,  said 
more  meetings  than  last  year  are  sched- 
uled for  stations  in  small-to-medium 
and  medium-to-large  markets.  Using 
the  format  introduced  during  the  1958 
series,  RAB  will  present  case  histories 
which  document  successful  selling 
ideas,  and  will  provide  stories  particu- 
larly appropriate  to  the  size  and  char- 
acter of  stations  and  markets. 

RAB  executives,  in  addition  to  Mr. 
Sweeney,  who  will  participate  in  the 
clinics  include  John  F.  Hardesty,  vice 
president  and  general  manager;  Miles 
David,  director  of  promotion;  Warren 
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Boorom,  director  of  member  service; 
Arnold  Katinsky,  assistant  director  of 
member  service,  and  Bob  Nietman  and 
Pat  Rheaume,  regional  sales  managers. 

RAB's  sales  clinic  schedule  is  as  fol- 
lows (size  designations  refer  to  size  of 
markets  from  which  broadcasters  will 
be  coming): 

Week  of  April  20 — Tulsa:  small  to 
medium,  medium  to  large;  Dallas:  me- 
dium to  large,  small  to  medium;  New 
Orleans:  small  to  medium;  Minneap- 
olis: small  to  medium;  Des  Moines: 
small  to  medium;  Kansas  City:  small 
to  medium;  Memphis:  small  to  me- 
dium, medium  to  large. 

Week  of  April  27 — Omaha:  medium 
to  large;  Denver:  medium  to  large; 
Salt  Lake  City:  small  to  medium; 
Seattle:  small  to  medium,  medium  to 
large;  Portland,  Me.:  small  to  medium; 
Boston:  small  to  medium;  Dayton: 
medium  to  large;  Albany:  small  to  me- 
dium; Rochester:  medium  to  large. 

Week  of  May  4 — San  Francisco: 
small  to  medium,  medium  to  large; 
Los  Angeles:  medium  to  large,  small 
to  medium;  Philadelphia:  small  to  me- 
dium, medium  to  large;  Baltimore: 
medium  to  large;  Norfolk:  small  to  me- 
dium. 

Week  of  May  11 — Cincinnati:  small 
to  medium,  medium  to  large;  Cleve- 
land: small  to  medium,  medium  to 
large;  Milwaukee:  small  to  medium; 
Chicago:  small  to  medium,  medium  to 
large;  St.  Louis:  small  to  medium,  me- 
dium to  large. 

Week  of  May  18 — Detroit:  small  to 
medium,  medium  to  large;  Pittsburgh: 
small  to  medium,  medium  to  large; 
Charlotte:  small  to  medium;  Atlanta: 
small  to  medium,  medium  to  large; 
Miami:  small  to  medium,  medium  to 
large. 

•  Business  briefly 

Time  sales 

•  North  American  Cigarette  Mfrs.  Inc. 
(Diplomat  cigarettes),  N.Y.,  is  using 
spot  radio  in  New  York,  Baltimore, 


Philadelphia  and  Washington,  to  intro- 
duce Diplomat,  called  the  "safer  cig- 
arette." Robert  M.  Marks  &  Co.,  N.Y., 
is  agency. 

•  The  U.S.  Pool  Corp.  (Famous  Ger- 
trude Ederle  Dive  and  Swim  pools), 
N.Y.,  continues  with  spot  radio  and  tv 
campaign  in  markets  east  of  Mississippi 
(more  than  100  markets  being  used). 
U.S.  Pool  eventually  will  extend  its 
drive  to  Pacific  Coast.  Agency:  Levy 
Adv.,  Newark,  N.J. 

•  NBC-TV's  twin  Mary  Martin  Easter 
Sunday  colorcasts  (March  29.  4-5  and 
8-9  p.m.)  are  nearly  sold  out.  General 
Foods  through  J.  Walter  Thompson  has 
purchased  the  matinee,  Magic  With 
Mary  Martin,  for  its  Instant  Tang.  U.S. 
Time  Corp.  (Timex  watches  and  clocks), 
reportedly  will  sponsor  half  of  the 
evening  performance,  Music  With  Man- 
Mart  in  through  Doner  &  Peck. 

•  American  Express  Co.,  NY.,  through 
Benton  &  Bowles,  N.Y,  and  Travelers 
Insurance  Cos.,  Hartford,  through 
Young  &  Rubicam,  N.Y.,  will  sponsor 
CBS-TV's  coverage  of  Masters  Golf 
Tournament,  Augusta,  Ga.,  on  April  4, 
5-6  p.m.,  and  April  5,  4:30-6  p.m. 

•  Muriel  Cigars,  of  Consolidated  Cigar 
Corp.,  has  signed  for  one-third  spon- 
sorship of  NBC-TV's  Cimarron  City 
(Sat.  9:30-10:30  p.m.,  EST)  on  alter- 
nate weeks  starting  March  14.  Procter 
&  Gamble  Co.  has  extended  its  one- 
third  participation  to  five  additional 
dates  between  February  and  June. 
Muriel  order  placed  through  Lennen  & 
Newell  Inc.,  N.Y. 

•  Latest  participations  purchased  from 
ABC-TV:  Carter  Products  (liver  pills), 
N.Y.,  Jubilee,  U.S.A.  (Sat.  8-9  p.m.) 
through  Ted  Bates  effective  Feb.  14; 
Colgate-Palmolive  Co.,  (dental  cream). 
N.Y.,  Colt  .45  starting  April  12  through 
Ted  Bates;  Elgin  National  Watch  Co., 
Elgin,  111.,   quarter-hour  segments  of 
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summer^radio  goes  where 


the  family  goes 


People  do  take  vacations,  and 
Radio  goes  along. 

That's  why  SPOT  RADIO  is  so  nec- 
essary in  your  summer  media  plans. 

Reach  people- wherever  they  are, 
at  home  or  on  vacation- with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 
Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings —  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 
The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connel  Inc. 

Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reilly  Inc. 
Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc. 


HEADLAND  SHOULDERS  ABOVE  THE  REST 

in  the  Johnstown- Altoona  Area 

WJAC-TV  stands  out  above  the  others,  with 
a  rating  of  71.9,  station  share  of  audience, 
sign-on  to  sign-off,  as  compared  to  28.1 
for  WFBG-TV  and  0.4  for  WARD-TV. 


WJAC-TV 


i 


This  average,  from  ARB, 
November  19-25,  1958, 
proves,  once  again,  that 
WJAC-TV  is  the  BIG  BUY 
in  its  area. 


WFBG-TV  WARD-TV 


Over  one  million  television  homes  make  up  the  Johnstown-Altoona  Coverage 
Area,  encompassing  36  Western  Pennsylvania  counties,  3  Maryland  counties, 
and  2  counties  in  West  Virginia. 


With  a  lead  of  nearly  3  to  1 
over  its  nearest  competitor, 
it's  plain  that  WJAC-TV  is  the 
station  viewers  prefer.  Buy 
the  station  that  delivers  the 
audience  .  .  .  WJAC-TV. 


■      IG  MtlUONS  FROM 
ATOP 


BROADCASTING 


THE  BUSINESSWEEh 


OF  TELEVISION  AND 


1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE 

□  52  weekly  issues  of  BROADCASTING  $  7.00 

□  52  weekly  issues  and  Yearbook  Number  11.00 

□  Enclosed  □  Bill 


title/position* 


eampsny  name 


eddrett 


 3*  

Please  tend  to  heme  addren  • 


'Home'  medium 

Curtis  Publishing  Co.,  Phila- 
delphia (Saturday  Evening  Post, 
etc.),  will  test  fm  for  its  American 
Home  magazine,  using  WIP-FM 
Philadelphia.  Curtis  experimented 
several  weeks  with  WIP-FM  an- 
nouncements before  signing  a  52- 
week  contract. 

The  publisher  is  using  15  an- 
nouncements per  week  to  promote 
American  Home.  BBDO,  New 
York,  is  Curtis'  agency.  Paul 
Evans,  WIP  national  sales  man- 
ager, said  the  test  is  an  indication 
"of  the  still  untapped  commercial 
potential  of  fm  radio." 


American  Bandstand  (Mon.-Fri.,  4- 
5:30  p.m.)  beginning  April  8,  through 
J.  Walter  Thompson;  R.  J.  Reynolds 
Tobacco  Co.,  Winston-Salem,  N.C., 
Cheyenne  and  Sugarfoot  (alternate 
Tues.  7:30-8  p.m.)  through  William 
Esty  Co.  beginning  April  14.  Carter 
Products  has  also  renewed  American 
Bandstand  segments  through  Sullivan, 
Stauffer,  Colwell  &  Bayles,  for  Arrid 
cream  deodorant  beginning  April  7. 

•  Also  in  advertising 

•  The  Eversharp  Pen  Co.,  subsidiary 
of  Parker  Pen  Co.,  Arlington  Heights, 
111.,  and  Benton  &  Bowles,  N.Y.,  have 
terminated  their  association.  George  A. 
Eddy,  marketing  v.p.,  Eversharp,  said 
the  firm  was  considering  several  Chi- 
cago agencies. 

•  Revlon  Inc.,  N.Y.,  will  end  its  co- 
sponsorhip  of  CBS-TV's  Person  to 
Person  program  (Fri.,  10:30-11  p.m.) 
the  latter  part  of  April.  Agency  is 
Warwick  &  Legler,  N.Y.  The  other 
sponsor,  P.  Lorillard  Co.,  N.Y.,  plans 
to  continue  with  the  program  at  least 
until  June  termination  of  its  contract. 

•  Charles  A.  Mottl  Inc.  has  been 
formed  to  continue  the  business  of 
Mottl  and  Siteman,  Beverly  Hills,  Calif, 
advertising  agency.  Charles  A.  Mottl, 
president,  who  became  full  owner  of  the 
agency  last  fall  when  I.L.  Siteman  left 
to  join  Kenyon  and  Eckhardt,  Los  An- 
geles, said  that  the  change  was  made 
to  enable  key  personnel  to  participate 
in  management  and  stock  ownership. 

•  Foote,  Cone  &  Belding  has  moved  its 
Hollywood  office  to  new  headquarters 
at  1717  N.  Highland  Ave.  Telephone  is 
Hollywood  9-6265. 

•  Mrs.  M.  Virginia  Rosenbaum,  adver- 
tising manager,  WTBO  Cumberland, 
Md.,  has  opened  Rosenbaum  Adv.  at 
611  N.  Third  St.,  LaVale,  Md. 
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THE  MEDIA 


ONE-RATE  DOCTRINE  SPREADS 

Regional  networks  with  1 5  stations 
in  Iowa  and  Colorado  adopt  new  rates 


The  move  toward  the  single  rate  is 
gaining  momentum  among  small  sta- 
tions out  where  the  tall  corn  grows,  as 
well  as  where  the  mountains  are  even 
taller. 

This  was  the  word  last  week  from  two 
important  regional  networks:  the  Iowa 
Tall  Corn  Network  and  the  Colorado 
Network. 

Virtually  all  Iowa  Tall  Corn  Net- 
work stations  have  adapted  their  own 
rates  to  the  flat  rate  concept  and  have 
set  one  rate  for  both  local  and  national 
advertisers — about  midway  between 
former  charges  for  both  classifications. 

What  of  the  Agency  Commission?  • 

Advertising  placed  through  a  recognized 
agency  allows  the  customary  15% 
agency  commission — except  when  the 
station  itself  "performs  the  job  of  copy 
preparation,  billing  and  other  agency 
functions,"  Broadcasting  was  told. 

This  concept  differs  from  that  set  by 
Ben  Sanders,  KICD  Spencer,  who  last 
month  placed  a  no-commission  policy 
on  all  advertising  (Broadcasting,  Feb. 
16).  KICD  has  withdrawn  from  mem- 
bership in  the  Iowa  Tall  Corn  Network, 
and  from  John  E.  Pearson  Co.  (which 
represents  the  network). 

As  described  by  Glen  Stanley,  KBOE 
Oskaloosa  and  ITCN  president,  the 
single  and  flat  rate  concept  is  designed 
to'  "assure  equality  to  all  advertisers  in 
the  hope  that  some  malpractices  that 
have  been  fostered  in  one  way  or  an- 
other will  be  eliminated." 

Mr.  Stanley  added  that  the  question 
of  who  is  entitled  to  what  rate  will  be 
"eliminated  and  agencies  can  place  busi- 
ness with  confidence  that  their  clients 
have  the  same  rates.  .  .  .  This  rate 
structure  will  foster  greater  confidence 
and  placement  in  small  market  radio 
than  has  ever  been  enjoyed  before." 

Stations  were  encouraged  to  reduce 
their  national  and  boost  their  local  rates 
to  a  new  single  rate  for  all  advertisers. 
In  the  past,  clients  have  received  5% 
discounts  for  buying  seven  stations  and 
10%  discounts  for  purchasing  the  whole 
network,  applicable  on  regular  rates  and 
saturation  packages.  Stations  may  be 
bought,  however,  in  any  combination. 

Sample  Rates  •  As  an  example  of 
rates,  KDTH  Dubuque  has  been  charg- 
ing $3  per  one-minute  announcement  to 
local  advertisers  and  $5  per  spot  to  na- 
tional clients.  Under  a  new  single  rate,  it 
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will  now  charge  either  $4  or  $4.25.  Any 
advertiser  buying  the  whole  network 
will  get  a  rate  based  on  "the  accumu- 
lated individual  rates"  of  all  stations. 

Tall  Corn  Network  stations  which 
have  effected  the  rate  change,  or  are  in 
the  process  of  doing  so,  are:  KASI 
Ames,  KCIM  Carroll,  KROS  Clinton, 
KSIB  Creston,  KDTH  Dubuque,  KVFD 
Fort  Dodge,  KXIC  Iowa  City,  KOKX 
Keokuk,  KFJB  Marshalltown,  KWPC 
Muscatine,  KOEL  Oelwein  and  KBOE 
Oskaloosa. 

Colorado  Adopts  Local  Rate  •  Mean- 
while, the  three-station  Colorado  Net- 
work has  adopted  a  single  rate  card  for 
local,  regional  and  national  advertisers, 
based  on  its  former  local  rate  card.  Ef- 
fective March  1,  1959,  the  new  rates 
for  single  and  group  station  purchases 
are  net  to  the  stations,  with  agency  com- 
missions to  be  added  and  retained  by 
the  agency.  Clients  will  receive  a  5% 
discount  for  group  purchases. 

Member  stations  of  the  Colorado  Net- 
work are:  KRAI  Craig,  KUBC  Mont- 
rose-Delta and  KSLV  Monte  Vista. 

AMST  active  in  1958 

The  Assn.  of  Maximum  Service  Tele- 
casters  1958  activities  were  highlighted 
by  close  cooperation  with  the  Tv  Allo- 
cations Study  Organization  and  opposi- 
tion to  "premature  or  unsound"  at- 


tempts to  reduce  mileage  separations, 
AMST  stated  in  its  annual  report  re- 
leased last  week. 

All  major  fields  of  the  association's 
activity  were  outlined  in  the  report 
as  well  as  allocations  proposals  the  FCC 
will  be  asked  to  consider  during  1959. 
Jack  Harris  of  KPRC-TV  Houston  is 
president  of  the  organization  of  tv  sta- 
tions which  operate  with  maximum  au- 
thorized power.  Lester  W.  Lindow,  with 
headquarters  in  Washington,  is  execu- 
tive director. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

•  WKIT  Mineola,  N.Y.:  Application 
filed  with  FCC  for  sale  to  VIP  Radio 
by  WKIT  Inc.  (veteran  film  producer 
Sy  Weintraub,  president)  for  $165,000. 
VIP  Radio  Inc.  comprises  financier  John 
H.  Whitney  and  program  producer  Mar- 
tin Stone  who  also  own  WVIP  Mt. 
Kisco,  WWES-AM-FM  New  Rochelle 
and  WSKN  Saugerties,  all  New  York. 
WKIT  is  on  1520  kc  with  250  w,  day. 

•  KWG  Stockton,  Calif.:  Sold  to  Hale 
Bondurant,  former  general  manager  of 
KFBI  Wichita,  Kan.,  by  KWG  Broad- 
casting Co.  (Bob  Reichenbach,  presi- 
dent) for  approximately  $110,000.  The 
sale  was  handled  by  Jack  Stoll.  KWG 
is  on  1230  kc  with  250  w  and  is  affili- 
ated with  ABC  and  MBS. 

•  KVLH  Pauls  Valley,  Okla.:  Sold  to 
Pauls  Valley  Broadcasting  Co.  by  Gar- 


Advice  to  fledglings  •  The  oppor- 
tunities and  responsibilities  for  youth 
in  electronic  journalism  were  dis- 
cussed Feb.  20  by  Robert  E.  Kint- 
ner,  NBC  president  (1)  and  Dave 
Garroway,  host  of  Today  program, 


at  the  network's  News  Conference 
for  High  School  Editors. 

Terms  of  the  first  annual  NBC 
News  Working  Fellowship  (Broad- 
casting, Feb.  16),  an  eight- week 
assignment  this  summer  as  a  mem- 
ber of  the  NBC  News  Dept.,  were 
announced  by  Robert  W.  Sarnoff, 
chairman  of  the  board  of  NBC,  in 
his  address  before  the  800  high 
school  journalists  attending  the  all- 
day  broadcast  news  seminar: 

The  student  who  writes  the  best 
report  on  the  seminar  will  work  as 
an  NBC  News  desk  assistant  during 
July  and  August  at  a  weekly  salary 
of  $75. 

The  winner  also  will  receive  a 
portable  typewriter  and  the  winning 
school  will  be  awarded  a  plaque. 
Nine  runners-up  will  win  portable 
typewriters  and  their  schools  will 
get  special  citations. 


MIDWEST 

ndependent.    Volume  exceeds 
pay- 


Fulltime 

price.   After  $30,000  cash  down 
ment,  will  pay  for  itself  in  five  years 


MIDWEST 

Major  network  affiliate.  This  vhf  station 
needs  know-how,  salesmanship.  $100,- 
000  cash  down,  balance  in  eight  years. 

FAR  WEST 

Fulltimer  non-directional  remote  control. 
Prosperous,  important  market  with  ma- 
jor growth  to  come.  Ideal  place  for 
ow,ner-operator  to  live  and  prosper. 
$30,000  down. 
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It  works  like  a  charm  to  say  presto — the  first  name  in  instantaneous  recording 
discs.  Only  presto  makes  the  famous  presto  master,  the  ultimate  in  flawless, 
fleck-less  disc-recording  surfaces.  Only  presto,  alone  among  all  manufacturers, 
handles  every  intricate  step  in  the  manufacture  of  its  discs.  Why  use  a  disc  that 
isn't  PRESTO-perfect? 

bogen-presto  Co.,  Paramus,  New  Jersey.  A  Division  of  The  Siegler  Corporation. 
(Bg)  Since  1934  the  world's  most  carefully  made  recording  discs  and  equipment. 


vin  Broadcasting  Co.  (Warren  J.  For- 
tier)  for  $40,000.  Pauls  Valley  Broad- 
casting is  owned  by  Ed  J.  Ballard,  50% , 
John  Hampton  and  S.  L.  Lloyd,  each 
25%.  The  sale  was  handled  by  Patt 
McDonald.  KVLH  is  on  1470  kc  with 
250  w,  day. 

•  WBGC  Chipley,  Fla.:  Sold  to  John 
Sanders,  general  manager  of  WAGC 
Chattanooga,  Tenn.,  by  Edward  C.  All- 
mon  for  $37,500.  The  sale  was  handled 
by  Paul  H.  Chapman  Co.  WBGC  is  on 
1240  kc  with  250  w. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  91): 

•  WNTA-AM-FM-TV  Newark,  N.J., 
and  KMSP-TV  Minneapolis,  Minn.: 
Granted  transfer  of  control  in  $11  mil- 
lion stock  exchange  (Broadcasting, 
Aug.  25,  1958)  from  Ely  A.  Landau 
and  others  (NTA)  to  National  Thea- 
tres Inc.  (WDAF-AM-TV  Kansas  City. 
Mo.).  Comr.  Robert  Bartley,  who  has 
consistently  advocated  hearings  in  simi- 
lar mergers,  dissented. 

This  grant  was  made  by  the  Com- 
mission with  the  door  still  open  to 
future  action  following  the  determina- 
tion of  two  court  cases  involving  NTA, 
as  well  as  the  outcome  of  the  FCC 
network  studies  now  under  way.  The 
court  suits,  one  brought  by  the  U.S. 
the  other  concerning  private  firms,  in- 
clude issues  of  compulsory  block  book- 
ing of  films  for  tv  and  restrictive  con- 
tract time  covenants. 

WNTA-TV  is  on  ch.  13.  WNTA  is 
on  970  kc  with  5  kw,  day,  1  kw,  night, 
directional  antenna  night.  WNTA-FM 
is  on  94.7  mc  with  13.5  kw.  KMSP- 
TV  is  on  ch.  9. 

•  WICC-AM-TV  Bridgeport,  Conn.: 
Sold  to  Connecticut-New  York  Broad- 
casters Inc.  (K.  M.  Cooper,  president) 
by  Philip  Merryman  and  Manning 
Slater  for  $1,228,400  for  80%  interest 
plus  $275,000  not  to  compete  for  a 
period  of  10  years  within  a  radius  of 
50  miles.  WICC-TV  is  on  ch.  43  and 
is  affiliated  with  ABC-TV.  WICC  is 
on  600  kc  with  1  kw,  day,  500  w,  night, 
directional  antenna  same  pattern  day 
and  night. 

•  WKDN-TV  Camden,  N.J.:  Sold  to 
The  Young  People's  Church  of  the  Air 
Inc.  for  $40,000  by  South  Jersey  Broad- 
casting Co.  Assignee  president,  Percy 
B.  Crawford,  owns  WMUZ-FM  De- 
troit. WKDN-TV  is  a  construction  per- 
mit on  ch.  17. 
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30  pr of it-antf- promotion  packed  half-haiirol 

already  guaranteeo 

YOUR  MUSICAL  JAMBOREE 
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Greaf  Network  Attr 


tractions! 
Top  Recording  Artists! 
Proved  Audience  Power! 


You  can  make  sweet  music  with  "Your  Musical  Jamboree." 

It's  pleasant,  easy  viewing— any  time,  any  day.  ..It's  the  only 
show  in  syndication  "promoted"  by  six  network  half -hours  each  week— 
with  each  program  a  reminder  of  "Your  Musical  Jamboree.'.'. 
It's  an  ideal  background  for  effective  selling. 


Bernard  L.  Schubert,  Inc. 


509  MADISON  AVENUE,  NEW  YORK  22 
MURRAY  HILL  8-0940 

CHICAGO 
LOS  ANGELES 
ATLANTA 
BOSTON 
DALLAS 
MEMPHIS 
MINNEAPOLIS 
PITTSBURGH 
WASHINGTON,  D.  C 
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WARTIME  MEDIA  UNDER  CZAR 

Lee  explains  emergency  plans  to  state 
presidents;  Fellows,  Swezey  also  speak 


A  communications  czar,  named  by 
the  President,  likely  would  run  broad- 
casting in  event  of  sudden  attack,  FCC 
Comr.  Robert  E.  Lee  has  informed 
presidents  of  state  broadcasting  asso- 
ciations. 

The  broadcast  presidents  met  Feb. 
24-25  in  Washington  for  their  fourth 
annual  roundup  under  NAB  auspices, 
taking  part  the  final  day  in  the  annual 
awards  luncheon  for  state  Voice  of 
Democracy  winners. 

The  two  days  of  meetings  produced 
exchanges  of  ideas  among  the  state 
officials,  backed  by  NAB  material  and 
staff  talks  on  how  to  cope  with  legis- 
lative and  freedom  of  speech  problems. 
Most  important,  however,  was  the  story 
of  the  broadcaster's  disaster  role  as  out- 
lined by  Mr.  Lee,  who  is  defense  com- 
missioner. 

"What  we  plan  for  we  pray  we  will 
never  do,"  Comr.  Lee  said  as  he  de- 
tailed latest  developments  in  the  Con- 
elrad  radio  alert  system  and  the  need 
to  safeguard  against  use  of  broadcast 
signals  as  homing  aids  to  airplanes  and 
missiles.  He  said  the  FCC  probably 
would  operate  under  the  Presidentially- 
appointed  czar. 

He  discussed  state  disaster  problems, 
including  the  now-building  system  of 
State  Industry  Advisory  Committees. 
These  will  supplement  the  national  ad- 
visory committee  (NIAC)  which  was 
formed  last  autumn.  This  national 
group  comprises  industry  program, 
news  and  technical  personnel.  An  ex- 
ecutive reserve  of  broadcast  officials 
has  been  completed  and  will  be  used 
in  an  upcoming  alert  operation. 

Conelrad,  often  maligned  by  broad- 
casters, is  still  deemed  by  the  military 
to  be  the  best  answer  to  the  problem 
of  enemy  attack  by  air,  he  stated.  Its 
operating  details  are  being  refined,  with 
March  31  as  target  date  for  completion. 
Plans  are  being  drafted  to  use  broad- 
cast stations  on  cleared  frequencies  for 
post-attack  coverage,  with  July  31  as 
target  date. 

FCC's  planning  includes  extensive 
backup  facilities  based  on  industrial 
microwave  stations.  One  fm  channel, 
Comr.  Lee  said,  can  carry  192  teletype 
or  12  voice  channels  without  disturb- 
ing normal  programming.  Broadcast 
remote  units  could  serve  as  emergency 
networking  facilities  on  450  and  455 
mc.  Vhf  tv  channels  can  also  be  used 
as  backups. 

"I  find  the  communications  industry 
No.  1  on  the  homefront  in  preparing 
for  war,"  he  said. 
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Progress  in  obtaining  coverage  rights 
to  public  proceedings  was  reviewed  by 
Robert  D.  Swezey,  WDSU-AM-TV 
New  Orleans,  chairman  of  the  NAB 
Freedom  of  Information  Committee. 
He  told  the  state  presidents  one  of  the 
problems  is  the  inertia  of  broadcasters 
and  their  failure  to  show  any  interest 
or  curiosity  in  covering  public  events. 
The  idea  of  the  freedom-of-access  ef- 
fort, he  said,  "is  to  enable  us  to  do  a 
news  job  comparable  to  that  of  other 
media." 

NAB  President  Harold  E.  Fellows 
observed  that  broadcast  editorializing 
is  becoming  more  widespread,  calling 
for  development  of  the  ability  to  edi- 
torialize fairly  and  objectively.  He 
blamed  some  of  the  Washington  pres- 
sures against  broadcasting  on  an  inbred 
shyness  and  said  broadcasters  are 
sometimes  sitting  ducks  for  wrathful 
lawmakers. 

Mr.  Fellows  predicted  a  trend  toward 
steady  progress  in  the  quality  of  enter- 
tainment and  sensitivity  of  the  viewing 
and  listening  needs  of  the  public. 
"Forty  years  from  now,  one  can  easily 
presume   that   the   use   of  broadcast 


Piece  of  Pike's  Peak  •  NAB 

President  Harold  E.  Fellows  be- 
came a  Colorado  landowner  Feb. 
24  when  he  was  presented  title 
(in  fee  simple)  to  one  square  inch 
of  Pike's  Peak.  Harry  W.  Hoth  (r), 
KRDO-AM-TV  Colorado  Springs, 
presented  the  title  on  behalf  of 
Colorado  Centennial  and  the  year- 
long Rush  to  the  Rockies  celebra- 
tion. Mr.  Hoth,  president  of 
Colorado  Broadcasters  Assn., 
turned  over  the  title  plus  a  west- 
ern tie  during  the  NAB  state 
association  meeting  in  Washing- 
ton. 


media  in  the  field  of  editorializing  and 
thus  in  shaping  and  leading  public 
opinion  will  be  no  less  commonplace 
than  editorializing  is  today  in  the 
press,"  he  added.  He  voiced  the  hope 
engineers  will  solve  allocation  prob- 
lems so  all  Americans  can  receive  full 
tv  service. 

James  W.  Rachels  Jr.,  Columbus, 
Ga.,  was  named  top  winner  in  the 
Voice  of  Democracy  contest,  receiving 
a  $1,500  scholarship  from  the  spon- 
sors. The  other  three  finalists  were 
Derek  L.  Booth,  Boonton,  N.J.; 
Herman  William  Mast,  Lawrence, 
Kan.,  and  Sanford  L.  Orkin,  Sunbury, 
Pa.  All  four  finalists  received  $500 
scholarships  from  U.  of  Missouri 
School  of  Journalism.  The  50  state 
winners  received  trips  to  Washington. 

NAB  and  Electronic  Industries  Assn. 
sponsor  the  contest  in  cooperation  with 
U.S.  Office  of  Education  and  Veterans 
of  Foreign  Wars. 

SDX  50th  anniversary 
to  be  saluted  by  CBS 

The  50th  anniversary  of  Sigma  Delta 
Chi  will  be  saluted  by  CBS-TV  with 
two  special  hour-long  programs  on  its 
public  affairs  series,  The  Great  Chal- 
lenge. 

Theodore  Koop,  news-public  affairs 
director  of  CBS,  Washington,  and  a 
member  of  the  professional  journalistic 
fraternity,  announced  last  week  that 
prominent  reporters  and  editors  would 
examine  their  profession  on  the  two 
panel  shows.  The  first  program,  sched- 
uled for  Sunday,  March  29,  is  titled,  "Is 
American  Journalism  Meeting  Its  Re- 
sponsibilities?" Eric  Sevareid,  will  mod- 
erate this  and  the  following  show  on 
Sunday,  April  5,  which  is  called,  "Is  the 
Public  Getting  the  Information  It 
Needs?" 

Panelists  for  the  March  29  program, 
which  will  cover  news  coverage  by  all 
media,  are  John  Fischer,  editor  of  Har- 
per's magazine;  Sig  Mickelson,  CBS 
Inc.  news  vice  president;  Barbara  Ward 
Jackson,  former  editor  of  the  British 
journal,  The  Economist;  J.  R.  Wiggins, 
executive  editor  of  the  Washington 
Post-Times  Herald,  and  Eugene  C.  Pul- 
liam,  honorary  president  of  Sigma 
Delta  Chi  and  publisher  of  the  Indian- 
apolis News  (WIRE  Indianapolis). 

According  to  CBS,  the  April  5  pro- 
gram will  explore  freedom  of  informa- 
tion and  government  censorship,  both 
overt  and  covert.  Panelists  for  the  sec- 
ond show  are  James  C.  Hagerty,  White 
House  news  secretary;  James  Reston, 
chief  Washington  correspondent,  New 
York  Times;  Robert  D.  Swezey,  WDSU- 
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Tuning  in  •  A  tape  of  a  station 
represented  by  Branham  Co.  is 
being  played  by  Fred  Weber  (1), 
Branham  account  executive  in 
Detroit,  for  timebuyers  Jack 
Walsh  and  Dick  Hoffman  (r),  of 
D.  P.  Brother  Co.,  Detroit.  The 
agency's  plan  is  to  obtain  the 
"sound"  and  '"feel"  of  stations 
they  may  buy. 


AM-TV  New  Orleans,  chairman' of  the 
NAB  Freedom  of  Information  Com- 
mittee; Harvard  Prof.  Arthur  Schle- 
singer  Jr.,  author  of  The  Coming  of  the 
New  Deal,  and  Charles  Sprague,  former 
governor  of  Oregon  and  editor-publish- 
er of  the  Salem  (Ore.)  Statesman. 

PCP  pitch  in  Detroit 

An  explanation  of  CBS  Radio's  Pro- 
gram Consolidation  Plan  highlighted  a 
speech  by  John  Karol,  vice  president  in 
charge  of  planning  and  development  for 
CBS  Radio,  before  a  luncheon  of  the 
Adcraft  Club  in  Detroit  last  week. 

Mr.  Karol  pointed  out  that  the  num- 
ber of  independent  radio  stations  has 
tripled  in  the  past  10  years,  while  the 
number  of  network  stations  has  re- 
mained "fairly  constant."  He  conceded 
this  development  had  created  "econom- 
ic problems  in  certain  areas,"  but  add- 
ed that  PCP  has  "relieved  these  tensions 
in  a  very  real  manner  by  enabling  the 
network  stations  to  make  more  money." 

On  another  subject,  Mr.  Karol  told 
Detroit  advertising  executives  that  CBS 
Radio  had  created  an  "exciting"  series 
for  Nationwide  Insurance  Co.,  titled 
The  Hidden  Revolution,  which  deals 
with  subjects  "usually  considered  too 
hot  to  handle."  He  suggested  that  De- 
troit automotive  manufacturing  com- 
panies consider  the  possibility  of  under- 
writing a  similar  "prestige"  series  in 
association  with  their  nationwide  auto- 
mobile dealers. 

WEDC  hires  new  men 

WEDC  Chicago,  a  sharetime  opera- 
tion owned  by  Emil  Denemark  Inc.,  has 
taken  on  non-union  help  replacing  four 
members  of  Local  1220,  International 
Brotherhood  of  Electrical  Workers, 
who  walked  out  during  contract  negoti- 
ations. 

The  technicians  struck  the  station 
(which  shares  1240  kc  with  Chicago 
stations  WSBC  and  WCRW)  Feb.  21. 
The  local  was  certified  by  the  National 
Labor  Relations  Board  last  October. 
The  strike  was  still  underway  last  week. 

CBS'  $24  million  year 

CBS  Inc.  reports  consolidated  profits 
for  fiscal  year  (53  weeks)  ending  Jan. 
3,  1959,  are  estimated  at  $24,400,000, 
compared  to  $22,193,000  earned  in 
1957  (52  weeks).  Last  year's  sales  ap- 
proximated $411,800,000,  compared  to 
1957  sales  of  $385,409,000. 

Per  share  earnings  rose  to  $3.10, 
compared  to  $2.81  per  share  (adjusted 
for  stock  dividend)  earned  in  the  pre- 
vious year. 


Guterma  and  friends 
prepare  for  round  two 

Protagonists  in  the  A.  L.  Guterma 
case  retired  to  regroup  their  forces  last 
week  after  Federal  Judge  Sidney  Sugar- 
man  adjourned  hearings  on  the  various 
matters  involved  until  March  18.  Mr. 
Guterma  and  the  F.  L.  Jacobs  Co., 
whose  subsidiaries  include  Hal  Roach 
Studios  and  the  Mutual  Radio  Network, 
are  charged  by  the  Securities  &  Ex- 
change Commission  with  failure  to  file 
certain  required  reports,  selling  un- 
registered securities  and  "a  general 
overall  scheme  to  defraud  on  the  part 
of  Mr.  Guterma"  (Broadcasting,  Feb. 
23,  16). 

When  hearings  were  resumed  Feb. 
23,  Judge  Sugarman  called  attorneys 
for  the  various  parties  into  his  chambers 
to  streamline  the  proceedings.  An 
official  transcript  of  that  session  re- 
vealed he  had  been  critical  of  the  SEC's 
case  to  date,  saying  it  apparently  was 
based  largely  on  "conjecture,  suspicion, 
speculation  and  innuendo."  He  said  the 
SEC  should  have  used  its  subpoena 
powers  more  widely  to  bring  in  more 
facts  in  advance  of  the  court  proceed- 
ings. 

Another  element  entered  the  cast 
last  week  when  a  newly-formed  Scran- 
ton  Corp.  Stockholders  Protective  Com- 
mittee went  into  court  in  Scranton,  Pa., 
to  force  officers  of  that  company  to 
produce  records  for  inspection.  A  hear- 
ing on  the  petition  was  scheduled  Fri- 
day (Feb.  27).  The  committee  is  com- 
posed of  Robert  Lerner,  a  director  of 
Motor  Products  Corp.  and  former 
director  of  Lerner  Stores;  Millard 
Rothenberg,  vice  president  of  Judy 
Bond  Inc.,  women's  apparel  manu- 
facturer; Robert  Rittmaster,  financial 
analyst  and  business  consultant,  and 
Sanford  Wartell,  Allentown,  Pa.,  busi- 
nessman and  record  manufacturer. 

New  Young  study 

Adam  Young  Inc.,  New  York,  last 
week  distributed  to  advertising  agencies 
and  advertisers  copies  of  a  study  which 
indicates  that  in  a  majority  of  29  mar- 
kets below  the  top  25,  locally-pro- 
grammed radio  stations  rate  higher  than 
network  outlets  in  terms  of  audience. 

Frank  Boehm,  director  of  research 
for  Adam  Young,  pointed  out  that  in- 
dependent outlets  achieved  "the  domi- 
nant audience  position"  in  22  of  the 
29  markets  analyzed.  The  study,  titled 
The  Dynamic  Change  in  Radio,  is  a 
follow-up  to  an  earlier  analysis  made 
by  Adam  Young  of  the  top  25  markets 
which  came  to  a  similar  conclusion. 
The  present  study  was  based  on  Pulse 
audience  data  for  1958  and  gives  com- 
parative figures  for  1952  and  1956. 


Fm  parley  in  S.  Calif, 
to  draw  up  ad  campaign 

To  promote  fm  as  both  good  enter- 
tainment and  good  advertising,  Fm 
Broadcasters  of  Southern  California,  at 
a  meeting  in  Los  Angeles  Tuesday  (Feb. 
24)  appointed  a  seven-member  commit- 
tee to  consider  proposals  for  local  and 
national  advertising  campaigns.  They 
heard  suggestions  for  psychological,  as 
well  as  statistical,  research  and  for  the 
collection  of  data  for  use  in  presenta- 
tions to  advertisers  and  agencies.  j 

Members  of  the  new  committee  are: 
Don  Probst,  KNOB  (FM)  Long  Beach; 
Tom  Baxter,  KFMU  (FM),  Hal  Sawyer, 
KBIQ  (FM),  and  Benson  Curtis,  KRHM 
(FM),  all  Los  Angeles;  Bob  Howard, 
KDUO  (FM)  Riverside;  Maurice  Gresh- 
am,  KSFV  (FM)  San  Fernando,  and 
Art  Crawford  Jr.,  KCBH  (FM)  Beverly 
Hills.  Frederic  Rabell,  KITT  (FM)  San 
Diego,  serves  as  advisor. 

Maurice  Buchen,  treasurer  of  the  as- 
sociation, reported  that  the  joint  pro- 
motion of  fm  receivers  in  automobiles 
conducted  by  member  stations  for  Gon- 
set  Div.  of  Young  Spring  &  Wire  Co. 
has  enriched  the  FMBSC  coffers  by 
$1,571.50.  The  total  would  have  been 
higher,  he  said,  if  Gonset  had  had  wider 
distribution  of  its  auto  fm  sets,  so  that 
stations  outside  Los  Angeles  could  have 
participated  in  the  promotion.  Mr.  Bu- 
chen was  elected  secretary  of  the  as- 
sociation as  well,  filling  a  vacancy  left 
by  the  withdrawal  of  Buff  Gotlib  of 
KFMU  when  that  station  changed  hands 
recently. 
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Providing  extra-special  coverage  of 
critical  events  is  ordinary  practice 
for  WBBM-TV-and  Chicago  knows  it. 
When  emergency  strikes,  instinctively 
the  city  turns  to  Channel  2  for  news. 

Case  in  point:  the  day  fire  swept  Our 
Lady  of  Angels  school,  WBBM-TV's 
6:00  pm  news  (21.6  rating)  reached 
2 '/a  times  as  many  viewers  as  the  two 
competing  newscasts  combined.  The 
10:00  pm  news  (46.7  rating)  reached 
3  times  as  many  viewers  as  the  two 
competing  news  programs  combined 
. . .  more  viewers,  in  fact,  than  all  ten 
newscasts  presented  that  evening  on 
all  the  other  stations  combined.* 

Chicago's  deep-rooted  preference  for 
WBBM-TV  news  is  no  happenstance. 
CBS  News  standards  and  a  36-man 
local  news  staff  (largest  in  Chicago) 
insure  one  of  the  finest  station  news 
operations  in  the  nation.  And  make 
possible  WBBM-TV's  remarkable 
ability  to  make  the  extra... ordinary. 

wmw 

CHANNEL  2,  CHICAGO  •  CBS  OWNED 


NAB  ATTENDANCE  TO  HOLD  OWN 

Chicago  convention  plans  almost  complete 
with  no  loss  in  registration  figures  seen 


NAB's  37th  annual  convention  at 
Chicago  March  15-18  will  equal  last 
year's  Los  Angeles  meeting  in  size, 
judging  by  advance  registrations. 

As  the  association  closed  its  advance 
bookings  Friday  (Feb.  27)  afternoon, 
it  appeared  to  convention  officials  the 
change  in  format  to  emphasize  man- 
agement-ownership problems  will  not 
bring  a  major  drop  in  attendance.  It 
appeared,  too,  that  the  final  figure  may 
not  equal  the  all  time  record  set  in 
Chicago  two  years  ago. 

A  surprise  feature  of  the  convention 
will  be  the  appearance  of  Leo  H. 
Hoegh,  director  of  the  Office  of  Civil 
&  Defense  Mobilization,  and  Rep.  Wil- 
liam G.  Bray  (R-Ind.)  in  a  discussion 
of  spectrum  use. 

Mr.  Hoegh  recently  recommended 
the  creation  of  a  five-member  com- 
mission to  study  spectrum  use  and  man- 
agement. Rep.  Bray,  a  frequent  critic 
of  the  military  for  what  he  thinks  may 
be  its  excessive  demands  for  spectrum 
space,  has  advocated  a  Congressional 
investigation  of  the  subject.  Mr.  Hoegh 
and  Rep.  Bray  will  appear  at  the  Mon- 
day afternoon  tv  meeting  at  the  con- 
vention. 

Most  of  the  convention  program- 
ming had  been  completed  at  the  week- 
end, along  with  plans  for  the  concur- 
rent Broadcast  Engineering  Conference 
(Broadcasting,  Jan.  26).  Two  awards 
will  be  made  this  year:  NAB  Keynote 
Award  to  Robert  W.  Sarnoff,  NBC 
board  chairman,  and  first  NAB  En- 
gineering Award  to  John  T.  Wilner, 
radio-tv  vice  president-engineering, 
Hearst  Corp. 

Other  Huddles  •  A  long  list  of  satel- 
lite meetings  is  being  set  up  by  net- 
works, Fm  Development  Assn.  and 
other  industry  groups,  starting  March 
13.  The  equipment  exhibit  will  open 
Sunday,  the  15th,  with  Tuesday  after- 
noon left  open  for  equipment  and  hos- 
pitality suite  visiting. 

Formal  meetings  open  Monday, 
9  a.m.,  with  concurrent  labor  relations 
(closed)  and  fm  programs.  Charles  H. 
Tower,  NAB  personnel-economics  man- 
ager, will  preside  at  the  labor  meeting. 
Speakers  will  be  William  C.  Fitts,  CBS 
Inc.;  Ward  L.  Quaal,  WGN-AM-TV 
Chicago,  and  G.  Maynard  Smith,  At- 
lanta attorney. 

Taking  part  in  the  fm  program  will 
be  members  of  NAB's  Fm  Committee, 
representing  all  facets  of  fm  broad- 
casting. They  include  Ben  Strouse, 
WWDC-FM    Washington,  chairman; 


William  D.  Caskey,  WPEN-FM  Phila- 
delphia; Everett  L.  Dillard,  WASH 
(FM)  Washington;  Raymond  S.  Green, 
WFLN-FM  Philadelphia;  Merrill  Lind- 
say, WSOY-FM  Decatur,  111.,  and  Fred 
Rabell,  KITT-FM  San  Diego. 

Ceremonial  Events  •  The  joint  man- 
agement-ownership and  engineering 
programming  starts  at  1 1  a.m.  G.  Rich- 
ard Shafto,  WIS-TV  Columbia,  S.C., 
convention  co-chairman,  will  preside. 
Music  will  include  the  Fifth  U.S.  Army 
Band  and  Pvt.  Steve  Lawrence,  tv 
vocalist  now  in  the  service.  After  a 
greeting  by  Chicago  Mayor  Richard  J. 
Daley,  the  keynote  award  will  be  pre- 
sented to  Mr.  Sarnoff  by  Harold  E. 
Fellows,  NAB  president.  Mr.  Sarnoff 
will  deliver  the  keynote  address. 

Robert  T.  Mason,  WMRN  Marion, 
Ohio,  convention  co-chairman,  will  pre- 
side at  the  joint  luncheon.  Speaker  will 
be  President  Fellows. 

John  F.  Meagher,  NAB  radio  vice 
president,  will  preside  at  a  radio  session 
Monday  afternoon.  J.  Frank  Jarman, 
WDNC  Durham,  N.C.,  and  NAB  Ra- 
dio Board  chairman,  will  open  the  ses- 
sion. A  discussion  of  radio  program- 
ming trends  will  include  Howard  G. 
Barnes,  CBS  Radio;  Robert  D.  Enoch, 
WXLW  Indianapolis;  Frank  Gaither, 
WSB  Atlanta;  Duncan  Mounsey,  WPTR 
Albany,  N.Y.,  and  Robert  E.  Thomas, 
WJAG  Norfolk,  Neb. 

A  discussion  of  code  practices  will 
include  Cliff  Gill,  KEZY  Anaheim, 
Calif.,  chairman  of  the  NAB  Standards 
of  Good  Radio  Practice  Committee.  An 
exchange  of  views  on  the  subject,  "Sta- 
tion Representatives — What  Have  You 
Done  to  Us,"  will  include  Lawrence 
Webb,  director,  Station  Representatives 
Assn.,  and  Arthur  H.  McCoy,  John 
Blair  &  Co.  Mr.  Mason  will  report  on 
copyright  problems  as  chairman  of 
the  All-Industry  Music  Licensing  Com- 
mittee, set  up  a  year  ago  at  the  Los 
Angeles  convention. 

Monday  Dates  •  The  Monday  after- 
noon tv  program  will  be  led  by  Thad 
H.  Brown  Jr.,  NAB  tv  vice  president. 
Howard  Lane,  KOIN-TV  Portland, 
Ore.,  tv  board  chairman,  will  welcome 
delegates.  Roger  W.  Clipp,  retiring 
chairman  of  the  NAB  Tv  Code  Review 
Board,  will  review  code  developments, 
and  Vincent  T.  Wasilewski,  NAB  gov- 
ernment relations  manager,  will  speak 
on  legislative  and  regulatory  trends. 
Mr.  Hoegh  will  be  the  next  speaker, 
followed  by  Rep.  Bray. 

The  radio  and  tv  meetings  resume 
Tuesday,  10  a.m.  E.K.  Hartenbower, 


KCMO  Kansas  City,  will  lead  a  discus- 
sion of  radio  audience  research.  He  is 
chairman  of  NAB's  Research  Commit- 
tee. With  him  will  be  John  K.  Church- 
ill, A.C.  Nielsen  Co.;  Theo  Folson, 
Census  Bureau;  Ed  Fitzgerald,  J.  Walter 
Thompson  Co.;  Russell  Tolg,  BBDO, 
and  Charles  Harriman  Smith,  Minne- 
apolis consultant.  Radio  Advertising 
Bureau's  presentation  will  feature  Kevin 
B.  Sweeney,  president,  and  John  F. 
Hardesty,  vice  president. 

Tuesday  morning's  tv  session  will  be 
closed.  After  a  business  session,  with 
election  of  directors,  the  next  topic  on 
the  convention  agenda  will  be  "The 
Image  of  Television." 

Tuesday  Windup  •  FCC  Chairman 
John  C.  Doerfer  will  be  speaker  at  the 
joint  luncheon  Tuesday,  winding  up  pro- 
gramming for  the  day. 

Wednesday  morning  will  be  featured 
by  the  annual  FCC-Industry  Round- 
table,  with  all  seven  Commissioners  and 
staff  executives  taking  part.  Engineering 
delegates  will  attend. 

Presentation  of  the  engineering  medal 
to  Mr.  Wilner  will  be  made  at  the  joint 
Wednesday  luncheon  by  A.  Prose 
Walker,  NAB  engineering  manager. 
Featured  speaker  will  be  Lt.  Gen. 
Arthur  G.  Trudeau,  in  charge  of  re- 
search and  development,  Dept.  of  Army. 
A  brief  business  session  will  wind  up 
the  luncheon. 

Separate  radio  and  tv  meetings  will  be 
held  Wednesday  afternoon.  A  radio 
panel  on  editorializing  will  include  Alex 
Keese,  WF AA  Dallas,  co-chairman  of 
NAB's  Editorializing  Committee,  with 
Simon  Goldman,  WJTN  Jamestown, 
N.Y.;  Daniel  W.  Kops,  WAVZ  New 
Haven,  and  Robert  L.  Pratt,  KGGF 
Coffeyville,  Kan. 

A  look  into  radio's  1970  prospects 
will  be  featured  by  Irving  Schweiger, 
associate  professor  of  marketing,  U.  of 
Chicago  graduate  business  school;  Dale 
G.  Moore,  KBMN  Bozeman,  Mont.; 
Mr.  Quaal  and  Mr.  Tower.  Mr.  Walker 
will  speak  on  automation  trends. 

Film  &  Tape  •  At  the  Wednesday 
afternoon  tv  meeting  Joseph  Floyd, 
KELO-TV  Sioux  Falls,  S.  D.,  and  chair- 
man of  the  NAB  Tv  Film  Committee, 
will  join  a  discussion  of  television  film 
and  tape  developments.  Four  speakers 
will  discuss  future  trends  in  tv  sales 
and  costs — George  B.  Storer  Jr.,  Storer 
Broadcasting  Co.;  John  W.  Davis,  Blair 
Television;  Maxwell  Ule,  Kenyon  & 
Eckhardt,  and  Hugh  M.  Beville,  NBC. 

The  Wednesday  night  banquet  will 
wind  up  the  convention. 

Members  of  the  Resolutions  Com- 
mittee are  Hugh  W.  Smith,  WCOV-AM- 
TV  Montgomery,  Ala.,  chairman;  Nor- 
man P.  Bagwell,  WKY-TV  Oklahoma 
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City;  R.  Karl  Baker,  WLDS  Jackson- 
ville, 111.;  William  Grant,  KOA-TV 
Denver;  Donald  Sullivan,  KVTV  (TV) 
Sioux  City,  Iowa;  Harold  Tanner, 
WLDM  (FM)  Detroit,  and  George  J. 
Volger,  KWPC  Muscatine,  Iowa. 

ABC-TV  will  report  on  the  network's 
growth  and  progress  in  a  special  pres- 
entation during  the  annual  affiliate 
meeting  in  Chicago,  March  15,  pre- 
ceding the  convention.  The  meeting  is 
scheduled  for  2  p.m.  in  the  Crystal 
Room  of  the  Sheraton-Blackstone  Hotel. 
A  reception  for  both  radio  and  tv  af- 
filiates will  follow  in  Parlors  A  and  B 
of  the  Williford  Suite  of  the  Conrad 
Hilton  Hotel,  starting  at  5  p.m. 

Fm  developers  set 
for  meet  in  Chicago 

Fm  Development  Assn.  will  hold  its 
annual  meeting  March  13-15  in  Chi- 
cago prior  to  the  NAB  convention. 
Sessions  will  be  held  in  the  Lower  Tower 
Room  of  the  Conrad  Hilton  Hotel, 
according  to  President  Jack  B.  Kiefer, 
KMLA  (FM)  Los  Angeles. 

"The  fm  industry  is  standing  on  the 
threshold  of  its  greatest  advancement," 
President  Keefer  said  in  a  letter  to  fm 
station  operators,  explaining  the  pro- 
gram had  been  based  on  "the  tremen- 
dous gains"  in  fm  (Broadcasting,  Feb. 
9). 

Discussion  topics  will  be  directed  to 
matters  of  general  interest  to  all  fm 
stations  rather  than  to  details  of  spe- 
cific operations  such  as  multiplexing 
and  functional  operation.  The  FMDA 
board  will  meet  the  afternoon  of  March 
13.  An  informal  reception  will  be  held 
at  7  p.m. 

Programming  opens  March  14  with 
a  morning  discussion  of  sales  tech- 
niques, general  practices  and  exchange 
of  ideas.  John  F.  Meagher,  NAB  radio 
vice  president,  will  explain  the  associa- 
tion's new  publication,  FM-phasis.  A 
session  on  station  representation  is 
planned.  Engineering  topics  will  be 
considered  in  the  afternoon.  Ross  Be- 
ville,  WWDC-FM  Washington,  will 
preside.  Emphasis  will  be  on  stereo  and 
fm,  including  use  of  multiplex.  Speak- 
ers include  Donald  G.  Fink,  Philco 
Corp.,  of  the  National  Stereo  Radio 
Committee  which  is  drawing  up  stereo 
standards;  Harold  L.  Kassens,  chief, 
FCC  aural  facilities  branch;  A.  Prose 
Walker,  NAB  engineering  manager; 
Murray  Crosby,  Crosby  Labs.;  Dwight 
Harkins,  Harkins  Radio;  Harold  N. 
Parker,  Calbest  Electronics  Co.;  W.  M. 
Halstead,  Multiplex  Services  Corp., 
and  Leonard  Kahn,  Kahn  Labs. 

A  report  on  fm-ASCAP  develop- 
ments will  be  given  by  FMDA  com- 
mittee heads  and  Sigmond  Timberg, 
counsel  at  the  March  15  business  ses- 
sions. 


CBS-TV  considers 
evening  rate  changes 

CBS-TV  may  institute  higher  rates  in 
the  more  desirable  evening  periods. 

The  network  would  not  confirm  a  re- 
port to  that  effect  last  week  but  it  was 
learned  CBS-TV  has  been  giving  con- 
sideration to  such  a  hike  for  several 
months. 

Just  where  the  rates  would  be  upped 
is  not  certain,  and  it  is  possible  they 
will  not  go  up  at  all.  Instead  the  net- 
work may  keep  the  desirable  periods  at 
par  with  present  rates  and  lower  rates 
in  those  periods  which  are  not  so  desir- 
able to  the  advertiser. 

Guiding  principle  as  to  which  periods 
are  the  most  desirable:  the  hours  be- 
tween 8  and  10  p.m. 

The  split-up  of  the  evening  time  rate 
structure  is  seen  by  the  network  as  a 
way  to  make  certain  periods  more  at- 
tractive to  the  advertiser,  rather  than  as 
a  move  to  gain  additional  revenue. 

As  now  constructed,  any  part  of  the 
nighttime  schedule,  from  7:30  p.m.  on, 
costs  approximately  the  same  to  the  ad- 
vertiser. If  effected,  the  differential 
would  make  the  7:30-8  p.m.  and  the 
segments  starting  with  10  or  10:30  p.m. 
cheaper  in  price  than  the  8-10  p.m. 
periods. 

AFTRA  strikes  WFBR 

WFBR  Baltimore  has  operated  under 
strike  conditions,  since  AFTRA  an- 
nouncers and  d.j.'s  walked  out  at  7  a.m. 
Feb.  16.  The  station  said  it  lost  two 
minutes  at  the  start  of  the  strike  but  has 
been  "under  virtually  normal  condi- 
tions" since  that  time. 

Robert  B.  Jones  Jr.,  WFBR  vice  presi- 
dent and  general  manager,  said  some 
progress  had  been  made  in  contract 
negotiations  until  a  "union  security" 
clause  ultimatum  was  issued  by  Evelyn 
Freyman,  AFTRA  vice  president,  ne- 
gotiating for  the  union.  Mr.  Jones  de- 
scribed the  clause  as  "un-American  and 
immoral." 

While  AFTRA  has  operated  a  sec- 
ondary boycott,  Mr.  Jones  said,  the 
station  has  not  lost  any  local  or  na- 
tional accounts  but  has  gained  new  spon- 
sors. He  said  three  political  candidates 
had  dropped  off  early  in  the  strike. 

Miss  Freyman  said  the  union  secu- 
rity clause  is  standard  in  AFTRA  con- 
tracts and  is  enjoyed  by  the  IBEW 
technicians  at  WFBR.  She  said  the  pick- 
et line  included  talent  from  all  Balti- 
more stations  as  well  as  Washington, 
adding  that  union  contacts  with  adver- 
tisers had  resulted  in  many  contract 
cancellations.  IBEW  technicians  are 
crossing  the  picket  line,  but  Miss  Frey- 


man said  they  are  joining  in  the  picket- 
ing. 

WITH  and  WMAR-TV  Baltimore  are 
before  the  National  Labor  Relations 
Board  where  eligibility  of  individual  staff 
members  to  vote  in  elections  (to  deter- 
mine a  bargaining  agent)  is  under  re- 
view. AFTRA  earlier  had  been  certified 
by  NLRB  as  WFBR's  bargaining  agent 
after  an  election. 

NAB  session  delves 
into  spectrum  crisis 

Spectrum  assignments  to  the  govern- 
ment and  special  service  uses  pose  a 
threat  of  interference  with  the  public's 
radio  and  tv  reception,  the  NAB  Engi- 
neering Advisory  Committee  believes. 

Meeting  Thursday  (Feb.  26)  at  Wash- 
ington, the  committee  discussed  the 
spectrum  problem  at  length,  according 
to  its  chairman,  Jay  W.  Wright,  KSL 
Salt  Lake  City.  The  committee  asked  A. 
Prose  Walker,  NAB  engineering  man- 
ager, to  explore  the  subject  with  set 
makers  and  government  officials,  with 
special  reference  to  areas  where  an- 
swering services  are  causing  interfer- 
ence. 

Overhead  power  lines  are  a  source 
of  trouble,  according  to  the  committee. 
Mr.  Walker  said  NAB  is  conducting 
studies  and  will  look  into  the  idea  of  es- 
tablishing standards  in  this  field. 

Use  of  luminous  paint  on  towers,  as 
planned  by  WABC  New  York,  was  dis- 
cussed. A  paper  on  the  subject  will  be 
given  at  the  NAB  Broadcast  Engineer- 
ing Conference  in  Chicago  March  15- 
18. 

Committee  members  attending  be- 
sides Mr.  Wright  were  Clure  Owen, 
ABC;  James  D.  Parker,  CBS-TV;  An- 
drew L.  Hammerschmidt,  NBC;  Ralph 
N.  Harmon,  Westinghouse  Broadcast- 
ing; Max  H.  Bice,  KTNT-TV  Tacoma. 
Wash.;  George  E.  Gautney,  Washing- 
ton consultant,  and  Joseph  H.  Mitchell. 
WFLA-TV  Tampa,  Fla.  Participating 
for  NAB,  besides  Mr.  Walker,  were 
President  Harold  E.  Fellows;  Thad  H. 
Brown,  tv  vice  president;  John  F. 
Meagher,  radio  vice  president;  Donald 
N.  Martin,  public  relations  assistant  to 
the  president,  and  George  Bartlett,  as- 
sistant engineering  manager. 

ABA  Canon  35  group 
gives  status  report 

American  Bar  Assn.'s  House  of  Dele- 
gates had  little  time  to  worry  about  its 
restrictions  on  broadcast  coverage  of 
trials  during  the  midwinter  meeting  held 
in  Chicago  last  week.  The  House  heard 
a  brief  status  report  from  its  special 
committee   charged  with   a  study  of 
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The  Skies  are  Falling,  Chicken  Little, 
and  Other  August  Portents 


'-pHE  orchestra  was  playing  the  Star 
Spangled  Banner  Cha  Cha.  Lights 
were  coming  on  all  over.  The  party 
was  beginning  to  break  up.  It  was  time 
to  go.  We  went  out  to  the  car  and 
turned  on  the  radio,  tuned  to  our 
favorite  radio  station,  and  enjoyed 
delightful  music  all  the  way  home. 
Isn't  that  a  nice  story?  It's  too  bad  they 


weren't  listening  to  WMT,  but  these 
cats  were  in  San  Francisco  and  that's 
outside  our  coverage  area.  If  they  had 
been  in  Eastern  Iowa,  guess  what  CBS 
Radio  Station  for  Eastern  Iowa,  repre- 
sented by  the  Katz  Agency,  affiliated 
with  WMT-TV  (Cedar  Rapids- Water- 
loo) and  KWMT,  Fort  Dodge,  they 
would  have  been  listening  to. 


visual  and  broadcast  coverage  under 
ABA's  Canon  35. 

The  Canon  35  study  group,  headed 
by  Whitney  North  Seymor,  New  York, 
said  it  would  have  no  progress  report 
prior  to  the  ABA  convention  in  Miami 
Aug.  24-28.  The  group's  statement  fol- 
lows: 

"The  committee  has  been  examining 
what  has  been  and  is  being  written  on 
the  subject.  It  is  also  considering  the 
possibility  of  exploring  avenues  which 
might  give  fresh  light  on  the  basic  prob- 
lems involved.  It  is  not  yet  in  a  position 
to  do  more  than  to  report  that  it  is 
working  diligently  and  expects  to  have  a 
progress  report  for  the  annual  meet- 
ing." 

ABC-TV  tops  Nielsen, 
affiliates  board  told 

Station  affiliates  of  ABC-TV  network 
have  five  of  the  top  10  Nielsen  net- 
work programs,  the  affiliates'  board  of 
governors  was  told  Thursday  as  it 
opened  meetings  at  the  Flamingo  Hotel, 
Las  Vegas,  Nev.  Network  officials  and 
board  members  voiced  optimism  over 
next  season's  prospects  after  hearing  a 
review  of  new  properties  bought  or  in 
production. 

Three  of  the  five  top  Nielsen  pro- 
grams are  on  ABC-TV,  the  board 
learned.  They  are  Rifleman,  Maverick 
and  Sugarfoot.  With  Wyatt  Earp  and 
The  Real  McCoys,  they  added,  ABC- 
TV  has  half  of  the  top- 10  Nielsen  list. 
In  addition  the  network  was  described 
as  leading  the  tv  field  four  of  seven 
nights  a  week. 

Joe  Drilling,  KJEO-TV  Fresno,  Calif., 
affiliates  board  chairman,  said  the  net- 
work plans  to  strengthen  further  its  day- 
time programming.  "We're  enthusiastic 
but  not  overconfident,"  he  said.  "Leo- 
nard Goldenson,  president  of  American 
Broadcasting-Paramount  Theatres,  par- 
ent company,  is  living  up  to  the  promise 
he  made  25  months  ago  to  put  money 
where  his  mouth  was." 

Continued  Improvement  •  Oliver 
Treyz,  ABC-TV  president,  joined  Mr. 
Goldenson  in  promising  continued  im- 
provement in  programming.  Some  of  the 
new  properties  will  be  The  Alaskans, 
full-hour  Warner  Brothers  production; 
a  new  Cheyenne  series  now  shooting  and 
a  show  marking  the  tv  debut  of  Robert 
Taylor. 

Board  members  attending  besides  Mr. 
Drilling  were  Willard  Walbridge,  KTRK 
(TV)  Houston;  Joe  Bernard,  KTVI 
(TV)  St.  Louis;  Joe  Hladky,  KCRG- 
TV  Cedar  Rapids,  Iowa;  Joe  Herold, 
KBTV  (TV)  Denver;  Don  Davis, 
KMBC-TV  Kansas  City,  and  Frederick 
Houwink,  WMAL-TV  Washington. 

Representing  the  network,  besides 
Messrs.  Goldenson  and  Treyz,  were 
Tom    Moore,    Al    Beckman,  Robert 


Hinckley  and  James  Riddel,  vice  presi- 
dents; and  Don  Shaw,  Dean  Linger, 
Mike  Minahan,  Sandy  Cummings, 
Stephen  Riddleberger  and  Selig  Selig- 
man. 

Daly  denied  etv  time 
on  basis  of  tax  code 

An  apparent  conflict  between  FCC 
regulations  and  the  Internal  Revenue 
Code  has  been  raised  by  an  educational 
tv  station  over  the  equal  time  political 
controversy  in  Chicago  (Broadcasting, 
Feb.  23). 

WTTW  (TV)  Chicago,  non-commer- 
cial outlet,  has  advised  the  Commission 
it  could  not  comply  with  its  request  to 
grant  Lar  Daly  equal  time  and  still 
retain  its  tax-exempt  status.  The  sta- 
tion's position  was  explained  by  Dr. 
John  W.  Taylor,  executive  director,  in 
a  letter  to  the  FCC  Feb.  20. 

Dr.  Taylor  notified  the  FCC  he  could 
not  afford  the  splinter  candidate  time 
to  answer  Chicago  Mayor  Richard  J. 
Daley's  "progress  report"  because  of 
a  prohibition  by  the  Internal  Revenue 
Code  which  says  non-profit  corpora- 
tions cannot  "propagandize"  or  know- 
ingly present  political  candidates  and 
retain  their  tax-exempt  privileges. 

Dr.  Taylor  said  last  week  that 
WTTW  was  not  aware  Mr.  Daly  was 
a  candidate  at  the  time  it  carried  a 
kinescope  of  Mayor  Daley's  report,  or 
would  not  have  scheduled  it.  Even  so, 
he  pointed  out,  WTTW  felt  the  mayor's 
talk  constituted  a  public  service  over 
and  above  any  political  considerations. 

Dr.  Taylor  posed  the  dilemma: 
"Thus,  we  are  subject  to  FCC  regula- 
tions for  our  license  and  to  the  Treas- 
ury Dept.  for  our  tax-exempt  status." 

ABC  for  its  WBKB  (TV)  Chicago 
on  Monday  (Feb.  23)  added  its  pro- 
tests to  those  of  CBS  (WBBM-TV)  and 
asked  the  FCC  to  reverse  the  ruling, 
but  the  FCC  had  not  acted  on  either 
the  CBS  or  ABC  requests  by  Thursday 
(Feb.  26). 

Mr.  Daly  received  a  total  of  55,736 
votes  on  both  tickets  in  last  week's  elec- 
tion, while  Mayor  Daley  won  renomi- 
nation  with  472,183  for  the  Democrats 
and  Timothy  P.  Sheehan  won  the  GOP 
nomination  with  70,272. 

WIBG  marks  its  50  kw 

WIBG  Philadelphia  last  Monday 
(Feb.  23)  formally  increased  its  day 
power  to  50  kw  on  990  kc  with  special 
ceremonies  at  Independence  Hall.  Night 
power  is  10  kw.  Station  provided  full 
coverage  of  the  event  that  included  par- 
ticipation by  Pennsylvania  Lt.  Gov. 
John  M.  Davis  (a  onetime  WIBG  an- 
nouncer) ,  and  other  state  and  local  dig- 
nitaries. Contingent  of  top  Storer  Broad- 
casting Co.  (WIBG  licensee)  officials, 
was  also  on  hand. 


•  Rep  appointments 

•  WLAD  Danbury  and  WBRY  Water- 
bury,  both  Connecticut,  and  KJOE 
Shreveport,  La.,  name  Richard  O'Con- 
nell  as  national  representative. 

•  WOKO  Albany,  N.Y.,  appoints  The 
Branham  Co.  as  national  representative. 

•  WNTA-AM-FM  has  appointed  Mc- 
Gavren-Quinn,  N.Y.,  as  representative 
in  New  York  City  area,  effective  im- 
mediately. Stations  were  previously 
represented  by  NTA  Spot  Sales  which 
resigned  the  account  to  concentrate 
more  fully  on  activities  of  WNTA-TV. 
McGavren-Quinn  also  represents 
WNTA-AM-FM  nationally. 

•  WWSC  Glens  Falls  and  WSPN  Sara- 
toga Springs,  both  N.Y.,  have  appointed 
Devney  Inc.,  N.Y. 

•  CKSL  London,  Ont.,  and  CKCL 
Truro,  N.S.,  name  Devney  Inc.,  N.Y., 
in  the  United  States. 

•  KCEE  Tucson,  Ariz.,  names  Forjoe 
&  Co.,  N.Y. 

•  KCKC  San  Bernardino,  Calif.,  has 
appointed  Ayers,  Allen  &  Smith  as  its 
west  coast  sales  representative.  Grant 
Webb  &  Co.  continues  as  KCKC's  na- 
tional representative. 

•  Media  reports 

•  WGN  Chicago  is  starting  24-hour 
operation  tomorrow  (March  3)  with 
all-night  program,  Reserve  Showcase, 
six  days  weekly.  The  station  currently 
signs  off  at  11:05  p.m.  (except  during 
the  baseball  season)  but  is  extending 
its  operation  to  the  present  signon  at 
5:30  a.m.,  every  morning  except  Tues- 
day (or  Monday  post-midnight).  The 
program  will  feature  Franklyn  Mac- 
Cormack  as  the  host,  and  Herb  Lyon, 
Chicago  Tribune  syndicated  columnist, 
plus  five-minute  newscasts,  weather 
bulletins  and  public  service  informa- 
tion. Sponsor:  Peter  Hand  Brewing 
Co.  (Reserve  beer),  through  BBDO. 

•  New  Orleans  Tv  Corp.,  a  merger  of 
two  applicants  in  the  old  New  Orleans 
ch.  12  contest  (Broadcasting,  Feb.  2), 
is  operating  temporarily  on  ch.  13,  New 
Orleans,  with  WVUE  (TV)  as  its  call. 
WVUE  had  been  the  identification  of 
now-dark  ch.  12,  Wilmington,  Del.,  un- 
der Storer  ownership.  Joseph  A.  Paretti 
is  president  of  WVUE  New  Orleans, 
which  is  affiliated  with  ABC-TV. 

•  WMC-WMCF  (FM)-WMCT  (TV) 
Memphis  dedicated  a  new  $1  million 
building  with  an  hour-long  WMCT 
telecast  which  starred  George  Gobel. 
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"Though  on  pleasure  she  was  bent,  she  had  a  frugal  mind  " 

(William  Cowper,  non-Floridian,  1731-1800) 


Holidays  in  Florida  are  in  great  favor 
among  women  who,  as  Cowper  put  to 
verse,  are  of  "frugal  mind."  And  there's 
good  reason.  Despite  journalistic  high- 
lighting of  its  $50-a-day  hotel  room 
rates,  wise  distaffers  know  such  costs 
are  the  exception,  not  the  rule.  They 
know  the  glamor  of  a  Florida  vacation 
can  be  enjoyed  without  extravagance. 

Last  year  alone,  7,026,628  people 
visited  Florida.  Far  more  than  could 
have  been  accommodated  in  its  luxury  - 
priced  hotels.  For  the  most  part  these 
folks  came  in  family  groups  whose 
spending,  perforce,  had  to  meet  the  pru- 


dent  budgetary  dictates  of  the  womanly 
side.  For  proof  that  family  incomes  of 
modest  size  do  cover  the  cost  of  a  Flor- 
ida vacation  . . .  here  are  a  few  statistics. 

Tourist  survey  tabulations  show 
winter  season  visitor-families  spend  on 
the  average  just  $11.85  per  day  per 
person  while  in  Florida.  Over  half  the 
people  surveyed  reported  spending  well 
under  $10  a  day  per  person.  These 
figures  embrace  lodgings,  meals  and 
entertainment.  They  cover  families 
whose  average  size  is  2.25  persons  and 
include  those  staying  in  super-deluxe 
style  as  well  as  those  choosing  more 


modest  comforts  or  staying  with  friends. 

Come  summer,  the  cost  of  a  Florida 
holiday  is  even  more  attractive.  From 
May  on,  visitors  enjoy  its  cool  seashore 
climate  at  about  half  the  winter  rates. 

Millions  of  tourists  "on  pleasure 
bent"  are  discovering  the  joys  of  rest- 
ing and  playing  in  Florida.  They  are 
happy  proof  of  this  frugal  fact — a  Flor- 
ida vacation  costs  no  more  than  an  ordi- 
nary one.  For  details  on  this  or  any 
aspect  of  Florida  economy,  write  to: 

Florida  Development  Commission 
515 -V  Caldwell  Building 
Tallahassee,  Florida 

,;-■>,  ", 
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HOUSE  GETS  TV  NETWORK  BILL 

Bennett  proposal  to  regulate  tv  networks 
incorporates  some  Barrow  recommendations 


An  old  proposal — -direct  FCC  regula- 
tion ->f  the  tv  networks — was  espoused 
from  a  new  and  unexpected  source  in 
the  new  Congress  last  Thursday  (Feb. 
26). 

Rep.  John  Bennett  of  Michigan,  rank- 
ing Republican  member  of  the  House 
Commerce  Committee  and  its  Legisla- 
tive Oversight  and  Communications 
Subcommittees,  introduced  the  latest 
network  regulation  bill  (HR  5042).  It 
follows  many  of  the  recommendations 
made  by  the  FCC's  Barrow  report  con- 
cerning network  operations  (Govern- 
ment, Oct.  7,  1957). 

"I  feel  that  Congress  should  enact 
new  regulatory  legislation  for  tv  net- 
works because  I  believe  that  such 
regulations  are  needed  if  the  American 
people  are  to  have  the  benefit  of  tv 
programming  which  meets  the  public 
interest  test,"  Rep.  Bennett  said  in  in- 
troducing his  bill.  He  said  specific 
provisions  of  the  measure  were  selected 
as  a  result  of  the  Barrow  study,  hear- 
ings of  the  Oversight  Subcommittee 
and  other  congressional-authorized  stud- 
ies. 

Differs  From  Bricker  Bill  •  The  Ben- 
nett proposal  goes  beyond  bills  intro- 
duced in  the  84th  and  85th  Congresses 
by  ex-Sen.  John  Bricker  (R-Ohio).  The 
Bricker  bill,  on  which  the  Senate  Com- 
merce Committee  held  hearings  in  1956 
and  1958,  merely  called  for  network 
regulation  by  the  Commission  while 
HR  5042  spells  out  what  network  oper- 
ations will  be  regulated.  Two  senators 
have  indicated  they  are  considering 
the  introduction  of  a  network  regula- 
tion bill  in  the  86th  Congress,  but  Rep. 
Bennett's  measure  came  as  somewhat 
of  a  surprise. 

Rep.  Bennett's  measure  (1)  provides 
that  all  network-affiliate  contracts  must 
be  made  public  (a  Barrow  recommen- 
dation); (2)  prohibits  networks  from 
representing  any  but  owned  stations 
(Barrow  recommendation);  (3)  prohibits 
networks  from  influencing  station  rates 
for  non-network  programs  (Barrow 
charge);  (4)  maintains  network-affiliate 
contracts  at  present  two  years  (Barrow 
recommendation);  (5)  requires  networks 
to  make  programming  available  to  a 
"maximum"  number  of  stations;  (6)  pro- 
hibits networks  from  entering  into  con- 
tracts with  affiliates  which  "unreason- 
ably restrict  use  by  such  stations  of  pro- 
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grams  offered  by  other  networks  or 
program  suppliers"  or  locally-originated 
programs,  and  (7)  requires  that  stations 
be  privileged  to  refuse  to  telecast  net- 
work programs. 

Violators  to  Be  Fined  •  The  FCC 
would  be  required,  within  90  days,  to 
initiate  rules  to  carry  out  provisions  of 
the  bill.  Violators  would  be  subject  to 
a  $50  fine  for  each  violation  and  for 
every  day  the  violation  occurred.  The 
bill  defines  a  tv  network  as  any  organi- 
zation which  furnishes  programs  to  two 
or  more  affiliated  stations  not  owned  by 
the  network.  Under  this  definition,  such 
firms  as  the  NTA  Film  Network  would 
come  under  provisions  of  the  bill. 

An  affiliate  is  defined  as  any  station 
relying  on  a  network  for  20%  or  more 
of  its  daily  programming  or  35%  or 
more  of  its  programs  from  6-11  p.m. 
daily. 

The  bill  would  require  networks  to 


Bennett:  espouses  network  regulation 


provide  "a  balanced  programming  struc- 
ture to  its  affiliated  stations"  but  does 
not  define  a  "balanced  programming 
structure."  It  would  leave  this  determi- 
nation up  to  the  Commission  and,  in 
effect,  makes  a  network  responsible  to 
see  that  its  affiliated  stations  carry  pub- 
lic service  programming. 

Rep.  Bennett  charged  Thursday  that 
"the  networks  aren't  too  fussy  about 


what  they  shove  on  the  public.  .  .  . 
Networks  are  pretty  autocratic;  they 
are  in  a  monopolistic  position  .  .  ."  and 
are  not  anxious  to  see  the  situation 
changed.  He  admitted  that  the  quality 
of  current  network  programming  moti- 
vated him,  to  a  large  degree,  to  intro- 
duce the  control  legislation. 

Not  Censorship  Proposals  •  He  main- 
tained the  bill  is  not  a  proposal  for 
control  or  censorship  of  programming 
and  that  he  is  not  an  advocate  of  such 
a  course  of  action.  He  said  his  main 
purpose  in  introducing  the  bill  is  to  give 
the  network  control  idea  a  complete 
airing  by  Congress.  "I  am  not  wedded 
to  this  legislation,"  Rep.  Bennett  stated. 
"I  have  an  open  mind  on  whether  all 
of  the  provisions  .  .  .  should  be  included 
in  legislation  to  regulate  networks  in 
the  public  interest. 

"However.  I  am  convinced  that  Con- 
gress must  undertake  the  difficult  task  of 
providing  adequate  guide  lines  for  the 
FCC  ..."  in  regulation  of  the  networks. 
He  promised  to  press  Rep.  Oren  Harris 
(D-Ark.),  chairman  of  the  House  Com- 
merce Committee,  for  early  hearings  on 
the  bill. 

While  criticizing  current  network  pro- 
gramming. Rep.  Bennett  said  he  does 
not  agree  with  the  contention  that  its 
alleged  lack  of  quality  will  force  pay 
tv  to  be  accepted  by  the  American  pub- 
lic (Broadcasting,  Feb.  23).  The  Mich- 
igan Republican  has  previously  taken 
a  public  stand  against  pay  tv  but  last 
week  said  he  is  not  against  limited  tests. 
He  also  said  a  careful  study  should  be 
made  to  determine  the  validity  of  the 
network's  contention  that  they  cannot 
coexist  with  pay  tv. 

New  York  access  bill 
would  open  court  doors 

A  bill  that  would  permit  the  broad- 
casting and  telecasting  of  certain  pro- 
ceedings of  courts,  commissions,  com- 
mittees and  administrative  agencies  in 
the  state  of  New  York  awaits  assign- 
ment to  the  Judiciary  Committees  of  the 
State's  Assembly  and  Senate. 

The  bill  was  introduced  simultane- 
ously last  month  by  Assemblyman 
Charles  D.  Henderson  of  Hornell,  and 
State  Sen.  E.  Ogden  Bush  of  DeLancey. 
The  bill  proposes  to  amend  a  law  that 
prohibits  telecasting,  broadcasting  or 
taking  of  motion  pictures  of  proceed- 
ings. The  amendment  would  permit 
radio-tv-motion  picture  coverage  if 
prior  consent  is  obtained  from  the  judge 
of  the  court,  chairman  or  head  of  a 
commission  or  administrative  agency. 

Mr.  Henderson  is  president  and  gen- 
eral manager  of  WLEA  Hornell. 

BROADCASTING,  March  2,  1959 


IN  RICH 

MONROE 

MARKET 


AS    REPORTED    IN  ARB 
DECEMBER  1958 


From  Sign  On  To 
Sign  Off  7  Days  A  Week 

KNOE-TV 


Has 


79.4  % 

Average  Share  Of 
Audience 


JUST  LOOK  AT  THIS  MARKET  DATA! 


And  you  get  more  impact  and 

circulation  per 

dollar  in  radio  on 

WNOE-Radio* 

50,000  watts 
1060  KC 

New  Orleans 

KNOE-Radio 

5.000  watts 
1390  KC 

Monroe 

by  A.  C.  Neilsen 

Population 
Households 

Consumer  Spendable  Income 
Food  Sales 
Drug  Sales 
Automotive  Sales 
General  Merchandise 
Total  Retail  Sales 


1.520.100 
423.600 
$1,761,169,000 
S  300,486.000 
S  40,355.000 
$  299,539,000 
S  148,789.000 
$1,286,255,000 


KNOE-TV 


Channel  8  •  Monroe,  La. 
A  James  A.  Noe  Station 


CBS    •  ABC 
•    NBC  • 


NOE  ENTERPRISES,  INC. 
James  A.  Noe,  Jr.— President 
Paul  H.  Goldman — Executive  Vice  President  and 
General  Manager 
Represented  by  H-R  Television,  Inc. 
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GREENLIGHT  GIVEN  PROGRAM  PROBE 


Extent  of  video  networks'  control  over 
program  ownership  will  be  investigated 
by  FCC;  five  basic  issues  are  specified 


The  FCC  has  ordered  a  full-scale 
investigation  of  charges  that  television 
networks  have  been  muscling  in  on 
program  ownership. 

Last  week,  the  Commission  ordered 
its  staff  to  prepare  a  formal  order  in- 
stituting an  investigation  of  allegations 
that  tv  networks  have  been  forcing 
their  way  into  ownership  of  program- 
ming packages  as  a  condition  to 
placing  the  shows  on  the  air  (Broad- 
casting, Feb.  16). 

It  appointed  Chief  Hearing  Examiner 
James  D.  Cunningham  to  preside  at 
the  inquiry  and  set  five  issues  to  be 
heard.  They  are: 

•  "The  extent,  if  any,  to  which  net- 
works or  others  seek  to  achieve,  or  have 
achieved,  control  of  television  program- 
ming; 

•  "The  extent  to  which  network  own- 
ership or  control  of  programs  for  tele- 
vision exhibition  is  necessary  or  desir- 
able in  the  public  interest; 

•  "The  extent,  if  any,  to  which  net- 
works exclude  or  seek  to  exclude  pro- 
grams not  owned  or  controlled  by  them 
or  in  which  they  have  not  acquired  a 
financial  or  proprietary  interest  from 
access  to  network  television  markets; 

•  "The  extent,  if  any,  to  which  net- 
works demand  or  require  financial  or 
proprietary  interest  in  independently 
produced  programs  as  a  condition  prec- 
edent to  consideration  for  exhibition,  or 
to  exhibition,  of  such  programs  on  the 
television  networks; 

•  "The  participation  of  networks  or 
persons  owned  or  controlled  by  net- 
works in  the  acquisition,  ownership, 
production,  distribution,  selection,  sale 
and  licensing  of  programs  for  television 
syndication  or  non-network  television 
exhibition." 

The  order  was  issued  last  week,  it 
was  learned,  after  a  copy  was  delivered 
to  the  Dept.  of  Justice. 

It  was  the  Justice  Dept.  last  year  that 
reported  to  the  Commission  that  it  had 
received  several  dozen  complaints  that 
networks  were  demanding  to  be  cut 
in  on  tv  programs. 

The  complaints,  Justice  said,  were 
from  program  producers,  syndicators, 
advertising  agencies  and  others.  The 
Justice  Dept.  had  its  famed  FBI  check 
these  reports,  and  only  recently  turned 
this  material  over  to  the  FCC. 

Most  of  the  complaints,  it  was  as- 
certained, are  directed  at  CBS  and 
NBC. 
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Make  Record  •  The  intent  of  the 
FCC  order,  it  is  understood,  is  to  force 
complainants  to  spread  on  the  public 
record  charges  that  tv  networks  forced 
tie-ins  in  their  buying  of  programs  or 
scheduling  of  programs.  This  type  of 
proceeding,  it  is  felt,  will  also  permit 
"defendant"  networks  the  opportunity 
of  cross-examination. 

The  Broadcast  Bureau's  Office  of 
Network  Study  will  have  charge  of 
presenting  the  cases,  it  is  understood. 
Program  experts  in  that  office  are 
attorneys  Ashbrook  P.  Bryant  and 
James  F.  Tierney. 


Rep.  Oren  Harris  (D-Ark.),  chair- 
man of  the  House  Legislative  Oversight 
Subcommittee,  last  Thursday  (Feb.  26) 
made  his  first  public  statement  on  a 
book  written  by  the  subcommittee's 
former  chief  counsel  (Broadcasting, 
Feb.  16). 

The  Arkansas  Democrat  told  a 
Federal  Communications  Bar  Associa- 
tion luncheon  meeting  in  Washington 
that  his  subcommittee  made  several  mis- 
takes. "In  fact,  about  the  first  and  per- 
haps the  most  serious  mistake  the  com- 
mittee made  was  that  it  employed  Dr. 
[Bernard]  Schwartz  as  its  chief  coun- 
sel." This  statement  was  greeted  by 
applause  from  the  attorneys  practicing 
before  the  FCC. 

Oversight  Money  Granted  •  The 
previous  day  (Wednesday),  the  House 
of  Representatives  granted  Rep.  Harris' 
request  for  $200,000  to  continue  the 
subcommittee's  investigations  during 
the  86th  Congress,  plus  $150,000  for 
the  House  Commerce  Committee's 
Communications  Subcommittee,  also 
headed  by  Rep.  Harris,  to  investigate 
the  overall  frequency  allocations  struc- 
ture (Broadcasting,  Feb.  23). 

Rep.  Harris  told  his  lawyer  audience 
the  subcommittee  has  not  had  time  to 
formulate  specific  plans  for  1959  or  to 
consider  the  makeup  of  its  staff.  Tak- 
ing cognizance  of  the  staff  difficulties 
during  the  past  year,  the  chairman 
stated:  "I  want  to  make  it  perfectly 
clear,  however,  that  the  committee  will 
use  the  greatest  precaution  in  obtaining 
the  kind  of  a  staff  that  is  needed  and 
which  will  carry  out  the  plans  and 
policies  of  the  committee  for  a  forth- 
right, fearless,  fair  and  objective  study 
and  investigation." 


The  two  lawyers  have  been  working 
on  the  programming  section  of  the  net- 
work study  report.  The  Barrow  report, 
issued  in  October  1957,  covered  all 
facets  of  television  networking  except 
programming. 

In  its  order,  the  Commission  em- 
powered Examiner  Cunningham  to  con- 
stitute himself  as  a  board  of  inquiry, 
convene  the  inquiry  as  he  decides,  re- 
ceive evidence,  make  a  record  and  cer- 
tify that  record  to  the  Commission. 

This  means,  it  was  explained,  that 
Mr.  Cunningham  will  not  be  called  on 
to  recommend  any  action. 

Mr.  Cunningham  was  also  authorized 
to  subpoena  witnesses  and  records  and 
to  institute  closed  hearings  when  in  his 
opinion  it  may  be  required. 

All  commissioners  voted  in  favor  of 
the  issuance  of  the  order,  it  is  under- 
stood. 


The  subcommittee's  1959  scope  of 
investigations  has  been  pretty  well  out- 
lined by  recommendations  for  future 
studies  made  in  its  Jan.  3  report  to 
Congress,  Rep.  Harris  said  (Broad- 
casting, Jan.  5).  The  chairman  em- 
phasized he  had  no  intentions  other 
than  to  carry  out  these  recommenda- 
tions. Commenting  on  prior  speculation 
that  he  might  relinquish  the  Oversight 
chairmanship,  Rep.  Harris  said:  "I  have 
had  no  thought  of  seeing  this  program 
taken  over  by  others — for  exploitation 
or  otherwise." 

Schwartz  Mistakes  Facts  •  Rep. 
Harris  said  there  were  many  "misstate- 
ments of  fact  and  erroneous  assump- 
tions and  conclusions"  made  by  Dr. 
Schwartz  in  his  book,  The  Professor 
and  the  Commissions.  "I  have  thus  far 
refrained  from  making  any  comment — 
publicly."  Rep.  Harris  said.  "I  do 
seriously  take  issue,  however,  with  the 
methods,  tactics  and  procedures  em- 
ployed by  Dr.  Schwartz  [who  was  fired 
when  he  publicly  came  in  conflict  with 
the  subcommittee].  I  could  not  agree 
with  them  from  the  first  public  utter- 
ances he  made  before  the  Federal  Bar 
Assn.  [Dr.  Schwartz,  addressing  the 
FBA  in  September  1957,  asked  mem- 
bers of  the  bar  to  inform  him  of  alleged 
improprieties  before  the  FCC  and  other 
agencies.] 

"This  was  the  major  reason  for  what 
later  developed.  He  [Schwartz]  was  de- 
termined to  rule  or  ruin.  .  .  .  The  book 
itself  is  the  most  outstanding  proof  of 
why  the  committee  should  never  have 
employed  him." 

Rep.  Harris  cited  three  specific  "false 
and  inaccurate  claims"  made  by  Dr. 
Schwartz  in  his  book:  (1)  The  Albany- 
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HARRIS  TEES  OFF  ON  PROFESSOR 


FOR 


REMOTE  COVERAGE 


Demand  the  best  in  Remote  Amplifiers 

Now  is  the  time  to  start  thinking  about  those  sport- 
casts  and  special  events  where  complete  con- 
fidence in  your  remote  equipment  is  a  must 
under  all  circumstances.  To  give  you  this  con- 
fidence. Gates  offers  a  variety  of  dependable, 
top-performing,  lightweight  remote  amplifiers  that 
have  been  recognized  as  the  finest  in  the  field. 


THE  DYNAMOTE:  This  4-channel  tube  type  port- 
able 22  lb.  remote  amplifier  tops  every  sales 
record  in  the  Gates  37- year  history.  4"  hinged 
illuminated  VU  meter,  step  attenuator  throughout, 
90  db.  gain,  full  15,000  cycle  response  and  oper- 
ates from  AC  with  continumatic  battery  supply 
optional.  Price  complete — $359.00. 

THE  M0N0M0TE:  Two  microphones  switch  into  a 
81  db.  full  15,000  cycle  AC  operated  amplifier. 
4"  illuminated  VU  meter.  Case  has  handle  for  port- 
able use.  Size  11"x6'/2"x6!/2".  Weight:  15  lbs. 
Price-$  165.00. 


THE  UNIM0TE:  New  and  already  broadcasting's 
fastest  selling  single  microphone  AC  operated  re- 
mote amplifier.  81  db.  gain,  full  15,000  cycle 
response,  noise  down  60  db.  or  better.  Beautifully 
styled  for  permanent  or  portable  service.  Weighs 
11  lbs.  Price-$  105.00. 

THE  BlAMOTEs  Most  remote  pickups  are  for  2 
microphones  and  the  Gates  Biamote  handles  them 
for  over  500  radio  and  TV  stations.  Dual  step 
attenuators,  4"  illuminated  VU  meter,  90  db.  gain 
with  15,000  cycle  response.  Only  5"  high,  14" 
wide  and  8%"  deep.  Weighs  15!4  lbs.  Price- 
$215.00. 


THE  TRANSM0TE:  Fully  transistorized  single  chan- 
nel battery  operated  remote  will  fit  in  sport  coat 
pocket  or  strap  over  shoulder.  78  db.  gain,  noise 
60  db.  down,  10,000  cycle  response.  Weighs  3 
pounds.  Size:  9Vi"  x  3V2"  x  2Vi",  Price-$1 45.00. 


THE  TWINSISTOR:  Two-channel  transistor  battery 
operated  remote  has  done  everything  from  bowl 
games  to  ballrooms.  Hundreds  in  use.  78  db.  gain, 
10,000  cycle  response,  60  db.  noise  reduction,  3" 
VU  meter,  weighs  7  lbs.  and  7"  wide,  3W  high, 
7"  deep.  Price-$2 15.00. 


Gates  remote  amplifiers  are  in  stock  ready 
to  join  your  profit  making  team,  so  make  a 
selection  today  from  the  finest  available. 


GATES  RADIO  COMPANY 

Subsidiary  of  Barris-Intertype  Corporation 

QUINCY,  ILLINOIS 

Offices  in:   HOUSTON,  ATLANTA,  WASHINGTON,  D.C. 


Schenectady-Troy  tv  case;  (2)  the 
"Adams-Goldfine  fiasco,"  and  (3)  the 
Miami  ch.  10  case  which  resulted  in 
the  resignation  and  criminal  indictment 
of  FCC  Comr.  Richard  A.  Mack.  Dr. 
Schwartz,  in  his  book,  takes  credit  for 
uncovering  all  three  cases.  Rep.  Harris 
said  the  first  two  were  not  a  part  of 
subcommittee  files  (and  the  New  York 
case  still  is  not),  at  the  time  counsel 
Schwartz  was  fired,  and  that  the  Miami 
case  was  developed  by  two  investigators 
and  "had  not  been  put  together  and 
developed  for  presentation. 

"In  other  words,  not  only  are  the 
claims  false,  but  it  again  emphasizes 
his  attitude  in  withholding  information 
from  the  committee  itself,"  Rep.  Harris 
charged. 

Not  All  Angels  •  The  congressman 
said  "improper  or  unethical  conduct" 
by  commissioners  and  practitioners  be- 
fore the  FCC  constitutes  a  most  serious 
problem.    "However,"  he  said,  "even 


Harris:  returns  kick  in  shins 


if  all  the  commissioners  and  all  of  the 
persons  in  public  and  private  life  who 
are  concerned  with  proceedings  before 
these  agencies  were  angels,  there  still 
would  be  other  crucial  problems  .  .  . 
that  Congress  must  come  to  grips 
with.  .  .  ." 

He  added  that  the  author  had  not 
"  grasped  the  scope"  of  the  subcommit- 
tee's task. 

Allocations  Problem  •  On  the  spec- 
trum study,  to  be  conducted  by  the 
Communications  Subcommittee,  Rep. 
Harris  said  many  of  the  situations  dealt 
with  by  the  Oversight  Subcommittee 
"are  a  direct  result  of  the  scarcity  of  de- 
sirable spectrum  space  available  for 
broadcasting  purposes." 

The  House,  with  only  perfunctory  in- 
terest, approved  the  Legislative  Over-, 
sight  monetary  request.  Rep.  H.  R. 
Gross  (R-Iowa)  asked  for  "a  little  ex- 
planation of  what  is  going  on  here" 


when  the  resolution  was  brought  up 
under  executive  privilege. 

Rep.  Clare  Hoffman  (R-Mich.)  asked 
if  any  steps  had  been  taken  to  prosecute 
the  individual  responsible  for  removing 
certain  subcommittee  files  a  year  ago 
and  giving  them  to  a  senator.  Rep.  Har- 
ris replied  that  such  a  recommendation 
had  been  made  to  the  Justice  Dept.  but 
that  no  action  had  been  taken.  "I  think 
it  would  be  well  to  follow  up  action  of 
that  kind."  Rep.  Hoffman  replied. 

More  comments  filed 
on  FCC  applications 

Additional  comments  were  filed  last 
week,  mostly  critical,  on  the  FCC's 
proposed  rulemaking  to  revise  program 
classifications  and  spot  announcement 
listings  in  application  forms  (Broad- 
casting. Feb.  23).  The  proposed 
changes  in  Sec.  IV  of  broadcast  appli- 
cation forms  were  announced  last 
year  (Broadcasting,  Dec.  1,  1958). 

Last  week's  comments: 

CBS:  Proposed  instructions  omit  the 
requirement  that  applicants  for  authori- 
zations for  renewal  provide  analyses  of 
proposed  operation  unless  the  proposed 
operation  contemplates  substantial 
changes.  The  category  of  sporting 
events  should  include  talks,  interviews, 
etc.,  on  sports  as  well  as  play-by-play. 

Strict  adherence  to  the  clock  in  pro- 
gram log  analysis  seems  arbitrary  and 
mechanical  and  would  penalize,  for  ex- 
ample, a  station  which  is  broadcasting 
recorded  music  and  which  prefers  to 
play  a  complete  selection,  placing  the 
spot  announcement  at  the  end  instead 
of  interrupting  the  performance.  The 
provision  to  label  as  commercial  a  15- 
minute  segment  which  has  five  minutes 
sponsored  would  prevent  an  accurate 
comparison  of  sustaining  and  commer- 
cial time.  The  proposed  definition  also 
would  distort  the  comparison  of  net- 
work, recorded  and  live  programs  since 
these  classifications  are  used  in  the 
analysis  jointly  with  commercial  and 
sustaining  classifications. 

Metropolitan  Broadcasting  Stations: 
(WNEW  -  AM  -  FM  -  TV  New  York, 
WTTG  [TV]  Washington,  WHK-AM- 
FM  Cleveland):  The  Commission's  con- 
tinued emphasis  upon  time  use  and 
quantitative  analyses  is  erroneous  and 
unproductive  in  serving  the  public  in- 
terest. The  Commission,  lacking  the 
time,  opportunity  and  implements  to 
properly  evaluate  and  consider  program 
performance  qualitatively  as  well  as 
quantitatively  should  have  more  general 
and  adaptable  reporting  requirements. 

The  FCC  should  modify  revised  Sec. 
IV  as  to  adherence  to  15-minute  periods 
for  analyses  based  on  lesser  time  seg- 
ments for  classifying  commercial  and 
sustaining  time.  .  .  .  The  basis  for  clas- 


sifying commercial  and  sustaining  pro- 
grams is  not  valid.  .  .  .  The  14  minutes 
of  uninterrupted  sustaining  time  provi- 
sion is  too  restrictive.  The  portion  of  the 
Commission's  definition  of  a  spot  an- 
nouncement relating  to  station  identifi- 
cation announcements  should  be  clari- 
fied. 

KFWB  Los  Angeles:  The  revised  Sec. 
IV  continues  to  emphasize  almost  exclu- 
sively time  use  and  quantitative  anal- 
yses. .  .  .  Quantitative  analyses  have  lim- 
ited usefulness  and  any  standards  based 
thereupon  .  .  .  can  lead  to  inequitable 
results.  The  revised  Sec.  IV  perpetuates 
archaic  formulae  predicated  upon  clas- 
sic network  operations.  FCC  should 
eliminate  statistical  analysis. 

WIBC  Indianapolis:  It  is  impractical, 
if  not  impossible,  to  design  a  form  that 
would  afford  effective  recognition  to  the 
cultural,  economic,  social,  religious  and 
other  differences  in  the  areas  and  popu- 
lations served  by  different  broadcast  sta- 
tion licenses. 

The  proposed  definitions  for  the  va- 
rious types  of  program  categories  ap- 
pear uncertain  of  application  and  give 
rise  to  many  questions  insofar  as  the 
classification  of  programs  is  concerned. 
The  form  would  seem  to  impose  upon 
broadcast  licenses  the  rather  rigid  re- 
quirement that  all  analysis  must  be  based 
upon  15-minute  periods  commencing  on 
each  hour.  Such  a  requirement  will  pro- 
duce nothing  but  distorted  and  unreal- 
istic pictures  of  the  actual  programming 
efforts  of  many  licensees.  Spot  an- 
nouncements definition  is  open  to  dis- 
tortion. 

WIS-AM-TV  Columbia,  S.C.:  If  the 

new  form  ...  is  adopted,  a  substantial 
delay  in  effective  date  should  be  allowed 
as  the  numbers  of  the  program  types 
have  been  changed.  ...  It  would  simplify 
matters  if  the  new  form  would  follow 
the  present  Sec.  IV  and  have  the  same 
numerals  represent  the  same  program 
types  as  closely  as  possible. 

WTTS  Bloomington,  Ind.:  The  in- 
structions are  incompatible  with  the  se- 
curing of  quantitative  data  as  to  the  pro- 
portion of  time  to  various  programs. 
Programs,  regardless  of  length,  which 
appear  within  the  same  15-minute  seg- 
ment, provided  they  are  of  different 
'origin'  and/ or  'commercial  sustaining' 
designation,  must  be  treated  and  classi- 
fied as  complete  and  individual  pro- 
gram units. 

KRON-FM-TV  San  Francisco:  Fa- 
vors proposed  changes  but  recommends 
that  the  language  in  the  explanatory 
paragraphs  on  page  4.  Sec.  IV,  be  clari- 
fied so  as  to  enable  a  station  to  show 
and  account  for  as  sustaining  any  pro- 
gram for  which  it  does  not  actually  re- 
ceive money  or  other  direct  and  valu- 
able consideration. 

KRAK  Stockton,  Calif.:  The  changes 
do  achieve  substantial  advantages  in 
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early  or  late... 
Western  New  Yorkers 
keep  their  date 
with 


>3 


WEATHER 


the  highest  rated  service  programs  on  Buffalo  television 

Whether  it  is  the  6:27  pm  -  6:45  pm  time  period  or  the  11 :00  -  11:30  pm 
slot,  WBEN-TV  NEWS  .  .  .  WEATHER  .  .  .  SPORTS  consistently  gets  the  largest 
share  of  audience  in  Western  New  York,  month  after  month. 

Western  New  Yorkers  are  weather-conscious,  news-interested  and  sports- 
minded.  And  WBEN-TV  is  too !  Top  talent  is  assigned  to  present  these  features 
backed  by  crack  reporters,  seasoned  news-staffers  and  experienced  motion  picture 
camera  crews. 

The  results  are :  locally  produced  shows  of  high  caliber  to  attract  loyal  and 
large  audiences. 

If  you  have  a  sales  message  to  say  to  the  more  than  2,000,000  consumers  in 
the  WBEN-TV  coverage  area  and  are  cost-conscious,  sales-interested  and  profit 
minded,  check  into  the  availability  of  participation  or  sponsorship  of  these 
popular  service  features. 


EARLY 

Weather  6:27  pm 

News  — Sports 


HEADLINES 


6:30-6:45  pr 


LATE 

News  a  11:00-11:10  pm 
Weather  11:10  -11:15  pm 

Sports  11:15-11:30  pm 


HARRINGTON,  RIGHTER  and  PARSONS 
our  national  representatives  will  be  happy  to  furnish  all  detail 


WBEN-TV 

CBS     IN  BUFFALO 


Your  dollars  count  for  more  on  Ch. 
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simplification  and  realistic  relationship 
to  modern  broadcasting  and  therefore 
KRAK  favors  the  proposed  changes. 

KSKY  Dallas  and  WKEU  Griffin, 
Ga:  The  policy  of  the  Commission  over 
the  years  with  regard  to  the  informa- 
tion sought  by  Sec.  IV  has  been  a 
series  of  continuously  expanding  re- 
quests for  detailed  information  which 
has  resulted  in  confusion,  misinterpre- 
tation and  misunderstanding  as  between 
the  FCC  and  the  various  applicants  and 
licenses.  Arbitrary  definitions  under 
program  classification  do  not  lend 
themselves  to  the  ever-changing  format. 

If  the  FCC  is  seeking  information  as 
to  the  types  of  programs  which  are  be- 
ing broadcast  throughout  the  country 
by  stations,  such  information  can  be 
easily  obtained  by  other  methods. 

KMPC  Los  Angeles:  The  definition 
of  non-commercial  spot  should  be 
broken  into  two  parts:  (1)  as  stated; 
(2)  should  include  service  announce- 
ments other  than  time  and  temperature 
designed  to  inform  and  aid  the  public. 

Miami  ch.  10  gambits 
discouraged  by  FCC 

Attempts  to  open  Miami  ch.  10  to 
new  applicants  and  to  wrap  up  the 
April  23  oral  argument  into  a  decision 
on  the  final  grant  apparently  are 
doomed  to  failure. 

The  FCC  last  week  announced  it  had 
directed  its  staff  to  write  up  an  order 
denying  petitions  for  these  purposes  by 
Elzey  Roberts  and  North  Dade  Video 
Inc.  The  announcement  carried  the 
usual  warning  that  this  did  not  con- 
stitute a  final  decision  but  might  be 
changed  when  the  formal  vote  is  taken. 

Mr.  Roberts,  former  principal  in 
KXOK  and  KWK-AM-TV,  both  St. 
Louis,  asked  the  Commission  last  De- 
cember to  permit  new  applications  to 
be  filed  for  Miami  ch.  10.  He  also  asked 
permission  to  participate  in  the  oral 
argument. 

North  Dade,  one  of  the  original  ap- 
plicants, urged  the  FCC  to  enlarge  the 
issues  in  the  oral  argument  so  that  the 
Commission  might  make  a  final  grant. 

The  oral  argument  is  on  exceptions 


to  the  Dec.  1  initial  decision  by  special 
hearing  examiner  Judge  Horace  Stern. 
He  recommended  that  the  ch.  10  grant 
to  Public  Service  Television  Inc.,  the 
National  Airlines  subsidiary,  be  re- 
voked. He  also  suggested  that  the  ex 
parte  activities  of  National  Airlines  and 
WKAT  Inc.  (WKAT  Miami-A.  Frank 
Katzentine)  be  considered  as  a  qualifi- 
cation factor  in  any  new  ch.  10  hear- 
ing. The  fourth  of  the  original  appli- 
cants is  L.B.  Wilson  Inc. 

Orlando  Rejection  •  Also  last  week, 
the  FCC  turned  down  a  request  by 
WORZ  Inc.  (parent  corporation  of 
WKIS-WORZ  [FM]  Orlando,  Fla.,  and 
losing  applicant  for  ch.  9  there)  to  par- 
ticipate in  the  Commission  inquiry  into 
alleged  backdoor  pressures  in  the  grant 
of  ch.  9  Orlando  to  WLOF  of  that 
city.  The  Commission,  in  a  letter  to 
Eliot  C.  Lovett,  counsel  for  WORZ 
Inc.,  invited  the  submission  of  any 
information  on  the  subject  under  in- 
quiry. It  also  stated  that  further  con- 
sideration would  be  given  the  petition 
insofar  as  it  contemplates  a  formal  in- 
vestigation before  a  hearing  examiner, 
upon  receipt  of  this  information. 

The  FCC's  1957  ch.  9  grant  to 
WLOF  was  remanded  last  October  by 
the  U.S.  Supreme  Court  to  the  U.S. 
Circuit  Court  in  Washington  because 
of  testimony  before  the  House  Legis- 
lative Oversight  Committee  in  which 
charges  were  made  that  ex  parte  rep- 
resentations in  behalf  of  WLOF  were 
made  to  an  FCC  member. 

Tv  spot  limit  sought 

California  State  Sen.  Stanford  C. 
Shaw  has  introduced  a  bill  in  the  state 
legislature  to  restrict  length  and  fre- 
quency of  commercials  on  California 
tv  stations. 

Sen.  Shaw  would  limit  locally-pro- 
duced spots  to  two  minutes  in  length 
with  not  less  than  a  10-minute  interval 
between.  "This  is  a  minimum  restriction 
.  .  .  which  stations  should  have  no  dif- 
ficulty living  with,"  he  said. 

The  senator  also  intends  to  introduce 
a  resolution  calling  on  Congress  and  the 
federal  government  to  impose  similar 
standards  on  network  tv. 
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BOSTON  WITNESSES 
Star  lineup  in  store 
for  ch.  5  proceeding 

The  Boston  ch.  5  hearing  last  week 
was  adjourned  tentatively  until  March 
9  amid  indications  five  FCC  members 
may  be  called  to  testify,  plus  possibly 
the  head  of  the  Justice  Dept.'s  Anti- 
trust Division  and  former  Secretary  of 
Commerce  Sinclair  Weeks. 

The  court-remanded  case  took  more 
of  a  twist  toward  the  antitrust  angle  as 
counsel  for  the  three  losing  applicants 
and  the  Boston  Globe  indicated  they 
want  to  hear  more  about  the  Justice 
Dept.'s  position  on  the  Globe's  antitrust 
charges  against  the  competing  Boston 
Herald-Traveler  (WHDH),  which  re- 
ceived the  ch.  5  award  in  April  1957. 

Testifying  last  week  were  Davis  Tay- 
lor, publisher  of  the  Globe,  who  largely 
corroborated  his  cousin  John  Taylor's 
testimony  the  previous  week  on  January 
1957  contacts  by  the  Taylors  with  all 
members  of  the  FCC  and  with  Capitol 
Hill  and  White  House  figures  (Broad- 
casting, Feb.  23);  Daniel  Lynch, 
stockholder-director  in  Greater  Boston 
Tv  Corp.,  who  said  he  talked  to  Sen. 
Leverett  Saltonstall  (R-Mass.)  about 
ch.  5  once  or  twice,  but  asked  and  got 
no  help,  and  who  denied  talking  to 
others  in  Washington  about  the  case; 
George  E.  Akerson,  Herald-Traveler 
advertising  director,  who  denied  any 
contact  with  former  FCC  Comr.  Rich- 
ard Mack,  other  FCC  members  or  Cap- 
itol Hill  figures  concerning  ch.  5. 

Taylor  Calls  •  The  five  FCC  mem- 
bers whom  the  Taylors  testified  they 
contacted  are  Chairman  John  C.  Doer- 
fer,  T.A.M.  Craven  (who  abstained  in 
the  ch.  5  case) ,  Robert  T.  Bartley,  Rob- 
ert E.  Lee  and  Rosel  H.  Hyde.  They 
also  saw  former  Chairman  George  C. 
McConnaughey,  who  has  testified  in 
the  current  hearing  and  described  the 
cousins'  visit,  and  former  Comr.  Mack, 
who  resigned  last  year. 

The  Globe  and  the  three  losing  ap- 
plicants— Greater  Boston  Tv  Corp., 
Massachusetts  Bay  Telecasters  and 
Allen  B.  DuMont  Labs — indicated  last 
week  they  want  to  question  antitrust 
chief  Hansen  to  get  his  version  of  his 
telephone  conversation  with  Mr.  Mc- 
Connaughey on  March  28,  1957,  short- 
ly before  the  FCC  grant  to  WHDH. 
Mr.  McConnaughey  testified  Mr.  Han- 
sen told  him  that  antitrust  charges  by 
the  Globe  on  file  at  Justice  had  been 
investigated  and  found  groundless,  and 
that,  thus  cleared  by  this  assurance,  the 
grant  was  made.  A  Globe  petition  to 
intervene  in  the  ch.  5  case  was  denied 
at  the  time  of  the  grant. 

The  Globe  has  attempted  to  intro- 
duce other  evidence  (withheld  so  far 
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by  special  Hearing  Examiner  Horace 
Stern)  purporting  to  show  Mr.  Han- 
sen's position  on  the  Globe  charges  was 
different  than  that  relayed  to  the  FCC 
by  Mr.  McConnaughey  after  the  phone 
talk.  The  Globe  and  losing  applicants 
also  want  to  hear  Justice's  side  of  a 
talk  between  Robert  B.  Choate,  Herald- 
Traveler  publisher,  with  former  Attor- 
ney General  Herbert  Brownell,  de- 
scribed by  Mr.  Choate  in  prior 
testimony  before  the  House  Legislative 
Oversight  Subcommittee.  Justice  repre- 
sentatives indicate  Mr.  Hansen  attended 
the  Choate-Brownell  meeting. 

Hansen  Role  •  Robert  A.  Bicks,  as- 
sistant to  Mr.  Hansen  and  representing 
Justice  in  the  department's  role  as 
amicus  curiae,  said  Mr.  Hansen  would 
prefer  to  submit  a  statement  instead  of 
appearing  in  person  if  counsel  can  agree 
on  what  they  want  to  ask  him.  William 
A.  Roberts,  counsel  for  DuMont  who 
leads  the  move  to  get  Mr.  Weeks  on 
the  stand,  said  he  prefers  to  hear  Mr. 
Hansen  "in  person." 

Concerning  the  antitrust  issues  raised 
so  far,  Examiner  Stern  said  it  is  not  for 
the  hearing  to  determine  whether  the 
FCC  didn't  fully  consider  the  antitrust 
laws.  "We  are  not  a  super  commission," 
he  said,  and  the  Hansen-McConnaughey 
matter  is  being  explored  only  to  deter- 
mine if  there  was  impropriety  involved 
in  the  ch.  5  grant. 

Mr.  Bicks  said  Mr.  Hansen's  talk 
with  Mr.  McConnaughey  should  be  con- 
sidered only  against  the  background  of 
the  U.S.  Supreme  Court  decision  last 
week  finding  that  an  FCC  action  does 
not  preclude  Justice  from  pursuing  an 
antitrust  case  (see  page  29).  Mr.  Bicks 
also  asked  that  a  limit  be  set  on  Mr. 
Hansen's  proposed  testimony,  but  Ex- 
aminer Stern  told  him  that  what  seems 
irrelevant  now  may  be  determined  as 
significant  later. 

Wants  Limits  Set  •  Mr.  Bicks  wanted 
the  Hansen  testimony  limited  to  the 
facts  of  the  Hansen-McConnaughey 
talk,  whether  views  of  the  two  were  dif- 
ferent on  what  was  said  and  whether 
Mr.  Hansen  then  or  later  acted  to  cor- 
roborate his  own  version. 

The  Justice  representative  said  Mr. 
Hansen  shouldn't  have  to  testify  on  the 
Justice  queries  made  on  the  Globe  com- 
plaint nor  the  persons  contacted  be- 
cause this  would  reveal  the  names  of 
advertisers  and  what  they  said,  possibly 
to  their  prejudice.  He  said  Mr.  Hansen, 
however,  would  be  willing  to  tell  "every 
step"  he  directed  and  authorized  in  the 
investigation. 

Massachusetts  Bay  counsel  said  it 
wanted  to  know  the  extent,  if  any,  the 
Herald-Traveler  tried  to  influence  Jus- 
tice in  the  department's  inquiry,  since 
that  newspaper,  he  felt,  could  be  ex- 
pected to  believe  the  FCC  would  rely 
"to  some  extent"  on  Justice  views. 
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From  the  SEC  record: 

The  following  stock  transactions  by 
officers  and  directors  of  companies  in 
the  radio-tv  and  allied  fields  have  been 
reported  by  the  Securities  &  Exchange 
Commission.  Transactions,  filed  with 
the  SEC  between  Dec.  11,  1958,  and 
Jan.  10,  involved  common  stock  un- 
less indicated  otherwise. 

Avco  Manufacturing  Corp. — Victor 
Emanuel  purchased  108,000  shares  giv- 
ing him  total  of  134,000;  James  R. 
Kerr  acquired  5,200  shares  giving  him 
5,600  total;  Frank  S.  Larson  purchased 
3,600  shares  giving  him  6,100;  Kendrick 
R.  Wilson  Jr.  purchased  6,900  shares 
giving  him  9,400. 

Allen  B.  DuMont  Labs— Allen  B. 
DuMont,  in  three  separate  transactions, 
sold  7,000  shares  leaving  him  with 
19,801. 

Emerson  Radio  &  Phonograph  Corp. 
— (capital  stock  involved  in  each  in- 
stance) Benjamin  Abrams  purchased 
1,100  shares  raising  his  total  to  270,- 
718;  Harold  Goldberg  bought  810 
shares  giving  him  1,620;  Harvey  Tullo 
acquired  1,266  shares,  disposed  of  1,- 
509,  leaving  him  with  5,152. 

General  Electric  Co. — Lemuel  R. 
Boulware  increased  his  holdings  to  11,- 
250  shares  by  acquiring  4,500. 

General  Transistor  Corp. — In  three 
separate  transactions,  Bernard  Cohen 
acquired  1,500  shares  giving  him 
17,868. 

Guild  Films  Co. — John  J.  Cole  dis- 
posed of  the  34,000  shares  (sold  by 
pledgee  with  whom  shares  had  been 
pledged  as  collateral  for  a  loan)  he 
held  in  firm;  David  Van  Alstyne  Jr. 
(as  trustee)  disposed  of  4,400  shares 
leaving  4,000  in  trust. 

Loew's  Inc. — Joseph  Tomlinson  sold 
71,200  shares  leaving  him  with  78,800. 

National  Telefilm  Assoc.  —  Jonny 
Graff  sold  total  of  900  shares  in  two 
transactions  leaving  him  with  2,300. 

Philco  Corp. — Gaylord  P.  Harnwell 
acquired  180  shares  giving  him  714; 


Robert  F.  Herr  sold  500  shares  leaving 
him  with  24,953. 

Radio  Corp.  of  America — Robert  A. 
Seidel  disposed  of  640  shares  leaving 
him  with  500. 

Republic  Pictures  Corp. —  Edwin  V. 
Pelt  sold  the  2,500  shares  he  owned  in 
firm;  Douglas  T.  Yates  (through  Ton- 
rud  Inc.)  sold  2,000  shares,  purchased 
13,927,  leaving  Tonrud  with  208,264 
(Mr.  Yates  individually  owns  4,027 
shares) ;  Tonrud,  in  two  separate  trans- 
actions, disposed  of  the  8,400  pre- 
ferred shares  it  held. 

Skiatron  Electronics  &  Tv  Corp. — 
Kurt  Widder  sold  a  total  of  1,000  shares 
in  two  transactions  leaving  him  with 
6,900. 

Sylvania  Electric  Products — Frank 
J.  Healy  purchased  510  shares  giving 
him  4,384;  Don  C.  Mitchell  (Waldon 
Inc.)  acquired  1,000  shares  raising  his 
ownership  to  3,296  shares,  plus  1,000 
owned  indirectly  through  Waldon  Inc.; 
Colman  H.  Pilcher  bought  260  shares 
giving  him  314. 

Universal  Pictures  Co.  —  Preston 
Davie  bought  100  shares  giving  him 
109;  Decca  Records  increased  its  own- 
ership to  771,985  shares  by  purchasing 
8,200. 

Warner  Bros.  Pictures — Jack  L.  War- 
ner sold  3,000  shares  reducing  his  hold- 
ings to  228,999,  plus  1,400  shares  in 
trust. 

Westinghouse  Electric  Co.  —  Bruce 
D.  Henderson  purchased  813  shares, 
sold  300  and  200  in  separate  trans- 
actions, leaving  him  with  818  shares 
owned. 

Doerfer  cancels  trip 

FCC  Chairman  John  C.  Doerfer  has 
begged  off  from  a  "put-out-the-fire" 
trip  to  Helena,  Mont.,  where,  ac- 
cording to  Sen.  Mike  Mansfield  (D- 
Mont.),  the  FCC  chairman  was  going 
to  investigate  the  "highly  competitive" 
tv  situation  in  the  state.  Mr.  Doerfer 
wrote  Sen.  Mansfield  that  he  cannot 
make  the  trip  because  he  was  scheduled 
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to  appear  before  the  House  Appropria- 
tions Committee  and  also  the  Helena 
case  is  on  appeal  and  he  should  not 
do  anything  until  the  court  rules. 

The  Helena  case  involves  FCC's  grant 
to  Montana  Microwave  to  extend  its 
relay  service  to  feed  Spokane  tv  signals 
to  a  community  antenna  system  in 
Helena.  After  ch.  12  KXLJ-TV  Helena 
failed  to  persuade  the  FCC  to  reverse 
this  decision,  it  suspended  operation 
(Broadcasting,  Feb.  9).  In  mid-Feb- 
ruary Helena  cable  company  principals 
filed  an  application  for  ch.  10  there. 
The  group  received  a  construction  per- 
mit for  this  channel  in  1957,  but  surren- 
dered it  before  it  began  building.  The 
KXLJ-TV  appeal  is  scheduled  to  be 
argued  the  week  of  March  9. 

Community  tv 
asks  FCC  control 

Cable  operators  are  moving  closer 
to  marriage  with  FCC  under  the  Com- 
munications Act.  The  National  Com- 
munity Tv  Assn.  board  has  instructed 
general  counsel  E.  Stratford  Smith  to 
draw  up  legislative  recommendations  to 
give  FCC  jurisdiction  over  CATV  sys- 
tems and  submit  them  to  the  board  for 
review.  The  feeling  is  growing  that  there 
are  a  number  of  advantages  in  coming 
under  the  FCC  regulatory  umbrella  as 
against  rugged  individualism. 

CATV  systems  have  fought  actions 
seeking  to  bring  them  under  state  pub- 
lic utility  controls.  The  board,  meeting 
at  Phoenix,  Ariz.,  also  was  told  that  a 
property  right  case — to  be  brought  by 
Salt  Lake  City  tv  stations  against  a 
Twin  Falls,  Idaho,  antenna  system — was 
imminent.  The  board  affirmed  its  pre- 
vious position  that  booster  operations 
are  not  in  the  public  interest  and  laid 
plans  to  counteract  Congressional  pres- 
sures put  on  the  FCC  by  booster  pro- 
ponents. 

N.  Y.  controls  asked 

A  bill  for  state  regulation  of  tv  pro- 
gramming has  been  proposed  by  Assem- 
blyman Bruce  Manleigh.  Chautauqua 
County,  New  York.  He  stated  at  a  hear- 
ing last  Thursday  (Feb.  26)  that  he  was 
motivated  by  complaints  from  some  of 
his  constituents.  Robert  J.  Leder,  gen- 
eral manager  of  WOR-AM-FM-TV 
New  York  and  president  of  the  New 
York  Assn.  of  Broadcasters,  said  in  re- 
ply that  NAB  Television  Code  Review 
Board  already  applies  standards  more 
stringent  than  those  called  for  in  the  bill. 

WMBV-TV  move  okay 

The  FCC  last  week  made  effective  im- 
mediately a  Jan.  20  initial  decision 
granting   the   application    of    ch.    1  1 


WMBV-TV  Marinette,  Wis.,  to  move  its 
transmitter  site  from  a  point  about  14 
miles  southwest  of  Marinette  to  about 
38  miles  southwest  of  the  city.  The 
Commission  grant  also  allows  the  tv 
outlet  to  increase  its  antenna  height  from 
780  ft.  to  960  ft.  and  increase  power  to 
316  kw. 

•  Government  notes 

•  An  attack  on  unrestrained  use  of  tv 
programs  by  community  antenna  sys- 
tems is  scheduled  to  be  filed  this  week 
or  next  by  three  Salt  Lake  City  tv  sta- 
tions against  a  Twin  Falls,  Idaho,  cable 
company.  Federal  district  court  in 
Boise,  Idaho,  will  be  asked  to  issue  a 
declaratory  judgment  against  Cable- 
Vision  Inc.,  Twin  Falls  franchise  holder 
feeding  about  200  subscribers.  Cable- 
Vision  has  an  application  pending  be- 
fore the  FCC  asking  for  permission  to 
build  a  $250,000  microwave  relay  to 
bring  Salt  Lake  City  tv  to  subscribers 
(potentially  numbering  about  5,000). 
The  suit  will  be  based  squarely  on 
property-rights  of  originating  stations. 
KSL-TV,  KUTV  (TV)  and  KTVT 
(TV),  all  Salt  Lake  City. 

c  The  Coos  Bay  (Ore.)  ch.  11  case 
moved  toward  conclusion  last  week  as 
FCC  Chief  Hearing  Examiner  James 
D.  Cunningham  granted  the  petition  of 
KOOS-TV  for  dismissal  without  preju- 
dice of  its  application  to  change  from 
ch.  16  to  ch.  11  in  Coos  Bay.  Under 
an  agreement  with  the  other  applicant 
for  ch.  11,  Pacific  Television  Inc., 
KOOS-TV  is  to  be  paid  S8.742  for 
out-of-pocket  expenses. 

•  KBAK-TV  (ch.  29)  Bakersfield, 
Calif.,  received  FCC  permission  to  wage 
a  two-front  tv  battle  last  week.  The 
Commission  postponed  last  year's  grant 
of  ch.  17  Bakersfield  to  Kern  County 
Broadcasting  and  designated  the  appli- 
cation for  oral  argument  on  April  16 
with  KBAK-TV  a  party.  The  Com- 
mission refused,  however,  to  stay  the 
grant.  A  couple  of  weeks  ago  (Broad- 
casting, Feb.  23).  the  FCC  granted 
another  petition  by  KBAK-TV  and 
stayed  the  grant  of  Pacific  Broadcast- 
ers Corp.  for  ch.  39  Bakersfield,  pend- 
ing an  oral  argument. 

•  The  Western  New  York  Educational 
Television  Assn.,  composed  of  33  busi- 
ness, educational  and  community  lead- 
ers, has  applied  to  the  FCC  for  an  edu- 
cational tv  station  on  ch.  17.  Buffalo. 
NBC,  which  operated  WBUF  (TV)  on 
ch.  17  prior  to  Oct.  1,  1958.  has  offered 
to  donate  $115,000  worth  of  equipment 
to  the  educational  group. 

•  A  protest  filed  by  WTVR  (TV)  Rich- 
mond, Va.,  challenging  a  1958  action 


which  gave  WXEX-TV  Petersburg  per- 
mission to  identify  itself  with  Richmond 
as  well  as  Petersburg,  has  been  dis- 
missed by  the  FCC.  Comr.  Robert  T. 
Bartley  abstained. 

•  Anthony  Wayne  Television  Corp.'s 
petition  for  rehearing  and  reopening  of 
the  record  with  enlarged  issues  in  the 
Toledo  ch.  11  case  has  met  with  re- 
fusal as  the  FCC  directed  prepara- 
tion of  a  document  to  deny  the  losing 
applicant's  requests.  The  Commission 
awarded  ch.  11  to  The  Community 
Broadcasting  Co.  last  summer  (Broad- 
casting, July  28,  1958).  The  issues  in 
the  case  which  Anthony  Wayne  wanted 
enlarged  included  the  allegation  that 
Community  Broadcasting  commenced 
construction  prior  to  the  grant  of  the 
channel. 

e  Two  bills  aimed  at  a  recent  Internal 
Revenue  Service  ruling  that  applies  ex- 
cise taxes  to  the  co-op  advertising  al- 
lowance in  sale  of  articles  by  manufac- 
turers have  been  introduced  in  the 
House— HR  4418  by  Rep.  Jack 
Westland  (R-Wash.)  and  HR  4352  by 
Rep.  Edward  J.  Derwinski  (R-Ill.).  An 
IRS  ruling,  effective  Feb.  1,  held  the  co- 
op portion  of  the  product  sales  price  is 
taxable. 

•  The  FCC  has  denied  a  petition 
by  WSAY  Rochester,  N.Y.,  for  recon- 
sideration or  rehearing  of  the  Commis- 
sion's March  12,  1958,  decision  in  the 
ch.  10  Rochester  case.  At  that  time  the 
FCC  dismissed  the  WSAY  protest  and 
affirmed  its  1953  grant  of  construction 
permits  to  WHEC-TV  and  WVET-TV 
for  new  stations  on  ch.  10  on  a  share- 
time  basis.  Comrs.  Frederick  Ford  and 
John  Cross  did  not  participate  in  this 
decision.  Comr.  T.A.M.  Craven  was 
absent. 

•  General  Broadcasting  Co.,  Browns- 
ville, Tex.,  which  is  engaged  in  adver- 
tising and  despite  its  name  does  not  op- 
erate any  broadcast  station,  has  been 
granted  authority  by  the  FCC  to 
transmit  boxing  matches  in  Spanish 
over  telephone  lines  to  XEO  Mata- 
moros,  Mexico.  The  grant  is  for  a  six- 
month  period.  Robert  N.  Pinkerton  is 
president  and  majority  owner  of  the 
firm  which  will  lease  lines  from  South- 
western Telephone. 

•  Two  tv  outlets  got  a  go-ahead  from 
the  FCC  last  week  for  private  tv  inter- 
city relay  systems.  Ch.  12  KPAR-TV 
Sweetwater,  Tex.,  was  granted  its  appli- 
cation for  a  relay  for  off-the-air  pickup 
of  programs  of  its  parent  station  ch.  13 
KDUB-TV  Lubbock.  Ch.  3  KDLO-TV 
Florence.  S.D.,  was  granted  its  relay  for 
off-the-air  pickup  of  programs  of  its 
parent  ch.  1 1  KELO-TV  Sioux  Falls, 
S.D. 
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wires  Hugh  L.  Kibbey,  National  Sales  Manager 

WFBM-TV 

INDIANAPOLIS 

Yankee  Doodle  Dandy  blitzed  the 
opposition  in  Indianapolis.  Hugh 
L.  Kibbey,  WFBM-TV  National 
Sales  Manager,  didn't  wait  to 
write.  Here's  what  he  wired  about 
the  James  Cagney  song-and- 
dance  smash: 

"Yankee  Doodle  Dandy  special 
showing  on  Xmas  day  huge  success. 
Much  much  favorable  reaction  and 
already  we  have  potential  bank- 
roller  for  repeat  showing  July  4." 

The  ratings  show  that  "Dandy" 
glues  'em  to  the  set.  WFBM-TV 
ran  it  from  5  p.m.  to  7  p.m.  Dec. 
25  and  pulled  down  a  big  18.0 
against  6.4,  3.4  and  2.9  for  com- 
petition! Almost  triple  the  next 
highest  rating. 

Like  WFBM-TV,  smart  pro- 
grammers all  over  the  country  are 
going  to  town  with  Yankee  Doodle 
Dandy.  Don't  let  this  money  maker 
get  away!  Only  two  showings  avail- 
able up  to  July  5th.  Program  it  now! 

U  I  I. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
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DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 
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TV  GOLD  FILLS  LOEWS  CUP 

Increased  activity  of  MGM-TV  responsible 
for  half  of  parent's  2nd  quarter  earnings 


At  Loew's  Inc.,  tv  has  become  the 
biggest  factor  in  earnings.  The  cor- 
poration's coffers  are  filling  up  from 
MGM-TV  activity. 

Stockholders  were  told  last  week  that 
of  the  49  cents  in  corporation  share 
earnings  for  the  first  quarter  that  ended 
Nov.  20,  1958,  tv  brought  in  17  cents. 
Highest  category  was  film  production 
at  19  cents.  Theatres  and  radio 
(WMGM  New  York)  accounted  for  8 
cents,  while  records  and  music  pub- 
lishing earned  5  cents. 

The  second  quarter,  which  ends 
March  12,  is  changing  all  that.  Tv 
will  be  first  with  the  most.  Of  an 
estimated  50  cents  in  earnings  per 
share,  tv  is  expected  to  bring  in  22 
cents,  film  production  16  cents,  theatre- 
radio  7  cents  and  records-music  5  cents. 

Adding  the  two  quarters,  tv  is  No.  1 
in  its  contributing  share  to  earnings, 
39  cents,  followed  by  motion  picture 
production  at  35  cents. 

The  Sources  •  Where  does  the  money 
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Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 

March  2-6,  9-11  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors. 

March  2-6,  9-1  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

March  2,  9  (10-10:30  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
&  Newell  and  Pharmaceuticals  Inc.  through 
Parkson  Adv. 

March  3  (7:30-9  p.m.)  Some  of  Manie's 
Friends,  Liggett  &  Myers  through  McCann- 
Erickson. 

March  4,  11  (8:30-9  p.m.)  The  Price  Is 
Right,  Speidel  through  Norman,  Craig  & 
Kummel  and  Lever  Bros,  through  J. 
Walter  Thompson. 

March  4  (9-10  p.m.)  Bell  Telephone 
Hour,  Bell  Telephone  through  N.W.  Ayer. 

March  5  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

March  5  (10:30-11  p.m.)  Masquerade 
Party,  Lorillard  through  Lennen  &  Newell. 

March  6  (7:30-8  p.m.)  Northwest  Pas- 
sage, sustaining. 

March  6  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

March  7  (8-9  p.m.)  The  Perry  Como 
Show,  participating  sponsors. 

March  8  (5-7  p.m.)  NBC  Opera  Co.  Pre- 
sents "Maria  Golovin",  sustaining. 

March  8  (7:30-8  p.m.)  Buddy  Bregman 
Music  Shop,  sustaining. 

March  8  (8-9  p.m.)  Steve  Allen  Show, 
Mutual  of  Omaha  through  Bozell  &  Jacobs 
and  du  Pont  through  BBDO. 

March  8  (9-10  p.m.)  Dinah  Shore 
Chevy  Show,  Chevrolet  through  Campbell- 
Ewald. 

March  10  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt. 

March  11  (9-9:30  p.m.)  Milton  Berle 
Show,  Kraft  Foods  Co.  through  J.  Walter 
Thompson. 


come  from?  Stepped  up  activity  in  tv 
commercial  production  for  advertisers, 
sale  of  the  MGM  feature  library  to  tv 
stations,  continued  production  of  film 
for  tv,  rental  of  stages  and  lot  space  to 
independent  or  "outside"  producers  of 
film  for  tv. 

An  MGM  spokesman  noted  last  week 
that  the  studio  overhead  has  been  cut 
because  of  increased  rentals  by  tv  com- 
panies. 

Loew's  dropped  cumulative  voting 
for  board  directors  last  week  in  a 
move  at  turning  back  future  insurgents 
seeking  management  control;  prepared 
itself  for  a  split  into  theatres  and  studios 
which  will  take  place  March  12.  Stock- 
holders, learning  that  Loew's  will  not 
pay  dividends  and  earnings  will  be 
plowed  back  for  cash  reserve  and  ex- 
pansion, called  for  economy. 

Among  the  several  measures  de- 
manded by  investors  in  the  corporation 
were  the  following:  they  asked  for  cuts 
in  salaries,  sale  of  properties  failing  to 
make  money  and  elimination  of  any 
part  of  the  company  failing  to  pay  its 
own  way. 

Economics  stunts  tv, 
panel  tells  ATAS  unit 

Economics  is  the  real  reason  tv  pro- 
grams are  not  as  good  as  they  ought  to 
be.  That  conclusion  was  reached 
Wednesday  by  a  panel  of  five  directors, 
three  actors  and  a  writer  at  a  meeting 
of  the  Hollywood  chapter  of  the  Acad- 
emy of  Television  Arts  and  Sciences. 

Topic  of  the  evening,  "Directors — 
Jekyll  or  Hyde,"  with  directors  Paul 
Henreid,  Jules  Bricken,  Herbert  Hirsch- 
man,  Buzz  Kulik  and  Sheldon  Leonard 
prepared  to  defend  their  craft  against 
the  attacks  of  actress  Ida  Lupino,  actors 
Howard  Duff  and  J.  Lee  Cobb  and 
writer  Richard  Berg,  was  all  but  for- 
gotten as  all  parties  agreed  the  real  vil- 
lain is  the  dollar  shortage  that  causes 
shows  to  go  on  with  insufficient  re- 
hearsals, insufficient  contact  between 
director  and  writer  and  between  direc- 
tor and  producer.  This  is  particularly 
true  of  half-hour  film  shows,  where  the 
budget  forces  a  time  limit  of  three 
days  from  script  to  completed  show, 
they  declared. 

Under  present  economic  conditions — 
and  no  panel  member  foresaw  a  change 
for  the  better  in  the  near  future — the 
director  must  rely  on  his  own  resources, 
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THANKS . . . 


Almost  a  quarter  of  a  million  crippled  children  and 
adults  were  given  care  and  treatment  through  Easter 
Seals  last  year  ...  a  record  achieved  with  the  generous 
assistance  of  the  radio  and  TV  industry. 

For  the  1959  appeal  —  February  27  to  March  29  — 
Garry  Moore  is  National  Chairman.  He,  along  with 
Bing  Crosby,  Debbie  Reynolds,  Claudette  Colbert,  John 
Wayne  and  Jack  Webb  have  supplied  us  with  1-minute 
TV  spots.  Other  spots  show  Easter  Seal  services  and  star 
crippled  children. 


.  . .  and  may  we 
ask  your  help  again? 


For  radio  there  are  recordings  by  outstanding  talent 
and  two  double-sided,  15-minute  Garry  Moore  Bandstand 
recordings  featuring  Bob  Crosby  and  the  Bobcats,  Ray 
McKinley  and  the  Glenn  Miller  Orchestra,  Sammy  Kaye 
and  Benny  Goodman  with  their  aggregations. 

May  we  ask  you  to  again  set  aside  some  time  to  help 
crippled  children?  All  materials  are  free,  of  course.  Just 
call  or  write  your  Easter  Seal  Society  or 


NATIONAL  SOCIETY  FOR  CRIPPLED  CHILDREN  AND  ADULTS,  INC. 
2023  West  Ogden  Avenue  Chicago  12,  Illinois 

The  Easter  Seal  Society  now  in  its  38th  year  of  service 
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taste  and  ability  to  make  fast  decisions, 
to  tell  what  actors  what  to  do  and  hope 
it  works  out,  Mr.  Bricken  stated. 
"You've  got  to  carry  a  cash  register  in 
one  pocket  and  your  inspiration  in  the 
other,"  he  said,  adding,  "I've  never 
come  away  from  a  tv  show  I've  directed 
feeling  satisfied,  but  what  I  do  must 
be  commercially  acceptable  for  I've 
survived." 

Messrs.  Kulik  and  Hirschman,  both 
directors  on  Playhouse  90  and  other 
live  programs  at  CBS-TV,  invited  their 
conferees  to  "come  on  over  to  live  tv," 
where  there  is  more  time  to  prepare  for 
a  broadcast  than  in  tv  film  production. 
This  pair  was  enthusiastic  about  video- 
tape which  they  said  gives  them  all 
the  advantages  of  live  television  pkn 
the  ability  to  correct  mistakes  in  the 
performance  before  the  show  gets  on  th^ 
air.  Mr.  Leonard  argued  that  while  tape 
is  a  technical  advance,  it  is  no  revolu- 
tion, and  that  while  he  expects  tape  to 
supplant  film  eventually  in  tv  program- 
ming, he  looks  for  the  resultant  pro- 
gram techniques  to  be  more  like  film 
than  they  are  like  live. 

At  summary  time,  however,  it  was 
Mr.  Leonard  who  spoke  out  against  the 
pessimism  of  some  of  the  other  panel- 
ists. Look  back  10  years,  he  urged;  com- 
pare programs  then  with  programs  now 
and  see  the  difference,  see  how  tv  has 


progressed  and  have  hope  for  the  future. 
"Why,"  he  asked,  "should  tv  be  the  only 
art  to  fail  to  improve  with  age?" 

Miss  Lupino,  on  behalf  of  ATAS,  pre- 
sented a  distinguished  service  medallion 
to  Max  Factor  in  tribute  to  his  pioneer 
work  in  developing  the  proper  make-up 
for  television.  This  began,  she  said,  in 
the  days  before  World  War  II  when  he 
experimented  with  tv  make-up  in  col- 
laboration with  Don  Lee's  experimental 
tv  station,  W6XAO  Los  Angeles.  When 
color  tv  came  along,  the  cosmetics  man- 
ufacturer continued  experiments  with 
CBS-TV  and  NBC-TV,  she  said.  Max 
Factor  &  Co.,  the  firm  founded  by  Mr. 
Factor,  is  celebrating  its  50th  anniver- 
sary this  year. 

Niles  strike  settled 

A  week-long  strike  against  Fred  A. 
Niles  Productions  was  settled  with  a 
new  contract  involving  Local  780  of 
Motion  Picture  Laboratory  Technicians 
Union  (affiliated  with  International  Alli- 
ance of  Theatrical  Stage  Employes). 
About  35  film  editors,  cameramen  and 
technicians  called  the  strike  Feb.  1 1  and 
about  1,500  other  IATSE  members  re- 
fused to  cross  picket  lines.  A  new  con- 
tract with  Niles  (tv  commercials,  in- 
dustrial and  other  films)  calls  for  pav 
boosts  of  15  to  26  cents  per  hour,  or 
a  6%  wage  increase,  and  is  retroactive 
to  Sept.  1,  1958. 


The  who  &  what  of  tv  program  viewing 

A.  C.  Nielsen  Co.  last  week  released  a  summary  of  a  tv  audience  composition 
study,  giv.ng  data  on  the  number  of  viewers  by-a?e  and  sex  (of  adults)  The 
figures  are  projected  to  millions  of  viewers,  based  upon  the  NTI  National  Audi- 
ence Composition  Report. 

The  summary  follows: 


Audience  Composition  by  Prog 


Program  Type 
EVENING 

General  Drama 
General  Drama 
Suspense  Drama 
Situation  Comedy 
Western 
Western 
Adventure 
Variety 
Variety 

Quiz  &  Aud.  Partic. 
Other  Programs 

All  Eve. 

All  Eve. 

ADULT  WEEKDAY  DAYTIME 


Dur- 
ation 


Type,  Number  of  Viewers,  Average  per  Minute  (000,000) 
for  November-Decembsr  1958* 

Viewing  Viewing  Individuals 

Homes  Total       Men       Women       Teens  Child! 


30 

8.6 

60 

8.3 

30 

9.0 

30 

9.3 

30 

10.5 

60 

12.0 

30 

7.6 

30 

7.1 

60 

8.4 

30 

8.3 

30 

5.8 

30 

8.5 

60 

9.4 

Adult  Serial 
Quiz  &  Aud.  Parti 
Other  Adult 
Other  Adult 

CHILDREN'S  DAYTIME 
Western 

Other  Programs 
Other  Programs 


'  Nov.  9-22,  Dec.  7-20, 1958 


20.6 
19.1 
20.8 
23.4 
26.2 
32.5 
19.0 
17.8 
21.1 
19.9 
14.4 
20.3 
23.6 


10.1 
6.6 
10.0 


6.8 
6.3 
6.9 
6.6 
8.4 
9.4 
5.9 
5.5 
6.5 
6.6 
4.6 
6.5 
7.6 


8.2 
8.7 
8.9 
9.4 
10.7 
6.8 
7.3 
8.7 
8.5 
5.9 
7.9 
9.4 


2.3 
1.7 
2.1 
2.8 
3.2 
4.6 
2.3 
2.1 
2.3 
1.8 
1.4 
2.2 
2.4 


3.1 
2.9 
3.1 
5.1 
5.2 
7.8 
4.0 
2.9 
3.6 
3.0 
2.5 
3.7 
4.2 


78  (PROGRAMMING) 


1 4  more  Emmys  slated 
for  May  presentation 

Emmy  award  categories  have  been 
raised  from  last  year's  28  to  a  total  of 
42  for  the  1958-59  competition,  Harry 
Ackerman,  president  of  the  Academy 
of  Television  Arts  &  Sciences,  an- 
nounced last  week.  Awards  will  be 
on  NBC-TV.  Deadline  for  nominations 
presented  May  6  from  10-11:30  p.m. 
in  all  categories  is  March  20. 

Mr.  Ackerman  reported  that  the  ex- 
panded list  will  allow  everyone  in  the 
industry  to  compete  in  his  appropriate 
field.  He  also  pointed  out  that  because 
this  year's  telecast  is  planned  as  an 
"entertainment"  show,  not  all  awards 
can  be  presented  on  the  air.  Each  new 
category,  he  said,  is  self-explanatory, 
and  the  job  of  detailing  each  one  dur- 
ing the  show  will  be  eliminated. 

Earlier  Mr.  Ackerman  had  an- 
nounced that  future  Emmy  awards  will 
be  presented  to  the  producers  of  the 
winning  tv  series.  He  explained  this 
new  procedure  at  a  Feb.  18  member- 
ship meeting  of  the  new  Television 
Producers'  Guild  at  the  Beverly  Hills 
(Calif.)  Hotel. 

In  reporting  that  the  ATAS  board 
had  decided  that  the  producer  of  a  win- 
ning series  will  receive  the  Emmy  for 
that  series,  Mr.  Ackerman  said:  "If  he 
and  his  star  wish  to  receive  it  together, 
that  is  up  to  them.  But  in  any  case  the 
producer  of  the  series  will  be  so 
honored  on  the  telecast  and  the  pro- 
ducer will  retain  the  Emmy  so  re- 
ceived." 

TPG  President  Ben  Brady  told  the 
meeting,  at  which  more  than  100  tv 
producers  were  present,  that  the  organ- 
ization's immediate  tasks  will  be  "to 
negotiate  in  the  area  of  screen  credits; 
to  convince  the  industry  that  the  func- 
tion of  a  television  producer  is  deserv- 
ing of  singular  recognition;  to  champion 
in  the  eyes  of  the  public  our  desire  to 
better  their  tv  menu,  and  to  begin  sub- 
stantial research  necessary  to  the  of- 
fering of  a  realistic  collective  bargain- 
ing agreement." 

Tv  mis-deal  claimed 

Albert  Zugsmith  and  Ashley  Robison 
are  suing  Bob  Hope  and  Continental 
Television  Corp.  for  $1,185,000,  charg- 
ing breach  of  contract.  The  suit,  filed 
in  Los  Angeles  Superior  Court  by  at- 
torney Bernard  Reich,  states  that  in 
1957  the  plaintiffs  and  Arthur  B.  Hogan 
entered  into  an  agreement  with  Mr. 
Hope  to  purchase  WREX-TV  Rock- 
ford,  111.  for  $3  million  (Broadcasting, 
Aug.  26,  June  17,  1957),  but  that  sub- 
sequently Mr.  Hope  reneged  and  the 
deal  did  not  go  through.  WREX-TV  is 
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owned  by  Greater  Rockford  Tv  (Bruce 
R.  Gran,  32.6%). 

Mr.  Zugsmith  has  interests  in  KRKD- 
AM-FM  Los  Angeles,  KOFY  San  Ma- 
teo, Calif.,  and  KBMI  Henderson,  Nev. 
Mr.  Hogan  has  interests  in  KOFY  and 
KBMI. 

•  Program  notes 

•  Independent  Television  Corp.  reports 
its  sales  contract  moving  The  Gale 
Storm  Show  to  ABC-TV  was  for  three 
years  at  a  price  of  $5  million.  ITC 
purchased  the  property  last  October 
from  Hal  Roach  Studios,  for  which  ITC 
claims  it  paid  $2  million.  Contract 
with  ABC-TV  calls  for  episodes  pre- 
viously seen  on  CBS-TV  to  begin  on 
a  Monday-Friday  schedule  on  ABC-TV 
April  13  (series  also  is  part  of  ABC- 
TV's  revamping  of  daytime  schedule 
[Closed  Circuit,  Feb.  23]).  Next  fall 
the  series,  which  began  on  CBS-TV  in 
September  1956,  will  begin  on  ABC-TV 
in  a  nighttime  slot. 

•  The  Rev.  Patrick  J.  Sullivan,  S.J., 
assistant  executive  secretary  of  the 
Catholic  church's  National  Legion  of 
Decency,  believes  there  is  a  direct  link 
between  juvenile  delinquency  and  the 
horror  films  on  tv.  He  told  a  Feb.  22 
Communion  meeting  in  Philadelphia 
that  U.S.  Roman  Catholic  bishops  are 
launching  a  campaign  against  the  "cult 
of  violence,  horror  and  suggestiveness 
in  television  and  the  movies."  Father 
Sullivan  said  that  the  form  the  cam- 
paign will  take  would  be  announced 
soon. 

•  NBC-TV  will  be  adding  a  new  west- 
ern film  series  next  fall.  Production  is 
to  begin  around  March  3 1  at  Universal- 
International,  Hollywood,  on  Bonanza, 
a  portrayal  of  life  in  the  Virginia  City, 
Nev.,  vicinity  at  the  turn  of  the  century. 

e  Official  Films  Inc.  has  contracted  with 
Sandy  Howard  Productions  Inc.  for 
distribution  of  39  half-hour  films  of 
new  series,  Police  Station.  Series 
originally  was  videotaped  by  Howard 
Productions  and  is  currently  on  KTLA 
(TV)  Los  Angeles.  New  series,  based 
on  actual  crimes  following  action  from 
time  of  arrest  to  solution  of  case,  was  to 
start  production  last  Wednesday  (Feb. 
I  25). 

•  National  Telefilm  Assoc.  Inc.  has 
signed  Alexander  King  for  new  tv 
series,  Alex  in  Wonderland,  hour-long 
program  to  be  taped  at  NTA's  Tele- 
studios.  Alex,  which  NTA  will  dis- 
tribute nationally,  will  debut  March 
10  on  WNTA-TV  Newark.  Mr.  King 
is  author,  painter,  illustrator  and 
raconteur,  and  on  his  show  will  talk 
primarily  about  books,  art  and  theatre. 

•  CBS  Films  Inc.,  N.Y.,  has  sold  the 


Treading  the  tv  boards  •  Selig  J. 
Seligman,  (1),  ABC-TV  vice  presi- 
dent and  a  former  member  of  the 
Paramount  Pictures  legal  division, 
portrayed  a  city  attorney  Feb.  18  on 
the  network's  Accused  series. 

Mr.  Seligman,  also  general  man- 
ager of  KABC-TV  Los  Angeles,  ap- 
peared on  the  show  to  encounter 


first-hand  the  problems  of  the  cast 
and  other  specialists.  He  and  his 
KABC-TV  program-production  staff 
produce  three  30-minute  network 
shows,  Day  in  Court  (Mon.-Fri.,  2- 
2:30  p.m.),  Accused  (Wednesday, 
10-10:30  p.m.)  and  Dr.  I.Q.  (Mon- 
day, 9:30-10  p.m.).  Mr.  Seligman 
serves  as  executive  producer  of  all 
the  programs  and  on  the  court  shows 
acts  as  legal  advisor. 

He  was  paid  $155  for  his  stint, 
minimum  AFTRA  scale.  Attorneys, 
doctors  and  accountants  may  ap- 
pear on  "court  shows"  without  join- 
ing the  union  because  of  an  AFTRA 
ruling  which  allows  professional  men 
to  perform  in  their  own  capacity, 
although  not  on  a  regular  basis.  The 
network  vice  president  admits  that 
he  has  a  "bit  of  ham"  in  him  and 
enjoyed  every  minute  on  camera 
although  he  lost  his  case  to  commit 
an  aged  mother  (seen  above)  to  an 
insane  asylum. 


CBS  Newsfilm  daily  service  of  national, 
international  and  sports  news  to 
WRVA-TV  Richmond,  Va.;  WABI-TV 
Bangor,  Me.;  KETC  (TV)  St.  Louis; 
KFBB-TV  Great  Falls,  Mont.,  and 
WAGM-TV  Presque  Isle,  Me. 

•  NBC,  in  cooperation  with  the  Ameri- 
can Cancer  Society  and  the  Educational 
Television  &  Radio  Center,  is  producing 
Tactic,  a  talent-laden  series  of  six  half- 
hour  films  designed  to  persuade  the 
public  to  protect  itself  from  the  dread 
disease.  Educational  stations  have  been 
receiving  the  programs  on  tape  from 
NBC  since  Feb.  10.  When  the  run  on 
educationals  is  completed  (they  have 
the  right  of  rerun),  Tactic  kinescopes 
will  be  on  free  loan  to  NBC-TV  affili- 
ates or  stations  in  areas  not  covered  by 
NBC.  After  completion  on  NBC  sta- 
tions, the  series  will  be  available  for 
other  stations.  At  last  count  63  NBC- 
TV  stations  had  expressed  interest. 

The  talent  lineup  includes  comedian 
Steve  Allen,  director  Alfred  Hitchcock, 
actresses  Celeste  Holm  and  Ruth  Hus- 
sey,  song  writers  Hy  Zaret  and  Lou 
Singer,  and  dancers  Mata  and  Hari, 
among  others. 

•  Giantview  Television  Network,  De- 
troit, has  opened  New  York  office  at 
440  Fourth  Ave.  to  offer  its  closed-cir- 
cuit facilities  to  major  advertisers  and 
agencies.  Telephone  number:  Murray 
Hill  6-9242.  Richard  L.  Colten,  former 
president  of  Business  Music  Inc.  and 
Universal  Broadcasting  Service,  closed- 
circuit  organizations,  is  manager  of  new 
office. 


•  Yankee  Network  News  Service  cele- 
brated its  25th  anniversary  on  the 
Yankee  Camera  program  yesterday 
(March  1).  A  special  program  on 
WN AC-TV  Boston  (5:30-6  p.m.)  fea- 
tured newsmen  who  have  gathered  news 
for  the  network. 

o  Singer  Tommy  Leonetti,  currently  in 
the  news  in  connection  with  Senate 
Rackets  Committee  investigation  of  the 
juke  box  industry,  was  slated  to  be  an 
added  starter  last  night  (March  1)  in 
the  Steve  Allen  Show  over  NBC-TV 
8-9  p.m.  EST.  This  contrasts  with  Mr. 
Leonetti's  removal  from  the  line-up  of 
ABC-TV's  Dick  Clark  Show  of  Feb.  22. 
ABC  said  the  singer's  appearance  was 
"postponed  with  approval  of  his  man- 
ager for  programming  reasons." 

•  Allied  Record  Distributing  Co.,  Hol- 
lywood, Calif.,  announces  that  it  pro- 
poses to  enable  artists  to  operate  as 
independent  record  producers.  The 
plan  is  similar  to  the  movie  industry's 
as  it  gives  independent  producers  the 
advantages  of  a  releasing  organization. 
Artists  may  use  Allied's  pressing,  sales 
and  distribution  facilities.  Allied  is  at 
1041  N.  Las  Palmas  Ave.,  Hollywood 
38.  Telephone:  Hollywood  9-5811. 

•  Desilu  productions  has  produced  a 
pilot  for  Ernestine,  a  new  situation 
comedy  series  co-starring  Marie  Wilson 
and  Charles  Ruggles  as  daughter  and 
father  involved  in  operating  a  finance 
firm,  and  is  currently  negotiating  with 
three  prospective  sponsors  for  the  1959- 
60  season.  William  Harmon  produced 
the  pilot,  which  was  directed  by  Sidney 
Salkow. 
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FATES  &  FORTUNES 


Advertisers 

•  Warren  Schwed,  director  of  public 
relations,  Eureka  Williams  Corp. 
(vacuum  cleaners),  Bloomington,  111., 
appointed  director  of  advertising  and 
public  relations. 

•  M.  P.  Youker,  formerly  of  Oronite 
Chemical  Co.,  S.F.,  to  Purex  Corp., 
South  Gate,  Calif.,  as  manager  of  in- 
ternational division. 

•  Philip  E.  di  Bartola,  western  re- 
gional sales  manager  of  Lever  Bros.  Co. 
foods  division,  to  new  position  of  field 
sales  manager. 

Agencies 

•  Erwin  D.  Swann,  for  past  year  ex- 
ecutive v.p.  and  general  manager  of 
L.  H.  Hartman  Co.,  to  Warwick  & 
Legler,  N.Y.,  April  7,  as  v.p.  and  mem- 
ber of  accounts  management  committee. 

•  Charles  J.  Allen,  formerly  v.p.  of 
McCann-Erickson,  Chicago,  appointed 
v.p.,  account  supervisor  and  member  of 
plans  board  of  John  W.  Shaw  Adv., 
that  city. 

•  Thomas  J.  Carnese,  Edward  A. 
Grey,  William  A.  O.  Gross,  William 
E.  Hatch,  Walter  W.  McKee,  Dan 
Rodgers  and  Allen  M.  Whitlock,  all 
v.p.'s  of  Grey  Adv.,  N.Y.,  promoted  to 
senior  v.p.'s. 

•  Martin  Devine,  account  supervisor 
of  Chesebrough-Pond's  (Pond's  Angel 
Skin  lotion  and  Seaforth  toiletries), 
elected  v.p.  of  Compton  Adv.,  N.Y. 


•  Wally  Seidler,  account  executive 
and  radio-tv  director  of  Edward  S. 
Kellogg  Co.,  LA.,  named  executive 
v.p. 

•  Herbert  K.  Butz  and  Richard  S. 
Holtzman,  account  executives  of  Clin- 
ton E.  Frank,  Chicago,  elected  v.p.'s. 

•  Richard  T.  O'Reilly,  v.p.,  N.W. 
Ayer  &  Son,  appointed  manager  of 
agency's  Detroit  office,  succeeding 
John  W.  Garberson,  resigned. 

•  Don  Lawton  resigns  as  v.p.  and 
director  of  Botsford,  Constantine  & 
Gardner  Inc.,  Portland,  Ore.,  effective 
April  1.  Mr.  Lawton  plans  to  form  his 
own  advertising  firm. 

•  Wallace  H.  Lancton,  formerly  v.p. 
in  charge  of  sales,  Telestar  Films  Inc., 
N.Y.,  to  Product  Services  Inc.,  that 
city,  as  account  media  supervisor. 

•  Aaron  Beckwith,  program  sales 
manager,  ABC-TV,  to  BBDO,  N.Y.,  as 
tv  account  supervisor.  His  principal 
responsibilities  will  be  Lever  Bros,  and 
Bristol-Myers  accounts. 

•  Paul  Schlesinger,  account  execu- 
tive on  Procter  &  Gamble's  new  Mr. 
Clean  detergent  at  Tatham-Laird,  Chi- 
cago, appointed  product  contact  super- 
visor for  U.  S.  and  Canada. 

•  Jay  Russell,  formerly  advertising 
manager  of  Chock  Full  O'Nuts,  to  Grey 
Adv.,  N.Y.,  as  account  executive  on 
Chock  Full  O'  Nuts  account. 


•  Jackson  O.  Wells,  formerly  with 
Chrysler  Corp.  and  Los  Angeles  Times, 
to  Boylhart,  Lovett  &  Dean  Inc.,  L.A., 
as  account  executive. 

•  T.  R.  Snyder,  formerly  account  ex- 
ecutive of  Ellington  &  Co.,  and  Gerry 
Germain,  former  account  executive  of 
Kenyon  &  Baker,  to  Benton  &  Bowles, 
NY.,  in  similar  capacities. 

•  Charles  M.  White,  formerly  of 
Kenyon  &  Eckhardt's  Washington  of- 
fice, to  Doyle  Dane  Bernbach,  N.Y., 
as  account  executive  on  Cole  of  Cal- 
ifornia, American  Export  Lines  and 
Buxton  accounts. 

•  Nicholas  A.  Rossano,  assistant  sec- 
retary of  Hazeltine  &  Perkins  Drug  Co., 
Grand  Rapids,  Mich.,  to  Clinton  E. 
Frank,  Chicago,  as  account  executive. 

•  Kenneth  Mason,  formerly  with 
Earle  Ludgin  &  Co.  as  v.p.,  creative 
director  and  special  assistant  to  chair- 
man of  board,  to  Kenyon  &  Eckhardt 
as  creative  director  of  Los  Angeles 
office. 

•  Charles  H.  Newton,  43,  in  charge 
of  tv  advertising  for  General  Electric 
Co.  at  BBDO,  N.Y.,  died  Feb.  22  at  his 
home  in  Armonk,  N.Y.,  following  pro- 
longed illness. 

•  Margaret  Harvey,  formerly  director 
of  advertising-publicity  of  Daniels  & 
Fisher  store,  Denver,  to  Mark  Schreiber 
Adv.,  that  city,  as  director  of  mer- 
chandising and  retail  sales  division. 


Radio-television  loses  three  of  its  pioneers 


•  John  J.  Louis.  63. 
majority    owner  of 
:  John  J.  Louis  stations 

(KVAR  [TV],  KTAR, 
both  Phoenix,  KYUM 
ifunu.  and  k\CA 
Prescott,  all  Arizona) 

B&iyHi  died  peb- 19  in  ?aim 

Mr    Innk  Springs,  Calif.,  follow- 

"'■  Lam  ing   apparent  stroke. 

Mr.  Louis  retired  year  ago  as  associate 
of  Needham,  Louis  &  Brorby  Inc.,  Chi- 
cago agency  which  he  co-founded  in 
1929.  In  radio  he  was  responsible  for 
development  of  Fibber  McGee  &  Molly, 
and  The  Great  Gildersleeve,  and  in  tv, 
Robert  Montgomery  Presents,  Life 
With  Father  and  others.  He  was  also 
advertising  consultant  to  Pure  Oil  Co., 
Chicago,  and  director  of  S.C.  Johns- 
ton &  Co.,  Racine,  Wis.  He  is  survived 
by  his  wife  and  three  sons. 


•  George  M.  Bur- 
bach,  75,  retired  gen- 
eral manager  of  KSD- 
AM-TV  St.  Louis, 
died  Feb.  21,  in  Palm 
Beach,  Fla.  Mr.  Bur- 
bach  retired  Jan.  1. 
1958,  after  44  years 
Mr.  Burbach       ™th  f :  K>f  *™- 

Dispatch  and  its  ra- 
dio-tv stations.  He  became  general 
manager  of  KSD  in  1933,  continuing 
as  advertising  manager  of  newspaper. 
In  1941  he  relinquished  his  advertising 
duties  to  devote  full  time  to  KSD  and 
became  general  manager  of  KSD-TV 
in  1947.  Mr.  Burbach  was  instru- 
mental in  eliminating  "middle  commer- 
cials" from  news  programs  and  brought 
KSD  national  attention  by  his  campaign 
against  "plug-uglies,"  name  applied  to 
offensive  commercials. 


•  I.R.  (Ike)  Louns- 
berry,  60,  formerly 
president,  general 
manager  and  part 
owner  of  WGR-AM- 
FM-TV  Buffalo,  N.Y., 
died  Feb.  24  of  pneu- 
monia in  West  Palm 

Mr.  Lounsberry  feac^  Fla"  Mn 
Lounsberry  was  pre- 
viously executive  v.p.  and  general  man- 
ager of  Buffalo  Broadcasting  Corp. 
(WGR,  WKBW,  WKEN,  WMAK,  lat- 
ter two  discontinued)  before  forming 
WGR  Broadcasting  Corp.  in  1946  with 
Leo  J.  Fitzpatrick.  He  was  director  of 
NAB;  member,  board  of  directors, 
MBS,  and  on  CBS'  Affiliates  Advisory 
Board.  He  is  survived  by  his  wife, 
Mabel,  and  son,  Fred,  in  radio-tv  de- 
partment of  Campbell-Ewald  Co.,  De- 
troit. 
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and  Joseph  Michaels,  Mediterranean 
correspondent  since  last  summer,  to 
trade  assignments  about  March  15. 

Stations 

•  Arthur  M.  Dorfner,  with  ABC 
since  1949,  named  business  manager 
of  network's  WABC-TV  New  York, 
replacing  Donald  A.  Pels,  who  has 
left  for  extended  tour  of  Europe  and 
Asia. 

•  John  Fergie,  chief  engineer  WRLP 
(TV)  Brattleboro,  Vt.-Greenfield, 
Mass.-Keene,  N.H.,  promoted  to  sta- 
tion manager  and  assistant  to  v.p.  for 
engineering.  Ralph  Jay  named  acting 
chief  engineer.  Lee  Wheeler  named 
acting  assistant  chief  engineer. 


H 

Mr.  Link 


•  Jack  Link,  formerly 
program  director  of 
KING  -  AM  -  FM  Se- 
attle, Wash.,  appoint- 
ed general  manager  of 
KIDO  Boise,  Idaho. 
Mr.  Link  was  pre- 
viously with  KCID, 
Caldwell,  Idaho,  and 
KIDO-TV. 


•  Walter  Kashen,  media  buyer  of 
Ogilvy,  Benson  &  Mather,  N.Y.,  past 
seven  years,  appointed  administrative 
manager  of  media  department. 

•  Charles  R.  Patton,  formerly  chair- 
man of  Safeway  central  merchandising 
committee,  to  Guild,  Bascom  &  Bon- 
figli,  S.F.,  as  merchandising  director. 

•  Frank  Schneller  to  Bachman,  Kelly 
&  Trautman  Inc.,  Pittsburgh  adver- 
tising and  public  relations  agency. 

•  Howard  Heller,  formerly  media 
director  of  McCann-Erickson,  Chicago, 
to  tv  programming  department  at  J. 
Walter  Thompson  Co.,  that  city. 

•  Janet  Gallaudet,  formerly  in  De- 
troit office  of  Campbell-Ewald  Co.; 
Franklin  Moore,  previously  in  adver- 
tising department  of  Gimbel  Bros.; 
Jack  Fuiks,  of  J.  Walter  Thompson's 
New  York  office,  and  Carol  Oelbaum, 
formerly  of  Benton  &  Bowles,  to  copy 
department  of  Sullivan,  Stauffer,  Col- 
well  &  Bayles,  NY. 

•  Evelyn  Dunn,  formerly  customer 
relations  manager,  Avis  Rent-a-Car,  to 
Kenyon  &  Eckhardt,  Boston,  as  copy- 
writer. 

Networks 

•  John  W.  Hundley,  manager  of 
client  relations  for  operations  depart- 
ment of  CBS-TV,  given  increased  re- 
sponsibilities in  charge  of  videotape 
sales. 

•  Gabe  Pressman,  NBC,  elected  pres- 
ident of  Radio  -  Newsreel  -  Television 
Working  Press  Assn.  Other  officers: 
Herb  Schwartz,  CBS  first  v.p.;  Julian 
Anthony,  ABC,  second  v.p.,  and 
Larry  Racies,  CBS,  chairman  of  board. 

•  Walter  Brennan,  star  of  ABC-TV's 
Real  McCoys  and  veteran  actor  of 
stage  and  screen,  feted  by  Hollywood 
Chamber  of  Commerce  at  luncheon 
honoring  his  35th  anniversary  as  per- 
former. 

•  Robert  S.  Finkel,  NBC  contract 
producer,  assigned  to  produce  and  di- 
rect network's  Dinah  Shore  Chevy 
Show,  beginning  with  March  8  pro- 
gram. He  succeeds  William  Asher, 
who  is  producing  pilot  for  June,  situa- 
tion comedy. 

•  John  Hudson,  stage,  screen  and  tv 
actor,  signed  to  star  in  The  Black 
Cat,  NBC-TV  filmed  series  about  San 
Francisco  newspaper  columnist.  Mr. 
Hudson  will  play  part  of  Frank  Slat- 
tery,  reporter  who  writes  anonymous 
column  under  by-line,  "The  Black  Cat." 
It  will  be  his  first  continuing  tv  series. 

•  Irving  R.  Levtne,  NBC  News'  Mos-  •  Bob  McKune,  formerly  station  man- 
cow  correspondent  since  July,   1955,     ager  of  KRGI  Grand  Island,  Neb.,  to 


•  Russell  W.  Hillis,  formerly  with 
Knoxville  (Tenn.)  Chamber  of  Com- 
merce, named  national  sales  manager 
of  WATE-AM-TV,  that  city.  Carl  V. 
Tibbetts,  tv  production  manager,  pro- 
moted to  promotion  and  merchandising 
director  of  WATE-AM-TV.  Pierce  T. 
Harrah,  sales  service  representative 
of  WATE-TV,  promoted  to  production 
supervisor. 

•  John  J.  Shepard,  with  Stevens-Wis- 
mer  stations  past  seven  years,  named 
general  manager  of  group's  WLAV 
Grand  Rapids,  Mich.  Arthur  Aymen, 
formerly  station  manager  of  WBSE 
Hillsdale,  replaces  Mr.  Shepard  as 
sales  manager  of  WHLS  Port  Huron, 
both  Michigan.  Lee  G.  Stevens  named 
administrative  assistant  to  John  F.  Wis- 
mer. 

•  James  F.  Brown  resigns  as  general 
sales  manager  of  KOSI  Denver,  effec- 
tive March  7.  Mr.  Brown  will  remain 
in  radio  and  is  negotiating  for  several 
properties. 

•  Claude  F.  White,  formerly  station 
manager  of  WAUC  Wauchula,  Fla.,  to 
WJMA  Orange,  Va.,  as  station-com- 
mercial manager. 

•  Charles  Christianson,  formerly 
commercial  manager  of  KRUX  Phoenix 
and  KAFP  Petaluma,  Calif.,  appointed 
station  manager  of  KBIS  Bakersfield, 
Calif. 


CAESARS/HEAD  .SPARTANBURG 
•GREENVILLE 


GA. 


S.  C. 


GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only  WFBC-TV,  "The 
Giant  of  Southern  Skies," 
gives  you  dominant  cov- 
erage in  these  three  met- 
ropolitan markets. 

Ask  the  Station  or 
WEED  for  latest  market 
data,  surveys  and  avail- 
abilities. 

Represented  Nationally  by 
WEED  TELEVISION  CORP. 


CHANNEL  4 

WFBC-TV 

GREENVILLE,  S.  C. 

NBC  NETWORK 


RADIO  AFFILIATE,  "THE  PIEDMONT  GROUP" 
WFBC  -  GREENVILLE    WORD  -  SPARTANBURG 


BROADCASTING,  March  2,  1959 


81 


Wood 


KSAL  Salina,  Kan.,  in  similar  capacity. 

•  Vernon  Stedry,  formerly  owner  of 
KB  MX  Coalinga,  Calif.,  to  KRGI 
Grand  Island,  Neb.,  as  station  manager. 
Virg  Piercy  Jr.  joins  KRGI  as  news 
director. 

•  Herbert  A.  Golombeck,  formerly 
station  manager  of  WAKY  Louisville, 
Ky.,  to  KOWH  Omaha,  Neb.,  in  sim- 
ilar capacity. 


o  Alvin  Wood,  for- 
merly general  man- 
ager of  KBRX  O'- 
Neill, Neb.,  appointed 
commercial  manager 
of  KATZ  St.  Louis, 
Mo. 


o  Jack  Fox,  formerly 
with  WJIM-TV  Lan- 
sing, Mich.,  named 
local  sales  manager  of  WNBC  (TV) 
New  Britain,  Conn.  Robert  A.  Grus- 
key  and  George  Bronson  join  WNBC 
sales  staff.  George  Wuchert  and  Ladd 
Kudlach  join  WKNB  radio  sales  staff. 

•  Mrs.  Kitty  Broman,  director  of 
women's  services,  Springfield  Tv 
Broadcasting  Corp.  (WWLP  [TV] 
Springfield,  WWOR-TV  Worcester,  both 
Massachusetts,  and  WRLP  [TV]  Brattle- 
boro,  Vt.  -  Greenfield,  Mass.  -  Keene, 
N.H.),  named  tv  director  of  New  Eng- 
land chapter  of  American  Women  in 
Radio  &  Tv.  She  succeeds  Agnes 
Gibbs,  WCSH-TV  Portland,  Me. 

•  Barbara  Wilkins,  publicity  man- 
ager, WNTA-AM-FM-TV  Newark, 
named  director  of  sales  promotion. 

•  H.  Taylor  (Bud)  Vaden,  formerly 
sales  promotion  manager  of  WCAU- 
TV  Philadelphia,  to  WJZ-TV  Balti- 
more as  sales  promotion-advertising 
manager. 

•  Wade  St.  Clair,  with  WBT  Char- 
lotte, N.C.,  past  four  years,  named 
program  director.  Doug  Bell,  for- 
merly assistant  program  manager, 
named  production  supervisor.  Tom 
Ashcraft,  on  sales  staff,  named  re- 
gional sales  manager. 

•  Delbert  Barry  appointed  film  direc- 
tor of  KVKM-TV  Monahans,  Tex. 
Mrs.  B.  McKenizie,  formerly  account 
executive  of  KFST  Fort  Stockton,  Tex., 
and  C.  V.  (Spec)  Hamm  join  KVKM- 
TV  sales  staff. 

•  Thomas  F.  McNulty,  formerly  pres- 
ident of  Maryland  Pharmaceutical  Co., 
appointed  assistant  to  president  of 
WWIN  Baltimore. 

•  George  Singer,  formerly  program 
director  of  McLendon  stations,  named 
director  of  operations-productions  of 


KYA-AM-FM  San  Francisco,  Bartell 
Family  station.  Jim  Sparrow  promoted 
from  assistant  program  director  to  di- 
rector of  operations-programming. 

•  William  H.  Hausman,  formerly  pro- 
ducer-director-announcer of  WKJG- 
AM-TV  Fort  Wayne,  to  WGL,  that 
city,  as  program  director. 

•  Horace  Feyhl,  night  manager  of 
WCAU-AM-FM  Philadelphia,  retires 
after  30  years  with  stations. 

•  Bob  McNamara,  formerly  director 
of  client  services,  H-R  Representatives, 
N.Y.,  to  RKO  Teleradio  Pictures  Inc. 
as  national  sales  coordinator,  concen- 
trating on  RKO  stations. 

•  Richard  Ridgeway,  assistant  sales 
service  manager  of  NBC  o&o  station, 
KRCA  (TV)  Los  Angeles,  promoted 
to  sales  service  manager,  replacing 
Noyes  Scott,  resigned  to  join  The 
Katz  Agency,  station  representaive,  as 
salesman. 

•  Dave  Hildebrand,  formerly  mer- 
chandising manager  of  KIKK  Bakers- 
field,  Calif.,  to  KAFY,  that  city,  in 
similar  capacity. 

•  Patrick  J.  Callihan  promoted  from 
production  manager  to  production-fa- 
cilities manager  of  WMSB  (TV),  share- 
timer  on  ch.  10  Onondaga,  Mich.  Other 
WMSB  appointments:  James  D.  Davis, 
manager  of  closed  circuit  tv;  Lee  Fri- 
schnecht,  production  supervisor;  Law- 
rence E.  McKune,  Donald  A.  Pash, 
Charles  S.  Ruffing  and  William  H. 
Tomlinson,  all  program  associates. 

•  Hal  Ramsbottom  named  associate 
farm  director  of  KWFT  Wichita  Falls, 
Tex. 

•  Al  Ortmann,  formerly  chief  engi- 
neer of  KRGI  Grand  Island,  Neb.,  to 
KCLO  Leavenworth,  Kan.,  in  similar 
capacity. 

•  Harry  Perkins,  formerly  news  direc- 
tor of  KRGI,  Grand  Island,  Neb.,  to 
KSTT  Davenport,  Iowa,  in  similar  ca- 
pacity. 

•  Bill  Enis,  formerly  program  direc- 
tor of  KXOL  Fort  Worth,  to  KLIF 
Dallas  in  similar  capacity. 

•  Gene  Crockett,  WOAI  San  An- 
tonio air  personality,  named  promotion 
manager.  Alan  Dale  joins  WOAI  as 
air  personality. 

•  Henry  W.  Lippold  Jr.,  formerly  on 
news  staff  of  WMT-AM-TV  Cedar  Ra- 
pids, Iowa,  appointed  supervisor  of 
news,  WILL-TV  Champaign-Urbana, 
and  instructor  at  parent  U.  of  Illinois. 
He  succeeds  Marlowe  Froke,  resigned 
to  join  Pennsylvania  State  U. 

•  Lewis  Lyman  James,  67,  formerly 


radio  producer  and  17-year  employe  of 
WGN-AM-TV  Chicago,  died  Feb.  19 
at  Passavant  Hospital,  Chicago.  He  for- 
merly was  in  charge  of  musical  produc- 
tion for  WGN's  Chicago  Theatre  of  the 
Air  series. 

•  Mike  Barra  named  continuity  direc- 
tor-producer of  WSMN  Nashua,  N.H. 

•  Dick  Roncka,  formerly  salesman  of 
KOIL  Omaha,  Neb.,  to  KMTV  (TV), 
that  city,  as  account  executive.  Mari- 
lyn Blum  to  KMTV  as  promotion  as- 
sistant. 

•  Earl  Kramer,  formerly  publicity  di- 
rector of  WISN-AM-TV  Milwaukee,  to 
WITI-TV,  that  city,  as  account  execu- 
tive. 

•  Joe  Adams,  formerly  of  KATZ  St. 
Louis,  to  KWK,  that  city,  as  account 
executive. 

•  Joel  Samuelsohn,  merchandising 
manager  for  Housewives'  Protective 
League,  appointed  account  executive  of 
WCAU-AM-FM  Philadelphia.  Charles 
Heiser  succeeds  Mr.  Samuelsohn. 

•  Rouen  Westcott,  formerly  Califor- 
nia Transit  Advertising,  and  Pat  Mar- 
rinan,  executive  producer  at  KHJ-TV 
Los  Angeles,  to  sales  staff  of  KHJ-TV. 
Don  Patton,  station  director,  has  suc- 
ceeded Mr.  Marrinan  as  executive  pro- 
ducer. 

•  Earl  H.  Whiteley,  formerly  an- 
nouncer-account executive  of  KOME 
Tulsa,  to  KOTV  (TV),  that  city,  on 
sales  staff. 

•  Jack  Caesar,  formerly  of  Hume 
Smith  &  Mickelberry  Adv.,  Miami,  to 
WCKT  (TV),  that  city,  on  sales  staff. 

•  Herb  Hollister  retires  as  newscaster 
from  KBOL  Boulder,  Colo.,  after  12 
years  and  3,744  broadcasts  in  same 
slot,  Mon.-Sat.  at  8  a.m. 

•  Dan  Sorkin,  formerly  air  personality 
of  WCFL  Chicago,  to  WNBQ  (TV), 
that  city,  for  new  conversation-and- 
variety  colorcast  series  (Sat.,  12:05- 
1 :05  a.m.)  titled  After  Hours. 

•  Dick  Stewart,  formerly  of  KGO- 
TV  San  Francisco  and  KTTV  (TV) 
Los  Angeles,  named  permanent  host  of 
The  KPIX  Dance  Party  over  KPIX 
(TV)  San  Francisco. 

•  William  Winter,  formerly  newscas- 
ter on  KPIX  (TV)  and  presently  on 
KGO-AM-FM,  both  San  Francisco,  be- 
gins twice-weekly  news,  commentary 
and  interview  show  on  KGO-TV  on 
March  8. 

•  Pat  Hillings,  formerly  member  of 
Congress  from  25th  district  of  Califor- 
nia, to  KMPC  Los  Angeles  as  news 
analyst. 
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•  John  Dempsey,  associate  professor 
of  political  science  at  U.  of  Detroit, 
named  news  analyst  of  WJBK-TV  De- 
troit. 

•  Yvonne  Smith  Erway,  33,  profes- 
sional singer,  air  personality  and  wife 
of  Guy  S.  Erway,  owner-president  of 
WAYE  Baltimore,  died  Feb.  17  after 
long  illness. 

•  Roy  J.  Hill  to  WJMR  New  Orleans 
as  air  personality. 

•  Bill  Sheil,  formerly  sports  director 
of  WREX-TV  Rockford,  111.,  to  WITI- 
TV  Milwaukee  as  announcer. 

•  Carl  McIntire,  air  personality  of 
KSD  St.  Louis,  to  KLAC  Los  Angeles 
in  similar  capacity. 

o  Carlton  Perkins,  formerly  of 
WHCT  (TV)  Hartford,  Conn.,  to 
WDRC-AM-FM,  that  city,  as  parttime 
transmitter  engineer. 

•  Homer  A.  Evans  to  WOWO  Ft. 
Wayne,  Ind.,  as  transmitter  engineer. 

•  Bill  Jay,  formerly  of  KENT  Shreve- 
port,  La.,  to  KNUZ  Houston  news  staff. 

•  Bob  Elliott  to  KUDL  Kansas  City 
as  air  personality. 

Representatives 

•  Austen  G.  Smithers,  formerly  with 
John  Blair  &  Co.,  to  AM  Radio  Sales, 
N.Y.,  as  sales  account  executive  on 
East  Coast. 

•  Andrew  Murphy,  formerly  of 
WNHC-TV  New  Haven,  to  New  York 
tv  sales  staff  of  Branham  Co.  as  account 
executive.  Other  additions  to  Bran- 
ham's  New  York  staff  are  John  Bles- 
sington,  formerly  of  NBC-TV,  and  Ed- 
ward Keady,  previously  of  WECT 
Wilmington,  N.C.,  as  account  execu- 
tives. Peter  Childs,  previously  account 
executive  in  Branham's  San  Francisco 
office,  named  manager  of  that  office. 

Programming 

•  Kenyon  Brown, 
board  chairman  of 
Radio  Advertising  Bu- 
reau and  owner  of  sta- 
tion interests  (KCOP- 
TV  Los  Angeles, 
KFOX  Long  Beach, 
KIMO  Kansas  City), 
elected  to  board  of  di- 
rectors of  Guild  Films 
Co.,  NY.  Guild  distributes  KCOP- 
TV's  videotape  programs.  Peoples' 
Court. 

•  William  Coleman  Hutchings,  66, 
formerly  executive  v. p.  of  World  Broad- 
casting System  and  v. p.  of  United  Film 
&  Recording  Co.,  Chicago,  died  Feb. 
23  in  Chicago.  Mr.  Hutchings  started 


Mr.  Brown 


his  career  with  recording  division  of 
Brunswick-Balke-Collender  as  advertis- 
ing manager. 

•  Cy  Kaplan,  formerly  eastern  direc- 
tor of  national  sales,  National  Telefilm 
Assoc.,  N.Y.,  named  general  sales  man- 
ager, Bernard  L.  Schubert  Inc.,  NY. 

•  Cy  Kertman,  formerly  with  Capitol 
Records,  named  promotion  manager  for 
Warner  Bros.  Records  in  southern  Cali- 
fornia. Fran  Howell,  formerly  mer- 
chandising director  of  A.C.  Vroman 
Inc.,  Pasadena,  Calif.,  named  branch 
manager  for  Los  Angeles  market.  Phil 
LaGree,  formerly  with  Capitol,  named 
field  representative. 

•  Art  Gilmore  installed  as  president 
of  American  Federation  of  Television 
&  Radio  Artists'  Hollywood  branch. 
Other  new  officers:  Tyler  McVey,  first 
v.p.;  Gene  Lanham,  second  v. p.;  Fred 
Hansen,  third  v.p.;  Jack  Moyles, 
fourth  v.p.;  Alice  Backes,  recording 
secretary,  and  Stanley  Farrar,  treas- 
urer. 

•  Harold  Schuster,  director  of  Line- 
up for  past  five  years,  signed  by  Mark 
VII  Ltd.  to  direct  at  least  eight  of  15 
remaining  episodes  of  The  D.A.'s  Man 
this  season. 

o  Sid  Siegel,  musician,  composer,  ar- 
ranger, conductor,  appointed  musical 
director  at  Fred  A.  Niles  Productions, 
Chicago  film  firm. 

•  Richard  Long,  tv  and  motion  picture 
actor,  has  been  signed  to  contract  by 
Warner  Bros.,  which  indicated  that  he 
would  star  in  one  of  new  tv  series  pro- 
jected by  Warner  for  broadcasting  next 
fall. 

o  Bob  Warren,  announcer  on  NBC- 
TV's  This  Is  Your  Life,  will  star  in 
What  Are  the  Odds?,  new  tv  series  be- 
ing prepared  by  Herts-Lion  Production 
Official  Films. 

o  Paul  Heller,  member  of  New  York 
U.  faculty,  instructing  in  design  for  tv 
and  motion  pictures,  to  staff  of  Klueger 
Film  Productions  Inc.,  NY.,  as  staff 
art  director. 

•  Henry  Otto,  formerly  associate  of 
Brent  Gunts  Productions,  Baltimore, 
has  formed  his  own  tv-radio  program 
packaging  firm,  Henry  Otto  Enterprises, 
that  city.  Address:  3720  Rexmire  Rd., 
Baltimore  18;  telephone:  Hopkins  7- 
5289. 

•  Patsy  Cline  signed  to  appear  on 
Don  Owens  TV  Jamboree,  seen  over 
WTTG  (TV)  Washington,  D.C. 

•  Helen  Parrish,  35,  formerly  wom- 
en's editor  of  Panorama  Pacific,  week- 
day morning  program  on  Columbia  Tv 
Pacific  Network,  died  from  cancer  Feb. 
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22  in  Hollywood  after  nearly  year's 
illness.  Miss  Parrish  was  wife  of  John 
Guedel,  producer  of  Art  Linkletter  and 
Groucho  Marx  shows. 

Equipment  &  Engineering 

•  H.  Rowan  Gaither  Jr.,  formerly 
president  and  chairman  of  board  of 
trustees,  Ford  Foundation,  elected  di- 
rector of  Hewlett-Packard  Co.,  Palo 
Alto,  Calif. 

•  Kenneth  L.  King,  formerly  of  Nor- 
den  Div.  of  United  Aircraft  Corp., 
Stamford,  Conn.,  appointed  executive 
v.p.  of  Skiatron  Electronics  &  Televi- 
sion Corp.,  N.Y. 

•  Melvin  L.  Doelz  elected  v.p.,  of 
western  division  of  Collins  Radio  Co., 
Cedar  Rapids,  Iowa.  Robert  C.  Mul- 
laley  named  assistant  secretary  and 
will  continue  as  assistant  director  of 
Texas  division. 

•  H.  Kenneth  Ishler  named  manager 
of  engineering  and  production,  Lans- 
dale  Tube  Co.,  division  of  Philco  Corp., 
Phila.  Other  Lansdale  appointments: 
Raymond  M.  Cotter,  manager  of  op- 
erations; A.  Ernest  Lyle,  technical 
administrator  and  administrative  assist- 
ant; Richard  S.  Mandelkorn,  director 
of  planning;  John  M.  Palmer,  manager 
of  semi-conductor  operations;  George 
W.  Pratt,  manager  of  tube  operations; 
Otto  G.  Honzl,  manager  of  quality 
control;  Stuart  L.  Parsons,  director 
of  equipment  development;  Clarence 
G.  Thornton,  director  of  semi-con- 
ductor development,  and  Robert  F. 
Lake,  manager  of  industrial  engineer- 
ing. 

•  Charles  W.  Martel,  with  Raytheon 
Mfg.  Co.,  Waltham,  Mass.,  since  1936, 
named  advertising  and  sales  promotion 
manager  of  its  semiconductor  division. 

•  Richard  C.  Browne,  51,  general 
sales  manager  of  Todd  Co.,  division  of 
Burroughs  Corp.,  Rochester,  N.Y.,  died 
Feb.  15  in  Rochester  following  short 
illness. 


•  John  F.  Repko,  for  past  three  years 
counsel  for  General  Electric's  meas- 
urements and  industrial  products  divi- 
sion, Lynn,  Mass.,  appointed  counsel 
for  electronic  components  division, 
Owensboro,  Ky. 

•  Joseph  J.  Guidrey,  previously  con- 
troller, Sylvania  lighting  products,  di- 
vision of  Sylvania  Electric  Products, 
named  manager  of  data  processing  cen- 
ter, Sylvania. 

•  Charles  A.  Benenson,  with  DuMont 
since  1957,  and  Michael  V.  Sullivan, 
with  DuMont  since  last  June,  named 
to  new  posts  of  assistant  manager,  sys- 
tems lab,  and  assistant  manager,  recon- 
naissance lab,  respectively. 

•  John  F.  Spangler  appointed  man- 
ager of  government  contract  sales-con- 
sumer products  for  Philco  Corp.,  Phila. 

•  Victor  C.  Hour,  formerly  adminis- 
trator, market  planning  and  micro- 
waves, RCA,  named  manager,  market 
planning,  industrial  tube  products  de- 
partment, RCA  electron  tube  division. 

Allied  Fields 

•  Martin  Stone, 
president  and  50% 
owner  of  VIP  Radio 
Inc.  (WVIP  Mt.  Kis- 
co,  WWES-AM-FM 
New  Rochelle,  WSKN 
Saugerties  and  pur- 
chaser of  WKIT  Min- 
eola  [pending  FCC 
approval],  all  New 
York),  named  v.p.  in  charge  of  radio- 
tv  and  director  of  Plymouth  Rock  Pub- 
lications Inc.  Plymouth,  50%  owner  of 
VIP  Radio,  is  owned  by  John  H.  Whit- 
ney, U.S.  ambassador  to  Great  Britain. 
Plymouth  owns  New  York  Herald 
Tribune  and  Parade,  Sunday  supple- 
ment. John  H.  Whitney  Co.  owns  Co- 
rinthian stations  (KOTV  [TV]  Tulsa, 
Okla.;  WISH -AM -TV  Indianapolis, 
WANE-AM-TV  Ft.  Wayne,  both  In- 
diana; KGUL-TV  Houston,  Tex.) 


Mr.  Stone 
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»  Warren  A.  Kraetzer,  director  of 
New  York  U.'s  office  of  radio-tv,  to 
National  Educational  Television  &  Ra- 
dio Center,  Ann  Arbor,  Mich.,  as  v.p. 
of  development,  effective  April  1. 

•  Charles  J.  McIntyre,  formerly  chief 
of  instructional  procedures  and  evalua- 
tion branch,  Office  of  Armed  Forces 
Information  &  Education,  Dept.  of 
Defense,  named  coordinator  of  instruc- 
tional tv  at  U.  of  Illinois. 

•  Edwin  Moss  Wil- 
liams, formerly  v.p. 
of  United  Features 
Syndicate,  appointed 
director  of  Freedom 
of  Information  center 
at  U.  of  Missouri. 
Mr.  Williams  is  son 
of  founder  and  dean 
Mr.  Williams  of  University's  school 
of  journalism,  Walter  Williams. 

•  Dick  Reinauer,  formerly  of  Foote, 
Cone  &  Belding,  Chicago,  appointed  di- 
rector of  radio,  tv  and  motion  picture 
public  relations,  American  Medical 
Assn.,  Chicago. 

•  Mrs.  Theodore  O.  Wedel,  wife  of 
canon  of  Protestant  Episcopal  National 
Cathedral,  Washington,  D.C.,  elected 
chairman  of  broadcasting  and  film  com- 
mission, National  Council  of  Churches. 
Three  vice-chairman  elected  were  Dr. 
Robert  W.  Spike,  N.Y.,  Paul  Slater, 
account  executive  of  Doherty,  Clifford, 
Steers  &  Shenfield,  N.Y.,  and  Walter 
Emery,  East  Lansing,  Mich.  Ella 
Harllee,  Washington,  D.  C,  was 
elected  secretary. 

International 

•  Mengie  Shulman,  manager  of 
VOCM  St.  John's,  Nfld.,  for  past  12 
years,  to  general  sales  manager  of 
CKRM  Regina,  Sask. 

•  William  Stovin,  manager  for  past 
19  years  of  CJBQ  Belleville,  Ont.,  to 
manager  of  CKOM  Saskatoon,  Sask. 

•  R.  S.  James  to  assistant  supervisor  of 
radio  drama  of  Canadian  Broadcasting 
Corp.,  Toronto,  Ont.,  and  Michael 
Sadlier  to  special  consultant  for  CBC 
tv  drama  production. 

•  Dick  Lennie  to  national  sales  super- 
visor and  T.  Acton  Kilby  to  market- 
ing director  of  CKWX  Vancouver,  B.C. 

•  Dick  Ring  to  director  of  research 
and  sales  promotion,  and  Bob  Irvine 
to  radio  time  salesman  of  Radio  Rep- 
resentatives Ltd.,  Toronto,  Ont. 

•  Gary  McLaren,  news  staff  member 
of  CKCO-TV  Kitchener,  Ont.,  named 
news  director. 

•  Richard  Scott,  newscaster  of  CKEY 
Toronto,  Ont.,  to  CKY  Winnipeg,  Man., 
in  similar  capacity. 
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'58  RCA  SALES  LEVEL  WITH  '57 

Report  shows  spurt  in  fourth-quarter 


RCA's  annual  report  to  stockholders 
last  week  disclosed  that  a  spurt  in  fourth- 
quarter  sales  boosted  the  1958  sales 
volume  to  $1,176,094,000  approxi- 
mating the  $1,176,277,000  level  attained 
in  1957. 

Profits  before  federal  taxes  dipped 
to  $60,442,000  from  $77,049,000  in 
1957  and  profits  after  taxes  fell  to  $30,- 
942,000  from  $38,549,000  in  1957. 
Earnings  per  share  of  common  stock 
amounted  to  $2.01  in  1958  and  $2.55 
in  1957. 

RCA  noted  that  fourth-quarter  sales 
surpassed  those  of  the  1957  final  quar- 
ter—$341,341,000  as  against  $322,- 
610,000.  Earnings  in  the  1958  quarter 
were  9%  above  those  for  the  com- 
parable 1957  period.  The  1958  fourth- 
quarter  upswing  was  attributed  to  "gen- 
eral improvement  in  the  national  econo- 
my, a  higher  volume  of  government 
business  and  the  introduction  of  new 
products  and  services." 

Tv  Beat  '57  Record  •  The  report  said 
that  in  1958  NBC  "moved  forward  in 
gross  billings,  audience  coverage,  pub- 
lic service  and  new  electronic  tech- 
niques." It  added  that  in  television, 
NBC  "bettered  its  1957  record  by 
11.3%,  representing  the  largest  dollar- 
volume  gain  of  all  three  networks." 

In  the  report,  RCA  took  cognizance 
of  the  value  of  videotape  in  achieving 
"national  schedule  uniformity"  and  in 
"promoting  greater  production  flexibil- 
ity and  economy." 

Increased  public  acceptance  of  color 
television  was  cited  by  the  report.  The 


trend  to  color  was  cited  in  this  manner 
by  RCA: 

"It  is  encouraging  to  note  that  since 
the  first  of  the  year,  RCA  distributors 
throughout  the  country  have  reported 
much  greater  interest  in  color  television 
on  the  part  of  the  dealers,  who  have 
been  stimulated  by  customer  inquiries 
and  interest  in  demonstrations." 

Five-channel  unit 
meets  cue  problems 

Commercial  spots,  station  ID's,  sound 
effects,  musical  bridges,  laugh  tracks, 
standby  announcements,  ready  to  come 
in  on  instant  cue  without  delay  or  wow 
— to  provide  these  is  the  function  of  a 
five-channel  selective  program  repeater 
built  by  MacKenzie  Electronics  Inc., 
Inglewood,  Calif.,  and  distributed 
through  Westrex  Corp. 

The  unit  with  its  design  based  on  the 
use  of  endless-loop,  quarter-inch  mag- 
netic tape  magazines,  holds  five  such 
magazines  on  hinged  trays,  has  five 
separate  playback  heads  so  that  the 
tapes  may  be  played  singly  or  in  com- 
bination and  is  complete  with  power 
supply.  Its  size  is  the  standard  8%  by 
19  in.  relay  rack  mounting;  its  weight 
is  under  40  lbs.;  its  price  $1,250. 

"The  most  important  feature  of  this 
machine  is  its  instantaneous  stop-start 
operation,  which  is  achieved  by  engag- 
ing the  tape  loop  with  a  continuous  ro- 
tating capstan  by  a  high-speed  solenoid," 
its  developer,  Louis  G.  MacKenzie, 
president  and  engineering  head  of  the 


Easy  Balance  •  Last  summer,  Berea, 
Ohio,  inventor  Howard  Dearborn 
joined  forces  with  KYW-TV  Cleve- 


land photographer  Ralph  Mayher  to 
perfect  the  camera  stabilizer  used 
here  by  Mr.  Mayher  in  a  speedboat. 
The  device  eliminates  camera  jiggle 
even  on  motorcycles,  roller  coasters 
and  automobiles.  As  a  result,  the  fin- 
ished film  duplicates  the  feeling  of  the 
original  motion  more  accurately,  the 
stabilizer  absorbing  the  shocks  as  it 
is  held  on  the  shoulders  and  arms. 
The  frame  of  two  parallel  aluminum 
tubes  can  be  lengthened  or  widened 
for  better  balance.  Mr.  Mayher  uses 
the  stabilizer  for  difficult  shots  such 
as  shooting  through  narrow  passages 
and  obstructions  and  close-ups  of 
animals  through  the  bars  at  the  zoo. 
The  Dearborn  Stabilizer  also  fea- 
tures cable  release  attachment  and 
titler.  It  is  going  into  commercial 
production  at  $48. 


MINERVA 
20$IA 

Wisdom 


MINERVA  (Gr.-Pallas  Athena)  was 
thought  by  the  Greeks  to  have  had  no 
mamma— supposedly  she  sprang,  full 
grown  and  in  full  armor,  from  the  brow 
of  her  father,  Zeus  (which  strikes  us  as 
a  likely  story!).  She  may  have  given 
her  father  a  terrific  headache,  but  to 
the  Greeks  this  goddess  embodied  Wis- 
dom and  Reason. 

We  like  to  think  that  a  lot  of  agency 
time-buyers  and  WCKY  advertisers 
have  the  same  Minerva-like  qualities 
of  Wisdom  and  Reason,  because  after 
they  have  applied  the  logic  of  Reason 
to  the  buying  of  Radio  time  in  Cincin- 
nati, they  exercise  Wisdom  in  selecting 
WCKY  to  carry  their  advertising. 

And  the  reasons  are  ample: 

1 .  Adult  listening  audience 

2.  50,000  Watts  of  Selling  Power, 
covering  ALL  of  the  Cincinnati  trad- 
ing area. 

3.  Modern  music,  news  and  service, 
24  hours  a  day. 

4.  Air  salesmen  who  S  E  L  L  your 
product. 

5.  Listener  loyalty  built  over  30 
vears  of  broadcasting. 

 You  can  be  a  Minerva, 

too!  Let  Tom  Welstead  in  WCKY's 
New  York  office  or  AM  Radio  Sales  in 
Chicago  and  the  West  Coast,  show  you 
the  REASON  and  the  WISDOM  in 
buying  WCKY. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 
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One  machine  equals  five  men 

manufacturing  company,  stated  in  a 
paper  presented  Feb.  17  at  the  sixth  an- 
nual convention  of  the  Audio  Engineer- 
ing Society  in  Los  Angeles. 

"This  system  permits  the  instantane- 
ous starting  and  stopping  of  individual 
tape  loops,"  Mr.  MacKenzie  said. 
"Tests  show  that  a  tape  loop  recorded 
with  a  steady  tone  can  be  started  and 
stopped  so  quickly  that  the  human  ear 
will  not  detect  any  transient."' 

A  single  magazine  will  hold  up  to  200 
ft.  of  tape,  he  said,  which  means  it  can 
include  over  five  minutes  of  program 
material  recorded  at  IV2  inches  per 
second  or  10  minutes  at  33A  inches  per 
second.  With  the  selective  program  re- 
peater, one  man  can  replace  five  in  the 
control  room  of  an  am  station  at  sta- 
tion break  time,  it  was  noted. 

Ham  tv  station  given 
first  demonstration 

What  apparently  is  the  first  road 
demonstration  of  a  "package"  amateur 
television  station  in  action  was  held  in 
Denver  Feb.  18,  according  to  Gene 
OTallon  &  Sons,  Denver  distributors 
for  the  Electron  Corp.  division  of  Ling 
Electronics  Inc.,  manufacturers  of  the 
package  ham  tv  equipment. 

Gene  O'Fallon  Sr.,  head  of  the  Den- 
ver distributing  firm,  and  former  owner 
of  KTVR  (TV)  Denver,  said  Denver 
ham  operators  were  the  first  to  see  the 
package  tv  system  outside  the  factory 
at  Dallas.  The  Ling  equipment  includes 
the  Ling-Mitter  ham  tv  transmitter  and 
Ling  Spectator  camera.  Hams  use  uhf 


converters  on  regular  tv  sets  to  receive 
tv  signals.  Mr.  O'Fallon  said  factory 
tests  indicate  excellent  picture  reception 
up  to  18  miles. 

FCC  spokesman  said  last  week  that 
amateurs  have  been  telecasting  for  10 
years  but  so  far  as  they  know  no  one 
up  to  now  has  produced  a  package 
tv  station  for  ham  use.  Of  the  four 
bands  in  the  spectrum  assigned  to  ama- 
teurs, only  420-450  mc  is  used  for  tv 
in  addition  to  voice,  code  and  facsimile 
transmissions.  Voice,  code  and  facsim- 
ile also  are  transmitted  on  ham  bands 
220-225,  144-148  and  50-54  mc. 
Audio  for  ham  tv  usually  is  transmit- 
ted on  one  of  the  non-tv  ham  bands. 

'Compatible'  systems 
mushrooming  in  stereo 

The  Bell  Labs  system  of  "compatible" 
stereophonic  radio  was  scheduled  to 
make  its  network  debut  last  week.  The 
national  audition  followed  closely  on 
introduction  of  two  other  compatible 
stereo  systems  on  the  West  Coast.  All 
three  aim  to  equalize  the  fidelity  of  the 
binaural  signal  between  two-speaker  or 
two-receiver  reception  and  single- 
speaker  tuning. 

Bell  Labs  demonstrated  its  new  "com- 
patible" method  in  New  York  last  week 
prior  to  its  broadcast  introduction  on 
the  Perry  Como  Show  Saturday  (Feb. 
28).  (The  last  half  of  the  8-9  p.m. 
[EST]  program  was  set  for  stereo.) 

Developer  F.K.  Becker  explained  that 
the  Bell  system  works  by  cross-con- 
necting circuits  between  the  microphone 
pickups  and  their  corresponding  radio 
or  tv  transmitters  through  two  delay 
lines.  Single-channel  listeners  hear  sound 
picked  up  by  one  microphone  followed 
10  thousandths  of  a  second  later  by 
sound  from  the  other  microphone.  The 
delay  is  unnoticed,  according  to  Bell 
tests. 

Meanwhile,  the  stereo  listener  is  not 
aware  that  sound  from  one  receiver  is 
being  duplicated  on  the  other  10  thou- 
sandths of  a  second  later.  Because  of 


a  psycho-acoustic  phenomenon  called 
"precedence  effect,"  the  sound  seems 
to  come  only  from  the  source  which 
produces  it  first. 

Earlier,  KMLA  (FM)  Los  Angeles 
had  demonstrated  at  the  Los  Angeles 
Hi-Fi  Music  Show  a  compatible  stereo 
system  developed  by  Calbest  Elec- 
tronics Co.  (Broadcasting,  Feb.  23). 

Meanwhile,  on  Sunday,  Feb.  22,  two 
Los  Angeles  fm  stations,  KCBH  (FM) 
and  KFMU  (FM),  presented  the  air 
debut  of  still  another  compatible  stereo 
system  called  "Phantodyne."  Developed 
by  Richard  W.  Burden,  Phantodyne  was 
described  as  "literally  bringing  the  right 
channel  into  the  left  and  the  left  into 
the  right  for  monophonic  (single  chan- 
nel) listeners.  These  right  and  left  'phan- 
tom channels'  are  electronically  oppo- 
site in  phase  and  cancel  each  other 
completely  when  the  listener  tunes  the 
program  stereophonically  (both  chan- 
nels at  once).  Thus  the  stereo  listener 
notices  no  difference  from  the  regular 
stereo  broadcasts  he  is  used  to." 

A. A.  Crawford,  president  of  KCBH. 
said  that  the  Phantodyne  system  is  a 
basic  part  of  the  Stereoplex  system  of 
multiplex  stereo  broadcasting  developed 
by  William  S.  Halstead  for  stereophonic 
broadcasting  by  an  fm  station's  main 
channel  in  conjunction  with  a  sub- 
channel signal.  The  Phantodyne  equip- 
ment will  soon  be  available,  he  said,  at 
a  cost  of  about  $400  to  install  at  an  fm 
station. 

•  Technical  topics 

•  RCA  has  shipped  a  uhf  pylon  an- 
tenna to  WCHU  (TV)  Champaign, 
111.;  used  superturnstile  antenna  to 
KNME-TV  Albuquerque,  N.M.  and 
used  5-kw  transmitter  to  WBDG-TV 
Cheboygan,  Mich. 

•  Zenith  Radio  Corp.  has  reported  an 
all-time  high  in  sales  and  earnings  and 
a  new  record  for  tv  receiver  shipments 
in  1958.  A  preliminary  report  showed 
a  22%  increase  in  consolidated  sales 
and  a  48%  boost  in  profits  over  the 
previous  year.  Last  year's  sales  were 
$195,041,624  as  against  $160,018,978 
and  earnings  were  $12,116,165  ($12.30 
per  share)  compared  with  $8,165,577 
($8.29  per  share).  In  the  face  of  a 
downward  industry  curve  in  tv  receiver 
production  and  shipments.  Zenith 
shipped  15%  more  than  in  1957. 

•  American  Leamore  Co.,  Evansville, 
Ind.,  is  distributing  Jiff-E-Sign,  a  series 
of  99  magnetic  letters  for  use  as  signs 
on  tv.  The  three-dimensional  letters, 
plastic  with  inset  magnets  for  sticking 
to  metal  surfaces,  may  be  obtained  in 
either  a  two-  or  five-inch  size.  Details 
are  available  from  American  Leamore, 
Grein  Bldg.,  Evansville. 
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World-wide  vtr  firm 
to  serve  U.S.  outlets 

The  formation  of  Intercontinental 
Television,  S.A.  Vaduz,  Liechtenstein, 
to  service  U.S.  television  organizations 
that  may  require  videotaped  program- 
ming from  Europe  and  other  parts  of 
the  world,  has  been  announced  by 
Theodore  R.  Racoosin,  board  chair- 
man. 

Mr.  Racoosin  announced  that  David 
A.  Lown  has  resigned  as  director  of  the 
TeleSales  Dept.,  NBC,  to  join  the  new 
company  as  president  and  chief  opera- 
tional head.  Mr.  Racoosin  will  continue 
with  other  business  interests,  which  are 
said  to  include  banking  and  finance  in 
various  parts  of  the  world  and  real 
estate  and  insurance  in  the  U.S. 

Mr.  Lown  said  that  Intercontinental, 
equipped  with  mobile  tv  and  videotape 
recording  equipment,  will  make  it  pos- 
sible for  U.S.  tv  producers  and  net- 
works "to  roam  Europe  and  the  world 
for  new  and  exciting  program  material." 
He  reported  that  among  the  company's 
initial  assignments  this  spring  are  to 
videotape  NBC-TV's  Today  show  for 
two  weeks  during  its  origination  in 
Europe  and  tape  episodes  of  a  one- 
hour  series,  Holiday. 

The  operational  headquarters  for  In- 
ternational will  be  in  Geneva  and  other 
offices  will  be  opened  in  Paris  and 
Rome,  according  to  Mr.  Lown.  Sales 
offices  will  be  located  in  New  York  and 
Hollywood. 

Mr.  Lown  said  that  it  already  has  a 
basic  production  and  technical  crew  of 
ten  Americans  and  seven  other  staffers 
will  be  recruited  from  the  tv  industries 
of  Europe.  All  personnel,  he  added, 
have  had  "extensive  network  television 
broadcasting  and  network  videotape 
recording  experience." 

Reds  want  space  tv 

Radio  Moscow  has  announced  that 
Soviet  scientists  propose  to  use  space 
satellites  to  provide  global  television. 
The  radio  broadcast  said  that  Russian 
scientists  were  thinking  about  putting 
up  a  215,000-mile-high  communica- 
tions satellite  whose  orbit  would  cor- 
respond to  the  daily  revolution  of  the 
earth.  This  would  fix  the  satellite  over 
one  portion  of  the  earth  constantly. 
Three  such  "stationary"  satellites  could 
blanket  the  earth,  the  broadcast  said. 

Similar  proposals  have  been  advanced 
by  U.S.  astronautic  scientists  for  over 
two  years  (Broadcasting,  Feb.  9). 


RFE  offers  trips 

Four  broadcast  station  officials 
will  be  awarded  trips  to  inspect 
Radio  Free  Europe's  facilities  in 
West  Germany  and  Lisbon  in  a 
competition  arranged  by  NAB. 
Awards  will  be  given  for  best  pro- 
motional efforts  on  behalf  of  the 
Crusade  for  Freedom's  Truth 
Broadcast  Program.  The  program 
gives  every  American  a  chance  to 
broadcast  his  own  message  to  cap- 
tive people  in  Communist-con- 
trolled countries.  Six  European 
trips  and  other  prizes  will  be 
awarded  writers  of  25-word  mes- 
sages on  the  subject,  "As  an 
American  I  support  Radio  Free 
Europe  because.  .  .  ."  Fact  sheets 
on  the  broadcast  promotion  con- 
test have  been  sent  to  stations. 


Canadians  on  carpet 

For  the  first  time  in  Canadian  broad- 
casting history,  seven  radio  stations 
have  been  called  to  appear  before  the 
Board  of  Broadcast  Governors  in  Ot- 
tawa on  March  18  to  show  cause  why 
their  licenses  should  be  renewed.  Un- 
til now  licenses  have  been  automat- 
ically renewed. 

The  seven  stations,  whose  licenses 
expire  March  31,  are  CKEY  and 
CHUM  Toronto,  CKOY  Ottawa, 
CKWS  Kingston,  CFPA  Port  Arthur, 
all  Ontario,  CKRN  Rouyn,  Que.,  and 
CKNW  New  Westminster,  B.C. 

They  are  being  called  on  the  grounds 
that  their  programming  is  almost  ex- 
clusively  news   and  recorded  music. 

AB-PT  in  Australia 

American  Broadcasting  -  Paramount 
Theatres  Inc.  has  bought  a  minority  in- 
terest in  The  News  Limited  of  Austral- 
ia, principal  owner  of  station  NWS- 
TV  Adelaide,  it  was  announced  jointly 
last  Thursday  (Feb.  26)  by  Leonard  H. 
Goldenson,  AB-PT  president,  and  K.R. 
Murdoch  of  the  Australian  firm.  The 
News  Limited  is  the  parent  company 
for  several  subsidiaries  in  the  news- 
paper-magazine publishing  and  radio-tv 
broadcasting  fields.  NWS-TV,  licensed 
last  October,  is  expected  to  go  on  the 
air  in  late  1959. 

Commenting  on  the  purchase,  Mr. 
Goldenson  said,  "This  association  means 
more  than  just  a  financial  gain  for  us; 
it  also  means  we  can  look  to  Mr.  Mur- 
doch and  his  associates  for  creative  ideas 
in  our  varied  fields,  just  as  he  can  look 
to  AB-PT  and  its  companies  for  ideas 
adaptable  to  his  Australian  organiza- 
tions." 
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FANFARE 


Promotion  arsenal  •  The  U.S.  Army  rolled  in  troops 
and  guns  to  the  three-acre  parking  lot  of  KTTV  (TV) 
Los  Angeles  for  a  joint  observance  of  "Citizen  Soldier 
Week,"  proclaimed  last  month  by  Los  Angeles  city  and 
county  authorities.  More  than  35,000  Californians  came 
out  in  bad  weather  to  see  the  four-day  display  of  armed 
might,  promoting  KTTV's  filmed  Citizen  Soldier  series. 

KTTV  televised  tours  and  originated  regular  shows 
from  the  big  lot  in  downtown  Hollywood  at  Sunset  Blvd. 
and  Van  Ness  Ave.  The  Army  provided  Ajax,  Hercules 
and  Corporal  missiles  for  the  display  along  with  new 


weapons  and  gear,  tanks,  bands,  drill  teams  and  a  stroll- 
ing "Soldier  of  Tomorrow"  modeling  the  last  word  in  full 
combat  regalia.  Uniformed  military  experts  were  on  hand 
to  answer  queries  at  the  exhibit,  which  was  open  day  and 
night  during  Citizen  Soldier  Week. 

National  and  local  Army  brass  appeared  around  the 
city,  at  the  exhibit  and  on  television  for  the  promotion. 
Ron  Alcorn,  producer  of  the  Citizen  Soldier  series,  co- 
ordinated the  promotion  with  KTTV  and  the  Army. 
Similar  plans  are  under  consideration  for  other  cities 
showing  the  series  throughout  the  country. 


Tv  texts  best  sellers 

Textbooks  for  tv  classes  are  giving 
the  book  business  a  big  boost. 

Approximately  150,000  of  "The  Sun- 
rise Semester  Library,"  containing 
seven  volumes  (approximately  $4.50 
for  the  set)  covering  course  matter 
presented  on  CBS-TV's  Sunrise  Semes- 
ter, have  been  sold,  according  to  pub- 
lisher Dell  Books,  New  York.  Sets  went 
on  sale  the  end  of  January  for  the 
current  Sunrise  Semester. 

NBC-TV  reports  that  the  textbook 
for  its  second  semester  course  on  Con- 
tinental Classroom  sold  more  than  13,- 
000  copies  ($2  per  copy)  in  its  first 


week  of  publication.  The  figure  was 
released  by  Rinehart  &  Co.,  publisher 
of  Atomic  Age  Physics,  which  is  now 
in  its  third  printing. 

Pugs  and  politics 

WBAL  Baltimore  listeners  were 
treated  to  slugfests  in  two  arenas — the 
prize  ring  and  the  mayorality  race. 
Incumbent  Thomas  D'Alesandro,  a 
colorful  campaigner  in  the  political 
ring,  sponsored  the  Bethea-Lester 
heavyweight  fight  from  Baltimore's 
Coliseum.  The  mayoralty  bout  features 
Mr.  D'Alesandro  vs.  J.  Harold  Grady 
contending  for  the  Democratic  nomina- 
tion. 
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Still  bringing  in  booty 

Robin  Hood,  onetime  British  bandit, 
is  doing  good  deeds  for  WRCV-TV 
Philadelphia.  A  coloring  contest  de- 
signed to  arouse  juvenile  interest  in  the 
5  to  5:30  p.m.  program,  Adventures  of 
Sherwood  Forest,  drew  entries  from 
28,700  children  competing  for  Robin 
Hood  toys.  The  station  estimates  this 
effort  as  76,100  hours  of  child  labor. 
The  contest  was  promoted  on  the  air 
and  in  supermarkets  where  the  entry 
blanks  were  available.  WRCV-TV  has 
printed  a  picture  history  of  the  contest 
in  a  brochure,  complete  with  attached 
samples  of  the  youngsters'  art,  which 
it  is  sending  to  its  promotion  list. 

Ice  Capers  from  WHEN 

Downtown  Syracuse  Days,  a  mer- 
chants' promotion,  was  boosted  by 
WHEN-AM-TV  Syracuse,  N.Y.,  with 
a  nine-ton  igloo,  a  dog  sled  team,  pony 
wagon  rides  and  a  walking  snowman. 

The  ice-house,  which  was  visited  by 
about  25,000  in  four  days,  was  con- 
structed at  a  busy  downtown  intersec- 
tion with  nine  tons  of  ice.  WHEN 
broadcast  there  three  afternoons. 

Merchants  were  kept  informed  of 
the  stations'  efforts  with  such  stunts  as 
a  glass  of  punch  cooled  with  ice  from 
the  Mendenhall  Glacier,  Alaska.  The 
ice  was  sent  to  WHEN-AM-TV  from 
KINY-AM-TV  Juneau. 
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Pigs  in  the  parlor 

WMT-TV  Cedar  Rapids,  Iowa,  turned 
its  studios  into  a  judging  ring  for 
prime  porkers.  Farmers  postponed 
their  Saturday  chores  to  tune  in  and 
place,  grade  and  estimate  fatback  thick- 
ness on  various  classes  of  hog.  The  two 
top  winners  in  the  successful  contest 
were  distaff  farmers  with  a  13 -year-old 
boy  taking  third  prize.  Remote  judging 
was  validated  by  the  winning  score  of 
276  out  of  300  points,  "well  above  live- 
judging  standards,"  according  to  Bill 
Alford,  the  station's  farm  editor. 

Sentimental  station 

KYA  San  Francisco,  by  turning  the 
entire  month  of  February  into  a  special 
promotion,  has  boosted  its  weekly  mail 
count  over  5,000.  Proclaiming,  "KYA 
is  having  an  affair  of  the  heart  with 
the  Bay  Area,"  the  station  set  aside 
each  day  of  the  month  for  a  different 
group  (Secretaries'  Day,  Grandparents' 
Day,  Public  Servants'  Day,  etc.).  Each 
listener  segments  on  its  day  came  in  for 
prizes  ranging  from  appliances  to  va- 
cation trips.  Advertising  people  got 
Valentine  chocolates.  All  through  KYA 
Heart  Month,  a  heartbeat  sound  effect 
accompanied  daily  prize  drawings  on 
the  air. 

The  lions'  share 

Lions,  African  and  mountain,  are 
proving  roaring  successes  in  station 
promotions.  A  young  one  imported  by 
Larry  Johnson  and  Jerry  Linger,  disc 
jockeys  for  WDXB  Chattanooga,  has 
been  a  social  lion  at  record  hops,  spon- 
sor promotions  and  similar  functions. 
WDXB's  lion  is  slated  to  be  retired  to 
the  city  zoo  when  he  has  "outgrown 
his  usefulness"  as  the  first  step  in  the 
station's  plan  to  contribute  an  animal 
a  year  to  the  zoo. 

WTAE  (TV)  Pittsburgh's  Paul  Shan- 
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non  has  a  mountain  lion  doing  frequent 
guest  shots  on  his  program,  Six  O'Clock 
Adventure.  Jackson,  the  lion,  assists 
Mr.  Shannon  with  Cocoa-Marsh  com- 
mercials ("makes  you  strong  as  a 
lion") . 

KFWB  calls  in  Univac 

KFWB  Los  Angeles  has  engaged 
PAIR  (productive  and  integrative  re- 
search), Beverly  Hills,  Calif.,  to  analyze 
and  interpret  responses  from  more  than 
25,000  persons  to  a  questionnaire  about 
listening  habits  conducted  by  KFWB 
at  the  last  Los  Angeles  county  fair. 
Work  on  this  sample,  which  PAIR'S 
president,  Dr.  Max  Sheanin,  said  was 
of  a  size  unprecedented  in  radio  re- 
search, will  be  done  in  conjunction 
with  Univac. 

'Party  Line'  is  busy 

A  platter-chatter  show,  on  WACE 
Springfield,  Mass.,  seeking  listener 
response  on  current  topics  learned  the 
state's  executive  mansion  was  tuned  in. 
The  topic  about  which  listeners  called 
in  their  opinions  to  Brad  Davis'  Party 
Line  was  the  proposed  3%  sales  tax  in 
Massachusetts.  As  listeners  railed 
against  the  tax,  the  governor  requested 
a  chance  to  answer  his  critics.  Ralph 
Robinson,  WACE's  general  manager, 
was  glad  to  give  the  governor  "equal 
time"  on  the  same  show. 

Who's  listening? 

Using  a  do-it-yourself  (right  now) 
technique  of  market  research,  disc 
jockeys  have  been  finding  who  their 
listeners  are. 

Bob  Perry  of  WCKR  Miami,  Fla., 
polled  listeners  and  got  his  favorite 
reply  from  a  housewife  doing  the 
family  laundry.  She  had  her  transistor 
radio  pinned  to  the  clothes  line  outside. 

Tom  Elkins  of  KSTT  Davenport, 
Iowa,  wondered  over  the  air  one  Sun- 
day night  why  anyone  would  be  listen- 
ing to  radio  instead  of  looking  at  tv. 
Among  some  150  listeners  who  tele- 
phoned during  the  three-hour  broad- 
cast: children  doing  homework,  teach- 
ers marking  papers,  an  overweight 
family  doing  exercises,  people  baking 
cakes,  young  men  packing  for  the  Army 
and  tv  viewers  whose  sets  were  out  of 
order. 

Novel  programming 

Tom  McCarthy,  air  personality  with 
WNOP  Newport,  Ky.,  is  reading  'A' 
Day,  an  unpublished  novel  he  wrote  in 
1946,  on  his  show  at  7:30  each  morn- 
ing. It  takes  about  10  minutes  in  the 
21/2-hour  program  for  the  author  to 
read  each  morning's  chapter. 


•  Drumbeats 

o  WABC  New  York  promoters  parked 
the  station's  mobile  unit  outside  Toots 
Shor's  restaurant  to  show  the  Merchan- 
dising Executives  Club  meeting  inside 
"How  Local  Radio  Is  Merchandising 
Today."  Speakers  Tom  Mager,  WABC 
merchandising  manager,  and  Ross  Mul- 
holland,  d.j.,  took  the  occasion  to  an- 
nounce WABC  plans  to  visit  area 
markets  and  shopping  centers  where 
d.j.'s  will  showcase  products  at  point- 
of-purchase  via  the  new  mobile  unit. 

•  About  19,000  votes  were  cast  in  the 
WLWD  (TV)  Dayton,  Ohio,  Queen  of 
Hearts  beauty  contest.  For  several  weeks 
WLWD's  weekly  Tv  Teen  Time  had  in- 
vited girls  to  enter  the  contest  and 
viewers  to  vote  on  them.  The  winner 
appeared  on  Tv  Teen  Time  for  three 
weeks  as  the  host's  assistant. 

•  WTCN-TV  Minneapolis-St.  Paul  pre- 
sented its  longest  broadcast  with  yes- 
terday's (March  1)  five-hour  pickup  of 
the  19th  annual  Minnesota  State  Cath- 
olic High  School  Basketball  tourney. 
The  Minnesota  State  Basketball  Tourna- 
ment March  19-21  also  will  be  carried 
by  WTCN-TV. 

•  D.j.  Ernie  Simon  of  WERE  Cleveland 
on  Friday  the  13th  of  February  set  up 
an  obstacle  course  in  Cleveland  Union 
Terminal  for  commuters.  Crowds  of 
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WOVbug  got  'em  •  One  "WOV- 
bug"  short  of  9,300  was  all  it  took 
for  Sam  Vitt,  media  supervisor,  Do- 
herty,  Clifford,  Steers  &  Shenfield, 
N.Y.,  to  win  a  trip  to  Rome,  in  the 
WOV  New  York  "Save  the  WOV- 


bug" contest.  The  contest  was  open 
to  any  employe  of  an  advertising 
agency.  Entrants  collected  the  pic- 
tures of  WOVbugs  which  appeared 
in  trade  magazine  ads,  WOV  enve- 
lopes, letterheads,  postmarks,  calling 
cards  and  promotion  matter.  The 
contest  closed  Feb.  12.  Chester  Slay- 
baugh,  timebuyer,  Ted  Bates  &  Co., 
won  second  prize  of  a  West  fndies 
cruise,  with  7,518  WOVbugs.  James 
Geffert,  broadcasting  buyer  at  Cun- 
ningham &  Walsh,  won  a  portable 
typewriter  as  third  prize  with  a  total 
of  6,388.  Twenty-five  other  agency 
people  were  awarded  prizes  for  their 
collections. 


commuters  accepted  his  offer  to  help 
them  get  rid  of  superstitious  fears  by 
breaking  mirrors  with  a  hammer,  walk- 
ing under  a  ladder  and  knocking  over 
salt  shakers. 

•  Anyone  in  the  WDRC  Hartford, 
Conn.,  area  who  is  mentioned  in  a  news- 
cast gets  a  note  saying,  "You  made 
news  on  WDRC."  The  station  includes 
date  and  time  of  the  newscast. 

•  The  winner  of  a  WFIN  Findlay,  Ohio, 
Valentine's  Day  contest  was  rewarded 
with  a  five-hour  visit  from  station  staf- 
fers complete  with  broadcasting  equip- 
ment. 

•  WJR  Detroit  has  mailed  trick  "snake 
eyes"  dice  to  advertisers  and  agencies 
as  part  of  its  promotion  to  point  out 
the  station's  policy  of  "no  double  or 
triple  spotting." 

•  WKBZ  Muskegon,  Mich.,  is  giving 
special  attention  to  the  community 
library,  art  gallery  and  museum.  On 
the  theory  that  the  community's  lesser- 
heralded  agencies  often  are  neglected, 
the  station  invited  the  institutions  to 
take  advantage  of  public-service  time. 


•  Highlight  of  WGL  Fort  Wayne,  Ind.'s 
35th  anniversary  was  the  receipt  of  a 
congratulatory  telegram  from  Pres.  Ei- 
senhower, the  station  reports.  Other 
notables  congratulating  WGL  included 
Vice  President  Nixon,  the  governor  and 
senators  of  the  state  and  industry  of- 
ficials. ABC  shows  also  saluted  the  Fort 
Wayne  outlet. 

•  Nearly  4,000  requests  have  been  filled 
by  WLOL  Minneapolis-St.  Paul  for 
membership  cards  in  its  Moose  Milkers 
of  Minnesota  club.  The  requests  resulted 
from  a  chance  remark  broadcast  by  a 
WLOL  d.j.  that  he  was  thinking  of  form- 
ing a  club  for  Moose  Milkers. 

•  More  than  5,000  pieces  of  mail  were 
received  by  KXOK  St.  Louis  within  36 
hours  of  offering  miniature  harmonicas 
in  connection  with  a  new  Chipmunks 
record. 

•  An  audience  of  more  than  750  turned 
up  at  WKBZ  Muskegon,  Mich.,  in  a 
snowstorm  for  a  local  talent  show 
broadcast  to  aid  the  March  of  Dimes. 
The  teenage  talent  in  the  2V2 -hour  show 
had  appeared  over  the  previous  six 
weeks   in   d.j.   Jack   Hoppus'  weekly 


Campus  Call.  WKBZ  is  continuing  the 
talent  hunt  and  extending  it  to  include 
adults. 

•  Shell  Oil  Co.,  sponsor  of  50  Sky 
Watch  traffic  reports  on  KSTP  St. 
Paul-Minneapolis  weekdays,  is  giving 
away  balsa  "Shell  Helioplane"  gliders 
to  customers  to  promote  the  broadcasts. 
The  radio  plane  goes  up  during  morn- 
ing and  afternoon  peak  traffic  hours  to 
give  listeners  the  reports. 

•  WGMS  Washington  has  50  listeners 
on  the  streets  collecting  contributions 
to  the  National  Symphony  in  its  annual 
sustaining  fund  drive.  The  station,  un- 
dertaking its  own  volunteer  recruit- 
ment program  through  public-service 
announcements,  enlisted  volunteers 
from  all  walks  of  life,  including  doc- 
tors, a  clergyman  and  residents  of  areas 
not  covered  by  the  campaign  in  past 
years. 

•  KFI  Los  Angeles,  in  a  coverage  con- 
test, heard  from  listeners  in  Madrid, 
Bogota,  a  ship  in  the  Pacific,  49  states, 
D.C.  and  all  Canadian  provinces.  The 
contest,  advertised  in  the  Saturday  Eve- 
ning Post,  offered  prizes  to  listeners 
who  would  identify  key  songs  broad- 
cast by  KFI. 

•  WSAI  Cincinnati  bought  time  on 
other  local  radio  stations  to  publicize 
a  new  personality.  Teaser  spots  an- 
nounced: "Doc  Holliday  is  coming  to 
town.  From  out  of  the  West,  a  legend- 
ary character  will  be  in  Cincinnati  very 
soon.  Don't  miss  the  fabulous  Doc 
Holliday."  Mr.  Holliday  moved  from 
WSAI's  sister  station,  KBUZ  Phoenix, 
Ariz.,  to  the  Cincinnati  staff. 

•  Florida  boosters: 

WCKR  Miami  is  demonstrating  the 
slogan,  "South  Florida  Goes  Places  on 
WCKR"  in  remote  pickups.  Five  broad- 
casts from  the  International  Boat  Show 
were  sponsored  by  Boats  Inc.  of  Miami. 
Other  "go  places"  remotes  are  being 
originated  daily  from  racetracks  and 
night  clubs. 

WQAM  Miami  is  boosting  the  Flor- 
ida climate  in  weathercasts :  "Miami's 
present  temperature  is  74  degrees. 
That's  59  degrees  warmer  than  it  is 
right  now  in  New  York  City,  or  49 
degrees  warmer  than  it  is  this  morn- 
ing in  Chicago." 

•  A  total  3,212  have  registered  at 
WTOP-TV  Washington  for  Classroom 
9:  Beginning  Russian  (Mon.,  Wed., 
Fri.,  6:30-7  a.m.).  Nearly  80  are  tak- 
ing the  course  for  college  credit.  George 
Washington  U.,  which  is  conducting  the 
classes,  has  received  more  than  $52,000 
in  registration  fees.  WTOP-TV  donates 
its  time  and  facilities  to  the  project. 
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FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 
Feb  19  through  Feb.  25:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA— directional  antenna  cp— construction 
permit.  ERP — effective  radiated  power,  vhf 
-very 'high  frequency,  uhf-ultra  high  fre- 
quency, ant.— antenna,  aur.— aural,  vis.— 
visualf  kw— kilowatts,  w— watt,  mc— mega- 
cycles. D— day.  N — night.  LS— local  sunset, 
mod.— modification,  trans.— transmitter,  unl. 
— unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
—special  service  authorization.  STA— special 
temporary  authorization.  *— educational. 
Ann. — Announced. 

New  Tv  Stations 


APPLICATIONS 
Mont. — Helena  Tv  Inc. 


;hf.  ch. 


Helena,   

10  (192-198  mc);  ERP  .466  kw  vis.,  .233  kw 
aur.;  ant.  height  above  average  terrain 
-114  ft.  above  ground  47.5  ft.  Estimated 
construction  cost  $51,050,  first  year  operating 
cost  $48,000,  revenue  $50,000.  P.  O.  address 
428  N.  Main  St.  Studio  location  Holter  St., 
Helena.  Trans,  location  Holter  St.,  Helena. 
Geographic  coordinates  46°  35'  32"  N.  Lat., 
112°  03'  04"  W.  Long.  Trans.  Gates,  ant. 
Gates.  Legal  counsel  Smith  &  Pepper, 
Washington.    Consulting    engineer  Archer 

5  Taylor.  Principals  include  Charles  P. 
Crehan,  minority  owner  KCAP  Helena  and 
Bruce  Hamilton,  minority  owner  KBTK 
Missoula,  both  Montana  and  14  others. 
Helena  Tv  Inc.  was  granted  cp  for  tv  sta- 
tion in  Feb.  1957,  but  cp  was  deleted  Nov. 
1957.  Ann.  Feb.  19.  . 

Greensboro,  N.C.— TriCities  Bcstg.  Corp. 
vhf  ch.  8  (180-186  mc);  ERP  316  kw  vis., 
158  kw  aur.;  ant.  height  above  average 
terrain  1102  ft.,  above  ground  1055.5  ft. 
Estimated  construction  cost  $1,249,000,  first 
year  operating  cost  $1,100,000,  revenue 
$1  200,000.  P.O.  address  Box  1588,  Greens- 
boro N.C.  Studio  location  Greensboro. 
Trans,  location  4.8  miles  north  of  Randle- 
man,  N.C.  Geographic  coordinates  35°  52 
39"  N  Lat.,  79°  47'  09"  W.  Long.  Trans.  GE, 
ant  GE  Legal  counsel  Spearman  &  Rober- 
son.  Consulting  engineer  Silliman,  Moffett 

6  Rohrer.  Principals  include  Hargrove 
Bowles  Jr.,  James  G.  W.  MacLamroch, 
Robert  Hamilton  Nutt  and  Ralph  C.  Price 
(25%  each).  Messrs.  MacLamroch  and 
Price  each  own  25%  WKIX-AM-FM  Ra- 
leigh, N.C.  Mr.  Nutt  is  previous  part  owner 
KTOW  Oklahoma  City,  Okla.  Ann.  Feb.  19. 


Existing  Tv  Stations 

ACTIONS  BY  FCC 

WKDN-TV  Camden,  N. J— Granted  (1)  ex- 
tension of  cp  for  six  months,  and  (2)  assign- 
ment of  cp  to  The  Young  People's  Church 
of  the  Air  Inc.;  consideration  $40,000.  As- 
signee president,  Percy  B.  Crawford,  owns 
WMUZ-FM  Detroit.  Chmn.  Doerfer  absent. 
Ann.  Feb.  25. 

CALL  LETTERS  ASSIGNED 

WAST  (TV)  Albany,  N.Y.— Van  Curler 
Bcstg.  Corp.  Ch.  13. 

WONE-TV  Dayton,  Ohio— Skyland  Bcstg. 
Corp.  Ch.  22.  Changed  from  WIFE  (TV). 

Translators 

Anderson  Valley  Tele.,  Inc.  Boonville  and 
Philo,  Calif.,— Granted  cp  for  new  tv  trans- 
lator station  on  ch.  73  to  translate  programs 
of  KCRA-TV  (ch.  3),  Sacramento.  Ann.  Feb. 
25. 

Needles  Community  Tele.  Club,  Inc. 
Needles,  Calif. — Granted  cp  for  new  tv 
translator  station  on  ch.  80  to  translate 
programs  of  KTVK  (TV)  (ch.  3),  Phoenix, 
Ariz.  Ann.  Feb.  25. 

New  Am  Stations 

ACTIONS  BY  FCC 
Truckee,  Calif. — Truckee  Bcstg. — Granted 
1400  kc,  250  w.  P.O.  address  127  Montgom- 
ery St.,  San  Francisco,  Calif.  Estimated 
construction  cost  $25,700,  first  year  operat- 
ing cost  $35,000,  revenue  $45,000.  Owners 
are  Joseph  W.  Rupley  and  Robert  Sherman 
(each  50%).  Mr.  Rupley  is  regional  direc- 
tor, U.  S.  Bureau  of  Budget,  and  financial 


I    Program  Guide  For 
fFM-SCA  LICENSEES 

5       Present  and  Prospective 

I  The  only  background  music  on  tape 
5  that  isn't  also  on  transcriptions 
5  available  to  any  broadcaster  is 

editor  for  various  newspapers.  Mr.  Sher-  0     

man,  associated  with  many  phases  of  broad-      9  . — — ■     ~TT_  _  -    1  * 
casting  over  20-year  period,  is  engaged  in      •  Cj^. — -^VT. AftO W AL  I 

development   of   new   radio  stations.   Ann.      «    \     — nO"T»~^  ^SHH^W 

Feb.  19.  ?     \  — — '  VL^^gg^1 

Chicago  Heights,  111.— South  Cook  Bcstg.     J     '  T\ 

Inc.— Granted  1600  kc,  1  kw  D.  P.O.  address     .  <-^^iil|SlC  1 

<■„  Anthony  Santucci,  164  East  23rd  St.,  Chi-     «  \  -r  — -gmm^ 

cago    Heights,    111.    Estimated    construction      o  \   ^pH^^_  

cost  $17,257,  first  year  operating  cost  $35,000,      %    — --^^T  -  ~ 1 

revenue    $45,000.    Owners    are    Gustav    W.     •  ,  i  „r»e- T rOnlCS  I 

Hahn,  Anthony  Santucci,  Anthony  Di  Carlo     «         \  rflr*  ■   A 

Jr.,  James  CaperelU  Jr.,  Anthony  D'Amico      0  \    D*V___  C^^S-^ 

(19.9%  each)  and  Gabriel  J.  Aprati  (2.5%).      J   'Trade  Mark   

Messrs.  Hahn,  D'Amico,  Santucci  and  Cap-  ♦ 

erelli  are  in  radio  and  tv  sales  and  service.     i  j£xclusiVe  franchise  territories  for  this 
Mr.  Di  Carlo  is  AT&T  employe.  Mr.  Aprati     0  ™    •  ™„;~~ 
is  attorney.  Ann.  Feb.  25.  5  exclusive  tape  program  service  now 

ishpeming,  Mich.— Tri-Cities  Bcstrs.  inc.—  .  being  allocated.  No  franchise  fees. 
Granted  970  kc,  5  kw  D.  P.O.  address  Box     2   "      S  t  r„n^iM  «ar 

577,  Keeseville,  N.Y.  Estimated  construction  o  No  percentages.  For  franchise  par- 
cost  $28,914,  first  year  operating  cost  $40,000,  5  ticulars  availabilities  and  audition  — 
revenue  $60,000.   Owners  are  Raymond  G.     •  ' 

and  Joyce   D.  Blomquist   (50%   each).  Mr.     £     ma;i  coupon  today  for  complete  particulars. 

and  Mrs.  Blomquist  are  in  hotel  manage-     0  *  ,  ,_ 

ment.  Ann.  Feb.  25.  n  ,„  , 

Danville,  Va.—  Radio  Danville  Inc.— Grant-     •  MAGNE-TRONICS,  Inc. 

ed  970  kc,  500  w  D.  P.O.  address  Box  190,     »   49  West  45th  street,  New  York  36,  N.  Y. 
Danville,   Va.  Estimated   construction   cost     0  . 
$12,500,    first    year    operating    cost    $32,000,      J       Please  rush  complete  particulars  on  exclusive 
revenue  $40,000.  Owners  are  Charles  Moffett     »      franchise  plan  for  FM-SCA  and  wire  services. 
McCraw,    Albert   Earle    Garrett   Jr.    (each  U 
42  85' ,  )      and      Geneva     Payne      McCraw  0 

(14.30%).   Charles   McCraw   has   electronics     J  NAME  

interests;   Geneva   McCraw   is  legal  secre-  ♦ 
tary;  Mr.  Garrett  is  attorney.  Ann.  Feb.  25.     2  „ 

Gate    City,   Va.— Gate   City   Bcstg.    Co.—     0  STATION  

Granted  1050  kc,  250  w  D.  P.O.  address  Box  5 

277,  Mountain  City,  Tenn.  Estimated  con-     .  cTPfft   

struction  cost  $16,022,  first  year  operating     «  alKCC' 
cost  $42,000,  revenue  $50,000.  W.  V.  Ramsey,  0 

sole  owner,  owns  chain  of  variety  stores     5  C|jy  STATE  

and  is  bank  director.  Ann.  Feb.  25.                 j        ^  <=,0,o«o.<5.o«=.o«o«o.o«o»o.=.oo 
APPLICATIONS  *r!trtT.*°*-°-T-°-  -  -  

Glenville,  Ga.— Tattnall  County  Bcstg.  Co. 
1580  kc,  1  kw  D.  P.O.  address  Box  94.  Esti- 
mated construction  cost  $9,129,  first  year 
operating  cost  $30,000,  revenue  $36,000.  Equal 
partners  are  Howard  C.  GUreath,  owner 
WGUS  North  Augusta,  S.C.,  and  Claude  M. 
Kicklighter,  Army  officer.  Ann.  Feb.  19. 

Ocilla,  Ga.— OciUa  Bcstg.  System  1380  kc, 
5  kw  D.  P.O.  address  Ocilla,  Ga.  Estimated 
construction  cost  $20,596,  first  year  operat- 
ing cost  $32,000,  revenue  $48,000.  Sole  owner 
Robert  H.  Thompson  is  former  owner 
WWNS  Statesboro,  WRHT  Griffin  and  WSYL 
Sylvania,  all  Georgia.  Ann.  Feb.  19. 

Laurel,  Md.- Laurel  Bcstg  Co.  900  kc,  1  kw 
D.  P.O.  address  4308  Clearbrook  Lane,  Kens- 
ington, Md.  Estimated  construction  cost 
$48,084,  first  year  operating  cost  $75,000, 
revenue  $85,000.  Equal  partners  are  Milton 
Grant,  WTTG  (TV)  personality-program 
producer  and  James  R.  Bonfils,  former 
WTTG  general  manager.  Ann.  Feb.  19. 

Eugene,  Ore.— Eugene  Bcstrs.  1320  kc,  1 
kw  D.  P.O.  address  %  Robert  Sherman,  127 
Montgomery  St.,  San  Francisco.  Estimated 
construction  cost  $28,218,  first  year  operat- 
ing cost  $42,000,  revenue  $48,000.  Applicants 
(25%  each)  are  William  H.  Crocker  II, 
currently  PhD.  student  at  U.  of  Wisconsin; 
Mrs.  John  Redington,  wife  of  San  Fran- 
cisco stock  broker;  Thomas  J.  Davis  Jr., 
with  broadcast  interests  in  Billings,  Mont, 
and  Goleta,  Calif.,  and  Robert  Sherman 
with  broadcast  interests  in  Santa  Rosa, 
Truckee,  Goleta  and  Redwood  City,  all 
California.  Ann.  Feb.  25. 


JUST  AROUND 
THE  CORNER 


A  HAZARD  THAT 

NEVER  SLEEPS- 

the  accusation  of 


Existing  Am  Stations 


ACTIONS  BY  FCC 
WFSC  Franklin,  N.C. — Granted  increase 
of  power  from  500  w  to  1  kw,  continuing 
operation  on  1050  kc,  D;  remote  control 
permitted;  engineering  condition.  Ann.  Feb. 
25. 

WAGR  Lumberton,  N.C— Granted  change 
of  facilities  from  1480  kc,  1  kw,  DA-2,  U, 
to  580  kc,  500  w,  D;  remote  control  per- 
mitted; engineering  condition.  Ann.  Feb.  19. 

KTLQ  Tahlequah,  Okla.— Granted  increase 
of  power  from  500  w  to  1  kw,  continuing 
operation  on  1350  kc,  D;  remote  control  per- 
mitted. Ann.  Feb.  25. 

WDTV  Christiansted,  V.I.— Is  being  ad- 
vised that,  unless  within  20  days  it  requests 
hearing,  its  application  for  additional  time 
to  construct  its  am  station  (1190  kc,  500  w, 
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APPLICATIONS 

KOMY  Watsonville,  Calif. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.   (1340  kc)  Ann.  Feb.  25. 

WTRC  Elkhart,  Ind.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  (1340  kc)  Ann.  Feb.  19. 

WDBC  Escanaba,  Mich. — Cp  to  increase 
daytime  power  from  1  kw  to  10  kw,  install 
new  trans,  and  make  changes  in  daytime 
DA  system  (680  kc)  Ann.  Feb.  25. 

KSUM  Fairmont,  Minn.— Cp  to  increase 
daytime  power  from  1  kw  to  5  kw,  install 
new  trans.,  make  changes  in  daytime  DA 
system  (one  additional  tower)  and  change 
from  DA-1  to  DA-2.  (1370  kc)  Ann.  Feb.  19. 

KVCK  Wolf  Point,  Mont.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  (1450  kc)  Ann.  Feb.  25. 

KELK  Elko,  Nev. — Cp  to  increase  daytime 
power  from  250  w  to  1  kw  and  install  new 
trans.  (1240  kc)  Ann.  Feb.  25. 

WIRY  Plattsburgh,  N.Y.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1340  kc)  Ann.  Feb.  19. 

KAJO  Grants  pass,  Ore. — Cp  to  increase 
power  from  1  kw  to  '5  kw  and  install  new 
trans.  (1270  kc)  Ann.  Feb.  19. 

KFLW  Klamath  Falls,  Ore.— Cp  to  in- 
crease daytime  power  from  250  w  to  1  kw 
and  install  new  trans.  (1450  kc)  Ann.  Feb. 
20. 

WFLI   Lookout   Mountain,   Tenn. — Cp  to 

increase  daytime  power  from  10  kw  to  25 
kw,  make  changes  in  DA  system  and  install 
new  trans,  for  daytime  use.  (1070  kc)  Ann. 
Feb.  19. 

KAYE  Puyallup,  Wash.— Cp  to  increase 
daytime  power  from  250  w  to  500  w  and  in- 
stall new  trans.  (1450  kc)  Ann.  Feb.  19. 

KTHE  Thermopolis,  Wyo.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1240  kc)  Ann.  Feb.  24. 

CALL  LETTERS  ASSIGNED 

WLBI  Denham  Springs,  La. — Avoyelles 
Bcstg.  Corp.  1220  kc. 

KOTE  Fergus  Falls,  Minn.— Northland 
Bcstg.  Corp.  1250  kc.  Changed  from  KGDE. 

WKES  Newport,  N.H.— Kenneth  E.  Shaw. 
1010  kc. 

KMGM  Albuquerque,  N.M.— T.  I.  Moseley. 
730  kc. 

WOMP  Bellaire,  Ohio— Ohio  Valley  Bcstg. 
Corp.  1290  kc.  Changed  from  WTRX. 

WOKE  Charleston,  S.C.— Charleston  Bcstg. 
Co.  1340  kc.  Changed  from  WHAN. 

KEZU  Rapid  City,  S.D.— Black  Hills  Radio 
Inc.  920  kc 

WATO  Oak  Ridge,  Tenn. — WOKE  Inc. 
1290  kc.  Changed  from  WOKE. 


New  Fm  Stations 

ACTIONS  BY  FCC 
Huntsville,  Ala. — James  A.  Hornbuckle— 

Granted  99.1  mc,  3.2  kw.  P.O.  address  512 
Forrest  Circle.  Estimated  construction  cost 
$11,720,  first  year  operating  cost  $12,500, 
revenue  $15,000.  Applicant  sells  hi-fi  gear 
and  phonograph  records.  Ann.  Feb.  25. 

San  Diego,  Calif. — Leonard  Graysen— 
Granted  97.3  mc,  29.5  kw.  P.O.  address  Suite 
1007,  6399  Wilshire  Blvd.,  San  Diego.  Esti- 
mated construction  cost  $23,200,  first  year 
operating  cost  $51,000,  revenue  $57,600.  Mr. 
Graysen,  sole  owner,  is,  in  real  estate  de- 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  Feb.  25 


Commercial 
Non-Commercial 


Lie. 

3,293 
543 


Cps 

45 


CP 

Not  on  air 

118 

141 
103 


TOTAL  APPLICATIONS 

For  new  stations 

621 
65 
111 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Feb.  25 
VHF  UHF 


COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Jan.  31,  1959 


TOTAL 

5173 
39" 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  the  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  in  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 

Applications  for  major  changes  (not  in  hearing) 

Applications  for  major  changes  (in  hearing) 

Total  applications  for  major  changes 

Licenses  deleted 

CPs  deleted 


AM 

FM 

TV 

3,289 

543 

4411 

45 

38 

752 

113 

128 

106 

3,447 

709 

668 

484 

45 

40 

122 

26 

65 

606 

71 

105 

498 

34 

41 

47 

0 

17 

545 

34 

58 

2 

1 

1 

0 

0 

0 

tv  stations  which  are  no  longer  on  the  air,  but  retain  their 


M'here  are,  in  addition, 
licenses. 

2  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

8  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted 


velopment  and  constructs 


Ann.  Feb. 


Baltimore,  Md. — Baltimore  Bcstg.  Corp. 
Granted  106.5  mc,  17  kw.  P.O.  address  North 
&  Harford  Aves.  Estimated  construction 
cost  $2,350.  Applicant  is  also  licensee  of 
WCBM  Baltimore.  Ann.   Feb.  19. 

Havre  de  Grace,  Md.— Chesapeake  Bcstg. 
Corp.  Granted  103.7  mc,  38  kw.  P.O.  ad- 
dress Box  97.  Estimated  construction  cost 
$9,250,  first  year  operating  cost  $5,000.  Appli- 
cant plans  to  duplicate  programs  of  WASA 
Havre  de  Grace,  of  which  it  is  licensee. 
Ann.  Feb.  25. 

Detroit,  Mich. — Radio  Station  WCHB  of 
Bell  Broadcasting  Co.  Granted  105.9  mc,  34 
kw.  P.O.  address  32790  Henry  Ruff  Rd., 
Wayne,  Mich.  Estimated  construction  cost 
$22,790,  first  year  operating  cost  $30,000, 
revenue  $30,000.  Applicant  owns  WCHB 
Inkster,  Mich.  Ann.  Feb.  25. 

Omaha,  Neb.— Delta  Bcstg.  System  Inc. 
Granted  96.1  mc,  3.4  kw.  P.O.  address  13273 
Ventura  Blvd.,  North  Hollywood  Calif 
Estimated  construction  cost  $12,920  first 
year  operating  cost  $15,589,  revenue  $20,813 
Owners  are  NBC  engineers  Dale  F.  Apple- 
gate,  Edward  Pontes  and  Harold  V.  Flood 
each  31.25%,  and  Richard  H.  Burton,  at- 
torney, 6.25%.  Ann.  Feb.  19. 

Omaha,  Neb.— Jack  L.  Katz  Enterprises 
Granted  94.3  mc,  1  kw.  P.O.  address  924  City 
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National  Bank  Bldg.  Estimated  construction 
cost  $9,978,  first  year  operating  cost  $12  120 
revenue  $14,140.  Mr.  Katz,  90%  owner  is 
salesman  at  KM  TV  Omaha.  Other  partners 
(5%  each)  are  Donald  L.  Stern,  attorney 
Feb  B19  L'  Dunbar'  Mot°rola  employe.  Ann. 

Marshall,  Tex.— Harrison  County  Bcstg. 
Co.  Granted  97.3  mc,  5.9  kw.  P.O.  address 
Box  791.  Estimated  construction  cost 
$8,698,  first  year  operating  cost  $1,200,  rev- 
enue $6,500.  Applicant  is  licensee  of  KMHT 
Marshall.  Ann.  Feb.  19. 

Spokane,  Wash.— Northern  Pacific  Radio 
Corp.  Granted  99.9  mc,  2  kw  P.O.  address 
West  315  Sprague  Ave.  Estimated  construc- 
lo0n,ncost  $8'50°.  first  year  operating  cost 
$2,500,  revenue  $5,000.  Applicant  is  licensee 
of  KXLY-AM-TV  Spokane.  Ann.  Feb  25 

Milwaukee,  Wis.— Cream  City  Bcstg.  Co. 
Granted  95.7  mc,  29  kw.  P.O.  address  2625  W. 
iiis£?nsln  Ave-  Estimated  construction  cost 
$34,000,  first  year  operating  cost  $12,000, 
^Y^J11,..?15'000-  Applicant  is  licensee  of 
WMIL  Milwaukee.  Ann.  Feb.  19. 

APPLICATION 
Portland,  Ore.— Christian  Bcstg.  Co.  95  5 
mc,  7.64  kw  P.O.  address  Box  305,  Forest 
Grove,  Ore.  Estimated  construction  cost 
$7,250,  first  year  operating  cost  $36,000,  rev- 
enue $48,000.  Equal  partners  are  F.  Demcy 
^yl£ir5„5?ptist  minister  and  50%  partner 
in  KRWC  Forest  Grove,  Ore.  and  Robert 
M.  Kines,  physician.  Ann.  Feb.  19. 

Existing  Fm  Stations 

ACTIONS   BY  FCC 
WTFM  (FM)  Babylon,  N.Y.— Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis.  Ann.  Feb.  25. 

WLEV  (FM)   Merrill,  Wis.— Granted  ap- 
plication   to    change    station    location  to 
Wausau    and    facilities    to    operation  on 
mc:  HF,205  kw;  ant-  1-010  «.  (has 
100.7  mc;  9.35  kw;  260  ft.).  Ann.  Feb.  19. 

CALL  LETTERS  ASSIGNED 

*KFJC  (FM)  Mountain  View,  Calif.— Foot- 

ll;^£1(^College  District.  88.5  mc. 

WCCC-FM      Hartford,      Conn.  —  Greater 
Hartford  Bcstg.  Inc.  106.9  mc. 
T  ^N^C1,.(FM)    Arlington    Heights,  HI.— 
John  D.  Morgan.  92.7  mc. 

WSBC-FM  Chicago,  111.— WSBC  Bcstg.  Co. 
^^AB-FM  Omaha,  Neb.— KFAB  Bcstg.  Co. 
99.9  mc. 

WOMP-FM  Bellaire,  Ohio— Ohio  Valley 
FM  P'       5  mC'  Changed  from  WTRX- 

WIFE  (FM)  Dayton,  Ohio— Skyland  Bcstg. 
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Corp.   Changed  from  WONE-FM 

WBAY-FM  Green  Bay,  Wis.— Norbertme 
Fathers.  101.1  mc. 

Ownership  Changes 

ACTIONS  BY  FCC 

KHBM  Monticello,  Ark.— Granted  assign- 
ment of  license  from  James  Randolph 
Baker  to  Edward  Keith  Baker,  considera- 
tion $60,000.  Ann.  Feb.  25. 

WICC-AM-TV  Bridgeport,  Conn.— Granted 
transfer  of  control  from  Philip  Merryman 
and  Manning  Slater  to  Connecticut-New 
York  Bcstrs.  Inc.  (K.  M.  Cooper,  president); 
consideration  $1,228,400  for  80%  interest 
plus  $275,000  not  to  compete  for  a  period  of 
10  years  within  radius  of  50  miles.  Ann. 

F<WHXY  Bogalusa,  La.— Granted  assignment 
of  license  to  J.  A.  Oswald;  consideration 
$37  500  plus  agreement  to  pay  stockholders 
Charles  W.  Holt  $80  a  month  and  Francis 
T  Zachary  $20  a  month  for  25  months  as 
consultants.  Ann.  Feb.  25 

KSTL  St.  Louis,  Mo.— Granted  (1)  renewal 
of  license  and  (2)  transfer  of  control 
through  sale  of  10Tc  interest  by  Franklin  C. 
Salisbury  to  licensee  for  $15,000,  thereby 
increasing  the  percentage  of  ownership  of 
Edward  E.  Haverstick,  Jr.,  majority  stock- 
holder, to  51.86%.  Ann.  Feb  25. 

WBAC  Cleveland,  Tenn.—  Granted  (1)  re- 
newal of  license  and  (2)  transfer  of  control 
from  Susan  M.  Fitch,  executrix  of  estate  of 
Thad  H.  Fitch,  deceased,  and  Walter  T. 
Kile  to  Charles  B.  Britt  and  James  Ayers; 
consideration  $5,000  plus  agreements  for  as- 
sumption of  liabilities  not  to  exceed  $120,- 
000  and  transferors  not  to  engage  in  radio 
business  for  5  years  within  50  miles  radius. 
Transferees  own  WJBS,  DeLand,  Fla.,  and 
Britt  is  90%  owner  of  WIRY  Plattsburg,  N.Y. 
Ann.  Feb.  25.  ,  • 

KTXJ  Jasper,  Tex.— Granted  assignment 
of  license  from  Joe  H.  Tonahill  and  Joe  J. 
Fisher  to  J.C.  Howard,  William  Glen  Dodson 
and  Frank  J.  Carpentier  d/b  as  Jasper  Bcstg. 
Service;  consideration  $60,000  for  license 
and  lease  of  land  and  equipment,  for  a 
period  of  five  years,  with  option  to  purchase 
during  that  time  for  $60,000.  Ann.  Feb.  25. 

WCFV  Clifton  Forge,  Va.— Granted  assign- 
ment of  license  to  James  R.  Reese,  Jr.,  who 
has  80%  interest  in  WCBG,  Chambersburg, 
Pa.;   consideration  $45,000.  Ann.  Feb.  25. 
APPLICATIONS 

KAIR  Tucson,  Ariz.— Seeks  transfer  of 
control  of  Joe  Dumond  Radio  Enterprises 
Inc.  from  Joe  Dumond  to  Andrew  J.  Griffith 
Jr.  and  Jerome  K.  McCauley,  (50%  each). 
Mr.  McCauley  has  been  account  executive 
at  WMGM  and  WINS  New  York.  Mr.  Grif- 
fith is  in  insurance  and  real  estate.  Con- 
sideration $175,000.  Ann.  Feb.  10.  (Corrected 

''TwG-AM-FM  Stockton,  Calif.— Seeks 
transfer  of  control  of  KWG  Bcstg.  Co.  from 
Frank  A.  Axelson  and  O.R.  Reichenbach  to 
Hale  Bondurant  for  $48,000  and  assumption 
of  KWG  debts.  Mr.  Bondurant  is  former 
part  owner  KFBI  Wichita,  Kan.  Ann.  Feb. 

WIIN  Atlanta,  Ga.— Seeks  transfer  of  con- 
trol of  WIIN  Inc.  from  Emil  J.  Arnold,  pres- 
ent owner  to  Arthur  Long  (43%),  Sylvia 
Gold  Cohen  (28%),  Philip  D.  Denton  (19%) 
and  Dorothy  R.  Biesecker  (10%)  for  $5,000 
and  assumption  of  $145,000  indebtedness  of 
corporation.  Mr.  Denton  owns  Atlanta  ad- 
vertising agency.  Other  applicants  have  no 
broadcast  connected  interests.  Ann.  Feb. 
24.  t  , 

WGSR  Millen,  Ga.— Seeks  assignment  of 
license  from  Jenkins  Bcstg.  System  to  Jenk- 
ins Bcstg.  System  Inc.  Applicant  seeks 
change  to  corporate  form  of  business  and 
assignment  of  one-third  interest  from  pres- 
ent  owner   W.    Herbert   Brannen    Sr.,  to 


Jack  V.  LoPresti,  WGSR  chief  engineer  for 
$2,000.  Ann.  Feb.  20.  „    ,  , 

KXGI  Fort  Madison,  Iowa.— Seeks  trans- 
fer of  control  of  KXGI  Inc.  from  Joseph  E. 
and  William  D.  McNaughton,  J.  Richard 
Sutter  and  John  E.  Armel  to  Richard  D. 
and  Cecil  H.  Gillespie  for  $90,000.  Richard 
D.  Gillespie  (66%)  is  employe  Perry  Brown 
advertising  agency  and  Cecil  H.  Gillespie 
(33',  )  is  architect.  Ann.  Feb.  25. 

KBTO  El  Dorado.  Kan. — Seeks  involun- 
tary assignment  of  one-sixth  interest  in 
station  from  W.B.  Tedrick,  deceased,  to  O.A. 
Tedrick,  as  trustee,  Mr.  O.A.  Tedrick  is 
present   one-sixth   owner   of  station.  Ann. 

FeWYFE  New  Orleans,  La.— Seeks  assign- 
ment of  license  from  Connie  B.  Gay  to 
WYFE  Inc.,  a  corporation  wholly  owned  by 
Mr  Gay,  whose  other  broadcast  interests 
include  WFTC  Kinston,  S.C..  WTCR  Ash- 
land, Ky.  and  KITE  San  Antonio,  Tex.  Ann. 

F(KUDI  Great  Falls,  Mont.— Seeks  transfer 
of  control  from  Walter  N.  Nelskog,  present 
2b<~,  owner,  to  Paul  Crain  for  $20,000.  After 
transfer  Mr.  Crain  will  own  50%  of  station. 
Other  owners  are  D.  Gene  Williams  and  Del- 
bert  Bertholf  (25%  each).  Messrs.  Nelskog 
and  Crain  also  have  interest  in  KQDY 
Minot,  N.D.  and  KQTY  Everett,  Wash.  Ann. 

rw'sOC-AM-FM-TV  Charlotte,  N.C.— Seeks 
transfer  of  control  and  assignment  of 
licenses  from  WSOC  Bcstg.  Co.  to  Carolina 
Bcstg.  Co.  subsidiary  of  Miami  Valley  Bcstg. 
Corp.  for  $5,600,000.  Miami  Valley  is  licensee 
of  WHIO-AM-FM-TV  Dayton,  Ohio.  Caro- 
lina board  chairman.  James  M.  Cox  Jr., 
owns  interests  in  WSB-AM-FM-TV  Atlanta, 
Ga  WCKR,  WCKT  (TV)  Miami.  Fla.  Ann. 
Feb.  19.  ... 

KQDY  Minot,  N.D.— Seeks  assignment  of 
license  of  Dakota  Bcstrs.  from  Walter  N. 
Nelskog  Paul  Crain,  D.  Gene  Williams  and 
Delbert  Bertholf  to  Paul  Crain,  D.  Gene 
Williams  and  Delbert  Bertholf.  Present  own- 
ers each  have  25%  interest.  After  transfer 
Mr  Crain  will  hold  50%  interest.  Consider- 
ation for  Mr.  Nelskog's  interest,  $12,000. 
Messrs.  Nelskog  and  Crain  also  have  in- 
terest in  KUDI  Great  Falls,  Mont,  and 
KQTY  Everett,  Wash.  Ann.  Feb.  25. 

WJSO  Jonesboro,  Tenn.— Seeks  transfer 
of  control  of  cp  of  Mountain  View  Bcstg. 
Co.  from  present  owner  Roy  E.  Faircloth  to 
Norman  A.  Thomas  for  $7,000.  Mr.  Thomas  is 
owner  WDNT  Dayton,  Tenn.  Ann.  Feb.  20. 

KSOX  Raymondville,  Tex.— Seeks  assign- 
ment of  license  from  Hale  Schaleben  and 
Van  N.  Culpepper  to  Bob  G.  Hicks  and  J.W. 
Stewart  d/b  Radio  Station  KPSO  Ltd.  Con- 
sideration $60,000.  Messrs.  Stewart  and  Hicks 
are  owners  KPSO  Falfurrias.  Tex.  Ann.  Feb. 

25 W  SYR  Franklin,  Va.— Seeks  transfer  of 
control  of  WSYR  Inc.  through  sale  of  50% 
of  stock  from  Howard  H.  Keller  to  S.L. 
Goodman,  present  50%  owner.  Consideration 
$11,850.  Ann.  Feb.  20. 

KQTY  Everett,  Wash.— Seeks  assignment 
of  license  from  Snohomish  County  Bcstrs. 
(Walter  N.  Nelskog  and  Paul  Crain)  to 
Walter  N.  Nelskog.  Mr.  Nelskog,  present 
58%  owner  is  purchasing  Mr.  Crain's  inter- 
est for  $60,450.  Partners  are  also  involved 
in  ownership  of  KQDY  Minot.  N.D.  and 
KUDI  Great  Falls,  Mont.  Ann.  Feb.  25. 
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FINAL  DECISION 

By  order,  on  petition  by  applicant,  Com- 
mission adopted  and  made  effective  immedi- 
ately Jan.  20  Initial  Decision  granting  appli- 
cation of  M  &  M  Bcstg.  Co.  to  move  trans, 
site  of  WMBV-TV  (ch.  11),  Marinette,  Wis., 
from  point  about  14  miles  southwest  of 
Marinette  to  about  38  miles  southwest  of 
that  city,  increase  ant.  height  from  780  to 
960  ft.,  increase  vis.  ERP  to  316  kw,  etc. 
Comr.  Bartley  not  participating;  Comr. 
Cross  abstained  from  voting.  Ann.  Feb.  25. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order,  Com- 
mission acted  on  pleadings  in  Lafayette- 
Lake  Charles,  La.,  ch.  3  proceeding  as  fol- 
lows: (1)  denied  petitions  by  Acadian  Tele- 
vision Corp.  for  review  and  reversal  of  ex- 
aminer's June  26  ruling  permitting  KTAG 
Associates  (KTAG-TV)  to  amend  their  ap- 
plication to  change  trans,  location  and  re- 
duce ant.  to  1049  ft.,  and  affirmed  examiner; 
(2)  granted  petition  by  Broadcast  Bureau 
and  enlarged  issues  to  determine  whether 
proposed  operation  of  KTAG-TV  would 
place  principal  city  signal  over  entire  com- 
munity of  Lake  Charles  in  accordance  with 
Sec.  3.685,  and  (3)  granted  KTAG-TV  re- 
quest for  enlargement  of  issues  to  include 
question    of    waiver    of    that    rule.  Ann. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  Musical  Heights 


Planning 
a  Radio 
Station? 


This  valuable  planning  guide 
will  help  you  realize  a  greater 
return  on  your  equipment  in- 
vestment. Installation  and 
maintenance  procedures,  out- 
lined in  this  new  brochure,  will 
show  you  how  to  get  long 
equipment  life  and  top  per- 
formance for  your  station. 


For  your  free  copy  of  this  brochure, 
write  to  RCA,  Dept.  R-22,  Building 
15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 

RADIO  CORPORATION 
of  AMERICA 
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DEPENDABLE 
PATTERN 
CONTROL 


With  Collins  Directional 
Antenna  Equipment 

Each  Collins  Directional  Antenna 
Installation  is  custom  designed  and 
built  to  a  broadcaster's  individual 
specifications  and  coverage  require- 
ments. Variable  independent  phase 
and  amplitude  adjustments  are  pro- 
vided for  ease  of  tune-up  —  insure 
stable  pattern  control. 

Collins  Phasing  Units  are  com- 
plete with  antenna  tuners,  specially 
housed  in  waterproof  cabinets  if 
desired. 

For  dependable,  easily  maintain- 
ed directional  antenna  equipment 
specify  Collins  —  your  one  com- 
plete source  for  all  broadcast  needs. 

For  complete  information  call  or 
write  Collins  Radio  Company, 
Broadcast  Sales  Division,  315  Sec- 
ond Ave.,  S.E.,  Cedar  Rapids,  Iowa. 


COLLINS  RADIO  COMPANY 

CEDAR  RAPIDS   •   DALLAS  •  BURBANK 


Inc.,  for  reconsideration  of  Nov.  19,  1958 
grant  of  petition  by  Richard  F.  Lewis  Jr. 
Inc.  (WAYZ),  Waynesboro,  Pa.,  for  enlarge- 
ment of  issues  in  proceeding  on  Musical 
Heights  application  for  new  am  station  to 
operate  on  1370  kc,  500  w,  DA,  D,  in  Brad- 
dock  Heights,  Md.  Comr.  Cross  dissented. 
Ann.  Feb.  25. 

By  order,  on  petition  for  reconsideration 
by  Radio  Lemoore  (applicant  for  new  am 
station  to  operate  on  1320  kc,  1  kw,  D,  in 
Lemoore,  Calif.),  Commisssion  amended  its 
Nov.  12,  1958  order  which  designated  for 
hearing  application  of  Radio  KYNO,  The 
Voice  of  Fresno,  to  increase  daytime  power 
KYNO  Fresno,  Calif.,  from  1  kw  to  5  kw 
and  to  operate  with  non-DA  during  daytime 
hours,  continuing  operation  on  1300  kc  with 
1  kw  N,  DA-2,  to  insert  additional  clause 
ordering  that,  should  KYNO  application  be 
granted,  it  will  be  subject  to  such  inter- 
ference as  may  be  caused  by  operation 
proposed  by  Radio  Lemoore  in  its  applica- 
tion. Ann.  Feb.  25. 

By  report  and  order,  Commission  denied 
petition  by  WREC  Bcstg.  Service  (WREC- 
TV,  ch.  3),  Memphis,  Tenn.,  for  change  in 
offset  carrier  requirements  for  that  channel 
from  minus  to  even  at  Memphis,  Tenn.,  and 
Louisville,  Ky.,  and  from  even  to  minus  at 
Harrisburg,  111.;  and  terminated  proceeding 
in  Docket  12638.  Ann.  Feb.  19. 

By  memorandum  opinion  and  order,  Com- 
mission dismissed  protest  and  petition  for 
rehearing  filed  by  Havens  &  Martin  Inc. 
(WTVR  [TV],  ch.  6),  Richmond,  Va.,  di- 
rected against  Dec.  23,  1958  grant  of  request 
by  Petersburg  Television  Corp.  for  waiver 
of  Sec.  3.652  (a)  to  permit  it  to  identify 
WXEX-TV  (ch.  8)  with  Richmond  as  well  as 
Petersburg,  Va.  Comr.  Bartley  abstained 
from  voting.  Ann.  Feb.  19. 

Commission  postponed  oral  arguments 
from  March  5  to  April  16  on  protest  pro- 
ceeding on  application  of  Pacific  Bcstrs. 
Corp.  for  new  tv  station  on  ch.  39  in  Bakers- 
field,  Calif.  Ann.  Feb.  25. 

Commission,  on  its  own  motion,  extended 
time  from  Feb.  18  to  Feb.  25  to  file  com- 
ments in  rulemaking  proceeding  concerning 
changes  in  program  sections  of  broadcast 
application  forms.  Ann.  Feb.  19. 

By  memorandum  opinion  and  order,  Com- 
mission (1)  granted  protest  and  petition  for 
reconsideration  by  Bakersfield  Bcstg.  Co. 
(KBAK-TV  ch.  29),  Bakersfield,  Calif.,  "  to 
extent  of  postponing  Dec.  30,  1958  grant  of 
application  of  Kern  County  Bcstg.  Co.  for 
new  tv  station  to  operate  on  ch.  17  in  Bak- 
ersfield, and  designated  application  for  oral 
argument  on  April  16;  made  protestant 
party  to  proceeding,  and  (2)  denied  Bakers- 
field's  petition  for  reconsideration  of  denial 
of  motion  to  stay  and  request  to  stay  action. 
Ann.  Feb.  25. 

By  memorandum  opinion  and  order,  Com- 
mission granted  petition  by  Seattle,  Port- 
land and  Spokane  Radio  (KXL),  Portland, 
Ore.,  to  extent  of  vacating  Dec.  23,  1958 
grant  of  cp  to  Seaside  Bcstg.  Co.  for  hew 
am  station  to  operate  on  730  kc,  500  w,  D,  in 
Seaside,  Ore.,  and  designated  application  for 
hearing;  made  KXL  party  to  proceeding; 
and  deferred  action  on  that  part  of  KXL 
petition  requesting  immediate  consideration 
and  grant  of  its  application  to  increase 
power  from  10  kw  to  50  kw,  continuing  op- 
eration on  750  kc,  DA-1,  change  trans,  and 
studio  location  and  change  DA  system.  Ann. 
Feb.  19. 

Commission  on  Feb.  25  directed  preoara- 
tion  of  document  looking  toward  denying 
petitions  by  North  Dade  Video  Inc.,  and  by 
Elzey  Roberts  filed  in  Miami,  Fla.,  ch.  10 


remand  proceeding.  Comr.  Craven  not  par- 
ticipating. 

Commission  addressed  following  letter  to 
Mr.  Eliot  C.  Lovett,  attorney  for  WORZ 
Inc.: 

"This  letter  is  written  in  response  to  your 
petition  to  participate  and  for  other  pur- 
poses filed  Jan.  29,  1959,  relative  to  the  in- 
quiry which  the  Commission  is  conducting 
on  its  own  motion  in  the  Orlando,  Fla.,  ch 
9,  proceeding  (Docket  Nos.  12618,  et  al.). 

"The  Commission  invites  you  to  submit 
as  soon  as  possible  any  information  you 
have  pertaining  to  the  subject  of  the  in- 
quiry. Upon  receipt  of  your  response, 
further  consideration  will  be  given  to  your 
request  insofar  as  it  contemplates  a  formal 
investigation  before  a  hearing  examiner. 

"Copies  of  this  letter  are  being  sent  to  the 
other  parties  to  the  proceeding." 

Fairview  Bcstrs.,  Rensselaer,  N.Y.— Desig- 
nated for  hearing  application  for  new  am 
station  to  operate  on  1300  kc,  5  kw,  DA-D 
in  consolidated  proceeding  with  application 
of  Sanford  L.  Hirschberg  and  Gerald  R. 
McGuire  for  new  am  station  to  operate  on 
1300  kc,  1  kw,  during  specified  daytime 
hours,  in  Cohoes-Watervliet,  N.Y.;  new  order 
supersedes  July  30,  1958  hearing  order  with 
respect  to  issues  only.  Ann.  Feb.  19. 

Moyer  Radio,  Golden  Gate  Corp.,  Radio 
Rhode  Island  Inc.,  Providence,  R.I.;  Bristol 
County  Bcstg.  Co.,  Warren,  R.I. — Designated 
for  consolidated  hearing  applications  for 
new  am  stations  to  operate  on  990  kc — 
Moyer,  Golden  Gate  and  Radio  Rhode  Is- 
land with  50  kw,  DA-D,  and  Bristol  with  500 
w,  D.  Ann.  Feb.  19. 

Farmville  Bcstg.  Co.,  Farmville,  N.C.; 
WYSR  Inc.,  Franklin,  Va.— Designated  for 
consolidated  hearing  application  of  Farm- 
ville for  new  am  station  to  operate  on  1250 
kc,  500  w,  D,  and  WYSR  to  increase  power 
from  1  kw  to  5  kw.  continuing  operation  on 
1250  kc,  D;  made  WCDJ  Edenton,  and  WCNC 
Elizabeth  City,  both  North  Carolina,  parties 
to  proceeding.  Ann.  Feb.  19. 

WRIK-TV  (ch.  7)  Ponce,  P.R.— Is  being 
advised  that  application  to  increase  vis. 
ERP  from  1.41  kw  to  60  kw  indicates  neces- 
sity of  hearing.  Ann.  Feb.  19. 


Routine  Roundup 


By  memorandum  opinion  and  order,  Com- 
mission amended  Sec.  1.362  of  its  practice 
and  procedure  rules  to  permit  applicant  to 
waive  his  right  under  Sec.  309  (b)  of  Com- 
munications Act  to  be  notified  as  to  why 
his  application  indicates  necessity  of  hear- 
ing. This  change,  which  is  intended  to  help 
applicants  as  well  as  Commission  in  expe- 
diting procedure,  will  become  effective 
March  2. 

Sec.  309  (b)  is  one  of  McFarland  amend- 
ments to  Act  in  1952.  Under  its  provisions, 
each  such  application  is  now  required  to  be 
processed  at  least  twice— once  when  309  (fc>) 
letter  of  notification  is  prepared  and  again 
when  reply  is  received.  If,  in  meantime, 
conflicting  application  is  received,  notice 
procedure  must  be  repeated,  with  possibil- 
ity of  added  delay  because  of  further  com- 
plications. In  some  broadcast  cases,  more 
than  year  has  elapsed  between  issuance  of 
first  notice  and  designation  for  hearing. 

In  most  instances  309  (b)  letter  serves  no 
useful  purpose  since  applicant  is  aware  of 
reasons  why  he  faces  hearing — competing 
applications,  interference  with  existing  sta- 
tions, conflict  with  technical  requirements, 
etc.  If  many  broadcast  applicants  waived 
their  rights  to  309  (b)  letter,  actions  would 
be  speeded  and  Commission  staff  could  give 


Semi-major  market.  $80,000. 
Station  grossing  almost  the 
asking  price.  Some  terms  to 
qualified  buyer.  Fulltime  station. 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 

Executive  Office*         ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 

— Established  iYlo— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 

fiPC\Q(if  C  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial   Radio   Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-131 

WASHINGTON,  D.  C. 
P.  O.  BOX  7037        JACKSON  5302 
KANSAS   CITY,  MO. 
Member  AFCCE 

A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 
Member  AFCCE 

RUSSELL    P.  MAY 

71 1  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 

L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 

A      CADI     S*IIIIIIAa  ID 

A.  EARL  CULLUm,  JK. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GUY  C  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
O  Liver  2-8520 

r*cr\  d  An  aid  CMr.  ff\ 

UtU.  r .  AL/AIK  CIMV?.  W. 
CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San    Francisco  28,  California 
Diamond  2-5208 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 

Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
61 7  Albee  Bldg.     Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowviile  Road 

BrecksviHe,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 

1  DAIIklTDCC 

J.  G.  KOUNTKtfc 
CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 

VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 

PAUL  DEAN  FORD 

Broadcast   Engineering  Consultant 
4341   South  8th  Street 
Terre  Haute,  Indiana 
Crawford  4496 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To   Be  Seen   by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing  station   owners  and  manag- 
ers,  chief   engineers   and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
'ARB  Continuing  Readership  Study 

Service 

Directory 

COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 

COLLECTIONS 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commissions 
STANDARD  ACTUARIAL 
WARRANTY  CO. 
220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

confacf 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 

for  availabilities 
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more  attention  to  reducing  processing  line 
backlog. 

Announcement  of  requests  for  and  grants 
of  such  waivers  will  be  included  in  Com- 
mission's public  notices. 

Comr.  Ford  dissented. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  for  rulemaking  filed 
by  Sarkes  Tarzian  Inc.  (WTTV  [TV]  ch.  4), 
Bloomington,  Ind.,  to  reassign  that  channel 
to  Indianapolis.  (On  Feb.  11  Commission 
waived  Sec.  3.652  [a]  of  rules  to  permit 
WTTV  to  identify  itself  as  Indianapolis  as 
well  as  Bloomington.)  Ann.  Feb.  19. 

Commission  invites  comments  by  March 
25  to  notice  of  proposed  rulemaking  looking 
toward  reserving  ch.  13  (now  commercial) 
for  noncommercial  educational  use  in  Pan- 
ama City,  Fla.,  and  changing  classification 
of  ch.  30  in  that  city  from  educational  to 
commercial.  Florida  Educational  Television 
Commission  and  Joint  Council  on  Educa- 
tional Television  petitioned  for  these 
changes.  Ann.  Feb.  19. 

By  notice  of  proposed  rulemaking,  Com- 
mission invites  comments  by  March  25  to 
conflicting  proposals  by  (1)  Joint  Council  on 
Educational  Television  to  change  classifica- 
tion of  ch.  12  in  Wilmington,  Del.,  from 
commercial  to  educational,  and  (2)  Neptune 
Bcstg.  Corp.  (WHTO-TV,  ch.  46),  Atlantic 
City,  N.J.,  to  delete  ch.  12  from  Wilmington 
and  to  assign  it  to  Atlantic  City  or,  in  alter- 
native, to  Atlantic  City-Wilmington.  Ann. 
Feb.  19. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Feb.  20 

WEEN  Lafayette,  Tenn.— Granted  assign- 
ment of  license  to  Lafayette  Bcstg.  Inc. 

WJBS  DeLand,  Fla.— Granted  assignment 
of  license  to  WJBS  Inc. 

WTRF-TV  Wheeling,  W.Va.— Granted  as- 
signment of  license  to  WTRF-TV  Inc 

WCHU  (TV)  Champaign,  111.— Granted  as- 
signment of  cp  to  WCHU  Inc. 

WPAL  Charleston,  S.C.— Granted  license 
covering  installation  of  new  type  trans,  at 
present  main  trans,  site  for  aux.  purposes 
only. 

KSLV  Monte  Vista,  Colo.— Granted  license 
to  use  alternate  main  trans,  as  main  trans.; 
and  license  to  use  present  main  trans,  as 
aux.  trans. 

WPAL  Charleston,  S.C.— Granted  mod.  of 
license  to  change  name  to  Speidel  Bcstg. 
Corp.  of  Charleston. 

KMOX-TV  St.  Louis,  Mo.— Granted  ex- 
tension of  completion  date  to  April  15 
(main  trans,  and  ant.). 

Actions  of  Feb.  19 

WFEB  Sylacauga,  Ala.— Granted  involun- 
tary transfer  of  control  from  E.  E.  Forbes 
Sr.,  to  Earnest  E.  Forbes  Jr.,  Mallory  and 
W.  Kenneth  Forbes,  joint  executors  of  es- 
tate of  E.  E.  Forbes  Sr.,  deceased. 

WATH  Athens,  Ohio— Granted  assignment 
of  license  to  Radio  Athens  Inc. 

WBMK  West  Point,  Ga.— Granted  assign- 
ment of  license  to  Radio  Valley  Inc. 

Granted  licenses  for  following  tv  stations: 
KINY-TV  Juneau,  Alaska,  ERP  vis.  0.263 
kw,  aur.  0.132  kw,  ant.  960  ft.;  WTPA  (TV) 
Harrisburg,  Pa.,  ERP  vis.  631  kw,  aur.  324 
kw,  ant.  1020  ft.;  WNOK-TV  Columbia,  S.C.; 
KVKM-TV  Monahans,  Tex.;  KPAR-TV 
Sweetwater,  Tex.;  ERP  vis.  145  kw,  aur. 
72.5  kw,  ant.  580  ft. 

WSIX-TV  Nashville,  Tenn.— Granted  li- 
cense covering  changes  in  tv  station  (main 
trans,  and  ant.). 

WHBF-TV  Rock  Island,  111.— Granted  li- 
cense authorizing  use  of  old  main  trans,  as 
aux.  trans,  and  ant.  system  as  aux.  ant. 

WEEX-FM  Easton,  Pa.— Granted  license 
covering  change  frequency,  increase  ERP, 


change  ant.  height,  make  changes  in  ant. 
system  and  installation  of  new  type  ant 

KTVB  (TV)  Boise,  Idaho— Granted  mod. 
of  license  to  change  name  to  KTVB  Inc. 
.  KMOS-TV  Sedalia,  Mo.— Granted  mod.  of 
license  to  change  name  to  Cook  Bcstg.  Co. 

WFBG-TV  Altoona,  Pa.— Granted  cp  to 
decrease  ERP  to  vis.  224  kw,  aur.  112  kw, 
ant.  1,110  ft.;  and  make  changes  in  ant. 
system. 

KFBC-TV  Cheyenne,  Wyo.— Granted  cp 
to  install  aur.  aux.  trans,  to  be  used  with 
existing  main  vis.  trans. 

KDUO  (FM)  Riverside,  Calif.— Granted 
mod.  of  cp  to  decrease  ERP  to  72  kw;  ant. 
height  to  1,630  ft.;  change  studio  location, 
type  ant.  and  make  changes  in  ant.  system 
(decrease  height);  remote  control  per- 
mitted. 

KFMW    (FM)    San    Bernardino,  Calif.— 

Granted  mod.  of  cp  to  increase  ERP  to  31 
kw,  increase  ant.  height  to  1.630  ft.;  change 
type  ant.  and  make  changes  in  ant.  system 
(increase  height);  remote  control  permit- 
ted; condition. 

KTD3  Thibodaux,  La.— Granted  change  of 
remote  control  authority. 

WFLA  Tampa,  Fla.— Remote  control  per- 
mitted while  using  nondirectional  ant. 

*KEPH  (FM)  Ephraim,  Utah— Granted  re- 
quest to  cancel  license;  call  letters  deleted. 

KWNO-FM  Winona,  Minn. — Granted  re- 
quest to  cancel  license;  call  letters  deleted. 

KBLA  Burbank,  Calif.— Granted  exten- 
sion of  completion  date  to  June  21. 

Actions  of  Feb.  18 

WLSB  Copper  Hill,  Tenn.— Granted  li-< 
cense  for  am  station. 

WATM  Atmore,  Ala.— Granted  license 
covering  increase  of  power  from  1  kw  to  5 
kw  and  installation  new  trans. 

WEAR  Bartow,  Fla.— Granted  license 
covering  installation  new  type  trans. 

WQIK  Jacksonville,  Fla.— Granted  license 
covering  change  ant. -trans,  location  and 
make  changes  in  ant.  system;  conditions 

WFKY  Frankfort,  Ky.— Granted  cp  to 
change  studio  location  and  install  new 
trans.;  remote  control  permitted;  condition 

WHP-FM  Harrisburg,  Pa.— Granted  cp  to 
increase  ant.  height  to  780  ft.  and  change 
trans,  location  to  Blue  Mt.,  New  Harrisburg, 

WERE-FM  Cleveland,  Ohio— Granted  cp 
to  make  changes  in  trans,  equipment. 

KBAY-FM  San  Francisco,  Calif.— Granted 
mod.  of  cp  to  decrease  ant.  height  to  870  ft., 
change  studio  location  and  type  ant.;  re- 
mote control  permitted;  condition. 

WWIL-FM  Ft.  Lauderdale,  Fla.— Granted 
mod.  of  cp  to  increase  ERP  to  31  kw;  de- 
crease ant.  height  to  150  ft.;  change  studio 
location  and  type  ant.;  conditions. 

KNDE  Aztec,  N.M.— Granted  mod.  of  cp 
to  change  ant. -trans,  and  studio  locations; 
delete  remote  control  and  side-mount  fm 
ant.  and  change  type  trans.;  condition. 

KATY-FM  San  Luis  Obispo,  Calif.— 
Granted  mod.  of  cp  to  change  frequency  to 
94.5  mc  and  type  trans. 

KTYM-FM  Inglewood,  Calif.  —  Granted 
mod.  of  cp  to  change  type  trans.;  remote 
control  permitted. 

Actions  of  Feb.  17 

KSEL  Lubbock,  Tex.— Granted  assignment 
of  license  to  David  R.  Worley,  et  al 

WINN  Louisville,  Ky.— Granted  assign- 
ment of  license  to  WBC  Inc. 

WRMT  Rocky  Mount,  N.C.— Granted  as- 
signment of  cp  to  Olinda  Enterprises  Inc. 

WMGM  New  York,  N.Y.— Granted  trans- 
fer of  control  from  Loew's  Inc.  to  Loew's 
Theatres  Inc. 

KHMS  (FM)  El  Paso,  Tex.— Granted  li- 
cense for  fm  station. 
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and  change  main  studio  location. 

KAKC  Tulsa,  Okla.— Granted  license  cov- 
change  ant. -trans,  location,  studio  location 
make  changes  in  DA  system  (decrease 
height)  and  ground  system  and  installation 
new  trans. 

KBCH  Oceanlake,  Ore.— Granted  mod.  of 
cp  to  change  type  trans. 

WCPK  College  Park,  Ga.— Granted  mod. 
of  cp  to  specify  studio  location  and  change 
type  trans.;  remote  control  permitted 

KNFM  (FM)  Midland,  Tex.— Granted  mod. 
of  cp  to  increase  ERP  to  4.8  kw,  decrease 
ant.  height  to  400  ft.,  change  type  ant.  and 
trans.;  remote  control  permitted. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WAKO 
Lawrenceville,  111.,  to  June  25;  WEZB  Birm- 
ingham, Ala.,  to  July  15;  KEVE  Golden 
Valley,  Minn.,  to  March  15;  WCBQ  St 
Helen,  Mich.,  to  June  15;  without  prejudice 
to  whatever  further  action  may  be  indicated 
as  result  of  proceedings  on  his  application 
for  new  station  in  Gladwin,  Mich.;  KSMA- 
FM  Santa  Maria,  Calif.,  to  May  5;  WJIM- 
FM  Lansing,  Mich.,  to  July  2;  KFMC  (FM) 
Santa  Barbara,  Calif.,  to  June  11. 

Actions  of  Feb.  16 
KOKE  Austin.  Tex.— Granted  transfer  of 
negative   control  from   Giles  E.   Miller  to 
G.  E.  Miller  &  Co. 

WATO    Oak    Ridge,    Tenn. — Granted  re- 
quest to  cancel  license;  call  letters  deleted. 
ACTIONS    ON  MOTIONS 
By  Chief  Hearing  Examiner 
James  D.  Cunningham  on  Feb.  20 
Affirmed  Feb.  18  action  granting  inter- 
vention of  WWDC  Inc.  Washington,  D.C. 
in  proceeding  on  am  application  of  Alkima 
Bcstg.  Co.,  West  Chester,  Pa.,  et  al. 
By  Hearing  Examiner 
James  D.  Cunningham  on  Feb.  24 
Continued    prehearing    conference  from 
March  2  to  March  3  at  2  p.m.,  in  proceeding 
on  application  of  Spartan  Radiocasting  Co 
(WSPA-TV),  Spartanburg,  S.C. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  dates  shown 
Scheduled     prehearing     conference  for 
March  6  in  proceeding  on  am  application  of 
Tempe  Bcstg.  Co.,  Tempe,  Ariz.,  et  al.  Ac 
tion  Feb.  18. 

Scheduled     prehearing  conference 
March  5  in  proceeding  on  am  application 
Brinkley  Bcstg.  Co.,  Brinkley,  Ark.,  et 
Action  Feb.  18. 

Scheduled  oral  argument  for  9 
24,  on  motion  by  Walter  G.  Allen,  H_ 
ville,  Ala.,  that  depositions  be  taken 
place  other  than  that  designated  in  notice 
to  take  depositions  by  Marshall  County 
Bcstg.  Inc.,  Arab,  Ala.,  in  proceeding  on  their 
am  applications.  Action  Feb.  20. 

On  request  by  Broadcast  Bureau,  re- 
scheduled prehearing  conference  scheduled 
for  10  a.m.,  Feb.  27  to  9  a.m.,  the  same  date, 
^^Weston,  W.Va.,  ch.  5  proceeding.  Action 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Feb.  20 

Scheduled     prehearing     conference  for 
March   19  on  am   application   of  Florence 
Bcstg.  Inc.,  Brownsville,  Tenn. 
By  Hearing  Examiner  J.D.  Bond  on  Feb.  19 

Granted  motion  by  Naugatuck  Valley 
Service,  Inc.,  and  accepted  amendment  to 
change  engineering  data  on  its  application 
for  new  am  station  in  Naugatuck,  Conn., 
which  is  in  consolidated  hearing  with  Berk- 
shire Bcstg.  Co.,  Inc.  (WSBS),  Great  Bar- 
rington,  Mass.;  further  ordered  release  date 
of  order  to  be  effective  date  of  order  for 
purposes  of  appeal. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Feb.  20 

On  request  by  applicant,  continued  hear- 
ing from  Feb.  24  to  March  13  on  am  appli- 
cation of  Booth  Bcstg.  Co.  (WBBC),  Flint 
Mich. 

By  Hearing  Examiner  Millard  F.  French 
on  Feb.  20 

Granted  petition  by  WTSP-TV  Inc.,  for 
leave  to  amend  its  application  for  new  tv 
station  to  operate  on  ch.  10  in  Largo,  Fla.. 
to  reflect  minor  transaction  affecting  1.0% 
of  applicant's  stock  subscription. 
By  Hearing  Examiner  Annie  Neal  Huntting 
on  Feb.  18 

Granted  petition  by  Miners  Bcstg.  Service 
Inc.,  Kingston,  Pa.,  for  leave  to  amend  its 
am  application  to  make  changes  in  infor- 
mation furnished  in  Sec.  II  of  its  applica- 
tion. 

By  Hearing  Examiner  J.D.  Bond  ,on  Feb.  17 

Granted  to  extent  indicated  joint  motion 
by  Veterans  Bcstg.  Inc.,  and  Capital  Cities 
Television  Corp.,  for  various- '.corrections  to 
Continued- on -page  101 
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CLASSIFIED  ADVERTISEMENTS 

•  SITUATIONS  WANTED  20tf  per  word— #2.00  m.mmMm  •  HELP  WANlbU  250  per  wore  ? 
.  DISPLAY  ads  $20.00  per  inch-STATIONS  FOR  SALE  advertising  require  display  space. 


Applicants-  If  transcriptions  or  bulk  packages 
Applicants,  ii^  ^  bo/numbers  are  sent  at  owner 


RADIO 


Help  Wanted — (Cont'd) 


Help  Wanted— (Cont'd) 


Help  Wanted — Management 

Manager  with  sales  and  program  know-how 
^rmedi^m  station  market.  Excellent  op- 
portunity for  clean  capable  young  family 
man  with  all-around  experience  and  ability, 
Ke  up.  Send  complete  details  includ- 
ing photo  and  present  income.  Box  808H, 

BROADCASTING.  

Wanted-General  manager  for  number  one 
radio  station  in  large  sout^S,te™,  ™  Box 
Must  be   experienced  m  local  sales.  Box 

866H,  BROADCASTING.  

Wanted— Partners  to  manage  new  stations. 
Will  furnish  most  of  equipment  and  en- 
gineering costs.  Low  investment  for  high 
percentile  ownership  in  excellent  markets. 
Box  951H,  BROADCASTING. 
Radio  manager— If  you  have  a  record  of 
nulling  one  or  more  stations  to  the  top  m 
your  market  in  sales  and  audience  we 
have  ownership  interest  available  in  group 
operation  John  T.  Gibson,  WDDT,  Green- 
ville, Mississippi.  

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 


Sales 


Announcers 


Wanted,  experienced  salesman  for  top  rated 
music  station.  Excellent  income  for  quali- 
fied person.  Send  complete  resume  all  de- 
tails including  present  billings  and  earn- 
ings in  first  letter  or  call  Gordon  Lund, 
Radio  Station  KRIB.  Mason  City,  Iowa. 

KTIX  Radio,  Seattle,  looking  for  top 
salesman  who  can  be  sales  manager  with- 
in six  months.  Base  plus  commission  set- 
up will  pay  over  $10,000  yearly.  Guarantee 
initS  y  $7,200  yearly,  plus  furnishing  car. 
Send  resume  and  picture  immediately. 
KTIX,  Seattle  2,  Washington.   


National  sales  manager.  KWWL,  Waterloo, 
Iowa. 


Salesman  who  wants  to  make  money  for 
himself  and  his  employer-an  experienced 
man  who  knows  radio  and  knows  how  to 
sell  it  Old  established  station.  L.  C.  McCall, 
WBLJ,  Dalton,  Georgia. 


Wanted— Experienced  man  to  handle  com- 
bination job  of  national  advertising  man- 
ager and  merchandising  manager  for  a 
Popular  Washington,  D.  C.  area  radio  sta- 
tion Send  background  and  complete  his- 
torical   data    to    Harold    Thorns,  Scenic 

Highway,  Asheville,  N.C.  

Commercial  manager  needed  for  enterpris- 
ing station.  Good  salary,  commission  and 
percentage  await  a  real  producer  Prefer 
m^adle-aged  man.  WDDY,  Gloucester,  Vir- 
ginia. Oxford  3-4302. 


Hartford-New  Britain,  Conn.— lively,  power- 
ful network  affiliate  seeks  lively  salesman. 
$50.00  salary,  plus  10%  commission.  Active 
account  list  provided.  Send  details  of  back- 
ground to  WHAY,  New  Britain,  Connecticut. 

WJJL,  Niagara  Falls  has  wonderful  oppor- 
tunity for  second  salesman.  Security  and 
good  living  for  self  starter.  Send  photo, 
background  and  references.  Tom  Talbot, 
Manager. 

Announcers 


Sales 


Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want  a 
man"  ho  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Gua rantee  over 
$5  000  plus  commissions.  No  prima  donnas. 
Box  724H,  BROADCASTING. 


Michigan  independent  adding  to  sales  staff. 
Major  market  over  100,000.  Top  job  for 
money  and  climbing  upstairs.  Send  Picture 
and  details  of  previous  experience  to  Box 
894H,  BROADCASTING. 


Radio  salesman.  The  "Yankees"  need,  three 
new  additional  pitchers!  Why  pitch  in  the 
minors  when  you  can  make  big  league 
money  pitching  in  top  ten  market.  Be  a  big 
leaguer  and  get  on  a  real  big  league  team. 
Salary  commission,  bonuses,  vacation,  car 
expenses.  Money  making  opportunity  ot 
life  time  for  young  rookies  ready  for 
majors.  Work  with  winning  team  m  number 
one  place.  For  the  best  pitching  job  you  ye 
ever  had  rush  photo,  data.  Box  935*1, 
BROADCASTING. 

Wanted:  Salesman  qualified  to  become  sales 
manager  top  station  Florida  east  coast. 
Box   943H,  BROADCASTING. 

California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 

Salesman  for  regional  in  good  market.  Guar- 
antee against  commission  plus  car  allow- 
ance. Send  full  details  to  Bill  Sloane, 
KFRD,  Rosenberg,  Texas. 

Broadcast  time  salesmen  and  1st  class 
combo  men.  Tired  of  snow?  Ask  Leroy  from 
Montana  how  he  likes  Eureka,  California's 
March-blooming  flowers.  Write  Don  Telford, 
KIEM,  Box  1021,  Eureka. 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
start  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING.  

Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 

ING.  . 

North-west  station  needs  announcer  cap- 
able of  informal  dry  humor  on  regular 
record  show.  Opportunity  of  lifetime.  Re- 
ply Box  723H,  BROADCASTING.  

Need  experienced  staff  announcer  and  a 
local  news  editor  for  Texas  regional  in  ex- 
clusive market.  Airmail  full  qualifications 
to  Box  796H,  BROADCASTING.  

Good  announcer  with  ability  to  handle  full 
ranee  of  duties  on  staff  of  excellent  small 
station.  Give  details,  including  photo,  audi- 
tion tape  (we'll  return  it)  and  present  in- 
come. Box  809H,  BROADCASTING.  

Wanted!  Three  announcers  looking  fpr  a 
too  caliber  operation.  New  kilowatt  North 
Carolina  coastal  station.  Boating  and  resort 
area!  New,  modern,  air-conditioned  build- 
ing! Send  tape  and  resume.  Box  822H, 
BROADCASTING.  

Wanted  combo  man,  prefer  strong  on  an- 
nouncing. Large  and  expanding  organiza- 
tion. Opportunities  in  several  markets. 
Send  resume,  salary  requirement  and 
photo    to    Box    865H,  BROADCASTING. 

Announcer,  experienced,  for  New  York 
state  regional  5000  watter.  Concentration 
on  gathlring  and  reporting  local  news. 
Rush  tape  to  General  Manager,  Box  893H, 
BROADCASTING.  

New  Mexico  kilowatt  full  timer  needs  good 
announcer  with  sales  ability.  Send I  tapes 
and  resume.  Box  901H,  BROADCASTING. 


California  station  wants  announcer  who  is 
unable  to  vent  his  humorous  personality 
on  air  where  now  employed.  Top  pay.  Box 
942H.  BROADCASTING.  

Staff  announcer,  1  kw  daytimer.  Stable,  ma- 
ture, married.  News  experience,  special 
events  Pay  commensurate  with  ability. 
Tight  production.  KASI,  Ames,  Iowa. 

Want:  Alert  announcer.  Experience  sec- 
ondary to  desire,  potential.  We'll  help  you 
develop.  References,  personal  data,  tapes  to 
KGHM,  Brookfield,  Missouri.   _ 

Announcer-first  phone.  No  maintenance. 
Two  weeks  vacation,  health  insurance,  new 
studios  and  equipment  mobile  units  air  and 
auto.  Adult  programming  start  at  $433  00. 
Need  immediately.  Phone  Mr.  Jae,  KHMO, 
Hannibal,  Missouri,  NO  3450.  

Good,  experienced,  announcer  needed  at  a 
small  highly  professional  station.  Respon- 
sible, permanent  person  with  new  ideas, 
talent.  Possibility  of  sales  and  writing.  70 
to  80  dollars  for  the  right  man.  Send  tape, 
references,  resume  to  KLGN  Radio,  Logan, 

Utah.   

Immediate  opening  for  2  experienced  swing- 
ing dj's  with  creative  ability.  Send  com- 
plete details  including  tape  or  call  Charles 
Loufek,  Radio  Station  KRIB,  Mason  City, 

Iowa.  

Announcer— Immediate  opening.  Minimum 
salary  $85,00.  If  you're  fast  paced  and 
bright,  even  more.  Send  details,  tape  to 
Manager,  Kenn  Maloney.  KUVR,  Holdrege, 


Nebraska. 

Work  in  the  heart  of  the  Rockies.  Center 
of  Colorado  hunting  and  fishing.  Wanted 
combo  man,  must  have  first  ticket,  empha- 
sis on  announcing.  Contact  Bill  Corrick, 
Manager,  KVRH,  Salida,  Colorado.  

Washington  D.C.  area's  number  one  station 
auditioning  exceptional,  fast,  modern  an- 
nouncers. Send  tape.  WEAM.  

Two  combo  men  needed.  Must  have  voices 
good  enough  for  southeast's  largest  market 
Engineering  minor.  Got  to  handle  fast 
paced  adult  radio.  $150  possible  in  years 
time.  Hope  you're  particular— we  are  Con- 
tact Don  Meyers,  WIIN  Radio,  Atlanta. 
Georgia.  

Disc  jockeys  boost  your  ratings!  Order  your 
"Deejay  showmanship  Kit",  includes:  Book 
of  2400  anecdotes  and  one-liners  ;  and 
"Radiomanship  Guide",  containing  proven 
formulas  for  building  larger  audiences. 
Also,  "Hints  for  DJ  Comedy".  DeBu  Fea- 
tures, 20  E.  Huron  St.,  Chicago,  Illinois. 

Technical 

Chief  engineer— $6,500,  plus  all  benefits. 
Must  be  fully  qualified  all  type  equipment 
maintenance  and  repair  and  directional 
equipment  experience.  All  new  equipment. 
This  is  a  responsible  position  with  a  perma- 
nent future.   Box  768H,  BROADCASTING. 

Engineer-announcer  with  ability  to  do 
maintenance  and  a  fair  announcing  job. 
Send  details,  including  photo  and  audition 
tape  (we'll  return  it).  Salary  $80  to  f 100 
depending  on  ability.  Box  810H,  BROAD- 
CASTING. 

Multiple  operation  needs  first  phone,  who 
also  must  either  announce,  gather  news, 
write  or  sell.  Permanent  job  at  fulltimer, 
with  other  opportunities.  Some  experience 
or  genuine  talent  and  ability.  Salary  open 
to  right  person  with  professional  approach 
on  growing  facility.  Bill  Udell.  WIMS.  Old 
Chicago  Road,  Michigan  City,  Indiana.  (No 
floaters.) 


BROADCASTING,  March  2,  1959 


Help  Wanted— (Cont'd) 


Technical 


Chief  engineer — am,  250  w,  construction 
experience  necessary.  Permanent  job.  No 
drifters  or  drinkers.  Northeast,  established 
station.  Box  895H,  BROADCASTING. 

Production-Programming,  Others 

Can  you  deliver  a  top-notch,  interesting 
newscast?  Can  you  gather,  evaluate  and 
re-write  local  news?  Can  you  present  a 
comprehensive  editorial?  If  you  fill  the  bill, 
a  happy,  alert  daytime  independent  in  one 
of  Ohio's  top  markets  would  like  to  have 
your  tape  and  resume.  Salary  open.  Box 
919H,  BROADCASTING. 

Most  listened  to  radio  station  in  upstate 
New  York's  second  largest  city  wants  cub 
reporter  to  join  four-man  news  staff.  Jour- 
nalism background  and  knowledge  of  north- 
west preferred  but  will  consider  all  with 
ability  to  learn  radio  news.  Send  tape, 
resume  and  salary  expected  for  beginner  to 
Box   953H,  BROADCASTING. 

RADIO 

Situations  Wanted — Management 

General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
excellent  sales  record,  employed.  Box  699H, 
BROADCASTING. 

Young,  energetic  announcer-deejay.  Eight 
years  radio-tv  experience.  Seeking  posi- 
tion as  program  director,  assistant  manager 
small  to  medium  market  am,  fm  or  tv 
operation.  Solid  programming-production 
CASTING''  C°llege  grad'  Box  821H'  BROAD- 

Tired?  Of  charming  ineptitude— gimmicked 
hypos  —  sagging  Hoopers?  Manager/sales 
manager  with  professional  savvy,  exDeri- 
ence,  ODen  to  proposition.  Box  871H 
BROADCASTING. 

Doctor  says  move  family  to  better  climate. 
Three  children,  susceptible  to  lung  conges- 
tion and  pneumonia.  My  health  is  fine.  Of- 
fer you  15  years  of  radio  background  Ex- 
perienced all  phases.  Manager  and  majority 
stockholder  in  No.  1  rated  station  in  three 
station  market,  at  present  time.  Have 
worked  250  watt  ABC,  250  watt  indie.,  5  kw 
ABC,  and  1  kw  CBS.  Morning  man  10  years 
top  ratings.  38,  sober,  love  radio,  can  give 
you  top  programming  and  increased  sales 
minus  gimmicks.  Must  be  southern  Califor- 
nia New  Mexico,  Arizona.  Market  25  to 
50,000.  Looking  for  management  with  air 
work.  Earnings  now  five  figures  annually 
Must  sacrifice  ownership,  but  will  be  happy 
to  do  so  in  order  to  give  family  bett°r 
BROADCASTING    0pp0rtunities-  Box  87<>H, 

Have  success  story,  will  travel.  Manager 
now  employed  in  small  market  will  trade 
abilities  for  money.  Will  consider  assistant 
manager  or  sales  manager.  Under  30,  first 
phone,  many  hours  air  experience,  proven 
sales  abilities,  and  a  fine  family.  Money  is 
the  object.  Box  888H,  BROADCASTING 


Broadcast  executive.  14  years  background  in 
marketing,  advertising,  network  and  spot 
radio-tv  sales  and  management.  Outstand- 
ing sales  record.  Creative,  personable,  ex- 
»£Lln  h"man  relations.  Age,  36.  Presently 
employed  as  branch  director  national  firm 
CASTING         potentiaL  Box  903H-  BROAD- 


Situations  Wanted — (Cont'd) 

Management 

Manager  desires  position  with  competitive 
station  needing  business  ability  and  drive. 
14  years  experience  all  phases  broadcast- 
ing Nine  years  sales,  sales  management 
and  merchandising  management.  Present 
employer  says  I  am  best  analytical  sales- 
man m  state.  My  concepts  could  prove 
valuable  to  you.  Family  man  seeking  ad- 
vancement. Desire  build  equity  in  going 
company.  West  coast  or  intermountain  de- 
sired. Box  921H,  BROADCASTING 


Manager.  Seek  alert,  aggressive  organiza- 
tion with  modern  philosophy  and  high 
ethical  standards  that  will  intelligently 
estimate  my  present  successful  record 
Knowledge  of  modern  programming  and 
™^L,ThnlS,U<LS-'  P/oven  dynamic  ideas  and 
methods  and  high  yet  realistic  ambitions 
Earning  over  $12,000  but  desire  more  oppor- 
^„k67  mfn  Yith  Progressive  com- 
pany. Finest  education,  references,  and 
background.  Impersonal  resume  and  state- 
mv5n  ofu  my  experience  and  management 
Ph^osophy  on  request.  Box  904H,  BROAD- 


General  manager  topping  industry  records 
at  several  stations.  Twenty-five  years  spe- 
cializing productivity  in  sales  and  opera- 
tions. Seeking  new  opportunity  for  maxi- 
^S^^tY-611"6  exPar>sion.  Box  923H,  BROAD- 
CASTING. 

Aggressive  broadcast  executive  with  18 
years  experience  now  available.  Experience 
includes  13  years  as  working  sales  man- 
ager, and  general  manager  in  radio  and 
television  in  medium  and  metropolitan 
markets.  Extremely  able,  capable,  best  ref- 
erences, married,  college  graduate,  age  42 
Confidential.   Box  924H,  BROADCASTING. 

Combination  assistant  manager-program  di- 
rector for  medium  market  music  and  news 
station.  Have  produced  top  rated  stations 
Sales  ideas,  promotions.  Have  actively 
managed  station  past  year,  billing  up  sev- 
enty percent  m  highly  competitive  market 
Not  afraid  of  hard  work.  Looking  for  secu- 
rity. Box   949H,  BROADCASTING. 

Sales 

Sales.  Apply  broad  sales  background  to 
broadcasting.  Capable.  Announcing.  Copy 
Box  881H,  BROADCASTING. 

Experienced  nine  years  in  radio  sales,  also 
all  phases  including  management  with  first 
phone.  Now  managing  small  daytimer.  Have 
been  at  my  present  location  3  years.  Seek 
chance  to  make  money  Prefer  Teva?  Rnv 
952H,  BROADCASTING.  * 


Situations  Wanted — (Cont'd) 
Announcers 

Negro  deejay.  Smooth  patter.  Efficient.  Pro- 
duction. Controls.  Audition  tape.  Refer- 
ences.  Box  879H,  BROADCASTING. 

Country/western  music.  My  strongest  suit 

BR^felfTING.11^015-  B°X  880H' 

Announcer,  mature.  Sales  minded  Copy- 
writer. Good  background.  Operate  board 
Cooperative.   Box   882H,  BROADCASTING.' 

Announcer,  young.  Eager  to  learn.  Good 
background.  Cooperative.  Operate  board 
Box  883H,  BROADCASTING. 

Young  man.  Determined  to  succeed  Well 

BrRoidDCAgTINGaSOnable   ^    B°X  884H' 

No  I  am  not  the  best  dj.  Canadian  an- 
nouncer desires  announcer  position  Four 
and  a  half  years  in  radio.  Two  and  a  half 
as  an  announcer.  Can  handle  morning  show 
with  voice  changes,  tight  production,  etc. 
23,  single,  white,  2  years  college.  Presently 
employed  at  five  thousand  watt  station 
Write  Box  885H,  BROADCASTING. 

Announcer:  Professional  radio  school  grad- 
uate. Operate  board.  Prefer  southeast.  Mar- 

8r8e9H\  BeRe0aADCAlTING0t0  ^  B°X 

P£°f|ssional  .  radio  school  graduate,  some 
aj?ks  experience.  Operate  board.  Veteran 
married,  one  child.  Prefer  southeast.  Photo 
ING  °n  retJUeSt'  Box  890H-  BROADCAST- 


Announcers 


Sportscaster:  Experienced  play-by-plav  all 
BROADCASTING.6"8'  B°X  562H" 

Can  you  offer  me  the  big  3-baseball-foot- 
ING  B°X   7°9H'  BROADCAST- 

Announcer-salesman  now  employed  in  top 
ten  market,  married,  family,  29  years  old. 
Deal  with  announcing  only,  top  salesman, 
top  money  earner.  Major  or  medium  mar- 
ket only.   Box  765H,  BROADCASTING 


Top,  fast  paced  free  swingin'  dj  in  south- 
west state  s  third  market.  Knows  and  loves 
modern  radio.  Voice  characterizations  Five 
years  in  radio.  22— single  but  steady  Best 
references.   Box  891H,  BROADCASTING. 

Announcer-engineer,  1st  phone.  Midnite  to 
dawn  or  late  show  preferred.  Jazz,  classical 
and  pop  music  shows  and  programs.  Ex- 
perienced. West  coast  only.  Personal  inter- 
view required  500  mile  radius  Los  Angeles 
Permanent  positions  only.  Box  892H 
BROADCASTING.  ' 

DJ,  extensive  jazz  and  pop  background  7 
years  experience.  Desiring  position  New 
York    state.    Box    909H,  BROADCASTING. 

PD  and  big  ten  play-by-play.  Station  sold, 
wish  to  relocate  in  midwest  metropolitan 
area.  /  years  with  same  company.  Family 
man.  Box  912H,  BROADCASTING  muy 

Newsman.  Young,  experienced,  excellent 
voice,    college    graduate,    married.  Prefer 

box  KMHS:  want  change- 


Country  dj  available,  for  the  last  three 
years  I  have  been  pd,  dj  with  a  top  ranking 
money  making  country  operation.  I'd  like 
to  relocate.  Worker,  know  promotion,  pro- 
duction top  dj,  29,  sober,  reliable,  artist 
CASTING6"063'   WHte  B°X  770H'  BROAd: 

Polished,  professional  dj -announcer  wants 
midwest  metropolian  market.  Married,  em- 
ployed.   Box  772H,  BROADCASTING 


Highly  professional  dj  seeks  relocation.  Ex- 
cellent background  in  music,  news,  pro- 
duction. College  graduate  Harvard,  age 
35,   married.   Box   914H.  BROADCASTING 


Staff  announcer,  workhorse.  11  years  ex- 
perience small  market  to  50  kilowatt  as 
disc  jockey,  newsman,  programming.  Pro- 
duction conscious  with  know-how  Want 
?,enUlHy-cFamn^'  35  College.  Presently  em- 
ployed. Specialty:  record  mc.  Agency  ref- 
erences. Want  jobs  done  as  you  would  do 
them  yourself?  Pay  me  $150  week-I'll  move 

brqa^ItIn3^.  No  rock"ro11-  Box  833H' 

Announcer,  disc  jockey.  New  program 
sound  and  format.  Integrating  adult  and 
teenage  tastes  into  one  fast  moving  excit- 
ing vehicle.  For  tape,  contact-  Ken  Collier 
Box  867H,  BROADCASTING  <-olller, 


Sportscaster-8  years  radio,  tv.  Major  col- 
lege football,  basketball  experience.  College 
n[nvi,Hate'1vTmarried'   ^amily-   Currently  em- 

b^oadcasTing"13^^  only'  Box  929H' 

Won  ann2Unce!L-  Experienced  all  phases. 
»R0rDCAlfend-     Degr6e-  B°X 


Ten  years,  solid  references.  Finest  of  disc 
and  news  work.  Veteran  with  college.  Oper- 

lROAb5cASTPINeG6r  W°rk"  B°X  928H' 


Experienced  combo-man  (first  phone)  de- 
sires  permanent   position,   preferably  with 

wiSTlM^^™    aVailaDle-  B°X 

Announcer-dj.  4  years  experience.  2  years 
*  2-,k^'  2»  years  at  5  kw-  Married,  veteran 
ING  P      1St  B°X  936H'  BROADCAST- 


Em-ployed  —  em-ambitious  —  em-ready 
College,  12  years  radio,  mid-thirties,  familv 
Complete  broadcasting  experience.  Heavy 
production-sales.  News,  sports,  program- 
ming, dj  Good  references.  Want  manage- 
ment-part ownership.  Mid-west  preferred 
All   considered.    Box   906H,  BROADCAST- 


Country-western  dj.  Friendly,  persuasive. 
Dpes  "Chester"  mimic  on  spots,  promo! 
Also  authoritative  news  delivery.  Tape  sent 
promptly.  Box  868H,  BROADCASTING 


Girl  broadcaster.  Capable,  versatile.  Oper 
ate  board.  Writing,  production,  publicity 
sales.  Box  878H.  BROADCASTING 


Sportscaster,  radio-tv.  Your  city  have  high 
t^or1MbaHSeba11'  football-  or  basketblll 
team?  Need  someone  to  sell  that  team  to 
public?  Box  934H,  BROADCASTING. 

Have  afternoon  formate-desire  personality 
spot  to  air  really  smooth,  nice  show.  Locale 

9TlH,%o1SPCAlTI-N^POrtUnity  B°X 


BROADCASTING,  March  2,  1959 


Situations  Wanted — (Cont'd) 


TELEVISION 


Help  Wanted — (Cont'd) 


Announcers 


First  Dhone  announcer,  employed.  Three 
vears  experience  all  phases.  Program  all 
musfc  except  rock  and  roll.  Mature,  dignified 
dehvery  College.  Single.  Desire  better 
market  within  hundred  miles  Washington. 
Box  944H,  BROADCASTING. 

Th^Toice  that  sells:  Versatile  announcer— 
highly  skilled-all  phases  °f  broadcasting, 
operate  board.  Try  me.  Box  945H,  BROAD- 
CASTING^  

Announcer,  2  years  NY  staff.  Run  tight 
o^ard  PreViousy6  years  show  biz  Looking 
for    warm,    pleasant    market.    Box  948H, 

BROADCASTING.  

Neero  rhythm  and  blues  dj.  Personality 
slows  combined  with  effective  sales  appeal 
Tape,  resume  on  request.  Rudy  Brown,  6523 

S.  Peoria,  Chicago.  Hudson  7-1836.  

Announcer-dj,.  first  phone^  MarriedTv^ 
college.  Experienced  net  and  mdie  °Pera 
tion  presently  employed  would  like  to 
relocate  on  west  coast.  Available  March 
First  Steve  Muzzlo,  1302  N.  Flower,  Santa 
Ana,  Calif.,  Kimberly  3-48?8. 


Technical 


Help  Wanted — Management 

General  manager,  regional  television  net- 
work with  executive  and  sales  ability  Areas 
of  responsibility:  National  sales,  network 
relations,  programming.  Organizational 
ability  essential.  Send  resume  references 
salary  requirements.  Box  780H,  BROA1J- 
CASTING.  

Announcers 

Staff  announcer  to  do  live  television  com- 
mercials and  ad-lib  commentary  on  NBC 
affiliated  station.  Live  news  and  weather 
experience  essential.  Top  salary,  plus  profit- 
sharing  plan.  Send  photo  and  full  experi- 
ence, Box  8<4H,  BROADCASTING.  

Immediate  opening  for  tv  announcer.  Ex- 
cellent opportunity  to  grow  with  successful 
young  station.  Contact  Chris  Donaldson, 
KETV,  Omaha,  Nebraska.  

TV  staff  announcer:  TV  experience  not  re- 
quired. Send  pictures,  tape,  and  details  to 
Don  Stone,  KTIV,  Sioux  City,  Iowa.  

Expanding  staff  wants  experienced,  hard- 
sell on-camera  announcer.  Air  mail  special 
resume  and  photo  to  John  Radeck,  F.D., 
WJBF,  Channel  6,  Augusta,  Georgia. 

Technical 


Technical 


Transmisster  engineers  for  „c°mbined 
radio-tv  operation  Southeast  Good  pay 
scale  commensurate  with  ability  and  ex 
perience.  Excellent  working  conditions  in 
major  market.  Send  picture  and  complete 
background   information  first  letter.  Box 

828H,  BROADCASTING.  . 

Need  experienced  television  engineer  with 
first  phone  desiring  to  live  m  Nebraska.  Box 

917H,  BROADCASTING.  

First  phone  engineer,  transmitter,  video, 
audio  and  cameraman.  Experienced,  for 
RCA  uhf  equipment.  Qualifications  and 
resume  first  letter  to  Herbert  H.  Eckstein. 
ChieT  Engineer,  WTVO,  Box  470,  Rockford, 
Illinois. 


Production-Programming,  Others 


Immediate  opening  for  experienced  tv  copy 
writer  in  east  coast  basic  NBC  station.  Send 
resume,  photo  and  salary  requirements  to 
Box  839H,  BROADCASTING.   


Chief  engineer  20  years  experience.  Plan- 
ning construction  and  operating  and  mam 
tenlnce  of  am-fm-tv.  Presently  employed. 
References.   Florida   only    considered.  Box 

920H,  BROADCASTING.  

First  phone,  six  months  experience  tv  engi- 
neer four  months  radio  chief  engineer-an- 
nouncer Desire  position  as  engineer-an- 
nouncer in  Ohio.  Indiana  Kentuck  area.  Re- 
ply Box  930H,  BROADCASTING.  

First  phone  wants  work  in  lower  Michigan. 
Louis  Smith,  MVVS,  Route  3,  Plamwell, 
Michigan. 


Production-Programming,  Others 


Basic  CBS  mid-west  vhf  tv  station  needs 
qualified  engineer  with  master  control 
video  switching  and  maintenance  experi- 
ence. Top  salary,  retirement  plan,  paid i  hos- 
pitalization and  life  insurance  Send I  photo 
and  past  experience  to  Box  766H,  BROAD- 
CASTING^  

Television  transmitter  engineer  for  moun- 
tain top  transmitter  in  California.  First 
Phone.  Wonderful  fishing,  boating,  hunting, 
sports  in  area.  Interested  parties  reply  Box 

800H,  BROADCASTING.  

Experienced  tv  transmitter  operator.  RCA 
50  kw  transmitter.  Midwest.  Send  full  de- 
tails to  Box  908H.  BROADCASTING. 


Program  director  ...  to  plan,  direct  and 
co-ordinate  all  live  programming  of  bas  e 
CBS  station  in  mid-west.  Past  pd  experi- 
ence in  commercial  television  operation 
necessary.  Include  full  details  first  letter 
Excellent  opportunity  and  salary  to  right 
man.  Box  875H.  BROADCASTING. 


Office  manager-accountant.  Grow  with  vhf. 
Immediate  opening  for  experienced  person 
in  beautiful  Cedar  Rapids,  Iowa  Contact 
Redd  Gardner,  General  Manager,  KCRG-TV. 


Need  experienced  sales  promotion  man  to 
assist  with  presentations,  merchandising 
and  associated  creative  assignments  for  top 
CBS  outlet.  Good  copy  writing  and  a  flair 
for  workable  ideas  is  required.  Please  send 
complete  information  on  your  background, 
references,  samples  of  .  your  work  if  pos- 
sible and  salary  requirements  Job  open 
immediately.  Contact  KRLD-TV,  Dallas, 
Texas. 


Fiftpen  vears,  program  manager  news, 
sports  editor    Box  8?0H.  _BROADCASTING. 


Continuity  director.  Eleven  years  radio-tv. 
Fast  co-operative  excellent  references 
Available  immediately.  Box  887H,  BROAD- 
CASTING.  

Program  director-dj:  The  big  "IF"!  "IF" 
you?re  looking  for  a  man  who  can  produce^ 
"IF"  you  want  an  alive  and  vital  program 
and  promotions  department;  "IF'  you  need 
someone  who  can  handle  Personnel;  IF 
you're  looking  for  someone  with  ten  years 
radio  experience  from  network  to  McLen- 
rlon  in  maior  markets;  this  I  can  otter. 
"PiWP  ah  personality.  "IF"  all  the  answers 
to  above  are  yes,  contact  Box  905H, 
BROADCASTING. 


Producer,  director,  production  director. 
Family.  Presently  employed.  Imaginative. 
Personable  and  thoroughly  experienced  in 
all  phases  of  production.  Desires  position 
with  progressive  organization,  excellent 
references.  Box  907H, 


BROADCASTING. 


Ambitious,  creative,  employed,  married 
director  desires  250  thousand  plus  market. 
Metropolitan  experience  degree,  highest 
references.   Box  916H,  BROADCASTING. 


Northwest  quarter  of  United  States.  12 
years  radio  tv.  Family.  Now  production 
manager  of  metropolitan  Storz  type  station. 
Want  program  director  or  assistant  manager 
iob  Thorough  knowledge  all  phases  station 
operation.  Net  type  or  music  and  news.  Box 
932H,  BROADCASTING. 


VIDEO  FIELD  ENGINEERS 


AMPEX  CORPORATION,  world's  largest  manufacturer  of  precision  magnetic 
recorders,  needs  qualified  video  engineers  at  several  field  locations  and  home 
office.  Will  be  engaged  in  applications  engineering,  installations,  maintenance 
and  service  of  Ampex  VR-1000  Videotape*  Recorder  and  associated  systems  at 
commercial,  industrial  and   military   locations  throughout  United  States. 

Substantial  audio  and  video  technical  education  plus  three  years  television 
station  operation  or  maintenance  experience,  or  equivalent,  required.  Moderate 
travel.  Opportunities  for  advancement  to  supervisory  engineering  and  sales 
positions  for  anyone  with  energy,  talent,  and  self-drive. 

To  qualify  you  must  have  the  appearance,  manner,  and  ability  to  meet  and 
deal  with  management  and  engineering  personnel.  Salary  plus  profit  sharing 
and  liberal  company  benefits.  Send  resume,  availability  and  salary  require- 
ments  to  John  Doolittle,  Supervisor  Technical  Recruiting. 


15  years  experience,  including  7  with  Storz. 
Now  in  the  second  year  program  director 
for  formula  independent;  production  expe- 
rience. Wish  to  explore  programming  and/or 
managing  possibilities.  Box  933H,  BROAD- 
CASTING. 


We  write  radio  copy  $1.00  per  spot.  Guar- 
anteed. Box  5861,  Tucson,  Arizona. 


Continuity-sales-traffic,  brainy  creative 
copy.  60  wpm.  Two  small  children,  wite. 
$300  minimum.  Bag  packed,  relocate  any- 
where Need  job  immediately.  David  Kaye, 
P  O    Box  571,  Danville,  California. 


2402  BAY  ROAD 
REDWOOD  CITY,  CALIFORNIA 

TM  AMPEX  CORP. 


BROADCASTING,  March  2,  1959 


Help  Wanted— (Cont'd) 


Situations  Wanted — (Cont'd) 


Production-Programming,  Others 


FOR  SALE 


Promotion  director  wanted.  Excellent  oppor- 
tunity for  good  man.  Must  have  experience 
in  radio  and/or  television.  Job  entails  super- 
vision, as  well  as  execution,  of  newspaper 
advertising,  program,  station,  and  market 
promotion  m  trade  press,  on  the  air  pro- 
motion, research  and  development  of  sales 
promotion  aids.  This  is  a  four-person  de- 
partment in  a  10-year  CBS  station.  Excellent 
market  of  over  400,000  television  homes  You 
will  like  our  climate,  living  conditions  and 
fellow  workers.  Send  complete  story  of  your 
experience,  family  status,  salary  require- 
ments and  photograph,  if  available.  Write 
General  Manager,   WFMY-TV,  Greensboro 

TELEVISION 


Production-Programming,  Others 


Equipment —  ( Cont'd ) 


Situations  Wanted — Management 

Experienced  tv  station  manager  available 
immediately.  Background  includes  installa- 
tion of  two  vhf  stations  from  hiring  person- 
nel, buying  film  to  operations.  Well  versed 
all  phases  programming,  sales.  References 
Box  831H,  BROADCASTING. 

End  the  struggle.  Increase  profits,  efficiency 
Prestige— permanently.  Write,  wire:  Box 
939H,  BROADCASTING. 


Hard  working  salesman.  Excellent  television 
I^0eADCAS??NGreferenCeS-  Write  B°X  938H' 


Announcers 

Versatile,  talented,  announcer,  director- 
switcher.  Have  done  successful  children's 
and  weather  shows.  Also  am  writer-car- 
toonist. Over  eight  years  radio-tv  experi- 
ence College  grad.  Seeking  permanent 
BROADCASTING81"653^6  Station'  Box  820H- 


Experienced  television  photographer.  Excel- 
lent photography  background.  Top  refer- 
ences.  Write,  Box  911H,  BROADCASTING. 

Production  manager.  Solid  background  tv, 
radio  agency,  film,  photography.  Engineer- 
ing degree.  Box  926H,  BROADCASTING. 

Available  —  Production  supervisor.  Eight 
years  network  experience.  For  resume  and 
^a0/™-^011     write     Box     937H.  BROAD- 

FOR  SALE 
Equipment 

4  used  guide  towers  for  sale.  Height  200  ft 
Towers  are  ready  for  immediate  shipment. 
6  solid  stock  towers  approximately  18  inches 
cross  face.  (Truscon  Steel  Co.)  1  made  by 
btainless.  Inc.  All  towers  are  in  very  good 
condition.  Box  631H,  BROADCASTING 

Raytheon  RA-250  transmitter  in  excellent 
condition  Save  i/3  price  of  new  transmit- 
ter. Box  692H,  BROADCASTING. 


Tower— guyed  60  foot  with  6  bay  high  band 
BROADCASTING681  ^   W"te  B°X  8°5H' 


Have  for  sale  one  Western  Electric  D-87526 
5  kw  transmitter  with  D-87522  AC  power 
panel  tuning  unit  12,000  volt  power  supply 
filament  motor  generator,  500  to  1000  watt 
driver  unit  limiter  amp.  All  equipment  now 

brS^as^ng658  311  mail  t0  Box  886H' 


Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W  E  Bliley 
and  J-K  holders,  regrinding,  repair,  etc.  BC- 
604  crystals.  Also  am  monitor  service 
Nationwide  unsolicited  testimonials  praise 
our  products  and  fast  service.  Eidson  Elec- 
tronic Co.,  Box  31,  Temple,  Texas. 

FM-GE  BT-1A  1  kw  fm  transmitter.  In  A-l 
working     condition.    $2,650    fob  Houston 
E.   Marcy,   4007   Bellaire  Blvd.! 


1  kw-fm  transmitter  G.E.  type— BT-2-A 
Best  offer  over  $2,000.00.  Contact:  Norman 
Paul    44  W.  El  Caminito  Ave.,  Campbell, 


Am,  fm,  tv  transmitters,  studio  equipment 
camera  chains  (color  and  mono),  consoles 
STL,  etc.  Selling  equipment?  We  have  com- 
plete facilities  for  reconditioning.  Technical 
Systems  ^Corp.,   12-01   43rd  Avenue,   L.  I. 

Several  used  towers  in  top  condition,  in- 
cluding insulated  am  broadcast  towers  In- 
quire Tower  Construction  Co.,  P.O.  Box 
1828,  Sioux  City,  Iowa. 

Audio  equipment — professional  series— used 
tape  recorders,  microphones,  amplifiers 
consoles.  Write  for  list  of  materials  avail- 
able U.S.  Recording  Company,  1121  Ver- 
mont Avenue,  N.W.,  Washington  5,  D  C 


TV  announcer;  experienced,  live,  film,  com- 
BloaADSCARSeTIdNGf°r  tOP  ™M  B°X  896H> 

Technical 


Instant  echo  and  filter  for  less  than  $150.00' 
Complete  plans,  drawings,  $100.00.  Box 
910H,  BROADCASTING. 

One  Collins  212  B  console  with  power  sup- 
ply and  relay  panel.  2  and  3  speed  QRK 
transcription  turntables.  1  Magnecorder 
tape  machine.  Box  915H,  BROADCASTING. 

Collins  remote  amplifier  12Z4,  new  excel- 

CASTINGitiOn_?30°'    B°X    927H>  BROAD- 


W ANTED  TO  BUY 
Stations 


Cash  for  profitable  or  unprofitable  station 
in  western  Pennsylvania  or  N.Y.  No  brokers 
Box  713H,  BROADCASTING. 

CP  or  station  in  difficulty,  sought  by  re- 
WfS^JS,  operator.  Box  902H,  BROAD- 
CAST 1 ING. 


11  years  experience,  supervisory  and  chief 
medium  sized  am-fm-tv  desires  opportunity 

BROAer^cTsTINGlarge  B°X  ™' 

Tv  cameraman,  studio,  control  room  opera- 
tions work  desired.  Light  experience,  have 
first  phone,  projectionist  license,  tv  work- 

BRSADcisTING6  t0  B°X  946H' 

First  phone— no  experience.  Interested  in 
.  >y°,r,k-  .  Y°ung  and  anxious  to  learn. 
Available  immediately.  Glenn  Knight,  Box 
731,  Abernathy,  Texas. 

Production-Programming,  Others 

Director-writer  with  eight  years  station  and 
agency  work  is  fully  experienced  in  show 
and  spot  production.  Excellent  record  in 
large  market  where  pay  is  low.  Desires 
change  to  better  working  market.  Em- 
ING       references-  Box  696H.  BROADCAST- 


Two  (2)  "Ampex"  factory  modified  401's  in 

Iroai5cast?ng$600-00  each-  Box  950H- 

FM  three  kw  G.E.  transmitter.  Used.  Good 

£t°w  Jt  wn-  ^ri\e  off^r  1026>  425-13th  Street, 
N.W.,  Washington,  D.C 


Equipment 


Two-230  foot  Ideco  self-supporting  towers 
transmission  lines,  coupling  units,  Austin 
lighting  chokes,  lights.  Ready  for  shipment 
soon.  Write  KCBQ,  San  Diego,  Calif. 

One  Motorola  micro-wave  system  FSTM-3 
color  modified,  frequency  range  6875-7125 
mc,  power  .15  watt,  excellent  condition, 
available  immediately.  Make  offer,  L  Bell- 
wood,  KFSD-TV,  San  Diego 


Console  or  consolette  give  make,  age,  con- 
dition, best  price  delivered  West  Virginia 
ING  availability-    Box  769H-  BROADCAST- 

Wanted:  4  or  6  feet  940  mc  dishes,  cable  and 
fittings.    Box  793H,  BROADCASTING. 

Want:  Tape  recorders,  3-speed  turntables, 
^^^il110"^  cabinets,  filters,  pre-amps. 
KGHM,  Brookfield,  Missouri. 


INSTRUCTIONS 


Gates  BC-500-d,  500  watt  am  transmitter, 
complete  less  tubes.  Phone  830,  WAVU 
Albertville,  Alabama. 


Television  director  with  over  two  years  ex- 
perience in  every  phase  of  television  pro- 
duction looking  for  promising  or  progres- 
sive station.    Box  823H,  BROADCASTING. 

Radio-tv  program-production  manager. 
California  net,  desires  east.  References 
Box  856H,  BROADCASTING  ^eierences. 


J?HF  ^ulPment  used  but  in  perfect  condi- 
tion. GE  TT25A  12kw  transmitter  including 
^o?»lexe^  TJ25?  5"bay  antenna  with 
P™  feed  adapter  4TX7 A  dummy  load, 
Jr^  ^  visual  demodulator,  sweep  oscillator 
and  General  Radio  monitors.  Also  430'  Stain- 
less type  G  tower  with  lighting,  400  feet 
2Hxl5_lnch  wave  Suide.  2  4'  Raytheon 
7000  mc  parabolas  with  horns  and  mounting 
brackets  Contact  Beecher  Hayford,  WESH? 
TV,  Daytona  Beach,  Fla. 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle  For  details,  write  Grantham  School, 
ton  D  C  Street,  N.  W.,  Washing- 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive. 
Dallas,  Texas. 


Operations  or  production  manager.  Present- 
;3Len£Flloved  Program  director  small  market 
vhf.  Family,  college.  Best  references,  prov- 
en record  all  phases.  Flexible.  Sales  and 
organization  minded.  It  will  take  more  than 
this  ad,  I  know,  but  I  feel  resume  and  per- 

BROADCASTINGWi11  C°nVinCe'   B°X  869H' 

Producer-director.  Eleven  years  experience 

Writer-producer-director.  Practical  experi- 
ence, local,  regional.  Creative.  Versatile 
Cooperative.   Box   897H,  BROADCASTING' 


(1)  type  BQ-102  RCA  automatic  turntable 
capable  of  playing  120  selections  at  45  rpm 
complete  with  control  box  and  all  acces- 
sories excluding  pre-amp.  Selections  made 
by  push-button  control  located  remotely 
from    mechanism.    Leaves    existing  turn- 


Leaves 

tables  free  for  ET  playing.  Excellent  con- 
dition. Contact  Chief  Engineer,  WITH 
Baltimore,  Maryland.  ' 

7000  mc  Motorola  tv — STL  equipment,  com- 
PleIeJ.'w£ltn  Program  audio  channel  and  4 
foot  dishes.  Factory  modified  for  color.  Con- 
tact  Chief  Engineer,  WTVD,  Durham,  N.C. 

Portable  Magnecordette  model  PT-6A  250 
ohm  mike  input.  Including  case.  Excellent 
condition  $395  including  freight  USA. 
WWKY,  Winchester,  Ky. 

Two.  Comax  record  players  for  background 
music  and  public  address.  Beechner's  Sur>er- 
markets,  Lincoln,  Nebraska. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 

June  24,  Sept.  2,  Oct.  28,  1959,  January  6 
March  2,  1960.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Sa dio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank.  California. 


MISCELLANEOUS 


Would  like  to  locate  Donald  E.  Gallese, 
worked  as  an  announcer  in  several  Cali- 

&BgoAScAl!nNGinf°rmati0n  t0  B°X 


Bingo  Time  U.S.A.  printers  of  personalized 
bingo  cards  for  radio,  television  or  newspa- 
n^L3 d  Promotions  P.O.  Box  906,  Denver  1, 
Colorado.  Acoma  2-7539. 


Magnetic  tape  duplication  and  distribution 
service.  Any  size  lot.  Magnetic  Recording 
Associates.  Corbin,  Kentucky 
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TELEVISION 


Help_W  at«ed— -Sales  

SALESMAN 

Top  station  in  top  market  .  .  .  full- 
time  5000  watts  in  May  of  59— offers 
position  to  energetic,  go-getter.  Di- 
rect and  agency  account  list.  Guaran- 
tee and  most  attractive  sales  plan  in 
town.  Write  to  WIC&— Providence- 
send  full  details.  


Help  Wanted 


Production-Programming,  Others 


Announcers 


Eastern 
Pennsylvania 

Two  top  rated  music  stations  need 
two  fast  moving  D.J.'s  with  modern 
radio  sound.  Salary  and  Hops  can 
net  you  $5,500  or  more  the  first 
year.  Rush  letter,  photo  and  tape 
immediately. 

Box  922H,  BROADCASTING. 


TELEVISION 
WRITER 

VanSant-Dugdale,  long  established  4-A 
Baltimore  Advertising  Agency  of  over  100 
people  needs  a  writer  for  growing  TV- 
Radio  Department.  He  must  be  experienced 
in  commercial  writing,  able  to  develop 
ideas  and  write  with  a  minimum  of  super- 
vision. Work  involves  live  and  film  TV 
and  radio.  Salary  open,  profit-sharting, 
retirement  plan,  life  insurance.  If  you 
qualify  send  resume,  including  salary  re- 
quirement to  Personnel  Director,  VanSant- 
Dugdale  &  Co.,  Inc.,  15  E.  Fayette  St., 
Baltimore  2,  Maryland. 


Equipment 


RADIO 


Situations  Wanted — Announcers 


HOME  FROM  THE  SERVICE! 
Experienced  announcer,  operate  own 
board,  write,  sell,  college  grad.,  radio 
grad.,  6  years  acting,  pro-athlete,  24, 
married.  Best  offer  gets  me.  Available 
now. 

Box  947H,  BROADCASTING 


CO-AXIAL  TRANSMISSION 
LINE 

Unused  Andrew  Teflon  51.5  ohms. 

Original  Packing — Tremendous  Saving. 
Immediate  Shipment  Large  or  Small 
Quantity.  Wire  or  write:  Sacramento 
Research  Labs.,  3421— 58th  St.,  Sacra- 
mento 20,  Calif. 


STATIONS 


FOR  SALE 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Patt  McDonald,  Box  9322,  Austin,  Texas. 
GL.  3-8080  offers:  Southwest  single  full- 
time  regional,  money-maker,  $170,000  with 
847,500  down.  Single  regional  daytimer, 
in  black,  8100,000  third  down.  Southwest 
fulltimer  making  money,  890,000  1/3 
down  very  EASY  PAYOUT.  Southwest 
regional  multiple,  835,000  Sc  810,000  will 
handle. 


Interest  in  250  W  going  station 
in  Oregon.  Excellent  community- 
good  potential.  48%  for  $30,000. 
$10,000  down,  balance  easy  terms. 
Contact: 

Lee  Boner 
K.FLY 
Corvallis,  Oregon. 


Texas 

Single 

lkw-D 

S30M 

terms 

Fla. 

Single 

250w-F 

55M 

terms 

Ala. 

Medium 

lkw-D 

$65M 

terms 

Calif. 

Single 

500w-D 

100M 

terms 

W.Va. 

Small 

250w-F 

S30M 

cash 

S.E. 

rvlonop. 

A.M.  &  N.P.  150M 

terms 

Ky. 
Pa. 

Single 

500kw-D 

70M 

terms 

Sm-med.  lkw-D 

100M 

terms 

Fla. 

Medium 

250w-F 

155M 

terms 

N.C. 

Wledium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98  M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Major 

5kw-D 

250M 

cash 

Fla. 

Large 

250-w 

250M 

terms 

East 

Large 

250w-D 

450M 

terms 

S.W. 

Large 

clear 

325M 

terms 

Ga. 

Large 

500W-D 

$75M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

PAUL  H. 

CHAPMAN  COMPANY 

N  C  O  R  PO 

RATED 

MEDIA  BROKERS 

atlanta 

Chicago 

1182 

w.  peachtree 

205  w.  wacker 

new  york 

santa  bar  bar  a 

1270  a 

ve.  of  americas  31 

w.  micheltorena 

METROPOLITAN  MARKET 
DAYTIMER 
Southwest.  Going  fulltime.  Excellent 
history  of  sales  and  ownership  earn- 
ings. Priced  less  than  one  and  one 
quarter  annual  gross  at  $150,000. 
29%  down  with  balance  on  easy 
terms. 

Box  940H,  BROADCASTING 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.    Davenport,  Iowa 


STATIONS  FOR  SALE 


Daytimer.  Pacific  Northwest.  Gross  $72,- 
000  year.  Operated  from  own  building 
and  land.  $28,000  down. 
Have  you   asked   us   about  our  many 
other  fine  buys? 

JACK  L.  STOLL  &  ASSOCIATES 
6381  Hollywood  Blvd. 
Los  Angeles  28,  Calif. 
Hollywood  4-7279 
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Continued  from  page  96 

transcript  in  proceeding  on  their  applica- 
tions for  new  tv  stations  to  operate  on  ch. 
10  in  Vail  Mills,  N.Y. 

Bv    Hearing    Examiner    Herbert  Sharfman 
on  Feb.  18 

Denied  motion  by  Tribune  Publishing  Co. 
for  continuance  of  scheduled  dates  in  pro- 
ceeding on  its  application  and  those  of 
KPOJ  Inc.,  and  Fisher  Bcstg.  Co.,  for  new 
tv  stations  to  operate  on  ch.  2  m  Portland, 
Ore. 

Bv  Hearing  Examiner  Basil  P.  Cooper  on 
Feb.  19 

Granted  motion  by  Hall  Bcstg.  Inc.  for 
continuance  of  date  for  exchange  of  written 
exhibits  from  Feb.  23  to  March  13  arid  for 
evidentiary  hearing  from  March  2  to  March 
26  in  proceeding  on  its  application  for  1m 
facilities  in  Los  Angeles,  Calif. 

Bv  Hearing  Examiner  Isadore  A.  Honig 

y  on  Feb.  19 

On    own   motion,    continued  prehearing 
conference  from  Feb.  27  to  March  6  in  pro- 
ceeding on  application  of  Quad  Cities  Broad- 
casting Co.  for  am  facilities  in  Brazil,  Ind. 
By  Chief  Hearing  Examiner 
James  D.  Cunningham  on  Feb.  18 
Granted  petition  by  WWDC  Inc.  (WWDC), 
Washington,  D.C.  to  extent  that  it  is  con- 
cerned with  intervention  in  proceeding  on 
am  application  of  Alkima  Bcstg.  Co  West 
Chester,    Pa.,    Herman    Handloff,  Newark, 
Del.,  and  Howard  Wasserman,  West  Chester, 
Pa    and  petitioner  is  allowed  participation 
with  reference  to  the  proposed  operations  of 
Alkima  and  Wasserman. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  dates  shown: 

On  request  by  Lakeside  Bcstrs  Sparks. 
Nev.,  continued  hearing  from  Feb.  17  to 
2:00  p.m..  Feb.  25,  in  proceeding  on  its  am 
application.  Feb.  16.   

On  request  by  Broadcast  Bureau  extend- 
ed time  from  Feb.  18  to  Feb.  27  to  file  pro- 
posed findings  in  proceeding  on  am  applica- 
tions of  Pan  American  Radio  Corp.,  Tucson 
and  Vernon  G.  Ludwig,  Benson,  both  Ari- 
zona. Action  Feb.  17. 

By  Hearing  Examiner  J.D.  Bond  on  Feb.  17 

Granted  petition  by  Broadcast  Bureau 
for  extension  of  time  from  Feb.  16  to  March 
3  to  file  proposed  findings  of  fact  and  con- 
clusions of  law  and  from  March  2  to  March 
17  to  file  replies  in  proceeding  on  am  appli- 
cations of  Capitol  Bcstg.  Co.,  East  Lansing, 
and  W.  A.  Pomeroy,  Tawas  City-East  Tawas, 

b°Grantedhlmot'ion  by  Equitable  Publishing 
Co  to  extent  that  filing  of  proposed  findings 
of  fact  and  conclusions  of  law  and  replies 
will  be  allowed  within  time  periods  that 
will  be  fixed  by  subsequent  order  in  pro- 
ceeding on  its  am  application  and  that  ot 
Donald  W.  Huff,  both  Lansdale,  Pa. 
Bv  Hearing  Examiner  Isadore  A.  Honig 
on  Feb.  17 

Granted  informal  request  by  Evanston 
Bests.  Co.,  respondent,  for  continuance  ot 
further  hearing  scheduled  for  Feb.  18  to  a 
date  to  be  determined  by  a  subsequent  order 
in  proceeding  on  am  application  of  Russell 
G   Salter,  Aurora,  111. 

Granted  motion  by  John  Laurino  Scot- 
land Neck,  N.C,  for  continuance  of  pro- 
cedural dates  applicable  for  further  pro- 
ceedings on  his  am  application  and  that  of 
Ola  Belt  Bcstg.  Corp.  (WJWS)  South  Hill, 
Va  ;  continued  hearing  from  March  16  to 
March  31. 

Bv  Hearing  Examiner  Forest  L.  McClenning 
on  Feb.  16 

Granted  petition  by  WRAC  Inc.,  Racine, 
Wis  for  leave  to  amend  its  am  application 
to   reflect  relocation   of   ant.   to  different 
portion  of  proposed  ant.  site. 
PETITIONS   FOR  RULEMAKING  FILED 

Fm  Unlimited  Inc.,  Chicago,  111.— Requests 
rulemaking  to  insure  complete  and  equit- 
able utilization  of  88-108  mc  band  assigned 

t0pfhiico  Corp.,  Philadelphia,  Pa.— Requests 
rulemaking  proceedings  looking  .towards 
adoption  of  compatible  stereophonic  sound 
transmission  standards  for  fm  broadcast 
service,  and  authorize  existing  licensees  to 
offer  commercial  service  of  this  character 

Philco  Corp.,  Philadelphia,  Pa.— Requests 
rulemaking  proceedings  looking  towards 
adoption  of  compatible  stereophonic  sound 
transmission  standards  for  tv  broadcast 
service  and  authorize  existing  licensees  to 
offer  commercial  service  of  this  character. 
PETITION  FOR  RULEMAKING  DENIED 

WKJB  Mayaguez,  P.R.— Petition  request- 
ing institution  of  rulemaking  looking  to- 
wfrd  allocation  of  ch.  11  or  13  to  Mayaguez, 
PR  and  intermediate  reallocations  denied. 
Ann'.  Feb.  20. 
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Now!  The  Broadcasting  Industry  can  help 

RADIO  FREE  EUROPE 

beam  the  Truth  behind  the  Iron  Curtain 


Radio  Free  Europe  has  one  of  the  toughest,  most  important 
broadcasting  jobs  in  the  world.  It's  to  beam  the  truth  behind 
the  Iron  Curtain. 

This  year  we  need  the  help  of  the  broadcasting  industry  to  do 
this  job. 

Radio  Free  Europe  is  inviting  the  American  Public  to  send 
their  own  Truth  Broadcasts  behind  the  Iron  Curtain,  over  the 
facilities  of  Radio  Free  Europe.  Free  trips  to  Europe  and 
powerful  short  wave  radios  will  be  awarded  for  the  best  Truth 
Broadcasts. 

In  order  to  alert  the  public  to  this  program,  The  Advertising 
Council  and  its  volunteer  task  force  from  Ted  Bates  &  Company 
have  prepared  a  series  of  short  radio  and  television  announce- 
ments inviting  participation.  By  now  you  have  received  these 
announcements. 

Please  use  them.  It's  the  best  way  you  can  help  to  get  the  truth 
behind  the  Iron  Curtain. 


YOU  CAN  GO  ON  A 
EUROPEAN  INSPECTION  TOUR! 

Four  representatives  of  broadcasting  stations 
that  best  promote  Radio  Free  Europe's  Truth 
Broadcast  program  will  be  invited  to  go  to 
Munich  and  Lisbon  to  inspect  Radio  Free  Eu- 
rope's facilities.  Further  information  is  avail- 
able through  the  National  Association  of 
Broadcasters. 

SEND  YOUR  RADIO  FREE  EUROPE 
PROMOTION  REPORT  TO: 
Radio-TV  Participation  Program 
Crusade  for  Freedom 
Box  35-A 

Mount  Vernon  10,  New  York 
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HELP  AIR  THE  TRUTH!  HELP  SHARE  THE  TRUTH! 
BROADCAST  RADIO  FREE  EUROPE  ANNOUNCEMENTS  OVER  YOUR  STATION 
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OUR  RESPECTS  TO 


James  Aloysius  Byron 


Back  in  the  mid-1930s  James  A. 
Byron,  a  young  white-collar  railroader, 
watched  rows  of  figures  dancing  over 
accounting  sheets  in  the  Fort  Worth 
office  of  the  Fort  Worth  &  Denver  Rail- 
road. His  heavy  eyelids,  sagging  from 
two  fulltime  jobs  and  lack  of  sleep,  gave 
him  statistical  fits. 

What  a  hell  of  a  way  to  run  a  rail- 
road career,  Jim  Byron  muttered  to  him- 
self. A  young  man  of  action,  he  prompt- 
ly quit  the  railroad  to  concentrate  on 
the  other  fulltime  job— all-chore  news- 
man on  the  morning  side  of  the  Fort 
Worth  Star-Telegram.  He  had  been  at 


out  for  a  bite  though  he  never  could 
figure  whether  he  was  eating  breakfast, 
lunch  or  supper.  After  eating  he  re- 
turned to  the  office  and  started  work  on 
his  6:15  a.m.  broadcast  (every  morning 
except  Sunday). 

After  a  few  weeks  on  the  air  a  re- 
tired English  teacher  living  in  central 
Texas  started  sending  him  helpful  let- 
ters. "In  a  gentle  but  persuasive  way 
she  would  point  out  mistakes  I  had 
made  in  pronunciation  and  grammar," 
he  recalled.  "That  went  on  for  a  couple 
of  years  at  which  time  she  wrote  to  tell 
me  that  I  was  doing  fine  and  didn't 


the  newspaper  two  years  and  recently  need  her  help  any  more.  I  never  met 
had  been  elevated  from  temporary  to  my  mentor  but  I  shall  be  eternally  grate- 
permanent  status.  ful  to  her  for  her  unsolicited  but  valu- 

The  way  Jim  Byron  got  into  the  news-  able  assistance." 
paper  "game,"  as  it  was  called  in  that        Qne  morning  in  the  late  30s  when 

era,  was  typical  of  his  quietly  aggres-  Adolf  Hitler  was  throwing  his  weight 

sive  approach  to  any  problem.  One  day  aroun(i  in  Europe,  Mr.  Byron  received 

at  the  close  of  his  8  a.m.-5  p.m.  shift  a  long-distance  call  after  his  newscast 

the  railroad  office  he  approached  about  Hitler  goings-on.  The  caller  didn't 


James  R.  Record,  then  managing  editor 
of  the  Star-Telegram,  with  a  proposi- 
tion. 

"Here's  what  I  told  him,"  Mr.  Byron 
recalled.  "I  said  I  was  working  at  the 
railroad  but  wanted  to  be  a  newspaper- 
man and  would  work  free."  The  appli- 
cant, eager  though  not  too  experienced, 
made  a  good  impression  and  Mr.  Rec- 
ord took  him  up  on  the  deal.  He  was 
in  his  late  20s,  had  a  college  background 
and  was  charged  with  the  dedicated 
zeal  that  seems  to  mark  the  successful 
newsman. 

Day  and  Night  •  After  his  day's  work 
at  the  railroad,  Jim  Byron  reported  at 
6  p.m.  in  the  Star-Telegram  office.  He'd 
had  a  little  experience  as  stringer  for 
Sporting  News,  but  otherwise  was  start- 
ing from  scratch.  After  a  few  weeks  he 
was  hired  on  a  temporary  basis  to  fill 
in  for  men  who  were  ill  or  on  vacation, 
extending  his  newsroom  trick  from  mid- 
night to  2  a.m.  This  went  on  for  two 
years  when  he  was  offered  a  fulltime 
staff  job.  That  soon  ended  his  railroad 
career. 

Then  came  the  radio  break — a  daily 
early  morning  quarter-hour  newscast  on 
the  Star-Telegram's  station,  WBAP. 
Harold  Hough — who  had  been  running 
WBAP  15  years,  and  still  is — was  re- 
sponsible for  the  chance.  Again  Jim 
Byron  ran  into  the  sleeping  problem. 
At  that  time  all  WBAP  newscasts  origi- 
nated at  the  Star-Telegram  and  were 
handled  by  newspaper  staff  members. 
Young  Byron  was  on  the  newspaper's 
morning-edition  copy  desk.  That  meant 
he  worked  the  usual  night  trick  on  the 
paper,  finishing  at  2  a.m.  Next  he  went 
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introduce  himself.  He  asked  detailed 
questions  for  a  half-hour  about  the 
European  problem. 

"I  was  beginning  to  feel  pretty  im- 
portant about  the  whole  thing,"  news- 
caster Byron  said.  "Then  it  dawned  on 
me  that  my  caller  was  Amon  Carter, 
owner  of  the  newspapers  and  station. 
That  inflated  my  ego  some  more  but  I 
simmered  down  later  in  the  day  when  I 
realized  that  Mr.  Carter  never  accepted 
anything  at  face  value  until  it  had  been 
printed  in  the  Star-Telegram.  This  was 
simply  a  matter  of  loyalty  and  confi- 
dence to  him." 

Directive  From  Boss  •  Late  in  1944 


Not  wanted:  'rip  V  read'  reporters 


Mr.  Hough  sent  for  me.  "He  told  me 
WBAP  was  going  to  put  in  its  own  news 
department  and  I  could  have  the  job  if 
I  wanted  it.  I  did,  and  he  sent  me  away 
with  a  comment  that  showed  his  ability 
to  handle  men  and  get  the  best  out  of 
them:  'You  know  what  we  want  and 
how  to  do  it.  Do  it  the  way  you  think 
it  ought  to  be  done.' 

"That's  what  I've  been  doing  ever 
since,"  Mr.  Byron  said.  "Who  could 
want  a  better  deal,  or  a  better  boss 
than  that?" 

He  formed  a  news  staff,  described  as 
the  first  of  its  scope  in  the  Southwest. 
Reporters  were  installed  in  nearby  Dal- 
las, with  rewrite  personnel  and  news- 
casters in  Fort  Worth.  With  the  arrival 
of  television,  WBAP -TV  pioneered  in  its 
news  treatment  on  tv.  The  staff  was  ex- 
panded to  include  news  film  coverage 
and  the  famed  Texas  News  telecast 
had  its  first  showing  in  September  1948. 
It  has  been  on  the  air  continuously  ever 
since,  winning  a  grand  total  of  15  na- 
tional broadcast  awards. 

Jim  Byron  has  been  an  active  citizen 
in  his  profession.  In  1953  he  was  elected 
to  the  national  executive  council  of 
Sigma  Delta  Chi,  following  his  service 
as  president  of  the  Fort  Worth  chapter 
of  the  journalistic  fraternity.  In  1955 
he  was  elected  national  secretary,  the 
first  person  from  broadcast  journalism 
to  serve  as  a  national  officer  of  SDX. 
Next  he  held  the  offices  of  vice  presi- 
dent for  expansion  and  vice  president 
in  charge  of  professional  chapter  affairs. 

Professional  Eminence  •  Last  Novem- 
ber at  the  San  Diego  convention  he  at- 
tained the  coveted  position  of  national 
president.  Next  autumn  he  will  preside 
over  the  fraternity's  50th  Anniversary 
convention  in  Indianapolis.  In  1954  he 
served  as  president  of  Radio-Television 
News  Directors  Assn.  The  association 
gave  him  its  1957  national  award  for 
the  best  tv  news  operation.  Judging  was 
handled  by  Medill  School  of  Journalism, 
Northwestern  U.  This  famed  journalism 
school  included  his  photo  in  a  gallery  of 
leading  broadcast  journalists. 

There's  one  fetish  that  gets  this  easy- 
going, smiling  news  director  of  WBAP- 
AM-TV  red-necked  every  time  he  thinks 
about  it — rip-and-read  reporting.  "Some 
of  these  jokers  who  do  the  reading  can't 
resist  the  impulse  to  scatter  around 
some  of  the  same  corn  that  is  their  stock 
in  trade  as  disc  jockeys,"  he  said. 

James  A.  Byron  was  born  Jan.  31, 
1903,  in  Denver.  The  Byron  family 
moved  several  times  during  his  early  life. 
He  attended  St.  Vincent's  College  at 
Cape  Girardeau,  Mo.,  and  U.  of  Mis- 
souri. Sundays  he  attends  St.  Patrick's 
Cathedral.  He  is  a  widower. 

Sports  events  interest  Mr.  Byron  but 
his  seven-day  work  schedule  doesn't  al- 
low much  time  for  golf,  his  favorite. 
"Maybe  next  year,"  he  said. 
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EDITORIALS 


Numbers  game 

WHEN  newspaper  and  magazine  writers  run  out  of 
things  to  say,  they  often  resort  to  a  trusted  but 
specious  device— counting  the  fictional  murders  on  the  air 
to  prove  that  television  (it  used  to  be  radio)  is  educating 
the  young  in  crime  and  violence. 

We  saw  a  show  on  television  the  other  night,  and  it  had 
six  murders— all  gruesome.  Now  if  the  quality  of  television 
is  to  be  measured  by  the  incidence  of  mayhem,  the  show  we 
saw  ought  never  to  have  been  brought  to  the  air.  Six 
murders  in  one  program?  Think  of  the  effect  on  the 
kiddies. 

In  case  you  want  to  write  your  Congressman  about  this 
outrage,  the  show  was  "Hamlet,"  and  it  was  broadcast  on 
CBS-TV. 

Lethal  levy 

IT  is  too  early  to  assess  the  full  and  probably  devastating 
impact  of  last  week's  Supreme  Court  decision  giving  the 
states  the  right  to  tax  income  of  out-of-state  companies  on 
sales  made  in  each  state.  But  the  outlook  is  gloomy.  At 
first  blush,  it  seems  to  mean  that  every  company  engaged 
in  interstate  commerce  (including  all  facets  of  broadcast 
operations)  will  have  to  pay  tribute  to  each  of  the  49  states 
on  sales  made  within  their  borders. 

Heretofore,  as  the  three-judge  minority  commented,  Con- 
gress has  had  the  exclusive  power  to  regulate  interstate 
commerce.  But  the  six-man  majority  now  has  held  other- 
wise, even  to  the  point  of  permitting  "multiple  taxation", 
providing  the  levy  is  not  discriminatory. 

There  are  now  35  states  that  collect  intrastate  taxes. 
It  is  now  legal  for  them  to  levy  imposts  on  any  companies 
doing  business  in  their  domains,  whether  or  not  they  main- 
tain offices  within  the  state.  With  state  governments  fran- 
tically seeking  new  revenue  sources,  those  14  states  that  do 
not  now  have  intrastate  levies  can  be  expected  to  grasp  the 
new  tax  windfall  as  fast  as  their  legislatures  can  move. 

If  invoked  to  the  letter,  the  decision  could  load  broadcast 
stations,  along  with  all  those  with  whom  they  do  business, 
with  the  worst  burden  since  federal  taxes  were  imposed.' 
It  presumably  means  that  stations  can  be  taxed  on  their 
spot  income  from  sales  by  their  national  representatives, 
branch  offices,  or  by  their  own  salesmen  working  outside  of 
home  state  limits;  that  every  affiliate  could  be  subject  to  spe- 
cial imposts  on  network  revenue  to  be  paid  the  states  in  which 
each  program  originates;  that  every  syndicator  or  equip- 
ment manufacturer  would  pay  to  each  state  a  percentage  of 
his  sales  in  those  states,  and  possibly  that  every  advertising 
agency  and  advertiser  could  be  assessed  by  each  state  on  the 
revenue  derived  from  that  subdivision. 

Although  there  has  been  no  competent  legal  interpreta- 
tion yet,  there  may  be  escapes  available  to  the  advertising 
media,  including  broadcasting.  The  Supreme  Court  ruling 
was  based  on  two  cases — involving  Georgia  and  Minnesota. 
Both  dealt  with  the  selling  of  merchandise,  as  against  serv- 
ices such  as  are  involved  in  the  communications  media. 
Whether  this  is  a  difference  with  special  meaning  must  await 
future  interpretation. 

The  other  possible  escape  lies  in  the  applicability  of  the  " 
First  Amendment  to  the  communications  media.  In  last 
year's  Baltimore  advertising  tax  case,  Circuit  Judge  Joseph 
L.  Carter  declared  the  4%  and  2%  imposts  unconstitutional 
because  they  "violate  the  fundamental  guarantees  of  free- 
dom of  the  press".    Then  this  significant  conclusion: 

"The  press,  religion  and  speech  are  constitutionally  en- 
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titled  to  freedom  from  the  control  of  the  governments  of 
the  United  States  and  of  the  States.  They  are,  therefore, 
immune  from  any  form  of  regulation  or  taxation  which  can 
be  used,  directly  or  indirectly,  as  a  means  of  political  con- 
trol." 

Newspapers  and  magazines,  along  with  radio  and  televi- 
sion, will  act  promptly  in  seeking  Supreme  Court  relief  from 
tins  startling  new  ruling.  Even  should  the  communications 
media  be  exempted,  the  impact  on  those  who  sell  goods  via 
advertising  will  be  felt  by  the  media. 

Proper  forum 

THE  Supreme  Court's  decision  in  the  NBC-Westinghouse 
case  last  week  was  bad  news  for  NBC  and  its  parent, 
RCA,  but  we  think  in  one  important  respect  it  was  good 
news  for  broadcasting  in  general. 

From  the  RCA-NBC  point  of  view,  the  decision  could 
spell  serious  trouble.  Assuming  the  government  persists  in 
prosecution,  RCA-NBC  must  now  defend  the  swap  with 
Westinghouse  of  Cleveland  and  Philadelphia  properties. 

But  from  the  general  view,  the  Supreme  Court's  decision 
clarifies  what  was  beginning  to  be  a  very  muddled  issue. 
The  court  said  with  finality  that  it  is  the  Justice  Dept.,  not 
the  FCC,  that  has  primary  jurisdiction  and  responsibility  to 
enforce  the  antitrust  laws. 

This  means  that  Justice  can  no  longer  urge  the  FCC  to 
adopt  regulations  in  the  antitrust  area  by  suggesting  it  is  the 
FCC's  primary  responsibility  to  do  so.  Take  option  time, 
for  instance.  High  Justice  officials  have  said  they  thought 
network  option  time  violated  the  antitrust  laws,  but  they 
have  also  said  it  would  be  nice  if  option  time  were  outlawed 
by  FCC  regulations. 

If  the  FCC  outlawed  option  time,  it  would  spare  Justice 
the  difficult  job  of  proving  its  case  in  court,  but  it  would 
not  guarantee  the  networks  who  wish  to  preserve  option 
time  a  competent  forum  in  which  to  plead  their  case. 

The  Supreme  Court  has  restored  clarity  to  this  problem. 
The  option  time  matter  has  been  submitted  to  Justice  by  the 
FCC  majority  which  held  that  option  time  was  necessary. 
If  Justice  wants  to  challenge  option  time,  it  must  now  do  so 
in  the  courts;  it  cannot  get  the  FCC  to  do  the  dirty  work. 


Drawn  for  BROADCASTING  by  Sid  Hix 


"Met  the  new  man  in  the  paint  shop  yet?" 
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If  you 

make  it  for  a  dime, 
sell  it  for  a  dollar  and 
it's  habit -forming, 
then  you  don't  need 
us.  (Although  we'd 
like  to  meet  you.) 


If  not, 

the  best  way  to  sell 
your  product  in  the 
great  Northwest  is 
through  the  tremen- 
dous selling  power 
and  impact  of  the 
Northwest's  first 
television  station 
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**MTm*m    FIRST  PLACE 

BLUE  RIBBONS 

Sfai  (4e  NEW 
KIOA  STORY! 

FIRSJ  IN  IOWA 

PROVED  BY  NEW  70  COUNTY  AREA  PULSE -NOV.,  1958! 

FIRST  IN  DES  MOINES 

FOR  22  CONSECUTIVE  MONTHS  ACCORDING  TO  HOOPER! 

FIRST  IN  LOWEST  COST  PER  1000 

SEE  YOUR  WEED  REPRESENTATIVE  FOR  FULL  INFORMATION. 
HE'LL  GIVE  YOU  PROOF  THE  NEW  KIOA  HAS  THE  LOWEST  COST 
PER  1,000  OF  ANY  MEDIA  (AIR  OR  PRINT!)  COVERING  THE 
STATE  OF  IOWA! 


YOUR  BLUE 


BBON  BUY 


O  WA! 


7<^e  Hew  KIOA 


THE  STATION  THAT  IOWA  LOVES -BECAUSE  WE  LOVE  IOWA 
940  KC  •  DES  MOINES,  IOWA  •  JIM  DOWELL,  V.P.  And  Gen.  Mgr. 


P  odCic  ft  adia  C  <nfi. 


TUB  NEW  KIOA 


WE  NEW  KAKC 


10,000  WATTS  •  FIRST  IN  DES  MOINES  1,000  WATTS  •  FIRST  IN  TULSA 

LESTER  KAMIN,  PRESIDENT 
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Radio  networking  crisis:  today's  vexing  problems 
Focus  fixed  on  multiple-spotting,  clipping  markets 
Momentum  mounts  for  action  now  on  space  relays 
NAB  preview:  a  rundown  on  next  week's  convention 


Houston  salesmen  choose 


Afloat  or  ashore  .  .  .  men  who  appreciate  trimness  and 
speed  in  television  sales  results  choose  KPRC-TV. 
KPRC-TV  is  television  cut  in  the  modern  English 
slimline,  with  a  light  weight  inherently  American. 
And  never  before  has  such  faultlessly  tailored,  self- 
supporting  advertising  been  offered  in  such  a  wide 
variety  of  lengths,  prices,  and  availabilities.  Now  is 
your  time  for  KPRC-TV,  Houston. 
You  can  learn  all  about  KPRC-TV  from  any  Edward 
Petry  &  Co.  man,  from  coast  to  coast,  or  write  KPRC- 
TV,  P.  O.  Box  1234,  Houston  1,  Texas. 


Tailored  on  CHANNEL  2,  Houston,  Texas 


'The  trousers  shown  above  are  British  DAKS  trousers  featured  by  Norton-Ditto,  Houston 


Judging  from  the  impact  (JJNF's  Liltti  ur  kii^i  is  maKing  inrougnuuu  uic  ianu  <xa  a  ^uu.^^  om^, 
there  can't  be  many  citizens  left  who  haven't  laid  laughing  eyes  on  that  amiable  clown.  Like,  say,  Detroit 
—  over  a  million  home  impressions  per  week  — Number  One  half -hour  nbc  television  films-a  division  of 
adult  strip  series  in  the  market.  Likewise  in  Philadelphia  with  963,000 
home  impressions  weekly,  and  in  Houston  with  387,512  home  impressions 
a  week.  H  Since  millions  watch  RILEY  wherever  it's  telecast,  what  a 
dandy  place  to  put  your  sales  message  wherever  you  want  to  advertise. 


NBC  TELEVISION  FILMS-A  DIVISION  OF 

CNP 


LAS 

tYBODY 


Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 
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NIELSEN 
PULSE 
ARB 


KRLD-TV  is  your  best  buy 

FIRST  IN  AUDIENCE:  ARB's  latest  Dallas-Fort  Worth  report  shows  that  KRLD-TV  domi- 
nates in  audience  share  from  sign-on  Sunday  morning  to  sign-off  Saturday  night.  The 
Nielsen  Station  Index  (December,  1958)  also  shows  more  TV  homes  watch  KRLD-TV 
than  any  other  station  in  the  Dallas -Fort  Worth  area! 

FIRST  IN  POPULARITY:  The  latest  Dallas  Telepulse  lists  15  out  of  the  top  18  once-a-week 
shows  and  eight  of  the  top  ten  multi-weekly  shows  —  all  on  KRLD-TV. 

FIRST  IN  AREA  OF  COVERAGE:  KRLD-TV,  with  its  low-band  channel,  and  telec 
with  maximum  power  from  its  tremendous  tower  (1,685  feet  above  average  ter 
has  the  largest  circulation  of  any  station  in  the  southern  United  States! 


C\wwd4,Vallk* 


e  Branham  Company,  Exclusive  Representative. 


HERALD  STATIONS 


MAXIMUM  POWER 


JOHN  W.  RUNYON 
Chairman  of  the  Board 


CLYDE  W.  REMBERT 
President 
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CLOSED  CIRCUIT. 


Public  offer  •  Impetus  is  given  trend 
toward  public  stock  participation  in 
broadcasting  enterprises  (Storer,  Met- 
ropolitan, etc.)  with  decision  of  Wo- 
metco  Enterprises  Inc.  to  offer  35%  of 
its  share  to  public.  Under  notice  given 
FCC,  positive  control  goes  to  Mitchell 
Wolfson,  president  and  operating  head, 
through  acquisition  by  his  family  of  5% 
of  holdings  of  his  brother-in-law,  Sidney 
Meyer,  vice  president,  giving  Mr. 
Wolfson  55%.  Mr.  Meyer  will  retain 
10%  with  remaining  35%  to  be  sold 
public.  He  will  retire  as  vice  president, 
but  will  become  honorary  board  chair- 
man, director  and  consultant. 

Wometco  station  properties  include 
ch.  4  WTVJ  (TV)  Miami;  control  of 
ch.  13  WLOS-TV  Asheville,  and  20% 
of  WFGA-TV  Jacksonville.  Other  in- 
terests include  theatres  and  vending 
machines.  At  price  of  about  $10.75 
per  share,  public  sale  of  35%,  or  about 
290,000  shares,  would  yield  about 
$3  million.  Class  A  stock  for  public 
sale  yields  about  5V2% ,  while  Class  B, 
held  by  Wolfson  family,  yields  about 
2%.  What  has  been  Wometco  Televi- 
sion and  Theatre  Co.  becomes  Wometco 
Enterprises  Inc.  with  public  stock  sale. 

Intel-mountain  to  ABC  •  Signing  of 
Intermountain  Network  and  its  40-plus 
stations  to  ABC  Radio  affiliation  was 
reported  in  final  negotiation  stage  late 
last  week.  Major  regional  has  been  as- 
sociated with  now-troubled  Mutual  (see 
page  35),  presumably  will  take  on  ABC 
Radio  almost  immediately.  Details 
worked  out  by  George  Hatch,  Inter- 
mountain chairman,  and  Edward  De- 
Gray,  vice  president  in  charge  of  ABC 
Radio. 

Rate  increases  •  Straw  in  wind  on  state 
of  spot  tv  business:  Edward  Petry  & 
Co.,  station  representative,  is  urging 
number  of  its  stations  to  reduce  dis- 
counts on  package  buys  and  gradually 
raise  prices  of  daytime  and  late-night 
minutes.  In  addition  it's  recommending 
widening  of  spread  between  minute  and 
station-break  rates,  because  of  greater 
opportunity  for  hard  sell  in  minutes. 
Recommendations  are  being  made  on 
market-by-market  rather  than  general 
basis,  in  line  with  audience  growth  and 
competitive  position  of  stations  in- 
volved, but  Petry  company  does  not 
feel  that  even  established  markets  have 
yet  reached  maximum  rate  potential. 
Company  reasons  that  as  long  as  there 
are  programming  changes  there  will  be 
need  for  re-examination  of  rates. 


Alas,  alert  •  Biggest  communications 
riddle  in  Washington:  Will  am  radio 
stations  be  ordered  to  conduct  mid-day 
Conelrad  test  during  Operation  Alert 
1959  to  be  conducted  April  17?  Mixup 
between  FCC  and  Office  of  Civil  & 
Defense  Mobilization,  kept  inside  clas- 
sified boundaries,  has  delayed  decision 
over  loss  of  half-hour  of  prime  time — 
11:30-12  noon,  plus  switching  delays 
before  and  after  Conelrad.  OCDM 
asked  FCC  some  weeks  ago  to  order 
Conelrad  alert,  finally  announcing  date 
without  any  mention  of  Conelrad  angle. 
FCC  notified  OCDM  Friday  (March  6) 
it  is  willing  to  cooperate  but  wants  con- 
currence of  broadcasting  industry, 
which  stands  to  lose  $250,000  in  reve- 
nue, as  well  as  Pentagon.  FCC-OCDM 
may  resolve  conflict  at  meeting  this 
week. 

Rental  gear  •  New  facet  in  tv  station 
financing  has  emerged — leasing  of 
equipment.  At  Tampa-St.  Petersburg, 
Fla.,  ch.  10  hearing  last  week,  Tampa 
Telecasting  Inc.  (Kenneth  R.  Giddens 
and  others)  introduced  through  Eric  H. 
Biddle,  vice  president  of  U.S.  Leasing 
Corp.  plan  covering  lease  of  $350,000 
worth  of  studio  equipment.  Tampa  Tele- 
casters  would  pay  $7,000  per  month 
for:  four  Ampex  VTRs,  two  installed 
in  mobile  units;  one  helicopter,  three 
station  wagons,  one  with  microwave  re- 
lay gear,  and  lighting  apparatus. 

U.S.  Leasing  Corp.  isn't  making 
this  one-time  shot.  Mr.  Biddle  said  his 
company  believes  leasing  will  become 
widespread  in  tv,  presumably  because 
of  economic  benefits  and  pay-as-you-use 
financing.  He  said  he  is  negotiating 
with  an  existing  tv  station  and  with 
another  prospective  applicant.  Tampa 
Telecasters,  which  proposes  $900,000 
installation,  is  one  of  six  applicants  for 
Florida  vhf  facility. 

Space  date  •  While  air  is  full  of  talk 
about  communications  satellites  capable 
of  transmitting  television  and  prac- 
tically all  other  modes  of  intelligence,  it 
probably  will  be  five  years  before 
provision  can  be  made  for  space  com- 
munications. International  Telecom- 
munications Conference,  which  meets 
in  Geneva  later  this  year,  will  receive 
requests  for  allocations  (United  States 
already  has  one).  About  all  it  will  be 
able  to  do  is  propose  that  subject  be 
studied,  with  allocations  to  be  consid- 
ered at  next  conference,  five  years 
hence. 


//  this  action  is  taken,  instructions 
would  go  to  International  Radio  Con- 
sultative Committee  (CCIR)  which 
meets  between  international  confer- 
ences. It's  generally  thought  that  space 
communications  will  be  answer  to 
global  communications  problem,  since 
crowded  short  waves  cannot  accommo- 
date new  demand,  particularly  for  data- 
processing  (President  Eisenhower's 
"Merry  Christmas"  message  was  first 
example  of  space  use  of  data-proces- 
sing). 

Now,  now  •  Effort  to  calm  fears  of 
broadcasters  that  White  House-origi- 
nated move  to  conduct  one-year  spec- 
trum study  was  based  on  military 
pressure  will  be  made  opening  day  of 
NAB  Chicago  convention  by  Leo  A. 
Hoegh,  director.  Office  of  Civil  & 
Defense  Mobilization.  Mr.  Hoegh 
will  address  Monday  afternoon  tv 
session,  along  with  Rep.  William  G. 
Bray  (R-Ind.),  who  says  military  de- 
mands for  spectrum  space  are  exces- 
sive. OCDM  is  thinking  in  terms  of 
best  needs  of  whole  country,  its  direc- 
tor will  tell  broadcasters.  He  will  deny 
military  pressure  moved  OCDM  to  ask 
spectrum  study  by  five-man  Presiden- 
tially  named  committee  instead  of  by 
three-man  Congressionally  named 
group  as  suggested  by  advisory  com- 
mittee (Broadcasting,  Feb.  9). 

Reconnaissance  •  First  formal  steps 
have  been  taken  by  FCC  to  ascertain 
whether  military  is  willing  to  discuss 
frequency  swapping  to  permit  assign- 
ment to  tv  of  additional,  contiguous 
vhf  bands.  This  would  be  above  ch.  13 
(210-216  mc)  and  in  line  with  sugges- 
tions of  several  FCC  commissioners 
that  such  a  move  would  be  in  best  in- 
terest of  tv.  Result  of  first  probes  was 
termed  "encouraging,"  according  to 
one  source.  "They  didn't  say  no,"  he 
said. 

Medical  pitches  •  Federal  Trade  Com- 
mission's radio-tv  unit  is  doing  major 
study  of  medicinal  product  advertising, 
with  special  attention  to  "white  coat" 
endorsements  in  broadcast  medium.  By 
white  coat,  it  was  explained,  is  meant 
whole  area  of  sales  announcements  giv- 
ing aura  of  professional  sponsorship 
to  product.  Literal  white  coat  pitch  has 
been  cleared  up  pretty  well,  it  was  said, 
via  crackdown  through  NAB  Code. 
FTC  interest  spurred,  it's  thought,  by 
urging  of  Sen.  Warren  Magnuson  (D- 
Wash.),  chairman  of  Senate  Commerce 
Committee,  for  investigation  of  anti- 
biotic claims  (Broadcasting,  Feb.  9). 
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The  Toledo  Market  is 
Sold  by  WSPD  Television 


Despite  the  proximity  of  larger  markets,  the 
'Billion  Dollar  Pocketbook"  of  the  Toledo  Mar- 
ket is  dominated  by  WSPD-TV.  With  variety 
programming  from  Comedy,  Top  Movies,  Music, 
Mystery,  Westerns,  News,  Sports,  etc.,  Channel 
13  holds  the  listener  every  day  of  the  week. 
Ask  your  Katz  man  for  the  facts!  TOLEDO 
TELEVISION  IS  WSPD  TELEVISION!! 


Famous  on  the  local  scene" 

WSPD-TV 

CHANNEL  13  •  TOLEDO 


Storer  Television  fat  wTs: 
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R.  J.  REYNOLDS  earmarks 
most  of  its  network  radio 
appropriation  for  CBS  Radio. 
Because  it's  what's 
up  front  that  counts!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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WOW's  Farm  Sales  Team 
Sells  Farmers  Every  Day! 


Farmers  know  them 

personally... they  trust  1 
and  believe 
them! 


FRANK  ARNEY 

Assistant  Farm  Directo 

A  family-farm  operator  with  6  years 
on-the-air  selling  .  .  .  trusted  .  .  .  believed! 


ARNOLD  PETERSON 

WOW  Farm  Director 
Seven  years  of  every-day 
service  to  WOW-LAND  farmers! 


Farmers  don't  buy  a  $4,000  tractor  or  a  $1,000  load  of  feed  on  impulse.  They're 
thinking  men.  They  insist  on  facts  and  figures — carefully  weigh  and  compare  them 
before  they  buy. 

The  job  of  selling  farmers  is  half-done  if  the  prospect  knows,  trusts  and  believes 
the  Salesman.  WOW-land  farmers  do  know,  trust  and  do  believe  Arnold  and 
Frank,  and  the  entire  WOW  Farm  Sales-Team. 

If  you  want  to  sell  threshing  machines  or  toothpaste  to  the  129,000  Iowa- 
Nebraska  WOW  area  farm  families,  Arnold  and  Frank  will  do  it — not  once  a  week,  or 
once  a  month  but  by  talking  to  them  man-to-man  every  day. 


REGIONAL  RADIO 

FRANK  P.  FOGARTY,  Vice  President  and  General  Manager 
BILL  WISEMAN,  Sales  Manager 
JOHN  BLAIR  &  COMPANY,  Representatives 


wow 


CBS 
AFFILIATE 
N  OMAHA  AND 
103  COUNTIES 


A  MEREDITH  STATION  —  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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Smith  group  picks  up 
option  to  buy  Mutual 

Efforts  to  sell  Mutual  radio  net- 
work entered  new  stage  Friday  night 
(March  6)  when  group  headed  by  Mal- 
colm Smith,  name  new  to  broadcast- 
ing, obtained  option  to  purchase  net- 
work from  Robert  Hurleigh,  MBS 
senior  vice  president,  who  heads  nego- 
tiating committee  (page  36).  Mr.  Smith 
is  president  of  Harrison  Home  Products 
Co.,  firm  with  number  of  activities  in- 
cluding import  business  and  minor-label 
records.  Other  members  of  prospective 
purchaser  not  identified. 

Mr.  Smith's  group  understood  to 
have  put  up  $50,000  earnest  money. 
During  option  period  group  will  partici- 
pate with  network's  executive  commit- 
tee in  running  Mutual.  First  order  of 
business:  Negotiating  with  AT&T  this 
week  in  regard  to  $275,000  in  past  due 
line  charges,  plus  further  negotiations 
March  15  on  another  $14,000  owed. 

According  to  authoratative  sources 
Smith  et  al  would  put  up  no  money 
besides  assuming  debts  of  company, 
reportedly  now  $1,050,000. 

Mr.  Hurleigh  had  obtained  30-day 
option  on  network  from  Hal  Roach  Jr., 
MBS  chairman,  and  head  of  both 
Scranton  Corp.  and  Hal  Roach  Studios, 
companies  which  now  own  Mutual.  It 
was  that  option  which  Mr.  Smith's 
group  purchased.  Any  sale  of  network 
must  meet  approval,  both  of  Securities 
&  Exchange  Commission  and  U.S. 
District  Court  of  New  York. 

Figuring  prominently  in  discussions 
on  buying  side  was  Ade  Hult,  one  of 
first  Mutual  staffers  who  was  network's 
sales  vice  president  until  resignation 
several  years  ago.  Mutual  negotiators 
were  Mr.  Hurleigh;  Blair  Walliser, 
executive  vice  president,  and  James 
Gladstone,  comptroller.  Mr.  Hurleigh 
held  proxies  from  Fulton  Lewis  jr., 
network  commentator,  and  Victor 
Diehm,  affiliates  chief,  also  members  of 
executive  committee. 

Among  labels  in  Harrison  Home 
Products  camp  are  Gold  Medal,  Wal- 
dorf, Audition  and  Whitehouse  records. 
One  of  products  Harrison  imports  is 
Addiator,  pocket-size  adding  machine. 

BPA  meet  set 

Broadcasters  Promotion  Assn.  fourth 
annual  convention  will  be  held  at  War- 
wick Hotel  in  Philadelphia  Nov.  2-4, 
Charles  A.  Wilson,  WGN-AM-TV  Chi- 
cago and  BPA  president,  announced 
Friday. 


Hope  to  Continue 

Buick  and  agency  McCann- 
Erickson  are  confident  that  Bob 
Hope  will  continue  tv  work 
through  this  season  (NBC-TV). 
He  has  three  more  hour-long 
shows  to  go,  one  each  month 
(March-May).  Portions  of  first 
show  already  are  on  tape  and  Mr. 
Hope's  associates  told  agency  in 
New  York,  where  comedian  was 
examined  for  eye  ailment,  that 
star  would  be  able  to  fulfill  com- 
mitments this  year.  Doctors  told 
Mr.  Hope  he  must  work  less,  rest 
more.  What  Buick  will  do  about 
next  year  is  not  clear — other  con- 
siderations, such  as  show's  per- 
formance of  this  season,  also  are 
important  to  plans. 


Orlando  ch.  9  loser 
presses  for  hearing 

Mere  FCC  "inquiry"  into  ch.  9  Or- 
lando, Fla.,  grant  instead  of  full  hearing 
"would  be  an  absolute  waste  of  time" 
without  benefit  of  sworn  testimony  sub- 
ject to  cross-examination,  losing  appli- 
cant WORZ  Inc.  told  U.S.  Court  of 
Appeals  in  Washington  Friday  (March 
6).  Appellant  told  court,  in  answer  to 
FCC  filing  of  previous  week  asking 
court  to  wait  40  days  before  remanding 
case,  that  hearing  is  just  as  necessary 
as  in  Miami  ch.  10  and  Boston  ch.  5 
tv  cases. 

Also  Friday,  WORZ  Inc.  told  FCC 
it  "is  confident  that  improper  ex  parte 
representations  were  made  to  the  Com- 
mission by  winning  applicant  Mid- 
Florida  Tv  Corp.  [WLOF-TV],  or  on 
its  behalf  and/ or  with  its  actual  or  tacit 
consent  or  approval.  Proof  of  this  is, 
indeed,  available  and  will  be  produced 
in  a  proper  proceeding  to  which  WORZ 
Inc.  is  a  party  with  full  rights  to  cross- 
examine  and  to  subpoena  witnesses  and 
records."  This  filing  came  after  Com- 
mission had  written  Eliot  Lovett,  WORZ 
attorney,  that  it  would  welcome  any 
further  information  in  ex  parte  inquiry 
(Broadcasting,  March  2). 

Supreme  Court  remanded  case  to  ap- 
peals court  last  October  because  of  tes- 
timony concerning  alleged  ex  parte  con- 
tacts before  House  Legislative  Over- 
sight Subcommittee. 


Rayburn  on  MBS 

Speaker  Sam  Rayburn  (D-Texas), 
who  wields  iron-fist  ban  against  radio-tv 
coverage  of  House  floor  and  committee 
proceedings,  was  to  make  one  of  his 
rare  broadcast  appearances  Sunday 
(March  8).  He  was  to  take  part  in 
taped  panel  program,  MBS  Reporters' 
Roundup,  5:05-5:30  p.m.  For  years  he 
has  been  one  of  toughest  political 
figures  in  Washington  for  panel  pro- 
ducers. Senate  permits  radio-tv  cover- 
age of  many  committee  sessions  in  con- 
trast to  Rayburn  ban  in  House. 

Guterma  tells  'his  side' 

A.L.  Guterma,  ex-president  of  Mu- 
tual and  ex-head  of  F.  L.  Jacobs  Co., 
called  press  conference  Friday  to  "tell 
my  side  of  story."  His  side:  claim  that 
Paul  Windels  Jr.,  New  York  regional 
administrator  for  Securities  &  Ex- 
change Commission,  and  Edward  C. 
Jaegerman,  SEC  attorney  working  on 
case,  were  engaged  in  "vendetta" 
against  him. 

He  attributed  Mr.  Windels'  actions  to 
ambitions  for  federal  judgeship.  Mr. 
Guterma  denied  Hal  Roach  Jr.  was 
"standing  in  his  shoes"  as  cited  in  SEC 
request  for  receivership  filed  previous 
day  (see  page  36).  Mr.  Roach,  in 
separate  statement  to  press,  said  he 
would  oppose  action  for  receivership. 

Westinghouse  buys 

Westinghouse  Electric  Corp.  and 
Desilu  Productions  Inc.  announce  more 
than  $12  million  (in  time  and  talent) 
agreement  for  Desilu  to  continue  one- 
hour  series  under  Westinghouse  ban- 
ner next  tv  season.  Westinghouse  Desilu 
Playhouse  has  been  in  Monday  lineup 
of  CBS-TV  since  last  October.  Current 
contract  includes  42  one-hour  shows 
but  next  season  additional  specials  will 
be  produced.  Star  Desi  Arnaz,  also 
Desilu's  president,  said  early  decision 
on  sponsorship  permits  producer  to 
plan  ahead  in  committing  stars  and 
properties.  McCann-Erickson,  N.Y.,  is 
agency. 

RCA  declares  dividend 

RCA  declared  quarterly  dividend 
Friday  (March  6)  of  25  cents  per  share 
on  common  stock  payable  April  27  to 
holders  of  record  at  close  of  business 
March  16.  Company  also  declared  divi- 
dend of  87  cents  per  share  on  first 
preferred  stock  for  period  April  1-June 
30,  payable  July  1  to  holders  of  record 
June  8. 
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•  Business  briefly 

•  U.S.  Rubber  Co.,  for  Keds  sneakers, 
is  placing  average  of  three  animated 
"Kedso  the  Clown"  minute  participa- 
tions per  week  on  children's  tv  shows 
in  some  150  markets  between  now  and 
June.  Agency:  Fletcher  Richards,  Calk- 
ins &  Holden,  N.Y. 


•  Singer  Sewing  Machine  Co.  will 
sponsor  filmed  series  The  David  Niven 
Show  on  NBC-TV  starting  April  7 
(Tues.,  10-10:30  p.m.).  New  weekly 
dramatic  series  starring  actor  David 
Niven  as  host  and  featuring  other  stars 
will  be  produced  by  Four  Star  Films, 
company  founded  by  Mr.  Niven,  Dick 
Powell  and  Charles  Boyer.  Producer: 
Vincent  Fennelly.  Agency:  Young  & 
Rubicam,  N.Y. 


•  Salada-Shirrif-Horsey  Inc.,  Toronto, 
through  its  SEA  Div.,  Tampa,  is  intro- 
ducing its  SEA  frozen  shrimp  in  selected 
markets  with  spot  tv.  Sullivan,  Stauffer, 
Colwell  &  Bayles,  N.Y.,  which  handles 
Salada  Tea  and  entire  line  of  six  Junket 
food  products  for  Salada-Shirrif-Horsey, 
is  agency  assigned  to  frozen  shrimp. 

•  Pepsi-Cola  Bottlers  of  St.  Louis  Inc. 
appoints  Kenyon  &  Eckhardt,  Chicago, 
to  handle  its  advertising  as  of  April  1. 
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Mr.  Levy 


HHHHHH  David  Levy>  v-P-  in  charge  of  talent  and 
yKr~  -IM  new  programs  and  associate  director,  radio 
■  and  tv  department,  Young  &  Rubicam, 
nf.  <Sm  N.Y.,  elected  vice  president  by  NBC's 
b<>. ml  of  directors  (Closed  Circuit, 
H  ""IS     March  2)-  Mr-  LevY>  who  joins  NBC-TV 

H  officially  April  1,  reports  to  Walter 
D.  Scott,  executive  v.p.,  NBC-TV.  Mr. 
Levy,  with  Y&R  for  20  years,  started  as 
writer  of  We  the  People  radio  program; 
wrote,  directed  and  supervised  many  of  Y&R's  radio  shows 
including  People,  The  Kate  Smith  Hour,  Manhattan  at 
Midnight  and  March  of  Time.  After  World  War  II,  Mr. 
Levy  was  supervisor  of  daytime  programming,  became  agen- 
cy's first  tv  supervisor  in  1957.  He  was  named  v.p.  in  charge 
of  talent  and  new  programs  in  1950,  and  associate  director 
of  radio  and  tv  department  last  April. 


Richard  S.  Jackson,  assistant  director  of 
radio-tv  department,  J.M.  Mathes  Inc., 
N.Y.,  since  1951,  elected  v.p.  and  director 
of  radio-tv.  Mr.  Jackson  was  formerly 
director  of  special  events  at  WAVE-TV 
Louisville,  Ky.,  where  he  produced  first 
Kentucky  Derby  telecast  in  1949.  He  was 
with  King  Features  Syndicate  for  two  years 
before  entering  tv,  serving  as  assistant  edi- 
tor of  comic  art  division. 


m 

Mr.  Kockritz       Mr.  Edney 


Ewald  Kockritz  and 
Grady  Edney  named  na- 
tional program  directors  of 
3£»  n  Storer  Broadcasting  Co.'s  tv 
and  radio  divisions,  respec- 
,        tively.  Mr.  Kockritz  joined 

mm  *r  Storer  in  1941  at  waga 

Jlf  Atlanta,  Ga.,  as  promotion 
manager  and  moved  to 
WGBS  Miami  in  1948  in 
similar  capacity.  In  1954  he  was  promoted  to  national 
program  director  and  was  elected  v.p.  two  years  later. 
Mr.  Edney  entered  broadcasting  at  WSJS  Winston-Salem, 
N.C.,  in  1941.  After  military  service  during  World  War  II, 
he  joined  WLOS  Asheville,  N.C.,  as  program  manager.  In 
1955  he  moved  to  WBZ  Boston  in  similar  capacity  and 
joined  Storer  in  1957  as  program  manager  when  company 
acquired  WIBG  Philadelphia. 

John  B.  Burns,  formerly  v.p.  in  charge  of  national  sales, 
ABC  Film  Syndication  Inc.,  appointed  director  of  national 
sales  for  MGM-TV,  it  is  being  announced  today  (March  9). 
Mr.  Burns  joins  George  Shupert,  formerly  president  of  ABC 
Films  Inc.,  who  now  heads  Loew's  tv  sales-distribution 


Mr.  Hede 


activity  as  v.p.  in  charge  of  MGM-TV.  Mr.  Burns  became 
associated  with  ABC  Films  in  fall  of  1953,  before  that  was 
with  CBS  Television  Film  Sales.  Other  past  connections  in- 
clude ABC  Radio  sales  staff  in  Chicago  and  Chicago 
newscaster. 

Henry  Hede,  administrative  sales  man- 
ager of  ABC-TV,  elected  v.p.  of  ABC  in 
charge  of  sales  department,  including  liai- 
son between  sales,  program,  research,  sales 
development  and  business  affairs  depart- 
ment. Mr.  Hede  joined  network  in  1942 
and  has  served  as  general  services  manager, 
business  manager  of  tv  program  depart- 
ment and  administrative  assistant  to  finan- 
cial officer.  Within  ABC-TV  sales  depart- 
ment, he  was  business  manager  and  eastern  sales  manager, 
prior  to  his  promotion  to  administrative  sales  manager  in 
December  1957. 

Dr.  George  H.  Brown  elected  by  RCA  board  Friday  as 
vice  president,  engineering,  succeeding  O.  B.  Hanson,  who 
retired  week  before  (Week's  Headliners,  March  2).  Dr. 
Brown  has  been  with  RCA  25  years,  since  January  1957  as 
chief  engineer  for  industrial  electronic  products.  Jack  S. 
Beldon  elected  to  newly  created  post  as  vice  president  and 
general  manager,  RCA  home  instruments.  He  joined  RCA 
last  month  from  General  Electric,  where  he  was  marketing 
manager  of  radio-tv  unit. 

•  Jack  Mohler,  account  executive  of 
Blair-Tv,  station  representative,  named 
eastern  sales  manager  of  Television  Adv. 
Representatives,  new  firm  which  will  take 
over  sales  representation  of  Westinghouse 
Broadcasting  Co.  tv  stations  July  1,  ac- 
cording to  announcement  being  issued  to- 
day (March  9)  by  Larry  H.  Israel, 
TVAR  general  manager.  Mr.  Israel  also 
announced  that  TVAR's  New  York  of-  Mr.  Mohler 
fice  will  be  at  666  Fifth  Ave.,  effective  in  near  future.  Mr. 
Mohler,  described  as  "our  first  choice  from  among  more 
than  400  unsolicited  applicants"  for  TVAR  eastern  sales 
managership,  has  been  with  Blair-Tv  since  1957.  Before 
that  he  was  account  executive  and  director  of  sales  develop- 
ment of  CBS-TV  Spot  Sales  from  1954.  He  entered  broad- 
casting on  graduation  from  Princeton  in  1941,  starting  with 
WOR  New  York.  After  World  War  II  service  in  which  he 
attained  rank  of  captain  in  Army  intelligence,  he  returned 
to  WOR  in  1946  as  account  executive  and  served  there, 
with  time  out  in  1952-53  for  duty  as  Army  major  assigned 
as  liaison  officer  between  Defense  and  State  Depts.,  until 
1954,  rising  to  assistant  sales  manager. 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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MONDAYS  AT  6:00 

DIAL  999 

TUESDAYS  AT  6:00  'F^' 

UNION  PACIFIC 


WEDNESDAYS  AT  6:00 

CITIZEN 
SOLDIER  \ 


THURSDAYS  AT  6:00 

SILENT 
SERVICE 

FRIDAYS  AT  6:00 

CANNONBALL 


TWIN  CITIES  VIEWERS 

like  their 

ION  AT  6:00 


m  A  Different  Action  Packed  Adventure 
Every  Night  at  6:00  on  WTCN-TV. . . 
All  First  Run  in  the  Market! 


Twin  Cities  viewers  are  caught  up 
in  the  suspense  and  excitement  of 
a  whole  new  series  of  dramatic 
adventures  on  WTCN-TV.  They 
tune  in  for  a  different  action  show 
every  night  at  6:00. 

Dial  999  ..  .  Union  Pacific  .  .  . 
Citizen  Soldier . . .  Silent  Service . . . 
Cannonball! 

"Action  at  6:00"  has  captured 
a  tremendous  audience  of  loyal,  re- 
ceptive viewers  — all  anticipating 
these  first  run,  Class  A  early  even- 
ing shows. 

Capture  the  growing  "Action  at 
6:00"  audience  on  WTCN-TV.  Get 
sales  action  in  the  important  Twin 
Cities  market.  See  your  Katz  man 
for  remaining  participations. 


Represented  nationally  by 
the  KATZ  Agency 


ABC-TV 


Minneapolis 


•///ww 

K  OB    Saint  Paul 


WTCN-TV 


TOP  MONEY-MAKERS 


Flexibility! 


Early  morning  or  early  evening,  strips 

or  single  programs  -  top  audience  and  sales 

-  50%  adults,  50%  kids. 


Made  by  Republic  Pictures 
Corporation  and  now  being 
renewed  in  market  after 
market  for  profitable 
programming. 


hour  films 


IN  TV  HOUR  STRIPS! 
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SI 


tin 


U 
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Durability! 


More  staying  power  year  after  year  — 
regardless  of  run  —  great  audience 
interest  and  acceptance. 


PLaza  9-7500  and  principal  cities  everywhere 


hour  films 

Made  by  Republic  Pictures 
Corporation  and  now  being 
renewed  in  market  after 
market  for  profitable 
programmin, 


Traveling  Showcase"  for  Sales... 


-"•"•mmmmj 


Give  your  clients  this  WKMH 
merchandising  PLUS  in  Detroit 


Represented  by  Headley-Reed 


k 


norr 


Staffed  by  Detroit's  top  radio  personalities,  the  new  WKMH 
MOBIL-RAMA  is  shown  above  on  Washington  Boulevard,  as  it 
helped  promote  the  March  of  Dimes  and  Symphony  Week  in  Detroit. 
The  WKMH  MOBIL-RAMA  is  more  than  a  vehicle  for  public 
service.  It  offers  a  potent  merchandising  tool,  available  to  help  sell 
your  sponsors'  products  in  the  rich  Detroit  market.  This 
"traveling  showcase"  is  equipped  with  complete  display  facilities 
to  tell  your  client's  story  and  show  his  products  at  point  of  sale 
as  well  as  on  the  air.  Why  not  put  the  WKMH  MOBIL-RAMA 
to  work  for  YOU? 


BROADCASTING  CORPORATION 


WKMH  SssSr 


WKMF  ffi 


Michigan 


WSAM  ?aEinaw' 


Michigan 


WKHM 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

(♦Indicates  first  or  revised  listing) 
MARCH 

March    13-14  —  Arkansas    Broadcasters  Assn., 
spring  meeting,  Hotel  Marion,  Little  Rock. 
March  13-15 — Fm   Development   Assn.,  Conrad 
Hilton  Hotel,  Chicago. 

March  14-15— CBS-TV  affiliates  meeting,  WBBM- 
TV  studios,  Chicago. 

March  15 — Assn.  of  Maximum  Service  Telecast- 
ers,  annual  membership  meeting,  Conrad  Hilton 
Hotel,  Chicago,  9:30  a.m. 
March  15— Mutual  Affiliates  Advisory  Commit- 
tee, Conrad  Hilton  Hotel,  Chicago. 
*  MARCH  15-19 — NAB  Annual  Convention  and 
Broadcast  Engineering  Conference,  Conrad  Hilton 
Hotel,  Chicago  (see  page  79  for  complete  report 
on  convention  exhibits,  program  features,  special 
meetings  and  hospitality  suites). 
March  16-18— Canadian  Board  of  Broadcast 
Governors,  public  hearings,  Tariff  Board  Hearing 
Room,  70-74  Elgin  St.,  Ottawa,  Ont. 
March  16  and  23 — Hearing  before  Securities  & 
Exchange  Commission,  Washington,  D.C.  March  16, 
on  charges  F.  L.  Jacobs  Co.  (Alexander  Guterma) 
failed  to  report  financial  transactions.  Mr. 
Guterma,  until  his  troubles  with  SEC  began,  was 
president  and  chief  owner  of  Mutual  Broadcasting 
System.  Similar  Bon  Ami  Co.  hearing  March  23. 
March  18 — Symposium  on  social  and  economic 
forces  of  advertising  co-sponsored  by  St.  Louis 
Council  of  American  Assn.  of  Adv.  Agencies  and 
U.  of  Missouri  School  of  Journalism,  Sheraton- 
Jefferson  Hotel.  Dr.  Earl  F.  English,  dean  of 
school,  will  moderate.  Registration,  $22.50. 
March  18-20— Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 
•March  21 — American  Women  in  Radio  and  Tele- 
vision, Chicago  chapter,  second  annual  conference, 
open  to  tv  and  radio  industry,  Guildhall,  Am- 
bassador West  Hotel,  Chicago. 
*  March  23 — Tentative  date  for  argument  before 
U.  S.  Supreme  Court  in  Farmers  Union  v  WDAY 
Inc.  (WDAY-TV  Fargo,  N.D.)  involving  question  of 
immunity  of  broadcast  station  when  political  can- 
didate, invoking  Sec.  315  of  Communications  Act, 
utters  libel  on  air.  Case  No.  248. 
March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

March  23-28— Short  Course  in  Crime  News 
Analysis  &  Reporting,  Northwestern  U.,  Fisk  Hall, 
Evanston,  III.  Journalism  and  law  schools,  with 
Ford  Foundation  grant,  will  conduct  intensive 
instruction  for  radio-tv,  press  and  magazine 
newsmen.  Courtroom  broadcasting  is  one  of  topics. 
Attendance  fee  $100.  Registration  must  be  re- 
ceived by  March  16.  Scholarships  for  needy  avail- 

BROADCASTING,  March  9,  1959 


able.  Members  of  lecture  staff  will  be  available 
for  interviews. 

March  25 — Comments  due  on  proposed  FCC  rule- 
making to  change  ch.  12  Wilmington,  Del.,  from 
commercial  to  educational  or,  in  alternative,  move 
ch.  12  to  Atlantic  City,  N.J.,  or  allocate  it  to  At- 
lantic City-Wilmington.  Docket  No.  12,779. 
March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

March  30 — Du  Pont  Awards  Dinner,  Mayflower 
Hotel,  Washington. 

APRIL 

April  1 — Research  workshop  Assn.  of  National 
Advertisers,  Hotel  Pierre,  New  York. 

*  April  1 — Assn.  of  National  Advertisers  work- 
shop at  Hotel  Pierre,  New  York.  Topic:  "How  to 
Get  More  Productive  Advertising  Through  Man- 
agement-Oriented Research."  Henry  Schachte,  ex- 
ecutive v.p.,  Lever  Bros.  Co.,  and  chairman  of 
ANA  board  of  directors,  will  be  keynote  speaker. 
April  3-4 — Oregon  Assn.  of  Broadcasters,  U.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

*  April  4 — National  Headliner  Club  awards  lunch- 
eon, Atlantic  City,  N.  J. 

April  4 — United  Press  Intl.  Broadcasters  of 
Minnesota  Assn.,  Spring  Meeting,  Radisson  Hotel, 
Minneapolis. 

April  5-8— National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  7— Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

*  April   10-11 — Republican    National  Committee 

meets  at  Sheraton  Park  Hotel,  Washington.  Host 
city  for  the  1960  nominating  convention  will  be 
picked. 

April  10-11 — West  Virginia  Broadcasters  Assn. 

spring  meeting,  Press  Club,  Charleston. 

April    12-13 — Spring   meeting   Texas   Assn.  of 

Broadcasters,    Commodore    Perry    Hotel,  Austin. 

Members  of  Legislature  will  be  April  13  luncheon 

guests. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

"April  12-19— Technical  symposium  on  aircraft 
and  space  communications  sponsored  by  Electronic 
Industries  Assn.,  McCarren  Field,  Las  Vegas,  Nev., 
during  First  World  Congress  of  Flight. 

April  20-23 — American  Newspaper  Publishers 
Assn.,  Waldorf-Astoria  Hotel,  New  York. 

April  23 — Oral  argument  before  FCC  en  banc 
on  Miami  ch.  10  case  involving  charges  of  behind- 
the-scenes  wirepulling.  Initial  decision  by  Ex- 
aminer Horace  Stern  recommended  grant  to  Pub- 
lic Service  Television  Inc.  (National  Airlines)  be 
revoked  and  allegations  of  ex  parte  representa- 
tions by  applicants  be  weighed  against  them  in 
new  comparative  hearing.  Docket  No.  9321  et  al. 

April  23-24 — Assn.  of  National  Advertisers  two- 
day  workshop  on  advertising  expenditures,  West- 
chester-Biltmore,  Rye,  N.Y. 

April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier  in 
White  Sulphur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

April  24 — Ohio  Assn.  of  Broadcasters,  Terrace- 
Hilton  Hotel,  Cincinnati. 


My  Mommy  Listens 
to  KFWB 

More  mommies,  more 
daddies,  more  everybodies 
listen  to  KFWB  around  the 
clock  in  Los  Angeles. 
Hooper  rates  KFWB  a  fat 
first  with  a  32.4%  share 
...more  audience  than  all 
four  networks  combined! 
Pulse  confirms  KFWB's 
leadership. . .  proving  that 
KFWB  leads  the  second 
station  in  the  market  by 
33%,  the  third  station  by 
42%. 

Buy  KFWB... first  in  Los 
Angeles.  It's  the  thing  to 
do! 


5419  Hollywood  Blvd..  Hollywood  28  /  HO  3-5151 
ROBERT  M.  PURCELL.  President  and  Gen.  Manager 
MILTON  H.  KLEIN,  Sales  Manager 
Represented  nationally  by  JOHN  BLAIR  I  CO. 


THE  RESULTS: 

November  1958 
Qualitative 
Survey  of  the 
22  County 
Tidewater,  Va. 

Area 

Question  1: 

When  you  first  turn  on  the  ra- 
dio, is  there  any  particular  sta- 
tion you  try  first? 
Answer: 


Question  2: 

Which  radio  station,  if  any,  do 
you  prefer  for  music? 

Answer: 

■ 

Question  3: 

Which  radio  station,  if  any,  do 
you  prefer  for  news? 
Answer: 

Question  4: 

If  you  heard  conflicting  accounts 
of  the  same  story  on  different 
radio  stations  which  station 


would  you  believe? 

Answer: 


EJQH  VVTAR 

■  i 

Norfolk  -  Newport  News  -  Portsmouth 
and  Hampton, Virginia 


. .  .ranks  1st  durina 
155  oat  of  180 rated 
half  hours. . . 

Represented  Nationally  by 
JOHN  BLAIR  &  COMPANY 


April   24-25 — New   Mexico   Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 
April  26-29— National  Assn.  of  Transportation 
Advertising    convention,    The    Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

*  April  26-29 — U.  S.  Chamber  of  Commerce  an- 
nual meeting,  chamber  hdqrs.,  Washington. 
'April  27-May  2— Journalism  &  Broadcasters 
Week,  School  of  Journalism  &  Communications, 
U.  of  Florida,  Gainesville.  (April  27  is  Broad- 
casters Day). 

April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30— International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 

April  30-May  2— Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 

April  30-May  3— Assn.  of  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3— 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 
May  1 — National  Law  Day. 
May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 
Galvez,  Galveston.  Annual  meeting. 
May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla.  Theme  will  be  "Films 
and  Television  for  International  Communications." 
May  6 — National  Academy  of  Television  Arts  & 
Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
May  7-8 — Kentucky  Broadcasters  Assn.,  Shera- 
ton-Seelbach  Hotel,  Louisville. 

*  May  12 — Wisconsin  FM  Clinic,  Center  Bldg.,  U. 
of  Wisconsin,  Madison. 

May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

May  16-17 — Illinois   News   Broadcasters  Assn., 

spring  meeting,  Southern  Illinois  U.,  Carbondale- 

also,  United  Press  Intl.  business  meeting. 

May  20-22— Assn.  of  National  Advertisers,  spring 

meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 

Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 
May    24-27— Associated    Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

*May  28-31 — Second  Annual  Radio  Programming 
Seminar  and  Pop  Music  Disc  Jockey  Convention, 

Americana  Hotel,  Miami,  Fla.  Speakers  will  in- 
clude Matthew  J.  Culligan,  NBC  Radio  executive 
vice  president,  and  Gordon  McLendon,  head  of 
McLendon  station  group.  Storz  stations  are  spon- 
soring seminar  with  Bill  Stewart,  Kilpatrick  Bldg., 
Omaha,  Neb.,  as  convention  coordinator. 

JUNE 

June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 
Cambridge,  Mass. 

June  7-10 — Advertising  Federation  of  America, 
annual  convention,  Hotel  Leamington,  Minneapolis. 
June  9-11 — National  Community  Television  Assn. 
annual  convention,  Mayflower  Hotel,  Washington 
D.C. 

June  12-16 — National  Federation  of  Advertising 
Agencies,  annual  convention,  Chatham  Bars  Inn, 
Chatham,  Mass. 

June  14-17 — National  Industrial  Advertisers  Assn., 
national  convention,  Fairmont  and  Mark  Hopkins 
Hotels,  San  Francisco. 

June    17-19 — American    Marketing    Assn.,  na- 
tional conference,  Hotel  Statler,  Cleveland. 
June  17-20 — National  Assn.  of  Radio-Television 
Farm   Directors  convention,   Hotel   Statler,  New 
York. 


!  W 

CAMPBELL  SOUP  places  all 
of  its  network  radio 
business  on  CBS  Radio. 
For  biggest  helpings! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


16 


BROADCASTING,  March  9,  1959 


RADIO'S  FIRST  COMPLETE  FULLY  AUTOMATIC  BROADCASTING  SERVICE 

PROGRAMMING   •    EQUIPMENT   •    COMMERCIAL  INJECTION 

Be  sure  to  see  and  hear  Programatic 
at  the  NAB  Convention 


Regardless  of  your  programming  structure,  Programatic  can  enhance  it  by  — 

•  Saving  costly  programming  and  production  man  hours 

•  Automating  any  part  or  all  of  your  programming 

•  Giving  maximum  programming  flexibility 

•  Assuring  superior  adult  music  programming 

Already  contracted  for  by  many  leading  stations  -  Programatic  is  sold  on 
an  exclusive  basis  in  each  radio  market.  Typical  of  the  leading  broadcasters 
who  have  already  signed  up  for  Programatic  are: 


Omaha-Lincoln 
Tulsa 
Phoenix 
Kansas  City 


Norfolk 

Jacksonville 

Duluth-Superior 

Diboll 

Tucson 


San  Diego 
Los  Angeles 
Santa  Ana 
Indianapolis 


Don't  get  left  out.  Be  sure  to  see  Programatic  in  action  in  the  No.  1  spot 
(Exhibit  Space  No.  1)  at  the  NAB  Convention.  


FREE  Audition  LP  ideal  for  playing  at  staff  meetings.  On  this  platter  is  a  complete  explanation 
of  how  Programatic  works,  together  with  an  actual  demonstration  of  how  it  might  sound  on 
your  station.  Be  sure  to  pick  yours  up  at  the  Programatic  NAB  Convention  Display. 


^^a^^at^  BROADCASTING  SERVICE 

0  A  Jack  Wrather  enterprise 

229  Fourth  Avenue,  New  York  3,  N.  Y.    •    ORegon  4-7400 


'rograrnatic  playback 
assures  •'split-sec- 
broadcast  accuracy. 
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ADVERTISERS  EVERYWHERE  CLIMB  ABOARD  THE 
CANNONBALL  SALES  CARAVAN!  FIRESTONE  TIRES! 
GENERAL  PETROLEUM!  THE  GREAT  ATLANTIC  &  PACIFIC 
TEA  CO.!  WINN-DIXIE  FOOD  STORES!  JOHNSON'S  WAX! 
ROBIN  HOOD  FLOUR!  SCHMIDT  BEER!  STANDARD 
RADIATOR  CUMPANY!  MARY  JANE  BAKERIES!  PRICE'S 
DAIRY!  SHEPHERD'S  LAUNDRIES!  BURGER-KING! 
JORDAN  JEWELRY!  FACTORY  MOTOR  EXCHANGE! 

A  FEW  TOP  MARKETS  ARE  STILL  AVAILABLE!  DON'T  BE  DISAPPOINTED -WIRE  TODAY  FOR  YOURS! 


CANNONBALL  RACES  TO  DYNAMIC 
ACTION -HUMAN  INTEREST  SALES  RECORD! 
ONLY  A  FEW  CHOICE  MARKETS  ARE  STILL 
AVAILABLE!  PHONE-WIRE  COLLECT  TODAY! 


SOLD  IN 
MARKETS  LIKE 
Philadelphia 
San  Francisco 
Detroit 
Salt  Lake  City 
Cleveland 
Denver 
Minneapolis -St.  Paul 
Columbus,  O. 
San  Diego 
Dallas -Fort  Worth 
Jacksonville 
New  Orleans 
New  Haven -Hartford 
Seattle -Tacoma 
Portland 
AND  95  OTHERS! 

EAST  -  WEST ! 
NORTH -SOUTH! 


TELEVISION 
CORPORATION 


488  Madison  Ave.  •  New  York  22  •  PLaza  5-2100 


"JAXIE"  SBTS- 

A1WAYS  THE 
BEST  OF  NBC  .  . 

AND  NOW  THE 
BEST  OF  ABC 


To  reach  the  rich  $iy2  billion 
North  Florida  -  South  Georgia  mar- 
ket— use  WFGA-TV — the  station 
with  PLUS  PROGRAMMING.  With 
such  features  as: 

•  Maverick 

•  Dinah  Shore 

•  Loretta  Young 

•  Wells  Fargo 

•  Restless  Gun 

•  Sugarfoot — Cheyenne 

•  Wyatt  Earp 

•  Wagon  Train 

•  Bat  Masterson 

•  Zorro 

•  Walt  Disney 

•  The  Real  McCoys 

•  Tennessee  Ernie  Ford 

•  Perry  Como 

•  77  Sunset  Strip 

For  top  availabilities  on  WFGA-TV 
contact  your  nearest  Peters,  Griffin, 
Woodward  representative. 


Favorable  impression 

editor: 

My  compliments  to  you  on  some  very 
interesting  recent  issues. 

Newman  F.  McEvoy 
Senior  Vice  President  and 

Media  Director 
Cunningham  &  Walsh 
New  York 

Retail  success  story 

editor: 

Please  send  100  reprints  of  .  .  . 
"Stores  Miss  Radio-Tv  Boat"  (Jan.  26, 
page  35)  .  .  .  This  article  has  a  lot  of 
meat  to  help  local  tv  stations  overcome 
some  of  the  retail  store  apathy  toward 
broadcast  media. 

Lawrence  Carino 
General  Sales  Manager 
WWL-TV  New  Orleans 

EDITOR : 

Your  article  .  .  .  raised  some  thought- 
provoking  arguments  in  behalf  of  the 
industry.  Congratulations  to  Jack  Miller 
for  his  close  examination  of  the  "cost- 
to-sen"  ratio  .  .  .  please  send  25  re- 
prints .  .  . 

Deane  D.  Osborne 
Promotion  Manager 
WSPD-TV  Toledo,  Ohio 

editor: 

Your  report  on  the  retail  advertising 
conference  in  Chicago  featuring  the 
views  of  Jack  Miller,  advertising  direc- 
tor of  Leonard  Dept.  Store,  Fort  Worth, 
Tex.,  is  the  kind  of  news  reporting  that 
continues  to  make  your  publication  the 
number  one  business  weekly  for  radio- 
tv  industry.  Please  send  50  reprints  .  .  . 

Keith  Oliver 

Sales  Manager 

WJ1M-AM-TV  Lansing,  Mich. 
[EDITOR'S  NOTE:  Reprints  5#  each.] 

Yearbook  in  September 

editor: 

We   find   Broadcasting   most  in- 
formative and  helpful  in  support  of  our 
program  of  economic  development  in 
Maine  .  .  .  One  of  the  services  provided 
...  is  the  Yearbook.  We  are  looking 
forward  to  receiving  a  copy. 
Charles  G.  H.  Evans 
Public  Relations  Director 
Dept.  of  Economic  Development 
State  of  Maine 

[EDITOR'S  NOTE:  A  copy  of  the  1958  Year- 
book issue  is  enroute.  The  1959  radio-tv 
Yearbook  will  be  published  next  September.] 

Tall  tower  builder 

editor: 

In  your  Feb.  23  issue  .  .  .  you  ran 
an  article  on  page  54  ...  in  which  you 
featured  the   1,619  ft.   structure  for 
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[WGAN-TV]  Portland,  Me.  .  .  .  this 
tower  will  be  designed,  fabricated  and 
erected  by  the  Kline  Iron  &  Steel  Co. 
of  Columbia,  S.C.  (KIMCO  Towers). 
.  .  .  When  the  Portland  job  is  completed, 
we  will  have  the  distinction  of  the  five 
tallest  towers  east  of  the  Mississippi 
River,  plus  the  tallest  structure  in  the 
world. 

/.  R.  Trotter 
Sales  Mgr.,  Tower  Dept. 
Kline  Iron  &  Steel  Co. 
Columbia,  S.C. 

'Why  Advertisers  Take  to  the  Air' 

editor: 

We  sincerely  appreciate  the  copy  of 
"Why  Advertisers  Take  to  the  Air"  re- 
cently mailed  by  you  to  our  station. 
It  is  a  masterpiece  of  valuable  informa- 
tion about  "Radio,"  the  greatest  medi- 
um of  them  all.  If  reprints  are  avail- 
able .  .  .  please  advise  the  cost  of  100. 
Raymond  Gaddell 
Vice  President-General  Manager 
WHSC  Hartsville,  S.C. 
[EDITOR'S  NOTE:  Reprints  are  10*  each.] 

Wisk  makes  a  splash 

editor: 

We  wish  to  thank  you  for  the  fine 
story  on  the  County  Fair  program  and 
its  tie-in  with  one  of  our  sponsors,  Wisk 
(Jan.  26,  page  91)  ...  wherein  Herb 
Landon  was  named  as  executive  pro- 
ducer for  the  program.  This,  of  course, 
is  wrong  as  the  executive  producer  of 
the  show  is  Perry  Cross.  Mr.  Cross  was 
also  in  charge  of  all  production  in  con- 
nection with  the  Cypress  Gardens  fea- 
ture .  .  .  [also]  the  m.c.  of  the  program, 
Bert  Parks,  was  not  mentioned. 

Herbert  Landon 

General  Manager 

County  Fair 

New  York 

A  uhf  view  of  TASO  report 

editor: 

...  I  finally  caught  up  with  your 
issue  of  Jan.  19  and,  being  a  director  of 
TASO,  I  read  with  some  interest  your 
article  on  page  100. 

I  note  that  your  spy  understands  that 
the  TASO  report  finds  that  uhf  is  far 
less  effective  than  vhf  in  coverage,  ex- 
pense of  operations,  power  potential, 
receiver  sensitivity,  antenna  criticality 
and  maintenance. 

It  strikes  me  that  it  would  be  of  more 
service  to  your  readers  and  to  the  pub- 
lic and  also  a  little  bit  more  accurate  if 
your  spy  had  also  noted  that  the  TASO 
report  also  finds  that  uhf  is  far  superior 
to  vhf  in  freedom  from  man-made  in- 
terference, ignition  noise,  airplane  flut- 
ter, co-channel  interference  and  many 
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WFGA-TV 

Channel  12 

Jacksonville,  Florida 

FLORIDA'S 
COLORFUL  STATION 


EXPERIENCE! 

The  two  prime  requisites 
for  sound  representation . . . 

healthy,  continued  growth 
and  balanced  experience. 

VENARD,  RINTOUL  &  McCONNELL,  INC. 

TV  &  Radio  Station  Representatives 
NEW  YORK       CHICAGO       DETROIT       LOS  ANGELES       SAN  FRANCISCO  DALLAS 
Convention  Headquarters  2100  Conrad  Hilton  Hotel 
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Farm  Public  Service  in 

the  KWTV  Community 

row* 

makes 

KWTV 

OKLAHOMA  CITY 

Oklahoma's  No.  1 

/> 

Television  Station  | 

Traveling  to  obtain  on-the- 
air  reports  during  1958, 
KWTVs  two  farm  direc- 
tors visited  the  more  than 
100  towns  shown  on  the 
map  .  .  .  many,  several 
times.  Proof  of  KWTVs 
community  coverage! 


See  your  PETRYman 


in  Shorthand. . . 


it's  Gregg 


in  TV  and  Radio . . . 

IT'S 

BROADCASTING 
YEARBOOK! 


To  the  uninitiated,  a  page  of  Gregg  is  so 
much  Greek.  But  a  secretary  trained  in  the 
symbology  of  shorthand's  foremost  author- 
ity can  translate  it  into  a  meaningful  com- 
munication. To  a  bus-driver,  a  page  from 
the  1959  BROADCASTING  YEARBOOK 
won't  be  very  lucid  either.  But  the  men 
and  women  who  make  important  decisions 
in  broadcast  advertising  look  upon  this 
comprehensive  volume  as  THE  authority 
for  a  multitude  of  facts  about  television 
and  radio... dependable  facts  they  can 

Deadlines?  July  1  if  proofs  are  needed;  July  15,  r 


translate  into  more  profitable  advertising 
plans.  Nowhere  is  so  much  useful  TV-radio 
information  assembled  within  a  single  set 
of  covers,  or  consulted  so  often  day- 
after-day  throughout  the  year.  The  1959 
BROADCASTING  YEARBOOK,  packed  with 
more  data  about  the  broadcast  media  than 
ever  before,  will  be  delivered  to  16,000 
paid  subscribers  in  August.  Your  message 
gets  a  big  bonus  of  attention  and  long  life 
at  regular  BROADCASTING  rates.  Today's 
the  day  to  reserve  a  good  spot  for  it. 
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of  the  other  difficulties  that  plague  vhf 
reception. 

Those  of  us  who  operate  in  the  uhf 
part  of  the  band  have  troubles  enough, 
due  to  the  economic  and  political 
hurdles  we  must  face,  without  having 
to  deal  with  unfair  and  biased  news 
coverage  as  well. 

William  L.  Putnam 
President 

WW  LP  (TV)  Springfield,  Mass. 

[EDITOR'S  NOTE:  The  TASO  story  was 
written  under  handicap,  without  benefit  of 
the  report.  The  reporter  relied  on  the  best 
sources  then  available.  We  certainly  don't 
intend  to  slight  uhf.  Our  editorial  record 
shows  that.] 

Wanamaker  success  story 

editor: 

Would  you  be  so  kind  as  to  send  us  a 
half-dozen  reprints  of  the  Wanamaker's 
success  story  (page  35,  Oct.  20,  1958). 

Robert  O.  Moran 

General  Manager 

WBEL  Beloit,  Wis. 
[EDITOR'S  NOTE:  Reprints  5e  each. 

Joe  Gems'  fm  views  score 

editor: 

Enclosed  find  $1  for  which  please 
send  me  20  reprints  of  "Fm  listener: 
good  game  but  hard  to  flush"  by  Joe 
Gans  (page  93,  Dec.  15,  1958). 
Elmer  G.  Sulzer,  Director 
Radio  and  Television 

Communications 
Indiana  U. 
Bloomington,  Ind. 

editor: 

I  would  greatly  appreciate  .  .  .  200 
reprints  .  .  . 

Russell  C.  Jones 
General  Manager 
WSOM  (FM) 
Salem,  Ohio 

editor: 

I  am  enclosing  a  check  ...  for  100 
reprints. 

William  L.  Weinrod 
General  Manager 
KHFM  (FM) 
Albuquerque,  N.M. 

editor: 

Please    enter    our    order    for  200 
copies  .  .  . 

Wallace  Dunlap 

WTAO  (AM)-WXHR  (FM) 

Cambridge,  Mass. 

editor: 

Please  send  us  100  reprints.  .  .  . 
Jim  Hodges 

KQXR  (FM)  Bakersfield,  Calif. 

editor: 

.  .  .  Since  I  am  an  applicant  for  an 
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The  long-lif  e  charac- 
teristic of  the  RCA- 
892-R  is  due  in  no  small  way  to  the 
constant  attention  we  pay  to  the  de- 
tails of  the  "inner  tube".  Manufac- 
turing techniques,  for  example, 
have  kept  pace  with  the  experience 
we  have  gained  in  building  broad- 
cast power  tubes  for  a  generation. 
Design  refinements  have  been 
evolved— through  our  continued  ef- 
fort to  make  a  good  tube  even  better. 

Type  892-R  is  another  typical  ex- 
ample of  RCA  time-proved  design 
that  is  paying  dividends  in  lower 
tube  cost  per  hour  of  operation— 
and  uninterrupted  program  time 
for  stations  everywhere. 

For  long-term  power  delivery, 
always  specify  RCA  Tubes.  Your 
RCA  Industrial  Tube  Distributor 
handles  the  entire  RCA  line. 


A    All  glass  seals— microscopically  inspected 
B    Grid  and  Support  Assembly  "vacuum-fired" 

at  more  than  2000°  F  to  assure  maximum 

freedom  from  gas 
C    Sag-proof  Filament  Supports  — to  prevent 

stress  on  filament  strands  and  to  improve  life 
D    Interlocked-Fin  Radiator— for  improved  heat 

radiation 

E  Filament  material  controlled  for  internal  grain 
structure— assures  superior  strength 

F  Entire  Tube  is  "spot-knocked"  at  tens  of  thou- 
sands of  volts  to  reduce  internal  leakage 

G  Stress-free  Glass  Bulb  —  individually  in- 
spected with  polariscope 

H  Sandblasted  Grid  Arm  —  torsion-tested  to  in- 
sure high  strength 


Leads  the  TV 


ypical  spring- summer  ratings  in  20  major  markets 


Cincinnati,  Ohio 
KRfccTV-16.3 


roit,  Mich. 
YZ-TV-13.3 

Cleveland,  Ohio 
WEWS-16.5 

Duluth,  Minn. 
WDSM-TV-18.4 


Kansas  City,  Mo. 
KCMO-TV-17.9 

Lubbock,  Tex. 
KDUB-TV-15.5 

Minneapolis,  Minn. 
WCCO-TV-12.7 

New  Orleans,  La. 
WDSU-TV-11.5 


Indianapolis,  Ind. 
WFBM-TV-11.9 

San  Antonio,  Tex. 
KONO-TV-15.9 

Grand  Rapids,  Mich. 
WOOD-TV-19.8 


Seattle,  Wash. 
KOMO-TV-16.1 


♦•5 


Si 


Tulsa,  Okla. 
KOTV-14.2 


Memphis,  Tenn. 
WHBQ-TV-14.4 


Hartford,  Conn. 
WTIC-TV-21.1 

Scranton,  Pa. 
WDAU-TV-22.8 

Spokane,  Wash. 
KREM-TV-18.2 

Corpus  Christi,  Tex. 
KRIS-TV-15.6 

Ft.  Wayne,  Ind. 
WKJG-TV-17.7 

Peoria,  III. 
WEEK-TV-15.0 


o  other  sports  program  on  TV 
comes  up  with  ratings  like 
^CHAMPIONSHIP  BOWLING" 


SPECIAL  PACKAGE  DEAL  for  once  a  week, 
twice  a  week,  or  strip  programming. 

Also  available,  26  of  the  top  matches 

in  a  special  "BEST  OF  BOWLING" package. 


"CHAMPIONSHIP  BOWLINC^,  1 

has  the  top  bowling  stars, 


Don  Carter 
Bill  Lillard 
Buzz  Fazio 
Steve  Nagy 


Lou  Campi 
Buddy  Bomar 
Tom  Hennessey 
Therman  Gibson 


Ray  Bluth 
Glenn  Allison 
&  many  others 


"CHAMPIONSHIP  BOWLING" 
now  available  for 
spring- summer  release. 

-t  Qf\  one -hour 
XOU  programs! 


The  only  complete  bowling  show  in 
America  with  three  entire  games— not 
condensed  or  cut. 


f Uiil' SCHWIMMER,  INC 

CHICAGO     .main  office  •  75  E.  Wacker  Drive 
FRanklin  2-4392 


NEW  YORK  ,527  Madison  Ave. 

ELdorado  5-4616 


Produced  in  co-operation  with  the 
BRUNSWICK-BALKE-COLLENDER  CO 


RATINGS  ARE  IMPORTANT 
ONLY  IF  YOU  CAN  GET 
THE  AVAILABILITIES 


In  time  that  counts  —  like  week 
nights,  week  in  and  week  out, 
when  the  most  people  watch  tele- 
vision consistently,  KJEO  gives 
you  the  top  time  buys. 


See  your  H-R  representative  today 
—  the  only  undiluted  network 
channel  in  all  of  Central  California. 


right  in  your  lap 

46.3%  of  all  Michigan's 
retail  filling  station  sales 

outside  Metropolitan  Detroit 
are  made  in  Michigan's 
Golden  Triangle  area, 
which  includes  Jack- 
son, Lansing  and 
Battle  Creek.  And  this 
rich  area  can  be 
reached  powerfully  fatfr] 
with  only 


fm  radio  station  ...  I  would  like  ...  50 
or  100  reprints  .  .  . 
Jack  L.  Katz 
Jack  L.  Katz  Enterprises 
Omaha,  Neb. 

editor: 

We  would  appreciate  ...  25  tear- 
sheets  .  .  . 

Sydney  A.  Abrams 
President,  Market-Casters 
Seattle,  Wash. 
[EDITOR'S  NOTE:  Reprints  are  5<  each.] 

Trip  To  Europe  May  29 

editor: 

Your  readers  might  be  interested  to 
know  that  on  May  29  a  group  of  tv  and 
radio  executives  will  depart  with  me  on 
a  study  trip  to  Europe. 

We  will  visit  radio-tv  facilities  in 
Portugal,  Spain,  Italy,  Switzerland, 
Germany,  France,  England,  Ireland 
and  Luxembourg  .  .  .  Wives  and  fami- 
lies .  .  .  are  naturally  welcome  .  .  . 
We  hope  some  of  your  readers  can 
join  us  .  .  . 

Powell  Ensing 

Executive  Vice  President 

Everett-McKinney  Inc. 

New  York 

Turn  back  your  radio 

editor: 

There  is  something  that  would  give 
that  tv  set  a  rest — network  radio  pro- 
gramming, vintage  1939-45.  Television 
as  a  curiosity  is  passe.  Entertainment, 
whether  listened  to  or  looked  at,  isn't. 
Oddly  enough,  to  teenagers,  radio  pro- 
gramming, which  they  don't  know  ever 
existed,  could  be  the  new  satisfying 
curiosity.  As  for  us  oldsters,  we  remem- 
ber many  hours  of  radio  enjoyment  and 
we  would  turn  television  off  if  radio 
offered  a  better  half  hour  of  entertain- 
ment. 

I  would,  therefore,  like  to  suggest  a 
practical  experiment  to  the  networks. 
Take  one  weekday  night  and,  with  all 
the  fanfare  that  can  be  mustered,  throw 
"the  audio  book"  at  the  video  audience. 
I'm  referring  to  things  like  /  Love  a 
Mystery,  Sherlock  Holmes,  Bob  Hope, 
Red  Skelton,  Lux  Playhouse,  Lum  and 
Abner,  Charley  McCarthy  et  al. 

William  D.  Hay  ward 

Associate  Director  for  Radio-Tv 

New  Jersey  Education  Assn. 

Trenton,  N.  J. 


BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35<>  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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BYSTUDEBAKER 


AND  IT  CAN  BE  YOURS  FREE 


ATTELEPROMPTER'S  BOOTH 
BE  SURE  TO  SEE 
Model  V  TelePrompTer.  The  foolproof 
way  to  provide  network  quality  at  the 
local  level. 

TelePro  6000  Rear  Projector.  Provides 
the  brilliant  rear  screen  image  to  spark 
up  commercials  with  life-like  back- 
ground scenes. 

New  TeleMation.  Our  electronic  "stage 
manager"  which  enables  you  to  trigger 
hundreds  of  staging  effects  .  .  .  with 
split-second  timing  .  .  .  from  a  single 
TelePrompTer  script. 
T  P  T  L  S  N.  An  association  of  131 
TV  stations  geared  to  provide  the 
national  spot  advertiser  with  top  local 
live  performance. 

TelePrompTer 

~— — — -M  CORPORATION 
ORIGINATORS  OF 

GROUP  COMMUNICATIONS 

311  West  43  St.,  New  York  36,  N.Y. 
Los  Angeles  •  Washington, D.C.* Chicago 
Huntsville,  Ala. -Toronto  •  London 


ililliSlll 

BY  WINNING 
THE  TELEMATION 
LIVE  PROGRAMMER 

CONTEST  AT 
BOOTH  NO.  TWENTY 
N.A.B. 

CONVENTION 
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MONDAY  MEMO 


from  EDGAR  J.  DONALDSON,  vice  president  and  director,  radio-tv  dept.,  Ketchum,  MacLeod  &  Grove 

Management:  reluctant  audience? 


How  many  people  do  you  know  who 
once  said:  "I  wouldn't  have  a  television 
set  in  my  home"? 

Fortunately,  for  our  business,  most 
of  these  comments  have  been  relegated 
to  history  with  national  set  saturation 
now  approaching  90%. 

But  now  the  "fourth  best  sport"  seems 
to  be  the  utterance  of  comments  such 
as:  "I  never  watch  television.  I've  got 
three  sets — one  in  the  living  room,  one 
in  the  den  and  one  in  the  bedroom. 
There's  nothing  on  but  westerns.  And 
besides — I  don't  have  the  time,  etc." 

This  is  a  typical  businessman-at- 
lunch  remark.  It  goes  hand  in  hand 
with  idle  chatter  about  the  weather,  the 
standing  of  his  favorite  ball  club  and 
the  350  horses  under  the  hood  of  his 
new  car. 

Nielsen  Clocked  Him  •  With  Nielsen 
showing  family  viewing  at  better  than 
six  hours  per  home  per  day.  this  man 
would  be  highly  unusual  if  he  "never" 
watched  television — especially  when  it  is 
a  known  fact  that  the  better  educated, 
higher  income  families  spend  more  time 
with  tv  than  do  their  less  fortunate 
brethren. 

It  would  be  nice  if  we  could  con- 
tinue to  turn  our  backs  on  harmless 
conversations  like  this — but  we  can't. 
It  does  more  harm  than  we  know. 

It  contributes  to  the  "light  regard" 
much  of  industry  management  has  for 
the  ability  of  television  to  perform  in 
non-consumer  areas:  specifically  its 
ability  to  deliver  the  quality  of  audience 
necessary  to  justify  expenditures  on 
certain  types  of  corporate  messages. 

At  dinner  not  long  ago.  I  sat  next  to 
the  president  of  a  large  corporation. 
His  company  has  never  used  television. 
When  he  found  out  my  business,  he 
proceeded  to  give  me  his  views.  They 
were  very  close  to  the  above  statement. 
He  was  not  critical  of  television.  He  just 
wanted  to  be  sure  that  I  understood  he 
had  no  time  for  such  frivolities. 

A  Bedtime  Story  •  He  said  he  was 
usually  in  bed  by  8  p.m. — with  his 
briefcase.  He  did  suffer  the  bedside 
radio  to  be  on  low  (fm)  while  he 
worked.  Sometimes  he  stayed  awake 
through  the  11  o'clock  news,  but  most 
often  not.  Usually  his  wife  had  to  tip- 
toe in,  take  off  his  glasses  and  put  his 
papers  away. 

Then  he  went  on  to  say  that  he  had 


one  of  the  first  color  sets  in  Pittsburgh. 
And  he  even  had  a  special  dining  room 
installation  made  so  he  could  watch 
Dave  Garroway  in  the  morning.  But 
he  said  he  never  did.  (My  private  opin- 
ion is — he  was  up  so  late  watching 
Jack  Paar  he  missed  Garroway.) 

Whether  or  not  this  man  watches 
much  television  is  immaterial.  It's  the 
damaging  effect  of  his  stated  routine 
that  concerns  me.  After  all — if  the  boss 
doesn't  think  he  can  admit  to  wasting  a 
few  hours  with  television,  how  can  his  ' 
subordinates  admit  to  it.  So  they  play- 
back the  same  tune. 

But  meanwhile — they  watch.  Not 
several  hours  a  day — true — but  they 
watch. 

Very  Selective  Audience  •  These  man- 
agement people  are  more  selective  than 
the  average.  They  have  an  inclination 
not  to  spend  too  much  time  with  the 
Gunsmokes  and  Have  Guns.  But  they 
do  just  like  the  rest  of  us.  It's  that  they 
just  won't  admit  it.  After  all,  they  can't 
be  doing  justice  to  those  bulging  brief- 
cases they  carry  home  if  they  waste 
their  time  with  television. 

When  these  people  will  admit  to  tele- 
vision viewing,  they  name  the  programs 
in  the  news  and  public  affairs  area  that 
they  seldom  miss.  They  also  throw  in 
a  special  or  two  like  Annie  Get  Your 
Gun.  Or  even  admit  to  a  few  minutes 
of  Steve  Allen.  But  ask  them  how  they 
liked  Wagon  Train  last  week  and  you'll 
get  a  blank  stare. 

Who  lives  in  the  18  million  homes 
that   tune   in   on   such   programs  as 


Wagon  Train?  Does  corporate  advertis- 
ing on  television  have  to  be  confined 
just  to  programs  that  America's  opinion 
leaders  admit  they  listen  to?  I  don't 
think  so. 

Television  programming  has  more 
universal  appeal  than  most  of  its  de- 
tractors will  admit.  Sure,  much  of  it  is 
escapist.  But  ask  any  psychiatrist  about 
the  therapeutic  values  of  escape.  And 
ask  yourself,  "How  much  of  American 
management  is  included  in  Palladins 
1 6  million  homes  on  a  Saturday  night?" 
Or  does  Palladin  appeal  only  to  "Un- 
thinking Men?" 

When  a  corporation  appropriates 
several  million  dollars  for  a  television 
vehicle  to  carry  its  advertising  messages, 
it  hopefully  expects  this  vehicle  to  at- 
tract people  representative  of  all  its 
customers.  The  proper  program  can  do 
this.  Garry  Moore  is  doing  it  for  Pitts- 
burgh Plate  Glass  Co.  The  corporate 
commercials  prepared  by  KM&G  for 
this  show  are  reaching  into  10  million 
homes  each  Tuesday  evening. 

Management  Not  Missing  •  And  our 
research  shows  these  homes  are  not 
devoid  of  the  management  element. 

More  research  is  needed  on  this 
subject.  The  audience  quality  is  there- 
let's  prove  it  beyond  a  doubt! 

And  let's  promote  to  top  manage- 
ment the  therapeutic  value  of  escape  via 
television.  We'd  lose  fewer  executives  in 
the  middle  of  the  race  of  life  if  more  of 
them  would  relax  and  watch  shows  like 
Palladin  for  30  minutes. 


Edgar  J.  Donaldson  is  vice  president 
and  director  of  the  radio-television  de- 
partment of  Ketchum,  MacLeod  & 
Grove,  Pittsburgh.  He  began  his  broad- 
casting career  with  WSLB  Ogdensburg. 
N.Y.,  while  completing  studies  for  a 
B.A.  degree  in  English  at  St.  Lawrence 
U.  After  graduating  he  joined  WSYR 
Syracuse,  N.Y.  When  the  station  ex- 
panded into  television  in  1950,  he  was 
named  production  supervisor.  He  joined 
KM&G  in  1952  as  an  assistant  director 
in  the  radio-tv  department.  He  was 
named  radio-tv  director  in  1956  and  a 
vice  president  in  1957.  A  native  of 
Syracuse,  he  was  a  Navy  communica- 
tions officer  in  World  War  II. 


No!  'It's  that  they  just  won't  admit  it' 
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LEVER  BROTHERS  increased 
its  program  sponsorships 
on  CBS  Radio  by  32%  since 
PCP.  Just  clean  logic! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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TALLEST 


The  TOWERING  PRIDE  of  South  Carolina 

More  than  a  quarter  of  a  mile  in  the  sky 
over  South  Carolina,  this  tower  has  doubled 
previous  coverage.  From  Columbia,  the  cap- 
ital city,  WIS-TV  serves  more  of  South  Caro- 
lina, by  far,  than  any  other  television  station 
,  .  .  plus  coverage  in  adjoining  states. 


The  MAJOR  SELLING  FORCE  in  South  Carolina 

WIS-TV  Channel  10 

Columbia 

South  Carolina 

A  station  of  the  Broadcasting  Company  of  the  South 

G.  Richard  Shafto,  Exec,  Vke-Pres. 

Charles  A.  Batson,  Managing  Dir. 

Law  Epps,  Sales  Manager 

represented  nationally  by 
Peters,  Griffin,  Woodward,  Inc. 

Darker  tinted  crescent  area  shows  increased 
coverage  from  new  tower,  based  on  predicted 
contours  drawn  by  the  engineering  firm  of 
Lohnes  and  Culver,  Washington,  D.  C. 


Host- 
Narrator 
TRUMAN 
BRADLEY 


Citizen! 
Communist! 
Counterspy! 


SCIENCE  FICTION  THEATRE 

5  .       ,  SDace-age  adventures  with 

TV's  unique  series  °?"Pa^lon  dramas.  Winning 
big  name  stars  in  exciting    ton  ^ 
top  multi-run  ratings  ■  ■  jm 
24  8,  Orlando  20.3,        ^  "T  /L 
Harlingen-Weslaco  .  •  •  ^  J  ■"T 


From  the  secret  files  of  a  counterspy  for  the  FBI, 
1 17  gripping  half-hourstories  of  the  patriotic  Ameri- 
can who  led  three  lives  for  his  country.  Buffalo  17.2, 
Colorado  Springs  16.3,  jm 
Honolulu  16.2,  Albany-  J_4^L  ^# 
Schenectady-Troy.  .  .  fli^l  %dw 


w 


Act/on! 
Gallantry! 
Excitement.' 


Starring 
The  Corps 
Of  Cadets 


WEST  POINT 

Economee's  star  ■ 

26.3 


SMASH 
RE-RUN 
RATINGS 

AND  RESULTS... 
for  stations  and 
advertisers ! 


.  ,  JflBfik  Starring 

Amencas  *  MACDONALD 

Favorite  »   W  1*7  CAREY 

Family  Show!  A 

DR.  CHRISTIAN 

21 .2,  Kansas  City  18.6,  Cin-  ^  « 
cinnati20.2,  Pittsburgh... 


CURRENT  FILES  PACKED 
WITH  SUCCESS  STORIES 

In  market  after  market,  for  show  after  show,  the 
story's  the  same:  Economee  TV  series  offer  unlimited 
opportunities  to  strengthen  programming,  win  larger 
audiences,  build  sales  and  profits!  All  series  available 
for  full  or  alternate  sponsorship  or  as  spot  carriers  to 
fit  sales  or  program  needs. 

J    *      RATING-PROVED!  ZIV-PRODUCED! 

^^^^T  ECONOMEE  TELEVISION  PROGRAMS,  INC., 

.„„    ...  _i:  «...       hi  Vn-I>  11     IM  V 


ECONOMEE  TELEVISION  PROGRAMS,  INC., 
488  Madison  Ave.,  New  York  22.  N.Y. 

Other  Economee  TV  Series:  The  Unexpected,  Your  TV 
Theatre,  The  Eddie  Cantor  Comedy  Theatre,  Yester- 
day's Newsreel,  Sports  Album,  The  Living  Book. 


Action  and 
suspense  . . . 
romance  and 
humor! 


Host 
HERBERT 
MARSHALL 


TIMES  SQUARE  PLAYHOUSE 

exciting  dramas  with  ratings  like  Ph.ladelph.a  £6, 
St.  Louis  19.5,  Cleveland  20.6,      ^  ^  ™ 
San  Antonio  •  •  • 


ALL  RATINGS  SHOWN  ARB  or  PLUSE,  1958 


FAVORITE  STORY 

78  success-proved  half  hours  based  on  stories 
written  by  the  world's  greatest  authors.  Charleston 
18.3, Huntington-Ashland  22.1,  +\  gm 

Birmingham  ...     ^  1  ^2 


Host- 
Narrator 
ADOLPHE 
MENJOU 


Puts  a  smile 

in  your 
programming 


Starring 
ANN 
BAKER 


MEET  CORLISS  ARCHER 

39  sparkling  half-hour  situation  comedies,  lavishly 
staged,  skillfully  directed.  f\  F\ 

Pensacola  17.4,  Buffalo  .  .  .     ^  ^  _ 


"Northeast  Airlines  has  been  selling  air  travel  on  WRC  Radio  for  less  than  one 
year  and  already  the  results  are  very  gratifying.  I'm  sure  the  sound  of  quality  on 
WRC  is  an  important  factor  in  the  presentation  of  Northeast  Airlines'  sales  mes- 
sage in  the  Washington  market."  (signed)  joel  s.  daniels  jr.,  assistant  vice 

PRESIDENT  IN  CHARGE  OF  ADVERTISING  AND  PROMOTION,  NORTHEAST  AIRLINES. 
Further  proof  that  The  Sound  of  Quality  is  getting  results  for  local  and  national  ad- 

WRC  RADIO  980 

NBC  LEADERSHIP  STATION  IN  WASHINGTON,  D.C.    SOLD  BY  NBC  SPOT  SALES 
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TIME  OF  TRIAL  FOR  RADIO  NETWORKS 

Mutual  takes  worst  buffeting  but  others  have  their  troubles,  too 


Radio  networking  today  is  in  a 
ferment  unmatched  since  its  "crisis 
days"  of  the  early  1950's. 

Of  all  networks,  Mutual  last  week 
faced  the  most  trying  difficulties  (see 
page  36)  but  none  was  free  of  prob- 
lems. All  four  national  networks  have 
been  moving  in  different  directions, 
each  in  the  hope  that  its  way  is  the 
right  way,  and  some  of  the  oldest,  big- 
gest and  most  respected  affiliates  have 
become  so  disenchanted  that  they  are 
ready  to  forget  networks  and  to  try  to 
set  up  their  own  substitute,  a  straight 
program  service  (Broadcasting,  Feb. 
2,  et  seq.). 

Network  pricing  has  been  and  still 
is  the  prime  target  of  network  critics, 
both  within  and  outside  affiliate  ranks, 
but  the  main  fermenting  agent  at  this 
point  is  the  harsh  but  unchallenged 
fact  that  for  the  past  two  or  three 
months  the  spot  radio  business  has 
been  in  its  worst  doldrums  since  1952. 

Critics'  Complaint  •  Historically, 
affiliates  have  complained  that  after 
television  shoved  network  radio  into  a 
slide,  the  payments  they  received  from 
the  networks  steadily  diminished.  Now 
two  of  the  four  networks — first  Mutual 
and  more  recently  CBS  Radio — have 
abandoned  cash  payments  as  a  basic 
form  of  compensation.  With  spot  busi- 


ness suffering  too,  the  pain  among 
these  affiliates  is  becoming  intense. 

This  at  least  is  the  argument  ad- 
vanced by  some  of  the  country's  top 
stations,  including  affiliates  of  most  of 
the  networks. 

But  the  networks  take  a  different 
view.  For  the  most  part  they  are  op- 
timistic—some of  them  exuberantly  so. 
This  even  though  most  of  them  ac- 
knowledge that  network  business,  along 
with  spot,  is  considerably  less  lively 
right  now  than  it  was  a  year  ago. 

Of  the  four  networks,  only  one  is 
not  involved  in  some  sort  of  affiliate 
relationship  maneuver  or  other  prob- 
lem. The  exception  is  ABC,  which 
less  than  a  year  ago  was  on  the  verge 
of  going  out  of  business.  While  not 
quite  left  for  dead,  it  suffered  major 
program  amputations  but  since  has  ap- 
peared to  be  regaining  strength  slowly 
through  a  cautious  and  conservative 
operation. 

Mutual's  Plight  •  Among  the  others, 
Mutual  has  been  finding  itself  forced 
to  operate  in  a  sort  of  no-man's  land. 
It  either  is  being  sold  or  it  isn't — it's 
hard  to  tell  from  day  to  day — with  the 
natural  result  that  advertisers  and 
agencies  are  cautious  about  new  com- 
mitments. In  addition  there  have  been 
bookkeeping    disputes    with  affiliates 


about  network  payments,  and  last  week 
affiliates  were  being  told  by  AT&T  rep- 
resentatives that  it  might  be  necessary 
to  cut  off  line  service  unless  network 
phone  bills  were  paid. 

CBS'  PCP  •  CBS  Radio  meanwhile 
is  putting  into  effect  its  marked  de- 
parture from  old-line  network  operation 
policies,  the  Program  Consolidation 
Plan,  involving  a  substantial  cutback 
in  program  hours  and  substitution  of 
free  programs  for  money  as  basic 
compensation.  And  NBC,  striding  off 
in  the  other  direction,  is  adding  pro- 
gramming— but  doing  so  in  a  way  that 
has  brought  charges  of  "barter" — and 
is  asking  for  network  option  time 
changes  which  some  affiliates  privately, 
if  not  publicly,  deplore. 

The  most  constant  gripe  among  crit- 
ics of  networks,  however,  remains  one 
of  the  oldest:  prices.  The  networks, 
they  contend,  are  selling  so  cheaply  that 
all  radio  prices  are  debased.  Why,  they 
want  to  know,  should  an  advertiser 
spend  $25  or  $50  for  a  spot  announce- 
ment on  a  station  when  he  can  buy  the 
same  station,  through  a  full-network 
order,  for  $5  to  $10? 

The  rate  cards  lend  some  support  to 
this  arithmetic.  A  IVi  minute  segment 
on  CBS  Radio,  with  approximately  200 
continued  on  page  38 


ABC's  De  Gray 

BROADCASTING,  March  9,  1959 


CBS's  Hayes 


NBC's  Culligan 


SOS  from  Mutual  as  courts  and  creditors  close  in 


The  Mutual  Broadcasting  System 
was  in  danger  of  going  under  last 
week.  It  looked  as  though  only  a  last- 
minute  sale  to  a  moneyed  angel  could 
keep  it  afloat. 

That  sale  had  not  come  through 
late  Thursday  night  (March  5),  al- 
though the  network  was  breathing 
hard  after  at  least  one  prospect  who 
seemed  interested  in  picking  up  the 
tab  for  Mutual's  growing  losses.  Of- 
ficials said  they  expected  the  deal 
to  be  completed  Friday.  Breathing 
hard  after  Mutual  was  AT&T,  which 
says  it  wants  overdue  line  charges 
paid  (reportedly  by  this  Wednesday) 
or  it  will  pull  the  plug  shutting  the 
network  off  from  its  affiliates. 

Some  of  those  affiliates  are  im- 
patient, too.  It's  known  that  Mutual 
is  "in  excess  of  $100,000"  behind  in 
payments  to  an  undisclosed  number 
of  affiliates.  Some  of  them  have 
threatened  to  disaffiliate  if  payment 
isn't  forthcoming  soon. 

An  authoritative  source  says  that 
Mutual  at  this  moment  is  $1.05  mil- 
lion in  the  hole.  Additionally,  it  was 
disclosed  last  week  that  an  attor- 
ney for  Hal  Roach  Jr.,  Mutual's 
chairman,  told  a  U.S.  district  court 
that  the  network  is  losing  $100,000 
a  month.  Earlier,  papers  filed  with 
the  Securities  &  Exchange  Commis- 
sion showed  the  network's  deficits  at 
some  $1.8  million  last  July  31. 

Looking  for  Takers  •  Mutual 
started  looking  for  a  buyer  shortly 
after  Hal  Roach  assumed  control  of 
the  F.L.  Jacobs  organization  and  its 
subsidiaries  from  A.L.  Guterma, 
who  until  Feb.  13  was  president  of 
Mutual.  The  first  hot  prospect  was 
Max  Factor  Co.,  cosmetics  manu- 
facturer. That  sale  fell  through  Feb. 
27  (Broadcasting,  March  2),  re- 
portedly because  Factor  could  not 
figure  out  how  to  apply  Mutual's 
losses  to  its  revenue  in  such  a  way  as 
to  gain  a  tax  advantage. 

On  that  same  day  Mr.  Roach  gave 
a  30-day  option  to  sell  the  network 
to  Robert  Hurleigh,  the  network's 
Washington  vice  president,  who  im- 
mediately set  out  after  other  buy- 
ers. Mr.  Hurleigh  was  being  aided  in 
his  search  by  Blair  Walliser,  execu- 
tive vice  president;  James  Gladstone, 
MBS  controller;  Fulton  Lewis  Jr., 
network  commentator,  and  Vic 
Diehm,  chairman  of  the  Mutual  Af- 
filiates Advisory  Committee. 

One  of  the  buyers  they  were  after 
is  known  to  be  Gordon  McLendon, 
independent  station  operator  who 
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owns  KLIF  Dallas,  KILT  Hous- 
ton, KTSA  San  Antonio,  KEEL 
Shreveport  and  WAKY  Louisville. 
Mr.  McLendon,  who  had  trying  ex- 
periences with  another  network  op- 
eration (Liberty  Broadcasting)  some 
years  back,  reportedly  decided  to 
stick  with  his  independent  stations 
for  the  moment. 

Any  deal  that  Mr.  Hurleigh,  et  ah, 
come  up  with  will  be  subject  to  ap- 
proval by  both  the  SEC  and  a  U.S. 
court  before  it  can  be  consummated. 
Judge  Sidney  Sugarman  of  the  U.S. 
District  Court  in  New  York  imposed 
this  condition  when  he  granted  a 
Jacobs  motion  to  stay  a  Detroit  court 
from  taking  action  on  a  petition  for 
receivership  filed  by  Jacobs  stock- 
holders two  weeks  ago  and  return- 
able last  Monday. 

The  attitude  of  urgency  which  sur- 
sounds  Mutual's  negotiations  for  a 
buyer  has  another  aspect  besides  the 
demands  of  creditors.  That's  the  pos- 
sibility that  a  court-appointed  re- 
ceiver might  take  over  the  F.L. 
Jacobs  Co.,  deposing  Mr.  Roach  and 
conceivably  nullifying  the  option  Mr. 
Hurleigh  holds  to  sell  the  network. 

Roach's  Problem  •  The  SEC  filed 
an  affidavit  Thursday  asking  that  the 
court  appoint  a  receiver  to  protect 
the  company's  stockholders  and  cred- 
itors. Judge  Sugarman  issued  a  show 
cause  order  on  the  receivership  ap- 
plication returnable  today  (March 
9)  at  10:30  a.m. 

The  SEC  labeled  Mr.  Roach  a 
Guterma  puppet,  saying  he  "stands 
in  the  shoes"  of  Mr.  Guterma  and 
does  not  represent  the  best  interests 
of  both  stockholders  and  creditors. 
Further,  the  SEC  said,  Mr.  Roach 


Mr.  Hurleigh:  he  has  the  option 


has  not  demonstrated  either  "busi- 
ness acumen  or  judgment"  which 
would  qualify  him  to  run  the  com- 
pany. The  affidavit  cited  a  number 
of  transactions  between  Mr.  Roach 
and  Mr.  Guterma  which  it  alleged 
pose  a  "complete  conflict  of  interest" 
between  Mr.  Roach  and  the  Jacobs 
company. 

Mr.  Roach  took  over  the  company 
after  saying  he  had  acquired  Mr. 
Guterma's  100,000  shares  in  return 
for  releasing  Mr.  Guterma  from 
some  obligations.  The  SEC  says 
those  obligations  are  of  "doubtful 
collectibility  and  origin."  Beyond 
that,  the  SEC  cites  Mr.  Guterma's 
having  pledged  these  same  stocks  as 
making  it  questionable  whether  Mr. 
Guterma  owned  them  in  the  first 
place. 

How  AT&T  Fits  In  •  The  matter 
of  continuation  of  AT&T's  long  line 
service  to  the  network  is  crucial  in 
the  problems  surrounding  Mutual. 

A  week  ago  Thursday  (Feb.  26) 
AT&T  renewed  its  requests  for 
money,  saying  that  it  would  discon- 
tinue service  the  next  day  if  the  net- 
work couldn't  raise  it.  It  was  then 
that  Mr.  Hurleigh  reportedly  went  to 
Mr.  Roach  and  got  his  option,  sub- 
ject to  his  getting  AT&T  to  hold  off. 

Although  acceding  for  the  mo- 
ment, AT&T  has  been  notifying 
Mutual  affiiliates — according  to  af- 
filiates— that  it  may  be  yet  necessary 
to  discontinue  service.  This  Wednes- 
day is  that  day  most  prominently 
mentioned  as  the  deadline.  AT&T 
declined  to  comment. 

Meanwhile  •  The  man  whose 
troubles  started  it  all  found  himself 
before  still  another  court  last  week. 
The  FBI  arrested  Mr.  Guterma  last 
Thursday  on  charges  of  participating 
in  an  unauthorized  deal  involving 
the  Security  National  Bank  of 
Huntington,  N.Y.  Mr.  Guterma  al- 
legedly "counseled,  aided  and  abet- 
ted" George  A.  Heaney,  former 
president  of  the  bank  (Mr.  Heaney 
was  arrested  several  months  ago),  in 
obtaining  $500,000  in  unauthorized 
financing  from  the  bank.  Mr. 
Guterma  was  released  under  $15,000 
bond.  A  hearing  is  set  for  March  23. 

Mutual  itself  was  carrying  on  as 
best  it  could.  Charles  Godwin, 
stations  vice  president,  went  on  a 
closed  circuit  to  affiliates  last  Thurs- 
day to  inform  them  of  progress  in 
the  sales  negotiations  and  to  assure 
them  that  no  advertisers  had  left  the 
network  during  the  crisis  period. 
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first  again! 

A  W  I  T  H  BALTIMORE  EXCLUSIVE 

Radio  Press 

DIRECT  WORLDWIDE  NEWS  COVERAGE 

Every  hour,  24  hours  a  day,  W-I-T-H  RADIO  PRESS  brings 
the  world's  news  into  sharp  focus.  Expert  news  analysts, 
with  reportorial  minds  sharpened  by  personal  on-the-spot 
coverage,  relay  exciting  eye-witness  accounts  to  listeners 
while  these  events  are  headline-hot! 

Small  wonder  that  these  direct  W-I-T-H  newscasts  have 
already  become  a  top  audience  attraction  in  the  booming 
Baltimore  market. 

Get  on  the  W-I-T-H  RADIO  PRESS  sales  steamroller! 


Tom  Tinsley,  Pres.  Radio  Baltimore  R.  C.  Embry,  Vice  Pres. 

National  Representatives: 
Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans 
McGavren-Quinn  in  Chicago,  Detroit  and  on  West  Coast 
Ohio  Stations  Representatives  in  the  state  of  Ohio 
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WILS 


FIRST  IN  AUDIENCE 
. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 


FIRST  IN  POWER 
AND  COVERAGE 
With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 

WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


CONTACT 
VENARD 
RINTOUL  & 
MeCONNELL.  INC. 

*C.  E.  HOOPER 
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affiliates,  sells  for  $3,100  or  an  average 
of  about  $15  per  station;  on  NBC  a 
one-minute  daytime  participation  is 
pegged  at  $1,150,  or  $5.75;  on  ABC 
five  minutes  is  $2,056  or  about  $7,  and 
on  Mutual  some  five-minute  periods 
are  priced  at  $500,  or  a  little  over  a 
dollar  a  station.  These  are  gross  figures, 
before  discounts. 

Networks'  Position  •  The  answer  of 
the  networks,  of  course,  is  that  they 
offer  nation-wide  coverage;  that  the 
nature  of  radio  has  changed  and  selling 
patterns  have  had  to  change  with  it; 
and  that  their  prices  are  realistic,  forced 
down  by  competitive  pricing  tactics. 

In  their  most  jubilant  statement  since 
PCP  was  announced,  CBS  Radio  of- 
ficials reported  last  week — after  a  re- 
view session  with  affiliate  leaders — that 
PCP  not  only  was  going  to  succeed  but 
that  CBS  Radio  would  be  in  the  profit 
columns  in  1960  for  the  first  time — for 
any  network — in  years. 

They  cited  Nielsen  figures  showing 
impressive  audience  gains  for  PCP  pro- 
gramming in  its  first  month,  January,  as 
compared  to  the,- ratings  for  pre-PCP 
December.  President  Arthur  Hull  Hayes 
said  Nielsen's  second  January  report 
showed  a  27%  average  increase  in 
CBS  Radio  program  audiences  and  a 
30%  gain  in  share  of  audience.  More- 
over, he  said,  the  data  gives  CBS  Ra- 
dio 23  of  the  top  25  network  radio 
programs  for  the  measured  period. 

Breaking  it  down,  Mr.  Hayes  said 
that,  as  compared  to  the  latest  audi- 
ence measurements  before  PCP  was 
launched  Jan.  5,  the  new  report  showed 
a  29%  increase  for  the  network's  seven 
daytime  serials;  a  35%  gain  for  Art 
Linkletter's  House  Party;  a  5%  in- 
crease for  Arthur  Godfrey  Time;  a 
37%  rise  for  Monday-Friday  evening 
programs  and  a  14%  boost  for  the 
afternoon  and  early-evening  dramatic 
and  Mitch  Miller  shows  on  Sundays. 

"This,"  Mr.  Hayes  said,  "confirms 
our  belief  that  even  the  big  lead  held 
by  our  programs  before  PCP  would  im- 
prove with  the  better  sequencing  and 
improved  clearances  made  possible  by 
the  plan.  Stations  have  been  emphatic 
in  their  approval  of  our  mood-sequenc- 
ing programming,  and  all  have  vigor- 
ously endorsed  the  network's  action  in 
designating  50  weekly  newscasts  as 
eligible  for  local  sale." 

The  affiliates  who  met  with  CBS  Ra- 
dio officials — the  executive  committee 
of  the  Affiliates  Assn.'s  board  of  direc- 
tors and  consisting  of  Chairman  Charles 
C.  Caley,  WMBD  Peoria,  111.,  John  S. 
Hayes,  WTOP  Washington,  and  Lee  B. 
Wailes,  Storer  Broadcasting  Co. — were 
quoted  as  joining  network  authorities 
in  hailing  PCP  as  "a  great  boon  to 
the  program  stability  of  the  affiliate 
stations  and  a  major  contribution  to 
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the  maintenance  of  network  service  to 
the  nation." 

Signed  and  Unsigned  •  Mr.  Hayes 
also  reported  that  174  out  of  some  196 
affiliates  have  signed  up  under  the  new 
plan,  agreeing  to  clear  network  pro- 
grams in  return  for  the  50  newscasts 
which  they  may  sell  without  payment  to 
the  network.  Ten  other  stations  have 
cancelled  since  PCP  was  announced, 
and  12  others  were  classified  as  "un- 
decided." 

Mr.  Hayes  declined  to  identify  the 
undecided  dozen,  explaining  that  he 
did  not  wish  to  embarrass  them  or  in 
any  way  make  it  hard  for  them  to  get 
on  the  bandwagon.  Those  who  do  sign 
must  do  so  retroactive  to  PCP's  Jan.  5 
starting  date;  this  means  that  if  they 
accept  compensation  while  in  the  unde- 
cided period,  they  must  refund  it  if  they 
join  up.  Mr.  Hayes  said  most  of  them 
had  requested  the  network  to  withhold 
payments  while  they're  making  up  their 
minds.  In  many  cases,  he  said,  the  in- 
decision lay  not  with  the  station  oper- 
ators but  with  their  need  to  clear  it 
with  associates  or  higher  management 
who  were  not  available  now  for  con- 
sultation. 

All  12  of  the  undecided  stations  have 
been  served  with  six-month  cancella- 
tion notices  by  the  network.  This  means 
they  have  until  about  July  1  to  make  up 
their  minds. 

Program  Service  •  At  least  some  of 
the  12  are  among  the  approximately  40 
affiliates,  including  NBC  as  well  as  CBS 
stations,  who  have  been  considering  the 
formation  of  an  alternative  to  network 
affiliation — a  program  service  to  be 
known  as  Radio  World  Wide.  The 
RWW  committee  consists  of  John  Patt 
of  WJR  Detroit  and  Herbert  Krueger 
of  WTAG  Worcester,  Mass.,  both  of 
whom  have  disaffiliated  CBS  because  of 
PCP,  and  Paul  W.  Morency  of  WTIC 
Hartford,  an  NBC  affiliate. 

These  approximately  40  stations  will 
hold  a  closed  meeting  in  Chicago's 
Sheraton-Blackstone  Hotel  on  March 
17,  during  the  NAB  convention,  and  de- 
velopments at  that  session  could  de- 
termine whether  the  CBS  affiliates 
among  them  who  haven't  already  signed 
under  PCP,  will  do  so  or  not. 

Hayes  Confident  •  Mr.  Hayes  and 
other  CBS  officials  express  complete 
confidence  that  PCP  will  work,  and  that 
perfectly  satisfactory  replacements  will 
be  found  wherever  needed.  They  re- 
ported 30  applications  for  new  affiliates 
were  received  in  31  days  after  PCP 
was  announced,  and  noted  that  they  re- 
placed KTUL  Tulsa  (5  kw,  1430  kc) 
with  Meredith  Publishing's  KRMG  (50 
kw  day,  25  kw  night,  740  kc)  within 
eight  days  after  KTUL  cancelled,  and 
signed  the  Richmond  News-Leader  and 
Times  Dispatch's  WRNL  (5  kw,  910 
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A  ROUND  TRIP  TO  ROME  VIA  KLM  AIRLINES 


Sam  Vitt,  Doherty,  Clifford,  Steers  &  Shenfield,  N.  Y. 


Chester  Slaybaugh,  Ted  Bates  &  Company,  N.  Y. 
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James  Geffert,  Cunningham  &  Walsh,  N.  Y. 


Helen  Lavendis,  Kenyon  &  Eckhardt,  N.  Y.— Robert  Turner,  Cohen  &  Aleshire,  N.  Y.— 

Murray  Roffis,  McCann-Erickson,  N.  Y.— Harriet  Mados,  BBDO,  N.  Y.— 

Al  Sessions,  Lawrence  C.  Gumbinner,  N.  Y.— Ellen  V.  Carlson,  J.  Walter  Thompson, 

Chicago— Mary  Ann  Young,  J.  Walter  Thompson,  N.  Y.— Marie  Coleman,  Donahue 

&  Coe,  N.  Y.— Dorothy  Glasser,  Herschel  Z.  Deutsch,  N.  Y.— 

Marvin  Berns,  J.  Walter  Thompson,  Chicago 


Irene  Hess,  Erwin  Wasey,  Ruthrauff  &  Ryan,  Chicago— Ed  Richardson,  Geyer,  Morey, 
Madden  &  Ballard,  N.  Y.— Sandy  Metlis,  The  Metlis  &  Lebow  Corp.,  N.  Y.— 
Nancy  M.  O'Hagen,  Wherry,  Baker  &  Tilden,  Chicago— Rose  Ann  Gordon,  Kastor, 
Hilton,  Chesley  &  Clifford,  N.  Y.— Mary  Franklin,  Doner  &  Peck,  N.  Y. — Sally  Reynolds, 
Lennen  &  Newell,  N.  Y.— Marie  Barbato,  J.  Walter  Thompson,  N.  Y.— 
Jackie  Moore,  BBDO,  N.  Y.— Mary  Cummings,  Young  &  Rubicam,  San  Francisco- 
Lenny  Kay,  McCann-Erickson,  Chicago— Henry  Halpern,  McManus,  John,  Adams, 
N.  Y— Otis  V.  Hutchins,  Doyle,  Dane  &  Bernbach,  N.  Y. — Cecilia  Burchell,  Sullivan, 
Stauffer  Colwell  &  Bayles,  N.  Y.— Dell  Zetlin,  Michael  Newmark  Agency,  N.  Y. 


These  are  the  happy  people  who  saved  the  most  Wovbugs  in  the  recent  WOV 
CONTEST  for  Advertising  Agency  Personnel.  Your  prizes  are  on  the  way.  We 
hope  you  enjoy  them  as  much  as  we  enjoy  sending  them  along.  We  hope,  too, 
that  everyone  who  entered  knows  a  good  deal  more  about  the  great  Negro 
Market  and  the  tremendous  Italian  Market  covered  best  in  greater  New  York 
by  WOV 


Representatives:  John  E.  Pearson  Co. 
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They  like  PCP  •  Three  affiliates  voiced  approval  of  CBS  Radio's  Program 
Consolidation  Plan  in  talks  with  network  executives  during  affiliates'  meet- 
ing in  New  York.  Left  to  right:  James  M.  Seward,  CBS  Radio  executive 
vice  president;  Charles  C.  Caley,  WMBD  Peoria,  111.,  president  of  CBS 
Radio  Affiliates  Committee;  Arthur  Hull  Hayes,  CBS  Radio  president;  John 
S.  Hayes,  WTOP  Washington;  William  A.  Schudt  Jr.,  CBS  Radio  affiliate 
relations  vice  president;  Lee  B.  Wailes,  Storer  Broadcasting  Co. 


kc)  nine  days  after  Larus  &  Bros'.  50- 
kw  WRVA  Richmond  cancelled  because 
of  unhappiness  over  PCP. 

In  addition  they  noted  CBS  had  just 
signed  WHTN  Huntington,  W.  Va.  (1 
kw  day  timer  on  800  kc)  to  replace 
WCMI  Ashland,  Ky.  (1340  kc,  250  w), 
starting  as  secondary  affiliate  March  15 
and  as  primary  outlet  July  26. 

Stations  which  have  cancelled  and 
have  not  yet  been  replaced  are  WJR 
Detroit  (50  kw,  760  kc),  WTAG  Wor- 
cester (5  kw,  580  kc),  WJQS  Jackson, 
Miss.  (250  w,  1400  kc),  WSAN  Allen- 
town,  Pa.  (5  kw,  1470  kc),  WGUY 
Bangor,  Me.  (250  w,  1230  kc);  WKNE 
Keene,  N.H.  (5  kw,  1290  kc)  and 
WGIR  Manchester,  N.H.  (5  kw  day,  1 
kw  night,  610  kc). 

While  PCP's  ratings  are  up  substan- 
tially and  station  acceptance — current- 
ly at  about  88%  of  the  total  rate  card 
— appears  to  be  giving  officials  no  real 
concern  for  the  future  of  PCP,  it  has 
been  a  different  story  in  sales  the  last 
couple  of  months.  But  the  same  is  sub- 
stantially true  at  all  four  networks. 

Sales  Lag  •  A  few  weeks  after  PCP 
was  announced,  CBS  took  out  ads  an- 
nouncing some  $4.1  million  in  sales 
during  the  first  30  days  following  the 
unveiling  of  PCP  plans.  Since  then, 
however,  sales  have  dropped  off  sharply. 
In  the  second  60  days  following  PCP's 
announcement,  officials  estimate,  total 
sales  have  come  to  around  $450,000  to 
$500,000. 

Sales  Slowdown  Examined  •  Critics 
of  network  practices  and  of  PCP  spe- 
cifically offer  a  number  of  reasons  for 
the  current  slack  in  both  spot  and  net- 
work radio  business.  One  of  the  cul- 
prits they  accuse  is  PCP  itself. 

By  cutting  back  on  programming,  in- 
stituting a  "barter  system"  for  station 
compensation,  and  through  continua- 
tion of  long-criticized  low-selling  tactics, 
these  critics  contend  CBS  Radio  has 
undermined  confidence  in  the  medium 


to  the  point  where  buyers  of  spot  as 
well  as  network  are  cautious  to  the 
point  of  being  stand-offish.  Only  local 
business,  they  claim,  is  really  standing 
up  at  this  point. 

These  charges  are  by  no  means  di- 
rected against  CBS  alone.  All  networks 
are  equal  targeta-ron  the  underpricing 
charge,  especially.  But  some  of  the 
other  networks  hang  their  own  slow 
sales  on  the  PCP  project.  They,  and 
others,  contend  that  historically  any 
major  departure  instituted  by  a  network 
has  at  least  a  temporary  depressing  ef- 
fect on  all  network  radio  business, 
while  buyers  sit  back  and  wait  to  see 
whether  the  innovation  will  succeed  or 
fail. 

Recession  Blamed  •  Another  factor 
blamed,  perhaps  more  than  the  net- 
work situation,  is  the  general  economic 
recession  that  hit  the  U.S.  a  year  ago. 
Radio  was  the  last  to  feel  its  effects, 
and  to  many  observers  what  is  happen- 
ing now  in  network  and  spot  business 
is  to  a  great  extent  a  delayed  reaction 
to  the  overall  recession. 

While  many  advertisers  moved  into 
radio  rather  than  risk  big-budget  tele- 
vision and  print  expenditures  when  the 
recession  first  struck,  according  to  this 
line  of  reasoning,  they  returned  to  the 
higher-priced  media  without  making 
adequate  provision  for  radio  when  the 
downturn  hit  bottom  and  things  began 
to  brighten.  Right  now,  these  observers 
feel,  with  too  many  advertisers  radio  is 
in  the  unfortunate  position  of  being 
an  afterthought,  getting  little  more  than 
the  leftovers  from  the  basic  budgets. 

While  CBS  Radio,  through  PCP,  is 
trimming  its  total  programming  NBC 
is  moving  in  the  other  direction  and 
adding  programming — meanwhile  seek- 
ing to  capitalize  on  PCP  by  calling  it 
a  "drastic  retrenchment"  and  "negative 
course." 

NBC  Plan  •  The  essentials  of  the 
NBC  Radio  expansion,  detailed  a  few 


weeks  ago  by  Matthew  J.  Culligan, 
executive  vice  president  in  charge  of 
the  network,  call  for  the  addition  of 
five-minute  Stardust  entertainment  vi- 
gnettes— 17  a  day,  mostly  at  25  minutes 
past  the  hour — to  be  sold  equally  by 
affiliates  and  network.  Each  vignette 
will  have  two  commercial  positions,  one 
30  seconds  and  one  60,  and  NBC  and 
the  stations  will  alternate  in  selling 
them. 

In  connection  with  this  new  project, 
NBC  Radio  has  asked  the  affiliates  to 
sign  new  agreements  changing  network 
option  time  so  that  it  will  include  the 
Stardust  periods  as  well  as  the  five- 
minute  news-on-the-hour  programs  and 
other  established  option  periods.  The 
net  result,  it  is  understood,  is  that  op- 
tion time  under  the  new  plan  would 
total  8  hours  50  minutes  a  day,  Mon- 
day through  Friday,  as  against  about 
seven  hours  under  the  old  plan  (FCC 
regulations  allow  nine  hours  a  day). 

To  help  spur  clearances  for  Stardust, 
NBC  reportedly  told  stations  last  week 
that  a  leading  cigarette — reportedly 
L&M  cigarettes — stood  ready  to  buy 
the  entire  network  portion,  about  $2.1 
million  worth.  NBC  hopes  to  get 
Stardust  started,  with  this  or  another 
advertiser,  around  April  1. 

While  NBC  officials  reported  that 
acceptances  were  coming  in  smartly — 
they  estimated  about  60  stations  had 
been  heard  from,  averaging  80%  clear- 
ance, aside  from  o&o's  and  the  affiliates 
committee,  which  they  said  had  unani- 
mously approved  the  plan — at  least  a 
few  stations  were  known  to  be  unhappy 
with  the  plan.  Their  opposition  was 
directed  especially  to  what  they  called 
"splintering  effects"  of  the  new  option 
time  periods.  In  nine  instances,  the 
new  option  periods  would  fall  at  23:50 
to  28:50  minutes  past  the  hour.  In  the 
opinion  of  these  stations,  meaningful 
local  programming  around  these  minute 
islands  would  be  difficult  to  achieve. 

Under  the  Stardust  plan,  the  stations 
will  be  compensated  at  regular  rates 
for  sales  of  the  network  portion  of  the 
time.  In  return  for  the  half  which  they 
sell,  they  are  charged  flat  co-op  fees. 
The  gimmick,  NBC  points  out,  is  that 
the  stations  "can't  lose" — if  network 
compensation  falls  short  of  the  co-op 
fee,  then  the  network  will  waive  the 
difference. 

"Barter"  Charged,  Denied  •  Critics 
have  different  semantics  for  this  ar- 
rangement. They  call  it  barter.  Unless 
a  station  clears  virtually  all  17  periods 
and  the  network  sells  all  of  its  portion 
of  their  time,  they  calculate,  the  station 
will  not  get  compensation  exceeding 
what  it  has  to  pay  in  co-op  fees.  Hence, 
in  practice,  the  deal  would  be  one  in 
which  the  station  exchanged  its  time 
for  programs  which  it  can  sell. 

NBC,  denying  "barter,"  calls  it  a 
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IN  INLAND  CALIFORNIA  iand  western  Nevada: 

BEELINE 

RADIO 


The  lure  of  the  West  continues. 
Throughout  Inland  California,  popu- 
lation figures  climb  steadily  to  make 
it  one  of  the  fastest  growing  areas  in 
the  nation.  For  example,  Sacramento 
county's  population  is  up  63%  since 
1950  while  retail  sales  in  1958  were 
92.5%  higher  than  in  1950.  Impressive 
gains  were  also  scored  in  other  Bee- 
line  areas.  All  over  this  booming  area, 
purchasers  of  homes,  furniture,  autos, 
appliances  and  all  the  necessities  of 
life  are  listening  by  the  hundreds  of 
thousands  to  Beeline  radio. 

As  a  group  The  Beeline  stations  give 
you  more  radio  homes  than  any  com- 
bination of  competitors  ...  at  by  far 
the  lowest  cost  per  thousand. 


/UcCfaCciuf 


New  home  construction  in  Sacramento  county.  The  valuation  of  construction  in  Sacramento  county  in  '58  was  98.7% 
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than  in  1950. 


MINERVA 

20<i>IA 

Wisdom 

MINERVA  (Gr.— Pallas  Athena)  was 
thought  by  the  Greeks  to  have  had  no 
mamma — supposedly  she  sprang,  full 
grown  and  in  full  armor,  from  the  brow 
of  her  father,  Zeus  (which  strikes  us  as 
a  likely  story!).  She  may  have  given 
her  father  a  terrific  headache,  but  to 
the  Greeks  this  goddess  embodied  Wis- 
dom and  Reason. 

We  like  to  think  that  a  lot  of  agency 
time-buyers  and  WCKY  advertisers 
have  the  same  Minerva-like  qualities 
of  Wisdom  and  Reason,  because  after 
they  have  applied  the  logic  of  Reason 
to  the  buying  of  Radio  time  in  Cincin- 
nati, they  exercise  Wisdom  in  selecting 
WCKY  to  carry  their  advertising. 

And  the  reasons  are  ample: 

1.  Adult  listening  audience 

2.  50,000  Watts  of  Selling  Power, 
covering  ALL  of  the  Cincinnati  trad- 
ing area. 

3.  Modern  music,  news  and  service, 
24  hours  a  day. 

4.  Air  salesmen  who  SELL  your 
product. 

5.  Listener  loyalty  built  over  30 
years  of  broadcasting. 

 You  can  be  a  Minerva, 

too!  Let  Tom  Welstead  in  WCKY's 
New  York  office  or  AM  Radio  Sales  in 
Chicago  and  the  West  Coast,  show  you 
the  REASON  and  the  WISDOM  in 
buying  WCKY. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


"deal"  whenever  station  compensation 
does  not  equal  or  exceed  the  co-op  fee, 
and  points  out,  moreover,  that  none  of 
this  includes  the  money  stations  stand 
to  make  from  selling  their  half  of  the 
time  to  local  advertisers.  They  see  it 
as  a  logical  extension  of  their  "local- 
national"  sales  plan,  under  which,  they 
said,  NBC  affiliates  in  the  last  18 
months  have  sold  172,000  local  spots 
related  to  network  campaigns.  The  idea 
in  the  national  plan  is  for  stations  to 
tie-in  sales  efforts  with  national  cam- 
paigns, selling  spots  to  the  local  outlets 
or  distributors  of  the  national  adver- 
tisers. 

NBC,  which  was  severely  hit  some 
two  and  a  half  years  ago  when  West- 
inghouse  Broadcasting  Co.  stations  dis- 
affiliated to  go  independent,  has  been 
building  gradually  and,  through  such 
devices  as  "imagery  transfer,"  "engi- 
neered circulation,"  the  no-waste  and 
national-local  plans,  has  raised  itself  to 
a  point  where  affiliates  who  once 
snarled  in  public  were  passing  out  gar- 
lands at  the  last  NBC  convention,  four 
months  ago. 

Sales  Claims  •  NBC  officials,  in  de- 
tailing the  network's  progress,  have 
claimed  that  better  than  48%  of  all 
sponsored  time  on  NBC,  CBS  Radio 
and  ABC  (Mutual  figures  were  unavail- 
able) was  to  be  found  on  NBC.  This 
claim  backfired  a  bit  last  week  follow- 
ing publication  of  a  report,  attributed 
to  NBC  corporate  planners,  estimating 
that  the  four  radio  networks  last  year 
totaled  $53  million  in  business,  with 
$21  million  of  this  on  CBS  Radio,  $19 
million  on  NBC  Radio  and  the  rest 
divided  between  ABC  and  Mutual.  Said 
a  CBS  Radio  executive: 

"NBC  claims  it  has  48%  of  the 
business,  but  this  report  says  it  has  only 
36%  of  the  dollar.  Apparently  their 
corporate  planners  don't  talk  to  their  ra- 
dio division,  or  vice  versa." 

The  CBS  executive  also  claimed  the 
$21  million  estimate  for  CBS  Radio's 
1958  radio  network  business  was  sub- 
stantially low. 

NBC  Radio  authorities  acknowledge 
that  the  pace  of  their  sales  has  slowed 
"modestly"  in  the  last  couple  of  months. 
Early  this  year,  after  CBS  advertised 
$4.1  million  in  sales  on  the  heels  of 
PCP,  NBC  countered  with  an  advertise- 
ment of  its  own.  This  claimed  NBC 
Radio  had  racked  up  $7.2  million  be- 
tween PCP's  announcement  and  mid- 
January — compared  to  the  $4.1  million 
reported  by  CBS  in  the  first  30  days 
after  PCP  was  announced.  Since  then, 
NBC  officials  estimated  last  week  they 
have  signed  $3  to  $4  million  more,  and 
they  predicted  further  gains  in  the  near 
future. 

ABC  Rebuilding  •  ABC  Radio  mean- 
while has  been  in  a  rebuilding  opera- 
tion ever  since  last  spring,  when  officials 


were  on  the  verge  of  closing  the  net- 
work. The  first  step  was  to  cut  program- 
ming to  the  bone — primarily  to  Break- 
fast Club,  newscasts  and  commercial 
religion — and  the  practice  since  then 
has  been  largely  one  of  adding  pro- 
grams only  if  they  have  been  sold  (un- 
less they're  sold,  officials  point  out, 
affiliates  won't  clear  them). 

Under  Edward  DeGray,  vice  presi- 
dent in  charge  of  the  radio  network, 
ABC  also  is  strengthening  its  affiliate 
lineup.  It  claims  to  have  stations  in  more 
of  the  top  200  markets  than  either  CBS 
or  NBC,  and  reports  continue  to  circu- 
late that  it  will  shortly  tie-up  with  an 
important  regional  network.  It  also 
plans  to  put  emphasis  on  closed-circuit 
meetings  for  advertisers,  enabling  them 
to  address  their  dealers  and  distributors 
gathered  at  affiliated  stations  around  the 
country  and  thus  getting  the  affiliates  in 
close  touch  with  good  local  prospects. 
ABC's  going  in  for  exclusive  public 
service  features,  is  looking  toward  more 
sports  coverage,  is  feeding  news  cover- 
age beyond  that  broadcast  on  the  net- 
work and,  in  general,  feels  things  are 
looking  up. 

Radio  World  Wide  •  It  is  against 
this  sort  of  overall  network  background 
that  the  movement  for  Radio  World 
Wide,  a  straight  program  service  which 
would  sell  no  advertising,  is  shaping  up. 
But  it  would  be  wrong  to  say  that  the 
movement  results  from  anything  the 
networks  have  done  lately.  Such  a  proj- 
ect has  been  in  the  talk  stage  for  at 
least  18  months;  the  function  of  recent 
developments,  notably  PCP,  was  to  turn 
the  talk  into  action. 

Whether  it  can  be  made  to  go,  on 
the  scale  its  planners  envision,  is  under 
debate.  At  least  some  network  officials 
maintain  that  it  is  much  too  costly  ever 
to  get  off  the  ground.  Its  backers,  how- 
ever, are  optimistic. 

The  start  of  operations,  according  to 
inside  sources,  is  contingent  upon  com- 
mitments from  at  least  25  major  stations 
in  major  markets  for  a  minimum  of 
two  years  at  a  subscription  rate  of  30 
times  the  station's  highest  one-time,  one- 
minute  rate  per  week.  The  unofficial 
word  last  week  was  that  25  had  not  yet 
been  signed.  The  objective  is  for  RWW 
to  make  available  to  its  member  stations 
40  hours  of  news  and  other  program- 
ming a  week — covering  all  major  pro- 
gram categories — with  subscribers  free 
to  use  or  not  use  what  they  want. 

While  RWW  supporters  voice  pleas- 
ure at  the  way  interest  has  picked  up  in 
the  last  few  weeks,  they  emphasize  that 
station  managers  usually  must  sell  top 
ownership  on  the  letter  of  intent.  Own- 
ership naturally  covers  a  broad  base — 
tobacco,  newspaper,  retail  and  many 
other  types  of  corporations.  The  fate  of 
RWW  may  be  decided  at  the  March  17 
meeting. 
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TELECHROME 
SPECIAL 
EFFECTS 
GENERATOR 
FOR  WIPES 
&  MATTING 
MODEL  490A 

AVAILABLE  FOR  IMMEDIATE  DELIVERY 


AT  THE  FRONTIERS  OF  ELECTRONICS 

COLOR  TV  -  INDUSTRIAL  INSTRUMENTATION  ■  TELEMETRY 


1  Otlaill  Available  on  Rtqutsl 


TELECI 


TELECHROME  MANUFACTURING  CORP. 

28  RANICK  DRIVE  AMITYVILLE,  N.Y.  Lincoln  1-3600  Cable  Addre.»:  coiortv  twx:  amityviiie  nymh 
Midwest  Engineering  Division— 106  W.  St.  Charles  Rd.,      Western  Engineering  Division  -  13635  Victory  Blvd.. 


TE  LECH  ROME 

SPECIAL  EFFECTS  GENERATOR 

FOR  WIPES  &  MATTING  —  MODEL  490A 


Telechrome  brings  to  TV  broadcasters 
a  vastly  improved  system  for  produc- 
ing a  wide  variety  of  dramatic  wipes, 
inserts,  keying  and  other  special  ef- 
fects. The  superb  engineering  of  the 
Telechrome  Special  Effects  System 
provides  outstanding  reliability  and 
technical  performance  when  used  for 

© 

either  color  or  monochrome  TV.  Sim- 
plicity of  pattern  selection  and  wipe 
speed  is  provided  by  manual  switches 
on  the  remote  control  unit. 

Unusual  compactness  and  portability  make  possible  the  creation 
of  special  effects  even  in  field  locations. 

•  Its  versatility  permits  use  in  live,  video-tape  or  film  programming. 

•  Stabilized  black  balance  between  pictures.  Millimicrosecond  tran- 
sition time  eliminates  edge  effects. 


  BROADCAST  ADVERTISING  

MEDIUM  MARKET  SPOT  SQUEEZE 

BAR  monitors  find  tv  multiple  spotting  is  widespread 


A  high  incidence  of  multiple  spotting 
by  tv  stations  has  been  traced  in  25 
medium-sized  markets  selected  geo- 
graphically across  the  country. 

The  conclusion:  "Questioned  station 
practices  affected  television  advertisers 
5,036  times'"  during  nighttime  hours  in 
those  markets  over  the  period  surveyed. 

The  monitoring  analysis  was  con- 
ducted by  Broadcast  Advertisers  Re- 
ports Inc.  and  was  revealed  last  week  on 
a  confidential  basis  to  a  limited  number 
of  agency  and  broadcast  executives. 

In  distributing  the  full  report  also  to 
news  publications,  BAR  expressly  re- 
quested that  names  of  markets,  adver- 
tisers and  network  shows  listed  in  the 
19  printed  pages  of  tabulations  not  be 
revealed. 

Multiplying  and  Subtracting  •  In  the 

commercial  areas  covered,  BAR  drew 
attention  to  such  specific  practices 
as  "triple"  or  "multiple  spotting"  and 
"clipping"  by  tv  stations  (clipping  refers 
to  stations  nibbling  away  network  time 
in  order  to  place  additional  spots  dur- 
ing program  breaks). 

Each  of  the  markets  was  monitored 


for  a  week,  with  the  full  job  accom- 
plished over  an  October-December  pe- 
riod. In  all,  71  stations  were  covered. 

BAR  said  this  was  the  first  time  it 
had  monitored  in  these  markets.  The 
service  only  last  fall  upped  its  total  mar- 
kets to  75. 

Last  spring  BAR  checked  multiple 
spotting  in  20  of  the  nation's  top  mar- 
kets and  a  scattering  of  smaller  cities 
(Lead  Story,  June  23,  1958). 

The  Count  •  As  summarized  by  BAR, 
the  survey  finds  spot  and  network  ad- 
vertisers affected  by: 

Triple  participations  (60  sec. — 10  sec. 
— 60  sec.  or  less),  327  times;  triple 
participations  (over  60 — 10 — 60),  411 
times;  four  or  more  participations  back- 
to-back,  111  times;  triple  station  breaks, 
1,287  times;  four  or  score  spots  in  sta- 
tion breaks,  254  times;  two  20-second 
spots  between  network  programs,  306 
times;  crowded  quarter  hours,  389 
times;  competitive  product  conflicts, 
262  times,  and  network  advertisers  af- 
fected by  overtime  local  station  breaks 
(clipping),   1,689  times. 

Noted  on  station  clipping  was  the 


fact  the  practice  is  used  primarily  to 
accommodate  triple-  or  quadruple- 
spotted  breaks.  Average  length  of  such 
overtime  breaks  in  the  tabulation  was 
42  seconds. 

Looked  at  carefully,  too,  were  prac- 
tices affecting  national  spot  advertisers. 
Triple-spotting  involved  the  majority  of 
advertisers  mentioned  in  the  study,  and 
triple-spotting  extension  into  quad- 
ruple-spotting was  recorded  in  13  mar- 
kets. One  station  placed  six  spots  in  a 
single  break,  the  BAR  study  revealed. 

Most  Crowded  •  A  leading  adver- 
tiser's network  and  local  spot  sched- 
ules were  involved  192  times  and  an- 
other heavy  tv  user  was  mentioned  137 
times  in  the  tabulations. 

In  the  BAR  reports,  it  is  not  pos- 
sible to  determine  whether  an  adver- 
tiser mentioned  is  guilty  in  the  multiple 
spotting  or  whether  it  is  the  station,  or 
again  whether  the  advertiser  is  victim 
of  another  advertiser's  practice.  An 
agency  checking  approximate  dates  and 
with  knowledge  of  the  markets  most 
likely  could  dig  out  the  information, 
however. 


New  media  group 
debates  single  rate 

The  single-rate  debate  at  the  agency 
level  surged  on  last  Tuesday  evening 
(March  3)  as  the  newly-formed  New 
York  Advertising  Media  Planners  held 
its  first  meeting. 

Most  of  the  67  members  and  guests 
convened  at  the  New  York  Advertis- 
ing Club  seemed  in  accord  with  speaker 
E.L.  Deckinger.  vice  president  of  Grey 
Adv.,  who  saw  justification  for  multiple 
rates  providing  stations  clearly  define 
their  policies  and  then  stick  by  them. 

From  the  station's  viewpoint.  Dr. 
Deckinger  felt  the  relatively  precarious 
nature  of  local  retail  advertising  might 
tend  to  revert  it  to  newspapers  once  a 
station  introduced  a  single  rate  for  both 
the  local  and  national  advertiser.  Indi- 
cated was  the  hard  pull  over  the  years 
by  radio  to  draw  local  retail  business 
from  newspapers,  which  have  the  dual- 
rate  system. 

Bryan  Houston  Vice  President  Rob- 
ert Boulware  added  that  ill-defined  mul- 
tiple rates,  primarily  in  radio,  make  life 
miserable  for  national  advertisers  and 
their  agencies  who  can  never  be  sure 


competitors  are  not  receiving  preferen- 
tial treatment.  He  said  the  atmosphere 
is  one  of  "all  the  traffic  will  bear." 

The  newly  organized  Media  Plan- 
ners, which  will  meet  the  first  Tuesday 
of  each  month,  has  elected  following  of- 
ficers: Newman  F.  McEvoy,  senior  vice 
president  and  media  director,  Cunning- 
ham &  Walsh,  president;  W.E.  (Pete) 
Mathews,  vice  president  in  charge  of 
media,  Young  &  Rubicam,  vice  presi- 
dent; J.  Joseph  Jr.,  vice  president  and 
media  director,  Heineman,  Kleinfeld. 
Shaw  &  Joseph,  secretary,  and  William 
Schink.  vice  president  and  media  di- 
rector, Basford  Co.,  treasurer. 

Pay  on  area  sales  not 
per  inquiry — Hadacol 

Hadacol  Inc.  is  currently  spending 
about  SI  million  for  spot  announce- 
ments on  300  radio-tv  stations  in  14 
southern  states  and  plans  further  ex- 
pansion of  television  into  larger  cities, 
it  was  reported  last  week. 

At  the  same  time,  a  novel  "  mer- 
chandising" pattern  involving  "dif- 
ferent deals  with  different  stations"  and 
bypassing  agencies  and  representatives, 
came  to  light  in  Chicago.  Miss  Victoria 


Corcoran,  Hadacol  president,  denied 
any  of  the  various  arrangements  with 
stations  represented  "per  inquiry"  deals. 

Some  stations  have  been  approached 
to  carry  new  Super  Hadacol  spots  and 
"earn  a  nice  revenue  by  putting  to  work 
'unsold  time'  that  was  earning  nothing." 
They  were  advised  Hadacol  would  pay 
them  35%  of  factory  shipments  into 
your  primary  area"  in  return  for  one- 
minute  run-of-the-schedule  spots,  with 
the  firm  supplying  films  or  transcrip- 
tions and  copy. 

One  letter,  signed  by  Miss  Corcoran, 
stresses  that,  "no,  this  is  not  a  P.  I.  deal. 
.  .  .  You  don't  have  to  bother  with  mail 
or  money  .  .  .  It's  a  confidential  ar- 
rangement between  you  and  us  .  .  . 
advertising  agencies  and  reps  are  not 
involved." 

Miss  Corcoran  told  Broadcasting 
that  the  deals  vary,  depending  on  the 
station's  reputation  and  power,  market 
conditions,  previous  advertising  factors 
and  other  factors,  but  declined  to  dis- 
cuss them  for  competitive  reasons.  The 
present  Hadacol  schedule  started  Jan.  1. 

Hadacol's  regular  agency  is  Mohr  & 
Eicoff.  which  places  some  of  its  busi- 
ness, and  specializes  in  direct  mail  sales 
through  radio  and  tv. 
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Li  i  i  1 

A  cakeathon  for  General  Mills,  BBDO 

The  caloric  intake  shot  up  at  Telestudios  in  New  York  when  more  than 
100  cakes  were  used — and  many  consumed — for  a  day's  taping  of  10  one- 
minute  tv  commercials  for  10  different  cake  and  frosting  mixes  under 
General  Mills'  Betty  Crocker  label.  The  commercials  will  run  in  GM's 
daytime  lineup  on  CBS-TV  (Love  of  Life,  The  Verdict  Is  Yours,  Jimmy 
Dean  Show  and  Secret  Storm). 

Taping  started  at  10  a.m.  on  Feb.  27,  and  while  lighting  of  the  set  was 
completed  the  night  before,  the  lighting  of  the  cakes  (a  key  facet)  started 
at  7  a.m.  The  day's  operation  was  over,  and  10  commercials  on  tape  by 
6:30  p.m.,  only  VA  hours  behind  a  rigid  schedule  arranged  by  BBDO  and 
General  Mills  (which  originally  gave  only  30  minutes  for  both  rehearsal  and 
tape  "take"  for  each  commercial).  To  show  other  General  Mills'  agencies 
how  Betty  Crocker  commercials  are  taped,  the  client,  meantime,  called  in 
representatives  of  Knox  Reeves,  Tatham-Laird  and  Dancer-Fitzgerald- 
Sample  to  attend  the  morning  session. 

Cakes  were  baked  at  a  home  economist's  kitchen  some  40  blocks  away 
(Telestudios  is  at  Times  Square),  came  in  by  messenger  all  day  long  and 
stacked  in  a  freezer  at  the  studio. 


1  Camera  is  on  the  hands  of  Ann 
Zekauskas,  home  economist,  who 
applies  finishing  touches  to  a  cake 
made  with  Betty  Crocker  mix.  As- 
sisting her  at  left  is  her  apprentice 
and  sister,  Betty  Zekauskas. 

2  Adelaide  Hawley,  who  is  identified 
on  commercials  as  Betty  Crocker, 
talks  with  package  in  hand  about  the 
cake  mix  product  for  General  Mills 
during  tape  sequence. 

3  Top  management  representing 
client,  agency  and  studio  confer  in 


clients  room  at  luncheon  break  dur- 
ing all-day  tape  session:  Joseph  E. 
Ratner,  director,  creative  and  mar- 
keting services,  and  Joseph  H. 
Weaver,  manager  of  advertising 
services,  both  General  Mills,  Min- 
neapolis; Kingsley  Horton,  sales 
manager,  Telestudios;  William  E. 
Conner,  BBDO  broadcast  account 
executive  for  General  Mills,  Min- 
neapolis and  New  York,  and  Bernard 
Ryan,  tv  creative  head  for  General 
Mills,  BBDO,  New  York. 
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'Personality  selling' 
big  draw  for  RTES 

Radio  personalities  featured  at  last 
week's  timebuying  and  selling  seminar 
put  on  in  New  York  by  the  Radio  & 
Television  Executives  Society  proved 
their  point  on  "personality  selling"  be- 
fore they  had  uttered  a  word. 

Gene  Klavan  and  Dee  Finch,  the  ra- 
dio comedy  team  of  early  morning  hours 
on  WNEW  New  York,  and  Rage  Cordic 
of  KDKA  Pittsburgh  (Cordic  &  Co.) 
drew  double  the  usual  attendance  at 
the  weekly  seminar. 

Mr.  Cordic  told  how  he  set  out  to 
"beat  the  formula  stations"  by  getting 
people  to  listen  to  the  words  between 
the  music  and  "if  some  of  the  words 
happened  to  be  commercials — well  .  .  ." 

The  Klavan  &  Finch  team  demon- 
strated their  method  of  operation, 
"shock  selling,  no  we  mean  schlock 
selling." 

In  a  serious  tone  (which  lasted  but  a 
few  minutes)  the  two  explained  how 
they  wove  a  routine  around  a  "basic 
fact"  sheet  about  a  product.  Only  time 
they  failed  to  draw  a  chuckle:  Mr. 
Klavan  pulled  forth  a  sliderule,  noting  it 
was  a  "new  device  for  timebuyers." 

Parlay  on  Popeye 
brings  in  new  money 

A  merchandising  firm  has  parlayed 
a  paying  plan  into  a  timebuy.  But  the 
time  purchase  is  not  in  place  of  the 
merchandising;  it's  an  addition. 

The  purchase  is  a  52-week  contract  by 
National  Vitamin  Pops  Labs  of  Newark, 
N.J.,  on  WPIX  (TV)  New  York  for 
two  20-second  spots  daily  (Mon.-Fri.) 
for  a  new  product,  Popeye  Vitamin 
Pops.  It  was  arranged  by  Associated 
Artists  Enterprises,  New  York,  which 
handles  merchandising  for  tv  cartoon 
character  Popeye.  The  timebuy  began 
March  2. 

If  the  purchase  meets  expectations, 
comparable  purchases  are  expected  in 
late  spring  on  other  tv  stations  which 
participate  in  the  Popeye  "merchandis- 
ing network." 

For  merchandiser  Associated  Artists 
Enterprises,  Popeye  cartoons  on  tv  cer- 
tainly have  been  good. 

These  are  the  cartoons  whose  tv 
rights  were  acquired  by  Associated  Ar- 
tists Productions  in  July  1956  from 
Paramount  Pictures  Corp.  and  King 
Features  for  $2,250,000.  (AAP  now 
is  owned  by  United  Artists  and  is 
known  as  United  Artists  Associated). 
AAE  for  nearly  two  years  has  been 
merchandising  the  Popeye  cartoon 
character  with  some  40  stations  taking 
part  in  a  profit-sharing  plan. 

The  animated  20-second  commercial 
is  built  around  a  cartoon  character  who 
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The  works  of  a  master  sculptor  re- 
quire no  inscription  to  be  recognized 
by  the  trained  eye. 

Similarly,  that  "quality  touch"  which 
sets  apart  great  radio  and  television 
stations  is  just  as  quickly  identifiable 
by  those  who  know  and  value  its  im- 
portance in  any  successful  campaign. 


radio  &  television 

d  al  I  as 
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TOP  DRAWER 


■  .       .  ...  ....       *  .       •    .  ■ 


Commercial  television  or  television  commercials,  TERRYTOONS  does 
both  ^u^yc^  T;ievision  Network,  TERRYTOONS-created  "Mighty 
Mouse  Playhouse"  and  "Heckle  and  Jeckle"  consistently  rank  among 
the  tp^-rated  week-end  daytime  programs.     And  "Tom  Terrific, 
created  by  TERRYTOONS  especially  for  television,  has  an  audience 
of  more  than  ^5  million  viewers  daily.,  as  a  regular  feature  of 
the  "Captain  Kangaroo"  show.  (Nielsen) 

This  same  ability  to  captivate  millions  can  perform  for_you. 
For  TERRYTOONS '   full-time  staff  of  nearly  100  artists,  musicians, 
writers  and  technicians  is  at  your  service  to  create  commercials 
combining  entertainment  savvy  with  creative,  h^-hij^  selling. 
Name  vour  format:     lowbrow  or  sophisticated;   full  animation,  semi- 
nation,  or  animation  mixed  with  live  action.     TERRYTOONS  does 
the  job  for  you... any.  or  all  of  it!  ^+ntnr 

Dozens  of  major  agencies  and  advertisers  have  turned  te  top 
drawer  TERRYTOONS  for  best-selling  commercials. 


A  Division  of  CBS  FILMS  INC 


® TERRYTOONS 


flexes  his  muscles  in  the  manner  of 
Popeye.  Theme  of  the  commercial  is 
that  the  lollipops  contain  several  vita- 
mins good  for  the  children.  Production 
was  handled  by  David  Piel  Inc.,  New 
York,  an  animation  studio. 

At  WPIX-TV,  one  commercial  will 
be  in  the  early  evening  adjacent  to  the 
Popeye  cartoon  show;  the  other  will 
be  run-of-station  but  past  7  p.m.  (aimed 
at  adults  and  mostly  spotted  in  periods 
where  motion  pictures  are  shown). 

Those  unseen  ads 

Subliminal  messages  on  television  are 
a  bit  too  subliminal — they  just  don't 
influence  viewers. 

This  is  the  conclusion  of  two  Indiana 
U.  faculty  members  after  five  weeks  of 
flashing  stills  on  tv  below  the  level  of 
conscious  perception.  Robert  M.  Pet- 
ranoff  of  the  university's  radio-tv  de- 
partment, and  Prof.  Melvin  De  Fleur 
of  the  sociology  department,  conducted 
their  experiments  regularly  on  WTTV 
(TV)  Bloomington  during  a  two-hour 
evening  feature  movie  program. 

The  subliminal  commercials  were  for 


There  were 
They  spent. 


HOW  PEOPLE  SPEND  THEIR  TIME 

126,403,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Feb. 


13-19. 


'      ■    m!  !on  h™rs    Watching  Television 

1,079.8  mi  ion  hours    Listening  to  Radio 

474.5  mi  ion  hours    Reading  Newspapers 

223.9  m.  ion  hours    Reading  MagHJnes 

355.0  million  hours    Watching  Movies  on  Tv 

91.9  million  hours    Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park  Pa  anri  nnhiich^  „„„i  -  ,  ,. 
BROADCASTING  each  week,  are  based  on  a  4oWranM^ 

views  (1,000  each  day)    Sindlinger's  weekly  "Activity"  report,  from  whTch  these  fZ  t 
drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  categories  and \  thZl 
the  duplicated  and  ^duplicated  audiences  between  each  specific  medium  Tabulat ions  are  avaM 
able  from  Sindlinger  &  Co.  within  two  to  seven  days  of  the  interviewing  week 

(Copyright  1959  Sindlinger  &  Co  ) 
SINDLINGER'S  SET  COUNT:  As  of  Feb.  1,  Sindlinger  data  shows-  (1)  113  686  000 

people  over  12  years  of  age  have  access  to  tv  (89.9%  of  the  peoole  to  that  lh  1 '  ? 

(2)  44,272,000  households  with  tv;  (3)  48,879,000  tv  sets  in  use  in  the  U  S. 


a  grocery  product  and  a  news  telecast. 
Messrs.  De  Fleur  and  Petranoff  report 
that  a  study  of  the  product's  sales  show 
no  increase;  the  audience  for  the  news- 
cast suffered  a  slight  decline.  The  ex- 
perimenters reported  more  positive  re- 
actions in  closed-circuit  tv  tests  with  the 
subjects  guessing  which  of  several  sym- 
bols was  projected  onto  the  screen. 


NO,  THIS  IS  "KNOE-LAND" 


(embracing  industrial,  progressive  North  Louisiana,  South 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 

Population  1,520,100         Drug  Sales 


a  <-°  ~r-"~  o  ,  $  40,355,000 
Automotive  Sales  $  299,539,000 
General  Merchandise  $  148,789,000 
Total  Retail  Sales  $1,286,255,000 


Households  '423,600 
Consumer  Spendable  Income 
_    J   0    '  $1,761,169,000 
*ood  Sales  $  300,486,000 

KNOE-TV  AVERAGES  79.4%  SHARE  OF  AUDIENCE 

According  to  December   1958  ARB  we  averaqe  79  4%  of  n„J;an  i 
Si9n   Off  7   days  a   week.   During   363   wee^y   ^J^T  r^S^^ 

CBS • ABC 

A  James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 

n  Chemical  Corp,  West  Monroe, 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 

Photo:  Forest  Products  Division,  Olin-Mathiest 
Louisiana. 


50    (BROADCAST  ADVERTISING) 


$171  million  given 
public  service  ads 

American  advertising  —  advertisers, 
agencies  and  media— put  $171  million 
behind  18  public  service  advertising 
campaigns  of  the  Advertising  Council 
during  1958,  Allan  M.  Wilson,  Ad 
Council  vice  president,  reported  Mon- 
day (March  2)  to  the  Hollywood  Ad 
Club.  A  15-minute  color  sound  slide 
film  was  shown,  summarizing  one  of 
the  Council's  major  achievements  of  th» 
year,  the  "Confidence  in  America" 
campaign  which  started  on  radio  last 
April,  added  other  media  until  a  total 
of  more  than  $10  million  in  time  and 
space  had  been  contributed  and  by 
August  was  credited  with  restoring  pub- 
lic confidence  and  ending  the  recession. 

Also  marking  Advertising  Council 
Day  at  the  Hollywood  Ad  Club,  the 
Assn.  of  State  Foresters  presented  to 
Russell  Z.  Eller,  advertising  director  of 
Sunkist,  a  resolution  of  appreciation 
for  his  service  since  1942  as  volunteer 
coordinator  of  the  oldest  continuing 
Ad  Council  campaign,  to  prevent  forest 
fires.  In  this  period  the  acreage  lost 
through  forest  fires  has  dropped  from 
31  million  acres  in  1942  to  three  mil- 
lion last  year.  Mr.  Wilson,  on  behalf  of 
the  Council,  also  presented  Mr.  Eller 
with  a  special  Smoky  Bear  award  for 
the  1958  forest  fire  prevention  cam- 
paign. 

Agencies  hear  plea 
for  humorous  tv  spots 

Radio-tv  producers  should  cooperate 
more  closely  with  their  agency  copy- 
writers on  the  utilization  of  humor  in 
commercials,  Edward  J.  Graham  Jr., 
president  of  Goulding-Elliott-Graham,' 
told  a  Chicago  Agency  Producers' 
Workshop  session. 

But,  Mr.  Graham  said,  inducing 
humor  in  commercials  is  a  "tricky" 
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YOUR  BEST 
LINK  WITH  THE 
MARYLAND 
AUTOMOBILE 
MARKET 


SELLING 
AUTOMOBILES 


WBAL-Radio 
and 

WBAL-TV  are 
Maryland's  Best 
Automobile  Salesmen! 

New  cars,  used  cars, 
American  cars,  foreign 
cars  .  .  .  WBAL-Radio 
and  WBAL-TV  sell  more 
cars  faster  in  Maryland. 

When  you  want  to  sell 
automobiles,  beer,  cigars, 
cigarettes  or  any 
product  or  service  .  .  .  be 
sure  you  get  Maryland's 
best  selling  job  from 
Maryland's  best  salesmen— 
WBAL-Radio  and 

WBAL-TV. 

WBAL-Radio  and 

WBAL-TV  sell  more 

people  more  of  the  time 

WBAL-TV 

Baltimore,  Maryland 

Channel  11  N.  B.C.  Affiliate 
Nationally  represented  by  t| 
Edward  Petry  &  Company 

WBAL-RADIO 

Baltimore,  Maryland 

50,000  Watts  N.B.C.  Affiliate 
Nationally  represented  by  . 
Henry  I.  Christal  Company  7C 

Maryland's  only  Radio  and  vhf  Television  Combination 
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ARBITRON'S  DAILY  CHOICES 

d^i^°\%\tb^tqheSt'rank'mg  te,ev'siorr  network  shows  for  each 
1th  7ek  .Feb-  |6-Mar.  4  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau.  instant 


DATE 

Thur.,  Feb.  26 
Fri.,  Feb.  27 
Sat.,  Feb.  28 
Sun.,  March  1 
Mon.,  March  2 
Tue.,  March  3 
Wed.,  March  4 


PROGRAM  and  TIME 
Real  McCoys  (8:30  p.m.) 
77  Sunset  Strip  (9:30  p  m  ) 
Gunsmoke  (10  p.m.) 
Maverick  (7:30  p.m.) 
Danny  Thomas  (9  p.m.) 
Some  of  Manie's  Friends  (7:30  p  m  ) 
Wagon  Train  (7:30  p.m.) 

Copyright  1959  American  Research  Bureau 


NETWORK 

ABC-TV 
ABC-TV 
CBS-TV 
ABC-TV 
CBS-TV 
NBC-TV 
NBC-TV 


RATING 

27.0 
24.5 
28.0 
24.1 
27.0 
32.5 
26.6 


business  and  should  be  limited  to  those 
product  categories  which  provide  a 
"natural  setup"  for  their  use.  G-E-G  is 
an  organization  devoted  to  production 
of  tv  commercials,  comprising  Mr. 
Graham;  Robert  B.  Elliott,  secretary, 
and  Raymond  W.  Goulding  (Bob  and 
Ray),  treasurer. 

Chicago  Agency  Producers'  Work- 
shop also  elected  new  officers,  including 
Lee  Randon  (Henri,  Hurst  &  McDon^ 
aid),  president;  Clair  Callihan,  (Earle 
Ludgm  &  Co.),  vice  president;  Dwight 
Reynolds  (Young  &  Rubicam),  secre- 
tary, and  Rolf  Brandeis  (Edward  H 
Weiss  &  Co.),  treasurer. 

The  new  organization  plans  to  hold 
monthly  meetings  to  exchange  views 
and  problems  in  radio-tv  production, 


according  to  Mr.  Randon.  For  the 
March  session,  APW  will  take  over  the 
Ampex  Corp.  suite  at  the  NAB  Con- 
vention in  the  Conrad  Hilton  Hotel 
(March  18,  1  to  2  p.m.)  to  witness 
videotape  recording  developments. 

•  Business  briefly 

Time  sales 

•  Continental  Wax  Corp.,  Mt.  Vernon, 
N.Y.,  has  started  a  $1.5  million  spring 
campaign  for  its  Six  Month  floor  wax. 
with  nearly  total  reliance  on  broadcast 
media.  Included  are  six  new  markets 
—Washington,  Baltimore,  Boston,  Chi- 
cago, Providence  and  Portland,  Me.  

using  two  weeks  of  10-second  radio 
spots  over  at  least  two  stations  per 


More  than  a  decade 
of  Constructive  Service 
to  Broadcasters  and  the 
Broadcasting  Industry 

HOWARD  E.  STARK 


50  EAST  58TH  STREET 


rohers  —  Consultants 


NEW  YORK,  N.  Y. 


ELDORARO  5-0405 


NAB  Convention 
Conrad  Hilton  Hotel  Suite  933A-34A  For  Appointments 
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market,  each  station  averaging  250 
spots  per  week.  A  Tv  campaign  follows 
20  stations  in  these  markets,  averaging 
75  spots  per  week  per  station  agency: 
Product  Services  Inc.,  N.Y. 

•  Kings  Wine  Co.,  Philadelphia,  kicks 
off  a  television  spot  campaign  on  seven 
stations  Saturday  (March  14).  The 
campaign,  featuring  "The  Frenchman" 
(a  character  established  three  years 
ago),  will  place  up  to  25  spots  a  week 
on  some  of  the  stations,  lasting  through 
April. 

•Dr.  Pepper  Co.,  soft  drink,  Dallas, 
Tex.,  to  sponsor  Pepper-Upper  Time 
Starring  Eydie  Gorme,  starting  April  6 
on  ABC  Radio  (Mon.-Wed.-Fri.,  6-50- 
6:55  p.m.  EST).  The  new  musical 
series  marks  Dr.  Pepper's  first  use  of 
national  network  radio  and  the  first 
network  radio  show  for  Miss  Gorme. 
The  order  was  placed  through  Grant 
Adv. 

•  Reynolds  Metals  Co.,  through  Len- 
nen  &  Newell,  N.Y.,  and  Miller  Brew- 
ing Co.,  through  Mathisson  &  Assoc 
both  Milwaukee,  have  ordered  All  Star 
Golf  on  160  ABC-TV  stations,  Satur- 
days, starting  Oct.  10.  The  series 
owned  by  Glen  Films  and  distributed 
by  Walter  Schwimmer  Co.,  is  in  its 
third  year.  Peter  DeMet  is  producer 
and  Sidney  G.  Goltz  director. 

•  ABC-TV  will  present  an  hour-Ion* 
musical  fable,  Art  Carney  Meets  the 
Sorcerer's  Apprentice  (Sun.,  April  5 
5-6  p.m.),  sponsored  by  Minnesota 
Mining  &  Mfg.  Co.  Mr.  Carney  is  to 
be  the  only  human  visible,  with  sup- 
porting roles  to  be  played  by  Bil  Baird 
Marionettes.  Production  staff  for  the 
show,  which  is  based  on  music  of  Paul 
Dukas,  is  almost  entirely  the  same  as 
last  November's  Art  Carney  Meets 
Peter  and  the  Wolf.   Agency:  BBDO. 

Agency  appointments 

•  Farber  Bros,  (pillows  and  hassocks) 
and  Schilling  Motors,  both  Memphis 
Tenn.,  name  Simon  &  Gwynn  Adv  ' 
that  city. 

•  Formfit  Co.  (foundation  garments) 
Chicago,  appoints  Tatham-Laird,  that 
city,  as  third  U.S.  agency  to  share  in 
3-1  million  account.  Clinton  E.  Frank 
(which  handles  tv)  and  MacFarland 
Aveyard  &  Co.,  both  Chicago,  will  con- 
tinue as  other  agencies. 

•  Salada-Shirriff-Horsey  Ltd.  appoints 
Leo  Burnett  Co.  of  Canada  Ltd.  to 
handle  advertising  for  its  Salada  Tea 
and  Shirnff  and  Lushus  desserts  effec- 
tive April  l.  The  account  previously 
was  handled  by  McKim  Adv.  Ltd. 

•  Watchmakers  of  Switzerland,  with 
Foote,  Cone  and  Belding  until  late  last 
year,  has  named  Cunningham  &  Walsh 
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From  left  to  right:  Bob  Crane,  Russ  Arms,  Bill  Weaver  and,  of  course,  The  Great  Godfrey. 
They  —  and  a  lot  of  other  highly  talented  people  —  have  three  things  in  common.  Each  is 
a  live  and  lively  specialist  in  personal  entertainment.  Each  creates  the  kind  of  setting  in 
which  your  message  is  heard  — and  heeded.  Each  is  featured  on  KNX  Radio.  Indeed,  that's  the 
kind  of  setting  that  helps  make  KNX  what  it  is  —  Southern  California's  leading  radio  station ! 
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-RADIO 

A  olear  channel 
voice  serving 
rural  and  small 
town  America  in 
the  great  Midwest 


Jn  addition  to  the  best  in  music,  news,  sports  and  public  service, 

WGN  RADIO  offers  the  most  comprehensive  coverage  of 
events  of  interest  to  Rural  Mid-America: 


AUGUST,  1958 


WGN's  daily  (Mon.-Sat.)  noontime  "Country  Fair""  program  orig- 
inates from  the  Illinois  Farm  Bureau  Tent  at  the  State  Fair.  R  ran 
for  five  days  and  included  interviews  with  the  top  livestock  winners. 

SEPTEMBER,  1958 

WGN  co-sponsors  "Tractorama"  from  Anchor,  Illinois— acts  as  co- 
host  to  more  than  75,000  people— and  originates  five  broadcasts  from 
the  site  of  the  two-day  farm  event.  It  included  a  speech  by  the  Hon- 
orable Ezra  Taft  Benson,  U.S.  Secretary  of  Agriculture. 

OCTOBER,  1958 

Interviews  are  recorded  at  the  Annual  Convention  of  the  Future 
Farmers  of  America  in  Kansas  City  for  playback  on  WGN's  "Coun- 
try Fair"  and  "Milking  Time"**  weekday  programs. 

NOVEMBER,  1958 

"Country  Fair"  originates  for  five  days  from  the  International  Dairy 
Show— and  includes  interviews  with  winning  exhibitors  as  well  as 
prominent  people  in  the  dairy  world. 

WGN  Farm  Director  and  his  assistant  cover  the  State  Farm  Bureau 
Conventions  in  Illinois,  Indiana,  Michigan,  Wisconsin,  and  Iowa  dur- 
ing October  and  November.  "Country  Fair"  originates  from  the  Il- 
linois convention  for  three  days. 

Farm  director  covers  annual  convention  of  the  National  Grange  at 
Grand  Rapids,  Michigan,  and  State  Grange  Conventions  in  Illinois, 
Michigan,  Indiana  and  Wisconsin,  and  reports  to  midwest  listeners. 

DECEMBER,  1958 

Farm  Director  covers  and  reports  on  annual  convention  of  the  Amer- 
ican Farm  Bureau  Federation  in  Boston. 

Interviews  are  recorded  with  winners  of  4-H  Projects  at  the  Nation- 
al 4-H  Club  Congress  held  in  Chicago  for  broadcast  on  "Milking 
Time"  and  "Country  Fair." 

"Country  Fair"  originates  for  five  days  from  the  International  Live 
Stock  Exposition  and  includes  exclusive  interviews  with  the  Honor- 
able Ezra  Taft  Benson,  U.S.  Secretary  of  Agriculture  and  the  im- 
portant livestock  men  in  attendance. 

JANUARY,  1959 

WGN  Farm  Director  covers  and  reports  on  the  Annual  Convention 
of  the  National  Council  of  Farmer  Co-Operatives  in  New  Orleans, 
Louisiana. 

When  the  nation  makes  farm  news,  WGN  is  there  first!  First  with  the  best 
in  coverage  for  the  rural  and  small  town  audiences  in  the  middlewest. 


WGN-RADIO 


441  NORTH  MICHIGAN  AVENUE,     CHICAGO  11,  ILLINOIS 


*WGN  Farm  Director,  Norman  Kraeft,  conducts  "Country  Fair,"  12:10-1:00  P.M.,  Mon.-Sat. 
** Assistant  WGN  Farm  Director,  Joe  Gregomj,  conducts  "Milking  Time,"  5:30-6:00  A.M.  Mon.-Fri. 

„  ,     .  n,...  j_.  m..'J~..  n  .n  I    A    TM     Q-XQA    M     11  -92  A    M     9 -ft  I.   P  M 


STANDARD  BRANDS  spends 

most,  by  far,  of  its  network 
radio  dollars  on  CBS  Radio. 
Where  the  most  popular 


program  "brands"  are!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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Como  takes  the  cheese  •  Signing  what  is  believed  to  be  the  biggest  money 
contract  for  the  personal  services  of  any  star  in  television  to  date,  Perry 
Como  agrees  to  sing  for  his  supper  to  the  tune  of  Kraft  Foods  Co.  for 
the  next  two  years  on  NBC-TV'  in  the  Wednesday  9-10  p.m.  period.  The 
$25-million  deal  covers  time,  talent,  production  and  guest  stars.  The  104- 
week  cycle  (including  66  colorcasts)  starts  the  end  of  May  with  film  summer 
replacements  produced  by  Mr.  Como's  Roncom  Productions.  Mr.  Como 
begins  his  own  show  for  Kraft  Sept.  30.  Agency:  J.  Walter  Thompson  Co. 

As  befits  any  $25-million  signature,  the  event  was  well  witnessed  by 
numerous  lawyers,  photographers  and  "star"  executives  including  (1  to  r): 
Robert  E.  Kintner,  NBC  president;  J.C.  Loftis,  president,  Kraft  Foods  Div. 
of  National  Dairy  Products,  and  Robert  W.  Sarnoff,  NBC  board  chairman. 

Why  did  Kraft  put  so  many  eggs  in  the  Como  basket?  'As  Kraft's  busi- 
ness expands,  and  as  our  need  for  ever  stronger  communications  with  con- 
sumer and  food  retailer  alike  grows,  we  seek  expansion  of  our  tv  pro- 
gramming," said  Robert  A.  Davis,  Kraft  advertising  manager. 

But  that's  no  solace  to  NBC-TV  in  one  sense.  Who  goes  on  after  Como 
in  the  prime  Saturday  8-9  p.m.  time  which  the  singing  star  now  vacates 
this  spring? 


as  new  agency.  Though  broadcast  media 
were  not  used  in  the  past,  they  may  be 
included  in  C&W's  planning. 

•  Also  in  advertising 

•  James  Thomas  Chirurg  Co.,  Boston 
and  New  York  advertising  agency  will 
move  its  headquarters  to  a  new  two- 
story  building  in  Chestnut  Hill,  Mass. 
President  Wallace  L.  Shepardson  an- 
nounced that  his  company  expects  to 
complete  the  transfer  from  Boston  to 
Chestnut  Hill  by  May  1.  This  move 
follows  last  month's  transfer  of  the 
agency's  New  York  office  to  a  floor  at 
60  E.  56th  St. 


•  The  Advertising  Federation  of  Amer- 
ica has  established  an  annual  award 
for  contributions  by  advertising  people 
to  a  better  public  image  of  the  advertis- 
ing industry.  Anyone  engaged  in  adver- 
tising may  submit  nominations  to  a 
selection  committee  composed  of  Robert 
E.  MacNeal,  president.  Curtis  Publish- 
ing Co.,  Philadelphia;  AFA  Vice  Chair- 
man James  S.  Fish,  vice  president  and 
advertising  director  of  General  Mills, 
and  Arthur  C.  Fatt,  president,  Grey 
Advertising.  Nominations  for  initial 
awards,  to  be  presented  at  the  AFA 
June  convention  in  Minneapolis,  should 
be  sent  to  250  W.  57th  St.,  New  York, 
before  the  May  1  deadline. 
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Sinclair  wins  round 
in  Outlet  sale  fight 

The  contentious  Providence,  R.I.,  de- 
partment store-radio-tv  properties  sale 
received  a  setback  last  week  when  a 
Rhode  Island  Superior  Court  judge 
granted  a  preliminary  injunction. 

The  ruling  brings  to  a  halt  for  the 
time  being  the  $12  million  sale  of  the 
Outlet  Co.  to  William  Zeckendorf,  New 
York  realtor,  and  John  C.  Mullins, 
Denver  broadcaster  (Broadcasting, 
Jan.  26;  Dec.  15,  8,  1958). 

The  suit  to  stop  the  sale  was  brought 
by  Joseph  (Dody)  Sinclair,  general 
manager  of  WJAR-AM-TV,  and  grand- 
son of  the  founder  of  the  Rhode  Island 
multi-million  dollar  department  store. 

Judge  Joseph  Mullens  concluded  that 
one  of  the  trustees,  the  Industrial  Na- 
tional Bank  of  Providence,  has  brought 
about  such  "a  conflict  of  interest  be- 
tween itself  individually  and  as  trustee 
of  so  substantial  a  nature  as  to  prevent 
the  exercise  of  its  independent  judg- 
ment of  the  Sinclair  trust  in  determin- 
ing upon  a  sale"  and  that  "complainant 
Sinclair  and  his  children  as  contingent 
beneficiaries  will  suffer  some  detri- 
ment." He  also  ruled  that  the  trustees 
did  not  perform  their  duties  during  the 
20-day  period  after  execution  of  the 
sale  contract,  resulting  in  "a  probable 
failure  to  obtain  a  higher  price  for  the 
Outlet  stock." 

Under  terms  of  the  agreement,  the 
buyers  offered  to  pay  $120  a  share  for 
the  Outlet  Co.  stock.  The  agreement 
involved  about  55%  of  the  55,230 
shares  outstanding.  The  contract  pro- 
vides, however,  that  the  buyers  must 
secure  70%  of  the  outstanding  stock. 

During  the  court  trial,  Mr.  Sinclair 
offered  $122.50  per  share  for  the  stock. 
His  backer,  United  Printers  &  Pub- 
lishing Co.  (greeting  cards),  is  con- 
trolled by  Louis  and  Jack  N.  Berkman, 
principals  of  the  Friendly  Group  of 
radio-tv  stations. 

KLEO  blasts  print  ads 

KLEO  Wichita  has  drawn  a  bead  on 
the  American  Newspaper  Publishers 
Assn.'s  new  "total  selling"  approach 
and  is  countering  local  newspaper  ad- 
vertisements with  its  own  barrage,  it 
was  learned  last  week. 

Starting  the  weekend  of  Feb.  28- 
March  1,  KLEO  has  been  running  min- 
ute announcements  aimed  directly  at 
Wichita  businessmen.  The  spot  cam- 
paign, to  be  concentrated  on  weekends, 
is  designed  to  offset  full-page  house  ad- 
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vertisements  placed  twice  weekly  by  the 
Wichita  Eagle  and  Wichita  Beacon,  ac- 
cording to  Kenneth  R.  Greenwood, 
general  manager  of  KLEO  (formerly 
KANS). 

The  themes  will  be  varied  and  imply 
the  inequality  of  comparisons  between 
newspaper  readership  and  audience 
rating  figures  as  between  apples  and 
oranges,  Mr.  Greenwood  told  Broad- 
casting. The  first  theme:  "There  must 
be  a  reason."  And  the  next:  "Why  do 
newspapers  themselves  run  full-page  ads 
to  sell  themselves  and  urge  you  to  take 
out  quarter  pages?" 

The  announcements  use  the  alter- 
nating two-announcer  technique.  Sam- 
ple from  this  past  weekend's  script: 
(First  Announcer) — "There  must  be  a 
reason  why  the  newspapers  have  sud- 
denly found  it  necessary  to  personally 
acclaim  their  sales  ( ability.  (Second) — 
Why  has  an  advertising  medium  that 
has  always  been  supposedly  the  "end 
all"  of  advertising  embark  on  an  obvi- 
ous campaign  to  re-sell  itself?  (First) — 
There  must  be  a  reason.  (Second) — At 
KLEO  we  know  the  reason.  We  know 
why.  There  is  a  simple  explanation. 
The  facts  can  be  backed  up  with  elo- 
quent proof.  The  lower  advertising  cost 
of  radio,  the  greater  sales  effect  of 


Managers  meet  •  McLendon  sta- 
tion managers  held  their  annual 
sales  meeting  Feb.  23-27  in  New 
York  City.  William  Morgan 
(standing  1),  vice  president,  an- 
nounced that  sales  revenues  for 
the  five  McLendon  stations  in- 
creased 23%  over  the  previous 
year.  Seated  1  to  r:  Jack  Fiedler, 
KTSA  San  Antonio;  Charles 
Farmer,  WAKY  Louisville;  Rich- 
ard Wilcox,  KEEL  Shreveport. 
Standing  with  Mr.  Morgan  of 
KLIF  Dallas  is  William  Weaver  of 
KILT  Houston,  Tex. 


radio  is  just  part  of  the  reason.  If  you 
are  a  man  who  advertises  a  service  or 
a  product  we  suggest  you  get  the 
story  .  .  ."  The  announcement  closes 
by  asking  the  listener  to  contact  KLEO. 

As  to  "the  reason"  itself:  newspapers 
were  appraised  of  it  in  considerable 
detail  by  ANPA's  Bureau  of  Advertis- 
ing at  the  "total  selling"  convention  of 
the  Newspaper  Advertising  Executives 
Assn.  in  Chicago  early  this  year.  Vari- 
ous newspaper  groups  agreed  to  launch 
an  all-out  campaign  to  raise  overall  rev- 
enues from  $3.2  to  $3.5  billion  in  1959 
(Broadcasting,  Jan.  26).  It  was  pre- 
sumed the  Wichita  newspapers'  drive 
was  based  on  mats  or  at  least  ideas  sug- 
gested by  ANPA. 

Station  rating  use 
up  to  raters — NAB 

It's  up  to  radio  research  and  survey 
companies  to  police  the  way  stations 
promote  their  findings,  according  to 
NAB's  Radio  Research  Committee. 

Acting  on  an  NAB  Radio  Board 
suggestion,  the  committee  last  Thurs- 
day (March  5)  released  a  set  of  mini- 
mum standards  to  be  used  in  prepara- 
tion of  radio  survey  reports. 

Copies  of  the  standards  along  with 
text  of  the  committee's  resolution  were 
distributed  to  NAB  radio  member  sta- 
tions and  to  radio  survey  and  rating 
companies.  The  committee  recom- 
mended: 

Standard  Preface  •  "Each  radio  sur- 
vey report  should  be  prefaced  by  a 
statement  including  the  following 
minimum  specifications: 

"1.  The  dimensions  of  the  audience 
surveyed:  State  which  persons  in  the 
household  were  interviewed.  State 
what  household  radios  were  included. 
State  whether  out-of-home  listening  was 
included.  If  included,  state  what  types 
of  listening  were  covered  (e.g.,  whether 
the  survey  counted'  in  auto  radio,  listen- 
ing in  public  places,  etc.,  specifying 
those  places  included). 

"2.  The  area  surveyed:  Specific  in- 
formation covering  location  of  sample 
households  and  individuals  reported 
upon;  whether  by  city  limits,  metro- 
politan area,  county,  or  other.  Area 
should  be  clearly  defined! 

"3.  The  method  of  survey:  State  how 
information  was  obtained,  whether  by 
telephone  coincidental,  recall,  or  com- 
bination of  these  two;  personal  inter- 
view at  home  whether  coincidental,  re- 
call, or  a  combination  of  both;  mail 
ballot,  diary  or  log;  mechanical  record- 
er or  other. 

"4.  Size  of  sample:  The  number  of 
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completed  interviews,  diaries  or  logs, 
ballots,  mechanical  recordings,  must  be 
reported.  This  information,  both  over- 
all in  relation  to,  population  of  universe 
measured  and  per  program  or  unit  of 
time  measured,  should  be  clearly  stated. 

"5.  Survey  dates:  Date(s)  the  survey 
occurred  must  be  reported." 

Signers  •  Members  of  the  Radio  Re- 
search Committee  are  E.K.  Hartenbow- 
er,  KCMO  Kansas  City,  chairman- 
George  H.  Clinton,  WEBC  Duluth,' 
Minn.;  Simon  Goldman,  WJTN  James- 
town, N.Y.;  Charles  E.  Hamilton,  KFI 
Los  Angeles;  Harper  Carraine,  CBS; 
Dr.  Thomas  E.  Coffin,  NBC  and 
Harold  Cranton,  ABC. 

Trees  may  shadow  uhf 

The  screening  effect  of  trees  and 
foliage  may  be  one  of  the  most  signifi- 
cant factors  in  the  loss  of  signal  strength 
in  the  uhf  band.  This  was  the  finding 
of  a  report  submitted  to  the  Assn.  of 
Maximum  Telecasters  last  week.  The 
field  test  on  483.26  mc  was  made  dur- 
ing December  1958  and  January  this 
year  at  Salisbury,  Md.,  using  ch  16 
WBOC-TV  Salisbury  (620  ft.  antenna 
height  above  average  terrain).  Measure- 
ments over  this  flat  terrain  were  made 
using  an  antenna  30-ft.  above  ground. 
The  report  was   submitted   to  the 


S  h°7J  W^C-^MCT  <TV)  MemPh*  is  now  occupying  new  studio- 
office  building.  The  plant  contains  29,000  square  feet  of  floor  space,  cost 
I  T  w"  ,  Statl°nS  are  licensed  to  MemPhis  Publishing  Co.,  publisher 
of  the  Memphis  Commercial  Appeal  and  Press-Scimitar  (Scripps-Howard) 
and  are  affiliated  with  NBC.  ;' 


AMST  engineering  committee  which 
met  last  Tuesday  (March  3)  in  Wash- 
ington. Present  at  the  meeting  were 
Joseph  B.  Epperson,  WEWS  (TV) 
Cleveland,  chairman;  Orrin  W.  Tow- 
ner, WHAS-TV  Louisville;  John  H 
DeWitt  Jr.,  WSM-TV  Nashville;  Henry 
Rhea,  WFIL-TV  Philadelphia,  and  Tom 
Howard,  WBTV  (TV)  Charlotte,  N.C. 
Also  present  were  Lester  W.  Lindow, 
AMST  executive  director;  Ernest 
Jennes,  Washington  attorney  for  AMST. 
and  Howard  T.  Head,  AMST  engineer- 
ing consultant. 


21  YEARS 

off  dynamic  selling 


Welcome  to  our 
Hospitality  Suite  1900, 
Conrad  Hilton  Hotel 
NAB  Convention 
March  15-18 


FORJOE  &  CO.,  INC. 


NATIONAL  STATION  REPRESENTATIVES 

Sales  Offices  in  NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
SAN  FRANCISCO  •  PHILADELPHIA  •  ATLANTA 
Headquarfers  -  580  5th  Avenue,  New  York  36,  N.  Y 
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Three  RKO  stations 
adopt  'common  image' 

RKO  Teleradio  Pictures  Inc.  is  close 
to  molding  its  stations  into  the  "com- 
mon image"  charted  for  them  some 
time  back.  On  March  16,  KHJ  Los 
Angeles,  KFRC  San  Francisco  and 
WNAC  Boston  will  inaugurate  music 
and  news  formats.  The  move  toward  a 
uniform  look  for  the  stations  began  at 
WHBQ  Memphis  more  than  a  year  ago. 

When  the  RKO  Teleradio  stations 
adopt  similar  programming  features,  it 
will  be  possible  to  attract  advertisers 
through  consolidated  sales  techniques, 
an  RKO  spokesman  said.  Historically 
the  stations  have  the  reputation  of  be- 
ing "talk"  stations.  The  current  move 
is  to  reach  an  adult  audience  through  a 
music-news  and  "lively"  disc  jockev  ap- 
proach, he  explained.  No  date  for  a 
format  change  at  CKLW  Windsor. 
Ont.-Detroit  has  been  announced.  WOR 
New  York  and  WGMS  Washington 
will  be  unaffected,  the  spokesman  said. 

New  Yorkers  hear 
of  cooperation  need 

Speakers  at  the  second  annual  legis- 
lative dinner  of  the  New  York  State 
Assn.  of  Broadcasters  in  Albany  last 
Tuesday  (March  3),  including  FCC 
Comr.  Robert  E.  Lee  and  Gov.  Nelson 
A.  Rockefeller,  stressed  the  need  for 
closer  cooperation  between  the  broad- 
casting industry  and  the  government. 

Robert  J.  Leder,  vice  president  and 
general  manager  of  WOR-AM-TV  New 
York  and  president  of  the  association, 
told  the  assemblage  of  more  than  300 
broadcasters  and  legislators  that 
NYSAB  was  moving  toward  "extreme- 
ly closer  liaison"  with  members  of  the 
state  legislature.  He  pointed  out  that 
since  New  York  State  is  searching  con- 
tinually for  new  tax  revenues  and  is 
scrutinizing  the  public  aspects  of  broad- 
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Joan  and  Julius  Evans  visit  an  automobile  factory  in  Coventry 
their  many  interesting  and  informative  TOPIC  jaunts. 


A  new  series,  a  new  look  at  Britain  and  the  British 
today  .  .  .  through  the  eyes  of  Joan  and  Julius  Evans, 
an  American  couple  abroad. 

You  will  meet  an  attractive  lady  chemist  with  definite  views 
on  marriage  and  careers  ...  a  20th  Century  "Mr.  Chips   .  .  . 
an  out-of-fiction  London  cabbie  .  .  a  dedicated  atomic 
physicist  ...  a  prettv  young  theater  hopeful  ...  a  Knodes 
Scholar  from  North  Carolina  .  .  .  and  many  others. 
Among  the  places  vou  will  visit  are  Bohemian  Soho  busy 
London  Airport  (where  jets  came  of  age),  Ulster  (which 
sent  America  14  Presidents),  Harwell  (crucible  ot  nuclear 
research)  and  rebuilt  Coventry,  Britain's  Detroit. 
"TOPIC"  is  no  quaint  tourist  trip  ...  but  rather,  a  frank  and 
friendlv  visit  with  an  energetic  and  dynamic  people,  and 
their  country  .  .  .  it's  exciting,  stimulating  TV,  a  must  for 
your  best  public  service  time! 


13  Quarter  Hour  Programs- 


-FREE  for  TV! 


Write  NOW  for  first-run  availabilities  in  your  area. 
Call  vour  local  BIS  man  or  contact- 


Radio  -  Television  Division 


BRITISH  INFOR 


IVICES 


an  Agency  of  the  British  Government 
45  Rockefeller  Plaza    •    New  York  20,  N.  Y. 


casting,  station  owners  and  officials 
must  solidify  their  association  with  leg- 
islators as  a  means  of  heading  off  "dis- 
criminatory and  unfair  bills." 

He  cited  the  annual  legislative  dinner 
as  an  example  of  a  move  towards  co- 
operation, stating  this  event  "has  done 
more  to  establish  a  mutually  beneficial 
rapport  between  broadcasters  and  the 
legislators  than  anything  the  association 
had  done  previously."  Mr.  Leder  added 
that  since  NYSAB  had  retained  an  at- 
torney to  report  on  all  bills  related  to 
broadcasting,  association  members  were 
"more  aware  of  the  continuing  legal 
situation  than  they  had  been  before." 

Comr.  Lee  suggested  to  the  New 
York  State  Legislature  that  a  state 
broadcasting  liaison  body,  similar  to  the 
FCC's  National  Advisory  Board,  be  ap- 
pointed to  work  closely  with  state  of- 
ficials in  the  organization  and  develop- 
ment of  a  statewide  defense  program. 
Mr.  Lee  outlined  the  CONELRAD 
system  of  instantaneous  warning  and 
denied  reports  that  the  system  was 
outmoded. 

Gov.  Rockefeller  told  the  group  that 
the  State  of  New  York  would  cooperate 
fully  with  any  broadcasting  committee 
organized  to  develop  a  civil  defense 
program.  He  also  urged  broadcasters  to 
carry  programming  that  would  provide 
"more  complete  information  about  the 
various  aspects  of  government  rather 
than  spotlighting  only  the  contro- 
versial." 


KIT  sues  Pulse 

KIT  Yakima,  Wash.,  has  announced 
filing  of  a  $15,000  damage  suit  against 
The  Pulse  Inc.,  charging  survey  results 
published  last  year  had  been  defama- 
tory to  the  station.  The  suit  asks  for 
$10,000  damages  to  business  reputa- 
tion, and  $5,000  for  business  lost  as  a 
result  of  Pulse  reports.  Pulse  Inc. 
spokesmen  withheld  comment  pending 
study  of  the  complaint. 

•  Media  reports 

•  KSD-AM-TV  St.  Louis  reports  that 
more  than  $85,000  has  been  contributed 
to  its  fund  for  the  victims  of  the 
January  tornado  (Broadcasting,  Feb. 
16).  The  money  was  raised  with  the 
help  of  the  St.  Louis  Post-Dispatch, 
parent  company  of  the  stations. 

•  KICU  (TV)  ch.  14  Bakersfield,  Calif., 
scheduled  to  commence  operations  by 
next  July,  will  be  affiliated  with  ABC- 
TV.  Studios  and  offices  will  be  in  down- 
town Bakersfield. 

•  KFHA  Tacoma-Lakewood,  Wash., 
has  started  broadcasting  with  1  kw 
on  1480  kc.  Robert  E.  Hall,  partner 
in  the  new  station,  is  general  manager 
of  KFHA,  which  is  co-owned  by  Adlai 
C.  Ferguson  Jr.  (WPRS-AM-FM  Paris, 


lewis-howe  is  one  of 

many  leading  companies 
making  major  investments 
on  CBS  Radio  since  PCP.  • 
Best  new  prescription  for 
advertising  efficiency! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan -with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


Power  boost  blast-off  •  WIBG  Philadelphia  goes  from  10  to  50  kw,  as 

state  and  station  officials  preside  at  switch-throwing  ceremonies  in  Inde- 
pendence Hall  Feb.  23  (Broadcasting,  March  2).  L  to  r:  Stanton  P.  Kettler, 
vice  president,  operations,  of  Storer  Broadcasting  Co.,  which  owns  WIBG; 
John  Morgan  Davis,  lieutenant  governor  of  Pennsylvania;  Lee  B.  Wailes, 
Storer  executive  vice  president,  and  Glenn  G.  Boundy,  vice  president,  en- 
gineering. 


(THE  MEDIA) 
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draw! 


Take  a  bead  on  KFMB  Radio  in  S 
market  people  are  working,  playi 
and  KFMB  is  their  reflection.  Frie 
Authoritative  voices  with  factual 
porters  covering  a  market  that  re 
get  it  right.  Intimate  voices  with 
a  sound  that  has  caught  the 
San  Diego  area  and  has 
radio  ever  has.  It  all  add 
in  the  better  part  of 
no  time  to  hold  your  fire 
straight  at  it  with  KFMB 


an  Diego.  Because  here  in  the  19th 
ng  and  buying  at  breakneck  speed 
ndly  voices  with  wonderful  music, 
news  from  CBS,  from  our  own  re- 
lies on  us  to  get  the  news  first  and 
variety  programming.  Overall, 
bounce,  verve  and  life  of  the 
captured  its  ears  as  no  other 
up  to  the  biggest  audiences 
Southern  California.  It's 
in  San  Diego.  Shoot 
Radio.  DRAW  NOW! 


KFMB  RADIOS  SAN  DIEGO 


REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 
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111.).  Gregg  Martin,  formerly  of  the 
staff  of  Ohio  State  U.,  is  in  charge  of 
programming. 


Don't  knock! 
just  come  in 

SUITE  1119A 

Step  into  our  NAB  convention  headquarters  at  the 
Conrad  Hilton  anytime  it's  convenient. 

Our  TV-Radio  staff  from  all  over  the  country  will  be 
assembled  there  to  greet  you. 

They  will  rejoice  in  your  good  fortune  or  sooth  trou- 
bled brows.  They  might  even  have  some  interesting 
news  for  you. 

They  all  join  in  best  wishes  for  a  most  successful 
convention— one  that  will  give  you  a  personal  lift 
to  do  an  even  better  job  in  1959. 

That  is  our  sincere  hope  for  all  the  folks  in  the 
broadcasting  industry. 


ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale  of 
Important  Radio  and  Television  Stations 

WASHINGTON     1625  Eye  Street  N.W.     NAtional  8-1990 
NEW  YORK         60  East  42nd  Street        MUrray  Hill  7-4242 


•  WHOO  Orlando,  Fla.,  has  moved  to 
311  N.  Rosalind  Ave.  The  station  spent 
$110,000  to  remodel  the  new  quarters. 

•  Edward  Petry  &  Co.  has  moved  into 
new  Los  Angeles  offices  at  3424  Wil- 
shire  Blvd.  Telephone:  Dunkirk  8-1143. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

•  WALT  Tampa,  Fla.:  Sold  to  Con- 
solidated Sun  Ray  Drug  (WPEN-AM- 
FM  Philadelphia)  by  multiple  owners 
Emil  Arnold,  Robert  Wasdon  and  Jack 
Siegel  for  $300,000  (Closed  Circuit, 
March  2).  The  sale  was  handled  by 
Blackburn  &  Co.  WALT  is  on  1110 
kc  with  10  kw,  day,  directional  antenna. 

•  KSDA  Redding,  Calif.:  Sold  to  Van 
C.  Newkirk,  Beverly  Hills,  Calif.,  ad- 
vertising agency  principal  by  Kal 
Lines,  trustee  appointed  by  the  court 
following  bankruptcy  proceedings,  for 
more  than  $20,000.  The  sale  was 
handled  by  Wilt  Gunzendorfer  &  Assoc. 
KSDA  is  on  1400  kc  with  250  w. 

•  KRFO  Owatonna,  Minn.:  25%  sold 
to  Arnold  K.  Schumann  bv  Ivan  Earl 
Gilbert  for  $15,000  cash.  Remaining 
25%  equal  partners  in  KRFO  are 
Robert  W.  Behling,  Gerald  J.  Boos  and 
Duane  Allen.  The  sale  was  handled  by 
Haskell  Bloomberg.  KRFO  is  on  1390 
kc  with  500  w,  day. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (also  see  For  The 
Record,  page  91): 

•  WHAM,  WHFM  (FM)  Rochester, 
N.Y.:  Sold  to  Genesee  Broadcasting 
Corp.  (Henry  I.  Christal  Co.  and  Com- 
bined Century  Theatres  Inc.)  by  Riggs 
&  Greene  Broadcasting  Corp.  for  $838,- 
580.  WHAM  is  on  1 180  kc  with  50  kw 
and  is  affiliated  with  NBC.  WHFM 
is  on  98.9  mc  with  20  kw. 

•  WFEA  Manchester,  N.H.:  Sold  to 
WFEA  Broadcasting  Corp.  (William  F. 
Malo  Jr.,  president)  by  Public  Informa- 
tion Inc.  (a  Rahall  Stations  interest) 
for  $275,000.  WFEA  Broadcasting 
Vice  President  Frank  E.  Pellegrin  has 
interests  in  WATO  Oak  Ridge  and 
WLAF  LaFollette,  both  Tennessee. 
WFEA  is  on  1370  kc  with  5  kw,  direc- 
tional antenna  same  pattern  day-night. 

•  KAIR  Tucson,  Ariz. :  Sold  to  Andrew 
J.  Griffith  Jr.  and  Jerome  K.  McCauley 
by  Joe  Dumond  Radio  Enterprises  Inc 
for  $175,000.  KAIR  is  1490  kc,  250  w. 
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Stanley  Whitoker— Atlanta 


H.   W.   Cassill— Chicago 


William  6.  Ryan— Chicago 


Colin  M.  Selph— West  Coast 


S$n', invitation  to  visit  ay 


(t((/<iny  t/ie  ■   1 mention' 
^(q  Airar/o' 
L6'on^tJft/ton  jfotJ 
%te<i3??^3^b 
J/ arc/,  /5  /$.  J9J9 


CORDIALLY  EXTENDED  BY  OUR  NATION-WIDE  STAFF  . 

The  one  time  during  the  year  you'll  meet  them  all  under  one  roof  (as  a  matter  of 
fact  the  only  time  we  will!)  .  .  .  both  hospitality  and  information  will  be  on  hand 
...  so  accept  our  invitation  to  enjoy  both  old  and  new  friendships  ...  see  you  there . 
Conrad  Hilton  Suite  1522-25-24 


Negotiations  —  Financing  —  Appraisals 

ffilackbuwn  &  Corrvpmuf 

RADIO  -  TV  -  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C.  OFFICE 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST  OFFICE 

H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Avenue 
Chicago,  Illinois 
Financial  6-6460 


SOUTHERN  OFFICE 
Clifford  B.  Marshall 
Stanley  Whitaker 
Healey  Building 
Atlanta,  Georgia 
JAckson  5-1576 


WEST  COAST  OFFICE 

Colin  M.  Selph 
California  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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GOVERNMENT 


TV  SPACE  RELAYS  SOON? 

GE  experts  get  Congressional  backing  for  early  launching 


Live  radio-tv  transmissions  via  space 
satellites  are  just  around  the  corner,  a 
team  of  top  scientists  told  the  House 
Science  &  Astronautics  Committee  last 
week. 

In  fact,  this  breakthrough  in  com- 
munications is  so  close  that  one  con- 
gressman recommended  an  immediate 
postponement  of  military  space  shots 
and  lunar  probes  with  the  missiles  thus 
freed  to  be  used  to  launch  communica- 
tions satellites  in  orbit. 

The  experts,  in  testimony  last 
Wednesday  (March  4),  discussed  many 
different  sizes,  shapes  and  types  of 
satellites,  some  almost  ready  for  launch- 
ing and  others  in  the  distant  future. 
There  was  general  agreement  that  it 
would  be  up  to  the  government  to  place 
the  first  communications  satellites  in 
orbit  with  private  industry  taking  over 
as  soon  as  possible. 

R.  P.  Haviland,  General  Electric  en- 
gineer, said  that  presently  available 
rockets  of  the  Atlas  type  could  immedi- 
ately put  communications  satellites 
weighing  500  pounds  in  orbit. 

"1  am  personally  convinced  that  the 
most  important  application  of  satellite 
vehicles  is  in  the  field  of  civilian  and 
commercial  communications,"  he  told 


the  committee,  which  is  holding  hear- 
ings on  international  telecommunica- 
tions and  communication  satellites. 

These  small  satellites,  he  said,  would 
be  a  means  of  securing  immediate  space 
communications,  preceding  much  larger 
manned  satellites  in  the  future  (see  pic- 
ture). Sixteen  of  the  smaller  satellies  in 
low  orbits,  each  costing  about  $2.5  mil- 
lion, would  be  necssary  for  worldwide 
coverage,  Mr.  Haviland  estimated.  Up- 
keep would  be  about  $50  million  yearly, 
"not  an  insignificant  sum  but  certainly 
within  the  budget  capabilities,"  he  said. 
This  type  of  satellite  would  be  solar 
powered. 

Immediate  Use  Possible  •  The  basic 
know  how  for  continued  expansion  of 
the  established  communications  system 
through  space  is  available,  the  GE  en- 
gineer said,  only  detailed  engineering 
now  is  required.  "We  can  immediately 
extend  present  communications,  first  by 
single  satellites,  then  by  a  network. 
With  further  development  of  the  satel- 
lite, we  can  start  other  services,  such  as 
relaying  television  signals  between 
continents.  Later  we  can  establish 
worldwide  television  broadcasts  and 
other  worldwide  services." 

Mr.  Haviland  also  discussed  at  length 


Relay  station  •  This  the  $2  billion  communications^eZeTrTeTtT 

as  envisioned  by  GE,  three  of  which  would  be  placed  in  orbk  to  provL 
five,  worldwide  tv  coverage.  In  the  center  is  a  rotating  whee  coZTnml 
living  quarters,  with  two  major  antenna  reflectors  above  and  below  Small 
side  antennas  would  -be  used  for  reception  and  transmission  of  s  gnals  The 
platform  sticking  out  to  the  side  would  serve  as  a  landing  field  for  space  sh  ps 


the  larger  satellite  which  would  be  uti- 
lized in  the  future.  It  would  contain 
living  quarters  for  personnel,  with  three 
such  vehicles  needed  to  cover  the  entire 
earth.  They  would  orbit  22,000  miles 
above  the  earth  and  would  transmit  tv, 
radio  and  special  communication  sig- 
nals. 

He  estimated  that  the  cost  of  such  a 
satellite  would  be  $2  billion,  but  that 
the  cost  per  communication  channel 
would  be  relatively  low.  These  large 
stations  are  within  reach,  Mr.  Haviland 
said,  but  it  will  be  a  number  of  years 
before  they  will  be  built. 

"Passive"  Satellites  •  Dr.  John  R. 
Pierce,  director  of  research  for  Bell 
Telephone  Labs,  discussed  balloon-type 
"passive"  satellites  which  merely  would 
reflect  tv  signals  back  to  the  earth.  With 
24  such  balloons,  any  given  portion  of 
the  earth  could  receive  worldwide 
communications  99%  of  the  time  he 
said.  The  spheres,  150  feet  in  diameter 
orbiting  3,000  miles  above  the  earth' 
would  be  made  of  Mylar  and  coated 
with  a  very  thin  layer  of  aluminum. 

Large  and  expensive  ground  instal- 
lations would  be  needed  to  transmit  the 
signal  to  the  satellite,  Dr.  Pierce  said, 
but  the  equipment  could  be  easily  in- 
stalled and  repaired.  Signals  to  the  earth 
would  be  very  weak  and  the  public 
would  need  highly  sensitive  receivers 
with  elaborate  outside  antennas. 

The  balloon,  one-quarter  of  a  milli- 
meter thick,  would  be  inflated  by  water 
evaporation  after  it  reaches  its  orbit 
It  would  be  only  30  inches  in  diameter 
Prior  to  inflation.  After  inflation,  it 
would  reflect  98%  of  the  signal  energy 
it  receives. 

Advantages  of  Balloon  •  This  type 
of  satellite  would  be  practically  impos- 
sible for  foreign  powers  to  jam  the 
scientists  agreed,  and  Mr.  Pierce  point- 
ed out  it  contained  no  parts  to  wear  out. 
He  said  however  that  in  the  long  run  it 
may  be  less  economical  than  "active" 
satellites  containing  their  own  sources 
of  power  and  transmitting  equipment. 

"It  could  be  well  worth  the  expense 
and  the  effort  to  try  to  get  satellite  com- 
munications immediately  regardless  of 
how  reliable  it  will  prove  or  how  cost- 
ly," Dr.  Pierce  concluded.  He  pointed 
out  the  National  Aeronautics  &  Space 
Administration  plans  to  put  up  a  bal- 
loon satellite  for  its  own  use  within  a 
year  (Broadcasting,  Feb.  9). 

Edgar  M.  Cortright  chief  of  the 
NASA  advanced  technology  program, 
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IUT...  WKZO-TV  Gives  You 
The  Old  "One -Two"  Punch 
In  Kalamazoo -Grand  Rapids! 


NCS  No.  3  CIRCULATION 
SPRING,  1958 

STATION 

DAYTIME 

NIGHTTIME 

DAILY 

WEEKLY 

DAILY 

WEEKLY 

WKZO-TV 
Station  'B' 
Station  C 

265,990 
202,190 
152,910 

390,330 
314,950 
264,330 

386,280 
304,780 
222,400 

472,250 
384,570 
349,890 

Lead  with  WKZO-TV  and  you'll  take  sales  "off  the  ropes" 
in  Western  Michigan!    WKZO-TV  covers  more  television 
homes  than  any  other  station  in  its  area  —  606,780  homes  m 
34  counties  according  to  NCS  No.  3. 

NCS  No.  3  shows  that  WKZO-TV  gives  you  more  circulation 
by  far  _  monthly,  weekly,  daily  —  than  any  other  Michigan 
station  outside  of  Detroit! 

And  remember  that  by  adding  WWTV,  Cadillac,  to  your 
WKZO-TV  schedule  you'll  get  all  the  rest  of  Michigan  worth 
having! 

*0,z  July  8,  1889  John  L.  Sullivan  beat  Jake  Kilrain  for  the  heavyweight 
championship  in  75  rounds. 


WKZ0TV 

,00,000  WATTS     •     CHANNEL  3     •     lOOO'  TOWER 

Studios  in  Both  Kalamazoo  and  Grand  Rapids 
For  Greater  Western  Michigan 
Avery-Knode/,  Inc.,  Exclusive  National  Representatives 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 
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TETLEY  TEA  uses  one  radio 
network:  CBS  Radio.  For 
those  tiny  little  tea  leaves, 
only  the  best  will  do! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan -with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 

(GOVERNMENT) 


also  discussed  the  balloon  or  "passive" 
satellite  at  length.  The  NASA  balloon, 
however,  would  orbit  only  1,000  miles 
above  the  earth. 

Active  Satellites  More  Powerful  • 
;    Mr.  Cortright  explained  to  the  commit- 
.    tee  plans  for  "active"  satellites  weigh- 
l    ing  800  to  3,000  pounds  which  would 
be  equipped  with  their  own  antennas 
and  power  supply,  either  solar  cells  or 
reactors.   They  would  give   a  much 
stronger  signal  than  the  balloons,  he 
said,  and  one  station  could  cover  all  of 
j    North  and  South  America.  Their  ex- 
:    pected  life  is  two  to  three  years  and  they 
would  orbit  the  earth  16  times  dailv 
22,300  miles  up. 

Current  launchers  are  not  capable 
of  putting  such  satellites  in  orbit,  Mr. 
j    Cortright  stated,  but  rockets  are  being 
developed  to  do  the  job. 

Dr.  Henri  Busignies,  director  of  In- 
|  ternational  Telephone  &  Telegraph 
|  Labs,  also  predicted  a  bright  future  for 
\    satellite  communications.  And,  he  said. 

"we  have  solutions  available   in  the 
!    communications  industry  to  start  mak- 
|    ing  immediately  a  system  of  communi- 
1    cations  using  satellites." 
1        Law  Out  There  •  Andrew  G.  Haley, 
1    recognized  expert  on  space  legal  mat- 
I    ters,  stressed  the  importance  of  estab- 
|    lishing  international  laws  to  regulate 
\    sPace  travel  and  vehicles.  He  recom- 
mended that  any  nation  sending  radio 
equipment  into  space  be  required  to 
!    have  complete  command  of  such  equip- 
ment at  all  times.  Otherwise,  he  said, 
satellites  with  solar  power,  whose  life 
can  become  indefinite,  can  be  the  source 
of  interference  for  "decades  to  come." 

Also,  Mr.  Haley  said,  nations  should 
not  be  allowed  to  put  anything  into 
orbit  which  cannot  be  brought  back  to 
earth  or  completely  destroyed.  And,  he 
pointed  out,  such  satellites  cannot  be  de- 
stroyed with  ordnance  because  frag- 
ments probably  would  become  an  even 
greater  menace  to  space  navigation. 

Steps  should  be  taken  immediately, 
he  said,  to  reach  agreement  among  na- 
tions on  the  use  of  tv  satellites.  He  said 
there  currently  is  a  "strange  indiffer- 
ence" among  nations  concerning  laws 
for  outer  space.  He  urged  an  interna- 
tional commission  to  define  space  limits 
of  a  nation's  sovereignty,  with  all 
planets  declared  outside  such  a  defini- 
tion. 

Mr.  Haley,  president  of  the  Inter- 
national Astronautical  Federation  and 
general  counsel  of  the  American  Rocket 
Society,  gave  the  committee  a  lengthy 
summary  of  past  national  and  inter- 
national actions  relating  to  space  law. 

Rep.  Overton  Brooks  (D-La.),  chair- 
man of  the  committee,  limited  questions 
until  all  witnesses  had  testified.  He 
asked  then  how  soon  voices  through 
space  would  be  an  actuality.  Mr.  Havi- 
land  predicted  radio-tv  satellites  could 


be  operative  within  one  year  after  ve- 
hicles are  assigned  to  put  them  in  orbit. 

Priority  Recommended  •  Rep.  James 
Fulton  (R-Pa.)  urged  that  steps  be  taken 
to  expedite  satellites  into  orbit  for  such 
commercial  enterprises  as  radio  and 
television.  He  stated  he  planned  to 
recommend  that  Cape  Canaveral  mili- 
tary operations  be  sidetracked  in  favor 
of  pushing  efforts  to  send  broadcast 
satellites  aloft. 

Mr.  Busignies  estimated  that  the  cost 
of  space  communications  would  be 
about  the  same  as  under  the  current 
system,  while  all  the  scientists  agreed 
space  satellites  would  open  up  new 
vistas  in  frequency  space.  Mr.  Pierce 
agreed  with  Rep.  Victor  Anfuso  CO- 
NY.) that  additional  channels  would 
be  needed  for  space  tv  but  that  no 
existing  allocations  would  be  upset 

Moon  Not  Feasible  •  Rep.  Gordon 
McDonough  (R-Calif.)  asked  if  a 
permanent  relay  base  could  be  estab- 
lished on  the  moon.  Mr.  Pierce  agreed 
this  would  be  possible  but  not  feasible 
because  the  moon  is  visible  to  the  U.S.. 
for  instance,  for  less  than  12  hours 
daily,  thus  there  would  be  considerable 
periods  when  such  a  satellite  would  be 
useless.  Also,  he  said,  there  is  a  delay 
of  seconds  in  sending  and  receiving 
communications  from  the  moon. 

On  Tuesday,  Roy  W.  Johnson,  chief 
of  Defense  Dept.  space  research,  told 
the  committee  of  military  plans  in  the 
field  of  communication  satellites. 
"There  will  undoubtedly  be  elements 
and  gains  made  through  this  program 
which  can  provide  rake-offs  to  the 
civilian  communication  needs,  but  it  is 
a  program  specifically  tailored  to  the 
more  rigorous  military  requirements  of 
reliability,  security  and  resistance  to 
interference  and  jamming,"  he  stated. 

He  said  present  communications  fa- 
cilities do  not  meet  the  stringent  mili- 
tary requirements.  Mr.  Johnson  dis- 
cussed the  military  program  for 
communication  satellite  development, 
beginning  with  the  successful  Score  last 
December  and  running  through  Courier 
(completion  in  three  years)  and  Discov- 
erer (four  years  away). 

Huge  Booster  Planned  •  He  told  the 
committee  details  of  a  new  booster 
rocket,  the  Saturn,  which  will  be  cap- 
able of  producing  a  1.5  million  pound 
thrust— and  will  make  possible  develop- 
ment of  better  communication  through 
a  much  heavier  payload.  The  Saturn 
will  make  it  possible  to  place  a  10,000 
pound  satellite  in  orbit  within  the  next 
few  years,  Mr.  Johnson  predicted. 


PLANNING  FM  BROADCASTING? 
See  page  No.  109 
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with  WTVT 

1st  in  total  share  of  audience . . .  now  at  an  all-time  high  in 
TAMPA  -  ST.  PETERSBURG! 


Latest  ARB  proves  definitely  that  in  the  market  on  the  move:  .  .  .  the 
STATION  ON  THE  MOVE  is  WTVT!  Penetrate  this  dynamic,  growing  market 
.  .  .  now  30th  in  the  nation  in  retail  sales  .  .  .  with  the  top-rated  station,  WTVT! 
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Check  these 

15  top-rated  shows! 

(ARB  based  on  4-week  average) 


SHOW 

Wagon  Train 

I've  Got  a  Secret 

Gunsmoke 

I  Love  Lucy 

Highway  Patrol* 

Perry  Mason 

State  Trooper* 

Millionaire 

Wells  Fargo 

Red  Skelton 

Sheriff  of  Cochise* 

Decoy* 

Peter  Gunn 

Price  Is  Right 

Zane  Grey  Theatre 
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B 

WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
B 

WTVT 
WTVT 
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Check  the  Top  50  Shows!     Latest  ARB 

TOP  S     TOP  lO     TOP  13     TOP  25     TOP  50 
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31.9 
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15 
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The  WKY  Television  System,  Inc. 
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JUSTICE  STILL  ANTI-OPTION  TIME 

But  says  it  won't  decide  next  step  until  FCC  makes  its  move 


The  Justice  Dept.  last  week  stuck 
to  its  guns  that  contend  option  time  is 
a  violation  of  the  antitrust  laws — but 
it  dropped  a  Latin  phrase. 

Justice's  chief  trust  buster,  Victor 
R.  Hansen,  told  the  FCC  that  "option 
time  runs  afoul  of  the  Sherman  Act." 

Last  year,  Justice  Dept.  officials  told 
the  FCC  that  option  time  and  must  buy 
practices  of  networks  were  antitrust  vi- 
olations per  se. 

The  Justice  Dept.'s  14-page  memo- 
randum was  in  reply  to  an  FCC  submis- 
sion last  January  of  its  findings  that 
option  time  was  "reasonably  necessary 
for  successful  network  operation  and 
is  in  the  public  interest  (Broadcasting, 
Jan.  12,  19). 

The  FCC  findings,  adopted  by  a 
narrow  4  to  3  vote,  were  the  first  major 
result  of  the  Commission's  special  net- 
work study.  Comrs.  Rosel  H.  Hyde, 
Robert  T.  Bartley  and  Frederick  W. 
Ford  disagreed  with  the  majority's  views 
on  the  necessity  for  option  time. 

The  Commission's  viewpoint  and  the 
Justice  Dept.'s  response  were  made  pub- 
lic last  week  by  the  FCC. 

The  Commission  announced  that  the 
Justice  Dept.'s  memorandum  was  being 
made  a  part  of  the  record  in  the  net- 
work study  proceedings. 

Background  of  Issue  •  In  its  Jan.  14 
letter  to  the  Justice  Dept.,  the  Commis- 
sion stated  that  when  Justice's  reply 
was  received  it  would  be  incorporated 
in  the  record  and  that  the  "Commis- 
sion will  then  determine  what  course 
of  action  is  most  appropriate  under  its 
authority." 

The  Commission  request  to  the  Jus- 
tice Dept.  was  for  a  formal  opinion  of 
the  Attorney  General.  It  was  stressed 
that  the  Hansen  response  was  a  memo- 
randum of  the  antitrust  division,  and  did 
not  bear  the  official  weight  of  the  At- 
torney General. 

Asked  what  its  next  step  would  be,  a 
spokesman  for  the  Justice  Dept.  stated 
that  the  next  move  is  up  to  the  FCC. 
"The  Justice  Dept.  will  decide  what  it 
should  do  after  the  FCC  acts,"  he  said. 

The  Commission  must  now  issue  a 
final  decision  in  the  option  time  mat- 
ter. There  was  some  discussion  of  the 
subject  on  Friday,  it  was  learned,  but 
no  definite  action  was  taken.  A  further 
meeting  on  option  time  is  scheduled  for 
this  week. 

The  FCC  majority  found  that  al- 
though there  were  some  undesirable  re- 
sults in  the  option  time  practice,  it  was 
necessary  to  enable  networks  to  assure 


advertisers  of  a  national  line  up  of 
stations  in  the  time  periods  sold,  and 
that  this  stability  benefits  not  only  the 
networks  but  the  public  in  the  quality  of 
programs  presented. 

Dissenting  commissioners  balked  only 
at  the  ultimate  findings  by  the  Com- 
mission majority  that  option  time  is 
necessary.  All  three  questioned  whether 
networks  would  suffer  irreparable 
harm  by  the  proscription  of  option  time. 
Other  methods  of  maintaining  national 
hookups  would  be  found,  they  said. 

Hansen  Objections  •  In  his  memo- 
randum to  the  FCC,  Mr.  Hansen  con- 
tended that  option  time  was  similar  to 
the  block  booking  feature  of  motion 
picture  film  renting  in  which  theatre 
owners  were  required  to  buy  films  they 
did  not  want  in  order  to  secure  rights 
to  show  films  they  desired.  This  prac- 
tice was  outlawed  in  1950  by  the  Su- 
preme Court  in  the  Paramount  case. 


Issue  No.  3 

The  option  time  imbroglio — 
now  focused  between  the  FCC 
majority  and  the  Dept.  of  Justice 
(see  above) — is  only  one  of  three 
proceedings  now  underway  by  the 
FCC  as  a  result  of  its  two-year 
long  Network  Study  which  op- 
erated under  a  $221,000  grant 
from  Congress  for  this  purpose. 
The  study  was  directed  by  U.  of 
Cincinnati  Law  School  Dean  Ros- 
coe  Barrow. 

The  FCC  has  issued  a  proposed 
rulemaking  which  would  pro- 
hibit networks  from  representing 
any  television  stations  other  than 
its  owned  outlets.  Comments  on 
this  proposal  are  due  April  29. 

Two  weeks  ago,  the  Commis- 
sion ordered  an  inquiry  into  al- 
legations that  networks  required 
a  "cut"  in  the  ownership  of  in- 
dependent programs  before  plac- 
ing them  in  prime  time.  Chief 
Hearing  Examiner  James  D.  Cun- 
ningham was  named  to  preside  at 
this  inquiry  (Broadcasting, 
March  2). 

The  Barrow  Report  listed  more 
than  30  recommendations,  includ- 
ing changes  in  multiple  owner- 
ship rules,  the  publicizing  of  af- 
filiation contracts,  etc.  No  FCC 
action  has  thus  far  been  taken  on 
these. 


Key  point  made  by  Mr.  Hansen  was 
that  the  Communications  Act  provides 
that  broadcasting  must  be  conducted  in 
a  free  and  open  competitive  market. 

"Viewed  either  as  an  'exclusive  deal- 
ing' or  'tying'  device,  the  Commission's 
own  findings  require  the  conclusion 
that  option  time  runs  afoul  of  the  Sher- 
man Act,"  the  Justice  Dept.  discussion 
held.  It  continued: 

"Beside  the  point,  therefore,  is  affili- 
lates'  limited  right  to  reject  network 
programs  ....  as  well  as  the  view  of 
the  narrow  Commission  majority  that 
option  time  'is  reasonably  necessary'  for 
successful  network  operation  and  is  in 
the  public  interest  .  .  .  For,  as  in  Para- 
mount, so  here,  the  right  to  reject  a 
limited  share  of  tied  copyrights  cannot 
avoid  illegality  .  .  . 

"Similarly  rejected  must  be  the  'earn- 
est argument  that'  removal  of  option 
time  provisions  'will  be  very  disadvan- 
tageous to  [networks]  and  will  greatly 
impair  [their]  ability  to  operate  prof- 
itably'." This  runs  counter  to  the  Para- 
mount decision  which  held  that  the 
antitrust  laws  may  not  be  "qualified  or 
conditioned"  by  the  convenience  of 
those  whose  conduct  is  regulated,  Justice 
said. 

The  Justice  document  also  quoted 
from  the  U.S.  Supreme  Court  decision 
two  weeks  ago  in  the  NBC-Philadelphia 
case  that  "the  field  of  broadcasting  is 
one  of  free  competition.  (Broadcast- 
ing, March  2)." 

In  other  comments  on  the  Commis- 
sion findings,  the  Justice  Dept.  declared: 

•  "In  practical  operation  the  Com- 
mission's findings  make  clear  that  option 
time  does  curtail  affiliated  stations' 
ability  to  deal  in  the  program  services  of 
non  network  competitors  .  .  . 

•  "From  all  this  it  seems  clear  that 
option  time,  viewed  in  the  context  of 
its  practical  market  effects,  substantially 
restrains  the  ability  of  affiliates  to  deal 
with  the  wares  of  network  competitors 
during  prime  viewing  time  .  .  . 

•  "From  much  the  same  findings 
flows  the  further  conclusion  that  option 
time,  in  practical  effect,  illegally  con- 
ditions each  affiliate's  access  to  one 
network-sponsored  program  on  agree- 
ment to  take  others  .  .  .  The  facts  of 
option  time's  operation  are  legally  in- 
distinguishable from  the  practices  con- 
demned in  Paramount  .  .  ." 

In  Barrow  Pattern  •  The  Justice 
Dept's  views  are  much  the  same  as 
those  in  the  network  study  staff  report. 
The  Barrow  Report  recommended  that 
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Indiana's 
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television 
market. 


Fort  Wayne 


where  WANE -TV  is  nOW  the  first  Station.  Fort  Wayne  is  now  the  second  richest 
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Junior  medium 

The  Senate  Rules  Committee 
officially  changed  the  name  of  the 
Radio  Correspondents'  Gallery 
to  the  Radio-Tv  Correspondents' 
Gallery. 

"By  approving  this  resolution," 
Sen.  Thomas  Hennings  (D-Mo.), 
committee  chairman,  said,  "the 
Senate  recognizes  that  television 
does,  indeed,  exist.  However,  we 
will  be  bound  by  the  Senate's 
rule  of  seniority  and  continue  to 
list  radio  first  in  the  gallery's  new 
name." 


option  time  be  abolished  and  that  op- 
tion time  and  must  buy  practices  con- 
stituted an  antitrust  violation. 

In  recent  months  both  CBS  and  NBC 
have  eliminated  the  must  buy  provision 
in  favor  of  minimum  dollar  buys.  In 
the  must  buy  practice,  networks  re- 
quired advertisers  to  accept  a  basic 
number  of  affiliated  stations.  ABC  has 
always  operated  on  a  minimum  buy 
basis. 

Last  April  at  a  meeting  between  FCC 
and  Justice  Dept.  antitrust  officials,  it 
was  the  Justice  Dept.'s  position  that  op- 
tion time  and  must  buys  constituted 


per  se  violations  of  the  antitrust  laws. 
It  was  agreed  then  that  the  FCC  would 
submit  findings  to  the  Justice  Dept.  on 
this. 

In  last  week's  memorandum,  the 
Justice  Dept.  said  it  was  not  necessary 
to  detail  the  impact  of  option  time  and 
must  buy  as  a  combination  between 
networks  and  affiliates  in  illegal  re- 
straint of  trade. 

Last  spring  the  Commission  held 
public  hearings  on  the  Barrow  Report, 
with  testimony  given  by  networks  and 
station  licensees  on  all  aspects  of  the 
Report.  The  Commission's  findings  on 
option  time  were  adopted  after  the 
completion  of  those  sessions. 

Although  there  is  no  question  that 
the  FCC  can  issue  a  final  report  on 
option  time,  it  is  understood  that  if 
any  change  in  the  current  Chain  Broad- 
casting Rules  is  recommended  a  formal 
notice  of  proposed  rule-making  would 
be  issued. 

Colo.  Judge  McDonald 
to  lead  federal  probe 

Colorado  District  Judge  Joseph  M. 
McDonald  has  been  named  chief  coun- 
sel of  the  new  Senate  Judiciary  Sub- 
committee on  Administrative  Practice 
&  Procedures.  The  appointment  was  an- 


nounced Sunday  (March  1),  by  Sen. 
John  Carroll  (D-Colo.),  subcommittee 
chairman. 

The  subcommittee  was  formed  to  in- 
vestigate administrative  practices  in 
government  agencies,  including  the 
FCC  (Broadcasting,  Feb.  16).  Judge 
McDonald  resigned  his  judicial  post, 
effective  yesterday  (Sunday)  and  is  due 
in  Washington  this  week.  Sen.  Carroll 
said  his  first  duty  will  be  to  interview 
more  than  100  applicants  for  the  re- 
maining eight  subcommittee  staff  posi- 
tions. 

Judge  McDonald,  41,  served  four 
years  as  Denver  municipal  judge  and 
has  been  district  judge  for  the  past  four 
years.  He  presided  over  the  murder 
trial  of  John  Gilbert  Graham  and  per- 
mitted radio-tv  coverage  of  the  court- 
room proceedings. 

Sen.  Carroll  said  Judge  McDonald 
was  picked  over  a  long  list  of  appli- 
cants because  of  his  outstanding  legal 
ability.  "The  task  of  inquiring  and  prob- 
ing into  administration  practice  and 
procedure  in  government  agencies  will 
be  a  long,  tedious  and  tremendously 
important  task,"  Sen.  Carroll  stated.  "I 
am  certain  that  Judge  McDonald  has 
the  ability  to  get  into  this  administra- 
tive jungle  and  come  up  with  some- 
thing constructive." 


DECEMBER,  1958  PULSE 

Radio  homes  reached  by  each 
station  in  thousands  .  .  . 

Network  Station  A  183.6 

Network  Station  B   .    .    .    .    .  177.4 

KIM"   156.0 

Independent  Station  D     .    .    .  149.6 

Independent  Station  E     .    .    .  149.3 

Independent  Station  F     ...  147.4 

Independent  Station  G     .    .    .  82. 8 

Independent  Station  H     .    .    .  66. 1 

Network  Station  C.      ....  61.4 

Independent  Station  I      ...  53.3 

Independent  Station  J     ...  37.6 


KEY  STATION 

INTERMOUNTA I  N  NETWORK 

REPRESENTED  NATIONALLY 
BY  AVERY-  KNOOEL,  INC. 

Cecil  Heftel,  President 


tells  and  sells  more  people  for  less  cost  per  thousand  than 
any  other  radio  station  in  the  Greater  Denver  Market 


X  music  and  news  station  in  denver 


KIM" 


5000  WATTS  AT  9SO 
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FLAREUP  IN  SPECTRUM  ISSUE 

Ike's  letter,  Hoegh  resolution  draw  fire 


The  radio  spectrum  is  getting  an- 
other kicking-around  between  Capitol 
Hill  and  the  White  House. 

Plans  to  find  better  ways  of  dividing 
the  airwaves  among  the  military,  gov- 
ernment, industrial  and  broadcasting 
services  became  involved  in  pressure 
politics  last  week.  A  move  by  the  White 
House,  aimed  at  a  professional  study  of 
the  spectrum  by  a  Presidential  body, 
stirred  up  fast  bipartisan  opposition 
in  Congress. 

At  the  weekend  the  situation  looked 
like  this: 

•  Chairman  Oren  Harris  (D-Ark.), 
of  the  House  Commerce  Committee,  has 
$150,000  in  his  desk  to  conduct  a  sub- 
committee spectrum  study  and  wants  to 
get  it  started. 

•  Rep.  William  G.  Bray  (R-Ind.), 
wants  a  Congressional  study  of  the  way 
the  Pentagon  uses  the  spectrum.  He  is 
a  member  of  the  Armed  Services  Com- 
mittee. 

•  President  Eisenhower  and  his 
communications  chief,  Director  Leo  A. 
Hoegh  of  the  Office  of  Civil  &  Defense 
Mobilization,  released  their  own  plan 
to  studv  the  spectrum. 


•  Both  Chairman  Harris  and  Rep. 
Bray  deem  this  plan  an  Administra- 
tion boondoggle  and  an  effort  to  keep 
large  hunks  of  the  spectrum  in  the  Pen- 
tagon's pockets.  They  are  afraid  the 
public  will  lose  some  of  its  frequencies 
to  the  generals  and  admirals. 

In  a  letter  to  Speaker  Sam  Rayburn 
(D-Tex.)  and  Vice  President  Richard 
M.  Nixon,  President  Eisenhower  termed 
telecommunication  systems  "essential  to 
the  national  security,  to  the  safety  of 
life  and  property,  to  international  rela- 
tions, to  a  better-informed  public,  and 
to  the  business,  social,  education,  reli- 
gious and  political  life  of  the  country." 
He  called  them  "one  of  the  nation's 
most  valuable  assets." 

The  President  said  technical  advances 
and  changing  government  and  non-gov- 
ernment needs  offer  problems  that  re- 
quire searching  study.  Topping  the 
confusion  is  the  arrival  of  the  space  age, 
with  satellites,  space  vehicles  and  de- 
fense systems. 

Last  autumn's  preliminary  study  by 
an  OCDM  advisory  committee  is  be- 
ing reviewed  by  the  Administration.  The 
committee  proposed  creation  of  a  three- 


man  spectrum  committee,  to  be  named 
by  Congress  (Broadcasting,  Feb.  9). 
President  Eisenhower  said  this  group 
did  not  have  time  to  make  detailed 
studies  of  radio  frequency  usage.  Its 
job  was  to  review  the  government's 
role  in  telecommunication  manage- 
ment. 

Hoegh  Makes  Move  •  Immediately 
after  the  President  sent  his  letter  to 
Capitol  Hill,  Mr.  Hoegh  announced  he 
was  sending  up  a  resolution  calling  for 
creation  of  the  five-man  commission  to 
be  named  by  the  President.  He  in- 
cluded this  key  provision,  presumably 
because  of  Capitol  Hill  opposition  to 
his  Feb.  4  announcement  of  the  advis- 
ory group's  report:  The  commission 
would  be  set  up  by  a  joint  Senate  and 
House  resolution. 

At  this  point  Mr.  Hoegh  was  en- 
deavoring to  let  Congress  (1)  give  its 
blessing  to  a  Presidential  study  and  (2) 
provide  the  funds  and  authority  for  a 
complete  investigation.  One  problem 
that  has  escaped  Congressional  scrutiny 
is  the  way  federal  and  Pentagon  agen- 
cies utilize  the  vast  spectrum  areas  they 
enjoy.  Ex-Sen.  Charles  Potter  (R-Mich.) 
proposed  a  federal-use  spectrum  study 
at  the  last  session  of  Congress.  It  passed 
the  Senate  and  went  through  the  House 
Commerce  Committee  but  was  lost  in 
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the  confusion  of  Congress'  adjournment 
(Broadcasting,  Aug.  11,  1958)  and 
some  fancy  political  maneuvering  and 
lobbying. 

Mr.  Hoegh  said  creation  of  the 
Presidential  commission  with  the  sup- 
port of  Congress  would  be  "a  major 
step  toward  the  formulation  of  long- 
range  solutions  to  complex  problems 
considered  by  the  special  advisory  com- 
mittee." He  again  commended  the  ad- 
visory group  for  its  work  though  his 
Feb.  4  announcement  of  its  report  de- 
viated sharply  from  the  committee 
recommendations. 

The  White  House-Capitol  Hill  dif- 
ferences may  come  to  a  head  at  the 
NAB  Chicago  convention  March  16 
when  Mr.  Hoegh  and  Rep.  Bray  meet 
on  the  same  platform  to  discuss  the 
spectrum  (Broadcasting,  March  2). 

Mr.  Hoegh,  as  defense-mobilization 
director,  is  vested  by  President  Eisen- 
hower with  authority  over  government 
use  of  the  spectrum.  FCC  regulates 
non-government  use.  He  said  demands 
for  spectrum  space  are  heavy.  Recently 
he  completed  hearings  on  requests  of 
Federal  Aviation  Agency,  the  Pentagon 
and  other  government  offices  for  the 
same  band.  He  told  Broadcasting 
there  is  unusually  heavy  demand  within 
the  government  for  the  100-150  mc 
band. 


No  political  or  military  interests 
would  control  the  proposed  commission 
study  of  the  spectrum,  he  said. 

Congressional  Comments  •  Capitol 

Hill  comment  on  the  White  House- 

OCDM  study  proposal  came  quickly 
last  week.  Here  are  samples: 

•  Rep.  Bray— "This  is  further  evi- 
dence the  President  wants  to  try  a  new 
approach  to  solve  the  spectrum  prob- 
lem. Some  of  the  commission's  mem- 
bers should  be  named  by  the  legislative 
branch."  He  plans  to  reintroduce  his 
spectrum  probe  legislation  of  the  last 
Congress  (similar  to  Potter  plan)  and 
said  the  Harris  approach  is  the  proper 
one. 

•  Chairman  Harris — "They've  had 
since  last  fall  to  make  the  proposal  but 
waited  until  we  started  with  our  own 
plan."  He  said  there  was  no  basis  to 
charges  he  had  "jumped  the  gun"  on 
the  White  House  because  he  had  been 
trying  to  get  a  spectrum  study  since  last 
July. 

•  Rep.  J.  J.  Flvnt  (D-Ga.)—  "It's 
an  unwarranted  attempt  to  prevent  a 
Congressional  committee  from  carry- 
ing out  its  announced  intention  to  make 
such  a  study." 


•  Speaker  Rayburn — No 
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on  the  merits  of  the  Administration  re- 
quest. He  surmised  the  White  House 
would  conduct  the  study  "if  it  got  the 
authority." 

Five-man  Commission  •  The  Hoegh 
recommendations  called  for  a  five-man 
commission  to  be  appointed  by  the 
President,  with  each  member  receiving 
$75  per  day  on  duty  plus  travel  and 
allowances.  It  would  conduct  a 
thorough  study  into: 

The  government's  role  in  manage- 
ment of  the  telecommunications  re- 
source; administrative  organizational  re- 
view to  decide  if  this  management 
should  be  changed;  methods  used  in 
allocating  frequencies  among  govern- 
ment and  non-government  users,  re- 
viewing technological  advances  to  find 
if  frequencies  are  efficiently  utilized: 
apportionment  of  the  spectrum  to  find 
if  changes  should  be  made. 

Recommendations  of  the  commis- 
sion, to  be  made  within  a  year,  would 
be  submitted  to  the  President  for  trans- 
mission to  Congress.  The  commission 
then  would  die. 

Routine  language  gives  the  commis- 
sion operating  powers  outside  civil  serv- 
ice laws,  including  the  right  to  hire 
personnel  and  consult  experts.  It  would 
have  the  right  to  obtain  information 
from  any  government  agency. 

An  important  clause  would  provide 
operating  funds.  A  commission  desig- 
nated by  the  President  without  Con- 
gressional sanction  would  face  the 
problem  of  financing  out  of  White 
House  funds  plus  the  usual  political 
repercussions  on  Capitol  Hill. 

The  Potter  resolution  was  buried  last 
August  under  an  avalanche  of  Demo- 
cratic Congressional  pressure  after  the 
White  House  and  OCDM  proposed  to 
change  the  plan  by  including  the  entire 
spectrum  instead  of  just  government 
frequencies.  The  Administration  ideas 
were  adopted  by  the  House  Commerce 
Committee  but  the  whole  idea  perished 
before  it  could  reach  the  House  floor. 

Loyola  ruling  upheld 

The  right  of  a  Roman  Catholic  re- 
ligious order  to  control  the  licensee 
of  a  television  station  was  upheld  in 
effect  by  the  U.S.  Supreme  Court  last 
week.  The  high  tribunal  refused  to  re- 
view a  lower  court  decision  which  had 
denied  a  contention  that  the  Jesuits' 
Loyola  U..  New  Orleans,  is  ineligible  to 
own  ch.  4  WWL-TV  in  that  city. 

The  challenge  to  Loyola's  ownership 
of  the  tv  outlet  had  been  raised  by 
James  A.  Noe,  former  governor  of 
Louisiana  and  owner  of  WNOE  New 
Orleans  and  KNOE-AM-TV  Monroe, 
La.,  who  claimed  that  Loyola  is  an 
"alien"  corporation  under  communica- 
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tions  law  and  therefore  cannot  run 
WWL-TV.  In  the  unanimous,  three- 
judge  decision  of  the  U.S.  Court  of 
Appeals  in  Washington  last  autumn 
(Broadcasting,  Oct.  20),  it  was  stated 
that  the  limitation  on  alien  control  of 
communications  was  primarily  based 
on  the  desire  to  prevent  alien  activities 
against  the  government  during  war  and 
"the  relationship  of  Loyola  to  the  So- 
ciety of  Jesus  hardly  seems  to  en- 
danger our  national  security." 

Loyola  has  owned  WWL  New  Or- 
leans since  1922.  The  Appeals  Court 
noted  that  never  has  the  Catholic 
Church  hierarchy  impinged  upon  the 
independence  of  the  university  in  its 
operation  of  the  radio  station. 

Hansen  to  testify 
on  McConnaughey  call 

The  chief  of  the  Justice  Dept.'s  Anti- 
trust Division  is  to  testify  in  the  FCC's 
hearing  today  (March  9)  or  tomorrow 
in  the  Boston  ch.  5  case. 

Victor  E.  Hansen,  assistant  attorney 
general  in  charge  of  the  Antitrust  Divi- 
sion, is  to  answer  questions  concern- 
ing his  written  statement — offered  last 
week  in  lieu  of  personal  testimony — 
that  he  told  former  FCC  Chairman 
George  C.  McConnaughey  on  March 
28,  1957,  that  the  Justice  Dept.  felt 
a  continuing  investigation  was  neces- 
sary in  antitrust  charges  brought  against 
the  Boston  Herald-Traveler  (WHDH) 
by  the  Boston  Globe. 

Mr.  McConnaughey  had  testified 
earlier  (Broadcasting,  Feb.  23)  that 
Mr.  Hansen  told  him  during  the  con- 
versation the  Globe  allegations  were 
groundless  and  could  not  be  dignified 
as  antitrust  charges.  The  Boston  hear- 
ing is  being  heard  by  Judge  Horace 
Stern. 

Edgar  W.  Holtz,  FCC  associate  gen- 
eral counsel,  said  last  week  he  could 
not  accept  the  statement  offered  in  lieu 
of  sworn  testimony  by  Mr.  Hansen.  Be- 
cause Mr.  McConnaughey  appeared  in 
person  and  because  the  two  versions  of 
the  1957  conversation  are  contradic- 
tory, Mr.  Hansen's  testimony  should  be 
in  the  same  "judicial  posture"  as  that  of 
the  former  FCC  chairman,  he  said.  The 
conversation  took  place  about  three 
weeks  before  the  FCC's  decision  in 
April  1957  awarding  ch.  5  to  the  Her- 
ald-Traveler, reversing  a  hearing  ex- 
aminer's initial  decision  favoring  an- 
other applicant  for  ch.  5  and  denying 
the  Globe's  petition  to  intervene  with 
antitrust  charges  against  the  Herald- 
Traveler. 

The  current  hearing  is  being  held 
under  remand  of  the  case  in  July  1958 
by  the  U.S.  Appeals  Court  for  the  Dis- 
trict of  Columbia,  which  upheld  the 
FCC  grant  but  ordered  a  hearing  after 
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testimony  last  year  before  the  House 
Legislative  Oversight  Subcommittee  that 
ch.  5  applicants  had  made  ex  parte 
representations  to  FCC  members. 

Losing  applicants  Massachusetts  Bay 
Telecasters  Inc.,  Greater  Boston  Tv 
Corp.  and  Allen  B.  DuMont  Labs  and 
the  Globe,  intervenor,  have  questioned 
whether  Warren  E.  Baker,  former  FCC 
general  counsel,  improperly  advised 
Mr.  McConnaughey  on  the  antitrust 
question  contrary  to  FCC  rules  and  the 
Administrative  Procedure  Act. 

Another  witness  likely  to  be  called 
is  former  Secretary  of  Commerce  Sin- 
clair Weeks,  who  was  contacted  by 
some  of  the  applicants  in  the  ch.  5 
contest.  DuMont  Labs,  the  only  appli- 
cant which  has  asked  for  testimony 
from  Mr.  Weeks,  said  last  week  that 
Mr.  Weeks  (not  available  for  testi- 
mony this  week)  has  been  contacted  and 
asked  to  set  a  date  within  two  weeks 
when  he  can  appear  to  testify. 

Meanwhile,  the  possibility  that  five 
members  of  the  FCC  might  testify  in 
the  hearing  had  begun  to  wane  last 
week.  Mr.  Holtz  said  none  of  the  com- 
missioners had  indicated  a  desire  to 
correct  testimony  by  John  and  Davis 
Taylor,  Globe  officials,  of  their  talks 
to  commissioners  in  a  move  to  prevent 
award  of  ch.  5  to  the  competing  Her- 
ald-Traveler. 

Mr.  Hansen's  statement  last  week 
said  Mr.  McConnaughey  called  him  on 
the  phone  March  28,  1957,  about  Jus- 
tice's investigation  of  antitrust  charges 
against  the  Herald-Traveler  and  that 
he  told  the  FCC  chairman  Justice  felt 
there  were  sufficient  antitrust  questions 
to  justify  its  inquiry;  that  it  would 
continue  to  conduct  the  probe;  that 
Justice  was  not  prepared  either  to  bring 
charges  or  to  close  its  inquiry-  that 
whatever  the  FCC  decided  could  not 
affect  any  decision  by  Justice  as  to 
whether  to  sue,  and  that  the  question 
of  which  of  the  applicants  was  best 
fitted  for  the  tv  grant  should  "appro- 
priately" be  determined  by  the  FCC. 

More  court  support 
of  out-of-state  taxes 

The  U.S.  Supreme  Court  last  week 
took  another  step  in  authorizing  states 
to  tax  out-of-state  companies  engaged 
in  interstate  commerce.  The  court,  in 
a  unanimous,  unsigned  opinion,  gave 
brief  dismissal  to  an  appeal  from  a 
Louisiana  Supreme  Court  ruling  which 
upheld  a  state  income  tax  on  Brown- 
Foreman  Distillers  Corp.,  Louisville. 

The  Louisiana  court  had  indicated 
that  the  extent  of  a  company's  activities 
in  the  state  had  no  bearing  on  the  tax 
liability  of  an  out-of-state  corporation. 
Brown-Foreman  argued  that  since  it 
maintained   no   offices   or   plants  in 


Louisiana  it  was  not  liable  to  the  Louis- 
iana tax.  The  distiller  claimed  that  the 
salesmen  used  in  Louisiana  were  en- 
gaged in  "missionary"  work,  sales  are 
made  and  accepted  in  the  company's 
headquarters  in  Louisville. 

In  another  tax  case,  the  high  court 
upheld  6-3  a  North  Carolina  tax  on  an 
interstate  trucking  company  which  op- 
erates a  series  of  freight  terminals  with- 
in the  state.  The  dissenters  were  the 
same  as  those  dissenting  from  the  Min- 
nesota and  Georgia  rulings  two  weeks 
ago  (Broadcasting,  March  2). 

Kevin  Sweeny,  RAB  president,  com- 
mented on  the  court's  decisions: 

"A  tax  which  puts  added  costs  on 
the  advertising  structure  is  bound  to 
hurt  the  economy  beyond  the  ability  of 
the  state  imposing  the  tax  to  gain  from 
the  new  revenues.  It's  to  be  hoped  an 
added  burden  on  media  will  not  result 
from  the  Supreme  Court  decision  on 
taxation  on  out-of-state  companies.  If 
a  state  increases  advertising  costs  by 
taxation,  it  hits  at  one  of  the  major 
forces  which  keeps  business  going.  .  .  ." 

Rep.  Cunningham 
plans  Sec.  315  bill 

If  the  FCC  was  trying  to  force  Con- 
gress' hand  when  it  ruled  a  political 
candidate  is  entitled  to  equal  time  as  a 
result  of  his  opponent's  appearance  on 
a  regular  news  show  (Broadcasting, 
Feb.  23),  it  has  partially  succeeded. 

Saying  he  is  "greatly  distressed"  by 
the  ruling,  Rep.  Glenn  Cunningham 
(R-Neb.)  last  week  announced  plans  to 
introduce  a  bill  to  amend  Sec.  315 
(which  requires  that  equal  time  be  given 
to  political  candidates)  of  the  Com- 
munications Act.  Rep.  Cunningham 
said  the  Commission  decision  will  re- 
sult in  a  decided  reduction  in  radio-tv 
coverage  of  charity  drives  and  news 
events  which  "must  of  necessity  show  a 
person  who  is  incidentally  a  candidate 
for  election  or  re-election." 

In  a  4-3  decision,  the  FCC  ruled  that 
Lar  Daly,  a  splinter  candidate  in  the 
Chicago  primary  for  mayor,  must  be 
given  equal  time  as  a  result  of  regular 
newscasts  in  which  incumbent  Mayor 
Richard  Daley  appeared.  Rep.  Cun- 
ningham said  his  bill,  which  he  plans 
to  introduce  this  week,  would  exempt 
newscasts  from  equal-time  requirements. 

NAB  President  Harold  E.  Fellows 
protested  the  FCC  action  allowing  Mr. 
Daly  equal  time  to  that  of  his  opponents 
during  the  campaign  for  the  mayoralty 
nomination  (Broadcasting,  March  2), 
telling  FCC  its  action  was  a  "genuine 
threat  to  freedom  of  information." 

The  American  Civil  Liberties  Union 
also  protested,  saying  coverage  of  Mayor 
Daley  in  various  official  capacities  had 
nothing  to  do  with  politics. 

BROADCASTING,  March  9,  1959 


EVERYWHERE! 


mcc 


:PRE  '48 


"Me  an'  J.K. 

is  just  like  this!"  WJAR-TV  not  only  has  a  corner  on  quality  feature  films  in  the  Providence 
market,  but  also  exposes  them  with  rare  showmanship.  Morning  and  afternoon  films,  for  example, 
are  emceed  daily  by  personable  Jay  Kroll  who  asks  viewers  to  write  and  tell  him  what  they  would 
like  to  see,  then  waits  for  the  mailman  to  clue  him 

on  local  tastes.  Between  "acts",  Jay  interviews        10th  Anniversary  of  CHANNEL  10 
visiting  celebrities ,  and  leaders  of  local  and  national 
civic  groups.  "The  Jay  Kroll  Show"  —  another 
good  reason  why  WJAR-TV  has  won  the  TV  heart 
of  the  Pkovidence  Market.  Cock-of-thT-walk  in  the  PROVIDENCE  MARKET 
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ISfEXT  WEEK  IN  CHICAGO 


Advance  report  on  people,  places,  events  at  NAB  convention 


The  business  of  broadcasting  moves 
this  weekend  to  the  Conrad  Hilton  Ho- 
tel, Chicago,  the  only  hotel  that  can 
house  most  of  the  station,  network,  pro- 
gram, service,  equipment  and  related 
industries.  They  will  meet  under  the 
auspices  of  NAB's  37th  annual  con- 
vention. 

While  formal  convention  program- 
ming opens  Monday  morning,  March 
16,  satellite  meetings  will  get  under  way 
Friday,  March  13.  Final  event  will  be 
the  annual  banquet  the  night  of 
March  18. 

Three  meetings  are  scheduled  Friday. 
They  include  a  dinner  meeting  of  the 
board  of  the  Assn.  of  Maximum  Service 
Telecasters,  dinner  meeting  of  Assn.  for 
Professional  Broadcasting  Education 
and  FM  Development  Assn.  meeting. 

CBS-TV  affiliates  will  meet  Saturday 
as  well  as  the  Fm  Development  Assn. 
and  APBE. 

Advance  registrations  for  the  con- 
vention closed  Feb.  27  (see  list  page 
102).  Attendance  is  expected  to  equal 
or  exceed  that  at  Los  Angeles  a  year 
ago  despite  the  change  in  format  to 
concentrate  on  management  ownership 
delegates. 

The  concurrent  Broadcast  Engineer- 
ing Conference  opens  March  16  (see 
summaries  of  technical  papers,  page 
94-D). 
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Interest  in  the  problem  of  spectrum 
allocation  was  heightened  last  week 
when  Leo  H.  Hoegh,  director  of  the 
Office  of  Civil  &  Defense  Mobilization 
transmitted  to  Congress  a  proposal  to 
name  a  five-man  spectrum  study  com- 
mittee (see  Government).  Mr.  Hoegh 
will  appear  the  afternoon  of  March  16 
on  the  tv  management  program  along 
with  Rep.  William  G.  Bray  (R-Ind.), 
who  has  urged  a  Congressional  probe 
of  military  demands  for  spectrum  space. 

Formal  convention  programming 
opens  March  16  with  the  award  of 
NAB's  keynote  medal  to  Robert  W. 
Sarnoff,  NBC  board  chairman.  Mr. 
Sarnoff  will  deliver  the  keynote  speech, 
to  be  followed  by  the  opening  lunch- 
eon. Featuring  the  luncheon  will  be 
the  annual  address  to  the  membership 
by  NAB  President  Harold  E.  Fellows 
(see  condensed  program,  page  80). 
The  first  NAB  Engineering  Award 


will  go  to  John  T.  Wilner,  vice  president 
and  engineering  director  of  radio-tv  of 
Hearst  Corp. 

A  full  list  of  events  is  scheduled 
Sunday,  March  15,  including  the  an- 
nual NAB  convention  golf  tournament 
for  the  Broadcasting  trophies  at  the 
Midwest  Country  Club,  Hinsdale.  111. 
Buses  leave  the  south  entrance  of  the 
Conrad  Hilton  Hotel  at  9:15  a.m. 

The  Sunday  schedule  includes  MBS, 
ABC-TV,  ABC,  Daytime  Broadcasters 
Assn.  and  Clear  Channel  Broadcasting 
Service  events. 

The  annual  exposition  of  broadcast 
equipment  (see  page  86)  opens  Sunday 
in  Exhibition  Hall,  located  on  the  lower 
lobby  floor  of  the  Conrad  Hilton. 

Convention  registration  starts  Sat- 
urday. Co-chairmen  of  the  convention 
are  Robert  T.  Mason,  WMRN  Marion. 
Ohio,  and  G.  Richard  Shafto,  WIS-TV 
Columbia,  S.C. 


Official  and  sidebar  events  page  80 
'Where  to  find  it'  directory  page  84 
Technical  papers,  agenda  page  94-D 
Major  displays  at  exhibits  page  86 
Registration:  who'll  attend  page  102 
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REGISTRATION  •  Lower  Lobby.  Saturday,  March 
14,  9  a.m.-5  p.m.;  Sunday-Monday,  March  15-16, 
7  a.m.-7  p.m.;  Tuesday-Wednesday,  March  17-18,' 
9  a.m.-5  p.m.  EXHIBITS  •  Exhibition  Hall.  Sunday' 
March  15,  12  noon-7  p.m.;  Monday,  March  16, 
9  a.m.-9  p.m.;  Tuesday,  March  17,  9  a.m.-7  p.m.; 
Wednesday,  March  18,  9  a.m.-6  p.m. 

Monday,  March  16 

9-10:45  a.m.  Williford  Room 
"FM:  FURTHER  MOMENTUM"  • 

Participants:  Ben  Strouse,  WWDC-FM  Washing- 
ton, chairman;  William  B.  Caskey,  WPEN-FM  Phil- 
adelphia; Everett  L.  Dillard,  WASH  (FM)  Washing- 
ton; Raymond  S.  Green,  WFLN-FM  Philadelphia; 
Merrill  Lindsay,  WSOY-FM,  Decatur,  111;  Fred 
Rabell,  KITT  (FM)  San  Diego.  Guest:  FCC  Comr 
Robert  E.  Lee. 

9-10:45  a.m.  Upper  Tower 

LABOR  CLINIC  •  Closed  session.  Moderator:  Charles 
H.  Tower,  manager,  NAB  Broadcast  Personnel  and 
Economics  Dept. 

Participants:  G.  Maynard  Smith,  attorney,  At- 
lanta; William  C.  Fitts,  vice  president  for  labor  re- 
lations, CBS  Inc.,  New  York;  Ward  L.  Quaal,  WGN 
Inc.,  Chicago,  chairman,  NAB  Labor  Relations  Ad- 
visory Committee. 

11  a.m.-12  noon.  Grand  Ballroom 
GENERAL  ASSEMBLY  •  Management  assemblies  and 
Engineering  Conference.  Presiding:  G.  Richard 
Shafto,  WIS-TV  Columbia,  S.C.,  1959  Convention 
co-chairman.  Invocation:  The  Right  Rev.  G.  Francis 
Burrill,  Bishop,  Diocese  of  Chicago  (Episcopal). 
Presentation  of  the  Colors:  VFW,  Department  of 
Illinois  Color  Guard.  The  National  Anthem-  Fifth 
U.S.  Army  Band. 

Welcome:  The  Honorable  Richard  J.  Daley,  Mayor 
of  Chicago. 

Keynote  address:  Robert  W.  Sarnoff,  chairman  of 
the  board,  NBC. 

Keynote  award  presentation  to  Mr.  Sarnoff:  Mr. 
Fellows. 

12:30-2  p.m.  Grand  Ballroom. 

LUNCHEON  AND  GENERAL  ASSEMBLY  •  Presid- 
ing: Robert  T.  Mason,  WMRN  Marion,  Ohio,  1959 
Convention  co-chairman.  Invocation:  The  Most  Rev. 
Albert  Gregory  Meyer,  Archbishop  of  Chicago. 

Address:  Harold  E.  Fellows,  president  and  chair- 
man of  the  board,  NAB. 

Presentation:    National    Commander    John  W 
Mahon,  Veterans  of  Foreign  Wars. 

2:30-5  p.m.  Grand  Ballroom 

RADIO  ASSEMBLY  •  Presiding:  John  F.  Meagher, 
vice  president  for  radio,  NAB. 

Opening  remarks:  J.  Frank  Jarman,  WDNC  Dur- 
ham, N.C.,  chairman,  NAB  Radio  Board  of  Di- 
rectors. 

Trends  in  Radio  Programming:  Howard  G.  Barnes, 
CBS  Radio,  New  York;  Robert  D.  Enoch,  WXLW 


Indianapolis;  Frank  Gaither,  WSB  Atlanta;  Duncan 
Mounsey,  WPTR  Albany,  N.Y.;  Robert  E.  Thomas 
WJAG  Norfolk,  Neb. 

Radio's  Standards  of  Good  Practice:  Cliff  Gill, 
KEZY  Anaheim,  Calif.,  chairman,  NAB  Standards 
of  Good  Practice  Committee. 

"The  Station  Representative — or  What  Have  You 
Done  for  Us  Lately?":  Lawrence  Webb,  director,  Sta- 
tion Representatives  Assn.;  Arthur  H.  McCoy,'  vice 
president,  John  Blair  &  Co.,  chairman,  Radio  Trade 
Practices  Committee,  SRA. 

Report  of  the  All-Industry  Radio  Music  License 
Committee:  Robert  T.  Mason,  WMRN  Marion,  Ohio, 
chairman. 

2:30-5  p.m.  Williford  Room 

TELEVISION  ASSEMBLY  •  Presiding:  Thad  H.  Brown 
Jr.,  vice  president  for  television,  NAB. 

Welcome:  C.  Howard  Lane,  KOIN-TV  Portland, 
Ore.,  chairman,  NAB  Television  Board  of  Directors.' 

The  Television  Code:  Roger  W.  Clipp,  WFIL-TV 
Philadelphia,  chairman,  Television  Code  Review 
Board. 

The  New  Congress — and  Television:  Vincent  T. 
Wasilewski,  manager  of  government  relations,  NAB. 

Your  Channel  and  You — Tv  Allocations:  (Re- 
marks and  discussion).  Leo  Arthur  Hoegh,  director, 
Office  of  Civil  and  Defense  Mobilization;  Rep  Wil- 
liam G.  Bray  (R-Ind.). 

Tuesday,  March  17 

10  a.m. -12  noon  Grand  Ballroom. 

RADIO  ASSEMBLY  •  Presiding:  Mr.  Meagher. 

10  a.m. — Radio  Audience  Research:  E.K.  Harten- 
bower,  KCMO  Kansas  City,  chairman,  NAB  Radio 
Research  Committee;  John  K.  Churchill,  vice  presi- 
dent, A.C.  Nielsen  Co.,  Chicago;  Theodore  F.  Olson, 
Bureau  of  the  Census,  Washington;  Ed  Fitzgerald! 
J.  Walter  Thompson  Co.,  Chicago;  Russell  Tolg,  Bat- 
ten, Barton,  Durstine  &  Osborn,  Chicago;  Charles 
Harriman  Smith,  research  consultant,  Minneapolis. 

11  a.m. — Radio  Advertising  Bureau  Presentation: 
"The  meeting  you  won't  enjoy  but  don't  dare  miss  if 
you  want  to  stay  in  the  radio  business."  Kevin  B. 
Sweeney,  president,  RAB;  John  F.  Hardesty,  vice 
president,  RAB. 

10  a.m.- 12  noon  Williford  Room 

TELEVISION   MANAGEMENT   AND  OWNERSHIP 

CONFERENCE  •  Closed  session. 

10  a.m. — Television  Business  Session:  The  Tele- 
vision Board  elections.  Presiding:  Mr.  Fellows. 

1 1  a.m. — The  Ownership  and  Management  Confer- 
ence: "The  Image  of  Television."  Presiding:  Mr. 
Lane. 

12:30-2  p.m.  Grand  Ballroom 

LUNCHEON  AND  GENERAL  ASSEMBLY  •  Presiding: 
Mr.  Shafto.  Invocation:  The  Rev.  Paul  M.  Robinson 
president,  Church  Federation  of  Greater  Chicago 
and  Bethany  Biblical  Seminary.  Introduction  of  the 
speaker:  Mr.  Fellows. 

Address:  FCC  Chairman  John  C.  Doerfer. 
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Special  feature:  James  W.  Rachels  Jr.,  Columbus, 
Ga.,  national  winner,  Voice  of  Democracy. 

Wednesday,  March  18 
9:30-10:30  a.m.  Grand  Ballroom 
COFFEE  HOUR 

10-30  a.m.-12  noon  Grand  Ballroom 

GENERAL  ASSEMBLY  •  Management  assemblies  and 

Engineering  Conference.  Presiding:  Mr.  Mason. 

FCC.  Panel  discussion:  FCC  Chairman  John  C. 
Doerfer  and  Comrs.  Rosel  H.  Hyde,  Robert  T.  Bart- 
ley  Robert  E.  Lee,  T.A.M.  Craven,  Frederick  W. 
Ford  and  John  S.  Cross.  Moderator:  Mr.  Fellows. 

12:30-2  p.m.  Grand  Ballroom 

LUNCHEON  AND  GENERAL  ASSEMBLY  •  Presid- 
ing: Allan  T.  Powley,  WMAL-AM-TV  Washington, 
chairman,  1959  Broadcast  Engineering  Conference 
Committee.  Invocation:  Rabbi  Joseph  M.  Strauss, 
Temple  Menorah,  Chicago. 

Presentation  of  the  first  NAB  Engineering  Award 
by  A.  Prose  Walker,  manager  of  engineering,  NAB, 
to:  John  T.  Wilner,  vice  president  and  director  of  en- 
gineering for  radio-tv,  The  Hearst  Corp. 
Introduction  of  the  speaker:  Mr.  Fellows. 
Address:  "Research  and  Development  for  the 
Space  Age"  by  Lt.  Gen.  Arthur  G.  Trudeau,  chief  of 
research  and  development.  Department  of  the  Army. 

Annual  NAB  business  session:  Mr.  Fellows  presid- 
ing. 

7-30-5  p.m.  Grand  Ballroom 

RADIO  ASSEMBLY  •  Presiding:  Mr.  Meagher. 

"Editorializing  on  Radio'':  (Radio  members  of  the 
NAB  Committee  on  Editorializing).  Alex  Keese 
WFAA  Dallas,  co-chairman;  Simon  Goldman,  WJ  IN 
Jamestown,  N.Y.;  Daniel  W.  Kops,  WAVZ  New 
Haven,  Conn.;  Robert  L.  Pratt,  KGGF  Coffeyville, 
Kan. 

"Radio  in  1970— A  Look  at  the  Future":  Irving 
Schweiger,  associate  professor  of  marketing,  Gradu- 
ate School  of  Business,  U.  of  Chicago;  Dale  G 
Moore,  KBMN  Bozeman,  Mont.;  Ward  L.  Quaal, 
WGN  Chicago;  Hyman  Goldin,  chief,  FCC  Eco- 
nomics Div.;  Charles  H.  Tower,  NAB. 

"Trends  in  Automation':  A.  Prose  Walker,  NAB 
Engineering  Dept. 

2  •  30-4  T  5  p.m.  Williford  Room 

TELEVISION  ASSEMBLY  •  Presiding:  Mr.  Brown. 

Television  Film:  Joseph  Floyd,  KELO-TV  Sioux 
Falls,  S.D.,  chairman,  NAB  Tv  Film  Committee. 

"The  Future  of  Television  Sales  and  Television 
Costs"  •  Panel  discussion:  George  Storer  Jr.,  Storer 
Broadcasting  Corp.,  Miami;  John  W  Davis,  vice 
president,  Blair  Television;  Hugh  M.  Beville,  vice 
president,  planning  and  research,  NBC,  New  York; 
Maxwell  Ule,  senior  vice  president,  Kenyon  &  Eck- 
hardt,  New  York. 
4:15  p.m.  Eighth  St.  Theatre 

TELEVISION  BUREAU  OF  ADVERTISING  •  Presen- 
tation of  "Plus  Over  Normal."  Norman  (Pete)  Cash, 
president,  TvB. 

7:30  p.m.  Grand  Ballroom 
ANNUAL  CONVENTION  BANQUET. 


Satellite  Activities 

Friday,  March  13 

All  day:  MCA-TV  sales  convention,  Drake  Hotel. 

6  p.m.  ASSN.  FOR  PROFESSIONAL  BROADCAST- 
ING EDUCATION.  Dinner  meeting.  Room  18. 

6:30  p.m.  ASSN.  OF  MAXIMUM  SERVICE  TELE- 
CASTERS.  Dinner  meeting.  Room  9. 

7  p.m.  FM  DEVELOPMENT  ASSN.  Lower  Tower. 
Saturday,  March  14 

All  day:  CBS-TV  AFFILIATES  annual  general  con- 
ference. WBBM-TV  studios.  Cocktail  party  6:30 
p.m.,  banquet  8  p.m.,  both  at  Gold  Coast  Room, 
Drake  Hotel. 

9  a.m.-6  p.m.  ASSN.  FOR  PROFESSIONAL  BROAD- 
CASTING EDUCATION  meeting.  Room  18. 

9  a.m.-6  p.m.  FM  DEVELOPMENT  ASSN.  meeting. 
Lower  Tower. 

Sunday,  March  15 

All  day:  CBS  AFFILIATES,  WBBM-TV  studios. 
All  day:  FM  DEVELOPMENT  ASSN.  meeting.  Room 
19. 

9:15  a.m.  Buses  leave  south  entrance  of  Conrad 
Hilton  for  the  Broadcasting  golf  tournament. 

9:30  a.m.-12:30  p.m.  ASSN.  OF  MAXIMUM  SERV- 
ICE TELECASTERS  membership  meeting.  Bel  Air 
Room;  12:30-3  p.m.  luncheon  meeting.  Room  9. 

12:30-4  p.m.  MBS  ADVISORY  COMMITTEE  lunch- 
eon and  meeting.  Room  18. 

2  p.m.  ABC-TV  AFFILIATES.  Blackstone  Hotel. 

3  p.m.  DAYTIME  BROADCASTERS  ASSN.  meeting. 
Room  12. 

4  p.m.  MBS  AFFILIATES  meeting.  Waldorf  Room. 

4  p.m.  CLEAR  CHANNEL  BROADCASTING  SERVICE 

meeting.  Room  13. 

5  p.m.  ABC  RECEPTION.  Williford  Room. 
5:30  p.m.  MBS  RECEPTION.  Waldorf  Room. 
Monday,  March  16 

8  a.m.  QUALITY  RADIO  GROUP  breakfast  meeting. 
Room  9. 

9:30  a.m.  NAB  TELEVISION  CODE  REVIEW  BOARD 

meeting.  Room  10. 

6  30  p.m.  BROADCAST  MUSIC  INC.  cocktails 
Chippendale  Room,  Ambassador  West;  dinner, 
7:30  p.m.,  Four  Georges. 

Tuesday,  March  17 

->-30  pm  Projected  RADIO  WORLD  WIDE  pro- 
gram network.  Closed  meeting.  Regency  Room, 
Sheraton  Blackstone  Hotel. 

7:30  p.m.  BROADCAST  PIONEERS  banquet.  Willi- 
ford Room. 

Wednesday,  March  18 

8:30-9:30  a.m.  TELEVISION  PIONEERS  membership 
breakfast.  Lower  Tower. 
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The  RCA  Television  Tape  Recorder  Meets  Fondest  Dreams 


"Monochrome  and  color  pictures  recorded  and  produced  by  the  RCA  color  television  tape  recorder  are 
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Tom  Howard  (kneeling)  listens  while  Frank 
Bateman,  Technical  Operation's  Manager 
(right)  points  out  the  cue-track  recording 
head  to  other  WBTV  executives  (left  to 
right)  Charles  H.  Crutchfield,  Executive  Vice- 
President,  Jefferson  Standard  Broadcasting 
Company,  and  Kenneth  Tredwell,  Vice- 
President  and  Managing  Director,  WBTV. 


WBTV,  Charlotte,  North  Carolina— first  televi- 
sion station  to  record  and  air  a  locally  produced 
color  television  tape  recording,  has  been  using 
RCA  Color  Television  Tape  Equipment  since 
September  5,  1958.  Their  experience  has  led  Tom 
Howard  to  report:  "It  is  evident  that  RCA's 
design  engineers  did  not  limit  their  efforts  to  just 
getting  video  and  audio  signals  on  tape— they 
remembered  that  their  customers  had  to  maintain 
and  operate  the  gear  day-in  and  day-out. 

MASTER  ERASE  HEAD  A  TIME-SAVER 

"We  like  the  master  erase  head.  It  eliminates  the 
necessity  for  bulk  erasing,  assures  a  clean  tape  at 


Be  Sure  to  See  the  New 
Features  of  the  RCA  Color  Television 
Tape  Recorder  in  Operation  at  NAB 
Convention,  Chicago,  March  75-78. 


all  times  and  in  many  cases  allows  for  selective 
erasing  and  re-recording  of  spots  or  other  program 
material  without  destroying  the  entire  contents  of 
the  reel.  It  is  a  time  saver.  For  instance,  if  there 
has  been  a  false  start  or  a  fluff  in  a  spot  or  in 
the  early  part  of  a  recording,  it  is  only  necessary 
to  back  up  the  tape  and  start  again.  There  is  no 
need  to  remove  the  reel,  bulk  erase,  replace  the 
reel  and  start  all  over  again. 

BUILT-IN  FACILITIES  COMMENDED 

"We  commend  the  decision  of  the  RCA  design 
engineers  that  necessary  operational  equipment 
should  be  built-in  instead  of  being  made  available 
as  'accessories.'  We  appreciate  their  facing  the 
facts  of  operational  life  by  incorporating  the 
master  erase  head,  the  built-in  audio  monitoring 
speaker  for  cuing  and  continuity,  the  built-in 
picture  monitor,  the  built-in  CRO,  the  built-in 
switcher  for  picture  monitor  and  CRO  input 
signal  selection,  the  elapsed  time  meter  for  slip 
rings  and  brushes,  the  metering  of  individual 


of  WBTV  Engineers  in  Daily  Operating  Conveniences!" 

-Says  Thomas  E.  Howard,  V.P.  Engineering  and  General  Services,  WBTV. 
superb,  and  we  are  impressed  by  the  convenience  and  versatility  designed  into  the  equipment." 


WE  LIKE  the 
master  erase  head. 

'WE  LIKE  the 
built-in  facilities. 

"HOST  OF  ALL,  WE 
LOVE  that  cue  fracfr. 
In  our  opinion,  it  is 
destined  to  be  a  must 
in  every  tape 
operation.'9 

TOM  HOWARD 
WBTV 


video  head  recording  currents,  the  continuously 
adjustable  tape  wind  and  rewind  speeds  for  rapid 
and  accurate  cuing  of  tape,  and  the  built-in  test 
signal  channel  for  rapid  check  and  trimming  of 
color  processing  equipment,  even  while  a  color 
signal  is  being  recorded. 
CUE  TRACK  A  "MUST" 

"Most  of  all  we  love  that  cue  track-in  our 
opinion  it  is  destined  to  be  a  'must'  in  every  tape 
operation.  The  value  of  the  cue  track  seems  to 
be  limited  only  by  the  imagination  and  ingenuity 
of  the  user. 

"We  use  the  cue  track  to  bridge  the  program 
director's  channel  during  record  operation.  This 


channel  becomes  our  cue  reference.  This  big  fea- 
ture has  enabled  us  to  salvage  some  'fluffed'  spots 
in  programs  or  to  insert  new  spots— live  or  on  film 
—in  a  program  that  has  already  been  recorded. 

AVENUE  TO  AUTOMATION 

"RCA's  pioneering  in  incorporating  the  cue  track 
in  television  tape  recorders  is  a  valuable  contribu- 
tion to  smoother  tape  operation  and  definitely 
opens  another  avenue  to  automation." 

Your  RCA  Broadcast  Representative  will  gladly  provide 
further  particulars  about  the  RCA  Color  Television  Tape 
Recorder  and  help  to  integrate  this  equipment  into 
your  facilities.  In  Canada,  write  to  RCA  VICTOR 
Company,  Limited,  Montreal. 


rfS&h  RADIO  CORPORATION  of  AMERICA 

|  j)  BROADCAST  AND  TELEVISION  EQUIPMENT 

CAMDEN,  N.J. 
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NiEXT  WEEK  IN  CHICAGO 


WHERE  TO  FIND  IT 

thfrn^n-ff  e*u^en\™™- f^turers  will  be  in  the  lower  lobby  Exhibition  Hall  of 
the  Conrad  Hilton,  during  the  NAB  convention. 

Exhibit  space  of  equipment  firms  and  the  hospitality  suites  of  these  equipment  exhib- 
itors in  the  Conrad  Hilton  or  other  hotels  are  shown  «P™ent  exiuo 

Information  on  networks,  publications,  program  services,  station  representatives  and 
research  organizations  is  based  on  information  at  NAB  convention  headquarters  'as  of 
March  5  plus  checks  with  other  hotels  as  well  as  non-member  firms  of  NAB 

Giant  directory  boards  in  the  Conrad  Hilton  and  Sheraton  Blackstone  lobbies  will  show 
where  associate  members'  suites  are  located. 

Al 'I  room  and  suite  designations  are  in  the  Conrad  Hilton  Hotel  unless  otherwise  speci- 
fied. (E)  indicates  exhibit  space;  (H)  indicates  hospitality  suite. 


EQUIPMENT  MANUFACTURERS 

Adler  Electronics   (H)  923A 

(E)  Space  28 

Alford  Mfg.  Co  (E)  Space  29 

Ampex  Corp  (E)  2200  Space  34 

Browning  Labs  (H)  823 A 

Century  Lighting   (E)  Space  22 

Collins  Radio  Co  (E)  Space  38 

Caterpillar  Tractor  Co  (E)  Space  26 

Conrac  Inc  IE)  Space  31 

Continental  Electronics  Mfg.  Co  (H)  723A 

(E)  Space  36 

Dresser-Ideco  Co  (H)  723  (E)  Space  87 

Electronic  Applications   (E)  Spaces  8,  9 

Foto-Video  Labs  (E)  Space  23 

Gates  Radio  Co  (H)  1023  (E)  Spaces  2,  3 

General  Electric  Co.  .  . .  (H)  1500  (E)  Space  33 

General  Electronic  Labs  (H)  1106A 

(E)  Space  35 

General  Precision  Lab  (E)  Space  15 

General  Radio  Co  (E)  Space  25 

Harwald  Co  (E)  Space  17 

Hughey  &  Phillips  .  .(H)  2106  (E)  Space  27 
Industrial  Transmitters  &  Antennas 

(E)  Space  14 

Kahn  Research  Lafcs   (E)  Space  6 

Kliegl  Bros  (E)  Space  19 

Kline  Iron  &  Steel  Co  (H)  834A 

Minneapolis  Honeywell  Regulator  Co. 

(E)  Space  10 
Phelps  Dodge  Copper  Products  Corp 

(H)  1319  (E)  Space  4 

RCA  (H)  605A  (E)  Space  24 

Raytheon  Mfg.  Co  (E)  Space  18 

Schafer  Custom  Engineering  .  .(H)  1205-06A 
(E)  Space  16 

Stainless  Inc  (H)  1124 

Standard  Electronics   (H)  1019 

(E)  Space  32 

Sarkes  Tarzian  Inc  (E)  Space  21 

Telechrome  Mfg.  Corp  (E)  Space  30A 

TelePrompTer  Corp  (E)  505  Space  20 

Telescript-CSP  (H)  1234A  (E)  Space  11 

Utility  Tower  Co  (E)  Space  5 

Visual  Electronics  Corp  (H)  1218 

GOVERNMENT 

U.  S.  Army   (E)  Spaces  7-11A 

NAB  CONVENTION  OFFICES 

Convention  Manager    Room  1 

Everett   E.  Revercomb,  Secretary- 
Treasurer 

Ella  Nelson,  Administrative  Assistant 
Engineering  Conference    Room  1 

A.  Prose  Walker,  Manager 
Convention  Exhibits   Exhibition  Hall 

George  E.  Gayou,  Exhibit  Manager 
Registration  Desk    Lower  Lobbv 

William  L.  Walker,  Assistant  Treasurer 
Convention  News    Room 

Donald  N.  Martin,  Assistant  to  the  " 
President  in  charge  of  Public  Relations 
Convention  Program    Room  4 

Howard  H  Bell,  Assistant  to  the 
President  in  charge  of  Joint  Affairs 


NAB  STAFF  OFFICES 


Broadcast  Personnel  and  Economics  Room  4 

Charles  H.  Tower,  Manager 
Government  Relations    Room  2 

Vincent  T.  Wasilewski,  Manager 

Leeal  :  •■   Room  2 

Douglas  A.  Anello,  Chief  Attorney 

Organizational  Services  and  APBE  Room  4 
Frederick  H.  Garrigus,  Manager 

Research    Room  4 

Richard  M.  Allerton,  Manager 

Stf,r?,n  Relatio.ns   Lower  Lobby 

William  Carlisle,  Manager 
Television  Code  Affairs    Room  4 

Edward  H.  Bronson,  Director 


NETWORKS 

ABC-Radio 


\d  ABC-TV 


John  F.  Meagher,  Vice  President 

Television    Ron™  o 

Thad  H.  Brown  Jr.  Vice  President 


H)  Skyway 
Suite  2306 

CBS-Radio   (H)  1806A 

CBS-TV  (H)  2320-25 

Mutual   (H)  1806 

NBC  (H)  Sheraton  Blackstone  508-10 

NTA  Television  Network   (H)  1104 

Sheraton  Blackstone 
Keystone  Broadcasting  System 

(H)  804-05-06 

PROGRAM  SERVICES 

CBS  Films  Inc  (jjj  2319 

California  National  Productions 

(H)  Sheraton-Blackstone 
Governor  Television  Attractions 

(H)  1018-19-20A 

Community  Club  Services   (H)  1218A 

Governor  Television  Attractions. .  (H)  1018A 

Guild  Films   (H)  Ambassador  East 

Independent  Television  Corp  (H)  2506A 

Lang- Worth  Feature  Programs   (H)  919 

MCA"TV   (H)  2400 

MGM-TV   (H)  2406 

Magne-Tronics  .  .  .  .  (H)  Sheraton-Blackstone 
Modern  Talking  Picture  Service     .  (H)  823 

Official  Films  (H)  Unassigned 

Programatic  Broadcasting 

Service  (Muzak)   (Hj  706 

RCA  Recorded  Program  Services  ...(H)  600 
Roy  Rogers  Syndication  (H)  918A 

Screen  Gems   (Hi  2500 

,  (H)  1206A 

Standard  Radio  Transcription  Services 
(H)  Flower  Room,  Sheraton-Blacksi 
Trans-Lux  Television  Corp 
-.j  . ,  (H)  1314  S.  Wabash 

United  Artists  Associated   (H)  1905-06 

World  Broadcasting  System.  .  (H)  1822-23-24 


-Blackstone 


Ziv  (Economee  D: 
Ziv  Tv  Programs 


lv->   (H)  2311 A 

 (H)  2306 A 


RESEARCH  ORGANIZATIONS 

American  Research  Bu 

A.  C.  Nielsen  Co  

Pulse  Inc  


reau   iH)  800 

 (H)  1000 

 (H)  2106A 


STATION  REPRESENTATIVES 

Avery-Knodel     (H)  718.19.20 

Sheraton-Blackstone 

Elisabeth  M.  Beckjorden   Unassigned 

Blair  Television  Assoc.  (H)  Executive  House 

ff-™.  (H)  Executive  House 

John  Blair  &  Co  (H)  Executive  House 

The  Boiling  Co   (H)  noo 

Branham  Co  (H,  Unassigned 

CBS  Television  Spot  Sales  .  .  .(H)  Congress 
Robert  E.  Eastman   (H)  1935A 


Henry  I.  Christal  Co  (H)  1306 

Forjoe  &  Co  Unassigned 

Gill-Perna   (H)    900-01 -02A 

H-R  Representatives   (H)  3710 

Executive  House 

H-R  Television   (H)  3710 

Executive  House 
Harrington,  Righter  &  Parsons..      (H)  1705 

Headley-Reed   (H)  700 

George  P.  Hollingbery  Co  (H)  16.00 

Hal  Holman  Co  (H)  500-01 

The  Katz  Agency   Unassigned 

Meeker  Co  .  .  .  (H)  1700 

McGavren-Quinn  Corp  (H)  3511 

Executive  House 
NBC  Spot  Sales  .  .(H)  Sheraton-Blackstone 

John  E.  Pearson  Cos  (H)  Congress 

Peters,  Griffin,  Woodward 

(H)  Sheraton-Blackstone 

Edward  Petry  &  Co  (H)  1400 

Radio-Tv  Representatives   Unassigned 

Rambeau,  Vance,  Hopple   Unassigned 

Paul  H.  Raymer  Co.  ...  (H)  Executive  House 
Vernard,  Rintoul  &  McConnell  .  .     (H)  2100 

Weed  Radio  Corp  (H)  Congress 

Weed  Television  Corp  (H)  Congress 

Adam  Young  Cos  (H)  2022 

Prudential  Plaza 

TELEPHONE  &  TELEGRAPH  COMPANIES 

American  Telephone  &  Telegraph 

Unassigned 

NEWS  SERVICES,  PUBLICATIONS 

TRADE  PUBLICATIONS  &  ASSOCIATIONS 

Advertising  Age   (H)  1306A 

Associated  Press  ..(H)  Sheraton-Blackstone 

Billboard   Unassigned 

Broadcast  Advertisers  Reports...  (H)  1534A 

BROADCASTING   (H)  704-05-06A 

Media-Scope   (H)  935A 

Printers  Ink   (H)  13I9A 

Radio  Advertising  Bureau   (H)  1524 

Radio  Press   (H)  2506 

Radio  Television  Daily   (H)  906 

fponsor   .  .  .  '.  '(H)  1106 

Standard  Rate  &  Data  Service.  .  .  (H)  1706A 

Television  Age   (H)  i606 

Television  Bureau  of  Advertising  (H)  819 

Television  Magazine   (H)  1434A 

U-  S-  Radio   (H)  *923 

Variet~v   (H)  806A 


Unassigned 

•  ^h?T  Rowing  firms  are  listed  in  the  offi- 
mpmhABt£°?lelition  directory  as  associate 
members  that  had  not  been  assigned  Chicago 
convention  suites  as  of  March  5:  E 
nrI)&Mf„AlepXa"dAr  Productions;  Allied  Rec- 
t^L  ^g-r,Co  i   AmPerex  Electronic  Corp.; 

iF'oBeasl?y  Construction  Co.;  Bell  & 
5ft£ey  C°-:  glaw-Knox  Co.;  Bonded  Tv 
Com  Ser7lce;  Bryg  Inc.;  Comet  Distributing 
EastmarP^^  ^-Thompson  Products! 
Eastman  Kodak  Co.;  Erco  Radio  Labs-  Fla- 
mingo Telefilm  Sales;  Houston-Fearless 
C°rP.-:  Magnetic  Sound  Camera  Corp  Mo- 
hawk Business  Machines  Corp.;  Art  Moore 
^inJT.;1  Nem£-Clarke  Co.;  Pams  Adver- 
HoffL/er„y;  Rust  Industrial  Co.;  Stancil- 
■Horrman  Corp.;  Sterling  Television  Co  • 
Telechrome  Mfg.  Corp.;  Telemat  Telemat' 
ics;  Television  Zoomar  Corp  Tower  Con 
TTr^Cti0n,  Co-:  Trans-Lux  Te  evis°OT  Corp 7 
United  Press  Movietone  News  P" 
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we  tell  1,000,000  families  our  business- 
because  it's  their  business,  too 


About  this  time  each  year,  we're  busy  getting 
ready  to  tell  more  than  1,000,000  people  what  we 
did  the  previous  year.  These  people  are  our  policy- 
holders. MONY  is  operated  for  them,  and  for  them 
alone,  and  our  Annual  Report  is  now  being  mailed 
to  each  one.  In  this  way,  all  our  policyholders  have 
an  opportunity  to  study  MONY's  stewardship  of 
the  funds  they  have  entrusted  to  our  care. 

Printing  and  mailing  our  Annual  Report  to  more 
than  a  million  policyholders  is  no  small  task.  Many 


M  0 


people  may  wonder  why  we  do  it,  as  this  procedure 
is  quite  uncommon  in  our  industry.  But  we  feel 
very  strongly  that  every  single  policyholder  should 
receive  a  report  of  the  financial  progress  of  his 
Company  in  a  simple  and  readable  fashion.  And 
the  Report  is  comprehensive  enough  to  show  clearly 
what  makes  a  mutual  life  insurance  company  tick. 

Perhaps  you  would  like  a  copy.  If  so,  drop  a  line 
to:  MONY,  Public  Relations  Department,  Broad- 
way at  55th  Street,  New  York  19,  New  York. 


N  Y 


The  Mutual  Life  Insurance  Company  Of  New  York,  New  York,  N.Y. 
Offices  located  throughout  the  United  States  and  in  Canada 

FOR  LIFE,  ACCIDENT  &  SICKNESS,  GROUP  INSURANCE,  PENSION  PLANS 
MONY  TODAY  MEANS  MONET  TOMORROW! 
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NEXT  WEEK  IN  CHICAGO 


CONVENTION  EXHIBITS 

ng  the  March  15-18  convention.  All  exhibits  will  be  located  in  the  hall  or 
ower  obby  of  the  hotel.  Program  and  film  service  groups  will  LTlosptlhy 
suites  located  all  over  the  hotel  as  well  as  in  the  neighboring  SheratoS^ffi 

hibTtiorHall:31"6  SUmmarieS  °f  the  exhibits  to  be  shown  in  Ex- 


Equipment  manufacturers 


ADLER  ELECTRONICS  INC. 

Space  28 

Adler's  equipment  and  displays  to  be 
featured  include  its  RT-3  heterodyne  re- 
peater, tv  microwave  system  for  off-air 
pickup,  inter-city  relaying,  tv-STL  and  re- 
mote pickups;  UST-10,  10-w  translator, 
FCC-approved,  for  extending  tv  station 
coverage  to  unserved  areas;  RA-7,  100-w 
translator-amplifier,  claimed  by  Adler  to 
be  the  first  FCC-approved  equipment  for 
extending  translator  coverage  to  larger 
unserved  communities; 

UST-100,  100-w  uhf  tv  transmitter  for 
serving  communities  with  locally  originated 
programs;  unitized  uhf  antennas,  for  tv 
translators  and  upper  uhf  frequency  trans- 
mitters, may  be  stacked  horizontally  or 
vertically  for  any  desired  gain  or  coverage 
pattern;  VCA-1  low  noise  vhf  preampli- 
fier, for  use  in  weak  signal  areas  by  trans- 
lators, RT-3  microwave  equipment  and 
community  antenna  tv  systems;  RR-1  re- 
broadcast  receiver  (uhf  to  vhf)  for  trans- 
lators rebroadcasting  an  originating  uhf 
station  or  another  translator. 

Displays  include  a  map  showing  the 
route  of  three-hop  tv  inter-city  relay  carry- 
ing CBS  programs  from  Los  Angeles  to 
KLAS-TV  Las  Vegas;  map  showing  all 
Adler  translator  installations  in  the  U.S.; 
maps  showing  coverage  of  a  low-power,' 
low-cost  educational  tv  network  proposed 
for  northern  Michigan. 

Personnel:  Ben  Adler,  Alfred  Strogoff 
Dr.  Byron  St.  Clair,  Carmen  J.  Auditore,' 
Edward  Galuska,  Henry  Shapiro,  Emanuel 
Strunin,  Martin  Silver,  John  Klindworth 
L.A.  Wallace,  T.W.  Kirksey,  Wilson 
Leeper,  Robert  Sinks,  Robert  J.  Myers, 
James  (Pat)  Quinn,  Don  Carmichael  and 
Joseph  DeBragga. 

ALFORD  MANUFACTURING  CO. 

Space  29 

Alford  manufactures  tv  broadcast  an- 
tennas, diplexers,  coaxial  switches,  ves- 
tigial sideband  filters  and  rf  measuring  in- 
struments. 

Personnel:  Harold  H.  Leach  and  Fred 
Abel. 

AMPEX  CORP. 

Space  34 

Ampex  Corp.  will  exhibit  and  demon- 
strate an  extensive  line  of  accessories  and 
associated  equipment  for  the  company's 
VR-1000  videotape  recorder,  five  of  which 
have  not  been  previously  exhibited. 

The  equipment  includes: 

A  cue  and  erase  kit,  a  tape  timer,  an 


overhead  accessory  rack  for  the  VR-1000 
console,  a  monitor  switching  panel  and  an 
amplifier-speaker  audio  monitor  unit.  Such 
previously-announced  vtr  equipment  as  the 
VR-1010  color  accessory,  bulk  tv  tape 
eraser,  recording  head  demagnetizer,  in- 
dustry standard  referenced  tape  and  auto- 
matic tape  splicer  will  be  on  display  at 
Ampex'  2,500-sq.-ft.  exhibit. 

Use  of  the  various  accessories,  including 
the  color  unit,  will  be  demonstrated  in  con- 
junction with  three  VR-1000  recorders  in- 
stalled in  separate  areas  on  the  four-sec- 
tion booth. 

The  new  Ampex  Model  9901  Audio 
Monitor  Unit  also  will  be  unveiled  at  the 
exhibition.  The  unit  consists  of  a  speaker 
and  amplifier  built  in  standard  rack  mount 
fixtures  for  installation  in  the  VR-1000 
overhead  accessory  rack  or  elsewhere.  The 
speaker  may  be  removed  from  the  rack 
fixture,  revealing  a  cabinet  for  wall  mount- 
ing. 

CATERPILLAR  TRACTOR  CO. 

Space  26 

Diesel  and  spark-ignition  electric  sets 
for  primary  or  standby  power  are  manu- 
factured by  Caterpillar's  engine  division. 
The  company  has  nearly  800  branch  of- 
fices around  the  world. 

Personnel:  C.U.  Stone,  J.C.  Frisby  R  V 
Bradley,  CD.  Shrake,  B.P.  Bessert  and 
Or.M.  Cervenka. 

CENTURY  LIGHTING  INC. 

Space  22 

Twelve  distributors,  many  of  whom 
have  NAB  convention  exhibits,  handle 
Century's  line  of  tv  studio  lighting,  wir- 
ing and  control  systems.  The  line  includes 
complete  tv  studio  lighting  complement; 
Fresnels,  scoops,  the  Big  Leko,  pattern 
projectors,  strips,  wiring  devices,  switch- 
boards, C-l  boards,  Cen-trol,  C-core  C- 
Lector,  Magnatrol  boards;  remote  Fresnels, 
project-o-rama,  mike  booms,  mobilrail  and 
complete  rental  deals. 

Personnel:  Edward  F.  Kook,  James  J 
Fedigan,  N.  Sonny  Sonnenfeld,  Louis  Er- 
hardt,  George  Gill,  Dale  Rhodes,  Earl 
Kohler,  Stanley  McCandless,  Fred  M 
Wolff  and  Bill  Merrill. 


instantaneous  no-wow  starting,  and  simpli- 
fied handling  and  storing,  either  cabinet 
or  rack  mounted.  Collins  also  will  display 
the  212G,  a  new  9-channel  audio  con- 
sole, a  new  limiting  amplifier  and  weather 
radar  equipment. 

Personnel:  John  Haerle,  Thiel  Sharpe, 
Glen  Bergman,  Harold  Olson,  Robert  Hite, 
J.L.  Singleton,  Evan  Maloney,  Gerry  Bal- 
car,  Cal  Glade,  Ray  Welsh,  Forrest  Wal- 
lace, Paul  Comstock,  Jim  Speck,  Ralph 
Edwards,  John  Stanberry,  George  Wet- 
more,  Linn  Leggett,  Jack  Powell  and  Gene 
Randolph. 

CONRAC  INC. 

Space  31 

Conrac  will  show  the  industry  its  tele- 
vision picture  tube  with  curved  safety  glass 
laminated  to  the  face.  The  tube,  developed 
by  Pittsburgh  Plate  Glass,  has  been  in- 
stalled in  Conrac's  Fleetwood  line  of  con- 
sumer tv  sets.  Its  application  to  monitors 
will  be  demonstrated.  The  tube  minimizes 
cleaning  problems  and  provides  a  wider 
viewing  area. 

Also  at  the  exhibit  will  be  the  complete 
line  of  black-and-white  monitors,  8  to  27 
inches,  audio-video  tuner  for  rebroadcast 
and  recording  purposes  and  other  items  in 
the  line. 

Personnel:  W.J.  Moreland,  J.G.  Jones, 
R.M.  Alston,  Parker  Wickham  and  Don 
Ryrie. 

CONTINENTAL  ELECTRONICS 

Space  36 

The  new  317B,  50-kw  am  transmitter 
will  highlight  the  Continental  exhibit.  It 
features  a  compact  design,  with  all  com- 
ponents except  the  PA  blower  contained 
in  72  sq.  ft.  The  firm  also  will  display 
its  Type  TRC  remote  control  equipment, 
Type  ^  MR2A  fm  monitor  and  "Magni- 
phase"  line  transmission  protection  sys- 
tem. 

Personnel:  James  A.  Weldon,  W.M. 
Witty,  Thomas  B.  Moseley,  Mark  W.  Bul- 
lock, Vernon  Collins,  Richard  P.  Buckner, 
W.D.  Mitchell  and  Joseph  B.  Sainton. 


COLLINS  RADIO  CO. 

Space  38 

New  automatic  tape  control  equipment 
will  be  introduced  by  Collins.  The 
push-button-controlled  equipment  features 
automatic  cueing,  rewind  and  stopping- 


DRESSER-IDECO  CO. 

Space  37 

A  color  film  case  history  of  "How  a 
Taller  Tv  Tower  Pays  Off  for  You"  will 
be  shown  to  visitors.  Caricaturist  Len 
Redman  will  make  personality  sketches  of 
visitors. 

Personnel:  J.  Roger  Hayden,  Joseph  M. 
Hogan,  Orville  Pelkey,  Austin  Woodward 
and  Dan  Byrd. 
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NITE-WATCH . . . IS  ONE  OF  THE  BEST 
INVESTMENTS  WE  HAVE  EVER  MADE..." 


r 


SAYS  TED  NELSON  OF  KFEQ-AM  AND  KFEQ-TV 
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latic  programming  system  provides  up  to 
basic  requirements  are  supplied 
(1)  production  console,  (2)  tape 
:       :     r      c    op  grade  tape  recorder/playback  mechanism  of  advanced 
professional  design),  and  (3)  the  100  record  (up  to  200  plays,  both  s.des) 
45  RPM  automatic  cueing  transcription  changer.  This  transcription  unit  may 
be  operated,  when  not  automatically  programming,  as  a  petes  Auto-Trans 
-----  control  operations  box.  All  45  RPM 


*de       _.afd  *e  feel  Klte  .  . 
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a  complete  p 
control  unit  (a  top  g 


Nite-Watch  Auton 

ing.  Three  uum 
-Watch:  (1)  pr 


The  new  Gates  Nite-Watch  Autc 
7Vi  hours  of  continuous  programr 
iplete  package  with  Ni 


pensive  remote 


DC    U|JCI  *J  ICUj 

by  purchasing  ~  — ,  

records  may  then  be  pushbutton 
Write  today  for  8-page  br< 


Write  today  for  8-page  brochure  de 
of  this  new  automatic  programming  syste 


9,  os  a  G 

nations  bw.  -r-   

started  with  assured  automatic  cue-up. 
:hure  describing  each  outstanding  feature 
— yours  for  the  asking. 


INTERTYPE 


CORPORATION 


GATES  RADIO  COMPANY 

_  QUINCY,  ILLINOIS 

Subsidiary  of  Harris- Intertype  Corporation 


summer 1  radio  goes  where 


the  family  goes 


Vacation  may  mean  getting  away 
from  home. ..but  Radio  goes  along. 

You're  traveling  "right"  with  SPOT 
RADIO  in  your  summer  media  plans. 

Reach  people-wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 
Thomas  F.  Clark  Co.  Inc.  -  Harry  F.  Cummings  -  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  -  The  Katz  Agency  Inc.  -  McGavren-Quinn  Company 
The  Meeker  Company  Inc.  -  Art  Moore  Associates  Inc.  -  Richard  0  Cornell  he, 
Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reilly,  Inc. 
Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  -  Adam  Young  Inc. 


NAB  PREVIEW 

EXHIBITS  CONTINUED 

FOTO-VIDEO  LABS  INC. 

Space  23 

Foto- Video  will  demonstrate  the  follow- 
ing new  pieces  of  equipment:  all-transistor 
studio  power  supply  system;  all-transistor 
image  orthicon  orbiter/ tracker  systems; 
line  of  14-24  in.  video  monitors;  long- 
line  and  multi-channel  video  transmission 
and  distribution  gear;  video  transmission 
test  equipment.  The  firm's  test  equipment 
has  been  augmented  by  a  Monoscope 
camera  with  either  Indian  Head  or  800 
line  pattern.  Also  being  introduced  is  the 
Foto-Video  Stair  Step  Generator,  featur- 
ing variable  duty  cycle,  variable  number 
of  steps,  1  mc  and  3.58  mc  modulation 
and  integral  sync  and  power. 

Personnel:  Albert  J.  Baracket,  John 
Mahler,  Bert  Findlay,  Jim  Palmere,  Gilbert 
Walton,  Hans  Nord,  Irwin  Lowenstein, 
H.A.  Kazanjian,  Pat  Quinn. 

GATES  RADIO  CO. 

Space  2-3 

New  products  to  be  shown  by  Gates  in- 
clude a  spot  tape  recorder,  a  broadcast 
frequency  monitor,  a  remote  control  system 
for  unattended  operation  and  its  "Level 
Devil"  program  gated  amplifier.  The  Level 
Devil  is  designed  for  tv  and  fm  as  well  as 
am  broadcasting.  Where  the  lower  signal 
level,  referred  to  as  noise  during  a  period 
of  program  silence,  was  expanded  in  older 
leveling  amplifiers,  this  difficulty  has  been 
overcome  in  the  Level  Devil.  In  the  ab- 
sence of  signal,  noise  level  does  not  rise 
above  the  original  level  established  by  the 
average  signal,  Gates  says. 

Other  products  for  showing:  new  5-kw 
tv  and  am  transmitters;  new  transcription 
turntable;  new  5-kw  fm  transmitter  with 
multiplex;  50-kw  am  transmitter;  1-kw  am 
transmitter;  Nite-Watch  automatic  pro- 
gramming system;  Dualux,  Studioette  and 
Gatesway  consoles;  CB-4  Horseshoe  desk 
assembly,  and  broadcast  remote  ampli- 
fiers. 

Personnel:  P.S.  Gates,  Larry  Cervone, 
Norbert  Jochem,  Edward  J.  Wilder,  John 
R.  Price,  Dick  Spruill,  Bill  Moats,  Urlin 
Whitman,  Stan  Whitman,  Ken  Neubrecht, 
Bud  Ayer,  CO.  Morgan,  Robert  Kuhl, 
Jay  Blakesley,  Gene  Edwards,  Ed  Hurt  and 
Frank  Grasett. 


GENERAL  ELECTRIC 

Space  33 

GE  will  exhibit  more  than  a  half  million 
dollars  worth  of  broadcast  equipment 
which  has  been  over  two  years  in  design 
and  development.  Among  the  new  prod- 
ucts, all  now  in  production,  are  small 
and  economical  vidicon  tv  cameras  and 
a  50  kw  transmitter,  the  first  to  incorporate 
germanium  rectifiers. 

New  GE  transistorized  equipment  in- 
cludes color  and  black-and-white  tv 
cameras,  audio  console,  sync  generators 
and  audio  amplifiers.  Other  products  to  be 
shown  include  low-band  tv  transmitters, 
color  film  scanner,  automatic  program- 
mer, a  full-size  section  of  a  vhf  helical 

90 


antenna,  2,000  mc  microwave  relay  sys- 
tem (portable  and  rack-mounted),  studio 
monitors,  special  effects  generator  and  am- 
plifier and  a  complete  line  of  audio  equip- 
ment. 

Personnel:  Harold  G.  Towlson,  M.  Al- 
ves,  Paul  L.  Chamberlain,  Marshall  E. 
Minich,  John  Wall,  M.R.  Duncan  and 
S.J.  Eby. 

GENERAL  ELECTRONIC  LABS 

Space  35 

Products  manufactured  by  General  Elec- 
tronic Labs  include  fm  transmitters  with 
fm  multiplex  exciters  including  main  chan- 
nel exciter,  subchannel  generator  and  pow- 
er supply  mounted  in  cabinet  as  a  complete 
integrated  system. 

Personnel:  Victor  W.  Storey,  Philip 
Hayden,  Robert  Pritchard,  Sal  Fulchino 
Capt.  W.G.H.  Finch. 

GENERAL  PRECISION  LABORATORY 

Space  15,  30 

Information  on  GPL  broadcast  and  edu- 
cational tv  equipment  will  be  featured  in 
space  15.  Some  GPL  equipment  will  be  on 
display  and  operated  in  space  30  by  Visual 
Electronics  GPL's  national  distributor  for 
tv  equipment. 

Personnel:  N.M.  Marshall,  L.L.  Pour- 
ciau,  E.J.  Manzo  and  A.F.  Brundage. 

GENERAL  RADIO  CO. 

Space  25 

General  Radio  will  display  its  precision 
instruments  for  measuring  transmitters, 
antennas,  transmission  lines  and  tv  trans- 
mitter frequency-checking  system. 

The  firm  also  will  show  its  new  1650-A 
impedance  bridge,  a  self-contained  and 
portable  instrument  to  measure  inductance 
and  storage  factor  of  inductors,  capacitance 
and  dissipation  factor  of  capacitors  and  a-c 
and  d-c  resistance  of  all  types  of  resistors. 
It  was  also  claimed  to  be  useful  in  the  lab- 
oratory to  measure  circuit  constants,  test 
samples  and  identify  unlabeled  parts. 

Other  features  include  meter-type  null 
indication,  direct-reading  dials  and  com- 
pletely transistorized  generator  and  de- 
tector. 

Personnel:  Charles  A.  Cady,  Joseph  E. 
Belcher,  Lane  W.  Gorton,  William  M. 
Ihde  and  Robert  E.  Bard. 

HARWALD  CO. 

Space  17 

Harwald  will  exhibit  automatic  film  in- 
spection and  editing  equipment,  splicers, 
racks  and  related  items. 

Personnel:  Robert  Grunwald,  Sam  Cald- 
well, Richard  Wallace,  Howard  Bowen. 

HUGHEY  &  PHILLIPS  INC. 

Space  27 

The  company's  tower  obstruction  light- 
ing equipment  display  will  feature  its  new 
tower  lighting  isolation  transformers.  Also 
to  be  demonstrated  are  its  remote  lamp 
failure  indicator  system  for  continuous 
monitoring  of  tower  lamp  conditions;  its 
tower  light  control  and  alarm  units '  for 
unattended  microwave  relay  stations;  its 


combination  photoelectric  control  and  bea- 
con flasher  units;  beacons;  obstruction 
lights,  and  various  control  units. 

Personnel:  J.H.  Ganzenhuber,  H.V. 
Claeson,  H.J.  Geist,  R.L.  Lang  and  F.J. 
Little  Jr. 

ELECTRONIC  APPLICATIONS  INC. 

Space  8-9 

A  Swiss  transistorized  tape  recorder, 
the  Nagra  III  B,  will  be  shown  for  the 
first  time  by  Electronic  Applications.  The 
recorder  contains  30  transistors  and  can 
be  operated  at  speeds  of  3%,  7Vi  and  15 
inches-per-second.  It  operates  from 
self-contained  monocells  and  provides 
studio-grade  reproduction.  Also  to  be 
introduced  will  be  the  Studer  "30,"  a  pro- 
fessional tape  unit  designed  for  high 
timing  accuracy  and  constant  tape  tension. 

Shown  at  the  exhibit  will  be  the  new 
miniature  Model  24  B  dynamic  and  28  C 
condenser  microphones  and  a  Model  0815 
spherical  loudspeaker,  the  Kugel.  The  new 
microphones  were  designed  for  minimum 
visual  obstruction  and  professional  stand- 
ards. The  firm's  EMT  140  Reverberation 
unit  also  will  be  demonstrated,  as  will 
rack-mounted  fm  broadcast  tuners. 

Harvey  Radio,  New  York,  is  distributor 
in  the  New  York  area. 

Personnel:  V.J.  Skee,  Wilhelm  Franz, 
S.  Hoisl,  E.  Stern,  H.  Sampson  Jr.,  Ray 
Hutmacher  and  Lester  Karg. 

INDUSTRIAL  TRANSMITTERS  AND  ANTENNAS 

Space  14 

A  complete  line  of  fm  broadcast  trans- 
mitters, ranging  in  power  from  10  w  to 
10  kw  will  be  displayed.  There  will  also 
be  a  display  of  the  firm's  10  w  fm  multi- 
plex exciter. 

Personnel:  Bernard  Wise,  Fred  Gayer, 
Robert  Jordan  and  Stanley  Friedman. 

KAHN  RESEARCH  LABS 

Space  6 

Kahn  will  show  for  the  first  time  its 
Model  STR-59-1A  stereophonic  adapter 
which  permits  compatible  stereophonic 
broadcasts  over  a  single  am  transmitter 
with  reception  on  two  am  receivers.  When 
used  with  any  standard  transmitter,  the 
adapter  produces  two  independent  side- 
bands individually  modulated  by  stereo 
channels.  Kahn  also  will  show  a  com- 
patible single-sideband  adapter  for  am 
transmitters  and  Symmetra-peak,  Model 
SP-58-1A,  a  passive  network  used  by 
broadcasters  to  increase  coverage  range 
of  voice  transmissions. 

Personnel:  Leonard  B.  Kahn  and  Ken- 
neth B.  Boothe. 

KLIEGL  BROS. 

Space  19 

The  S.C.R.  dimmer  will  be  shown, 
demonstrating  a  new  method  of  dimming 
control  (controlling  levels  of  light  bright- 
ness). This  is  the  first  commercial  appli- 
cation of  the  newly  developed  silicon  con- 
trolled rectifier,  according  to  Kliegl  Bros. 
A  complete  working  board  will  be  demon- 
strated under  full  operating  conditions. 
Herbert  R.  More  will  describe  the  dimmer 
at  the  Engineering  Conference  on  March 
18. 

BROADCASTING,  March  9,  1959 


find  out 

how  little 

a  Collins  custom 
control  desk 

will  cost  you 


Collins  now  offers  the  most  attractive  custom  control  desks 
available.  At  lower  cost  than  "catalog"  desks!  Fully  custom 
designed  to  meet  your  requirements.  "Cabinet-maker"  construc- 
tion. Natural  wood  finish,  or  painted  to  match  or  harmonize 
with  your  color  scheme.  No-mar  Formica  top. 
For  a  free  estimate  on  the  desk  you  need,  make  a  rough  sketch 
of  available  space  and  mail  with  this  coupon.  There's  no 
obligation  of  any  kind. 

*This  desk  designed  for  and  in  use  by  KOEL,  Oelwein,  Iowa. 


v  4,  l'f  - 


COLLINS  RADIO  COMPANY  .  315  2nd  AVE.  S.E.  .  CEDAR  RAPIDS,  IOWA 

Please  send  me  an  estimate  on  a  Collins  Custom  Control  Desk.  Desk  will  incorporate: 

,   ,                                                   !s\7f>\  (number) 
Turntables  (make)   


Console  (make) 


Record  Compartment  for  ( number ) 


Name 


Station  or  Company  Name 

Call  Letters   

City   


(size) 


Records 


Title 


Address 
Zone 


State 
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BRISTOL-MYERS  gives 
over  twice  as  much  business 
to  CBS  Radio  as  to  the 
one  other  network  it  uses.  To 
put  more  muscle  in  the 
message,  of  course!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


NAB  PREVIEW 


EXHIBITS 


CONTINUED 


MINNEAPOLIS-HONEYWELL 

Space  10 

The  Brown  Instrument  Div.  of  Minne- 
apolis-Honeywell will  show  transmitting 
station  automatic  logging  equipment  and 
remote  control  automatic  logging  equip- 
ment. 

Personnel:  George  W.  McKnight  and 
Gustav  Ehrenberg. 

MUZAK  CORP. 

Space  I 

Programatic  Broadcasting  Services,  a 
division  of  Muzak,  will  demonstrate  the 
"push-button  broadcasting  service"  which 
consists  of  an  electronically-controlled, 
time-synchronized  tape  playback  device 
and  a  supply  of  eight-hour  tapes  delivered 
regularly  to  subscribing  broadcasters. 
These  tapes  are  pre-recorded  and  pro- 
grammed with  music  "designed  to  appeal 
to  American  adult  audiences."  The  system 
will  be  available  to  broadcasters  on  an 
exclusive  basis  in  each  radio  market. 

Personnel:  Charles  C.  Cowley,  Joseph 
Roberts,  John  Esau,  Norman  Ostby,  E.F. 
Hembrooke,  John  Jarvis  and  Edward 
Hochhauser. 

PHELPS  DODGE  COPPER  PRODUCTS  CORP. 

Space  4 

Products  to  be  shown  in  Exhibition  Hall 
include  air  dielectric  coaxial  cable,  Styro- 
flex,  Spirafil  and  Foamflex. 

Personnel:  F.W.  DeTurk,  H.M.  Ed- 
wards, R.  Plant  and  H.  Magnuson. 

RAYTHEON  MFG.  CO. 

Space  18 

Products  to  be  shown  at  the  convention 
will  be  based  on  Raytheon's  extensive  line 
of  microwave  television  relay  systems  for 
remote  pickup  or  STL  applications.  Port- 
able and  rack-mounted  equipment  will  be 
in  the  exhibit  along  with  program  audio 
channel  units  for  application  to  existing 
systems.  Microwave  waveguide  accessories 
will  include  antennas,  diplexers  and  other 
items. 

Personnel:  H.  J.  Geist,  J.  J.  Sedik,  W 
B.  Taylor,  A.  F.  Conrad,  Hugh  Bannon. 


Space  24 

Highlighting  the  RCA  display  will  be 
a  production  model  of  the  advanced  RCA 
tv  tape  recorder  and  an  automation  system 
designed  to  handle  the  switching  functions 
of  a  tv  station.  The  videotape  recorder 
was  designed  to  meet  strict  industry 
requirements  and  its  tapes  can  be  used  in- 
terchangeably with  those  of  other  record- 
ers. The  recorder  is  housed  in  five  com- 
pact "stand-up"  cabinets  for  monochrome 
and  a  sixth  cabinet  can  be  added  for  color. 

An  electronic  system  permits  precise  ad- 
justment of  the  electrical  quadrature  rela- 
tionship between  the  four  video  playback 
heads.  The  cueing  system  includes  a  vari- 
able speed  control  to  roll  the   tape  in 


forward  or  rewind,  a  special  cue  channel 
and  a  separate  cue  signal  erase  head.  The 
main  tape  guideposts  force  air  through  tiny 
holes  so  that  the  tape  rides  on  an  air  cush- 
ion, helping  to  eliminate  scratches. 

The  RCA  automation  system  is  designed 
to  eliminate  many  operating  errors  com- 
mon to  tv  stations.  Switching  sequence  is 
arranged  in  advance  and  the  unit  automatic- 
ally starts  and  stops  film  projectors,  slide 
projectors,  operates  video  and  audio 
switching  equipment  and  switches  film 
room  multiplexer  mirrors  in  the  predeter- 
mined order. 

Other  highlights  of  the  RCA  exhibit  will 
be  a  new  vidicon  tv  camera  (TK-205), 
"suitcase  size"  self-contained  master  moni- 
tor (TM-35),  medium-power  high-band 
transmitter  (TT-11AH),  radio  automation 
equipment  and  a  tv  special  effects  system. 

Personnel:  T.A.  Smithe,  C.H.  Colledge, 
J.J.  Graham.  J.P.  Taylor,  H.R.  Henken, 
E.C.  Tracy,  A.F.  Inglis,  M.A.  Trainer, 
V.E.  Trouant,  Paul  Bergquist,  P.A.  Green- 
meyer,  E.N.  Luddy,  Dana  Pratt,  W.B. 
Varnum,  David  Bain,  V.S.  Mattison,  B.K. 
Kellom,  L.W.  Haeseler,  Max  Berry,  J.H. 
Cassidy.  J.E.  Dilley.  E.T.  Griffity,  J.E. 
Hill,  A.M.  Miller  and  C.F.  Strawley.  Rep- 
resenting the  Tube  Div.  will  be  H.C. 
Vance.  J.E.  Kelly,  R.E.  Johnson  and  R.E. 
Lawrence. 

PAUL  SCHAFER  CUSTOM  ENGINEERING 

Space  16 

Schafer  will  show  in  operation  a  pro- 
gram automation  system  for  all  types  of 
radio  stations,  the  M-60  model,  which  the 
firm  says  permits  complete  programming 
up  to  24  hours  and  can  be  prepared  in  a 
fraction  of  airtime.  Timing  is  not  affected 
by  interruption  of  the  program  for  news 
or  other  inserts.  The  M-60  automation 
package  includes  three  tape  recorders,  two 
100-record  Seeburg  libraries,  full  four- 
channel  automation  and  all  necessary  re- 
mote controls  and  cabinets.  The  firm  also 
offers  "automation  trailers,"  self-contained 
mobile  units  for  on-spot  demonstration  at 
any  station. 

STANDARD  ELECTRONICS  INC. 

Space  32 

Standard  will  exhibit  its  all  new,  space 
saving  line  of  fm  and  tv  equipment,  in- 
cluding 250  w  and  3  kw  fm  transmitters 
for  stereo  or  multiplex  operation  and  a 
10  kw  vhf  transmitter.  Also  shown  will  be 
fm  serrasoid  replacement  modulators  for 
modernizing  older-model  transmitters.  The 
new  Standard  equipment  features  add-a- 
unit,  patchover,  semi-conductor  rectifiers 
in  fm  transmitters  with  no  rectifier  tubes 
and  built-in  multiplex.  All  the  tubes  are 
visible  on  the  tv  transmitter  through  glass 
doors.  The  air  cooled  unit  is  self-contained 
with  no  external  transformers. 

Personnel:    William    H.    Zillger,  H.R. 


PLANNING  FM  BROADCASTING? 
See  page  No.  109 
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you  want  to  grow  bigger 


no  trick  at  all  — just  grow  taller 

See  and  hear  the  compelling  story  on  "How 
a  taller  tower  can  pay  off  for  you."  Come  to 
the  Dresser-Ideco  booth  in  the  Conrad  Hilton 
Exhibition  Hall  at  the  NAB  Convention  next 
week  in  Chicago.  It's  a  story  full  of  facts, 
by  the  builders  of  more  than  half  of  all  the 
lOOO'-plus  TV  towers  in  service  today.  After 
hours,  you'll  be  welcome  in  our  Hospitality 
Suite  at  the  Conrad  Hilton,  to  pose  for  one  of 
those  famous  Lenn  Redman  caricatures. 


Dresser-Ideco  Company 
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EXHIBITS  CONTINUED 

Smith,  Allen  R.  Taylor,  William  H.  Rap- 
polt,  James  T.  Campbell,  Robert  C.  Hutch- 
ins,  Lewis  E.  Pett  and  H.  Duncan  Peck- 
ham  Jr. 

SARKES  TARZIAN  INC. 

Space  21 

The  Sarkes  Tarzian  exhibit  will  include 
vhf  transmitter  packages,  including  studio 
equipment;  tv  16  mm  projectors;  tv  35  mm 
projectors;  racks,  console  and  chassis;  tv 
studio  equipment — vidicon  film  and  live 
cameras,  switches,  orthicon  cameras,  mon- 
itors, multiplexers,  sync  generators,  audio 
equipment  and  tv  film  equipment. 

Personnel:  Biagio  Presti,  Dan  Meadows, 
Wendell  Fuller,  Neff  Cox  Jr.,  Gene  Keith, 
Dale  Buzan,  Henry  Cronin,  Nubar 
Donoyan,  Russ  Ide,  Dick  Swan,  Mel 
Berstler.  Fred  Steiner. 

TELECHROME  MANUFACTURING  CORP. 

Space  30A 

Telechrome's  studio-oriented  tv  special 
effects  generator  (model  490-A)  for  wipes 
and  matting  will  be  featured.  The  gener- 
ator produces  72  different  wipes  and  limit- 
less special  insert  effects  in  both  color  and 
monochrome. 

Also  to  be  shown  is  the  sine-squared 
window  generator  (model  1073-DR).  This 
produces  new  wave  form  for  testing  tv  or 
other  pulse  units  or  systems  for  amplitude 
and  phase  characteristics.  A  vertical  inter- 
val keyer  (model  1008- A)  will  be  exhibit- 


ed. The  keyer  permits  any  test  or  control 
signal  to  be  transmitted  simultaneously 
with  program  material  between  frames  of 
a  tv  picture.  Test  signals  are  then  always 
present  for  checking  transmission  condi- 
tions without  impairing  picture  quality. 
In  addition,  Telechrome  will  display  a 
video  transmission  test  set  (model  1005-A), 
a  video  transmission  test  signal  receiver 
(model  1004-A)  and  an  oscilloscope 
camera  (model  1521-A). 

Personnel:  H.  Charles  Riker,  S.  Krinsky, 
D.  Chapman,  D.  Dudley  and  R.  Wulfe. 

TELEPROMPTER  CORP. 

Space  20 

Among  the  products  featured  will  be 
the  TelePrompTer  Model  V  cueing  equip- 
ment, with  selector  dual  hand  control, 
ring  control,  foot  pedal,  lens  adapter  and 
new  accessories.  Also,  the  new  TelePro 
6000  rear  screen  projection  system  with 
85  slide-per-minute  changer,  short  throw, 
complete  remote  control,  dramatic  light 
power,  new  automatic  douser  and  new 
tandem  head  single  control  projector  sys- 
tem will  be  shown.  The  display  will  in- 
clude the  new  single  contact  12  channel 
Tele-Mation  automation  of  pre-set  effects. 

Personnel:  Irving  B.  Kahn,  Hubert  J 
Schlafly  Jr.,  William  V.  Sargent,  James 
Blair,  Ted  Atwood,  Alfred  N.  Greenberg, 
Ted  Boisumeau,  Kirk  Logie,  Joe  Munisteri,' 
and  Larry  Lantry. 

TELESCRIPT-CSP  INC. 

Space  11 

The  company's  latest  cueing  and 
prompting  equipment  for  tv  studios  fea- 


tures the  variable  speed  foot  control;  the 
Lens-Vue  Tv  for  into-the-lens  delivery; 
the  MagniScript,  which  magnifies  type  to 
%-in.  height  and  allows  the  performer 
to  read  at  distances  of  30  to  35  feet  from 
the  camera.  The  firm  will  unveil  its  new 
rear  screen  projector  with  these  features: 
3,000  w  lamp  producing  6,500  lumens, 
automatic  slide  changer  holding  70  slides, 
two  blowers  for  cooling,  adjustable  legs,' 
electric  douser  and  remote  control  focus- 
ing. 

Personnel:  Peter  Jackson,  Robert  P. 
Swanson,  Trygve  W.  Lund  and  Curt 
Howard. 

U.S.  ARMY 

Space  7,  11 A  (Hospitality  Suite  Room 
707 A) 

The  Army  exhibit  will  show  Army 
progress  in  development  of  firepower, 
mobility,  communications  and  human  re- 
sources. It  will  feature  the  latest  Army 
space  probe,  including  a  full  scale  model 
of  the  Army's  Pioneer  IV  instrumented 
payload  (final  stage). 

Personnel:  Col.  Robert  V.  Shinn,  Maj. 
Robert  Cranston,  Maj.  George  Morris 
Stanley  Field,  M/Sgt.  Stuart  A.  Queen,' 
SFC  Don  Cosgrove. 

UTILITY  TOWER  CO. 

Space  5 

Utility  Tower  manufactures  and  erects 
radio  towers.  Sections  of  towers  and  hard- 
ware will  be  shown  as  well  as  insulators 
and  lighting  controls. 

Personnel:  C.E.  Nelson,  Jerry  Nelson, 
V.G.  Duvall  and  Nathan  Sholar. 


Syndicated  radio-television  programs  and  services 


CBS  FILMS  INC. 

Suite  2319 

Guests  will  receive  plastic  helicopters 
(Whirlybirds  show)  and  ball  point  pens. 

Personnel:  Sam  Cook  Digges,  John  F. 
Howell,  Fred  J.  Mahlstedt,  Walter  A. 
Scanlon,  Ralph  M.  Abruch,  Barr  Sheets, 
George  Diedrich,  James  H.  McCormick, 
Carter  Ringlep,  Henry  Gillespie,  Robert 
T.  Donnelly,  William  Hooper,  Richard  P. 
Moran  Jr.,  Lee  Stone  and  Howard  L. 
Kany. 

CALIFORNIA  NATIONAL  PRODUCTIONS 

Sheraton-Blackstone 

Personnel:  Jacque  Liebenguth. 
COMMUNITY  CLUB  SERVICES 

Suite  1218A 

Personnel:  John  C.  Gilmore,  William 
M.  Carpenter,  Boyd  Lawlor,  Len  Horns- 
by,  Richard  N.  Robbins,  Ralph  Durham, 
Phil  Peterson,  Martin  White,  Todd  Bran- 
son, Tom  Dugga,  Jerry  Hauser,  Russell 
O.  Hudson,  John  Karr. 

GOVERNOR  TELEVISION  ATTRACTIONS 

Suite  1018-19-20A 

Personnel:  Arthur  Kerman,  Frank 
Spiegelman,  Ben  Barry,  Howard  Grafman. 
GUILD  FILMS 

Ambassador  East 

Personnel:  John  J.  Cole,  Art  Gross, 
Gerald  Liddiard,  Marvin  Grieve. 


INDEPENDENT  TELEVISION  CORP. 

Suite  2505-06A 

Souvenir  gifts  will  be  given  all  visitors 
to  Independent's  convention  suite  by  Al 
Unger,  administration  manager,  Arrow 
Productions.  They  will  consist  of  a  plastic 
pocket  secretary  with  provision  for  the 
recipient's  name.  Others  attending  will  be 
Hardie  Fneberg,  Stan  Levey  and  Lee 
Cannon. 

LANG-WORTH  FEATURE  PROGRAMS 

Suite  919-20 

John  D.  Langlois,  Hugh  Allen,  Robert 
Boehmer,  Ed  Gardiner,  John  Courcier. 

MCA-TV  LTD. 

Suite  2400 

Personnel:  Dave  Sutton,  Lou  Friedland, 
Bob  Greenberg,  Dearv  Barton. 

MGM-TV 

Suite  2404-05-06 

The  MGM-TV  library  includes  groups 
of  short  subjects  as  well  as  an  extensive 
list  of  pre- 1948  feature  films. 

Personnel:  Richard  Harper,  Maurice 
Gresham,  Paul  Mowrey. 

MAGNE-TRONICS  INC. 

Sheraton-Blackstone 

The  company,  which  furnishes  function- 
al background  music  service  on  magnetic 
tape,    available    on    exclusive  franchise 


basis,  will  not  have  an  exhibit  but  will 
have  a  hospitality  suite. 

Personnel:  Thomas  L.  Clarke,  Joseph 
F.  Hards  and  George  W.  Hamilton. 

MODERN  TALKING  PICTURE  SERVICE 

Suite  823 

MUZAK  CORP. 

(Programatic  Broadcasting  Service) 
Suite  704-05-06.  (see  exhibition  space  1) 

NTA   TELEVISION  NETWORK 

Sheraton-Blackstone,  Suite  1104-05-06 

Personnel:  Charles  C.  (Bud)  Barry,  An- 
thony Azzato,  Lynn  Christenson,  Charles 
King.  From  National  Telefilm  Assoc., 
parent  company:  Ely  A.  Landau,  Oliver 
A.  Unger,  Harold  Goldman,  Martin  Rob- 
erts. 

OFFICIAL  FILMS 

Three  new  shows  will  be  unveiled  at  the 
convention  by  Official  Films.  A  private 
telephone  line,  Randolph  6-9635,  will  be 
installed  in  the  suite.  The  Official  Film 
library  includes  such  shows  as  Robin 
Hood,  Star  Performers,  My  Little  Margie 
and  Decoy. 

Heading  the  delegation  will  be  Stan 
Smith,  sales  vice  president.  Others  in  the 
suite:  Art  Breecher,  Mary  Cox,  Don  Ful- 
ler, Alex  Sherwood,  Barney  Mackall  and 
Barry  Winton. 
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RCA  RECORDED  PROGRAM  SERVICE 

Suite  600-01-02 

Personnel:  E.  B.  Dunn,  A.  B.  Sambrook, 
William  F.  Reilly,  Ben  Selvin,  E.  H.  Kelly, 
Donald  D.  Axt,  Milton  B.  Kaye,  J.  J. 
Alves,  Wally  Cocgran,  Jack  Dill,  George 
Field,  Bill  Gartland,  Hugh  Grauel,  Gus 
Hagenah,  Jack  Nadeau. 

Because  St.  Patrick's  Day  falls  during 
the  convention,  RCA  will  furnish  Irish 
coffee. 

ROY  ROGERS  SYNDICATION 

Suite  918A 

ROY  ROGERS  SYNDICATION 

Suite  919A 

Personnel:  Edward  L.  Koenig  Jr.,  Peter 
M.  Robeck. 

SCREEN  GEMS  INC. 

Suite  2 500-0 1-02 A 

This  producer  and  distributor  of  tv  film 
programs  offers  first-run  series  such  as 
Rescue  8  and  Stakeout,  reruns  such  as 
Burns  &  Allen,  comedies  such  as  "The 
Three  Stooges"  and  feature  films  such  as 


"Powerhouse"  group  78. 

Personnel:  Jerry  Hyams,  Bob  Seidel- 
man,  Dick  Dinsmore,  Frank  Parton,  Bill 
Young,  Stan  Dudelson,  Don  Bryan  and 
Ben  Coleman. 

SESAC  INC. 

Suite  1205 -06 A 

SESAC  will  push  its  newly-developed 
"Special  Series  Programs,"  consisting  of 
scripts  and  records  for  all  types  of  shows 
and  available  on  an  outright  sale  basis. 
The  new  SESAC  library  service  also  will 
be  featured,  with  all  visitors  to  receive 
souvenirs. 

Personnel:  Alice  Heinecke,  E.  S.  Prager, 
W.  F.  Myers,  S.  Guber,  E.  Cooney,  H. 
Fitzgerald,  G.  Ramsey. 

STANDARD  RADIO  TRANSCRIPTION 
SERVICES  INC. 

Flower  Room,  Sheraton-Blackstone 

Standard  will  introduce  a  satirical  soap- 
opera  format  to  lead  into  commercials; 
there  will  also  be  three  new  five-minute 
open-end  radio  program  series  as  well  as 
twenty  new  sides  added  to  the  first  Hi  Fi 
sounds  released  two  months  ago  and  estab- 


lished Standard  services  such  as  the  Musi- 
'Que'  Library  and  the  commercial  aids 
and  jingles  library. 

Personnel:  Milt  Blink,  Olga  Blohm, 
Robert  Hall  (Robert  Hall  Productions). 

UNITED  ARTISTS  ASSOCIATED 

Suite  1905-06 

Personnel:  W.  Robert  Rich,  Donald 
Klauber. 

WORLD  BROADCASTING  SYSTEM 

Suite  1822-23-24 

Personnel:  James  H.  Weathers,  John  S. 
Murphy,  James  McKnight,  Hal  Tunis  and 
Dick  Crane. 

ZIV  TELEVISION  PROGRAMS 

Suite  2306 A 

Personnel:  M.  J.  Riskin,  Len  Firestone, 
Robert  W.  Friedheim,  Jerry  Kirby. 

ZIV  ECONOMEE  DIV. 

Suite  23 11 A 

Personnel:  Pierre  Weis,  Dick  Lawrence, 
Ken  Joseph. 


Station  Representation  firms 


AVERY-KNODEL 

Sheraton-Blackstone,  Suite  718-19-20 

Personnel:  Lewis  Avery,  J.W.  Knodel, 
Charles  C.  Coleman  Jr.,  Philip  Schloeder 
Jr.,  Michael  T.  Joseph. 

ELISABETH  M.  BECKJORDEN 

Unassigned 

Personnel:  Elisabeth  M.  Beckjorden. 
BLAIR  TELEVISION  ASSOC. 
B  LAIR-TV 

JOHN  BLAIR  &  CO. 

Executive  House 

Personnel:  John  Blair,  Ed  Shurick,  Art 
McCoy,  Dick  Foote. 

THE  BOLLING  CO. 

Suite  1100 

Personnel:  George  W.  Boiling,  Robert 
H.  Boiling,  G.  Richard  Swift,  Morton  A. 
Barrett,  John  D.  Stebbins,  Gale  Blockie. 
CBS  TELEVISION  SPOT  SALES 
Congress  Hotel 

Personnel:   Bruce   Bryant,   Arthur  C. 
Elliott,  Howard  Marsh,  Lamont  Thomp- 
son, Ben  Margolis,  Jack  White. 
ROBERT  E.  EASTMAN 
Suite  1935A-36A 

Personnel:  Robert  E.  Eastman,  Richard 
Arbuckle,  George  Dubinetz,  Edward  Den- 
ten. 

HENRY  I.  CHRISTAL  CO. 

Suite  1306 
FORJOE  &  CO. 
Suite  1900 

Personnel:  Joseph  Bloom,  Frederick  L. 
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Bernstein,  Lawrence  J.  Krasner,  Robert 
A.  Lazar,  John  Hartigan. 

GILL-PERNA 

Suite  900-01 -02 A 

Personnel:  Helen  Gill,  John  J.  Perna 
Jr.,  Walter  Beadell,  Irwin  Unger,  Donald 
Dalton,  Daniel  W.  Bowen,  Allan  Young. 

H-R  REPRESENTATIVES 
H-R  TELEVISION 

Executive  House,  3710-11-12 

Personnel:  Frank  M.  Headley,  Frank  E. 
Pellegrin,  James  M.  Alspaugh,  Avery  Gib- 
son, Dwight  S.  Reed,  John  T.  Bradley, 
French  L.  Eason,  Rex  Lathen,  Terrence 
Hughes,  Bernard  Slavin,  Stewart  Lewis, 
Arthur  Kelly,  Grant  Smith,  Clark  R. 
Browne. 

HARRINGTON,  RIGHTER  &  PARSONS 

Suite  1705 

Personnel:  John  E.  Harrington  Jr.,  Vol- 
ney  Righter,  James  O.  Parsons  Jr.,  Wil- 
liam Snyder,  Frank  Dougherty,  Carroll 
R.  Layman. 

HEADLEY-REED 

Suite  700 

Personnel:  Frank  Miller  Jr.,  Sterling 
Beeson,  Jack  Hardingham,  Robert  Schmid, 
Geno  Cioe,  John  Wrath,  Don  Hamel,  John 
Buzby,  Earl  Gallagher,  William  Shaw. 

GEORGE  P.  HOLLINGBERY  CO. 

Suite  1600 

Personnel:  George  Hollingbery,  F.E. 
Spencer  Jr.,  Fred  Hague,  Harry  Wise, 
Frank  McCarthy,  Warren  Nelson,  Ray  Ed- 
wards, George  Hemmerle,  Richard  N. 
Hunter,  Joseph  D.  Payne  Jr. 


HAL  HOLMAN  CO. 

Suite  500-01 

Personnel:  Hal  Holman. 

THE  KATZ  AGENCY 

Personnel:  Edward  Codel. 

MEEKER  CO. 

Suite  1700 

Personnel:  Robert  D.C.  Meeker,  Edgar 
B.  Filian,  Robert  L.  Dudley,  Charles  E. 
Standard,  Carl  Jewett,  Bob  Manning, 
Charles  Compton,  Don  Pontius,  Donald 
Palmer. 

McGAVREN-QUINN  CORP. 

Executive  House,  Suite  3511 

Personnel:  Daren  McGavren,  Donald  J. 
Quinn,  Ralph  Guild,  William  T.  Heaton, 
Ed  Tilden,  Walter  Lake,  Cy  Ostrup,  Wen- 
dell Parmallee,  Bob  Galen. 

NBC  SPOT  SALES 

Sheraton-Blackstone 

Personnel:  Richard  H.  Close,  Edwin  T. 
Jameson,  George  Dietrich,  Morton  Gaffin, 
Jack  Mulholland,  Frank  De  Rosa,  Frank 
Morgan,  Robert  Ewing,  Verne  Herron, 
Richard  Cahill,  Tom  Montgomery,  Ed 
Gardner,  Harry  Jacobs,  Joseph  Lutzke, 
William  Scharton,  William  Buschgen. 

JOHN  E.  PEARSON  COs. 

Congress  Hotel 

Personnel:  John  E.  Pearson,  William 
Wilson,  Ray  Henze,  James  Bowden,  John 
Palmer. 

PETERS,  GRIFFIN,  WOODWARD 

Sheraton-Blackstone 

EDWARD  PETRY  &  CO. 

Suite  1400 

Personnel:  Edward  E.  Voynow,  Ernest 
Lee  Jahncke,  Martin  Nierman,  Ben 
Holmes,  Richard  Hughes,  David  Milam, 
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Fred  Johnson,  William  Cartright,  John 
Ashenhurst,  Louis  Smith,  William  Pipher. 

RADIO-TV  REPRESENTATIVES 

Personnel:  Peggy  Stone,  Ed  Nickey. 

RAMBEAU,  VANCE,  HOPPLE 

Un  assigned 

PAUL  H.  RAYMER  CO. 

Executive  House 

Personnel:  Paul  H.  Raymer,  Fred  C. 
Brokaw,  Stuart  Kelly. 


VENARD,  RINTOUL  &  McCONNELL 

Suite  2100 

Personnel:  Lloyd  George  Venard,  Jim 
McConnell,  Howdee  Meyers,  Clyde  Mel- 
ville, Jerry  Mulderrig,  Steve  Rintoul  Jr., 
Gordon  Copeland,  John  Dragomier. 

WEED  RADIO  CORP. 
WEED  TELEVISION  CORP. 

Congress  Hotel 

Personnel:  C.C.  Weed  Sr.,  Joseph  J. 
Weed,  Edwin  J.  Fitzsimmons,  Bates  Hal- 
sey,  Jerry  Lyons,  Herb  Hobler,  George  P. 


Lindsay,  Chuck  Linton,  Sam  Eadie,  War- 
ren Tommasine,  John  Thorson,  Bill  Fallon, 
Neal  Weed  Jr.,  Robert  R.  Reardon,  Mel 
Whitmire,  B.P.  Pearse  Jr.,  Fred  Edwards, 
E.C.  Metcalfe  Jr.,  Boyd  Rippey. 

ADAM  YOUNG  COs. 
ADAM  YOUNG  INC. 
YOUNG  TELEVISION  CORP. 
YOUNG  CANADIAN  LTD. 

Prudential  Plaza,  Suite  2022 

Personnel:  Adam  Young,  James  O'- 
Grady,  Steve  Machcinski. 


On  deck  for  the  networks  in  Chicago 


ABC  RADIO  AND  ABC-TV 

Conrad  Hilton,  Skyway  Suite 

Reception  for  both  ABC  radio  affiliates 
and  ABC-TV  affiliates  in  Parlors  A  and  B 
of  Williford  Suite,  Conrad  Hilton,  March 
15,  starting  at  5  p.m.  Affiliate  meeting  for 
ABC-TV  will  be  in  Crystal  Room,  Shera- 
ton Blackstone,  March  15,  2  p.m. 

Personnel:  Leonard  H.  Goldenson,  pres- 
ident of  AB-PT;  Simon  B.  Siegel,  financial 
vice  president  of  AB-PT;  Oliver  Treyz, 
president  of  ABC-TV;  Edward  J.  DeGray, 
ABC  vice  president  in  charge  of  radio 
network;  Michael  J.  Foster,  ABC  vice 
president  in  charge  of  press  information; 
Robert  H.  Hinckley,  vice  president  in 
charge  of  Washington  office;  Frank  Marx, 
vice  president  in  charge  of  engineering; 
James  G.  Riddell,  ABC  vice  president 
Western  Div. 

The  following  from  ABC-TV:  Thomas 
W.  Moore,  vice  president,  programming; 
Donald  W.  Coyle,  vice  president  and  gen- 
eral sales  manager;  Alfred  R.  Beckman, 
vice  president  in  charge  of  station  rela- 
tions; James  W.  Beach,  director  of  tv  net- 
work and  vice  president  of  Central  Div.; 
William  C.  Gillogly,  director  of  sales,  tv 
network,  Central  Div.;  Donald  S.  Shaw 
Jr.,  director  of  station  clearance;  Ralph  S. 
Hatcher,   manager   of  station  relations; 
Dean  Linger,  director  of  advertising;  Jo- 
seph Giaquinto,  manager  of  station  clear- 
ance; Malcolm  Laing,  Robert  Coe  and 
Joseph  Merkel,  regional  managers  for  sta- 
tion relations;  Robert  Curran,  station  re- 
lations assistant  regional  manager;  Steven 
Riddleberger,  ABC  vice  president  for  o&o 
stations;  Slocum  Chapin,  ABC  vice  presi- 
dent for  western  division  and  tv  network 
sales;  Theodore  H.  Fetter,  ABC  vice  pres- 
ident and  programming  director;  Giraud 
Chester,  vice  president,  ABC-TV  daytime 
programming;  Julius  Barnathan,  ABC-TV 
director  of  research;  Bert  Briller,  ABC-TV 
director  of   sales   development;  Rosario 
Calabrese,  ABC-TV  art  director;  Vincent 
Francis,  ABC-TV  sales  manager  and  Pa- 
cific manager,  San  Francisco;  G.  Edward 
Hamilton,  ABC  director  of  engineering 
operations;  Joseph  Stammler,  vice  presi- 
dent and  general  manager,  WABC  New 
York;  Harold  Cranton,  director  of  sales 
development  and  research,  ABC  Radio; 
Earl  Mullin,  manager  of  station  relations, 
ABC;  Frank  Atkinson,  station  relations 
regional  manager. 

Non-network  personnel:  John  Pival,  vice 
president  for  tv,  Detroit;  Harold  Neal,  vice 


president  for  radio,  Detroit;  Charles  Koch- 
er,  chief  engineer,  WXYZ-AM-TV  De- 
troit; Sterling  C.  Quinlan,  vice  president 
WBKB  (TV)  Chicago;  Mathew  Vieracker, 
general  manager,  WBKB;  William  P.  Ku- 
sack,  manager  of  engineering  department, 
Chicago;  Elliot  W.  Henry  Jr.,  director  of 
publicity  and  promotion,  Central  Div.; 
Ted  Grenier,  chief  engineer,  Western  Div.; 
Selig  Seligman,  vice  president  and  general' 
manager,  KABC-TV  Los  Angeles;  Ralph 
Andrews,  film  director,  WBKB  Chicago; 
John  Fitzpatrick,  production  manager' 
WBKB  and  ABC  Central  Div.;  Daniel 
Schuffman,  programming  manager, 
WBKB,  and  David  Wallerstein,  president 
of  Balaban  &  Katz. 

CBS  INC.,  CBS  TELEVISION  NETWORK 

Conrad  Hilton,  Suite  2325 

Personnel:  Louis  G.  Cowan,  president, 
CBS-TV;  William  B.  Lodge,  vice  president, 
affiliate  relations;  Carl  S.  Ward,  vice  pres- 
ident and  director,  affiliate  relations;  Jo- 
seph H.  Ream,  vice  president  CBS  Inc. 
Washington;  Richard  S.  Salant,  vice  pres- 
ident, CBS  Inc.;  William  H.  Hylan,  vice 
president,  sales  administration,  CBS-TV; 
Gordon  F.  Hayes,  vice  president,  Spot 
Sales,  CBS  Radio;  Robert  Wood,  manager, 
affiliate  relations  (station  contracts);  Ed- 
ward E.  Scovill,  midwest  manager,  affiliate 
relations;  David  Williams,  eastern  man- 
ager, affiliate  relations;  Bert  Lown,  western 
manager,  affiliate  relations;  James  Kane, 
CBS-TV  press  information;  Leonard  F. 
Morreale,  sales  manager— Extended  Mar- 
ket Plan,  network  sales;  George  Zurich, 
sales  service  manager,  network  sales;  K. 
Blair  Benson,  engineer,  engineering;  Robert 
B.  Monroe,  engineer,  engineering;  Richard 
O'Brien,  director,  audio,  video  engineering; 
James  D.  Parker,  director  radio  frequency 
engineering;  Ogden  Prestholdt,  engineer, 
engineering. 

CBS  RADIO  NETWORK 

Conrad  Hilton,  Suite  1806 — 
(Roundup  Room) 

Personnel:  Arthur  Hull  Hayes,  presi- 
dent, CBS  Radio;  James  M.  Seward,  exec- 
utive vice  president  of  CBS  Radio;  H. 
Leslie  Atlass,  vice  president  of  Central 
Div.;  William  A.  Schudt  Jr.,  vice  president 
in  charge  of  affiliate  relations;  Louis  Haus- 
man,  vice  president,  advertising  and  pro- 
motion; Jules  Dundes,  vice  president  in 
charge  of  station  administration;  Howard 
Barnes,  vice  president  in  charge  of  net- 


work programs;  Eric  H.  SaUine,  national 
manager  of  affiliate  relations;  William  H. 
Brennan  Jr.,  western  division  manager  of 
affiliate  relations;  Edward  E.  Hall,  admin- 
istrative manager  of  affiliate  relations;  Jane 
Ann  McGettrick,  coordinator  of  affiliate 
relations;  Sidney  Garfield,  director  of  press 
information;  William  S.  Brower,  manager 
of  program  promotion  and  merchandising. 

The  general  managers  of  the  seven  CBS 
owned  radio  stations  will  attend.  They  are- 
Sam  Slate,  WCBS  New  York;  Maurie 
Webster,  KCBS  San  Francisco;  Robert 
Hyland,  KMOX  St.  Louis;  Fred  Ruegg, 
KNX  Los  Angeles;  Mr.  Atlass,  WBBM 
Chicago;  Thomas  Gorman,  WEEI  Boston, 
and  Joseph  Connolly,  WCAU  Philadel- 
phia. 

KEYSTONE  BROADCASTING  SYSTEM 

Conrad  Hilton,  Suite  804-5-6 

Personnel:  Sidney  J.  Wolf,  president- 
director;  Edwin  R.  Peterson,  senior  vice 
president;  Blanche  Stein,  station  relations 
director. 

MUTUAL  BROADCASTING  SYSTEM 

Conrad  Hilton 

Mutual  Affiliates  Advisory  Committee  will 
meet  for  full  day  agenda  March  15,  at 
Conrad  Hilton. 

Personnel:  Blair  A.  Walliser,  executive 
vice  president;  Robert  F.  Hurleigh,  vice 
president  in  charge  of  Washington  office; 
Charles  Godwin,  station  special  projects; 
Sidney  P.  Allen,  sales  vice  president;  Ray 
Diaz,  director  of  station  services;  Frank 
Erwin,  director  of  sports  and  co-op  pro- 
grams; Joseph  Keating,  director  of  pro- 
gramming; James  Gladstone,  comptroller; 
Les  Learned,  engineering  director,  and 
Harold  Gold,  public  relations.  (Above 
plans  subject  to  change  with  new  Mutual 
management  prior  to  convention.) 
NBC 

Sheraton  Blackstone 

Robert  W.  Sarnoff,  chairman  of  board, 
NBC;  Robert  E.  Kintner,  president,  NBC; 
David  C.  Adams,  senior  executive  vice 
president;  Kenneth  Bilby,  executive  vice 
president,  public  relations;  J.M.  Clifford, 
executive  vice  president,  administration; 
PA.  Sugg,  executive  vice  president,  NBC 
owned  stations  and  spot  sales;  Thomas 
Knode,  vice  president,  NBC  station  rela- 
tions; Sid  Eiges,  vice  president,  press  and 
publicity;  Earl  Rettig,  president  of  Cali- 
fornia National  Productions;  H.  Weller 
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Specifications : 

CECO  Vidian  Head  designed  for  use  with 
a  variety  of  Vidicon  cameras,  weighing 
from  45  pounds  up.  Vertical  and  hori- 
zontal movement  of  tilt  head  controlled 
by  independent  friction  locking  devices. 
Super-smooth  action. 
Tripod  folds  quickly  and  compactly.  Of- 
fers a  height  range  from  36  to  over  53 
inches.  Double  leg  locks. 
Pro  Senior  Collapsible  Dolly  is  lightweight 
and  compact.  Rubber-tired  wheels  may  be 
locked  or  set  in  a  straight  line  position. 


Keever  vice  president  and  general  man- 
ager of  CNP:  William  Davidson,  vice 
president  and  general  manager  of  WRCA- 
AM-FM-TV;  William  Hedges,  vice  presi- 
dent, general  services,  NBC;  Harry  Banni- 
ster, vice  president,  station  relations,  Don 
Mercer,  director  of  station  relations,  and 
Paul  Rittenhouse,  William  Kelley,  A.A. 
Cervini,  Ogden  Knapp,  Ray  O'Connell, 
Joseph  Berhalter,  Paul  Hancock,  all  with 
NBC  station  relations;  Richard  Close,  di- 
rector of  NBC  Spot  Sales;  Robert  L. 
Stone,  vice  president,  NBC  facilities  oper- 
ations: Sheldon  Hickox,  director  of  NBC 
station  relations,  Pacific  Div.;  Andrew 
Hammerschmidt,  vice  president,  engineer- 
ing, NBC  facilities  administration.  Mat- 
thew J.  Culligan,  executive  vice  president 
in  charge  of  NBC  Radio  network,  at  Am- 
bassador Hotel;  George  A.  Graham  Jr., 
vice  president  of  NBC  Radio  sales  plan- 
ning, Ambassador;  Ludwig  W.  Simmel, 
manager  of  sales  service  and  traffic,  NBC 
Radio,  Sheraton  Blackstone. 


Miscellaneous 

AMERICAN  RESEARCH  BUREAU 

Suite  800 

Daily  Chicago  Arbitron  rating  reports, 
based  on  ARB's  instantaneous  electronic 
ratings,  will  be  available  to  delegates  in  the 
ARB  suite.  Staffers  will  be  prepared  to 
discuss  problems  affecting  the  150  mar- 
kets served  by  ARB. 

Personnel:  James  W.  Seiler,  Roger 
Cooper,  Bill  Shafer,  Ralph  Crutchfield, 
Garry  Eckard  and  Al  Petgen. 

ASSOCIATED  PRESS 

Sheraton  Blackstone,  Sheraton  Room 

Personnel:  Oliver  Gramling,  Louis  J. 
Kramp,  Al  Stine,  Al  Orton,  Andy  Ander- 
son, Paul  Breinrng,  Jim  Coldsmith,  Tom 
Cunningham,  Jerry  Gill,  Howard  Graves, 
Doug  Lovelace,  Bob  Myers,  Tom  Pender- 
gast,  Bob  Rousek,  Jim  Smith,  Frank 
Stearns,  Tom  Stuetzer,  Bob  Sundy,  Bob 
Wells  and  Frank  Wetzel. 

BROADCAST  ADVERTISERS  REPORTS 

Suite  15 34 A 

A.  C.  NIELSEN  CO. 

Suite  1000 

Free  data  available  will  include  up- 
dated U.S.  tv  ownership  figures  (usually 
$10  the  copy)  and  the  annual  broadcast 
media  reports  for  both  radio  and  tv  for 
1959. 

Personnel:  Henry  Rahmel,  John  Church- 
ill, George  Blechta,  Bill  Wyatt,  Joe  Math- 
ews, George  Baillie,  Ed  Evans,  Dave 
Traylor,  Ben  Wilson,  Bill  Weseloh, 
George  Ralph  and  Erwin  Ephron. 

PULSE  INC. 

Suite  2 106 A 

Pulse  will  stress  its  special  qualitative 
-station  image"  and  new  qualitative 
"audience  image"  studies.  Information  and 
exhibits  on  all  the  firm's  research  services 
will  be  available. 

Personnel:  George  Sternberg,  Allen 
Klein  and  George  Herro. 

STANDARD  RATE  &  DATA  SERVICE 

Suite  1705 -06 A 

Complimentary  copies  of  all  SRDS  pub- 
lications will  be  available  as  well  as  ad- 
vance page  proofs  of  the  1959  SRDS  Con- 
sumer Market  estimates. 


l/etcaffle 

Dependable. 
CECO*  Vidicon 

SUPPORT  EQUIPMENT 

gives  top  performance — Indoors  or  Outdoors 

Expressly  designed  for  the  ever 
increasing  TV  field,  this  equipment 
consists  of  a  pan  and  tilt  Tripod 
Head  with  internal  Balancing  spring. 
Vidicon  Cameras  with  electronic 
viewfinder  can  be  easily  mounted  and 
operated.  The  head  mounts  on  the 
CECO  Professional  Tripod  (or  any 
other  standard  mounting  flange ) 
and  the  CECO  Pro  Senior  Collapsible 
Three  Wheel  Dolly  makes  this  a 
complete  versatile  package. 


Professional  Jr. 
Spring  Head 

Ideal  for  Viewfinder  Vidicon  Cam- 
eras weighing  up  to  35  lbs.  in- 
ternal balancing  spring.  ^ 
Built-in  spirit  level.  ^ 
Fits  standard  Pro  Jr. 
Tripod,  Baby  and  Hi- 
Hat  (low  mount}-. 


CECO    trademark  of 

Camera  Equipment  COmpany 


(Jflm€Rfl  €<^uipm€nT  (6.,  inc. 


315  West  43rd  St.,  N.  Y.  36,  N.  Y.  JUdson  6-1420 


BROADCASTING 

THE  BUSINESSWcEKLV  OF  TELEVISION  AND  RADIO 

1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE 

□  52  weekly  issues  of  BROADCASTING  $  7.00 

□  52  weekly  issues  and  Yearbook  Number  1 1  00 

□  Enclowd  □  B!l1 
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t 

company  name 

address 
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NEXT  WEEK  IN  CHICAGO 


TECHNICAL  PAPERS 


Widespread  use  of  videotape  record- 
ing provides  a  key  topic  for  the  NAB's 
13th  annual  Broadcast  Engineering 
Conference,  to  be  held  concurrently 
with  the  NAB  management-ownership 
convention  in  Chicago  March  15-18. 
Sessions  will  be  in  the  Waldorf  Room 
of  the  Conrad  Hilton  Hotel. 

Allan  Powley,  chief  engineer  of 
WMAL-AM-FM-TV  Washington,  is 
chairman  of  the  conference  program 
committee.  Raymond  F.  Guy,  NBC 
senior  staff  engineer,  will  preside  at  the 
opening  of  the  agenda  March  16,  8:45 
a.m.  A.  Prose  Walker,  NAB  engineer- 
ing manager,  is  conference  arrange- 
ments director,  aided  by  his  assistant, 
George  W.  Bartlett. 

The  three  days  of  programming  will 
open  with  a  panel  discussion  of  the 
Technical  Allocations  Study  Organiza- 
tion, headed  by  Dr.  George  R.  Town, 
TASO  executive  director.  The  range 
of  topics  includes  antenna  and  guy-wire 
vibration,  multiplex,  tower  marking  and 
lighting,  intercity  microwave  tv  relays, 
transmitter  components  and  antenna 
performance. 

Public  and  technical  interest  in 
stereophonic  broadcasting  will  be  re- 
flected in  two  papers.  A  new  type  of 
tape  recorder  holding  a  large  number 
of  spot  announcements  will  be  described 
and  an  FCC  executive  will  go  into 
problems  of  remote  control  operations. 
Program  automation,  automatic  test 
equipment,  transistors,  radar  weather- 
casting,  antenna  array  design  and  a 
new  silicon  controlled  rectifier  dimmer 
will  be  the  subjects  of  other  papers. 

Engineering  delegates  will  take  part 
in  the  keynote  session  opening  the  man- 
agement-ownership convention  as  well 
as  joint  lunches  and  the  annual  FCC- 
industry  roundtable.  The  Tuesday  joint 
luncheon  will  be  addressed  by  FCC 
Chairman  John  C.  Doerfer.  Lt.  Gen. 
Arthur  Gilbert  Trudeau,  U.S.  Army 
Chief  of  Research  &  Development,  will 
address  the  Wednesday  luncheon. 

Monday  Morning 

8:45  a.m.— Waldorf  Room 

Presiding:   Raymond  F.   Guy,  senior 

staff  engineer,  NBC. 

Session  Coordinator:  James  D.  Parker 
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director,  radio  frequency  engineering, 
CBS  Television. 


Town 


9:05-10:45  a.m. 

TASO— A  Resume 
of  Activities  and 
Accomplishments, 

panel  discussion 
by:  Dr.  George  R. 
Town,  executive 
director  of  TASO 
(Dean  of  Engineer- 
ing, Iowa  State 
College);  Dr.  Wil- 
liam L.  Hughes, 
associate  professor, 
Iowa  State;  Dr.  Charles  E.  Dean, 
Hazeltine  Corp.;  Harold  G.  Towlson, 
manager  of  engineering,  Broadcast 
Transmitter  Section,  General  Electric 
Co.;  Lucien  E.  Rawls,  L.  H.  Carr  & 
Assoc. 

The  activities  of  TASO  were  directed 
chiefly  along  three  lines:  studies  of  per- 
formance characteristics  of  transmitting 
and  receiving  equipment;  studies  of  pic- 
ture quality  in  the  laboratory  and  in  the 
home;  and  studies  of  propagation.  A 
comprehensive  compilation  and  analysis 
of  equipment  characteristics  has  been 
completed.  Thorough  laboratory  ex- 
periments have  produced  information 
on  the  quality  of  television  pictures  in 
the  presence  of  interference  and  exten- 
sive field  studies  have  shown  the  cor- 
relation between  picture  quality  and 


Towlson 


Rawls 


field  strength.  Careful  measurements  of 
uhf  and  vhf  field  strength  have  been 
made  and  prediction  methods  have  been 
developed.  Tests  of  directional  antennas 
are  continuing. 

Monday  Afternoon 

2:30  p.m.— Waldorf  Room 
Presiding:   George   W.    Bartlett,  as- 
sistant manager  of  engineering,  NAB. 
Session  Coordinator:  Allan  T.  Powley, 

chief  engineer,  WMAL-AM-FM-TV 
Washington,  D.C. 

2:30-2:55  p.m. 

Vibration  Prob- 
I  e  m  s  in  Tall 
Tower  Construc- 
tion by:  J.  Roger 
Hayden,  manager, 
commercial  sales, 
Tower  Division, 
Dresser-Ideco  Co. 

The  paper  will 
deal  with  vexing 
problems  of  vibra- 
tions in  guy  wires 
antennas  which  have  arisen  to 
plague  the  structural  engineer.  The  var- 
ious styles  of  vibration  affecting  the  guy 
wires  as  well  as  means  of  preventing 
any  damage  due  to  vibration  will  be  dis- 
cussed. The  possibility  of  vibration 
throughout  the  tower  proper  and  a 
means  of  holding  this  to  a  minimum 
will  also  be  discussed.  A  short  movie 
will  show  the  effect  of  vibration  caused 
by  wind  on  structures. 

3-3:25  p.m. 
Fm  Multiplex  Re- 
ceiver Develop- 
ments by:  Dwight 
(Red)  Harkins, 
Harkins  Radio  Inc. 

The  problems 
existing  in  multi- 
plex receivers  are 
outlined.  Cross- 
talk, noise  inter- 
modulation,  sensi- 
tivity, and  stability 

are  each  detailed  along  with  the  causes 
and  cures.  The  development  of  measur- 
ing techniques  and  a  description  of  the 
equipment  itself  will  be  presented.  The 
correct  methods  for  installation  of  the 
receiver  are  detailed  together  with  ac- 
tual case  histories  of  various  installa- 
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When  "public  power"  wins— you  lose ! 


Every  time  the  lobbyists  for  federal  "public 
power"  push  another  government  electricity  pro/ecf 
through  Congress,  you  are  taxed  to  pay  the  bill ! 

You  and  other  Americans  have  already  been  taxed 
about  $5,500,000,000  to  pay  for  federal  "public 
power."  That's  how  much  has  been  taken  out  of  tax- 
payers' pockets  and  put  into  federal  power  dams  and 
plants  in  certain  parts  of  the  U.  S. 

But  that's  just  the  beginning— if  the  federal  "public 
power"  lobbyists  and  pressure  groups  have  their  way. 
They  want  more  of  your  tax  money— $10,000,000,000 


more  — so  that  the  federal  government  can  take  over 
a  still  bigger  share  of  the  electric  business. 

Yet  they  know,  as  well  as  everybody  else,  that 
America's  hundreds  of  independent  electric  light  and 
power  companies  are  ready  to  supply  all  the  electricity 
the  nation  needs  —  without  depending  on  your  taxes. 

How  can  this  needless  spending  of  your  taxes  be 
stopped?  As  soon  as  enough  people  know  what  "public 
power"  is  really  costing  them,  they  will  call  a  halt  to  it. 
The  quickest  way  to  bring  that  about  is  to  spread  the 
word  among  your  friends  and  neighbors. 
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America's  Independent  Electric  Light  and  Power  Companies 

Company  names  on  request  through  this  magazine 
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tions  around  the  country  where  weak 
signals  and  high  noise  level  existed.  The 
problems  of  fringe  area  multiplex  recep- 
tion are  detailed  together  with  actual  de- 
scription of  successful  installations. 

3:30-3:55  p.m. 

Effective  Lighting 
and  Marking  for 
pPPMHrai      Radio   and  Tele- 
1  mm       vision  Towers  by: 

Orrin  W.  Towner, 
director  of  engi- 
neering, W H  A  S 
Inc.,  Louisville, 
Ky. 

A  new  system  of 
Towner  lighting  and  mark- 

ing for  radio  and 
television  towers  provides  exceptional 
visibility  under  adverse  or  good  weather 
conditions.  Existing  requirements  were 
tested  and  new  ideas  such  as  synchro- 
nous white  rotating  beacons,  reflectors 
and  high  contrast  marking  were  investi- 
gated by  an  experimental  installation  on 
the  WHAS  radio  tower.  After  several 
years  of  qualitative  observations  of  this 
installation,  quantitative  measurements 
were  made  on  a  scale  model  tower  in 
artificially  produced  fog,  proving  that  a 
tower  lighting  and  marking  system  can 
be  designed  to  be  visible  at  a  distance 
greater  than  the  meteorological  range. 
Recommendations  resulting  from  this 
work  are  made  for  lighting  and  marking 
specifications. 

4-4:25  p.m. 

Planning,  Con- 
struction and  Op- 
eration of  a  Re- 
versible Intercity 
.  Microwave  Relay 
,  System  with  Au- 
tomatic Fault  Re- 
p  o  r  t  Equipment 
i  by:  M.  J.  Minor, 
I  tranxmitter  and 
Minor  field  enSineering 

manager,  Jefferson 
Standard  Broadcasting  Co. 

This  paper  describes  the  planning, 
construction  and  operation  of  the  five- 
station  intercity  relay  system  recently 
installed  between  WBTV  (TV)  Char- 
lotte, N.C.,  and  WBTW  (TV)  Flor- 
ence, S.C.,  a  distance  of  93  miles.  The 
system  is  designed  for  remote  control, 
reversible  transmission  and  the  three 
repeater  stations  are  unattended.  The 
system  is  capable  of  monochrome  or 
color  television  video  signal  transmis- 
sion in  either  direction  with  television 
audio  contained  within  the  channel  as 
a  diplexed  sub-carrier  signal.  Audio 


diplexing  is  provided  in  both  directions. 
A  single  telephone  line  is  used  as  a 
medium  for  switching  signals  and  for 
reporting  the  status  of  each  switched 
station  as  well  as  reporting  faults  exist- 
ing at  stations  other  than  the  controlling 
terminal. 


4:30-5  p.m. 


f*1 


Semi-Conductor 
Transmitter  Plate 
Supplies  by:  Lynn 
R.  Zellmer,  broad- 
cast transmitter  en- 
gineering. Techni- 
cal Products  Dept., 
General  Electric 


Zellmer 


Semi-conductor 
rectifiers  used  in 
the  plate  supplies 
of  the  BT-50-A.  50  kw  am  transmitter 
and  the  AN/FRC-47  klystron  power 
amplifier  have  demonstrated  increased 
rectifier  efficiency  and  reliability.  The 
germanium  rectifiers  used  in  the  BT- 
50-A  have  delivered  trouble-free  serv- 
ice. Silicon  rectifiers  are  used  in  the 
AN/FRC-47  klystron  beam  supply.  The 
problems  encountered  in  the  design  of 
semi-conductor  plate  supplies  are  dis- 
cussed. These  include  rectifier  selection, 
adequate  surge  protection,  inverse  volt- 
age distribution  and  corona  suppression. 

5:05-5:30  p.m. 

Tv  Broadcasting 
Antenna  System 
Performance  Re- 
quirements by: 
Donald  W.  Peter- 
son, RCA  Lab. 

The  electrical 
specification       i  n 
vogue  for  a  tv 
broadcasting  an- 
PeterSOn  tenna  system  is  not 

capable  of  convey- 
ing to  the  broadcaster  an  adequate 
description  of  the  system.  Both  the 
manufacturer  and  the  broadcaster  are 
badly  served  by  this  specification  which 
the  manufacturers  imposed  on  them- 
selves in  the  early  days  of  tv  broad- 
casting. The  old  approach  will  be  criti- 
cally examined  and  a  new  approach 
proposed,  which  it  is  believed  will  relate 
system  performance  and  antenna  and 
transmission  line  specification  positively 
and  unequivocally. 

Tuesday  Morning 

8:45  a.m. — Waldorf  Room 

Presiding:  James  H.  Butts,  chief  engi- 
neer, KBTV  (TV)  Denver. 
Session  Coordinator:  Julius  Hetland, 

technical  director,  WDAY-AM-TV 
Fargo,  N.  D. 


Vincent 


8:45-9:10  a.m. 

Stereophonic 
Broadcasting  by: 
Emil    P.  Vincent, 

chief  audio  facili- 
ties engineer,  ABC. 

ABC-owned  sta- 
tions KGO  San 
Francisco  and 
KABC  Hollywood 
have  been  trans- 
mitting stereo- 
phonic broadcasts 
by  the  use  of  the  am  and  fm  channels. 
These  programs,  transmitted  for  ap- 
proximately 19  hours  a  week,  have  been 
eminently  successful.  The  experience 
gained  by  these  stations  will  be  de- 
scribed. In  am-fm  stereo  transmission 
there  is  a  question  as  to  whether  com- 
patibility, insofar  as  separate  channel 
listening  is  concerned,  is  necessary  or 
desirable.  While  am-fm  stereo  trans- 
mission is  the  simplest  method  at  the 
moment,  certain  other  methods  now 
under  consideration  will  be  reviewed 
briefly. 

9:15-9:40  a.m. 

Stereo  Mixing 
AWR&Xkg  Problems  by: 
mW  ^\  Frederick  Chas- 
fltt  1     sey,  chief  engineer, 

.^SF^M^^ k,     WFLN  (FM)  Phil- 
'  '"^f8^  adelphia. 

The  time  is  fast 
approaching  when 
stereo     discs  and 
B^*J§j^^      tapes  will  comprise 
CtiaSSey  the  greater  part  of 

the  program  ma- 
terial on  high  fidelity  good  music  sta- 
tions using  various  stereo  systems  such 
as  am-fm,  fm  multiplex,  tv  multiplex 
and  later  two  channel  am  systems. 
WFLN  is  now  broadcasting  more  than 
1 0  hours  of  stereo  every  week.  Because 
there  is  no  stereo  mixing  equipment 
commercially  available,  WFLN  original- 
ly had  to  employ  stop-gap  equipment 
which  proves  to  be  inadequate  to  an 
increasing  stereo  schedule.  This  equip- 
ment will  be  discussed,  as  well  as  prac- 
tical problems  arising  from  stereocast- 
ing.  Also  to  be  presented  will  be  a  de- 
sign for  a  console  capable  of  handling 
stereo  program  material.  Already  under 
construction,  this  equipment  represents 
a  practical  solution  to  problems  which 
confront  a  growing  number  of  broad- 
cast engineers. 

9:45-10:10  a.m. 

Spot  Tape  Recorder  by:  Jay  Blakes- 
ley,  manager,  audio  sales,  Gates  Radio 
Co. 

This  paper  will  describe  a  "spot 
tape  recorder"  utilizing  a  tape  width 
of  1314  inches  and  capable  of  record- 
ing and  reproducing  101  separate  an- 
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reasons 


I 


n  6 
1b 

9t         I  r 

el 

why  WJR 

installed  Continental's   50  KW  transmitter 


'The  Continental  Electronics  317B  50  KW  Transmitter  is 
Simplicity  itself  ...  in  installation  ...  in  operation. 

"For  WJR,  The  Goodwill  Station,  these  were  the  requirements 
for  a  new  50  KW  transmitter: 

1.  Efficient,  modern  design 

2.  Simple,  compact  installation 

3.  Built-in  automatic  power  cutback 

4.  Instantaneous  switchover  to  CONELRAD 

5.  Built-in  remote  control 

"We  are  indeed  pleased  with  the  operational  simplicity  of  the 
remote  control  features,  and  additionally,  all  of  the  require- 
ments necessary  for  our  method  of  operation  are  fully  satisfied.' 

WJR,  The  Goodioill  Station,  Inc. 
AndrewfFriedenthal,  Chief  Engineer 


C-jcrnJ-LvLjejnJLx^ 

MANUFACTURING  COMPANY 

4212  S.  Buckner  Blvd.      •      EVergreert  1-1135 
Dallas  27,  Texas 


Andrew  Friedenthal  at  Continental's  Type 
TRC  remote  control  panel  .  .  .  built  into 
the  Type  317B  50  KW  transmitter. 


ewers  ano  builder: 

El!  mm  TMSIITTE1S 
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Look  who's  advertising  on  TV  now! 

Local  businessmen -most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 
Videotape  Record.ng.  For  tape  cuts  production  costs  to  ribbons  -  brings  "live  local"  spots  within  the 
reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 
Videotape  record.ng.  Wnte  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  .  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  .  TAPES  ERASABLE.  REUSABLE  •  LOWEST  OVERALL  COST 


professional 
products  division 


934    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 


BROADCASTING,  March  9,  1959 


NAB  PREVIEW 

TECHNICAL  PAPERS  continued 

nouncements,  each  up  to  90  seconds  in 
length.  These  announcements  can  be 
played  either  in  sequential  or  random 
manner  with  automatic  tape  re- 
versal at  the  end  of 
the  tape,  or  manual 
reversal  at  any  time 
interval  before  auto- 
matic reversal.  Posi- 
tive indexing  of 
each  announcement 
allows  simplified  an- 
nouncement logging. 
|The  spot  tape  re- 
reorder  requires  only 
8%  inches  of  rack 
or  table  top  mount- 
ing space  and  has  a  frequency  response 
of  30-8000  cycles  ±2  db  with  wow  and 
flutter  of  0.1%. 


convenience  and  minimum  con- 


10:15-10:40  a.m. 

FCC  Experience 
j'  With  Remote 

g  %        Control   of  Am 

f  and  Fm  Broadcast 

Stations   by  : 
Harold  L.  Kassens, 
4-  chief.  Aural  Exist- 

ing F a c Hi  t 1  e s 
Branch,  Broadcast 
Bureau,  FCC. 

Remote  control 
for  certain  am  and 
fm  stations  was  authorized  by  the  FCC 
in  1953.  Subsequently,  the  rules  were 
amended  to  permit  remote  control  of 
all  am  and  fm  broadcast  stations.  The 
processing  of  applications  for  remote 
control  is  analyzed,  with  particular 
emphasis  on  matters  considered  in  de- 
termining the  stability  of  directional  an- 
tenna systems.  Consideration  is  also 
given  to  certain  problems  encountered 
by  stations  operating  by  remote  con- 
trol. 


Kassens 


10:45-11:10  a.m. 


fusion  due  to  its  "shift  register"  storage 
and  display  system.  Changes  or  correc- 
tions can  be  made  on  any  stored  event 
at  any  time.  In  order  to  provide  ultra- 
reliability  in  this  equipment,  beam 
switching  tubes  with  50,000-hour  life 
expectancy  are  used  for  the  heart  of 
this  system.  Mercury-wetted  contact 
relays  rated  at  one  billion  operations  are  I 
used  for  the  shift  register  function. 

11:15-11:40  a.m. 

Automation  o  f 
Technical  Equip-  j 
ment  at  Station 
WRC-TV  Wash- 
ington by:  Robert 
W.  Byloff,  man- 
ager of  project 
planning,  NBC. 

The  automation 
of  technical  equip- 
ment in  a  televi- 
sion station  allows 
more  efficient  operation  and  fewer 
errors.  This  paper  will  first  describe  the 
new  plant  at  WRC-TV  Washington, 
with  particular  emphasis  on  some  of  its 
unusual  operating  features.  Then  the 
automation  equipment  which  controls 
signal  levels,  stops  and  cues  up  projec- 
tors, and  controls  switching  and  projec- 
tor operation  will  be  described.  The 
speaker  will  go  through  a  typical  pro- 
gram routine  sheet  and  show  how  it  is 
set  up  in  the  machine  to  perform  re- 
quired operations.  Presently  obtained 
benefits  to  the  operation  will  be  dis- 
cussed. 


Tharpe 


onstrated  which  can  be  built  up  to  pro- 
vide varying  amounts  of  station  auto- 
mation as  required  in  the  station  de- 
velopment. The  system  features  maxi- 
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11:45  a.m.-12:15  p.m. 

The  Transistor — A  New  Friend  For 
The  Broadcaster  by:  R.  N.  Hurst  and 
J.  W.  Wentworth,  broadcast  and  tele- 
vision equipment  division,  RCA  (To  be 
presented  by  Mr.  Wentworth). 


A  Building  Block 
Television  Pro- 
gram Automation 
System  by:  James 
B.  Tharpe,  presi- 
dent, Visual  Elec- 
tronics Corp. 

A  unitized  elec- 
t  r  o  n  i  c  television 
program  automa- 
tion system  will  be 
described  and  dem- 


Wentworth 


Transistors  are  beginning  to  appear 
more  and  more  frequently  in  both  audio 
and  video  equipment,  where  their  small 
size,  low  power  requirements,  and  long 
service  life  offer  attractive  advantages 
to  broadcasters.  This  paper  is  intended 
to  serve  as  a  friendly  introduction  to 
transistors  for  the  many  broadcasters 


We  taped 
Ramblers 


Doug  Elleson ,  Program  Manager 
KRON-TV,  San  Francisco 

"We  taped  a  whole  series  of 
Rambler  spots  at  one  time  for 
local  Nash  dealers.  Accurately 
timed,  error-free,  easily  scheduled 
commercials,  with  a  'live'  look  at 
less  than  live  cost,  impressed 
both  client  and  agency." 


Ampex 


CORPORATION 


934  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 


professional 
products  division 
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whose  education  and  experience  has 
been  confined  to  tube-type  circuits.  The 
basic  principles  of  transistor  operation 
will  be  explained,  and  helpful  hints 
for  the  operation  and  servicing  of  tran- 
sistorized equipment  will  be  presented. 

Wednesday  Afternoon 

2:30  p.m. — Waldorf  Room 

Presiding:  Clure  Owen,  administrative 
assistant,  engineering  dept.,  ABC. 
Session  Coordinator:  Joseph  Epperson, 

vice  president  in  charge  of  engineering, 
Scripps-Howard  Radio  Inc. 

2.30-3:25  p.m. 

Videotape  Standards  and  Opera- 
tional Problems,  panel  discussion  by: 
Raymond  Bowley,  (coordinator),  di- 
rector, audio-video  engineering,  West- 
inghouse  Broadcasting  Co.;  Robert  M. 
Morris,  radio  facilities  engineer,  ABC; 
Bill  Michaels,  managing  director, 
WJBK-TV  Detroit,  Mich.;  J.  L.  Eerry- 
hill,  chief  engineer,  KRON-TV  San 
Francisco;  Virgil  Duncan,  chief  engi- 
neer, WRAL-TV  Raleigh,  N.  C;  Ed- 
ward Benham,  chief  engineer,  KTTV 
(TV)  Los  Angeles. 


Michaels  Benham 

One  of  the  liveliest  topics  confronting 


the  television  industry  today  is  video 
tape.  The  use  of  video  tape  opens  up  to 
the  broadcaster  a  new  world  of  pro- 
gramming concepts  and  is  daily  be- 
coming a  tool  of  seemingly  limitless 
possibilities.  This  year  the  NAB  Confer- 
ence Committee  has  scheduled  a  Video 
Tape  Panel  Discussion  which  should  be 
of  extreme  interest  to  all  users  of  this 
method  of  recording,  both  present  and 
potential.  The  Panel  is  composed  of 
leading  authorities  in  the  technical  and 
programming  aspects  and  will  discuss 
such  diversified  topics  as  proposed 
SMPTE  standards,  maintenance,  ad- 
justment and  operation  of  the  recorder 
and  problems  involved  in  the  produc- 
tion, scheduling  and  syndication  of  pro- 
grams and  commercials. 

3:30-3:55  p.m. 

Laboratory  Con- 
tributions to  the 
Solution  of  Vari- 
ous Problems  En- 
countered in  Vid- 
eotape Recording 
by:  Ross  H.  Sny- 
der,  video  products 
manager,  Profes- 
^^■^■B  sional  Products 
Snyder  Div.,  Ampex  Corp. 

The  Ampex  vid- 
eotape recorder  development  program 
has  continued  to  benefit  from  the  ad- 
vice of  its  users  in  the  broadcast  indus- 
try. Applications  far  beyond  those  orig- 
inally contemplated  have  been  found  by 
broadcasters  and  these  have  kept  the 
laboratories  hard  at  work  developing 
accessories  and  new  facilities  for  use 
with  the  recorder.  New  solutions  have 
been  found  to  these  problems.  Details 
are  presented  on  videotape  recording 
methods  and  devices. 

4-4:25  p.m. 

Weathercasting 
with  Radar  by:  R. 
Craig  Christie,  avi- 
ation engineer,  Col- 
lins Radio  Co. 

This  paper  will 
present  operational 
and  technical  con- 
siderations involved 
in  the  use  of 
weather  forecast- 
ing. The  points  to 

be  covered  will  include  discussion  of 
the  theory  of  the  operation  of  weather 
radar  equipment,  a  discussion  of  the 
problems  associated  with  installation  of 
weather  radar  and,  last,  effective  pres- 
entation and  interpretation  of  weather 
radar  for  the  viewing  audiences.  The 
technical  aspect  of  the  paper  will  be 
augmented  with  appropriate  slides  and 
the  presentation  of  weather  radar  pat- 


Christie 


terns  will  be  implemented  by  approp- 
riate pictures. 

4:30-4:55  p 

Pattern  Synthesis 
—  S  i  m  p  I  i  fi  e  d 
Methods  of  Array 
Design  to  Obtain 
a  Desired  Direc- 
tive Pattern  by: 
Dr.  George  H. 
Brown,  chief  engi- 
neer, Industrial 
Electronics  Prod- 
ucts, RCA. 

The  physics  of 
mathematical  methods  of  array  design 
will  be  described.  Simplified  means  of 
proceeding  from  a  desired  directional 
radiation  pattern  to  a  physical  radiating 
structure  are  available.  In  addition,  it 
will  be  shown  that  a  wide  choice  of 
current  distribution  or  array  configura- 
tions for  obtaining  a  single  desired  pat- 
tern become  available  by  adding  to  this 
real  pattern  another  pattern  in  an  im- 
aginary zone. 

5-5:25  p.m. 

The  Silicon  Controlled  Rectifier  Dim- 
mer by:  Herbert  R.  More,  manager, 
Television  Div.,  Kleigl  Bros.;  Albert  W. 
Malang,  video  facilities  engineer,  ABC. 


More  Malang 

A  new  device  has  been  developed 
which  makes  possible  startling  new  con- 
cepts in  lighting.  By  radically  reducing 
volume,  weight  and  heat  generated  per 
kilowatt,  without  any  sacrifice  in  elec- 
trical characteristics,  it  has  become  pos- 
sible to  package  this  semi-conductor  de- 
vice as  a  portable  plug-in  module.  Its 
advantages  over  present  state  of  the  art 
methods  will  be  demonstrated.  In  addi- 
tion, these  advantages  make  possible  a 
new  systems  concept.  The  specific  appli- 
cation of  the  aforementioned  will  be 
detailed  as  utilized  by  a  new  broadcast- 
ing center. 


Exhibits  of  equipment  manu- 
facturers will  be  on  display  in  the 
Exhibition  Hall  on  the  following 
dates:  Sunday,  March  15,  from 
12  noon  to  7  p.m.;  Monday, 
March  16,  from  9  a.m.  to  9  p.m.; 
Tuesday,  March  17,  from  9  a.m. 
to  7  p.m.,  and  Wednesday,  March 
18,  from  9  a.m.  to  6  p.m.  For  list 
of  specific  exhibits  see  page  86. 
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We  are  pleased  to  announce  the  appointment  of 


wholly-owned  subsidiary  of  Time,  Inc. 

as  exclusive  franchiser  in 
INDIANAPOLIS,  INDIANA  AREA 


and 


: 


as  exclusive  franchiser  in 
SEATTLE,  WASHINGTON  AREA 

29  FOURTH  AVENUE    •    NEW  YORK  3,  N.  Y. 
A  Jack  Wrather  enterprise 
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ADVANCE  REGISTRATION 

NAB  CONVENTION 


A 

Abbott,  C.  S.  Jr.,  Standard  Rate  &  Data  Service, 

Evanston,  III. 
Abbott,  Frank  J.  Jr.,  WWGP-AM-FM  Sanford,  N  C 
Abel,  Charles,  KFM B-AM-TV  San  Diego,  Calif. 
Abel,  Fred,  Alford  Mfg.  Co.,  Boston,  Mass. 
Abrams,   Earl   B.,   BROADCASTING,  Washington 

D.C. 

Adams,  Irwin  S.,  KGON  Portland,  Ore. 
Adler,  Ben,  Adler  Electronics  Inc.,  New  Rochelle 
N.Y. 

Agostino,  James  R.,  KXLY-AM-TV  Spokane,  Wash 
Akers,  C.  B.,  KVOO-TV  Tulsa,  Okla 
Alberston,  Roy  L  Jr.,  WBNY  Buffalo,  N.Y. 
Aldridge,  Mahlon,  KFRU  Columbia,  Mo. 
Alexander,  Arthur,  M  &  A  Alexander  Prod.  Inc., 

Los  Angeles 
Alexander,  John,  WFLA  Tampa,  Fla 
Allen,  Philip  P.,  WLVA  Lynchburg,  Va. 
Allison,  Duanne  B.,  KHAS-TV  Hastings,  Neb. 
Anderson,  Furman  L.  Jr.,  Kline  Iron  &  Steel  Co 

Columbia,  S.C. 
Anderson,  William  G.,  WOBT  Rhinelander,  Wis 
Anscombe,  A.  E.,  WINE  Buffalo,  N.Y. 
Anthony,  George,  KXLY  Spokane,  Wash. 
Arkedis,  George,  WBBM-TV  Los  Angeles 
Armstrong,  George  W.,  Storz  Bcstg.  Co.,  Kansas 

City,  Mo. 

Athanas,  Peter,  WRCO  Richland  Center,  Wis 
Atkinson,  Frank,  ABC,  N.Y. 
Atlass,  Leslie,  WBBM-TV  Chicago,  III 
Atwood,  Jack  S.,  WCSH-TV  Portland,  Me. 
Augspurger,  Glen,  KMBC-KFRM  Kansas  City,  Mo 
Autry,   Gene,   Golden   West   Bcstrs.,    KM  PC  Los 
Angeles 

Avery,  Lewis  H.,  Avery-Knodel  Inc.,  N.Y. 
B 

Babcock,  John,  WLWI  (TV)  Indianapolis,  Ind 
Bacus,  Roy,  WBAP  Ft.  Worth,  Tex. 
Bagwell,  Norman  P.,  WKY-AM-TV  Oklahoma  City 
Okla. 

Bailey,  Ted,  WJBC  Bloomington,  III 

Baker,  R.  K.,  WLDS  Jacksonville,  III. 

Baker,  T.B.,  Jr.,  WLAC-TV  Nashville,  Tenn. 

Baker,  Vernon  H.,  WESR  Tasley,  Va. 

Baker,  Warren  E.,  Chadbourne,  Parke,  Whiteside 

&  Wolff,  Washington,  D.C. 
Balch,  Frank,  WJOY  Burlington,  Vt. 
Baldwin,   John    M.,    WTCN-AM-TV  Minneapolis, 

Baltimore,  David  M.,  WBRE  Wilkes-Barre,  Pa. 
Bannister,  Harry,  NBC,  N.Y. 
Barnes,  Howard,  CBS  Radio,  N.Y. 
Barnes,  Tom,  WDAY  Fargo,  N.D. 
Barnett,  Edward  P.,  KBES-TV  Medford,  Ore. 
Barr,  James  E.,  FCC,  Washington,  D.C. 
Barrett,  Mike,  KTFY  Brownfield,  Tex. 
Barry,  Ben,  Governor  Tv  Attractions  Inc.,  N.Y. 
Barry,  William  0.,  WFMB  Nashville,  Tenn. 
Bartell,  Gerald  A.,  Bartell  Family  Radio,  Madi- 
son, Wis. 

Bartell,  Melvin,  WOKY  Milwaukee,  Wis 
Bartlett,  Marcus,  WSB-TV  Atlanta,  Ga. 
Barton,  Edward,  KPLC  Lake  Charles,  La. 
Barton,  Morris  C.  Jr.,  KSLA-TV  Shreveport,  La 
Batson,  Charles  A.,  WIS-TV  Columbia,  S.C. 
Baudino,   Joseph    E.,   Westinghouse  Broadcasting 

Co.,  Washington,  D.C. 
Baughn,  Edward  F.,  WPAG  Ann  Arbor,  Mich. 
Baxter,  Tom,  KBAY-FM  San  Francisco 
Beadell,  Walter,  Gill-Perna  Inc.,  Chicago 
Beal,  Tom  E.,  KBKC  Kansas  City,  Mo. 
Beam,  Henry,  WAAY  Huntsville,  Ala. 
Beard,  Fred  L,  WJDX  (AM),  WLBT  (TV)  Jackson 

Miss. 

Beatty,  J.  Frank,   BROADCASTING,  Washington, 

Beatty,  Richard  V.,  East  Liverpool  Bcstg.  Co.,  East 

Liverpool,  Ohio 
Beaudin,  Ralph  W.,  KQV  Pittsburgh 
Beckman,  Alfred  R.,  ABC-TV    N  Y 
Beckham,  Ben  Jr.,  KSLA-TV  Shreveport,  La. 
T02 


Beemster,  Rev.  M.J.,  WBAY  Green  Bay,  Wis. 
Beeson,  Sterling  B.,  Headley-Reed  Co.,  N.Y 
Bell,  Edgar  T.,  KWTV(TV)  Oklahoma  City,  Okla. 
Bell,  Ridley,  WRBL-TV  Columbus,  Ga. 
Bellwood  LeRoy  A.,  KFSD  San  Diego,  Calif. 
Bennett,  David  J.,  Triangle  Stations,  Philadelphia 
Bentson,  N.L.,  WLOL  Minneapolis-St.  Paul,  Minn 
Berger,  Lawrence,  KTWO-TV  Casper,  Wyo. 
Bergquist,  P.,  RCA,  Camden,  N.J. 
Berk,  Roger  G.,  WAKR-AM-TV  Akron,  Ohio 
Berkman,  Jack  N.,  WSTV-TV  Steubenville,  Ohio 
Bernard,  J.J.,  KTVI  (TV)  St.  Louis,  Mo. 
Bernstein,  Fred  L.,  Forjoe  &  Co  NY 
Berryhill,  Lee,  KRON-TV  San  Francisco 
Bessert,  B.P.,  Caterpillar  Tractor  Co.  Engine  Divi- 
sion, Peoria,  III. 
Betts,  J.W.,  WFTM   Maysville,  Ky. 
Beville,  Ross,  WWDC  Washington,  D.C. 
Bice,  Max  H.,  KTNT  Tacoma,  Wash. 
Bignell,  Frank,  WKOW-AM-TV  Madison  Wis 
Bilby,  Kenneth  W.,  NBC,  N.Y. 
Bishop,  J.  Dige,  WCTA  Andalusia,  Ala. 
Bissell,  George  F.,  WEAV  Pittsburgh,  N.Y 
Bittinger,  G.N.,  Standard  Rate  &  Data  Service, 

Blackburn,  James  W.,  Blackburn  &  Co ,  Wash- 
ington, D.C. 

Blackburn,  Richard  K.,  WHEC  Rochester,  N.Y. 

Bland,  Thomas  A.,  Crosley  Bcstg.  Co.,  Cincinnati, 
Ohio 

Blechta,  George  E.,  A.  C.  Neilsen  Co.,  N.Y. 
Bloom,  Joseph,  Forjoe  &.  Co.,  N.Y. 
Blumenthal,  Syd,  Frank  Block  Assoc.,  St.  Louis 
Bohm,  Carolyn  Sholdar,  Carolyn  Sholdar  Assoc 
N.Y. 

Bohm,  David,  Carolyn  Sholdar  Assoc.,  N.Y. 
Boice,  Hugh  K.,  Jr.,  WEMP  Milwaukee,  Wis. 
Boiling,  George  W.,  The  Boiling  Co.,  N.Y. 
Boiling,  G.  William,  III,  The  Boiling  Co.,  N.Y. 
Bonansinga,  Joe,  WGEM  Quincy,  III 
Bondy,  Hugo  A.,  WAGA-TV  Atlanta,  Ga. 
Bookwalter,  L.S.,  KOIN-AM-FM-TV  Portland  Ore 
Booth,  John  S.,  WCHA  Chambersburg,  Pa. 
Booth,  Robert  M.  Jr.,  WSAL  Logansport,  Ind. 
Bostic,  Tom,  Cascade  Bcstg.  Co.,  Yakima,  Wash. 
Boundy,  Glenn  G.,  Storer  Bcstg.  Co.,  Miami  Beach 
Fla. 

Bowden,  J.L.,  WKBN  Youngstown,  Ohio 
Bowen,  Dan  W.,  Gill-Perna  Inc.,  Detroit,  Mich 
Bowles,  R.L.,  WWIL  Ft.  Lauderdale,  Fla. 
Box,  John  F.  Jr.,  Balaban  Stations,  St.  Louis 
Boyd,  Roy,  Noe  Enterprises  Inc.,  Monroe,  La. 
Brace,  Clayton  H.,  KL2-AM-TV  Denver,  Colo. 


Open  house 

Headquarters  of  the  Broad- 
casting magazine  staff  during  the 
NAB  convention  will  be  in  Suite 
704-05-06A  of  the  Conrad  Hilton 
Hotel.  A  complete  editorial  news- 
room will  be  set  up,  with  a  full 
complement  of  reporters  covering 
every  phase  of  the  convention. 

Attending  will  bfe  Sol  Taishoff, 
Maury  Long,  Edwin  H.  James, 
J.  Frank  Beatty,  Rufus  Crater, 
Win  Levi,  Earl  Abrams,  Kenneth 
Cowan,  Fred  Fitzgerald,  Warren 
Middleton,  Bill  Merritt,  Ed  Sel- 
lers, John  Osbon,  Barbara  Kolar, 
Lawrence  Taishoff. 


Brackbill,  Charles,  New  Jersey  Council  of  Churches 

Newark,  N.J. 
Braden,  Paul  F.,  WPFB  Middletown,  Ohio 
Braden,  Mrs.  Ruth  M.,  WPFB  Middletown,  Ohio 
Bradshaw,  Joseph  D.,  WRFD  Worthington  Ohio 
Brakefield,   Charles  B.,  WREC-AM-TV  Memphis 

Tenn. 

Brandborg,  Gustav,  KVOO  Tulsa,  Okla. 
Brandt,  Otto,  King  Bcstg.  Co.,  Seattle,  Wash 
Brechner,  Joseph  L.,  WLOF  Orlando,  Fla 
Bremser,  Lyell,  KFAB  Omaha,  Neb. 
Brennan,  Charles  E.,  Charles  E.  Brennan  &  Assoc  , 

Milwaukee,  Wis. 
Bridge,  H.  A.  Jr.,  KMHT  Marshall,  Tex. 
Brines,  Paul  C,  WSJV-TV  South  Bend-Elkhart  Ind 
Brokaw,  Fred  C,  Paul  H.  Raymer  Co.,  N.Y 
Brokaw,  Harold  L.,  WOWO  Ft.  Wayne,  Ind. 
Broman,  Edward  J.,  Ziv  TV  Programs  Inc    N  Y 
Brown,  Bruce,  WKAN  Kankakee,  III. 
Brown,  Charles  R.,  Maine  Bcstg.  System,  Portland 

Me. 

Brown,  George  H.,  RCA,  Camden,  N.J. 

Brown,    H.    Stilwell,    Northeast    Radio  Network 

WRRD  Ithaca,  N.Y. 
Brown,  Jim,  KONO-AM-FM-TV  San  Antonio,  Tex 
Brown,  Kenyon,  KCOP  (TV)  Hollywood,  Calif 
Brown,  Mrs.  Doris  B.,  WKBC  N.  Wilkesboro,  N  C 
Brown,  R.M.,  KPOJ  Portland,  Ore. 
Bryan,  Don,  Screen  Gems  Inc.,  N.Y. 
Bryan,  Robert  F.,  Corinthian  Bcstg.  Corp.,  N.Y. 
Bryant,  Bruce,  CBS-TV  Spot  Sales,  N.Y. 
Buchan,  Alex,  WING  Dayton,  Ohio 
Buford,  Lucille  Mrs.,  KLTV  (TV)  Tyler,  Tex. 
Bullitt,  Dorothy,  King  Bcstg.  Co.,  Seattle,  Wash. 
Bullitt,  Stimson,  King  Bcstg.  Co.,  Seattle,  Wash 
Burchfiel,  Norman,  WSEV  Sevierville,  Tenn. 
.  Burda,  Orville  F.,  KDIX-AM-TV  Dickinson.  N  D 
Burk,  Sam  A.,  KIRX  Kirksville,  Mo. 
Burke,  Harry,  KODE  Joplin,  Mo. 
Burtis,  Charles  W.,  WPEN  Philadelphia 
Burton,  Herbert,  KFMQ(FM)  Lincoln,  Neb. 
Burton,  Robert  J.,  Broadcast  Music  Inc.,  N.Y. 
Bushnell,  John  M.  Jr.,  KVOO-TV  Tulsa,  Okla. 
Butler,  James  T.,  WISN  Milwaukee,  Wis. 
Butler,  Joseph  F.,  WKLZ  Kalamazoo,  Mich. 
Butts,  James,  TV  Denver  Inc.,  Denver,  Colo. 
Byrd,  Daniell,  Dresser-Ideco  Co.,  Columbus,  Ohio 
Byrd,  E.L.,  WILS  Lansing,  Mich. 
Byrne,  John  E.,  WTWN  St.  Johnsbury,  Vt. 

c 

Cady,  Charles  A.,  General  Radio  Co.,  West  Con- 
cord, Mass. 

Cady,  William  R.  Jr.,  KADY  St.  Charles,  Mo. 

Cagle,  Gene,  KFJZ  Fort  Worth,  Tex. 

Cain,  Claude  W.,  KID-TV  Idaho  Falls,  Idaho 

Caldwell,  S.W.,  S.W.  Caldwell  Ltd.,  Toronto, 
Canada. 

Calibraro,  Dan,  WGN  Chicago 

Callison,  Glenn,  The  McLendon  Corp.,  Dallas,  Tex. 

Campbell,  Eldon,  WFBM-AM-TV  Indianapolis,  Ind. 

Campbell,  Johnie  S.,  WSM  Nashville,  Tenn. 

Campbell,  Marianne  B.,  WJEH  Gallipolis,  Ohio 

Campbell,  Theodore  E.,  WJAC-TV  Johnstown,  Pa. 

Carino,  Lawrence  M.,  WWL  New  Orleans,  La. 

Carlson,  George,  WDSM-AM-TV  Duluth,  Minn. 

Carr,  Eugene,  WHBC  Canton,  Ohio 

Carr,  Tom,  Media  Scope,  N.Y. 

Carr,  Thomas  S.,  WBAL  Baltimore,  Md. 

Carter,  Ken,  WMAL  Washington,  D.C. 

Carter,  Paul  D.,  KCRG-TV  Cedar  Rapids,  Iowa 

Case,  Ross  E„  KWAT  Watertown,  S.D. 

Caskey,  William   B.,  WPEN  Philadelphia 

Cassens,  G.  J.,  WLDS-AM-FM  Jacksonville,  III. 

Cassill,  H.W.,  (Dutch),  Blackburn  &  Co.,  Chicago. 

Castle,    Clemens   X.,   Storer    Bcstg.   Co.,  Miami 

Beach,  Fla. 
Caudle,  L.L.,  Jr.,  WSOC  Charlotte,  N.C. 
Cerney,  Jerry,  WJOL  Joliet,  III. 
Cervone,  Larry,  Gates  Radio  Co. 
Chamberlain,  J.W.,  Standard  Rate  &  Data  Service, 

Evanston,  III. 
Chambers,  G.  Russell,  WMAS  Wilmington,  Del. 
Chambers,  J.L.,  WINN  Louisville,  Ky. 
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One  frame  from  WFAA-TV's  film,  "Disaster  Dallas,"  shot  entirely  on  Du  Pont  931. 

"Shooting  fast,  in  the  worst  conditions, 

WE  CAN  COUNT  ON  931" 


That's  what  Chief  News  Cameraman  Marion  Carlton, 
of  Station  WFAA-TV,  Dallas,  Texas,  told  us.  "Du  Pont 
Type  931  Rapid  Reversal  Film  is  the  standard  load  in 
our  cameras,"  says  Mr.  Carlton.  "With  931,  we  know 
we  can  get  usable  TV  footage  indoors  or  out,  in  any 
light,  without  having  to  change  film." 

Mr.  Carlton  specially  praises  the  wide  latitude  of 
DuPont  931.  "When  we  shot  'Disaster  Dallas,'  a  news 
documentary  of  the  tornadoes  that  hit  Dallas  in  1957," 
he  explains,  "we  were  out  shooting  during  the  worst  of 
the  storms.  We  didn't  have  much  time  to  take  meter  read- 
ings—we just  had  to  guess.  We  had  our  hands  full  just 


hanging  on  and  getting  our  shots.  But  the  latitude  of  931 
helped  give  us  a  film  that  was  cited  as  the  outstanding 
news  story  of  1957." 

Concludes  Mr.  Carlton :  "Considering  the  high  quality 
of  the  film  and  the  fast  and  thoughtful  service  offered  by 
DuPont,  it  just  makes  good  sense  for  us  to  continue  to 
shoot  most  of  our  footage  on  Type  931." 

Whatever  your  motion  picture  needs,  you'll  find  there's 
a  DuPont  film  that's  just  right  for  you.  For  more  infor- 
mation, get  in  touch  with  the  nearest  Du  Pont  Sales  Office, 
or  write  Du  Pont,  2432A  Nemours  Bldg.,  Wilmington  98, 
Del.  In  Canada:  Du  Pont  of  Canada  Limited,  Toronto. 
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YOUR 

FM 

PROBLEMS 


Getting  on 
the  air  at 
minimum  cost 


Getting  on  the 

air  with  a 
powerful  signal 


Putting  more 
punch  in  your 
signal 


Updating 
your  present 
transmitter 


■ 


uipment  for  si 


mplex,FM/FM 


FM,  AM  and  TV  transmitters  and  auxiliary  equipment  manufactured  by 


STANDARD  ELEC 


Division  of 


RADIO  ENGINEERING  LABORATORIES,  INC. 

29-01  Borden  Avenue,  Long  Island  City  1,  N.Y.       STillwell  6-2100       Teletype  NY4-2816 

See  S-E's  new  FM  line-Space  32  at  the  1959  NAB 


S-E  250  watt  FM  Multiplex  Transmitter 

economically  puts  you  on  the  air  now  with 
a  high-quality  signal,  simplex  or  multiplex, 
lets  you  "Add-A-Unit"  for  higher  power 
later. 

Available  soon,  S-E  1  kw  FM  Multiplex 
transmitter. 


S-E  3  kw  FM  Multiplex  Transmitter  takes 
less  space  than  comparable  equipment, 
can't  be  surpassed  for  signal  quality,  oper- 
ating simplicity,  all-around  economy. 

Available  soon,  S-E  10  kw  FM  Multiplex 
Transmitter. 


IGQQ 


S-E  3  kw  Amplifier  uses  your  present  low- 
power  transmitter  as  a  driver,  has  minimum 
requirements  in  the  way  of  space,  power 
consumption,  operating  and  maintenance 
attention. 

Available  soon,  S-E  10  kw  Amplifier. 


S-E  FM  SERRASOID®  Multiplex  Exciter  re- 
places modulator  panels  in  old  Western 
Electric  or  similar  FM  transmitter  to  bring 
performance  up  to  present-day  standards. 


Tic  i 


ADVANCED  FEATURES 

make  Standard  Electronics  your 
best  buy  in  FM 
transmitting  equipment 


Provision  for  multiplexing  as  standard 
equipment,  with  30  to  15,000  cps  on  both 
main  and  subchannel  for  FM/FM  stereo 
broadcasting. 

SERgAS01D®modula-tor  for  inherent  sta- 
bility, simple  design  and  operation,  low 
first  cost  and  upkeep. 

Built-in  "Patchover"  system,  pioneered  by 
S-E  in  TV,  now  available  for  the  first  time 
in  FM  to  keep  you  on  the  air  despite  emer- 
gencies. Impedance  matched  units  permit 
connecting  driver  direct  to  antenna  in  sec- 
onds in  event  of  trouble  in  amplifier. 

"Add-A-Unit"  design,  another  TV-proven 
feature,  now  offered  exclusively  by  S-E  to 
let  you  start  with  an  economical  FM  trans- 
mitter, later  add  an  amplifier  when  you're 
ready  to  boost  your  power. 

Compact,  accessible.  These  FM  transmit- 
ters save  as  much  as  45%  of  the  space 
required  by  others  of  the  same  rating. 
All  parts  are  readily  accessible  for  easy 
servicing. 

Rectifiers  are  semi-conductor  type,  with 
unlimited  life  cutting  tube  replacement 
costs,  power  consumption,  heat  dissipa- 
tion, space  requirements. 

-  These  and  dozens  of  other  features  add  up 
to  improved  signal  quality,  simplified  in- 
stallation, operation  and  maintenance,  and 
all-around  economy  from  Standard  Elec- 
tronics FM  transmitters,  amplifiers,  and 
exciters.  They're  ready  for  delivery  ...use 
the  coupon  to  get  the  full  story. 


{multiplex  operations 


TRONICS 


Standard  Electronics  Division 

Radio  Engineering  Laboratories,  Inc. 

29-01  Borden  Avenue,  Long  Island  City  1,  N.Y. 

I'm  interested  in  upping  my  station's  earning  power  with  your  new^FM 
transmitting  equipment.  Please  send  me  the  data  checked: 


□  FM-MUX  SERRASOID  Multiplex 
Exciter,  type  936 

□  FM  250  watt  Multiplex  Transmitter, 
type  930 

□  FM  1  kw  Multiplex  Transmitter, 
type  940 


□  FM  3  kw  Multiplex  Transmitter, 
type  2012 

□  FM  10  kw  Multiplex  Transmitter, 
type  2013 

□  FM  3  kw  Amplifier,  type  938 

□  FM  10  kw  Amplifier,  type  941 


Distributed  throughout  Canada  by  ■   

NORTHERN  ELECTRIC  COMPANY  LIMITED,  overseas  by  CBS  INTERNATIONAL.    !■■  HHMHHHiHHHHl 

Dnvention,  Conrad  Hilton  Hotel,  Chicago,  March  15  to  18 
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Chandler,  Robert  M.,  WKNX-AM-TV  Saginaw-Bay 

City,  Mich. 
Chapin,  Dick,  KFOR  Lincoln,  Meb. 
Chapman,  Paul  H.,  Chapman  Co.,  Atlanta,  Ga 
Chapman,  Reid  G.,  WAN E-AM-TV  Ft.  Wayne,  Ind. 
Chase,  Seymour  M.,  Attorney,  Washington,  D.C. 
Chenoweth,  Jack  A.,  KADY  St.  Charles,  Mo. 
Christal,  Henry  I.,  Henry  I.  Christal  Co.,  M  Y 
Church,  Abiah  A.,  Storer  Bcstg.  Co.,  Miami  Beach, 

Fla. 

Churchill,  John  K.,  A.  C.  Nielsen  Co.,  Chicago 
Clark,  Edward  H.,  Booth  Bcstg.  Co.,  Detroit 
Clay,  Henry  B.,  KWKH  Shreveport,  La. 
Clay,  John,  WSAZ-TV  Huntington,  W.  Va. 
Clayton,  Vincent  E.,  KSL-AM-TV  Salt  Lake  Citv 
Utah 

Clinton,  George  H.,  WEBC  Duluth,  Minn. 
Cobb,  Wilton,  WMAZ  Macon,  Ga. 
Codding,  William,  WSUN-AM-TV  St.  Petersburg 
Fla. 

Coe,  Dee  0.,  WWCA  Gary,  Ind. 
Coe,  Robert,  ABC-TV,  N.Y. 
Cohan,  John  C,  KSBW-TV  Salinas,  Calif. 
Cohen,  Israel,  WCAP  Lowell,  Mass. 
Cohen,  Julius,  George  C.  Davis  Co.,  Washington 
D.C. 

Cohn,  Marcus,  Cohn  &  Marks,  Washington   D  C 
Colledge,  C.  H.,  RCA,  Camden,  N.J. 
Collins,  J.M.,  ASCAP,  N.Y. 
Colman,  Ben,  Screen  Gems  Inc.,  N.Y. 
Compton,  Charles,  The  Meeker  Co.,  Chicago 
Comstock,  Herbert  L.,  KAVL  Lancaster,  Calif 
Conley,  Jim,  WCAU-TV  Philadelphia,  Pa 
Connolly,  Joseph  T.,  WCAU  Philadelphia,  Pa 
Constant,  Al,  KBAK-TV  Bakersfield,  Calif. 
Cook,  Louis  R.,  KNOW  Austin,  Tex. 
Cooney,  Edward,  Sesac  Inc.,  N.Y. 
Cooper,  Jim  W.,  WFAA  Dallas,  Tex. 
Cooper,  Robert  E„  WSM  Nashville,  Tenn 
Corken,  Maurice,  WHBF-AM-FM-TV  Rock  Island, 

Cornell,  Weldon  M.,  WAWK  Kendallville,  Ind 
Corwin,  Sherrill  C,  KBAY-FM  San  Francisco 
Cottone,  Ben,  WHOW  Clinton,  III. 
Covell,  Arthur,  WKZO-AM-TV  Kalamazoo,  Mich 
Covington,  Oscar  P.,  WCOV  Montgomery,  Ala 
Cowan,    Kenneth,    BROADCASTING,  Washington, 

Cowan,  Louis  G.,  CBS-TV,  N  Y 
Cowdery,  Ben  H.,  KETV  (TV)  Omaha,  Neb 
Crafton,  Patrick  H.,  WCPO  Cincinnati 
Cranton,  Harold  S.,  ABC,  N.Y. 
Crater,  Patrick  H.,  BROADCASTING    N  Y 
Crisler,  Richard  C,  R.  C.  Crisler  &  Co,  Cincin- 
nati 

Crocker,  M.  H„  WBT-WBTV  (TV)  Charlotte,  N  C 
Croll,  James,  KCSJ-TV  Pueblo,  Colo 
Cross,  Robert,  KROC  Rochester,  Minn 
Crotty,  A.  Burke,  Ellington  &  Co  NY 
Crouchet,  George,  KPAC  Port  Arthur,  Tex 
Crowley,  J.  Robert,  WDBJ  Roanoke,  Va 
Crowther,  Frank,  WMAZ  Macon  Ga 
Crutchfield,  Charles  H.,  WBT-WBTV  (TV)  Char- 
lotte, N.C. 

Culver,  Ronald  H.,  Lohnes  &  Culver,  Washington, 

Cuneen,  Mike,  WD  LA  Walton,  NY 
Cunningham,  Marion  L,  KTWO-TV  Casper  Wyo 
Curran,  Robert,  ABC-TV,  N.Y. 
Currie,  Bill,  WRAL  Raleigh,  N  C 
Curtis,  Ralph  W.,  (WRAMC-TV)  Walter  Reed  Army 
Medical  Center,  Washington,  D.C 


Dahl,  Howard,  WKBH-WKBT  (TV)  La  Crosse  Wis 

Dailey,  Gordon,  WNAM  Neenah  Wis 

Dakin,  Hollis,  Lt.  Col.,  Tv  division,  Army  Pictorial 

Center,  Long  Island  City,  N  Y 
Dalton,  Don,  Gill-Perna  Inc.,  Chicago 
Danbom,  M.E.,  KTBB  Tyler  Tex 
Danforth,  Harold  P.  Jr.,  WD  BO-AM -TV  Orlando, 

Daniels,  Eli,  KDSJ  Deadwood,  S  D 
Daniels,  Harry,  KDSJ  Deadwood    S  D 
Daniels,  Warren,  Media  Scope,  Evanston  III 
Dapping,  William  0.,  WMBO  Auburn  NY 
Davidson,  Bryan,  WFIW  Fairfield  III' 
Davidson,  Mrs.  Georgia  M„  KTVB  Inc.,'  Boise,  Idaho 
Davidson,  Sid,  KOA-AM-TV  Denver  Colo 
Davidson,  William   N„  WRCA-AM-TV  New  York 
Davis,  Don,  KMBC-AM-TV  Kansas  City  Mo 
Davis,  Edward,  KDFC  San  Francisco 

ton    dT96  C"  Ge°r9e  C-  °aViS  C°"  Washin3- 
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Davis,  Walter  L.,  George  C.  Davis  Co.,  Washing- 
ton, D.C. 

Dawson,  William  A.  Jr.,  WARA  Attleboro,  Mass. 
Day,  A.G.,  Famous  Players  Canadian  Corp.,  Toronto 
Dean,  Charles  E.,  Hazeltine  Research  Corp.,  Little 

Neck,  N.Y. 
Deason,  Willard,  KVET  Austin,  Tex. 
DeDominicis,  Aldo,  WHAY  New  Britain,  Conn. 
DeGray,  Edward  J.,  ABC,  N.Y. 
DeHaven,  Robert  E.,  KYSM  Mankato,  Minn. 
Del  Coro,  R.J.,  Modern  Talking  Picture  Service  Inc 

N.Y. 

DeLier,  Jack,  KWTV(TV)  Oklahoma  City,  Okla. 
Dellar,,    Lincoln,    Lincoln    Dellar    &    Co.,  Santa 

Barbara,  Calif. 
Dennis,  Ed,  KMBC-TV  Kansas  City,  Mo. 
Dennis,  Harry,  WERE  Cleveland,  Ohio 
Dennis,  Walter  L.,  WBBM-FM  Chicago,  III. 
Denny,  Charles  E.,  WBNY  Buffalo,  N.Y. 
Denton,  Ralph  F.,  WSFC  Somerset,  Ky 
DeRose,   Charles    N.,   WHYN-AM-TV  Springfield 

Mass. 

DeSmith,  Donald,  WKZO-TV  Kalamazoo,  Mich. 
Dettman,  Robert,  KDAL-AM-TV  Duluth,  Minn 
DeVries,  Van  Beuren  W.,  WGR-TV  Buffalo  N  Y 
DeWitt,  John  H.  Jr.,  WSM-AM-TV  Nashville,  Tenn. 
Dickey,  Perry,  KONO-TV  San  Antonio,  Tex. 
Diehm,  Victor  C,  WAZL  Hazleton,  Pa. 
Dillaber,  Maynard  E.,  WMVA-AM-FM  Martinsville 
Va. 

Dillard,  Douglas  C,  KVSO  Ardmore,  Okla. 
Dillard,  Everett  L.,  WASH-FM  Washington,  DC 
Dillard,  Mrs.  Jean  M.,  WASH-FM  Washington,  D.C. 
Dille,  John  F.,  Jr.,  WSJV  (TV)  South  Bend-Elk- 
hart,  Ind. 

Dinsmore,  Dick,  Screen  Gems  Inc.,  N.Y. 

Dippell,  Ralph  E.,  Jr.,  George  C.  Davis  Co.,  Wash- 
ington, D.C. 

Dirks,  Dietrich,  KTIV  (TV)  Sioux  City,  Iowa 

Dixon,  John  J.,  WROK-AM-FM  Rockford,  III. 

Dobin,  Paul,  Cohn  &  Marks,  Washington,  D.C. 

Dodson,  Eugene  B.,  WTVT  (TV)  Tampa,  Fla. 

Dolberg,  Glenn,  Broadcast  Music,  Inc.,  N.Y. 

Dolgoff,  Herbert  S.,  Storz  Bcstg.  Co.,  Omaha,  Neb 

Dorschug,  Harold  A.,  WTIC-AM-FM-TV  Hartford, 
Conn. 

Dorsey,  Eugene  C,  WVLN-AM-FM  Olney,  III. 
Dougherty,  Frank,  Harrington,  Righter  &  Parsons, 

San  Francisco 
Douglas,  Harold,  KMMO  Marshall,  Mo. 
Draughon,  Louis  R.,  WSIX  Nashville,  Tenn. 
Dresbach,  O.T.,  WPAY  Portsmouth,  Ohio 
Drilling,  Joe  C,  KJEO-TV  Fresno,  Calif. 
Drown,  Douglas  N.,  WTWN  St.  Johnsbury,  Vt. 
Dudelson,  Stanley,  Screen  Gems  Inc.,  N.Y. 
Dudley,  Richard  D.,  WSAU-AM-TV  Wausau,  Wis. 
Dudley,  Robert  L.,  The  Meeker  Co.,  N.Y. 
Duhamel,  Helen  S.,  KOTA-AM-TV  Rapid  City,  S.D 
Duke,  Charles  R.,  WSIX  Nashville,  Tenn. 
Duncan,  Virgil  D.,  WRAL-AM-TV  Raleigh,  N.C. 
Dundes,  Jules,  CBS  Radio,  N.Y. 
Dunham,  George  R.,  WNBF-AM-FM-TV  Bingham- 

ton,  N.Y. 
Dunlop,  W.  John.,  CBC,  Toronto 
Dunn,  Emmett  B.,  RCA  Recorded  Program  Services, 

N.Y. 

Dunville,  R.E.,  Crosley  Bcstg.  Co.,  Cincinnati 
Duvall,   Charles   F„    Fisher,   Wayland,    Duvall  & 
Southmayd,  Washington,  D.C. 


Eagan,  R.  Russell,  Kirkland,  Ellis,  Hodson,  Chaffetz 

&  Masters,  Washington,  D.C. 
Earle,  Robert,  WIBR  Baton  Rouge,  La. 
Eastman,  Robert  E„  Robert  E.  Eastman  &  Co 

N.Y. 

Eastmond,  L.E.,  AT&T,  Kansas  City,  Mo. 
Eastwood,  Clove,  CFRB  Toronto 
Ebel,  A.  James,  KOLN-TV  Lincoln,  Neb. 
Eckersley,  Vance  L.,  WDAU-TV  Scranton,  Pa. 
Edison,  Edward,  Hammett  &  Edison,  San  Fran- 
cisco 

Edwards,  Henry  M.,  Phelps  Dodge  Copper  Products, 
N.Y. 

Edwards,  Neal  J.,  WMAL-TV  Washington,  D  C 
Edwards,  William  J.,  WKNX-AM-TV,  Saginaw-Bay 
City,  Mich. 

Ehrenberg,    Gustav,    Honeywell-Brown    Inst.  Div 
Philadelphia 

Eickmeyer,  Robert  W.,  Lee  Bcstg.  Co.,  Quincy,  III 
Eiges,  Sydney  H.,  NBC,  N.Y. 
Eiland,  Theodore  A.,  WLOS-AM-TV  Asheville,  N.C. 
Ekberg,  William  A.,  Meyer  Bcstg.  Co.,  Bismarck 

N.D. 

Ellerman,  Gene,  WWTV  (TV)  Cadillac,  Mich 
Elliot,  I.A.,  KATL  Miles  City,  Mont. 
Ellis,  Lee  D.,  Lee  Bcstg.  Co.,  Quincy,  III. 
Elmer,  John,  WCBM  Baltimore,  Md 
Engelbrecht,  John  A.,  WIKY  Evansville  Ind 
Engelhardt,  Robert  G.,  KVTV  (TV)  Sioux  City  Iowa 


Enoch,  Robert  D.,  WXLW  Indianapolis,  Ind 
Ephron,  Erwin  H„  A.C.  Nielsen  Co.,  N.Y 
Ernst,  Mildred  V.,  KRTR  Thermopolis  Wyo 
Evans,  Al,  WCVS  Springfield,  III. 
Evans,  Hayden  R.,  WBAY  Green  Bay,  Wis. 
Evans,  Herbert  E„  Peoples  Bcstg.  Corp.,  Colun 
bus,  Ohio 

Evans,  James  L.,  WKRG-TV  Mobile  Ala 
Evans,  Ralph,  WOC-AM-FM-TV  Davenport,  Iowa 


Faber,  Marshall  L.,  TV  Denver  Inc.,  Denver,  Colo 
Fagan,  William  E.  WFBM-TV  Indianapolis,  Ind. 
Fagans,  A. J.,  Standard  Rate  &  Data  Service   N  Y 
Faraghan,  J.E.,  WFLA-TV  Tampa,  Fla. 
Faust,  A.D.,  WJRT  (TV)  Flint,  Mich. 
Fehlman,  Robert  C,  WHBC  Canton,  Ohio 
Ferguson,  Robert  W.,  WTRF-TV  Wheeling,  W.Va. 
Ferrise,  A.  Garen,  WMMN  Fairmont,  W.Va! 
Fetzer,  John   E.,   Fetzer  Bcstg.  Co.,  Kalamazoo 
Mich. 

Field,  Keith  S.,  WARA  Attleboro,  Mass. 

Figi,  Mig,  WAUX  Waukesha,  Wis. 

Filion,  Edgar  B.,  The  Meeker  Co.,  N  Y 

Finch,  J.M.,  Jr.,  WFTM  Maysville,  Ky. 

Fine,  Isadore,  KFEQ  St.  Joseph,  Mo. 

Fine,  Jesse,  KFEQ  St.  Joseph,  Mo. 

Finney,  E.  Dean,  WTWN  St.  Johnsbury,  Vt. 

Firestone,  Len.,  Ziv  TV  Programs  Inc.,  N.Y 

Fisher,  Ben  C,  Fisher,  Wayland,  Duvall  &  South- 
mayd, Washington,  D.C. 

Fisher,  C.H.,  KVAL-TV  Eugene,  Ore. 

Fisher,  John  S.,  Stainless  Inc.,  North  Wales,  Pa. 

Fitch,  J.  S.,  Standard  Rate  &  Data  Service,  N  Y 

Fitzgerald,  Fred,  BROADCASTING,  Washington 

Fitzgerald,  Harold,  Sesac  Inc.,  N.Y. 

Fitzgibbons,  A.P.,  CKMI-TV  Quebec 

Fitzgibbons,  CKCO-TV  Kitchener,  Ont. 

Fitzpatrick,  Horace  S.,  Shenandoah  Life  Stations 
Inc.,  Roanoke,  Va. 

Flaherty,  Eugene,  KTIV  (TV)  Sioux  City,  Iowa 

Flambo,  G.  LaVerne,  WQUA  Moline,  III 

Flanders,  Robert  W.,  WFBM-AM-TV  Indianapolis 
Ind. 

Fleckenstein,  William,  WHOT  Youngstown,  Ohio 

Fletcher,  Frank  U.,  Spearman  &  Roberson,  Wash- 
ington, D.C. 

Fletcher,  Fred,  WRAL-TV  Raleigh,  N.C. 

Floyd,  C.W.,  AT&T,  White  Plains,  N.Y. 

Floyd,  Joseph  L.,  KELO  Sioux  Falls,  S.D. 

Foerster,  Richard  D.,  WISN  Milwaukee,  Wis 

Fortin,  G.,  CKMI-TV  Quebec 

Foster,  Joe  B.,  KTBS-TV  Shreveport,  La. 

Foster,  Michael  J.,  ABC,  N.Y. 

Fox,  Bill,  KFMB-TV  San  Diego,  Calif. 

Frase,  EX.  Jr.,  WMC-WMCT  (TV)  Memphis, 
Tenn. 

Frechette,  Geo.  T.,  WFHR  Wisconsin  Rapids,  Wis. 
Friedheim,  Robert  W.,  Ziv  TV  Programs  Inc.,  N.Y. 
Fulton,  John,  Rounsaville  Radio  Stations,  Atlanta, 
Ga. 


Gaguine,  Benito,  Fly,  Shuebruk,  Blume  &  Gaguine, 

Washington,  D.C. 
Gaillard,  P.W.,  AT&T,  N.Y. 

Gaines,  James  M.,  WOAI-AM-TV  San  Antonio,  Tex. 
Gaither,  Frank,  WSB  Atlanta,  Ga. 
Gallimore,  J.A.,  Blue  Ridge  Bcstg.  Seneca,  S.C. 
Gamble,  Joseph  A.,  WRBL-AM-FM-TV  Columbus, 
Ga. 

Gamble,  Joseph  E.,  KJOY  Stockton,  Calif. 
Ganzenhuber,  J.H.,  Hughey  &  Phillips  Inc.,  Bur- 
bank,  Calif. 

Gardner,  Redd,  KCRG-TV  Cedar  Rapids,  Iowa 
Garten,  C.  Tom,  WSAZ-TV  Huntington,  W.Va. 
Gaston,  Tony,  WKZO  Kalamazoo,  Mich. 
Gatchell,  Creighton   E.,  WGAN-AM-TV  Portland, 
Me. 

Gay,  Connie  B.,  WTCR  Ashland,  Ky. 
Geist,   H.J.,    Hughey  &   Phillips  Inc.,  Stamford, 
Conn. 

Gelder,  John  T.,  WCHS-TV  Charleston,  W.Va. 
Gentling,  G.  David,  KROC  Rochester,  Minn. 
George,  Carl  E.,  WGAR  Cleveland,  Ohio 
George,  Clark,  KNXT  (TV)  Los  Angeles 
George,  L.M.,  WGPC  Albany,  Ga. 
Gersh,  Samuel  H.,  WFMF-FM  Chicago 
Giaquinto,  Joseph  E.,  ABC-TV,  N.Y. 
Giarraputo,  Len,  Media  Scope,  N.Y. 
Gibbens,  Tom  E.,  WAFB-TV  Baton  Rouge,  La. 
Giddens,  Kenneth,  WKRG-TV  Mobile,  Ala. 
Gilbert,  Jack,  KHOL-TV  Kearney,  Neb. 
Gilbert,  Miss  P.,  WCAO  Baltimore,  Md. 
Gill,  Miss  Helen,  Gill-Perna  Inc.,  N.Y. 
Gillen,  Albert  J.,  WAPI-AM-TV  Birmingham,  Ala. 
Gingell,  George  A.,  WRBL-AM-FM-TV  Columbus, 
Ga. 

Girola,  Louis  J.,  Houston  Fearless  Corp.,  N.Y. 

BROADCASTING,  M«rch  9,  1959 


KEN  COOPER  announces  the  arrival... 


of  the 

Television  and  Radio  Station 

SOUNDS  of  the  FUTURE 


In  time  for  the  NARTB  Convention 
Sounds  that  will  REVOLUTIONIZE 
TELEVISION  CHANNEL  and 
RADIO  STATION  IDENTIFICATION 


Be  sure  that  your  station  has  the 
most  modern  sounds  in  your  market! 

Ask  for  our  suite; 
CONGRESS  HOTEL,  CHICAGO 


MODERN  BROADCAST  SOUND  CO. 

 11m  Aik^nu  m  v  i  iMiop  Q  «nnn 
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Gittleson,  Norman  A.,  WMUR-TV  Manchester,  N  H 
Glycadgis,  Bruce,  WJEF  Grand  Rapids,  Mich. 
Gochenour,  Lloyd,  WAFC-AM-FM  Staunton,  Va. 
Godwin,  Al.  W.,  Independent  Tv  Corp.,  N.Y. 
Goetze,  William  E.,  KFSD  San  Diego,  Calif 
Golden,  James  R.,  WSEV  Sevierville,  Tenn 
Goldenberg,    Henry,    KMBC-AM-TV   Kansas  City 
Mo. 

Goldenson,  Leonard,  American  Broadcasting-Para- 
mount Theatres  Inc.,  M.Y. 

Goldman,  Paul  H.,  Moe  Enterprises  Inc.,  Monroe 
La. 

Goldman,  Simon,  WJTN  Jamestown,  N  Y. 
Goodnow,  William  C,  WISN  Milwaukee  Wis 
Gorman,  Thomas  Y.,  WEEI  Boston 
Gould,  Robert,  WBAP  Ft.  Worth,  Tex. 
Grace  F.  Cecil,  Visual  Electronics  Corp.,  N.Y. 
Grafman,  Howard,  Governor  Tv  Attractions  Inc 
N.Y. 

Graham,  J.J.,  RCA,  Camden,  N.J. 
Gramling,  Oliver,  Associated  Press,  N  Y 
Grams,  Harold,  KSD-AM-TV  St.  Louis 
Grant,  William,  KOA  Denver,  Colo 
Gray,  George,  WLWD  (TV)  Dayton,  Ohio 
Gray,  J.E.,  Lee  Bcstg.  Inc.,  Quincy,  III. 
Green,  Howard  L.,  WOND  Pleasantville,  N.J 
Greenmeyer,  P.A.,  RCA,  Camden,  N.J. 
Greep,  Malcolm,  WVJS  Owensboro,  Ky. 
Greiner,  Mori,  KMBC-TV  Kansas  City  Mo 
Grenier,  Theodore  B.,  KABC-AM-FM-TV  Los  An- 
geles 

Gresham,  Maurice,  MGM-TV  (Loew's,  Inc.),  Culver 
City,  Calif. 


Gresham,  Stokes,  Jr.,  WISH-AM-TV  Indianapolis 
Ind. 

Griffin,  John  T.,  KTUL-AM-TV  Tulsa,  Okla. 
Griffith,  E.T.,  RCA,  Camden,  N.J. 
Grimes,  Walter,  Allen  Kander  &  Co.,  Washington, 
D.C. 

Grisham,  Charles  F.,  WAPI-TV  Birmingham,  Ala. 

Grogan,  Bill,  KEPR-TV  Pasco,  Wash. 

Gross,  Irvin,  Henry  I.  Christal  Co.,  N.Y. 

Grove,  William  C,  KFBC-AM-TV  Cheyenne,  Wyo. 

Grysen,  J.C.,  Ollawa  Bcstg.  Co.,  Holland,  Mich. 

Guber,  Sidney,  Sesac  Inc.,  N.Y. 

Gunderson,  Allen,  KTVT  (TV)  Salt  Lake  City 

Gunn,  Hartford  N.  Jr.,  WGBH  Boston 

Gunts,  Brent  0.,  WBAL-TV  Baltimore,  Md. 

Gunzendorfer,  Wilton,  Wilt  Gunzendorfer  &  Assoc., 

Los  Angeles 
Guy,  Raymond  F.,  NBC,  N.Y. 
Guy,  Robert  I.,  KTNT-TV  Tacoma,  Wash. 
Guzewicz,  Henry  J.,  Stainless  Inc.,  North  Wales, 

Pa. 


Hamilton,  Ray  V.,  Hamilton,  Stubblefield,  Twining 

&  Assoc.,  Chicago 
Hammett,    Robert   L.,    Hammett  &   Edison,  San 

Francisco 


Haas,  Joseph,  WWCA  Gary,  Ind. 
Haeg,  Larry,  WCCO  Minneapolis,  Minn. 
Haehnle,  Clyde,  Crosley   Bcstg.   Corp.,  Cincinnati 
Haerle,  John  M.,  Collins  Radio  Co.,  Cedar  Rapids, 
Iowa 

Hague,  Fred,  Geo.  P.  Hollingbery  Co.,  N.Y. 
Haigh,  Joseph  B.,  WJBK-AM-FM-TV  Detroit 
Haines,  Homer  M.,  WNAE  Warren  Pa 
Hale,  William  E„  WBEJ  Elizabethton,  Tenn. 
Haley,  Andrew  G.,  Haley,  Wollenberg  &  Kenehan 

Washington,  D.C. 
Halle,  Charles  F.,  WCCM  Lawrence,  Mass. 
Hambacher,  James  R„  KBUN  Bemidji,  Minn. 
Hamilton,  Charles  E.,  KFI  Los  Angeles 
Hamilton,  G.  Edward,  ABC,  N.Y. 


BROADCASTING'S  annual  NAB  golf  tournament  will  be  held  Sunday  March 
15,  at  the  27  hole  Midwest  Country  Club   (above),  Hinsdale,  III.    To  qualify 

rlcTm/.^  30  P"ZeS  f°lfer  mUSt  pIay  9  holes-  A  few  of  rhc  P«zeS:  BROAD- 
CAS11NG  Magazine  36  master  trophy;  Chicago  stations  are  donating-  8  mm 
Revere  Movie  Camera  (WGN) ;  Roto-Broil  "400"  rotisserie  (WBKB)  -  2  trans- 
r!0r,ra,t?,S,(WIND);  10  Iong  PlayinS  CBS  records  (WBBM);  Sunbeam  Wall 
Clock  (WLS);  Sunbeam  Shavemaster,  Branham  Co.;  Clock  Radio,  (Keystone 
Broadcasting  System);  Gold  golf  trophy,  KMLA  (FM)  Los  Angeles;  Attache 
case,  Station  Rep.  Assoc.,  New  York;  Portable  Bar-B-Que  Grill,  WEEK-TV 
Peoria;  other  prizes  to  be  announced  will  be  donated  by  WMAO-WNBO- 
WJJD,  WCFL,  WFMT-FM,  Chicago  stations;  Edward  Petry  &  Co  H  R  Rep' 
presentatives,  Inc.;  Avery-Knodel;  John  Blair  &,  Co.;  Headley-Reed'  Co.:  Tohn 
Pearson  Co.  '  J 

MAIL  THIS  RESERVATION  TODAY,  TO: 
BROADCASTING,  1735  DeSales  St.,  N.  W.,  Wash.,  D.  C. 

Name   

Address   

Firm   I  will  want  a  ride  to  the  club  □ 

March  75  Tee-off  time:  10  a.m. 


Hancock,  Paul,   NBC,  N.Y. 

Hancock,  Warren  J.,  KGHL-AM-TV  Billings  Mont 

Hanks,  Gordon,  WNAE  Warren,  Pa. 

Hanni,  Kenneth  J.,  KTVT  (TV)  Salt  Lake  City 

Hansen,  William,  KBUR  Burlington,  Iowa 

Hardwick,  Carter,  WSFA-TV  Montgomery,  Ala 

Hariu,  Walter,  WISC-AM-TV  Madison,  Wis. 

Harkaway,   Harvey  A.,  Standard   Rate'  and  Data 
Service,  N.Y. 

Harkrader,  John,  WDBJ-TV  Roanoke,  Va. 

Harlow,  Roy,  Broadcast  Music  Inc.,  N.Y 

Harmon,  Glen  A.,  WINN  Louisville,  Ky. 

Harper,  Richard,  MGM-TV  (Loew's,  Inc.),  N.Y. 

Harrington,  John   E.,  Jr.,   Harrington,   Righter  & 

Parsons,  N.Y. 
Harris,    Burt  I.,   KTWO-TV   Casper,  Wyo 

Harris,  Jack,  KPRC-AM-TV  Houston  Tex 

Harris,  Wiley  P.,  WJDX  Jackson,  Miss. 

Harrison,  Arthur,  WLIB  New  York 

Harrison,  Gerald,  WMAS-AM-FM  Springfield,  Mass 

Harrison,  William,  WIMA  Lima,  Ohio 

Hart,   Donald  J.,   Smith   Kline   &  French  Labs., 

Philadelphia 
Hart,  John  P.  WBIR  Knoxville,  Tenn. 
Hart,  William  J.,  WPON  Pontiac,  Mich. 
Harwood,  Kenneth,  U.  of  S.  Calif.,  Los  Angeles 
Harvey,  George  W.,  WFLA-AM-TV  Tampa  Fla 
Harvey,  Jack  V.,   Blackburn  &  Co.,  Washington 
D.C. 

Hash,   Earl  F.,  WTMT  Louisville,  Ky. 
Hastie,  Kenneth  L,  WMT  Cedar  Rapids,  Iowa 
Hatcher,   Ralph,   ABC-TV,  N.Y. 
Hausman,  Louis,  CBS  Radio,  N.Y. 
Haverlin,  Carl,  Broadcast  Music  Inc.,  N.Y. 
Hayden,   J.    Roger,    Dresser-Ideco-Co.,  Columbus 
Ohio 

Hayes,  Arthur  Hull,  CBS  Radio,  N.Y. 
Hayes,  Gordon,  CBS-TV,  N.Y. 
Hayes,  Leslie  W.,  CCIR,  Geneva,  Switzerland 
Hayward,  Robert  M.,  WSFA-TV  Montgomery,  Ala. 
Head,  Howard  T.,  A.  D.  Ring  &  Assoc  Wash- 
ington, D.C. 

Heald,  Robert  L.,  Spearman  &  Roberson  Wash- 
ington, D.C. 
Hedges,  William  S.,  NBC,  N.Y. 
Heffron,  Norm,  KOTA-AM-TV  Rapid  City,  S.D. 
Heinecke,  Alice,  Sesac  Inc.,  N  Y 
Heller,  C.B.,  WIMA  Lima,  Ohio 
Henderson,  W.C.,  KS LA-TV  Shreveport,  La. 
Henson,   Milton  B.,  WREL  Lexington,  Va. 
Herman,  A.M.,  WBAP  Ft.  Worth,  Tex. 
Herold,  Joseph,  TV  Denver,  Inc.,  Denver,  Colo. 
Herro,  George,  Pulse,  Inc.,  N.Y. 
Hess,  F.  Leroy,  Media  Scope,  Evanston,  III. 
Hetland,  Julius,  WDAY  Fargo,  N.D. 
Heyne,  Donald  G.,  WINA  Charlottesville,  Va. 
Hickox,  Sheldon  B.  Jr.,  NBC,  Hollywood,  Calif. 
Hicks,  James  W.,  WRDW-AM-TV  Augusta  Ga 
Hiebert,  A.G.,  KTVA  (TV)  Anchorage,  Alaska 
Higgins,    J.M.,    WTHI-AM-FM-TV    Terre  Haute, 
Ind. 

Higgins,  James  W.,  WCNY-TV  Watertown,  N.Y. 

Hildreth,  Richard,  Spearman  &  Roberson,  Wash- 
ington, D.C. 

Hilker,  Robert  R.,  WCGC  Belmont  N  C 

Hill,  J.D.,   KWHK  Hutchinson,  Kan. 

Hill,  J.E.,  RCA,  Camden,  N.J. 

Hilton,  Greeley  N.,  WBUY-AM-FM  Lexington,  N.C 

Hilton,  M.H.,  KSOP  Salt  Lake  City,  Utah 

Hilton,  Omar  G.,  WBUY-AM-FM  Lexington,  N.C. 

Hinckley,  Robert  H.,  ABC,  Washington,  D.C. 

Hirsch,  Oscar  C,  Hirsch  Bcstg.  Co.,  Cape  Gir- 
ardeau, Mo. 

Hirsch,  Robert  0.,  Hirsch  Bcstg.  Co.,  Cape  Girar- 
deau, Mo. 

Hixenbaugh,  George  P.,  The  WMT  Stations,  Cedar 

Rapids,  Iowa 
Hladky,   J.F.,   Jr.,    KCRG-AM-TV   Cedar  Rapids, 

Iowa 

Hoberman,  Ben,  WABC  New  York 
Hobler,   Herbert  W.,  sales  consultant,  Princeton, 
N.J. 

Hodgkins,  Roger  W.,  WGAN-AM-TV  Portland,  Me. 
Hoffman,  Phil,  WTCN-AM-TV  Minneapolis 
Hoffman,  Roger,  WJEF  Grand  Rapids,  Mich. 
Hogan,  Thomas  P.,  WPFB  Middletown,  Ohio 
Hogg,  Anthony,  WHLM  Bloomsburg,  Pa. 
Hogg,  John  L„   KOY  Phoenix,  Ariz. 
Hogue,  Richard,  WXIX  Milwaukee 
Holbrook,   Robert,  WSB-AM-TV  Atlanta,  Ga. 
Holcomb,  Madge  Megargee,  Mrs.,  WGBI  Scranton, 
Pa. 

Hollingbery,  George  P.,  Geo.  P.  Hollingbery  Co., 
Chicago 

Holm,  William,  WLPO  LaSalle,  III. 
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Holt,  Thad,  WATV  Birmingham,  Ala. 
Holtman,  H.B.,  WAVE-AM-TV  Louisville,  Ky. 
Honeycutt,  B.B.,  KRLD-TV  Dallas,  Tex. 
Horning,  E.M.,  KSIB  Creston,  Iowa 
Hornung    Dale  B.,  WMIC  Monroe,  Mich. 
Horton,  Keith  W.,  WELM  Elmira,  N.Y. 
Hough,   Hal,   CBS-TV,  N.Y. 
Hough,  Harold,  WBAP  Ft.  Worth,  Tex. 
Houwink,  Frederick  S.,  WMAL  Washington,  D.C. 
Hovel    Ben  F.,  WKOW-AM-TV  Madison,  Wis. 
Howard,  Leo,  WEAU  Eau  Claire,  Wis. 
Howard,  Thomas  E.,  WBT  Charlotte,  N.C. 
Howe,  James  L„  WIRA  Ft.  Pierce,  Fla. 
Hudson,  Wilbur  E.,  WAVE  Louisville,  Ky. 
Huhndorff,  Paul,  KPRC-TV  Houston,  Tex. 
Huiskamp,   B.W.,  WKOW-TV  Madison,  Wis. 
Hunt,    Edward   T.,    KBOX    Dallas,  Tex. 
Hunter,  William   C,   WJHL-AM-FM-TV  Johnson 

City,'  Tenn.  , 
Hurlbut  John,  WFBM-AM-TV  Indianapolis,  Ind. 
Hurley, 'Raymond,  WALA-TV  Mobile,  Ala. 
Hussman,  Walter  E.,  KCMC-TV  Texarkana,  Tex. 
Hyams,  Jerome,  Screen  Gems  Inc.,  N.Y. 
Hylan,  William,  CBS-TV  N.Y. 
Hyland,   Robert,   KMOX  St.   Louis,  Mo. 

1-J-K 

Immell,  Ralph,  WISC-AM-TV  Madison,  Wis. 

Ing,  George,  KOMO-AM-FM-TV  San  Antonio,  Tex. 

Ing'lis  A.F.,  RCA,  Camden,  N.J. 

Ingram,  A.L.,  Standard  Rate  &  Data  Service, 
Evanston,  III.  „  , 

Ingrim,  Ward  D.,  KTVU  (TV)  San  Francisco-Oak- 
land, Calif. 

Ioset,  Don,  WPIT  Inc.,  Pittsburgh,  Pa. 

Jackson,  Richard  E.,  WSAL  Logansport,  Ind. 

Jackson,  William  J.,  KENS-AM-TV  San  Antonio, 
Tex. 

Jacobs,  Bernard,  WFMT  (FM)  Chicago 
Jacobs,  George  G.,  Corinthian  Bcstg.  Corp.,  N.Y. 
Jacobs,  Harry  N.,  KGO-AM-FM-TV  San  Francisco 
Jahncke,   Ernest  Lee  Jr.,   Edward   Petry  &  Co., 
N  Y 

James,  Ed,  BROADCASTING,  Washington,  D.C. 

Jarman,  J.  Frank,  WDNC  Durham,  N.C. 

Jeffers,  Charles  L.,  WOAI-AM-TV  San  Antonio 

Jenkins,  Eugene,  KLZ-TV  Denver,  Colo. 

Jenkins,  Jack,  WJBC  Bloomington,  111. 

Jennes,  Ernest  W.,  Assn.  of  Maximum  Service 
Telecasters  Inc.,  Washington,  D.  C. 

Jett,  E.K.,  WMAR-TV  Baltimore,  Md. 

Jewett,  Carl,  The  Meeker  Co.,  Chicago 

Johnson,  Arnold  E.,  Needham,  Louis  &  Brorby,  Chi- 
cago 

Johnson,   Howard,  WIBA  Madison,  Wis. 
Johnson,  Leslie  C,  WHBF-AM-FM-TV   Rock  Is- 
land, III. 

Johnson,  Merrill  C,  WGL  Ft.  Wayne,  Ind. 
Johnson,  Tom,  KTOK  Oklahoma  City,  Okla. 
Johnston,  Sam  T.,  WTVN  Columbus,  Ohio 
Johnstone,  G.W.,  National  Assn.  of  Manufacturers, 
N.Y. 

Jones,  E.Z.,  WBBB  Burlington,  N.C. 

Jones,  Kathryn,  WJET  Erie,  Pa. 

Jones,  Merle,  CBS-TV,  N.Y. 

Jones,  Myron,  WJET  Erie,  Pa. 

Jones,  Robert  A.,  Walter  F.  Kean  Consulting  Radio 

Engrs.,  Riverside,  III. 
Jones,  Theodore  E.,  WTMT  Louisville,  Ky. 
Jordan  James  A.,  WOKY  Milwaukee,  Wis. 
Jordan,  Maitland,  KOMO  Seattle,  Wash. 
Joseph,  Ken,  Ziv-Economee  Tv  Programs,  N.Y. 
Kahle,   Douglas,  Allen   Kander  &  Co.,  Stockton, 

Calif. 

Kaiser,  Henry  R.,  WIIC  Inc.,  Pittsburgh 

Kanago,  Eldon,  KICD  Spencer,  Iowa 

Kane,  Dan,  Ellington  &  Co.,  N.Y. 

Kapel,  George  J.,  KBET-TV  Sacramento,  Calif. 

Kassens,  Harold  L.,  FCC,  Washington,  D.C. 

Kaye,  Richard  L.,  WCRB  Boston,  Mass. 

Kaye,  Sydney  M.,  Broadcast  Music  Inc.,  N.Y. 

Kean,  Walter  F.,  Walter  F.  Kean  Consulting  Ra- 
dio Engr.,  Riverside,  111. 

Kearney,  Don  L.,  Corinthian  Bcstg.  Corp.,  N.Y. 

Keeble,  G.F.,  S.W.  Caldwell  Ltd.,  Toronto,  Canada 

Keenan,  John  J.,  WANE-TV  Ft.  Wayne,  Ind. 

Keese,  Alex.,  WFAA  Dallas,  Tex. 

Keesee,  Frederick  L„  WMBO  Auburn,  N.Y. 

Keever,  H.  Weller,  California  National  Productions 
Inc.,  N.  Y. 

Kelley,  Boyd,  KTRN  Wichita  Falls,  Tex. 

Kelley,  Gaines,  WFMY-TV  Greensboro,  N.C. 

Kelly,  Charles,  WCKT  Miami,  Fla. 

Kelly,  Edward  H.,  RCA  Recorder  Program  Services, 
N.Y. 

Kelly,  Ewing  C,  KCRA-TV  Sacramento,  Calif. 
Kelser,  Philip  L.,  Philip  L.  Kelser  &  Assoc.,  N.Y. 
Kemme,  Marjorie  D.,  WLW  Cincinnati 
Kenehan,  Edward  F.,  Haley,  Wollenberg  &  Kenehan, 
Washington,  D.C. 
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The  Nation's 
Foremost  Manufacturer 
of  Multiplex  Equipment 

infroc/uces 

A  NEW  LINE  OF 
FM  TRANSMITTERS 

250  watts 
5,000  watts 
10,000  watts 


These  transmitters  use  the  same  high  quality  Multi- 
plex Exciters  whose  outstanding  performance  has 
captured  the  confidence  of  Broadcast*  owners  and 
operators  from  coast  to  coast. 

•names  on  request 


VISIT  US 

NAB  SHOW 

Statler-Hilton  Hotel,  Chicago 
March  15-18      Booth  No.  35 


GENERAL.    ELECTRONIC    LABORATORIES,  INC. 

195    MASSACHUSETTS    AVENUE,    CAMBRIDGE,  MASS" 


NAB  PREVIEW 

REGISTRATION  continued 

Kennedy,  Vann  M.,  KSIX  Corpus  Christi,  Tex. 
Kenney,  T.C.,  KDKA  Pittsburgh 
Kepner,  Leonard,  WTAE  (TV)  Pittsburgh 
Kerman,  Arthur,  Governor  Tv  Attractions  Inc.,  N.Y. 
Kettler,    Stanton    P.,    Storer    Broadcasting  Co., 

Miami  Beach,  Fla. 
Kiefer,  J.B.,  KMLA-FM  Los  Angeles 
Kiichli,  Jeff,  KGHL-AM-TV  Billings,  Mont. 
Kilpatrick,  Leroy  E.,  WSAZ-TV  Huntington,  W.  Va. 
Kimble,  R.  David,  Grey  Adv.  Agency,  N.Y. 
Kinder,  Harry  W.,  KWLM  Willmar,  Minn. 
King,  Paul  L.,  WAWK  Kendallville,  Ind. 
Kinsley,  Charles,  KHSL  Chico,  Calif. 
Kirby,  Joseph  B.,  KFBI  Wichita,  Kan. 
Klatt,  John  F.,  Media  Scope,  Evanston,  III. 
Klaus,  Richard  M.,  WERE  Cleveland,  Ohio 
Klein,  Allen,  The  Pulse  Inc.,  N.Y. 
Knapp,  Ogden,  NBC,  N.Y. 
Knode,  Thomas  E.,  NBC,  N.Y. 
Knodel,  J.W.,  Avery-Knodel  Inc.,  Chicago 
Kobak,  Edgar,  WTWA  Thomson,  Ga. 
Kocher,  Charles  F.,  WXYZ  Detroit,  Mich. 
Kockritz,  Ewald,  Storer  Broadcasting  Co.,  Miami 

Beach,  Fla. 
Koehler,  Frank  E.,  WDBJ  Roanoke,  Va. 
Koelker,  Anthony  J.,  KMA  Shenandoah,  Iowa 
Koenig,   Edward  L.,  Jr.,  Roy  Rogers  Syn.  Inc., 

Beverly  Hills,  Calif. 
Koenitzer,  Howard,  WOBT  Rhinelander,  Wis. 
Kolar,  Barbara,  BROADCASTING,  Chicago 
Kolata,  Carl  V.,  WTTN  Watertown,  Wis. 
Konynenburg,  F.  Van,  WCCO  Minneapolis,  Minn. 
Kops,  Daniel  W.,  WAVZ  New  Haven,  Conn. 
Koster,  H.  William,  WEAN  Providence,  R.I. 
Koteen,  Bernard,  Koteen  &  Burt,  Washington,  D.C. 
Kramer,  Worth,  WJR  Detroit,  Mich. 
Krasner,  Lawrence,  Forjoe  &  Co.,  Los  Angeles 
Krueger,  Herbert  L.,  WTAG  Worcester,  Mass. 
Kusack,  William  P.,  WBKB  (TV)  Chicago 
Kuykendall,  Abe,  WREC  Memphis,  Tenn. 

L 

Lackey,  F.E.,  WHOP  Hopkinsville,  Ky. 
Laing,  Malcolm  (Bud),  ABC-TV,  N.Y. 
Laird,  Ben  A.,  Green  Bay  Bcstg.  Co.,  Green  Bay, 

Wis. 

Lake   Joseph  E.,  WISH-TV  Indianapolis,  Ind. 
Lamb,   M.J.,  WIMA-TV  Lima,  Ohio 
Lambe,  Robert  M.,  WTAR  Norfolk,  Va. 
Lamberth,  Frank  S.,  WMFR  High  Point,  N.C. 
Lambourne,  E.W.,  KTVT  (TV)  Salt  Lake  City,  Utah 
Lancaster,  W.  Hanes,  Jr.,  WJHL-AM-TV  Johnson 

City,  Tenn. 
Land,  Thomas  S.,  WFIW  Fairfield,  III. 
Landis,  H.  DeWitt,  Hamilton,  Stubblefield,  Twining 

&  Assoc.,  Dallas,  Tex. 
Lane,  C.  Howard,  KOIN-TV  Portland,  Ore. 
Lanford,  T.B.,  KRMD  Shreveport,  La. 
Lang,  R.L.,  Hughey  &  Phillips,  Chicago 
Langlois,  John  D.,  Lang-Worth  Feature  Programs, 

N.Y. 

Lansing,  Livingston,  WBRV  Boonville,  N.Y. 
Lareau,  Michael  0.,  WOOD  Grand  Rapids,  Mich. 
Larkins,  Charles,  Griffin  Radio  &  Tv  Interests, 

Muskogee,  Okla. 
Larson,  G.  Bennett,  KTVT  (TV)  Salt  Lake  City, 

Utah 

Lasker,  H.  Peter,  Crosley  Bcstg.  Corp.,  N.Y. 
Lasko,  Edwin  J.,  WSJV  (TV)  South  Bend-Elkhart, 
Ind. 

Laughlin,  Frank  E.,  WGEM  Quincy,  III. 

Laux,  John  J.,  WSTV-TV  Steubenville,  Ohio 

Lawrence,  Craig,  CBS-TV,  N.Y. 

Lawrence,  Dick,  Ziv-Economee  Tv  Programs,  Inc., 

N.Y. 

Lay,  Lt.  Col.  John  H.,  Department  of  Defense, 

Washington,  D.C. 
Layman,  Carroll,  Harrington,  Righter  &  Parsons, 

Chicago,  III. 
Layman,  Mike,  WSFC  Somerset,  Ky. 
Leach,  Harold  H.,  Alford  Mfg.  Co.,  Boston 
Leach,  Robert,  KTVU  (TV)  San  Francisco-Oakland, 

Calif. 

Leake,  James  C,  KTUL  Tulsa,  Okla. 
Lee,  Carl  E.,  WKZO-TV  Kalamazoo,  Mich. 
Leeman,  Alvin,  WKBT  (TV)  La  Crosse,  Wis. 
Leibach,  Jay,  WLEC  Sandusky,  Ohio 
Leich,  Martin  L.,  WGBF  Evansville,  Ind. 
LeMasurier,  Donald,  KDAL  Duluth,  Minn. 
LeMasurier,  Mrs.  Dorothy,  KDAL  Duluth,  Minn. 
LeMoyne,  Joseph,  WPAY  Portsmouth,  Ohio 
Leonard,  James,  WLWC  (TV)  Columbus,  Ohio 
Leonard,  Joe  M.  Jr.,  KGAF  Gainesville,  Tex. 
Lepple,  Howard,  Crosley  Bcstg.  Corp.,  Cincinnati 
Levey,  Stan,  Independent  Tv  Corp.,  N.Y. 

no 


Levi,  Winfield  R.,  BROADCASTING,  New  York 
Lewin,  Richman,  KTRE-AM-TV  Lufkin,  Tex. 
Lewis,  Mrs.  Marion,  WINC  Winchester,  Va. 
Liebenguth,   Jacques,  Victory   Program   Sales  of 
CNP,  N.Y. 

Little,  F.J.,  Jr.,  Hughey  &  Phillips  Inc.,  Washing- 
ton, D.C. 

Linam,  Henry  E.,  KSLA-TV  Shreveport,  La. 
Linam,  Winston  B.,  KSLA-TV  Shreveport,  La. 
Linder,  H.  Willard,  Jr.,  KWLM  Willmar,  Minn. 
Lindow,  Lester  W.,  WWRI  West  Warwick,  R.I. 
Lindsay,  Paul  N.,  WOWO  Fort  Wayne,  Ind. 
Lindsey,  Bill,  KVOY  Yuma,  Ariz. 
Livesay,  J.R.,  WLBH-AM-FM  Mattoon,  III. 
Livingston,  Sam,  WPSD-TV  Paducah,  Ky. 
Lockerd,  Benjamin  G.,  KDIX  Dickinson,  N.D. 
Lodge,  William  B.,  CBS-TV,  N.Y. 
Lohnes,  George  M.,  Lohnes  &  Culver,  Washington, 
D.C. 

London,  Howard  J.,  The  National  Foundation,  N.Y. 
Long,  Maury,  BROADCASTING,  Washington,  D.C. 
Lorentz,  Edward  F.,  Commercial  Radio  Equipment 

Co.,  Washington,  D.C. 
Love,  Edgar  J.,  WWJ-AM-TV  Detroit,  Mich. 
Lovell,  Jack,  WKY  Oklahoma  City,  Okla. 
Lucy,  C.T.  WRVA  Richmond,  Va. 
Luddy,  E.N..  RCA,  Camden,  N.J. 
Lukkason,   Robert  C,    KNOX   Grand   Falls,  N.D. 
Lutz,  E.G.,  Modern  Talking  Pictures  Service  Inc., 

N.Y. 

Lyford,  Elmore  B.,  Maine  Radio  &  Tv  Co.,  Port- 
land, Me. 

Lyke,  Ervin  F„  WVET-AM-TV  Rochester,  N.Y. 
Lyons,  Eugene,  WKY-AM-TV  Oklahoma  City,  Okla. 

M 

MacFarland,  F.R.,  AT&T,  N.Y. 
MacKay,  J.  Stuart,  All-Canada  Radio  &  Tv  Ltd., 
Toronto 

MacMillan,  Lowell  H.,  WHEC  Rochester,  N.Y. 
Magee,  Robert  G.,  WHUM  Reading,  Pa. 
Main,  Guy,  WCIA-TV  Champaign,  III. 
Malang,  Albert  W.,  ABC,  N.Y. 
Mall,  Dr.  Richard  M.,  Peoples  Bcstg.  Corp.,  Colum- 
bus, Ohio 

Manning,  Robert,  The  Meeker  Co.,  Chicago 
Manning,  Robert  J.,  WHLD-AM-TV  Niagara  Falls, 
N.Y. 

Manship,  Douglas  L.,  WBRZ-TV  Baton  Rouge,  La. 
Manson,  D.,  S.W.  Caldwell  Ltd.,  Toronto 
Marcoux,  Rudolph  0.,  WLBZ-TV  Bangor,  Me. 
Marks,  Leonard  H.,  Cohn  &  Marks,  Washington, 

D.C. 

Markward,  John  S.,  WOOD  Grand  Rapids,  Mich. 
Marlin,  Al,  Broadcast  Music  Inc.,  N.Y. 
Marsden,  -  Bernard,  Associated  Tv  Ltd.,  London, 
England 

Marshall,  Clifford  B.,  Blackburn  &  Co.,  Atlanta,  Ga. 
Marshall,  Glenn,  Jr.,  WJXT  Jacksonville,  Fla. 
Martin,  Arthur  L.  WMRN  Marion,  Ohio 
Martin,  Dwight  W.,  WAFB-TV  Baton  Rouge,  La. 
Martin,  Frank  L,  WTSB  Lumberton,  N.C. 
Martin,  J.  Edward,  KNUZ  Houston,  Tex. 
Martin,  Stuart  T.,  WCAX-TV  Burlington,  Vt. 
Marx,   Frank,  ABC,  N.Y. 
Mason,  Bob,  WMRN  Marion,  Ohio 
Mason,  Richard  H.,  WPTF  Raleigh,  N.C. 
Massarand,  W.H.,  AT&T,  Chicago 
Mathiesen,  George  H.,  KYW-TV  Cleveland,  Ohio 
Mathiot,  J.E.,  WGAL  Lancaster,  Pa. 
Matthews,  Joseph  R.,  A.C.  Nielsen  Co.,  Menlo  Park, 
Calif. 

Mayes,  Wendell,  KBWD  Brownwood,  Tex. 
Mayeux,  Jules  L.,  WBRZ-TV  Baton  Rouge,  La. 
Mayfield,  W.E.,  WMBI  Chicago,  III. 
McAbee,  Charles,  KMOX-TV  St.  Louis,  Mo. 
McCabe,  Aloysius  B.,  Kirkland,  Ellis,  Hodson,  Chef- 

fetz  &  Masters,  Washington,  D.C. 
McClennahan,  William,  WQUA  Moline,  III. 
McClung,  Mrs.  Mickey,  KHSL  San  Francisco 
McClure,  Eugene  E'.,  KCRG-TV  Cedar  Rapids,  Iowa 
McClymonds,  Clyde  C,  Storer  Bcstg.  Co.,  Miami 

Beach,  Fla. 

McCollough,  Clair,  WGAL-AM-TV  Lancaster,  Pa. 
McConnell,  James  V.,  Venard,  Rintoul  &  McCon- 
nell,  N.Y. 

McConnell,  Robert  B.,  WISH-AM-TV  Indianapolis 
McCoy,  John  E.,  Storer  Bcstg.  Co.,  Miami  Beach, 
Fla. 

McCready,  S.W.,  KVAL-TV  Eugene,  Ore. 
McDaniel,  I.V.,  KCRG-AM-TV  Cedar  Rapids,  Iowa 
McDermott,  Andy,  Tv  Radio  Sta.  Rep.,  Toronto, 
Canada 

McDermott,  G.B.,  KBUR  Burlington,  Iowa 
McDermott,  Mrs.  G.B.,  KBUR  Burlington,  Iowa 
McDermott,  John,  WJBC  Bloomington,  III. 
McDonald,  Joseph  A.,  Smith,  Kennessey  &  Mc- 
Donald, Washington,  D.C. 
McDonough,  Francis  X.,  Dow,  Lohnes  &  Albert- 
son,  Washington,  D.C. 


McDowell,  Theodore   N.,  WMAL-TV  Washington, 

D.C. 

McGannon,  Donald  H.,  Westinghouse  Bcstg.  Co., 
N.Y. 

McGregor,  W.D.,  CKCO-TV  Kitchener,  Ont. 
McHargue,  Ralph,  WCVS  Springfield,  III. 
Mcintosh,  Robert  J.,  WWJ  Detroit,  Mich. 
McKenna,  Edward,  Allen  Kander  &  Co.,  Washing- 
ton, D.C. 

McKenna,  James  A.  Jr.,  McKenna  &  Wilkinson, 
Washington,  D.  C. 

McKnight,  George  W.,  M-H  Regulator  Co.,  Brown 
Instrument  Div.,  Philadelphia 

McNally,  William  J.,  WCCO-AM-TV  Minneapolis 

McNamara,  Jim,  WALA-TV  Mobile,  Ala. 

Meehan,  Edward  J.  Jr.,  WDAU-TV  Scranton,  Pa. 

Meeker,  Robert  D.  C,  The  Meeker  Co.,  N.Y. 

Megargee,  Frank  E.,  WGBI  Scranton,  Pa. 

Melloh,  Clifford,  WHO-AM-TV  Des  Moines,  Iowa 

Mendelson,  Robert  P.,  WJNC  Jacksonville,  N.C. 

Menke,  Don,  WFBM-TV  Indianapolis,  Ind. 

Mercer,  Donald  J.,  NBC,  N.Y. 

Merkle,  Joe,  ABC-TV,  N.Y. 

Merritt,  Bill,  BROADCASTING,  Los  Angeles 

Meyer,  August  C,  WCIA-TV  Champaign,  III. 

Meyers,  Carl  J.,  WGN  Chicago,  III. 

Meyers,  Howard  B.,  Venard,  Rintoul  &  McCon- 
nell, Inc.,  Chicago 

Michael,  Jack,  WREC-AM-TV  Memphis,  Tenn. 

Michaels,  Bill,  WJBK-TV  Detroit,  Mich. 

Middlebrooks,  James,  King  Bcstg.  Co.,  Seattle, 
Wash. 

Middleton,  Warren,  BROADCASTING,  Chicago 
Miller,  A.M.,  RCA,  Camden,  N.J. 
Miller,  C.E.,  KOMO-AM-TV  Seattle,  Wash. 
Miller,  R.E.,  Alexandria  Bcstg.  Co.,  Alexandria,  La. 
Miller,  Samuel,  attorney,  Washington,  D.C. 
Mills,  J.  Dexter,  WDBJ,  Roanoke,  Va. 
Minahan,  Michael  J.,  ABC-TV,  N.Y. 
Minor,  Marvin  J.,  WBT  Charlotte,  N.C. 
Mishler,  George  M.,  WOHO  Toledo,  Ohio 
Mitchell,  Joseph   H.,  WFLA-AM-FM-TV  Tampa, 
Fla. 

Mittendorf,  E.S.,  KOLD-TV  Tucson,  Ariz. 
Moe,  Tony,  KSO  Des  Moines,  Iowa 
Moler,  John,  WKY  Oklahoma  City 
Monahan,  Richard  J.,  WAVZ  New  Haven,  Conn. 
Moore,  Art,  Art  Moore  &  Assoc.,  Seattle 
Moore,  Dale  G.,  KBMN   Bozeman,  Mont. 
Moore,  F.S.,  WJR  Detroit,  Mich. 
Morby,  Ole  G.,  Time  Inc.,  New  York 
More,  Herbert  R.,  Kliegl  Bros.,  N.Y. 
Moreland,  W.J.,  CONRAC  Inc.,  Glendora,  Calif. 
Morency,    Paul   W.,   WTIC-AM-FM-TV  Hartford, 
Conn. 

Morgan,  John  Carl,  WFVA  Fredericksburg,  Va. 

Moroney,  J.M.,  Sr.,  A.H.  Belo  Corp.,  Dallas 

Moroney,  J.M.,  Jr.,  A.H.  Belo  Corp.,  Dallas 

Morris,  Dave,  KNUZ  Houston,  Tex. 

Morris,  Joseph,  Radio-Television  Daily,  N.Y., 

Morris,  Robert  M.,  ABC,  N.Y. 

Morris,  Truman  A.,  WBEX  Chillicothe,  Ohio 

Morrison,  Wendell  C,  RCA,  Camden,  N.J. 

Mortensen,  Robert  A.,  WIIC  Pittsburgh 

Motley,  Lyle  C,  WBTM  Danville,  Va. 

Moudy,  Dale,  WING  Dayton,  Ohio 

Mounsey,  Duncan,  WPTR  Albany,  N.Y. 

Mowery,  Paul,  MGM-TV,  N.Y. 

Mowrey,  Paul  B.,  consultant,  New  York 

Moyer,  William  J.,   KARD-TV  Wichita,  Kan. 

Mueller,  Fred  C,  WEEK  Peoria,  III. 

Mullin,  Earl,  ABC,  N.Y. 

Murdoch,  D.  Lennox,  KSL-TV  Salt  Lake  City,  Utah 
Murphy,  John  S.,  World  Broadcasting  System,  N.Y. 
Murphy,  John  T.,  Crosley  Bcstg.  Corp.,  Cincinnati 
Murphy,  Kieran  T.,  Crosley  Bcstg.  Corp.,  Cincinnati 
Murphy,  Kingsley  H.  Jr.,  KOTE  Fergus  Falls,  Minn. 
Murtha,  Andrew  J.,  Time  Inc.,  N.Y. 
Myers,  Robert  L.,  WCIA-TV  Champaign,  III. 
Myers,  W.F.,  SESAC,  N.Y. 

N 

Nadeau,  Ralph  WMUR-TV  Manchester,  N.H. 
Neal,  Harold  L.  Jr.,  WXYZ  Inc.,  Detroit 
Nelson,  Ivar,  Meyer  Bcstg.  Co.,  Bismarck,  N.D. 
Nelson,  Louis  J.(  Wade  Advertising,  Chicago 
Nelson,  T.M.,  KFEQ  St.  Joseph,  Mo. 
Newman,  J.  Edward,  WDBJ-TV  Roanoke,  Va. 
Nielsen,  Sam  S.,  WTRY  Troy,  N.Y. 
Nierman,  Martin  L.,  Edward  Petry  &  Co.,  N.Y. 
Nolan,  Jim,  Cascade  Bcstg.  Co.,  Yakima,  Wash. 
Nolte,  Vernon  A.,  WJBC  Bloomington,  III. 
Nopper,  Carlton  G.,  WMAR-TV  Baltimore 
Nord,  Evans  A.,  KELO-AM-TV  Sioux  Falls,  S.D. 
Norman,  George  I.  Jr.,  KMUR  Inc.,  Salt  Lake  City, 
Utah 

Northrop,  Johnston  F.,  Corinthian  Bcstg.  Corp., 
N.Y. 

Norton,  George  W.  IV,  WAVE  Inc.,  Louisville,  Ky. 

BROADCASTING,  March  9,  1959 


WRITE  NOW  FOR  A  FREE  DEMONSTRATION  RECORD 

of  the  new  RCA  Stereo  Commercial  Aids  and  Recorded  Musical 
Programs.  This  sample  disc,  offered  without  obligation,  con- 
tains a  cross-section  of  the  top-quality  programming  and  com- 
mercial features  that  will  be  available  in  the  new  Stereo  service. 
Included:  Lawrence  Welk  .  -  .  music  from  "The  Music  Man" 
and  "Gigi"  •  ■  ■  sound  effects  .  .  .  "Music  to  Sell  By"  .  .  .  Jingles 
...  The  Melachrino  Orchestra  ...  and  other  entertainment  and 
commercial  features. 

Whether  you  are  now  broadcasting  in  Stereo,  or  are  planning 
to  do  so  in  the  future,  you'll  want  to  hear  this  sample  of  RCA 
Recorded  Program  Services  features.  Just  use  this  coupon. 
For  more  information  and  audition  of  Demonstration  Disc,  visit 
Suite  600  at  the  Conrad  Hilton  during  the  NAB  Convention. 


RCA  RECORDED  PROGRAM  SERVICES 
155  E.  24th  St.,  New  York  10,  N.  Y. 

Sirs  ■  Please  send  me  your  brand-new  Stereo  Demonstration 
Disc.  I  understand  there  is  no  cost,  except  for  35tf  for  postage 

and  handling  (enclosed) .  Our  station  is  ./is  not  _ 

making  Stereo  broadcasts  at  present.  We  broadcast  — 

hours  per  week  in  Stereo.  We  do  /do  not_^  plan 

to  commence  Stereo  broadcasts  in  the  future.  Possible  start- 
ing date___-  The  kind  of  library  material  that 


we  require  most  is. 


YOUR  NAME- 
TITLE  


A  RECORDED  PROGRAM  SERVICES 

n,  vumt.hallL  rsw  ISiPeachtree  Street,  N.W.,  Atlanta  3,  Ga.,  Jackson  i-7703 


NAB  PREVIEW 

REGISTRATION  continued 

Novy,  Joe,  WJOL  Joliet,  III. 

Nunan,  Thomas  R.  Jr.,  WGAL  Lancaster,  Pa 

Nybo,  Ken,  KBMY  Billings,  Mont. 

o 

Oakley,  Ron,  KFAC  Los  Angeles 
O'Connell,  Raymond  T.,  NBC,  N.Y. 
O'Connor,  Harry,  KTXO  Sherman,  Tex. 
O'Connor,  J.W.,  WCVS  Springfield,  III 
O'Connor,  Ralph,  WISC-TV  Madison,  Wis. 
O'Connor,  Timothy,  Allen  Kander  &  Co.,  Denver 
Ohleyer,  Robert  F.,  WISH  Indianapolis,  Ind. 
Oliver,  Treyz,  ABC,  N.Y. 

Olson,  Harold  0.,  Collins  Radio  Co.,  Cedar  Rapids 
Iowa 

Osbon,  John,  BROADCASTING,  Chicago 
Osborne,  Jim,  WXIX-TV,  Milwaukee 
Owen,  Clure  H.,  ABC,  N.Y. 

P 

Pabst,  William  D.,  San  Francisco-Oakland  TV  Inc., 

San  Francisco-Oakland 
Palmer,  Donald,  The  Meeker  Co.,  Los  Angeles 
Pamphilon,  L.  Edward,  U.S.I.A.,  Hyattsville,  Md. 
Parham,  Carter  M.,  WDEF-AM-TV  Chattanooga, 

Tenn. 

Paris,  Herman,  WWDC  Inc.,  Washington,  D.C. 
Parsons,  James  0.,  Harrington,  Righter  &  Parsons, 
N.Y. 

Parsons,  Nellie,  KROD-TV  El  Paso,  Tex. 
Parton,  Frank,  Screen  Gems,  N.Y. 
Paske,  Rolland  E.,  WEMP  Milwaukee. 
Patt,  John  F.,  WJR  Detroit,  Mich. 
Patterson,  W.  Kenneth,  WSIV  Pekin,  III. 
Patton,  Billy,  WJAR-TV  Providence,  R.I. 
Paul,  Mary,  Corinthian  Bcstg.  Corp.,  N.Y. 
Paxton,  E.J.  Jr.,  WPSD-TV,  Paducah,  Ky 
Peck,  Harry  D.,  KODY  North  Platte,  Neb. 
Peebles,  Hala  D.,  WRCO  Richland  Center,  Wis. 
Peele,  Billey  E.,  WFMO  Fairmont,  N.C. 
Peffer,  John  C,  WTAR  Norfolk,  Va. 
Pegler,  Bill,  Television  Zoomar  Corp.,  N.Y. 
Pegler,  Jack  A.,  Television  Zoomar  Corp.,  N.Y. 
Pehlman,  Carl,  KKTV  (TV)  Colorado  Srings  Colo 
Pell,  Ernest,  WPSD-TV  Paducah,  Ky. 
Pellegrin,  Frank  E.,  WATO  Oak  Ridge,  Tenn 
Pengra,  Marshall  H.,  KLTV  (TV)  Tyler,  Tex. 
Pepper,  Vincent  A.,  Smith  &  Pepper,  Washington. 
Perkins,  C.A.,  Capitol  Bcstg.  Co.,  Jackson,  Miss. 
Perna,  John  J.  Jr.,  Gill-Perna,  N.Y. 
Persons,  Charles  B.,  WELY  Ely,  Minn. 
Persons,  CP.  Jr.,  WKRG-TV  Mobile,  Ala. 
Persons,  June  A.,  WELY  Ely,  Minn. 
Peters,  F.J.,  WMRN-AM-FM  Marion,  Ohio 
Petersmeyer,  C.  Wrede,  Corinthian   Bcstg.,  N.Y. 
Peterson,  Edwin  R.,  Keystone  Bcstg.  System,  Chi- 
cago. 

Petrik,  Jack,  KETV  (TV)  Omaha,  Neb. 

Petty,  J.B.,  WLTC  Gastonia,  N.C. 

Pfeiffer,  Edwin,  KOTV  (TV)  Tulsa,  Okla. 

Phelps,  Wayne,  KALG  Alamogordo,  N.M. 

Phillips,  Elaine,  WDSU-TV  New  Orleans 

Pierce,  W.F.,  Standard  Rate  &  Data  Service,  N.Y. 

Podolinsky,  Edward,  KTNT-TV  Tacoma,  Wash. 

Pointer,  R.L.,  ABC,  N.Y. 

Pomeroy,  John  C,  WILS  Lansing,  Mich. 

Pontius,  Don,  The  Meeker  Co.,  San  Francisco 

Porter,  Charles  P.,  KIRX  Kirksville,  Mo. 

Posner,  Gene,  WMIL  Milwaukee,  Wis. 

Potter,  Ben  H.,  WHBF-AM-TV  Rock  Island,  III. 

Potter,  David,  WNAE  Warren,  Pa. 

Potter,  Hugh  0.,  WOMI  Owensboro,  Ky. 

Potter,  Roland  B.,  WKBC  N.  Wilkesboro,  N.C. 
Power,    P.V.,    Standard    Rate    &    Data  Service, 

Evanston,  III. 
Powers,  Donald,  WCSH  Portland,  Me. 
Powley,  Allan  T.,  Evening  Star  Bcstg.  Co.,  Wash- 
ington, D.C. 
Prager,  Evarard  S.,  Sesac,  New  York. 
Pratt,  Dana,  RCA,  Camden,  N.J. 
Pratt,  Robert  L,  KGGF  Coffeyville,  Kan 
Pratt,  Roy  W.,  WHO-AM-TV  Des  Moines,  Iowa. 
Preston,  John  G.,  ABC,  N.Y. 
Priaulx,  William  J.,  WRAC  Inc.,  Racine  Wis 
Provost,  D.L.,  WBAL  Baltimore 
Pryor,  Emerson  J.,  WDVA  Danville,  Va. 
Pullen,  Weston  C.  Jr.,  Time  Inc.,  N  Y 
Pushker,  Harvey  M.,  WFMF  (FM)  Chicago. 

Q-R 

Quaal,  Ward  L.,  WGN  Inc.,  Chicago 
Quarton,  William  B.,  The  WMT  Stations,  Cedar 
Rapids,  Iowa. 
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Quinlan,  S.C.,  WBKB  (TV)  Chicago. 
Quinn,  J.  William,  WBTW  (TV)  Florence,  S.C. 
Rabell,  Dorothy,  KITT  San  Diego,  Calif. 
Rabell,  Fred,  KITT  San  Diego,  Calif. 
Radetsky,  Ralph,  KOA-AM-TV  Denver. 
Rahall,  N.  Joe,  Rahall  Stations,  Allentown,  Pa. 
Rahmel,  Henry  A.,  A.C.  Nielsen  Co.,  Chicago. 
Ramsay,  William  R.,  KFMQ  (FM)  Lincoln,  Neb. 
Ramsey,  Glenn,  Sesac,  N.Y. 
Ramsland,  Odin,  KDAL  Duluth,  Minn. 
Raney,  Wilson,  WREC  Memphis,  Tenn. 
Rauer,  Guy  C,  WEJL  Scranton,  Pa. 
Rawls,  Lucien  E.,  L.H.  Carr  &  Assoc.,  Washing- 
ton, D.C. 

Ray,  C.  Robert,  WBBB  Burlington,  N.C. 

Raymer,  Paul  H.,  Paul  H.  Raymer  Co.,  N.Y. 

Read,  A.  Louis,  WDSU  New  Orleans,  La. 

Ream,  Joseph  H.,  CBS,  New  York. 

Reber,  Jack,  Cascade  Bcstg.  Co.,  Yakima,  Wash. 

Reed,  Elmo  W.,  WJPG  Green  Bay,  Wis. 

Reed,  Oscar,  Jansky  &  Bailey,  Washington,  D.C. 

Reilly,  William  F.,  RCA  Recorded  Program  Serv- 
ices, Chicago. 

Reineke,  EX.,  WDAY  Fargo,  N.D. 

Reinsch,  J.  Leonard,  WSB-AM-TV  Atlanta,  Ga. 

Reuschle,  R.M.,  WLAC-TV  Nashville. 

Reynolds,  Donald  W.,  KFSA  Ft.  Smith,  Ark. 

Reynolds,  George  A.,  WSM-AM-TV  Nashville,  Tenn. 

Reynolds,  Paul,  WDBJ-TV  Roanoke,  Va. 

Rhea,  Henry  E.,  Triangle  Stations,  Philadelphia. 

Rice,  G.R.A.,  CFRN-AM-TV  Edmonton,  Alta. 

Rice,  Roger  D.,  WIIC  Inc.,  Pittsburgh. 

Rich,  Robert  J.,  WDSM-AM-TV  Duluth,  Minn. 

Rich,  W.  Robert,  United  Artists  Associated,  N.Y. 

Richards,  G.P.,  WCEM  Cambridge,  Md. 

Richardt,  Roland  W.,  WSAU-AM-TV,  Wausau,  Wis. 

Richartz,  Walter  R.,  KOTI-TV  Klamath  Falls,  Ore. 

Richdale,  James  C.  Jr.,  KGUL-TV  Houston,  Tex. 

Riddle,  Lindsey  G.,  WDSU  New  Orleans 

Riddleberger,  Stephen  C,  ABC,  N.Y. 

Rifkin,  Maurice  J.,  Ziv-TV  Programs,  N.Y. 

Riggs,  John  S.,  WELM  Elmira,  N.Y. 

Righter,  Volney,  Harrington,  Righter  &  Parsons, 
N.Y. 

Rine,  William  E.,  Storer  Bcstg.  Co.,  Miami  Beach, 
Fla. 

Rissler,  H.D.,  WHO-AM-TV  Des  Moines,  Iowa. 
Rittenhouse,  Paul,  NBC,  New  York. 
Robeck,  Peter  M.,  Roy  Rogers  Syndication,  N.Y. 
Robertson,  B.G.,  KTHV  (TV)  Little  Rock,  Ark. 
Robinson,  Charles,  WOOD  Grand  Rapids,  Mich. 
Robinson,  F.A.  Jr.,  AT&T,  Cincinnati. 
Robinson,  R.V.,  WCYB-AM-TV  Bristol,  Va. 
Roche,   Dwyer,   Standard  Rate  &   Data  Service, 

Evanston,  III. 
Rockwell,  R.J.,  Crosley  Bcstg.  Corp.,  Cincinnati. 
Roeder,  George  H.,  WCBM  Baltimore. 
Rogers,  James  G.,  KFSD-AM-FM-TV  San  Diego, 

Calif. 

Rogers,  W.D.  (Dub),  KDUB-TV  Lubbock,  Tex. 
Rollins,  0.  Wayne,  WAMS  Wilmington,  Del 
Rollo,  Reed  T.,  Kirkland,  Ellis,  Hodson,  Chaffetz 

&  Masters,  Washington,  D.C. 
Romig,  Jerry,  WDSU-TV  New  Orleans,  La. 
Rosenthal,  Henry,  Lafayette  Bcstg.  Co.,  Lafayette 

Ind. 

Roth,  Bob,  KONO-AM-FM-TV  San  Antonio,  Tex. 
Roth,  Eugene  J.,  KONO-AM-FM-TV  San  Antonio, 
Tex. 

Roth,  Gene  W.,  KXLY-TV  Spokane,  Wash. 
Roth,  Jack,  KONO-AM-FM-TV  San  Antonio,  Tex 
Rothrum,  W.V.,  WSYR  Syracuse,  N.Y. 
Rothschild,  Walter  J.,  Lee  Bcstg.  Inc.,  Quincy,  III. 
Rounsaville,  R.W.,  Rounsaville  Radio  Stations,  At- 
lanta. 

Rountree,  J.G.,  consulting  engineer,  Dallas 
Routt,  Edd,  KNOE  Monroe,  La. 
Rowell,  Russell,  Spearman  &  Roberson,  Washing- 
ton, D.C. 

Rudloff,  Everett,  WJLK  Asbury  Park,  NJ 
Ruegg,  Fred,  KNX  Los  Angeles. 
Ruhle,  Paul  L.,  WSIX  Nashville,  Tenn. 
Runnerstrom,  Robert  0.,  WMBD  Peoria  III 
Russell,  James  D.,  KKTV  (TV)  Colorado  Springs 
Colo. 

Russell,  Percy  H.,  Kirkland,  Ellis,  Hodson,  Chaffetz 

&  Masters,  Washington,  D.C. 
Ruwitch,  Lee,  WTVJ  (TV)  Miami 
Ryan,  William  B.,  Blackburn  &  Co.,  Chicago 
Ryan,  William  J.,  WNOG  Naples,  Fla 
Ryder,  J.  Maxim,  WQUA  Moline,  III. 

s 

Saddler,  Owen,  May  Bcstg.  Co.,  Omaha 

Salant,  Richard,  CBS  Inc.,  N.Y. 

Salk,  Robert  H.,  Corinthian  Bcstg.  Corp    N  Y 

Sambrook,  A.B.,  RCA  Recorded  Program  Services, 

Samuels,  Hartley  L.,  KODY  North  Platte,  Neb. 


Sanders,  Ben  B.,  KICD  Spencer,  Iowa. 
Sandler,  Jack  L.,  WQAM  Miami. 
Sanjek,  Russell,  Broadcast  Music  Inc.,  N.Y 
Sauber,  Robert  H.,  WTIV  &  WFRA  Titusville  Pa 
Saxon,  Joe  H.,  WTOK-TV  Meridian,  Miss. 
Saxon,   Merl,   consulting   radio   engineer,  Lufkin, 
Tex. 

Schaaf,  Harold,  WRFD  Worthington,  Ohio. 
Scherer,    J. P.,    WHFB-AM-FM    Benton  Harbor, 
Mich. 

Schiavone,  James,  WWJ-TV  Detroit. 
Schilling,  John  T.,  KM BC-AM-TV  Kansas  City 
Schlinkert,  R.T.,  WBRC-TV  Birmingham,  Ala. 
Schneider,  Jack,  WCAU-TV  Philadelphia. 
Schneck,  Leroy,  WNAE  Warren,  Pa. 
Schoen,  Arnold  F.  Jr.,  WPRO-AM-TV  Providence 
R.I. 

Schofield,  Arthur  C,  Storer  Bcstg.  Co.,  Miami 
Beach,  Fla. 

Schoonover,  Jim,  KTUL  Tulsa,  Okla. 

Schroeder,  Frank  C.  Jr.,  WDZ  Decatur,  III. 

Schroeder,  Ray  J.,  KMTV  (TV)  Omaha,  Neb. 

Schroeder,  Willard,  WOOD  Grand  Rapids,  Mich. 

Schudt,  William  A.  Jr.,  CBS  Radio,  N  Y 

Schwieder,  A.W.,  KID-AM-TV  Idaho  Falls,  Idaho 

Scofield,  Charles  L.,  KEYZ  Williston,  N.D. 

Scott,  Claude,  KTBS-TV  Shreveport,  La. 

Screen,  John,  WDSU  New  Orleans,  La. 

Seavey,  Hollis  M.,  Clear  Channel  Bcstg.  Service, 
Washington,  D.C. 

Sebastian,  Charles  F.,  WTAQ  La  Grange,  III. 

Sebastian,  Daryl,  WWTV  (TV)  Cadillac,  Mich. 

See,  Harold  P.,  KRON-TV  San  Francisco. 

Seebeck,  Charles  E.,  WTON  Staunton,  Va. 

Segal,  David  M.,  KOSI  Denver. 

Segler,  Otis  H.,  WDEF-TV  Chattanooga,  Tenn. 

Segrest,  Charles,  KPAC  Port  Arthur,  Tex. 

Seidelman,  Robert,  Screen  Gems,  N.Y. 

Seiler,  James  W.,  American  Research  Bureau  Inc., 
Beltsville,  Md. 

Sellers,   Ed,    BROADCASTING,  Washington,  D.C. 

Sells,  Harry  G.,  Dow,  Lohnes  &  Albertson,  Wash- 
ington, D.C. 

Selph,  Colin,  Blackburn  &  Co.,  Beverly  Hills,  Calif. 
Sepaugh,  L.M.,  Capitol  Bcstg.  Co.,  Jackson,  Miss. 
Severn,  Donald  W.,  Ted  Bates  &  Co.,  N.Y. 
Severson,  E.C.,  WKOW-TV  Madison,  Wis. 
Seward,  James  W.,  CBS  Radio,  N.Y. 
Shafto,  G.  Richard,  WIS-AM-TV  Columbia,  S.C. 
Shaheen,  Richard,  Allen  Kander  &  Co.,  Chicago. 
Shakespeare,  Frank,  WCBS-TV  New  York. 
Shapiro,  M.H.,  Broadcast  Pioneers,  N.Y. 
Shapiro,  Mike,  WFAA-TV  Dallas. 
Sharpe,  Virgil,  KOWH  Omaha,  Neb. 
Shaw,  Donald  S.  Jr.,  ABC-TV,  N.Y. 
Shawn,  Fred,  WSUN-AM-TV  St.  Petersburg,  Fla. 
Shay,  John  A.,  WTVJ  (TV)  Miami,  Fla. 
Shepard,  Harwell  V.,  KDNT  Denton,  Tex. 
Sherman,  John  M.,  WCCO-AM-TV  Minneapolis 
Shipley,  W.H.,  KDUB-TV  Lubbock,  Tex. 
Shively,  Dick,  WTVW  (TV)  Evansville,  Ind. 
Shomo,  Ernest  H.,  WBBM  Chicago 
Shuebruk,  Peter,  Fly,  Shuebruk,  Blume  &  Gaguine, 

Washington,  D.C. 
Shurtleff,  David,  WJAR  Providence,  R.I. 
Sigmon,  Loyd  C,  KM  PC  Hollywood. 
Silverman,  Mort,  WJBO  Baton  Rouge,  La. 
Simmons,  Lamar,  WLCS  Baton  Rouge,  La. 
Simon,  Arthur,  Radio  Television  Daily,  N.Y. 
Sinclair,  Joseph  S.,  WJAR-TV  Providence,  R  I 
Sinnett,  Robert  J.,  WHBF-AM-FM-TV  Rock  Is- 
land, III. 

Sitrick,  Joseph  M.,  Blackburn  &  Co.,  Washington. 
Skaran,  Raymond  0.,  WKBT  LaCrosse  Wis 
Skinner,  Paul  F.,  WHBL  Sheboygan,  Wis. 
Sklom,   George   M.,   Walter   F.   Kean  Consulting 

Radio  Engrs.,  Riverside,  III 
Slate,  Sam,  WCBS  New  York 
Slavick,  H.W.,  WMC-WMCF-WMCT  Memphis,  Tenn. 
Sloan,  Sam  W.,  WOHO  Toledo,  Ohio. 
Slusser,  Jesse  A.,  KOA  Denver. 
Small,  Burrell  L,  WKAN  Kankakee,  III. 
Small,  Frank,  WFBM  Indianapolis,  Ind. 
Smathers,  Robert  R.,  WLBT-TV  Jackson,  Miss 
Smith,  Al,  KTIV  (TV)  Sioux  City,  Iowa 
Smith,  Calvin  J.,  KFAC  Los  Angeles. 
Smith,  Carleton  D.,  WRC-AM-TV  Washington,  D  C. 
Smith,  Charles  E.,  WEBC  Duluth,  Minn. 
Smith,  Charles  H.,  Corinthian  Bcstg.  Corp    N  Y 
Smith,  Dick,  KMBC-KFRM  Kansas  City,  Mo.' 
Smith,  E.  Stratford,  Smith  &  Pepper,  Washing- 
ton, D.C. 

Smith,  George  S.,  Smith,  Hennessey  &  McDonald, 

Washington,  D.C. 
Smith,  Hugh  M.,  WCOV  Montgomery,  Ala. 
Sm^  H-R-  Standard  Electronic,  Long  Island  City, 

Smith,  Lester  M.,  KXL  Portland,  Ore. 
Smith,  Mrs.  Lester  M.,  KXL  Portland  Ore 
Smith,  M.D.  Ill,  WAAY  Huntsville,  Ala 
Smith,  R.H.,  WCYB-AM-TV  Bristol,  Va. 
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Smith  Roy  A.,  WLAC-TV  Nashville,  Tenn. 

Smith,  T.A.,  RCA,  Camden,  N.J. 

Smith  W.  Edwin,  KIEM-TV  Eureka,  Calif. 

Smullin,  William  B.,  KIEM-TV  Eureka,  Calif 

Smullin,  Mrs.  William  B.,  KIEM-TV  Eureka,  Calif. 

Snider,  Robert,  KTUL  Tulsa,  Okla. 

Snyder   Franklin  C,  WTAE  (TV)  Pittsburgh 

Snyder,  William,  Harrington,  Righter  &  Parsons, 

Detroit-  „   ,  „, 

Sonderling,  Egmont,  WOPA  Oak  Park,  111. 
Southmayd,  John  P.,  Fisher,  Wayland,  Duvall  & 

Southmayd,  Washington,  D.C. 
Sparnon,  Ken,  Broadcast  Music  Inc.,  N.Y. 
Spence,  Mrs.  Sylvia,  Sylvia  Spence  Assoc.,  N.Y. 
Spencer  Lester  G.,  WKBV  Richmond,  Ind. 
Spheeris,  A.M.,  WEMP  Milwaukee,  Wis. 
Spiegelman,  Frank,  Governor  Tv  Attractions,  N.Y. 
Spokes,  A.E.,  WEAV  Pittsburgh  N.Y. 
Spragg,   Leonard   A.,   Storer  Bcstg,   Co.,  Miami 

SpSut'  Charles  A.,  WMAX  Grand  Rapids,  Mich. 
Spring,  J.L.,  WIMA-TV  Lima,  Ohio 
Stadig    Sidney  V.,  KYW-AM-TV  Cleveland. 
Standard,  Charles  E.,  The  Meeker  Co  Inc.,  N.Y. 
Stanfield,  Ray  M.,  WIST  Charlotte,  N.C. 
Stangel,  Wallace,  WBAY  Green  Bay,  Wis. 
Stanlev    Al  G  ,  WTSB  Lumberton,  N.C. 
Stanley,  Earl  R.,  Dow,  Lohnes  &  Albertson,  Wash- 

ington,  D.C. 
staoD  Jack  S    WKDA  Nashville,  Tenn. 
Stark,'  Howard  E.,  Howard  E   Stark  Assoc.,  N.Y. 
Starnes,  Jack,  WFNS  Burlington,  NX 
^rnps   Rudv   KDUB-TV  Lubbock,  Tex. 
Stauff  r   Ray  WHO-AM-TV  Des  Moines,  Iowa 
itebb    '  John  D.,  The  Boiling  Co.,  Chicago. 
S  echTr   Bentley  A.,  WEBB  Baltimore,  Md. 

<;+ppIp    VJ     WVJS  Owensboro,  Ky. 
ft"      'Blanche,  Keystone  Bcstg.  System  Chicago. 
Steinle   David  H.,  KBUR  Burlington,  Iowa 

Stern  Edgar  B.,  Jr.,  WDSU  New  Orleans,  La. 

Sternberg,  George,  The  Pulse,  N.Y. 

Stevens  George,  KOTV  (TV)  Tulsa,  Okla. 

Stewart,  David  V.,  WKBN  Bcstg.  Corp.,  Youngs- 
town,  Ohio.  . .  v 

Stewart,  Larry,  Independent  Tv  Corp.,  N  Y. 

Storef  P«£  WSPD-TV  Toleoo,  Ohio. 

Strouse,  Ben,  WWDC  Washington,  D.C. 

Stunc9kwish  DMCiiburn  H.,  WSOY-AM-FM  Decatur,  III. 
Sturtz  Howard,  Jr.,  WCCN,  Neil Isv. lie  Wis. 
Suitt,  Cecil,  KTHV  (TV)  Little  Rock,  Ark. 

i^drg,^oVc.^^K:,^r;a,NII, 
Swanson,  Bill,  KTUL-TV  Tulsa  Okla. 
Swartley   W   .,  WBZ-AM-TV  Boston. 
Swezey   Robert  D.,  WDSU  New  Orleans,  La. 
Swift/Arthur  M.,  WTCN  Minneapolis 
Swift   G.  Richard,  The  Boiling  Co  N.Y. 
Swisher,  Arden,  KMTV  (TV)  Omaha. 


Taishoff,   Lawrence   B.,   BROADCASTING,  Wash- 
TaSshoff"/  SDo|C'  BROADCASTING   Washington,  D.C. 
Tanner   E.S.,  WSIX  Nashville,  Tenn 
Tanne     Harold  I.,  WLDM  Detroit,  Mich. 
Tansey   John  B.,  WRVA,  Richmond,  Va. 

»«t«!vW8*  t., 

Division,  Washington,  D.C. 
Teich  WJ.,  KOEL  Oelwein,  Iowa. 
Te  ford    Donald  H.,  KBES-TV,  Medford,  Ore. 
St  Charles  S.  Copy  Service  Bureau,  Ch.cago. 
Tenenbaum,  Harry,  KTVI  (TV)  St.  Louis 
Terrell,  James  R„  WKY-TV  Oklahoma  City 
Tel   Hugh  B.,  KIZ-AM-TV  Denver 
Tharpe,  James  B.,  Visual  Electronics  Corp.,  N.Y. 
Thayer  Jack,  WDGY  Minneapolis. 
Thomas   C.L.,  KXOK  St.  Louis 
Thnmas   Euqene  S.,  KETV-TV  Omaha,  Neb. 
Somas',    Max   W.;  WKNX-AM-TV  Saginaw-Bay 
City,  Mich. 


Thomas,  Morris  W.,  KWTV  (TV)  Oklahoma  City. 
Thomas,  Robert  E.,  WJAG  Norfolk,  Neb. 
Thomas,  Robert  R.,  Jr.,  WOAY-AM-FM-TV  Oak 
Hill,  W.Va. 

Thomforde,  Cliff,  KNOX  Grand  Forks,  N  D . 
Thompson,  C.  Robert,  WBEN  Buffalo,  N.Y. 
Thompson,  Doyle  D.,  WFMY-TV  Greensboro,  N.C. 
Thorpe,  George  W„  WVCG  Coral  Gables,  Fla. 
Thurston,  Donald  A.,  WIKE  Newport,  Vt. 
Tilley  Harry,  Visual  Electronics  Corp.,  N.Y. 
Tilton,  Robert  F„  Storz  Bcstg.  Co.,  Omaha,  Neb. 
Tipton,  Jack,  KLZ-TV  Denver. 
Tisdale,  James  M.,  WVCH  Chester,  Pa. 
Tomberlin,  William,  KMLA  (FM)  Los  Angeles. 
Tong   Edward,  WDSU  New  Orleans,  La. 
Tooke,  Rolland  V.,  KYW-AM-TV  Cleveland. 
Torge,  George  R.(  WBEN-TV,  Buffalo,  N.Y. 
Tornberg,  Edwin,  Allen  Kander  &  Co.,  N.  Y. 
Torrey,  William   H.,   KGNC-AM-FM-TV  Amarillo, 
Tex 

Towlson,  Harold  G.,  General  Electric  Co.,  Syracuse, 
N.Y.  . , 

Town,  George  R.,  TASO,  Ames,  Iowa. 

Tracy,  E.  C,  RCA,  Camden,  N.J. 

Trainer,  M.  A.,  RCA,  Camden,  N.J. 

Trigg,  Cecil  L„  KOSA-TV  Odessa,  Tex. 

Troman,  R.A.,  Blaw-Knox  Equipment  Div„  Pitts- 
burgh. 

Trotter,  Hugh  E.,  WSEV  Sevierville,  Tenn. 
Trouant,  V.E.,  RCA,  Camden,  N.J. 
Tunnell,  G.W.,  RCA  Service  Co.,  Camden,  N.J 
Turchan,  Paul  J.,  Central  Ontario  Tv  Ltd.,  Kitch- 
ener, Ont.  „    . ,  ... 
Turner,   William   F.,    KOTA-AM-TV,   Rapid  City, 

Tweet,'  Art,  KNOX  Grand  Forks,  N.D 
Twining,  W.R.,  Hamilton,  Stubblef ield,  Twining  & 
Assoc.,  San  Francisco. 


Udley    Donald  E.,  WRRD  Ithaca  N.Y. 

Uimer,  James  G„  Fort  Worth  lex. 

Unger,  Aivin  E.,  Inaepenaent  Tv  Corp.,  N.Y. 

Unger,  Irwin,  Gill-Perna,  Chicago. 

Urner   Eaward  E.,  KLYu  Bakersfield,  Calif. 

Utley'  George  K.,  WFAA  Dallas. 


Vadeboncoeur,  E.R.,  WSYR  Syracuse,  N.Y. 
Vanaagntt   Carl  W.,  WOWO  Ft.  Wayne,  Ind 
vtnNoKd,  Lew,  WMT-TV  Cedar  Kapids,  Iowa. 
Varnum,  W.b.,  RCA,  Camden,  N.J. 
vatn    John  L    WWL  New  Orleans,  La. 
Vaug'nn,  Jack  C,  Television  Properties  inc.,  Ama- 

Ve mmeyIre,XFred  D.,  Lohnes  &  Culver,  Washington, 

VenarO,  Lloyd  George,  Venard,  Rintoul  &  McCon- 

VieTacker/Math,  WBKB  (TV)  Chicago. 
Vmrent  tmil  P.,  ABC,  N.Y. 

Volger  George  J  ,  KWPC-AM-FM  Muscatine,  Iowa 
voruermark,  Ernest  b.,  VvjXT  (TV)  Jacksonville 

Vnss'a'victor  H„  WWCA  Gary,  Ind. 

Voynow!  Eaward  E.,  Eawara  Petry  &  Co.,  Chicago 


w 


Waddell,  Hal,  WKBZ  Muskegon,  Mich. 
Wagner,  George  A.,  KFi  Los  Angeles. 
Waqner,  Jay,  WLEC  Sandusky,  Ohio. 
Wagner!  William  D.,  WOC-Aivl-FIVI-TV  Davenport, 

win,  Theodore  R .  KADY  St.  Charles,  Mo. 
Wailes,  Lee  B.,  Storer  Bcstg.  Co.,  Miami  beach, 

Walker,  Fred,  WTTM  Trenton  N.J. 
Walker,  Harold  F.,  kounsavnie  Rauio  Stations,  At- 

Wafker3'  Larry,  WSOC  Bcstg  Co.,  Charlotte,  N.C. 
Walker',  Merrill  H.,  WOAP  Owosso,  Mich 
Walker,  William  L,  NAB,  Washington,  D  C 
Wall,    Thomas    H.,    Dow,    Lohnes    &  Albertson, 

Washington,  D.C. 
Wallace,  M.G.,  AT&T,  N.Y. 
Walt,  Norm,  WCBS-TV,  New  York. 
Wannamaker,  Allen,  WBIG  Greensboro,  N.C. 

»,  Gar'pearsSo"nTVkTTS:AM-FM-TV  Springfield 

Warden   W.  W.,  KOMO-AM-TV  Seattle 
Watkins,  F.A.,  KTHS,  Little  Rock,  Ark. 
Watts,  C.R.,  KVII  (TV)  Amarillo,  Tex. 
Watts   Duane  L,  KHAS-TV  Hastings,  Neb. 
Waugh,  Irving  C,  WSM-TV  Nashville. 


Wayland,  Charles  V.,  Fisher,  Wayland,  Duvall  & 

Southmayd,  Washington,  D.C. 
Waymire,  Dee,  KHQ  Spokane,  Wash. 
Wayne,  E.O.,  WJR  Detroit 
Wearn  Wilson  C,  WMRC  Greenville,  S.C. 
Weathers,  James  H.,  World  Bctsg.  System,  N.Y. 
Weathersby,  J.  Patrick,  WBRZ-TV  Baton  Rouge, 
La. 

Weaver,  Shelton,  WIIC  Inc.,  Pittsburgh. 
Weber,  Fred,  WSTV  Inc.,  Steubenville,  Ohio. 
Weber,  Louis  E.,  ASCAP,  N.Y. 
Webster,  Maurie  E.,  KCBS  San  Francisco 
Wehrman,  Harvey  E.,  KLZ  Denver 
Wehrmann,  H.F.,  WDOD  Chattanooga,  Tenn. 
Weis   Pierre,  Ziv-Economee  Tv  Programs,  N.Y. 
Weld'on,  James  0.,  Continental  Electronics  Mfg., 
Dallas. 

Weller,  Donald  A.,  WISN  Milwaukee,  Wis. 
Wells,  H.W.,  WFMW  Madisonville,  Ky. 
Welpott,   R.W.,  WRCV-AM-TV  Philadelphia. 
Werling,  Rupe,  WMAL  Washington,  D.C. 
Wetter  Edward,  Allen  Kander  &  Co.,  N.Y. 
Wheeler,  Edward  A.,  WEAW-AM-FM  Evanston,  III. 
Wheeler,  Edwin  K.,  WWJ-AM-FM-TV  Detroit. 
Whillock,  Westerman,  KBOI-AM-TV  Boise,  Idaho. 
Whitacre,  John,  WILS  Lansing,  Mich. 
White,  Pat  J.,  KTBS-TV  Shreveport,  La. 
Whitley,  Charles  W.,  WSOC  Charlotte,  N.C. 
Whitney,    George,    KFMB-AM-TV-KERO-TV  San 
Diego,  Calif. 

Whitney,  Philip,  Richard  F.  Lewis  Jr.,  Inc.,  Win- 
chester, Va. 

Whittemore,  Harry,  Visual  Electronics  Corp.,  N.Y. 
Wittenberg,  Lionel,  WISN  Milwaukee,  Wis. 
Wiig    Gunnar  0.,  WROC-TV  Rochester,  N.Y. 
Wilkey,  Gene,  KMOX-TV  St.  Louis. 
Wilkinson,  Oral  J.,  KMUR  Inc.,  Salt  Lake  City, 

Wilkinson,    Vernon    L.,    McKenna    &  Wilkinson, 

Washington,  D.C. 
Williams,  Charles  E.,  WAUX  Waukesha,  Wis. 
Williams,  Jack  G„  Standard  Rate  &  Data  Service, 

Evanston,  III. 
Williamson,  W.P.  Jr.,  WKBN  Broadcasting  Corp., 

Youngstown,  Ohio. 
Williamson,  W.P.  Ill,  WKBN  Broadcasting  Corp., 

Youngstown,  Ohio. 
Wilner,  John  T.,  WBAL  Baltimore 
Wilson   George,  WWTV  (TV)  Cadillac,  Mich. 
Wilson  James  C,  WOPI  Inc.,  Bristol,  Tenn. 
Wilson,  Robert,  KGUL-TV  Houston,  Tex. 
Wilson,  Robert  J.,  WHLD-AM-FM  Niagara  Falls, 

Wilson'   Thomas  W.,    Dow,   Lohnes  &  Albertson, 
wffi^fer^..  KCMC-TV,  Texarkana,  Tex. 
Wirth  Don  C,  WNAM  Neenah,  Wis. 
Wise, 'Bernard,  ITA,  Upper  Darby,  Penna 
Wise    Harry    Geo.  P.  Hollingbery  Co.,  N.Y. 
Warner  John  F.,  Stevens-Wismer  Bcstg.  Co.,  Port 

Huron,  Mich.  T  ... 

Witt  William  U.,  WTVT  (TV)  Tampa  Fla. 

■  Wolf'  Frederick,  WDOK  Cleveland,  Ohio. 

.      Wolfe,   Howard    H.,  WKNX-AM-TV  Sag,naw-Bay 

WoKende^Robert  C,  WMEV   Marion  Va 

■  Wolfson,  Louis,  WLOS-AM-TV  Ashev,  le,  N.C. 
Wood,  Robert,  KNXT  (TV)  Los  Angeles. 
Wooddell,  Ken,  WLBH-AM-FM,  Mattoon,  III. 
Wnnriland    Cecil,  WEJL,  Scranton,  Pa. 
Woodruff  '  J    W.,  Jr.,  WRBL-AM-FM-TV  Colum- 

Woboten,GHollis  R.,  WREC  Memphis  Tenn. 
Woolen    Hoyt  B.,  WREC-AM-TV  Memphis,  Tenn. 
Wray,  Charles  W„  KTBS-TV  Shreveport,  La. 
Wray   E.  Newton,  KTBS-TV  Shreveport,  La. 
Wriqht  Jay  W.,  KSL  Salt  Lake  City,  Utah 
Wright'  Robert  F.,  WTOK-TV,  Meridian  Miss. 
Wyatt  William  R.,  A.C.  Nielsen  Co.,  Chicago. 
Wyatt'  W.  Judd,  KMMO  Marshall,  Ma. 


Young,  Allan  S.,  Gill-Perna,  San  Francisco. 
Young,  Bill,  Screen  Gems,  N  Y. 
Young   J    Norman,  WCGC  Belmont,  N.C. 
Younger,  Charles  A.,  ABC,  N.Y. 


Zellmer,  Les,  WSJV-TV  &  WTRC  South  Bend-Elk- 

Zenmer/Lynn  R„  General  Electric  Co.,  Syracuse, 

ZeMhlr,  Fred  L,  Jr.,  KQV  Pittsburgh. 
Zillger,  William   H.,   Standard    Electronics,  Long 
Island  City,  N.Y. 
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PROGRAMMING. 


ASCAP  MUSIC  LICENSE  NEARER? 

Twice-stalled  radio  talks  resume,  30%  reduction  hinted 


A  settlement  of  negotiations  for  new 
ASCAP  music  licenses  for  radio  stations 
loomed  suddenly  and  unexpectedly  last 
week  after  twice-stalled  talks  were  re- 
sumed under  the  sponsorship  of  a 
federal  judge. 

Representatives  of  the  All-Industry 
Radio  Music  License  Committee  and 
those  of  ASCAP  were  reported  to  have 
reached  broad  agreement  on  terms  in- 
volving a  reduction  in  payments  re- 
quired under  the  contracts  that  expired 
Dec.  31,  but  the  details  and  the  final 
formula  remained  to  be  worked  out. 

Further  discussions  were  slated  for 
this  week.  The  atmosphere  and  progress 
made  in  last  week's  session  encouraged 
hope  that  final  agreement  would  be 
reached  in  these  further  talks.  The  ten- 
tative underlying  agreement,  subject  to 
polishing  of  details,  envisioned  a  five- 
year  renewal,  according  to  participants. 

Reductions  Reported  •  It  was  under- 
stood the  tentative  agreement  includes 


reductions  in  both  commercial  and  sus- 
taining fees  for  local  stations'  use  of 
ASCAP  music.  The  extent  of  the  re- 
ductions was  not  disclosed. 

When  and  if  final  agreement  is 
reached  by  the  negotiators,  the  All-In- 
dustry Committee  will  recommend  to  its 
subscribing  stations — and  the  ASCAP 
negotiators  to  top  ASCAP  officials— that 
the  terms  be  accepted.  It  will  be  for 
each  station  individually  to  decide 
whether  to  accept  or  reject  the  terms. 

The  resumption  of  negotiations  came 
Wednesday  in  the  chambers  of  Judge 
Sylvester  J.  Ryan  of  the  U.S.  District 
Court  for  the  Southern  District  of  New 
York.  The  session  was  to  hear  argument 
on  motions  for  the  court  to  set  interim 
fees  for  the  use  of  ASCAP  music  while 
the  court  went  through  a  rate  case  to 
decide  what  reasonable  fees  should  be. 
Some  685  stations  supporting  the  All- 
Industry  Committee  had  rejected  AS- 
CAP's  offer  of  one-year  renewal  of 


ASCAP  and  its  money 


ASCAP's  revenues  from  radio  and 
television  grew  from  $7  million  in 
1949  to  $23  million  in  1957.  This 
estimate  was  given  to  the  U.S.  Court 
of  Appeals  for  the  Southern  District 
of  New  York  last  week  by  Emanuel 
Dannett,  counsel  to  the  All-Industry 
Radio  Music  License  Committee. 

The  figures  were  contained  in  a 
36-page  affidavit  in  connection  with 
a  petition  asking  the  court  to  set 
reasonable  interim  fees  for  ASCAP 
music  (see  above).  They  were  de- 
scribed as  coming  from  "various 
sources"  and  as  possibly  containing 
"some  minor  inaccuracies  which 
ASCAP  is  invited  to  correct."  Par- 
ticipants said  that  at  the  hearing, 
held  in  the  judge's  chambers^ 
ASCAP  made  no  move  to  correct 
them. 

The  revenue  estimates  are  shown 
in  the  following  table  (1954  figures 
not  shown).  In  the  second  table, 
taken  from  a  House  Small  Business 
Subcommittee  report,  are  shown  the 
percentages  of  1957  ASCAP  reve- 
nues derived  from  various  sources 
and  the  way  ASCAP  assigned  per- 
formance   credits   to   the  various 


sources  in  making  its  distribution  to 
ASCAP  members  in  those  categories. 
ASCAP  revenue 
derived  from  radio-tv 


Year 
1949 
1950 
1951 
1952 
1953 
1955 
1956 
1957 


From  radio  From  tv  From  radio-tv 
(millions)    (millions)  (millions) 


$6.8 

$  0.2 

$  7.0 

8.0 

1.0 

9.0 

8.5 

3.0 

11.5 

8.5 

4.0 

12.5 

8.5 

6.0 

14.5 

9.0 

11.0 

20.0 

9.0 

13.0 

22.0 

9.0 

14.0 

23.0 

Percentage  of  ASCAP  income  and 
allocation  of  performance  credits  for 
1957 


Source  of  revenue 
Radio: 

Local  stations    33  03 

Networks    328 

Television: 

Local  stations    28  68 

Networks    23  42 

Bars,  grills,  taverns  and 

restaurants    3 10 

Nightclubs  and  lounges  227 

Hotels    1 54 

Dance  halls,  ballrooms 

and  skating  rinks  . . .  1.04 

Miscellaneous    2  22 

Wired  music    1.09 

Symphonic  and  concert  .  033 

Total   100.00 


%of 
total  credit 
considered 
%  of       in  royalty 
total  revenue  distribution 


24.0 
18.5 


11.5 
45.0 


1.0 
100.00 


the  old  licenses— and  its  contention 
that  "reasonable"  rates  should  be  much 
higher— and  had  asked  the  court  to 
determine  "reasonable  fees  under  the 
ASCAP  1950  consent  decree."  ASCAP 
earlier  had  asked  the  court  to  fix  interim 
fees. 

After  hearing  arguments  on  interim 
fees,  Judge  Ryan  suggested  a  basis  for 
resumption  of  negotiation— which  then 
got  underway  in  his  chambers.  If  the 
new  talks  prove  successful  and  stations 
accept  the  result,  the  court  case  pre- 
sumably will  be  dropped. 

Proposes  30%  Cut  •  Emanuel  Dan- 
nett, counsel  for  the  All-Industry  Com- 
mittee, had  filed  a  36-page  brief  pro- 
posing that  interim  fees  be  set  at  70% 
of  those  payable  under  the  expired  li- 
cense. He  based  his  argument  on  these 
grounds: 

"The  percentage  of  ASCAP's  com- 
positions used  by  local  radio  stations 
has  declined  by  approximately  40% 
of  the  total  music  broadcast  [since  the 
old  fees  were  set  in  1941];  the  size  of 
local  radio  stations'  audience  has  de- 
creased by  40%;  the  increase  in  the 
number  of  radio  stations  has  decreased 
the  average  local  radio  station's  net  in- 
come by  30%;  and  ASCAP's  revenue 
from  the  broadcast  industry  has  in- 
creased by  230%  [Editor's  Note:  see 
tables  this  page].  Any  one  of  these  cri- 
teria alone  warrants  a  30%  decrease  in 
the  local  radio  rates  contained  in  the 
1941  licenses." 

A  meeting  of  the  All-Industry  Com- 
mittee, headed  by  Robert  M.  Mason  of 
WMRN  Marion,  Ohio,  is  slated  in  New 
York  Thursday  (March  12). 

Pulitzer  for  tv  asked 

An  appeal  to  broaden  the  scope  of 
Pulitzer  Prizes  to  include  recognition 
for  original  television  plays,  broadcast 
news  and  documentaries  was  made  last 
week  by  Robert  W.  Sarnoff,  NBC 
board  chairman,  in  a  letter  to  Dean 
Edward  W.  Barrett  of  the  Columbia 
Graduate  School  of  Journalism.  The 
letter  will  be  submitted  for  considera- 
tion to  the  advisory  board  on  the 
Pulitzer  Prizes  at  the  next  annual  meet- 
ing April  24,  Mr.  Sarnoff  was  told. 

Recognition  would  be  in  keeping 
with  Joseph  Pulitzer's  conception  of  the 
prizes,  Mr.  Sarnoff  wrote,  because  he 
meant  them  "for  the  encouragement  of 
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public  service,  public  morals,  American 
literature  and  the  advancement  of  edu- 
cation." Mr.  Sarnoff  maintained  the 
new  prize  categories  would  be  feasible, 
would  not  be  unprecedented  and  would 
be  in  the  spirit  of  the  prize  donor's  own 
wishes. 

STATE  MUSIC  TAX 
BMI,  ASCAP  revenues 
vulnerable  under  bills 

Bills  which  would  impose  state  taxes 
or  elaborate  filing  requirements  on  per- 
forming rights  societies  such  as  BMI 
and  ASCAP  were  waiting  action  in  three 
state  legislatures  last  week. 

The  significance  of  the  bills,  observ- 
ers said,  could  be  drawn  from  the  fact 
that  ASCAP  last  week  sought  court  per- 
mission to  refuse  to  license  users  of  its 
music  in  one  state  (Washington)  which 
has  a  law  after  which  these  bills  appear 
to  be  patterned. 

Judge  Sylvester  J.  Ryan  of  the  U.S. 
Court  for  the  Southern  District  of  New 
York,  where  the  ASCAP  request  was 
made,  was  said  to  have  reserved  judg- 
ment during  a  hearing  conducted  in 
his  chambers. 

The  pending  bills  are  in  the  legisla- 
tures of  South  Dakota,  New  Mexico 
and  Texas.  Those  in  South  Dakota 
and  New  Mexico  had  passed  at  least 
one  legislative  house  last  week,  but  the 
Texas  bill  was  considered  likely  to  be 
dropped  or  modified. 

Much  Paper  Work  •  The  common 
factor  in  the  various  measures  was  said 
to  be  their  requirement  for  the  filing 
of  elaborate  detail  on  all  copyrighted 
works  before  they  can  be  offered  for 
licensing.  The  South  Dakota  bill  also 
would  impose  an  annual  franchise  tax 
of  25%  of  the  applicant's  entire  gross 
receipts  from  the  licensing  of  music 
compositions  within  the  state  during  the 
preceding  year.  The  New  Mexico  bill, 
in  addition  to  requiring  detailed  filings, 
would  impose  a  2%  tax  on  the  licensing 
organization's  gross  receipts  within  that 
state,  while  the  Texas  bill  would  put  a 
$100  tax  on  each  user  of  such  copy- 
righted music — stations,  nightclubs,  etc. 

The  South  Dakota  measure  had  a 
companion  bill  whose  purpose  was  not 
immediately  clear  to  legal  observers. 
This  bill  would  hold  that  when  any 
phonograph  record,  musical  transcrip- 
tion or  tape  recording  has  been  -sold 
or  leased  in  commerce  for  use  within 
this  state,"  then  "all  asserted  common 
law  rights  to  further  restrict  or  to  col- 
lect royalties  on  the  commercial  or 
other  public  use  made  of  any  such  re- 
corded performances  by  any  person  are 
hereby  abrogated  and  repealed." 

Observers  said  that  if  the  purpose 
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was  to  prevent  the  collection  of  per- 
forming rights  fees  on  copyrighted 
music,  the  bill  was  clearly  contrary  to 
the  federal  copyright  law  and  violated 
the  U.S.  Constitution. 

Broadcaster  Backing?  •  Whether  the 
bills  would  reach  enactment  stage — the 
South  Dakota  and  New  Mexico  legisla- 
ture were  near  adjournment  last  week 
— appeared  problematical.  Those  in 
South  Dakota  were  said  to  have  the 
backing  of  juke-box  interests — who 
themselves  pay  no  performing  rights 
fees  at  all — while  the  New  Mexico 
measure  was  said  to  have  the  support  of 
some  of  the  state's  broadcasters.  Coun- 
sel for  performing  rights  organiza- 
tions maintained  that  a  25%  tax  such 
as  proposed  in  South  Dakota  would  be 
"confiscatory"  to  the  point  of  illegality 
and  said  that  even  without  taxes  the 
filing  requirements  in  all  the  measures 
were  so  complex  as  to  make  it  difficult 
if  not  impossible  for  such  societies  to  do 
business  in  those  states.  If  taxes  were 
imposed,  authorities  asserted,  they  in- 
evitably would  be  passed  along  by  the 
performing  rights  organizations  to  the 
stations  and  other  users  of  the  music. 

Pioneers  like  Petrillo 

James  C.  Petrillo,  considered  an  ogre 
by  the  broadcasting  industry  during  his 
long  tenure  as  president  of  the  Ameri- 
can Federation  of  Musicians,  will  re- 
ceive a  special  citation  from  the  Broad- 
casting Pioneers  during  its  annual  din- 
ner in  Chicago  March  17. 

The  citation  to  Mr.  Petrillo  will 
read:  "for  his  understanding  of  broad- 
casting's problems  in  the  use  of  music 
on  the  air;  for  his  continuous  efforts 
throughout  the  years  to  bring  music  in 
all  forms  to  the  American  public;  for 
the  love  and  respect  he  has  earned 
through  his  inspired  leadership." 

The  pioneers'  Hall  of  Fame  Award, 
which  is  given  posthumously,  will  honor 
the  late  Walter  Wade,  president  of 
Wade  Adv.,  Chicago.  It  will  be  accept- 
ed by  his  son,  Henry  G.  Wade,  presi- 
dent of  the  agency.  Other  citations  will 
be  presented  to  Raymond  F.  Guy,  com- 
munications engineer;  Goar  Mestre, 
president  of  the  CMQ  Network,  Ha- 
vana, and  Don  McNeill,  host  on  ABC- 
TV's  Breakfast  Club. 

Educational  radio  aid 

Grants-in-aid  to  support  educational 
radio  programs  are  available  from  the 
National  Assn.  of  Educational  Broad- 
casters, Urbana,  111.,  the  National  Edu- 
cational Television  &  Radio  Center, 
Ann  Arbor,  Mich.,  reports.  Producers 
are  invited  to  apply  by  May  1  for 
grants  (less  than  $7,000)  for  educa- 
tional radio  programs  with  the  theme 
"The  American  in  the  20th  Century." 
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CBS  FILMS,  MGM-TV  DICKER 

Talking  about  distribution  agreement 


CBS  Films  would  like  a  tie-in  with 
MGM-TV. 

An  agreement,  if  consummated, 
would  work  this  way:  the  principals 
would  determine  which  MGM-TV  pro- 
duction CBS  Films  should  distribute. 
The  selected  properties  would  be  of- 
fered for  sale  to  any  network,  to  na- 
tional or  regional  advertisers  or  placed 
in  syndication  to  stations  (that  is,  mar- 
ket-per-market). 

This  essentially  is  the  proposal  of 
CBS  Films,  prompted  in  part  by  a 
search  for  new  film  production  to  beef 
up  its  inventory. 

Merle  S.  Jones,  president  of  CBS 
tv  stations  division  (which  includes  the 
film  entity),  notes  that  before  1958 
CBS  Films  was  receiving  for  syndica- 
tion two  to  four  properties  a  year  from 
CBS-TV.  But  this  situation  has  changed 
and  the  properties  haven't  been  coming 
in. 

In  an  interview  last  week,  Mr.  Jones 
indicated  that  a  meeting  would  be  com- 
ing up  this  week  in  New  York  with 
George  Shupert,  vice  president  in 
charge  of  tv  for  Metro-Goldwyn- 
Mayer.  Mr.  Shupert  for  the  past  week 
was  on  the  West  Coast  at  MGM  studios 

COLORCASBlN^ 

Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 


NBC-TV 

March  9-13,  16-18  (2-2:30  p.m.)  Truth 
or  Consequences,  participating  sponsors 
.  March  9-13,  16-18  (2:30-3  p.m.)  Hag- 
gis Baggis,  participating  sponsors. 

March  9,  16  (10-10:30  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
&  Newell  and  Pharmaceuticals  Inc.  through 
Parkson  Adv. 

March  io  (8-9  p.m.)  George  Gobel 
Show,  RCA  through  Kenyon  &  Eckhardt. 

March  11,  18  (8:30-9  p.m.)  The  Price 
is  Right,  Speidel  through  Norman,  Craig 
&  Kummel  and  Lever  through  J.  Walter 
Thompson. 

R^rc!)  i\18,  (9"9:30  p-m  )  mton 

Berle,  Kraft  Foods  Co.  through  J.  Walter 
Thompson. 

March  12  (9:30-10  p.m.)  The  Ford 
Show,  Ford  through  J.  Walter  Thompson 

March  12  (10:30-11  p.m.)  Masquerade 
Party,  P.  Lorillard  through  Lennen  & 
Newell. 

March  13  (7:30-8  p.m.)  Northwest  Pas- 
sage, Helene  Curtis  through  Edward  H 
Weiss. 

March  14  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

cuMarcL15  (7:30"9  P-m  )  Steve  Allen 
Show,  RCA  through  K&E  and  Mutual  of 
Omaha  through  Bozell  &  Jacobs  and  Du- 
Pont  through  BBD0. 

March  15  (9-10  p.m.)  Dinah  Shore 
Chevy  Show,  Chevrolet  through  Campbell- 
Ewald. 

March  15  (10-11  p.m.)  Frances  Lang- 
ford  Presents,  Rexall  Drugs  through  BBD0 

March  17  (8-9  p.m.)  Eddie  Fisher  Show, 
Liggett  &  Myers  through  McCann-Erick- 


where  production  for  tv  is  on  an  ac- 
celerated basis. 

CBS  Films,  says  Mr.  Jones,  takes 
the  position  that  in  tv  film  sales  and 
distribution,  both  domestic  and  for- 
eign, it  is  "second  to  none."  But  there 
is  a  time  lag  and  a  film  distributor  needs 
a  formidable  catalog. 

Based  on  current  indicators,  CBS 
Films  expects  sales  to  be  up  a  minimum 
of  25%  this  year  over  last,  and  the 
figure  will  more  likely  go  higher.  A 
50%  gain  is  mentioned  as  the  topside 
increase. 

CBS  Films  production  sources  now 
break  down  into  two  general  classifi- 
cations: those  conceived,  produced  and 
financed  by  CBS  Films  (four  to  five 
shows  this  year),  and  those  co-produced 
in  this  country  or  abroad  (also  four  to 
five  shows  this  year).  In  addition,  CBS 
Films,  on  a  more  "experimental"  basis, 
is  about  ready  to  go  with  its  first  taped 
series,  Theatre  for  a  Story,  produced 
by  Robert  Herridge.  The  first  show 
will  be  taped  on  April  2  (jazz  show  with 
Billie  Holiday,  Miles  Davis,  Ben  Web- 
ster and  Charles  Mingus).  It  will  be  fol- 
lowed by  two  other  tape  sessions  April 
10  and  17,  both  for  dramatic  pro- 
grams. 

MGM-TV's  production  plans  in  tele- 
vision are  heavy  (including  seven  film 
pilots),  and  Mr.  Shupert  has  been  busy 
working  on  a  sales  program.  MGM-TV 
announces  today  (March  9)  appoint- 
ment of  John  B.  Burns  as  director  of 
national  sales  (see  Week's  Headliners, 
page  10).  For  some  time  it  has  been 
considering  the  formation  of  its  own  dis- 
tribution facility. 

Ross  back  in  tv  film 

Martin  Ross,  one  of  the  founders  of 
National  Telefilm  Assoc.,  has  estab- 
lished Key  Productions  and  Teleworld 
in  Hollywood  for  the  production  and 
distribution  of  tv  programs.  Associated 
with  Mr.  Ross  in  the  new  organizations 
are  Robert  Lippert,  motion  picture  pro- 
ducer; Dave  Robbins,  lumber  tycoon 
who  formerly  owned  Kling  Studios, 
and  Charles  B.  Brown,  previously  vice 
president  of  Bing  Crosby  Enterprises 
and  before  that  director  of  advertising 
for  NBC  and  RCA  Victor. 

Key  already  has  five  half-hour  series 
in  production.  Ed  Leftwich,  Key  vice 
president  in  charge  of  production,  is 
producing  four,  and  the  other  is  by 
Sandy  Howard  Productions,  with  Key 
financing. 

Key  and  Teleworld  have  opened  of- 
fices at  8544  Sunset  Blvd.,  Hollywood 
46,  Calif.  Telephone  is  Olympia  2-4600. 
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ESSO  RESEARCH  works  wonders  with  oil 


Oil  helps  preserve  today  for  tomorrow 
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GENERAL  MOTORS  assigns 

the  biggest  share  of 
its  total  network  radio 
business  (91%  in  1958) 
to  CBS  Radio.  For  more 
power  on  the  road!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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Award  for  WCCO-TV 
as  'newsfilm  station' 

WCCO-TV  Minneapolis  has  been 
named  "Newsfilm  Station  of  the  Year" 
and  six  other  stations  received  citations 
in  the  16th  annual  newspicture  compe- 
tition sponsored  by  Encyclopaedia 
Britannica,  National  Press  Photog- 
raphers Assn.  and  the  U.  of  Missouri 
School  of  Journalism.  Awards  also  went 
to  network  and  independent  services. 

Other  stations  honored  for  excel- 
lence in  "photo-communication"  were 
WBBM-TV  Chicago,  WTVJ  (TV)  Mi- 
ami, KOMO-TV  Seattle,  WBZ-TV  Bos- 
ton, WHAS-TV  Louisville  and  WDAU- 
TV  Scranton,  Pa.  Tom  Priestly,  NBC 
News,  was  chosen  "cameraman  of  the 
year." 

A  total  of  52  stations  competed  in 
the  tv  newsfilm  division,  which  also  in- 
cluded first,  second  and  third  prizes, 
plus  honorable  mentions  for  spot  and 
general  news,  features,  sports,  docu- 
mentary. Judges  screened  187  film 
stories.  In  the  station  category  alone,  27 
outlets  were  entered. 

Judges  were  Howard  Kany,  manager 
of  CBS  Newsfilm  syndication;  Don 
Meaney,  NBC  national  tv  news  assign- 
ment editor;  Ralph  Renick  of  WTVJ 
and  president  of  Radio  Television  News 
Directors  Assn.,  and  Wendell  Hoffman, 
1957  "Newsfilm  Cameraman  of  the 
Year"  for  his  CBS  documentary  on 
Cuba's  Fidel  Castro. 

Standouts  •  Other  winners,  their  af- 
filiations and  film  subjects  follow: 

SPOT  NEWS 

First  prize:  Jack  White,  KTVT  (TV) 
Salt  Lake  City,  "Drowning";  second 
prize:  Paul  Bruck,  CBS  News,  "Street 
Combat  in  Beirut";  third  prize:  Maurice 
Levy,  NBC  News,  "Maria  Callas  in 
Dallas";  honorable  mentions:  Gene 
Barnes,  NBC  News,  "Malibu  Fire"; 
Richard  E.  Merkey,  WTVJ,  "Braniff 
Air  Crash";  Stan  Zieve,  WCCO-TV, 
"Colfax  Tornado." 

GENERAL  NEWS 

First  prize:  Keith  Leslie,  WTVJ, 
"Courtroom  Sentencing";  second  prize: 
G.  Bradford  Kress,  NBC  News,  "Un- 
known Soldier  Selected";  third  prize- 
Don  Norling,  CBS  News,  "Leopold  Re- 
leased at  Joliet";  honorable  mentions: 
Kung  Su  Kwon,  NBC  News,  "Gift  to 
Family  of  Girard  Victim";  Bruce 
Powell,  NBC  News,  "Atlas  Satellite 
Launching." 

FEATURE 

First  prize:  Mr.  Priestly,  NBC,  "Boy 
in  Shenandoah";  second  prize:  John 
Tiffin,  CBS  News,  "Tiddlywinks";  third 
prize:  Mr.  Powell,  NBC,  "Between  the 
Halves." 

SPORTS 

First  prize:  Gordon  Yoder,  Telenews, 


"Swim  and  Dive  Meet";  second  prize: 
Earl  Crotchett,  NBC  News,  "Indian- 
apolis Race  Wreck";  third  prize:  Frank 
Koza,  Telenews,  "Buckeyes  Upset  Big 
Ten  Champs";  special  citation:  Tele- 
news, for  Excellence  in  Sports  Cover- 
age. 

DOCUMENTARY 

First  prize:  Rolph  Gilhousen,  CBS 
News,  "Chinese  Communes";  second 
prize:  Mr.  Priestly,  NBC,  "American 
Stranger";  third  prize:  George  Mark- 
man,  CBS  News,  "Refugees  in  Tunis"; 
honorable  mentions:  Mr.  Levy,  NBC, 
"End  of  Southwest  Drought";  Joe  Fal- 
letta,  CBS  News,  "Kuwait";  special  cita- 
tion: Cameraman  John  J.  Davin  and 
news  staff  of  WHDH-TV  Boston  for  the 
documentary  "Inmate". 

SPECIAL  SOUND-FILM  AWARD 

Presented  to  a  single  story  in  the 
competition  which  demonstrates  especial 
achievement  by  a  cameraman  in  ob- 
taining sound-on-film:  Mr.  Bruck,  CBS, 
"Street  Combat  in  Beirut." 

ITC  cameras  to  grind 
nonstop  around  world 

The  sun  that  never  sets  on  the  Brit- 
ish Empire  also  shines  brightly  for  Jack 
Wrather. 

As  he  put  it  last  week:  Once  Inde- 
pendent Television  Corp.'s  tv  film  pro- 
duction is  underway,  "there  will  be 
weeks  at  a  time  when  the  sun  will  never 
set  on  cameras  turning  on  ITC  produc- 
tions." Mr.  Wrather,  ITC's  board  chair- 
man, said  12  major  tv  programs  will 
be  in  production  across  the  world  next 
month,  in  the  U.S.,  England,  Canada, 
Australia,  the  European  continent  and 
the  Near  East,  under  supervision  of 
Ted  Rogers,  ITC's  production  director. 

Here's  the  schedule  from  Mr.  Wrath- 
er: 

Hollywood— Robert  J.  Enders  now  is 
filming  Treasury  Agent  at  MGM  Stu- 
dios and  on  location  in  Washington 
with  Michael  Higgins  in  title  role;  Guns 
West  also  is  at  MGM,  for  which  shoot- 
ing began  March  2  and  starring  Wayne 
Morris  and  Jim  Westerfield;  Command 
(Everett  Sloane,  Ben  Cooper  and  Louis 
Jean  Heydt,  stars)  shoots  on  location 
March  16  in  Tucson;  Go  West,  Young 
Man  rolls  March  16;  The  Adventures 
of  Tom  Swift,  a  39-episode  Citadel  Pro- 
duction (stars  Gary  Vinson),  has  one 
segment  filmed  and  scripts  being  com- 
pleted for  remainder  of  series;  an  an- 
thology series,  21  already  completed, 
five  more  to  come  at  MGM  and  13  to 
be  filmed  in  England  during  summer; 
more  episodes  to  come  of  The  Gale 
Storm  Show  (Oh!  Susannah)  (goes  on 
ABC-TV). 

New  York — Now  before  the  camera 
is  Emergency!  starring  Arthur  Hill. 

London — The  Four  Just  Men  (Sap- 
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Olympic  outlook 

Year-ahead    planning   for  tv 
coverage  of  1960  Olympics— win- 
ter games  at  Squaw  Valley,  Calif, 
next  February  and  summer  games 
in  Rome  mid- 1960— is  already 
getting  underway,  but  planners 
don't  look  for  so  much  trouble 
as  at  Australia  Olympics  last  time. 
Tv  and  newsreels  have  now  been 
reclassified  as  news  media  (but 
with  limitations  to  keep  their  cov- 
erage in  news  rather  than  enter- 
tainment category),  so  apparently 
they  won't  be  faced  with  fee  de- 
mands that  led  them  to  pass  up 
Melbourne   events.   But  Squaw 
Valley's    location    poses  some 
problems:  it's  hard  to  get  to  for 
live    coverage.    One  possibility, 
both  here  and  in  Rome,  is  pool 
set  up  such  as  that  proposed  for 
Australia  coverage  but  blocked 
by    Olympics    committee's  de- 
mands for  money.  Representa- 
tives of  three  U.S.  tv  networks 
have  been  slated  to   meet  on 
preliminary  plans,   with  similar 
sessions  with  newsreel  authorities 
to  follow. 


phire  Films  Ltd.  in  association  with  The 
Jack  Wrather  Organization)  with  stars 
Dan  Daily,  Jack  Hawkins,  Vittorio  de 
Sica  and  Richard  Conte;  Interpol  Call- 
ing with  Charles  Korvin  in  lead.  Both 
films  also  will  be  on  location  in  various 
European  countries  and  in  the  Near 
East. 

Australia— Clarke  Reynolds  is  writ- 
ing and  Incorporated  Television  Pro- 
grammes Ltd.  will  produce  Whiplash 
with  star  to  be  announced  and  shooting 
slated  for  early  next  month. 

Canada — Cannonball  already  in  65 
markets,  continues  in  ITC  production. 

•  Program  notes 

•  Trans-Lux  Television  Corp.,  New 
York,  announced  Friday  (March  6)  that 
WNEW-TV  New  York  has  bought  the 
Felix  the  Cat  cartoon  series  for  an  esti- 
mated $500,000  marking  the  first  sale 
on  the  package  of  260  four-minute 
episodes.  Trans-Lux  Tv  is  making  the 
series  available  to  stations  throughout 
the  country  and  overseas.  It  is  being 
produced  by  Felix  the  Cat  Creations 
Inc.,  New  York,  for  starting  dates  in  the 
late  fall. 

•  NBC-TV  will  produce  a  new  film 
series,  Fibber  McGee  and  Molly,  with 
production  to  start  March  15  in  Holly- 
wood under  the  direction  of  Jim  Jordan 
Jr.,  son  of  Jim  and  Marian  Jordan  who 
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originated  and  starred  in  the  McGee 
and  Molly  radio  series.  The  new  series 
will  debut  in  network's  fall  lineup.  Five- 
minute  radio  segments  will  be  con- 
tinued on  NBC's  Monitor.  The  tv  roles 
will  be  played  by  different  actors,  it 
was  reported,  and  sponsorship  is  so 
far  unannounced. 

•  Panel  Programs  Inc.,  N.Y.,  has 
been  formed  to  package  "low-budget" 
entertainment  programs  for  tv.  Offices 
are  at  232  Madison  Ave.  Telephone: 
Murray  Hill  3-7095.  Officers  are  John 
Luter,  president  and  Hardy  Burt,  vice 
president  in  charge  of  production.  First 
program  to  be  packaged  by  Panel  Pro- 
grams Inc.  is  Let's  Face  Television,  a 
discussion  program  devoted  to  specific 
shows  on  tv. 

•  WAVE-TV  Louisville,  Ky.,  is  tele- 
casting visual  disaster  warnings,  as  well 
as  the  usual  aural  warnings,  for  the 
benefit  of  deaf  people  in  the  area. 

•  World  of  Fashions  Inc.,  N.Y.  reports 
that  its  World  of  Fashion  radio  pro- 
gram, featuring  fashion  consultant  Al- 
fred Davidson,  is  being  syndicated  to  12 
stations  under  new  format.  The  pro- 
gram, consisting  of  interviews  and  news, 
is  sent  to  stations  as  15  one-minute  fea- 
tures, which  can  be  scheduled  as  90- 
second  shows  (including  commercial) 
on  women's  interest  programs  or  on 
music-and-news  outlets.  World  of  Fash- 
ions Inc.  is  located  at  38  E.  57th  St., 
New  York,  N.Y.,  and  is  headed  by  pro- 
ducer W.H.  Bertanshaw. 
•  George  Murphy,  former  MGM  danc- 
ing star  and  now  Desilu  public  affairs 
vice  president,  will  be  featured  in  the 
studio's  You're  Only  Young  Twice.  The 
tv  series  is  about  a  couple  who  face  life 
after  their  children  are  married. 


•  Pageant  Productions  Inc.,  Hollywood, 
announces  that  Oscar  Nichols  has  con- 
tracted to  write  and  produce  Little  Man, 
Fast  Gun,  a  tv  series  about  the  life  of 
Al  Jennings,  described  as  "the  last  of 
the  legendary  frontier  outlaws."  Mr. 
Jennings,  95,  is  technical  editor. 

•  Modern  Broadcast  Sound  Co.,  Al- 
bany, New  York,  has  been  formed  by 
Kenneth  M.  Cooper  to  create  custom 
musical  identifications  for  radio  and  tv 
stations.  Mr.  Cooper  is  former  owner 
of  WTRY  Albany-Troy-Schenectady 
and  recent  buyer  of  WICC-AM-TV 
Bridgeport,  Conn.  Products  will  be 
demonstrated  at  Congress  Hotel,  Chi- 
cago, during  NAB  convention.  Address 
of  company  is  Box  1101,  Albany. 
•  The  Mirisch  Co.,  Hollywood,  has  con- 
tracted with  NBC-TV  to  produce  Wich- 
ita Town,  a  western  tv  series  starring 
Joel  McCrea.  There  will  be  a  minimum 
26  episodes.  NBC-TV  also  has  engaged 
Mirisch  to  make  a  pilot  film  of  The  Iron 


says  Charles  Keys,  General  Manager 

KOCO-TV 

OKLAHOMA  CITY 

Socko  — Popeye  wins  again!  One 
Popeye  hour  couldn't  satisfy  all 
the  sponsors  for  KOCO-TV  so  they 
had  to  schedule  a  second  one !  Here's 
the  record-breaking,  money-mak- 
ing story  from  Charles  Keys: 

"Clients  love  Popeye  even  more 
than  kids.  Phenomenal  Popeye 
sell-out  necessitates  scheduling 
additional  Popeye  Hour  Saturdays 
71  to  72  a.m.  Regular  Popeye 
Theatre  Monday  thru  Friday  6  to 
6:30  p.m.  scored  whopping  25.0 
Nov.  _Dec.  four  week  Nielsen." 

Popeye  has  been  piling  up  sponsors 
and  top  rating  scores  for  years.  Kids 
never  tire  of  him.  And  sponsors 
are  enthusiastic  about  the  recep- 
tion he  builds  for  their  products. 

Popeye  is  whaling  the  tar  out  of 
competition  for  KOCO-TV.  Want 
a  share  of  the  spinach?  Write  or 


phone: 


U.CLCI. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

I  NEW  YORK,  345  Madison  Ave.,  Murray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


Horseman,  a  tv  series  slated  for  produc- 
tion next  summer. 

•  Paris  fashions  are  to  be  the  focus  of 
an  hour-long  live  colorcast  next  fall. 
The  French  fashion  industry,  through 
Edward  Gottlieb  &  Assoc.,  has  granted 
exclusive  rights  to  the  William  Morris 
Agency  to  sell,  lease  or  license  the 
show  in  which  14  major  French  de- 
signers will  participate.  Planned  as  an 
entertainment  package  for  network  pres- 
entation, the  show  has  reportedly 
elicited  sponsor  interest. 

•  National  Telefilm  Assoc.,  N.Y.,  re- 
ports sales  of  its  Television  Hour  of 
Stars  series  to  11  additional  stations, 
raising  total  markets  sold  to  34.  Latest 
sales  were  to  KLZ-TV  Denver,  KSTP- 
TV  Minneapolis-St.  Paul,  WPST-TV  Mi- 
ami, WAVY-TV  Norfolk,  plus  WTVH 
(TV)  Peoria,  111.;  WTRI  (TV)  Albany 
N.Y.;  WKYT  (TV)  Lexington,  Ky.; 
KNOE-TV  Monroe,  La.;  KMMT  (TV) 
Austin,  Minn.;  KHOL-TV  Kearney 
Neb.,  and  WCIA  (TV)  Champaign,  111! 

•  American  Society  of  Composers,  Au- 
thors and  Publishers  in  1958  had  a  rec- 
ord income  of  $28,441,754,  George 
Hoffman,  comptroller,  reported  Feb. 
25  to  ASCAP  west  coast  members  in 


Los  Angeles.  ASCAP  has  distributed 
$23,261,671  to  its  members,  Mr.  Hoff- 
man said.  The  organization's  expenses 
of  $5,180,083  amounted  to  only  18% 
of  its  gross  income,  he  noted. 

•  Over  $3  million  was  spent  last  year 
by  foreign  television  stations  in  pur- 
chases of  United  Artists  Associated  mo- 
tion picture  library,  it  has  been  re- 
ported. 

•  Four  i  Productions,  new  tv  packaging 
company,  has  established  offices  at  510 
Madison  Ave.,  N.Y.  Telephone:  Eldo- 
rado 5-5633.  Donald  Kurz  and  Jay 
Weitzner  are  partners  in  firm. 

•  A  directory  of  radio-tv  news  depart- 
ments of  all  stations  in  Illinois  (and 
adjoining  areas)  has  been  printed  and 
distributed  by  the  Illinois  News  Broad- 
casters Assn.  Copies  have  gone  to  INBA 
members  and  additional  copies  are 
available  to  non-members  at  $1  each 
from  Prof.  Donald  E.  Brown,  U.  of 
Illinois,  at  the  university's  College  of 
Journalism  and  Communications. 

•  ABC  Films  has  sold  its  J.  Arthur 
Rank  Festival  35  package  to  WHDH- 
TV    Boston,    WTVJ    (TV)  Miami. 


WDAU-TV  Scranton,  WMAR-TV  Bal- 
timore, KTVU  (TV)  San  Francisco 
KOMO-TV  Seattle,  WNEW-TV  New 
York  and  WGAL-TV  Lancaster,  Pa. 
The  Rank  "Special  Six"  feature  pack- 
age has  been  bought  by  WBRZ  (TV) 
Baton  Rouge,  KDKA-TV  Pittsburgh 
WSM-TV  Nashville,  KOA-TV  Denver" 
WREC-TV  Memphis,  KROC-TV  Roch- 
ester, and  KHSL-TV  Chico,  Calif. 

•  Official  Films,  N.Y.,  reports  it  has 
acquired  distribution  rights  to  a  new 
half-hour  tv  film  series,  Police  Station, 
which  is  being  produced  by  Sandy 
Howard  Productions,  N.Y. 

•  Nominations  for  the  1959  advertis- 
ing Woman  of  the  Year  are  currently 
being  accepted  by  the  Advertising  Fed- 
eration of  America.  The  award  is  open 
to  all  women  in  advertising.  Entries 
should  be  mailed  no  later  than  April  5 
to  AFA.  250  W.  57th  St.,  New  York 
19.  This  year's  judges  will  include  Dr. 
Earl  English,  dean,  School  of  Journa- 
lism, U.  of  Missouri;  Mary  Busch 
executive  vice  president,  Emery  Ad- 
vertising Co.,  Baltimore;  Ray  Krings, 
advertising  manager,  Anheuser-Busch 
Inc.,  St.  Louis. 


schafer 

AUTOMATIC  PROGRAMMER 

-complete  and  true  automation  for  radio  stations 

The  highly  successful  Schafer  M-60  provides 
up  to  24  hours  of  fully  automated  program- 
ming. Material  can  be  prepared  in  a  fraction 
of  air  time  and  program  format  may  be  inter- 
rupted or  changed  at  any  time  without  interfer- 
ing with  the  timing.  Schafer  Automation  offers 
an  economical  and  practical  solution  to  many 
of  your  operating  problems. 

price:  $7950  or  terms        lease:  $200  per  month  W&k 

Write  for  complete  catalog  information  or  an 
actual  demonstration  at  your  station. 


see  the  M-60 
in  operation  . . . 
NAB  CONVENTION 
March  15-18,  1959 


schafer  custom  engineering 

120  (PROGRAMMING) 


235  So.  Third  St.,  Burbank,  Califo 
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FATES  &  FORTUNES 


Advertisers 

•  Gen.  Edwin  W.  Rawlings  (U.S.  Air 
Force,  ret.),  elected  to  board  of  direc- 
tors of  General  Mills  Co.,  Minneapolis, 
and  appointed  financial  v.p.  At  time 
of  his  retirement  last  month,  Gen. 
Rawlings  was  commander  of  air  ma- 
,  teriel  command. 

iji  Robert  E.  Kahl,  assistant  v.p.  in 
charge  of  marketing  of  Borden  Foods 
Co.,  appointed  v.p.  in  charge  of  mar- 
keting. 

o  Wilbur  E.  Rehmann,  formerly  gen- 
eral sales  and  advertising  manager  of 
Hawthorn-Mellody  Farms  Dairy,  ap- 
pointed promotion  director  of  Ameri- 
can Dairy  Assn.,  Chicago. 


Agencies 

•  Sheldon  Mover,  v.p.  of  D.P.  Brother 
&  Co.,  Detroit,  promoted  to  senior  v.p. 
Three  other  v.p.'s  similarly  elevated  to 
senior  v.p.:  Thomas  J.  King  and  Ken- 
neth G.  Manuel,  both  Detroit,  and 
Frank  E.  Egan,  N.Y. 


Mr.  Wolff 


Mr.  Prochazka 


©  Otto  Prochazka, 
formerly  of  Benton  & 
Bowles  as  v.p.  and 
creative  supervisor 
and  before  that,  An- 
derson &  Cairns  as 
creative  director,  to 
Compton  Adv.,  N.Y., 
as  v.p.  and  assistant 
creative  director. 


•  Robert  E.  Anderson,  v.p.  in  charge 
of  BBDO's  Detroit  office,  and  McDon- 
ald Gillespie,  v.p.  and  account  super- 
visor, BBDO,  N.Y.,  elected  directors. 

•  Gail  M.  Raphael,  formerly  v.p.  of 
Lennen  &  Newell,  to  Doherty,  Clifford, 
Steers  &  Shenfield,  N.Y.,  as  v.p.  and 
copy  supervisor. 

•  Herbert  King,  controller  of  Sulli- 
van, Stauffer,  Colwell  &  Bayles,  N.Y., 
elected  treasurer.  Nelson  O.  Argueso, 
formerly  treasurer  of  Doherty,  Clifford, 
Steers  &  Shenfield,  N.Y.,  succeeds  Mr. 
King  as  controller.  T.  Newton  Weath- 
erby,  former  SSC&B  treasurer,  named 
v.p.,  director,  and  chief  administrative 
officer. 

•  A.  Michael  Frothingham,  Ted  Bates 
&  Co.,  N.Y.,  general  counsel,  elected 
secretary  and  v.p. 

•  Michael  W.  Gradle,  manager  of 
Hollywood  office  of  Needham,  Louis  & 
Brorby,  elected  v.p. 


e  Nat  Wolff,  59, 
v.p.  in  radio-tv  de- 
partment of  Young  & 
Rubicam,  N.Y.,  died 
Tuesday  (March  3) 
in  Roosevelt  Hospital, 
N.Y.,  during  explora- 
tory throat  operation. 
Mr.  Wolff  was  ap- 
pointed to  Y&R  post 
several  weeks  ago  (Week's  Headlin- 
ers,  Jan.  12).  He  started  with  Buffalo 
Broadcasting  Corp.,  served  with  MGM, 
later  became  talent  representative.  He 
joined  Y&R  in  1951  as  v.p.  in  charge 
of  radio  and  tv  production,  left  in  1956 
to  become  NBC's  director  of  program 
development  and  in  1957  was  made 
partner  in  Don  Sharpe  Enterprises, 
packaging  firm.  Surviving  are  his  wife, 
actress  Edna  Best;  his  mother,  Mrs. 
Minna  Wolff,  and  stepdaughter,  actress 
Sarah  Marshall. 

a  Thomas  J.  Carnese,  Edward  A. 
Grey  William  A.  O.  Gross,  William 
E  Hatch,  Walter  W.  McKee,  Dan 
Rodgers  and  Allen  M.Whitlock,  all 
v.p.'s  of  Ted  Bates  &  Co.,  N.Y.,  pro- 
moted to  senior  v.p.'s.  Agency  was  in- 
advertently given  as  Grey  Adv.  last 
week  (Broadcasting,  March  2). 

•  John  Heverly,  v.p.  and  account  ex- 
ecutive of  Botsford,  Constantine  & 
Gardner,  Seattle.  Wash.,  has  resigned. 

•  June  Barth,  v.p.  and  publicity  direc- 
tor of  Carson/ Roberts,  L.A.,  to  resign 
April  1. 

•  Guy  S.  Warren  Jr.  has  resigned  as 
executive  v.p.  of  D.P.  Brother  &  Co., 
Detroit. 

•  John  D.  Lucas,  66,  v.p.  of  Charles 
W.  Hoyt  Co.,  NY.,  died  March  3  in 
New  York. 


o  Irving  Smith  Kogan,  with  Hicks  & 
Greist,  N.Y.,  since  1957  as  director  of 
public  relations  and  made  v.p.  in  1958, 
elected  to  board  of  directors. 

•  Donald  Clark,  assistant  to  president 
of  Sudler  &  Hennessey  Inc.,  N.Y.,  and 
Stuart  Williams  and  James  Col- 
lette,  S&H  account  executives,  named 
v.ps. 

•  Edwin  W.  Bodensiek,  Fuller  &  Smith 
&  Ross,  N.Y.  account  executive,  pro- 
moted to  merchandising  director. 

•  Thomas  J.  Maynard,  media  super- 
visor, Young  &  Rubicam,  Detroit, 
named  director  of  media  relations  and 
planning,  succeeding  Rodney  C.  Hol- 


STEWART-WARNER  (Alemite 
Division)  returns  to  network 
radio-CBS  Radio-with 
its  biggest  appropriation 
in  years.  PCP  was  the 
additive  that  did  it!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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Horseman,  a  tv  series  slated  for  produc- 
tion next  summer. 

•  Paris  fashions  are  to  be  the  focus  of 
an  hour-long  live  colorcast  next  fall. 
The  French  fashion  industry,  through 
Edward  Gottlieb  &  Assoc.,  has  granted 
exclusive  rights  to  the  William  Morris 
Agency  to  sell,  lease  or  license  the 
show  in  which  14  major  French  de- 
signers will  participate.  Planned  as  an 
entertainment  package  for  network  pres- 
entation, the  show  has  reportedly 
elicited  sponsor  interest. 

•  National  Telefilm  Assoc.,  N.Y.,  re- 
ports sales  of  its  Television  Hour  of 
Stars  series  to  11  additional  stations, 
raising  total  markets  sold  to  34.  Latest 
sales  were  to  KLZ-TV  Denver,  KSTP- 
TV  Minneapolis-St.  Paul,  WPST-TV  Mi- 
ami, WAVY-TV  Norfolk,  plus  WTVH 
(TV)  Peoria,  111.;  WTRI  (TV)  Albany 
N.Y.;  WKYT  (TV)  Lexington,  Ky.; 
KNOE-TV  Monroe,  La.;  KMMT  (TV) 
Austin,  Minn.;  KHOL-TV  Kearney, 
Neb.,  and  WCIA  (TV)  Champaign,  111. 

•  American  Society  of  Composers,  Au- 
thors and  Publishers  in  1958  had  a  rec- 
ord income  of  $28,441,754,  George 
Hoffman,  comptroller,  reported  Feb. 
25  to  ASCAP  west  coast  members  in 


Los  Angeles.  ASCAP  has  distributed 
$23,261,671  to  its  members,  Mr.  Hoff- 
man said.  The  organization's  expenses 
of  $5,180,083  amounted  to  only  18% 
of  its  gross  income,  he  noted. 

•  Over  $3  million  was  spent  last  year 
by  foreign  television  stations  in  pur- 
chases of  United  Artists  Associated  mo- 
tion picture  library,  it  has  been  re- 
ported. 

•  Four  i  Productions,  new  tv  packaging 
company,  has  established  offices  at  510 
Madison  Ave.,  N.Y.  Telephone:  Eldo- 
rado 5-5633.  Donald  Kurz  and  Jay 
Weitzner  are  partners  in  firm. 

•  A  directory  of  radio-tv  news  depart- 
ments of  all  stations  in  Illinois  (and 
adjoining  areas)  has  been  printed  and 
distributed  by  the  Illinois  News  Broad- 
casters Assn.  Copies  have  gone  to  INBA 
members  and  additional  copies  are 
available  to  non-members  at  $1  each 
from  Prof.  Donald  E.  Brown,  U.  of 
Illinois,  at  the  university's  College  of 
Journalism  and  Communications. 

•  ABC  Films  has  sold  its  J.  Arthur 
Rank  Festival  35  package  to  WHDH- 
TV    Boston,    WTVJ    (TV)  Miami, 


WDAU-TV  Scranton,  WMAR-TV  Bal- 
timore, KTVU  (TV)  San  Francisco, 
KOMO-TV  Seattle,  WNEW-TV  New 
York  and  WGAL-TV  Lancaster,  Pa. 
The  Rank  "Special  Six"  feature  pack- 
age has  been  bought  by  WBRZ  (TV) 
Baton  Rouge,  KDKA-TV  Pittsburgh, 
WSM-TV  Nashville,  KOA-TV  Denver! 
WREC-TV  Memphis,  KROC-TV  Roch- 
ester, and  KHSL-TV  Chico,  Calif. 

•  Official  Films,  N.Y.,  reports  it  has 
acquired  distribution  rights  to  a  new 
half-hour  tv  film  series,  Police  Station, 
which  is  being  produced  by  Sandy 
Howard  Productions,  N.Y. 

•  Nominations  for  the  1959  advertis- 
ing Woman  of  the  Year  are  currently 
being  accepted  by  the  Advertising  Fed- 
eration of  America.  The  award  is  open 
to  all  women  in  advertising.  Entries 
should  be  mailed  no  later  than  April  5 
to  AFA.  250  W.  57th  St.,  New  York 
19.  This  year's  judges  will  include  Dr. 
Earl  English,  dean,  School  of  Journa- 
lism, U.  of  Missouri;  Mary  Busch, 
executive  vice  president,  Emery  Ad- 
vertising Co.,  Baltimore;  Ray  Krings, 
advertising  manager,  Anheuser-Busch 
Inc.,  St.  Louis. 


schafer 

AUTOMATIC  PROGRAMMER 

-complete  and  true  automation  for  radio  stations 

The  highly  successful  Schafer  M-60  provides 
up  to  24  hours  of  fully  automated  program- 
ming. Material  can  be  prepared  in  a  fraction 
of  air  time  and  program  format  may  be  inter- 
rupted or  changed  at  any  time  without  interfer- 
ing with  the  timing.  Schafer  Automation  offers 
an  economical  and  practical  solution  to  many 
of  your  operating  problems. 

price:  $7950  or  terms       lease:  $200  per  month 

Write  for  complete  catalog  information  or  an 
actual  demonstration  at  your  station. 


see  the  M-60 
in  operation  . . . 
NAB  CONVENTION 
March  15-18, 1959 


schafer  custom  engineering 
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235  So.  Third  St.,  Burbank,  California 
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Advertisers 

•  Gen.  Edwin  W.  Rawlings  (U.S.  Air 
Force,  ret.),  elected  to  board  of  direc- 
tors of  General  Mills  Co..  Minneapolis, 
and  appointed  financial  v. p.  At  time 
of  his  retirement  last  month,  Gen. 
Rawlings  was  commander  of  air  ma- 
teriel command. 

•  Robert  E.  Kahl,  assistant  v.p.  in 
charge  of  marketing  of  Borden  Foods 
Co.,  appointed  v.p.  in  charge  of  mar- 
keting. 

o  Wilbur  E.  Rehmann,  formerly  gen- 
eral sales  and  advertising  manager  of 
Hawthorn-Mellody  Farms  Dairy,  ap- 
pointed promotion  director  of  Ameri- 
can Dairy  Assn.,  Chicago. 


Agencies 

•  Sheldon  Moyer,  v.p.  of  D.P.  Brother 
&  Co.,  Detroit,  promoted  to  senior  v.p. 
Three  other  v.p.'s  similarly  elevated  to 
senior  v.p.:  Thomas  J.  King  and  Ken- 
neth G.  Manuel,  both  Detroit,  and 
Frank  E.  Egan,  N.Y. 


trA 

Mr.  Prochazka 


©  Otto  Prochazka, 
formerly  of  Benton  & 
Bowles  as  v.p.  and 
creative  supervisor 
and  before  that,  An- 
derson &  Cairns  as 
creative  director,  to 
Compton  Adv.,  N.Y., 
as  v.p.  and  assistant 
creative  director. 


I 


•  Robert  E.  Anderson,  v.p.  in  charge 
of  BBDO's  Detroit  office,  and  McDon- 
ald Gillespie,  v.p.  and  account  super- 
visor, BBDO,  N.Y.,  elected  directors. 

•  Gail  M.  Raphael,  formerly  v.p.  of 
Lennen  &  Newell,  to  Doherty,  Clifford, 
Steers  &  Shenfield,  N.Y.,  as  v.p.  and 
copy  supervisor. 

•  Herbert  King,  controller  of  Sulli- 
van, Stauffer,  Colwell  &  Bayles,  N.Y., 
elected  treasurer.  Nelson  O.  Argueso, 
formerly  treasurer  of  Doherty,  Clifford, 
Steers  &  Shenfield,  N.Y.,  succeeds  Mr. 
King  as  controller.  T.  Newton  Weath- 
erby,  former  SSC&B  treasurer,  named 
v.p.,  director,  and  chief  administrative 
officer. 

•  A.  Michael  Frothingham,  Ted  Bates 
&  Co.,  N.Y.,  general  counsel,  elected 
secretary'  and  v.p. 

•  Michael  W.  Gradle,  manager  of 
Hollywood  office  of  Needham,  Louis  & 
Brorby,  elected  v.p. 
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o   Nat  Wolff,  59. 
v.p.   in   radio-tv  de- 
partment of  Young  & 
Rubicam,  N.Y.,  died 
Tuesday   (March  3) 
in  Roosevelt  Hospital, 
N.Y.,  during  explora- 
tory throat  operation. 
Mr.   Wolff   was  ap- 
pointed to  Y&R  post 
several  weeks  ago  (Week's  Headlin- 
ers,  Jan.  12).  He  started  with  Buffalo 
Broadcasting  Corp.,  served  with  MGM. 
later  became  talent  representative.  He 
joined  Y&R  in  1951  as  v.p.  in  charge 
of  radio  and  tv  production,  left  in  1956 
to  become  NBC's  director  of  program 
development  and  in  1957  was  made 
partner   in   Don   Sharpe  Enterprises, 
packaging  firm.  Surviving  are  his  wife, 
actress  Edna  Best;  his  mother,  Mrs. 
Minna  Wolff,  and  stepdaughter,  actress 
Sarah  Marshall. 

o  Thomas  J.  Carnese.  Edward  A. 
Grey,  William  A.  O.  Gross,  William 
E  Hatch,  Walter  W.  McKee,  Dan 
Rodgers  and  Allen  M.Whitlock,  all 
v.p.'s  of  Ted  Bates  &  Co.,  N.Y.,  pro- 
moted to  senior  v.p.'s.  Agency  was  in- 
advertently given  as  Grey  Adv.  last 
week  (Broadcasting,  March  2). 

•  John  Heverly.  v.p.  and  account  ex- 
ecutive of  Botsford,  Constantine  & 
Gardner,  Seattle.  Wash.,  has  resigned. 

•  June  Barth,  v.p.  and  publicity  direc- 
tor of  Carson/ Roberts,  LA.,  to  resign 
April  1. 

•  Guy  S.  Warren  Jr.  has  resigned  as 
executive  v.p.  of  D.P.  Brother  &  Co., 
Detroit. 

•  John  D.  Lucas.  66,  v.p.  of  Charles 
W.  Hoyt  Co..  NY.,  died  March  3  in 
New  York. 


o  Irving  Smith  Kogan,  with  Hicks  & 
Greist,  N.Y.,  since  1957  as  director  of 
public  relations  and  made  v.p.  in  1958, 
elected  to  board  of  directors. 

•  Donald  Clark,  assistant  to  president 
of  Sudler  &  Hennessey  Inc.,  N.Y.,  and 
Stuart  Williams  and  James  Col- 
lette.  S&H  account  executives,  named 
v.ps. 

•  Edwin  W.  Bodensiek,  Fuller  &  Smith 
&  Ross,  N.Y.  account  executive,  pro- 
moted to  merchandising  director. 

•  Thomas  J.  Maynard,  media  super- 
visor, Young  &  Rubicam,  Detroit, 
named  director  of  media  relations  and 
planning,  succeeding  Rodney  C.  Hol- 


STEWART-WARNER  (Alemite 

Division)  returns  to  network 
radio-CBS  Radio-with 
its  biggest  appropriation 
in  years.  PCP  was  the 
additive  that  did  it!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


brook,  transferred  to  New  York  office. 

•  Leo  Higdon,  formerly  of  Leo  Burnett 
Co.  as  copy  supervisor,  and  Bernard 
Lubar,  formerly  copy  group  head  of 
McCann-Erickson,  named  creative  su- 
pervisors, Benton  &  Bowles,  N.Y.  Jere- 
miah C.  Harmon,  previously  copy 
chief  of  BBDO's  Pittsburgh  office, 
named  copy  group  head  at  B&B. 

•  Lou  Lalko,  formerly  of  Manufac- 
turer's Products,  Milwaukee,  named  art 
director  of  Scott  Henderson  Adv., 
Tucson,  Ariz.  Robert  Fink,  formerly 
production  head  of  printing  firm,  Kel- 
ler-Crescent, Evansville,  Ind.,  to  agency 
as  account  executive  and  production 
head. 

•  Vernon  Morelock,  formerly  v.p.  of 
Winius-Brandon  Adv.,  St.  Louis,  named 
v.p.  and  account  executive  of  Lowe 
Runkle  Co.,  Oklahoma  City. 

•  George  E.  Halleman  Jr.,  formerly 
of  NBC  Spot  Sales,  Chicago,  to  Dun- 
can Scott  &  Co.,  L.A.,  as  head  of  radio- 
tv  department. 

•  Robert  Otter,  art  director  at  Doner 
&  Peck,  N.Y.,  named  executive  art  di- 
rector and  head  of  creative  services. 

•  Charles  W.  Tennant  Jr.,  formerly 
account  supervisor  on  Pharma-Craft 
(Coldene,  Fresh  products)  account  at 
J.  Walter  Thompson  Co.,  Chicago,  and 
previously  advertising  director  of  Miles 
Labs,  Elkhart,  Ind.,  to  Leo  Burnett  Co., 
that  city,  as  account  supervisor. 

•  Art  Lamb,  formerly  air  personality 
of  WRC-TV  Washington,  joins  Larra- 
bee  Assoc.,  that  city,  as  account  super- 
visor. 

•  Lloyd  G.  Delaney,  formerly  of  Kud- 
ner  Agency,  to  William  Esty  Co.,  N.Y., 
as  account  executive  on  Sun  Oil  Co. 

•  Larry  Holder,  formerly  account 
executive  of  BBDO,  N.Y.,  to  Bozell  & 
Jacobs,  N.Y.,  as  account  executive  on 
Mutual  of  Omaha. 

•  Louis  Carrafiello,  formerly  of 
Pfizer  Labs,  to  account  staff  of  Erwin 
Wasey,  Ruthrauff  &  Ryan,  N.Y.,  on 
American  Cyanamid  Co.  account. 

•  Compton  S.  Jones,  formerly  public 
relations  account  executive  of  J.  Walter 
Thompson  in  Washington,  D.C.,  to 
Ketchum,  MacLeod  &  Grove  in  similar 
capacity  in  agency's  Washington  of- 
fice. 

•  Don  B.  Amsden,  with  Allen  &  Reyn- 
olds Adv.,  Omaha,  Neb.,  past  10  years, 
named  manager  of  radio-tv  department. 
Robert  Spittler,  formerly  producer- 
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director  of  WOW-TV  Omaha,  to  A&R 
as  production  assistant. 

•  John  Anthony,  formerly  public  rela- 
tions account  executive  at  Hazard  Adv., 
and  Jeanne  Taylor,  previously  in  public 
relations  department  of  J.M.  Hickerson 
Inc.,  to  J.M.  Mathes  Inc.,  N.Y.,  in  pub- 
lic relations  and  publicity  department. 

•  George  Cisneros,  formerly  of  Gay- 
nor  &  Ducas  Inc.  and  Buchanan  Co., 
both  New  York,  to  Erwin  Wasey,  Ruth- 
rauff &  Ryan  Inc.,  N.Y.,  as  production 
manager. 

•  Nick  Gibson,  formerly  of  Compton 
Adv.,  N.Y.,  as  producer,  to  Kenyon  & 
Eckhardt,  that  city,  as  commercial  pro- 
ducer. 

•  Arthur  Burdge,  formerly  president 
of  Direct  Mail  Assn.,  to  Young  &  Rubi- 
cam,  N.Y.,  copy  department. 

•  Carl  Green,  formerly  of  Henry  C. 
Brown  Agency,  New  York  talent  agent, 
as  tv  consultant  and  package  producer, 
to  Ted  Bates  &  Co.,  N.Y.,  as  tv-radio 
supervisor. 

•  Dexter  E.  Glunz,  formerly  v.p., 
copy  chief  and  member  of  Dancer- 
Fitzgerald-Sample's  New  York  creative 
review  board,  to  copy  department  of 
Los  Angeles  office  of  BBDO. 

•  Joseph  C.  Hantin,  formerly  editor 
of  newsprint  department,  American 
Newspapers  Publishers  Assn.,  to  Radio 
Advertising  Bureau  as  promotion  writer; 
Frances  Newton,  previously  librarian 
with  BBDO,  joins  RAB  as  chief  li- 
brarian. 

•  William  A.  Gregg  Jr.,  formerly  of 
Scripture  Press,  Wheaton,  111.,  to  Clinton 
E.  Frank,  Chicago,  as  illustrator  in  art 
department. 


Networks 

•  Peter  Affe,  director  of  operations 
WRCA-AM-FM-TV  New  York,  ap- 
pointed manager  of  facilities  planning 
and  utilization  for  NBC-TV. 

•  David  Dortort,  producer  of  NBC- 
TV's  Restless  Gun,  has  signed  long- 
term  contract  with  network,  with  first 
assignment  as  producer  of  Bonanza, 
new  hour-long  western  series. 

•  Georgiana  Carhart,  93,  star  of 
ABC-TV's  Life  Begins  At  Eighty,  series 
discontinued  in  1956,  died  March  2  in 
•New  York.  Mrs.  Carhart  also  made 
several  guest  appearances  on  NBC-TV's 
Jack  Paar  Show. 

Stations 

•  Frank  Atlass,  program  director  at 
WBBM-TV   Chicago,   appointed  gen- 


eral sales  manager,  succeeding  George 
J.  Arkedis,  newly-named  v.p.  in  Chi- 
cago of  CBS  Radio  Network  Sales 
(Week's  Headliners,  Feb.  23). 

•  Jack  Sandler,  gen- 
eral manager  of 
WQAM  Miami,  Storz 
station,  named  v.p.  of 
corporation.  Mr.  San- 
dler will  continue  as 
local  and  national 
sales  manager. 

Mr.  Sandler 


Mr.  Beaston 


•  Gene  P.  Loffler, 
formerly  v.p.  and  general  manager  of 
KICA-AM-TV  Clovis,  N.M.,  named 
executive  v.p.  in  charge  of  KQTV  (TV) 
Fort  Dodge,  Iowa. 

•  Floyde  E.  (Bud) 
Beaston,  with  Storer 
Broadca  sting  Co. 
since  1957  and 
named  midwest  sales 
manager  for  radio-tv 
in    1958,  appointed 
general  sales  manager 
of  WSPD-TV  Toledo, 
Ohio,  succeeding  Wil- 
liam Ashworth,  who  moves  to  New 
York   as  national  sales  manager  of 
WSPD-TV.   Francis  X.  McNerney, 
station  account  executive,  named  local 
sales  manager. 

•  Charles  Boland,  formerly  of  KBOX 
Dallas  and  KWTX-TV  Waco,  both 
Texas,  to  KIXZ  Amarillo,  Tex.,  as  gen- 
eral manager. 

•  William  F.  Russell,  formerly  of 
WKYW  Louisville,  to  WSON-AM-FM 
Henderson,  both  Kentucky,  as  station 
director.  Betty  Davis,  formerly  of 
WIKY-AM-FM  Evanvsille,  Ind.,  to 
WSON  as  continuity  director. 

•  Leonard  Bridge,  controller  and  as- 
sistant secretary-treasurer  of  WOOD- 
AM-TV  Grand  Rapids,  Mich.,  named 
business  manager  and  assistant  secre- 
tary-treasurer. 

•  Edward  J.  Hennes- 
sy,  formerly  general 
manager  of  WEAT- 
TV  West  Palm  Beach, 
Fla.,    named  general 
sales  manager  of 
WAVY-TV  Norfolk- 
Portsmouth,  Va.  Mr. 
Hennessy  was  previ- 
Mr.  Hennessy        ously    general  sales 
manager  of  WTVM  (TV)  Columbus, 
Ga. 

•  Lewis  Dickey,  formerly  eastern  di- 
vision manager  in  New  York  for  Guild 
Films,  named  local  sales  manager  of 
WAGA-TV  Atlanta,  Ga. 

•  Charlie  Grant,  program  director  of 
WWJB  (formerly  WKTS)  Brooksville, 
Fla.,  named  station  manager. 
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Democratic  demonstration  •  J. 

Leonard  Reinsch  (1),  executive 
director  of  the  Cox  stations,  was 
named  executive  director  of  the 
1960  Democratic  National  Con- 
vention in  Los  Angeles  at  the 
DNC  dinner  in  Washington,  Feb. 
28.  His  two  amiable  acquaint- 
ances are  Sen.  Lyndon  B.  John- 
son (c),  majority  leader,  whose 
wife  owns  radio  and  tv  properties 
in  Texas,  and  Sen.  John  F.  Ken- 
nedy of  Massachusetts.  Mr. 
Reinsch  was  also  appointed  spe- 
cial assistant  to  Paul  Butler, 
Democratic  national  chairman. 


•  Hy  M.  Steed  promoted  from  sales 
staff  to  sales  manager  of  WGHN  Grand 
Haven,  Mich.  He  formerly  was  man- 
ager of  WLAV-AM-FM  Grand  Rapids, 
Mich. 

•  Jack  Fox,  formerly  with  WJIM-TV 
Lansing,  Mich.,  named  local  sales  man- 
ager of  WNBC  (TV)  New  Britain, 
Conn.  Robert  A.  Gruskey  and 
George  Bronson  join  WNBC  sales 
staff.  George  Wuchert  and  Ladd 
Kudlach  join  WKNB  New  Britain 
(WNBC's  radio  affiliate)  as  salesmen. 


signed  to  join  news  staff  of  WTMJ-AM- 
TV  Milwaukee. 

•  Bob  Scott,  formerly  news  director  of 
KOWB  Laramie,  Wyo.,  to  KRIZ 
Phoenix,  Ariz.,  in  similar  capacity.  Don 
Lincoln  to  KRIZ  <as  air  personality. 

•  Joe  K.  Phipps,  director  of  news  oper- 
ations, WWDC-AM-FM  Washington, 
D.C.,  adds  duties  of  director  of  special 
projects. 

•  Don  Peters,  formerly  promotion 
manager  of  WCMW  Canton,  Ohio,  to 
WAND,  that  city,  in  similar  capacity. 

•  Frank  Gaal,  news  director  of  WJBK- 
AM-FM  Detroit,  promoted  to  program- 
news  director.  Don  MacKinnon,  for- 
merly program  director  of  WPON 
Pontiac,  Mich.,  to  WJBK  as  newsman. 

•  Herbert  Weiss,  formerly  television 
account  executive  of  Katz  Agency, 
N.Y.,  to  WABC  New  York  sales  staff 
as  account  executive.  Shirley  Laird, 
continuity  script  routing  supervisor,  ap- 
pointed operations  manager  of  station 
in  addition  to  present  duties. 

•  Ernest  M.  Stires,  formerly  salesman 
of  KGO-AM-FM  San  Francisco,  to 
KNBC-AM-FM,  that  city,  as  account 
executive  in  local  sales. 

•  Catherine  Chapman  joins  KROW 
Oakland,  Calif.,  as  head  of  commercial 
copy  and  continuity  department,  replac- 
ing Karen  Thomsen,  resigned. 

•  Eli  Winkler  Kaufman,  WCBS  New 
York  staff  director,  named  merchan- 
dising manager  of  "Housewives  Pro- 
tective League"  program. 


KOBY  is 

the  No.  1  Record 

IN  SAN  FRANCISCO 


•  J.  Stanley  Probst, 
formerly  president  of 
Maryland  Pharmaceu- 
tical  Co.,  appointed 
assistant  to  Thomas 
F.  McNulty,  presi- 
dent of  WINN  Balti- 
.    more,  Md.,  who  was 
*    erroneously  identified 
Mr.  Probst         m  Broadcasting  last 
week  (March  3). 

•  Don  Sailors,  formerly  national  sales 
manager  of  KIOA  Des  Moines,  Iowa, 
to  WING  Dayton,  Ohio,  as  sales  man- 
ager. 

•  Murray  C.  Evans,  formerly  v.p.  in 
charge  of  sales,  WGBB  Freeport,  to 
WBAB  Babylon,  both  New  York,  as 
sales  manager. 

•  Louis  Sciortino,  formerly  assistant 
local  advertising  manager  of  Wichita 
Eagle,  appointed  local  sales  manager  of 
KTVH  (TV)  Hutchinson-Wichita,  Kan. 

•  Don  Fredrick,  formerly  news  direc- 
tor at  KASI  Ames,  Iowa,  to  WBEL 
Beloit,  Wis.,  in  similar  capacity.  He 
succeeds  Maynard  A.  Schneider,  re- 
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•  Bill  Grammer,  country  music  per- 
former with  Jimmy  Dean  of  CBS-TV 
and  formerly  of  WWVA-AM-FM 
Wheeling,  W.Va.,  to  Grand  Ole  Opry 
on  WSM  Nashville,  Tenn. 

•  Bill  Cerri,  formerly  air  personality 
of  WOL-AM-FM  Washington,  D.C.,  to 
WGMS-AM-FM,  that  city,  in  similar 
capacity. 

•  Howard  Miller,  air  personality  of 
WIND  and  WBBM  Chicago,  to 
WMAQ,  that  city,  in  similar  capacity. 

•  Burt  Burdeen  signed  for  Radio  11, 
new  nightly  record  program  on  WCLM 
FM  Chicago. 

•  Mike  Roy  to  KCKC  San  Bernardino, 
Calif.,  as  air  personality. 

•  Ron  Meroney,  formerly  d.j.  of 
WDXI  Jackson,  Tenn.,  and  presently 
freshman,  Memphis  State  U.,  signed  by 
WHBQ-TV  Memphis  as  m.c.  of  Satur 
day  night  Dance  Party  show.  He  re 
places  Wink  Martindale,  who  moves 
to  KHJ-AM-FM-TV  Los  Angeles  as 
air  personality. 

•  Bob  Gregory,  formerly  news  direc- 


There's  a  great  new  record  in  San 
Francisco— and  it's  KOBY!  This  rec- 
ord gives  KOBY  the  highest  average 
all  daytime  rating— 14.5  (from  No- 
vember-December Pulse).  That's  why 
KOBY  is  the  top  San  Francisco  seller, 
with  an  audience  that  buys  and  buys! 
No  double  spotting! 
10%  discount  when  buying  KOBY — 
and  KOSI,  Denver! 

0,000  Watts 
in 

San  Francisco 

See  Petry  and  make  your  own 
sales  record  with  KOBY! 

For  Greenville,  Miss.-WGVM 
Mid-America  Broadcasting  Cp» 


KOBYii 


One  hundred 
eleven* 
national 
and 

regional 
spot 

advertisers 
know 

Terre  Haute 
is  not  covered 
effectively 
by  outside 
TV 


*  Basis:  1958 


WTHITV 


CHANNEL 


I0£ 


TERRE  HAUTE,  INDIANA 

Represented  Nationally  by  Boiling  Co., 
LoS  Angeles  -San  Francisco ■  Boston  ■  New  York •  Chicago ■  Da 
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TEXAS  COMPANY  makes 
CBS  Radio  its  exclusive 
network  radio  choice.  For 
maximum  mileage!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


tor  of  KRDO-AM-TV  Colorado 
Springs,  to  KTUL  Tulsa,  Okla.,  as 
announcer. 

•  Dave  Fenton,  formerly  of  WBIS 
Bristol,  to  WCCC  Hartford,  both  Con- 
necticut, as  announcer. 

•  Charles  Norwood,  formerly  news 
director  of  WHCT  (TV)  Hartford, 
Conn.,  named  m.c.  of  station's  Strikes 
'n  Spares  show. 

•  Joe  McKinney  to  WBAP-AM-FM  Ft. 
Worth,  Tex.,  as  announcer. 

•  Phil  Lind,  air  personality  of  WTAQ 
LaGrange,  111.,  adds  duties  of  m.c.  of 
musical  interview  show  over  WAIT 
Chicago. 

Representatives 

•  Richard  C.  Arbuckle,  midwest 
manager,  Eastman  Co.,  elected  v. p. 

•  Roy  Edwards,  manager  of  Los  An- 
geles branch,  George  P.  Hollingbery 
Co.,  appointed  director  of  west  coast 
operation.  George  Hemmerle,  for- 
merly of  KOVR  (TV)  Stockton,  Calif., 
named  manager  of  San  Francisco 
branch,  replacing  George  E.  Lindman, 
resigned. 

•  John  A.  Hicks,  since  1954  with 
Clarke  Brown  Co.,  southern  radio-tv 
representative  firm,  in  its  Atlanta,  Ga., 
office,  appointed  manager  of  New  Or- 
leans office.  Bill  Jones,  formerly  of 
General  Outdoor  Adv.,  replaces  Mr. 
Hicks  in  Atlanta. 

•  Richard  G.  Koenig,  for  past  five 
years  with  Boiling  Co.,  as  tv  account 
executive,  to  Peters,  Griffin,  Woodward 
Inc.,  N.Y.,  in  similar  capacity. 

•  Julian  Kanter,  account  executive 
with  WBBM-TV  Chicago  for  past  three 
years,  to  midwest  sales  staff  of  Peters, 
Griffin,  Woodward  Inc.,  Chicago,  as  tv 
account  executive. 

•  William  E.  Miller,  formerly  ac- 
count executive  on  radio  sales  at  Adam 
Young  Inc.,  Chicago,  station  represen- 
tative, to  Am  Radio  Sales,  that  city,  in 
similar  capacity. 

o  Kenneth  I.  de  Vries,  formerly  of 
Mutual  as  account  executive,  to  sales 
staff  of  H-R  Representatives  Inc.,  N.Y. 

Programming 

j^tUb^  *  Arthur  R.  Lerner, 

f  *\  assistant  treasurer  of 

I  Guild    Films,  N.Y., 

j  since  1955,  appointed 

■ 


administrative  v.  p. 
and  treasurer. 


ture  Productions,  Chicago  film  firm,  to 
v.p.  in  charge  of  its  central  sales  divi- 
sion, headquartering  in  Cleveland. 

•  Herbert  L.  Berger,  business  man- 
ager of  radio-tv  department  of  Dancer- 
Fitzgerald-Sample,  N.Y.,  to  Screen 
Gems  as  director  of  business  affairs. 

•  Jerry  Schnitzer,  v.p.  of  Lawrence- 
Schnitzer  Productions,  Hollywood,  ap- 
pointed executive  v.p.  of  Robert 
Lawrence  Productions,  N.Y.  Com- 
panies are  affiliated  and  produce  filmed 
tv  commercials. 


•  Walt  Plant  and 
Mel  Schlank  ap- 
pointed v.p.'s  of  pro- 
gram sales  division  of 
National  Telefilm 
Assoc.  in  Los  Angeles 
and  New  York,  re- 
spectively. Their  as- 
signments are  with 
Famous  Films,  sales 
unit  for  NTA  rerun 
product.  Mr.  Plant 
was  formerly  v.p.  of 
western  division  of 
Television  Programs 
of  America,  and  Mr. 
Schlank  was  v.p.  in 
charge  of  sales 
for  Gross  -  Krasne  - 
Sillerman  Inc. 


Mr.  Schlank 


•    Lawrence  T. 
Young  promoted 
Mr.  Lerner         from    manager  of 
Cleveland  sales  district  of  Wilding  Pic- 


•  Will  Cowan,  producer  of  tv  com- 
mercials at  Universal-International,  has 
joined  Warner  Bros,  as  production  head 
of  tv  commercial  and  industrial  film 
division,  of  which  David  H.  Depatie  is 
administrative  and  business  head. 

•  Tom  Frost,  formerly  of  Decca  Rec- 
ords as  musical  director  in  classical 
division,  appointed  director  of  artists- 
repertoire,  Urania  Records,  Belleville, 
N.J. 

•  Dom  Cerulli,  formerly  New  York 
editor  of  Downbeat  magazine,  named 
director  of  eastern  promotion-publicity 
office  of  Warner  Bros.  Records  in  New 
York. 

•  Audrey  Meadows,  star  on  CBS- 
TV's  The  Honeymooners  with  Jackie 
Gleason,  has  been  signed  to  co-star  with 
Sid  Caesar  in  new  situation  filmed 
comedy,  It's  a  Living,  which  Mr.  Cea- 
sar's  firm,  Shellric  Corp.,  will  produce 
in  association  with  Screen  Gems.  The 
show  was  created  by  writer  Arthur 
Orloff  and  William  Sackheim,  program- 
ming director  of  Screen  Gems.  Shoot- 
ing is  due  to  start  within  month. 

•  Jack  Creamer,  for  past  five  years 
radio-tv  account  executive  of  Young  & 
Rubicam,  N.Y.  to  national  sales  divi- 
sion of  Ziv  Television  Programs  Inc., 
N.Y. 
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Equipment  and  Engineering 

•  Rear  Adm.  Frederick  J.  Bell 
(USN,  ret.),  formerly  executive  v.p. 
of  National  Automobile  Dealers  Assn., 
Washington,  D.C.,  elected  senior  v.p.  of 
Sylvania  Electric  Products  Inc.,  N.Y., 
in  charge  of  industrial  relations.  Roger 
A.  Sw anson,  formerly  of  Westinghouse 
Electric  Corp.,  named  product  sales 
specialist-microwave  diodes  for  semi- 
conductor division  of  Sylvania. 

•  David  R.  Hull,  v.p.  of  Raytheon 
Mfg.  Co.  and  current  president  of  Elec- 
tronic Industries  Assn.,  elected  to  board 
of  directors  of  Mycalex  Corp.  of 
America,  N.Y. 

•  Richard  A.  Lipsey.  previously  in 
consumer  research  department  of 
Motorola  Inc.,  appointed  assistant  to 
manager  of  distribution  in  consumer 
products  division. 

•  George  Loomis  named  manager  of 
receiving  tube  division,  Raytheon  Mfg. 
Co.,  Waltham,  Mass.  William  T. 
Welsh,  formerly  sales  manager  of 
Raytheon's  microwave  and  power  tube 
division,  rejoins  firm  as  sales  manager 
of  equipment-systems  division.  Four 
assistant  managers  named  in  research 
division:  Hugh  R.  Boyd,  Dr.  Luther 
Davis  Jr.,  Dr.  Walter  F.  Leverton 
and  Dr.  Hermann  Statz. 

•  Malvern  B.  Still,  manager  of  RCA 
Victor  Radio  and  "Victrola"  plant, 
Canonsburg,  Pa.,  named  manager  of 
RCA's  Bloomington,  Ind.,  plant. 

•  Walter  R.  Kuzmin,  formerly  of 
Minneapolis  Honeywell  Regulator  Co., 
Duarte,  Calif.,  named  manager  of  re- 
liability engineering,  technical  products 
division,  Packard-Bell  Electronics 
Corp.,  L.A. 

Allied  Fields 

•  Paul  M.  Segal,  D.C.  attorney  since 
1929,  and  Robert  A.  Marmet,  Naval 
Academy  and  Georgetown  U.  grad  who 
spent  nine  years  as  Naval  officer  before 
resigning  in  1955,  announce  formation 
of  law  partnership  under  name  of  Segal 
&  Marmet.  Messrs.  Segal  and  Marmet 
were  affiliated  with  firm  of  Segal,  Smith 
&  Hennessey  until  its  dissolution  Jan. 
1,  1958  (when  it  became  Smith,  Hen- 
nessey &  McDonald) .  Segal  &  Marmet's 
office:  816  Conn.  Ave.,  Wash.  6,  D.C. 
Telephone:  St.  3-1400. 

•  James  S.  Howie,  secretary-treasurer 


PLANNING  FM  BROADCASTING? 
See  page  No.  109 




of  Assn.  of  Motion  Picture  Producers, 
Hollywood,  has  retired  after  21  years. 
He  will  continue  in  advisory  and  con- 
sultant capacity. 

•  Rick  Weaver, 
sports  director  of 
KFH-AM-FM  Wichi- 
ta, Kan.,  elected  ex- 
ecutive v.p.  of  Na- 
tional Assn.  of  Fans 
Inc.,  new  national 
sports  attendance  pro- 
motion organization 
Mr.  Weaver  with  headquarters  in 
Ft.  Wayne,  Ind. 

o  Joe  Wolhandler,  formerly  v.p.  of 
Rogers  &  Cowan  public  relations  firm, 
N.Y.,  has  formed  Wolhandler  Assoc., 
N.Y.,  which  will  specialize  in  promo- 
tion of  tv  programs  and  motion  pic- 
tures. Firm's  east  coast  headquarters: 
406  E.  50th  St.,  N.Y.  Phone:  Eldorado 
5-7020. 

•  David  W.  Talbott,  with  United 
Press  International  since  1956,  named 
manager  of  UPI's  Cleveland  bureau, 
succeeding  Howard  H.  Babcock,  re- 
signed. 

•  W.F.  Stover,  formerly  divisional 
sales  promotion  manager  of  General 
Motors,  appointed  midwest  representa- 
tive of  Paul  H.  Chapman  Co.,  Atlanta 
brokerage  firm.  Mr.  Stover  will  main- 
tain offices  at  205  W.  Wacker  Drive, 
Chicago. 


International 


•  Ken  Page,  tv  film 
sales  manager  of  S.W. 
Caldwell  Ltd.,  Toron- 
to, Ont.,  promoted  to 
general  sales  manager. 
Mr.  Page  is  also  v.p. 
of  TelePrompTer  of 
Canada  Ltd. 


Mr.  Page  •  George  Mather, 
Port  Credit,  Ont.,  elected  president  of 
newly  organized  Canadian  Assn.  of 
Broadcast  Consultants,  whose  members 
are  accredited  by  Canadian  Department 
of  Transport  to  appear  for  radio-tv 
stations  and  applicants.  New  organi- 
zation will  serve  on  Canadian  Radio 
Technical  Planning  Board.  A.G.  Day 
of  Waterloo,  Ont.,  elected  v.p.,  and 
H.Z.  Rogers,  Toronto,  secretary-trea- 
surer. 

•  Jack  Sayer,  CFUN  Vancouver,  B.C., 
elected  president  of  British  Columbia 
Assn.  of  Broadcasters,  succeeding  Gil 
Seabrook,  CJIB  Vernon.  Ken  Hutche- 
son,  CJAV  Port  Alberni,  elected  v.p.; 
William  Hughes,  CKNW  New  West- 
minster, and  Roy  Chapman,  CHBC- 
TV  Kelowna,  directors. 

•  Pierre  Favreau  to  sales  promotion 
manager  of  CKAC  Montreal,  Que. 


IN  BILLINGS,  MONT. 

KBMY 

Intermountain  Network  Affiliate 

IS 

The  Hottest  Sounding 

HOTTEST  BUY 

IN 

TOWN ! ! ! 


The  Nation's  Most  Successful  Regional  Network 

HEADQUARTERS  •  SALT  LAKE  CITY  •  DENVER 

Contact  Your  Avery-Knodel  Man 


AlfAlft   TOWER  LIGHTING 
AVUIU  ISOLATION 
TRANSFORMER  TROUBLES 


INSTALL  MODERN  DESIGN 

.  by  HUGHEY  &  PHILLIPS,  Inc. 

.  your  most  dependable  source  of  Obstruc 

Hon  Lighting  Equipment 
.  the  widest  selection  of  Control  and  Alarn 

Apparatus  in  the  Industry. 


FEATURING:  * 

.  HIGHER  ■ 

EFFICIENCY  ■ 

.  IMPROVED  " 

REGULATION  J 

.  ADDITIONAL  % 

TAPS  > 

.  FIBER  GLASS  £ 

INSULATION  | 
.  EPOXY 

ENCASED 

.  VERSATILE  ■ 

MOUNTING  ■ 


THREE  SIZES  .  .  .  750,  1750,  3500  WATTS 

Essential  wherever  60  cycle  power  must  be 
transferred  efficiently  across  two  points  with 
very  low  capacitance  or  at  very  high  voltages. 

REQUEST  DESCRIPTIVE  BULLETIN 
HPS-152 


HUGHEY  &  PHILLIPS,  INC. 

MANUFACTURERS  OF 
300MM  Beacons,  Obstruction  Lights,  Photo- 
Electric  Controls,  Beacon  Flashers,  Special 
Junction  Boxes,  Microwave  Tower  Light  Con- 
trol and  Alarm  Systems,  Tower  Isolation  Trans- 
formers, and  Complete  Kits  for:  Tower 
Lighting,  Sleetmelter  Power  and  Control. 
3200  N.  San  Fernando  Blvd.  Burbank,  Calif. 
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Westinghouse,  RCA 
show  am  stereo  plans 

Two  new  compatible  am  stereo  broad- 
cast systems  were  brought  out  in  New 
York  last  week,  joining  the  steadily  in- 
creasing ranks  of  those  competing  for 
approval  by  the  National  Stereophonic 
Radio  Committee. 

Westinghouse's  Television-Radio  Div. 
demonstrated  its  single-channel  am  sys- 
tem which  transmits  a  double  signal 
by  simultaneous  amplitude  and  fre- 
quency modulation  of  the  carrier.  Own- 
ers of  two  am  receivers  can  have  stereo 
by  tuning  one  set  somewhat  below  and 
the  other  somewhat  above  a  station's 
number  on  the  dial.  Reception  for  the 
single-set  listener  is  said  to  be  unaf- 
fected. Westinghouse  explains  the  sys- 
tem this  way: 

"The  amplitude  modulation  is  es- 
sentially that  of  the  normal  commercial 
broadcast  band  signal  and  the  stereo- 
phonic information  is  supplied  by  vary- 
ing the  carrier  frequency.  The  stereo- 
phonic information  is  contained  in  the 
band  from  300  to  3,000  cycles  per  sec- 
ond; therefore,  it  is  practical  to  use 
frequency  modulation  for  the  stereo- 
phonic information  without  interfering 
with  adjacent  am  channels." 

If  demand  warrants,  Westinghouse  is 
prepared  to  market  a  single  receiver  de- 
signed for  this  system  with  separate  cir- 
cuits and  multiple  speakers.  Estimated 
expenditures  for  stations  installing  the 
Westinghouse  transmission:  $2,500. 

RCA  reports  having  successfully 
tested  a  stereo  system  of  the  am  variety 
over  WRCA  New  York  last  week.  Con- 
ventional sets  were  said  to  have  pro- 
duced normal  reception.  The  stereo- 
phonic effect  was  received  via  the  type 
of  equipment  required  for  stereophonic 
phonographs,  i.e.  twin  speakers  and  am- 
plifiers. Also  needed  by  the  listener  to 
this  RCA  system  is  an  am  stereo  radio 


which  would  have  some  additional  cir- 
cuitry and  cost  "slightly  more"  than 
conventional  radios.  Broadcasters  are 
said  to  need  a  "minor  addition"  to  their 
am  transmitter. 

RCA  countersues 

RCA  is  seeking  a  total  of  $1,158,065 
in  royalties  and  assorted  damages  from 
Philco  Corp.,  Philadelphia,  and  one  of 
its  subsidiaries,  Lansdale  Tube  Co. 

RCA's  demands  were  contained  in 
a  counter-claim  filed  in  U.S.  District 
Court  in  Philadelphia  on  Feb.  27  in 
connection  with  a  $150  million  treble 
damage  antitrust  suit,  filed  in  January 
1957  by  Philco  against  RCA,  General 
Electric  Co.,  AT&T  and  two  AT&T 
subsidiaries.  Philco  charged  that  these 
companies  were  monopolizing  patents 
in  the  radio,  television  and  electronics 
field  and  claimed  they  were  violating 
antitrust  laws. 

In  its  counter-suit,  embodying  three 
separate  claims,  RCA  asserted  that 
Philco  owes  it  $294,475  for  royalties 
on  licenses  of  RCA  patents  on  radio 
sets  and  electrical  phonographs  from 
Jan.  1,  1950,  to  Dec.  31,  1954;  the 
second  claims  damages  of  $450,000 
covering  the  licensing  by  Philco  of 
commercial  radio  apparatus  patents 
from  June  1,  1950,  to  Dec.  31,  1954, 
and  the  third  claim  is  against  Lansdale 
for  $413,590  for  the  licensing  of  radio 
tube  patents  from  June  1,  1950,  to 
Dec.  31,  1954.  In  the  past,  Philco  has 
denied  it  owed  RCA  any  back  royalties. 

Raytheon-Machlett 

Stockholders  of  Raytheon  Mfg.  Co., 
Waltham,  Mass.,  and  Machlett  Labs, 
Springdale,  Conn.,  will  vote  April  23, 
on  a  merger  agreement  approved  by 
company  directors,  Charles  F.  Adams, 
Raytheon  president,  and  W.  E.  Steven- 


son, Machlett  persident,  have  an- 
nounced. 

Under  the  agreement,  Machlett,  mak- 
ers of  X-ray  and  electron  tubes,  would 
continue  to  operate  under  its  present 
name  and  management  but  as  a  division 
of  Raytheon.  Machlett  sales  in  1958 
were  about  $10  million.  There  is  vir- 
tually no  overlap  between  company 
products,  according  to  Raytheon,  whose 
1958  sales  of  electronic  equipment  and 
systems  were  approximately  $375  mil- 
lion. 

•  Technical  topics 

•  Minnesota  Mining  &  Manufacturing 
Co.,  St.  Paul,  had  consolidated  sales  of 
$376,293,016  in  1958,  a  company  rec- 
ord. 1957  sales  were  $370,106,838. 
Common  stock  earnings  last  year  were 
$43,669,033  (equal  to  $2.58  a  share). 
Earnings  in  1957  totaled  $39,446,588 
($2.34  a  share).  Before-tax  earnings 
in  1958:  $84,279,033;  in  1957:  $76,- 
326,558.  Provision  for  1958  federal 
and  Canadian  income  taxes  was  $40,- 
400,000. 

•  WGAN-TV  Portland,  Me.,  has 
awarded  Kline  Iron  &  Steel  Co.,  Co- 
lumbia, S.C.,  the  contract  to  construct 
the  station's  1,619-ft.  tower  (Broad- 
casting, Feb.  23). 

•  Paul  Dean  Ford,  broadcast  engineer- 
ing consultant,  Terre  Haute,  Ind.,  has 
moved  to  4341  S.  Eighth  St.  there. 

•  Kay  Electric  Co.,  Pine  Brook,  N.J., 
announces  rhat  it  has  been  appointed 
distributor  in  the  U.S.  and  Canada  for 
DRD  meters,  the  complete  line  of 
direct-reading  digital  frequency  meters 
made  by  Sivers  Lab,  Stockholm, 
Sweden.  Meters  come  in  nine  models 
covering  a  frequency  range  of  1,100  to 
18,000  mc.  Frequency  is  read  directly 
in  megacycles  by  an  in-line  digital 
counter.  All  models  of  DRD  meters 
have  two  coupling  windows  to  which 
different  coupling  elements  can  be  con- 
nected. Information  is  available  from 
Kay  Electric,  Dept.  BT,  14  Maple  Ave., 
Pine  Brook. 

•  The  Electronic  Industries  Assn.'s 
Spectrum  Study  Committee  will  review 
developments  in  Congress  and  the  Office 
of  Civil  Defense  &  Mobilization  at 
the  association's  spring  conference 
March  17-20  at  the  Statler  Hilton  Hotel, 
Washington.  EIA  has  proposed  that  the 
government  undertake  a  long-range 
study  of  military  and  civilian  use  of  the 
spectrum.  Thirty  other  sessions  are 
scheduled  for  the  conference,  including 
the  Consumer  Products  Div.'s  review 
of  a  tv  public  relations  proposal  to  en- 
courage more  than  one  tv  set  into 
homes. 
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Stereo  stands  trial 

A  jury  of  Pittsburgh  residents  was 
invited  to  KDKA  there  last  week  to 
hear  demonstrations  of  stereophonic 
broadcasting.  The  station  broadcast  a 
program  using  am-fm  and  fm-fm,  and 
the  guests,  not  knowing  which  they 
were  hearing,  gave  their  views  on  the 
reception.  Similar  tests  were  conducted 
later  in  the  week  with  the  jury  tuned 
in  from  Sharon,  Pa.  Results  of  the  ex- 
periments will  be  submitted  to  the  FCC. 

Polished  performance 

"Get  a  free  Griffin  shine  from  won- 
derful WIL"  was  the  invitation  on  the 
red  jackets  of  a  corps  of  shoeshine  boys 
in  downtown  St.  Louis.  The  St.  Louis 
station  sent  its  troops  into  shopping 
centers  and  advertising  agencies  with 
the  merchandising  service. 

WZIP  fans  rally  'round 

About  1,800  letters  were  received  by 
WZIP  Covington,  Ky.,  in  answer  to  an 
appeal  from  the  management.  The  vote 
of  confidence  was  solicited  by  the  sta- 
tion's board  of  governors,  which  wanted 
proof  that  WZIP's  classical  music  pro- 
gramming is  popular. 

For  one  week,  announcements  were 
broadcast  asking  listeners  to  write  to 
the  station  with  their  views  on  its  for- 
mat. 

Other  side  of  the  counter 

Beeper  phone  interviews  with  the 
staffs  of  department  store  sponsors  are 
a  feature  of  commercials  on  WEJL 
Scranton,  Pa.  In  the  broadcasts  the 
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Blue  ribbon  story  •  Management 
and  representatives  of  KIOA  Des 
Moines  called  on  Chicago  agencies 
last  month,  taking  along  a  model  to 
help  make  the  Iowa  sales  pitch. 
Here  she  pins  a  blue  KIOA  ribbon, 
a  prop  in  the  presentation,  on  Wil- 
liam Kennedy,  group  supervisor  at 
McCann-Erickson. 

Lester  Kamin,  president  of  KIOA, 
and  Jim  Dowell,  vice  president-gen- 
eral manager  of  the  station,  led 
salesman  teams  from  Weed  Radio 
Corp.,  KIOA  sales  representative  in 
the  two-day  agency  promotion. 

They  visited  dozens  of  offices, 
covering  among  others:  Leo  Burnett 
Co.;  McCann-Erickson;  Needham, 
Louis  &  Brorby;  J.  Walter  Thomp- 
son Co.;  Clinton  E.  Frank,  and 
Aubrey,  Finlay,  Marley  &  Hodgson. 


store  representative  points  up  a  spe- 
cial value  or  service.  Listeners  are  then 
invited  by  an  announcer  to  ask  for  the 
staffer  .they've  just  heard  when  they 
visit  the  store. 

WITI-TV  industry  salute 

Milwaukee  industry  is  the  subject  of 
a  series  of  service  announcements  by 
WITI-TV  Milwaukee.  Starting  with  a 
list  of  40  top  concerns  in  the  area, 
WITI-TV  is  being  solicited  by  others 
for  inclusion  in  the  project. 

WITI-TV  announcements  made  three 
or  four  times  daily,  emphasize  person- 
nel and  human  interest  phases  of  the 
companies,  reporting  anniversaries, 
company  awards,  employe  accomplish- 
ments, health  and  welfare  programs, 
executive  appointments  and  other  items. 
Industries  are  saluted  on  a  rotating 
basis. 


Stars  come  out  for  WABC 

WABC  New  York  added  vision  to 
its  broadcasting  schedule  Feb.  16  when 
it  took  its  entire  programming  schedule 
outdoors  and  played  to  an  estimated 
55,000  in  front  of  New  York's  Para- 
mount Theatre.  Station  personalities 
conducted  shows  from  the  WABC 
mobile  unit  for  a  total  14V2  hours  and 
played  host  to  such  recording  artists  as 
Connie  Boswell,  Les  Paul  &  Mary  Ford 
and  Teresa  Brewer.  The  station  plans 
to  take  a  troupe  of  disc  jockeys  to  other 
points  in  the  metropolitan  area  in  the 
future. 

KDKA-TV  crowds  gather 

KDKA-TV  Pittsburgh  has  sent  a 
presentation  to  clients  and  agencies 
pointing  up  1 5  of  the  station's  publicity 
and  promotion  campaigns.  The  story- 
board  is  titled  "Crowd-winning  Promo- 
tions." They  range  through  a  baseball 
contest  that  attracted  a  full  house  at  the 
city's  Forbes  Field,  a  Santa  Claus  pro- 
motion for  a  local  department  store  and 
a  KDKA-TV  Day  for  20,000  children 
at  an  amusement  park.  Another  20,000 
went  to  KDKA-TV  Night  at  the  Ice 
Capades. 

Houston  howdy 

James  Garner  was  in  town  to  plug 
a  movie,  "Up  Periscope,"  but  KTRK- 
TV  Houston  wasn't  going  to  let  audi- 
ences forget  he's  Maverick  every 
Sunday  on  ABC-TV.  Alighting  from  an 
airplane  dubbed  Maverick  Special,  Mr. 
Garner  found  himself  starring  in  a 
three-hour  KTRK  show,  Soundtrack, 
which  was  remoted  from  the  Houston 
airport.  Mr.  Garner  made  two  appear- 
ances on  the  ABC-TV  station  and  ac- 
cepted honorary  membership  in  the 
county  sheriff's  mounted  posse. 


Station  squad  •  Sports  at  XETV 
(TV)  Tijuana-San  Diego,  Calif.,  got 
caught  up  in  the  spirit  of  the  sta- 
tion's weekly  jai  alai  telecasts  and  or- 
ganized an  off-camera  management 
squad.  Julian  M.  Kaufman  (stand- 
ing 1)  vice  president-general  manager 
of  the  ABC-TV  affiliate,  has  chal- 
lenged other  tv  stations  to  tangle  on 
the  court  with  the  XETV  team  "any 
time,  any  place." 

His  teammates  (seated  1  to  r)  are 
Hank  Guzek,  local  sales  manager; 
Lou  Meiers,  business  manager,  and 
(standing  r)  Harrison  Eagles,  pro- 
gram director. 

Mr.  Kaufman  also  announced  last 
week  that  local  response  to  the  Sat- 
urday night  televised  games  (8-9 
p.m.)  has  been  such  that  XETV  has 
arranged  with  Guild  Films  to  syndi- 
cate the  programs. 

The  jai  alai  games,  telecast  from 


Tijuana's  Fronton  Palacio,  will 
videotaped  in  Los  Angeles  for 
tional  distribution. 


be 


Single-minded  schedule 

WHAT-FM  Philadelphia  started  pro- 
gramming jazz  music  18  hours  a  day 
last  Monday  (March  2).  Jazz  at  96.5 
(WHAT-FM's  frequency)  is  broadcast 
between  11  a.m.  and  5  a.m.  from  the 
station's  new  studios.  The  schedule  was 
increased  from  a  15-hour  all-jazz  day. 

WNTA-TV  hosts  admen 

More  than  500  admen,  agencymen 
and  newsmen  were  introduced  to  the 
WNTA-TV  Newark,  N.J.,  "New  House 
of  Entertainment,"  new  personalities 
and  programs,  at  a  cocktail  party  Feb. 
26  at  the  local  Savoy-Hilton  Hotel. 


Among  WNTA-TV's  new  programs, 
Mike  Wallace  Interviews  starts  today 
(March  9);  Alex  In  Wonderland 
(author  Alexander  King  conducting 
weekly  interviews)  starts  Wednesday 
(1 1 -midnight);  Juke  Box  Jury,  starring 
Peter  Potter  from  Hollywood,  also  de- 
buts on  WNTA-TV  this  week,  and 
Bishop  Fulton  J.  Sheen  begins  a  weekly 
half-hour  commentary  tomorrow.  All 
the  shows  are  on  videotape. 

Admen's  Olympics 

The  "Olympic  Games,"  staged  by 
Hugh  Feltis  &  Assoc.,  Seattle  station 
representative,  attracted  110  advertiser 
and  agency  contestants  last  month.  The 
main  event  was  a  bingo  game  played 


on  a  special  board  featuring  a  com- 
bination of  numbers  and  call  letters  of 
eight  northwest  radio  stations  repre- 
sented by  Mr.  Feltis  in  the  Olympic 
Empire  group.  Stakes  were  a  $3,000 
Washington  lakefront  lot,  speedboats 
and  transistor  radios.  To  qualify,  play- 
ers answered  questions  based  on  sta- 
tion ratecards. 

The  Olympic  Games  took  place  at 
Seattle's  Broadmoor  Golf  Club.  Co- 
hosts  were  KBKW  Aberdeen,  KENY 
Bellingham,  KBRO  Bremerton,  KITI 
Chehalis,  KQTY  Everett,  KITN  Olym- 
pia,  KOL  Seattle  and  KTAC  Tacoma. 
all  Washington. 

•  Drumbeats 

•  WXYZ  Detroit  is  letting  listeners  do 
the  promoting.  Each  one  who  submits 
a  usable  idea  for  a  station  break  gets 

$1. 

•  One  appeal  by  KFMB-TV  San  Diego 
for  viewers  to  contribute  to  a  bail  fund 
to  get  Americans  out  of  a  Mexican  jail 
after  their  arrest  on  gambling  charges, 
met  with  an  $800  response.  The  money 
was  donated  by  125  listeners. 

•  KWTV  (TV)  Oklahoma  City,  Okla., 
is  applying  electronic  dramatics  to  its 
reception-room  product  display.  Prod- 
ucts are  placed  on  plastic  shelves,  one 
to  a  shelf,  in  total  darkness.  Individ- 
ually timed  spotlights  alternate  their 
flashes  to  present  one  item  at  a  time  for 
5  seconds  every  50  seconds,  giving  the 
spotlighted  items  the  illusion  of  be- 
ing suspended  in  space. 

•  D.j.'s  of  KIXZ  AmariUo,  Tex., 
for  39  consecutive  hours  played  a  disc 
called  "Grayson  Goofed"  to  herald  its 
change  of  call  letters  from  KLYN. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Feb.  26  through  March  4:  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  EKP — effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw— kilowatts,  w— watt,  mc— mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod.— modification,  trans.— transmitter,  unl. 
—unlimited  hours,  kc— kilocycles.  SC A— sub- 
sidiary communications  authorization.  SSA 
—special  service  authorization.  STA— special 
temporary  authorization.  *— educational. 
Ann. — Announced. 


New  Tv  Stations 

ACTION  BY  FCC 
♦Buffalo,  N.Y.— Western  New  York  Edu- 
cational Television  Assoc.  Inc.— Waived  sect 
1.355  (30-day  rule)  and  granted  uhf  ch.  17 
(488-494  mc);  ERP  151.7  kw  vis.,  75.85  kw 


aur.;  ant.  height  above  average  terrain  313 
ft.,  above  ground  327.8  ft.  Estimated  con- 
struction cost  $123,475,  first  year  operating 
cost  $86,650;  revenue  $100,00  (through  do- 
nations). P.O.  address  %  Hodgson,  Russ 
Andrews,  Woods  &  Goodyear,  800  M  &  T 
Bldg.,  Buffalo  2.  Studio  location  Buffalo. 
Trans,  location  Buffalo.  Geographic  coordi- 
nates 42°  57'  13.02"  N.  Lat.,  78°  52'  78"  W 


APPLICATION 
Charlotte  Amalie,  St.  Thomas,  V.I.— Virgin 
Islands  Bcstg.  System  vhf  ch.  10  (192-198 
mc);  ERP  0.190  kw  vis.,  0.095  kw  aur.;  ant. 
height  above  average  terrain  361.2  ft.,  above 
ground  73.77  ft.  Estimated  construction  cost 
$40,000,  first  year  operating  cost  $45,000, 
revenue  $45,000.  Studio  location  'Solberg', 
Charlotte  Amalie.  Trans,  location  'Solberg' 
Charlotte  Amalie.  Geographic  coordinates 
182°  20'  49"  N.  Lat.,  64°  56'  15"  W.  Long 


Trans.  RCA,  ant.  RCA.  Applicant  is  Mary 
Louise  Vickers,  who  has  cps  for  WDTV, 
WIUS  (FM)  Charlotte  Amalie,  V.I.  Ann. 
March  2. 

Existing  Tv  Stations 

ACTION  BY  FCC 
WNEP-TV  Scranton,  Pa.— Waived  section 
3.614(b)  of  rules  and  granted  application  to 
increase  average  horizontal  vis.  ERP  from 
316  to  537  kw  and  maximum  vis.  ERP  in 
vertical  plane  from  1000  to  1700  kw;  condi- 
tioned to  reducing  latter  to  1000  kw  if  in- 
compatible with  Canadian  use  of  ch.  16. 
Ann.  March  4. 

CALL  LETTERS  ASSIGNED 

KPLR-TV  St.  Louis,  Mo.— 220  Television 
Inc.  ch.  11.  Changed  from  KCPP  (TV). 

*WIPM-TV  Mayaguez,  P.R.— Dept.  of  Edu- 
cation of  Puerto  Rico. 

Translators 

ACTION  BY  FCC 
Tea  Kettle  Tv  Assn.  Inc.,  Columbia  Falls, 
Mont.— Granted  cp  for  new  tv  translator 
station  on  ch.  77  to  translate  programs  of 
KXLY-TV  (ch.  4),  Spokane,  Wash. 

New  Am  Stations 

ACTIONS  BY  FCC 
Grayson,  Ky.— Carter  County  Bcstg.  Co.— 
Granted  1370  kc,  5  kw,  D.  P.O.  address  Box 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 


Commercial 
Non-commercial 


Compiled  by  BROADCASTING  through  March 

ON  AIR  CP 

Lie.                    Cps  Not  on  air 

3,297                           42  119 

545                           46  139 

4481                           69  103 


TOTAL  APPLICATIONS 

For  new  stations 

627 
67 
112 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  March  4 

VHF  UHF 

437  80 

32  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Jan.  31,  1959 


TOTAL 

5173 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  the  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  in  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 

Applications  for  major  changes  (not  in  hearing) 

Applications  for  major  changes  (in  hearing) 

Total  applications  for  major  changes 

Licenses  deleted 

CPs  deleted 


2  There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 
8  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 

1  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


AM 

FM 

TV 

3,289 

543 

4411 

45 

38 

752 

113 

128 

106 

3,447 
484 

709 

668 

45 

40 

122 

26 

65 

606 

71 

105 

498 

34 

41 

47 

0 

17 

545 

34 

58 

2 

1 

1 

0 

0 

0 

ger  on 

the  air,  but  retain 

their 

355,  Grayson.  Estimated  construction  cost 
$29,129,  first  year  operating  cost  $35,000. 
revenue  $45,000.  Harold  Shufflebarger,  phy- 
sician, is  75%  owner.  Ann.  March  4. 

La  Grange,  Tex— Colorado  Valley  Bcstg. 
Co.  Granted  1570  kc,  250  w  D.  P.O.  address 
Box  569.  Estimated  construction  cost  $12,2(9. 
first  year  operating  cost  $17,436,  revenue 
$24,520.  Principals  include  Leon  Schmidt, 
12  32  ',.  E.  B.  Mayer,  18.48%,  Ike  J.  Petras, 
12.32%.  Hattie  Kruschel,  12.32%,  and  others. 
Ann.  March.  4. 

APPLICATIONS 

Ashburn,  Ga.— Emory  L.  Pope  1570  kc, 
1  kw  D.  P.O.  address  Box  582,  Moultrie,  Ga. 
Estimated  construction  cost  $19,359,  first 
year  operating  cost  $24,000,  revenue  $36,000. 
Mr.   Pope   is  in  insurance  ,  business.  Ann. 

Nashville,  Ga. — Hanson  R.  Carter  1600  kc, 
1  kw  D.  P.O.  adress  Box  211.  Estimated  con- 
struction cost  $20,628,  first  year  operating 
cost  $37,500,  revenue  $40,350.  Mr.  Carter  is 
business  manager  KWEM  Memphis,  Tenn. 
Ann.  March  4. 

Baton  Rouge,  La. — James  A.  Noe  1550  kc,  5 
kw,  D.  P.O.  address  Box  1472,  Monroe,  La. 
Estimated  construction  cost  $127,869,  first 
year  operating  cost  $120,000.  revenue  $150,- 
000.  Applicant  is  owner  WNOE  New  Orleans, 
KNOE-AM-TV  Monroe,  La.  Ann.  Feb.  26. 

Canton,  N.C.— Vernon  E.  Pressley  920  kc. 
500  w  D.  P.O.  address  34  Pearl  St.,  Can- 
ton, N.C.  Estimated  construction  cost  $16,150. 
first  year  operating  cost  $36,000,  revenue 
$40,000.  Mr.  Pressley  is  salesman  WSKY 
Asheville,  N.C.  Ann.  March  4. 

Littleton,  N.H.— McKee  Bcstg.  Inc.  1230  kc, 
250  w.  P.O.  address  27  Green  Square.  Ber- 
lin, N.H.  Estimated  construction  cost  $5,000. 
first  year  operating  cost  $35,000.  revenue 
$40,000.  Applicant  is  licensee  WKCB,  WKCQ 
(FM)  Berlin,  N.H.  Ann.  Feb.  27. 

Lordsburg,  N.M.— Alan  A.  Koff  950  kc.  1 
kw,  D.  P.O.  address  Box  EE.  Estimated  con- 
struction cost  $16,165,  first  year  operating 
cost  $36,000,  revenue  $40,000.  Mr.  Koff  is  in 
construction  business.  Ann.  March  4. 

Beaufort,  S.C.— Sea  Island  Bcstg.  Co.  1490 
kc,  100  w.  P.O.  address  Box  50.  Estimated 
construction  cost  $8,749,  first  year  operating 
cost  $24,500.  revenue  $38,000.  Applicants  are 
Lee  J.  Berry  (35%),  T.D.  Hiers  (35%),  Edwin 
W.  Pike  Jr.  (15%)  and  others.  Messrs.  Berry 
and  Hiers  are  partners  in  real  estate  de- 
velopment, and  Mr.  Pike  is  manager  of 
loan  business.  Ann.  March  4. 

Houston,  Tex— Taft  Bcstg.  Co.  1010  kc.  1 
kw  D.  P.O.  address  3419  Mercer  St.  Esti- 
mated construction  cost  $86,923,  first  year 


operating  cost  $120,000,  revenue  $120,000.  Sole 
owner  is  Paul  E.  Taft,  owner  of  KHGM 
(FM)  and  minority  owner  KGUL-TV,  both 
Houston.  Ann.  March  4. 


Existing  Am  Stations 

ACTION  BY  FCC 
WMPM  Smithfield,  N.C— Granted  increase 
of  power  from  1  kw  to  5  kw,  continuing  op- 
eration on  1270  kc,  D.  Ann.  March  4. 

APPLICATIONS 

KRAK  Stockton,  Calif.— Mod.  of  cp  to 
change  ant. -trans,  location  and  change  type 
trans.  Ann.  Feb.  26. 

WIOK  Mount  Dora,  Fla.— Cp  to  change 
ant. -trans,  location  to  Westmoreland  Dr. 
and  Piedmont  St.,  Orlando,  Fla.,  change 
studio  location  to  "To  be  determined,"  Or- 
lando, Fla..  operate  trans,  by  remote  control 
from  studio  location,  make  changes  in  ant. 
(decrease  height),  changes  in  ground  sys- 
tem and  change  station  location  to  Orlando, 
Fla.  Ann.  March  4. 

WAVO  Avondale  Estates,  Ga. — Cp  to  in- 
crease power  from  500  w  to  1  kw,  make 
changes  in  DA  ant.  system  and  change  sta- 
tion location  to  Decatur,  Ga.  Ann.  March  4. 

KCOG  Centerville,  Iowa — Mod.  of  license 
to  change  hours  of  operation  from  unl.  to 
specified  hours.  Ann.  March  4. 

KWNA  Winnemucca,  Nev. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Ann.  March  4. 

KRTN  Raton,  N.M. — Cp  to  change  fre- 
quency to  1290  kc.  increase  power  from  250 
w  to  1  kw,  change  hours  of  operation  from 
unl.  to  daytime  and  install  new  trans.  Ann. 
March  4. 

WABY  Albany,  N.Y. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  Ann.  Feb.  26. 

WBEX  Chillicothe,  Ohio — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Ann.  March  4. 

WMOH  Hamilton,  Ohio — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  Ann.  March  4. 

CALL  LETTERS  ASSIGNED 

WABT  Tuskegee,  Ala.— Radio  Tuskegee 
Inc.  580  kc.  Changed  from  WTUS. 

KDOL  Mojave,  Calif .— Mojave  Bcstrs. 
1340  kc. 

KHOE  Truckee.  Calif .— Truckee  Bcstrs. 
1400  kc. 

WAZE  Clearwater.  Fla.— Radio  Clearwater 
Inc.  860  kc. 

WZEP  De  Funiak  Springs,  Fla.— Leonard 


 Advertisement 

(KTUL  Howls  About  CCA) 

In  a  letter  to  Mr.  Jerry  Hauser,  South 
West  Sales  Manager  of  Community  Club 
Services,  Inc.,  Mr.  James  H.  Schoonover, 
General  Manager  of 
Radio  Station  KTUL 
(Griffin  Broadcast 
Group)  said: — 

"Although  we 
haven't  actually 
launched  our  CCA 
Campaign  and  are  in 
the  midst  of  selling 
it,  I  can  assure  you 
it  will  be  a  financial 
success!  In  addition, 
because  of  its  unique 
character,  CCA  has 
stimulated  tremend- 
ous interest  on  the 
part  of  Tulsa  Wom- 
an's Clubs.  Coupled  with  the  fine  efforts 
of  our  CCA  Director,  Sue  Behrens,  we 
feel  that  the  campaign  will  be  an  even 
greater  success  for  our  sponsors. 

"CCA  was  a  natural  for  KTUL,  coming  at 
a  time  when  we  are  exhausting  every  pos- 
sibility to  build  both  audience  and  volume! 
I'm  confident  that  CCA  will  do  the  job!" 
CAA  CONVENTION  HOSPITALITY  SUITE 
CONRAD  HILTON  HOTEL-SUITE  1218A 


Mr.  SCHOONOVER 


COMMUNITY  CLUB 
AWARDS 


PENTHOUSE  SUITE 
527  Madison  Avenue 
New  York  22,  N.  Y. 
Phone:  PLaza  3-2842 


Program  Guide  For 
FM-SCA  LICENSEES 

Present  and  Prospective 

The  only  background  music  on  tape 
that  isn't  also  on  transcriptions 
available  to  any  broadcaster  is 


Exclusive  franchise  territories  for  this 
exclusive  tape  program  service  now 
being  allocated.  No  franchise  fees. 
No  percentages.  For  franchise  par- 
ticulars, availabilities  and  audition  — 

NAB — Blackstone  Suite 

MAGNE-TRONICS,  Inc. 

49  West  45th  Street,  New  York  36,  N.  Y. 

Please  rush  complete  particulars  on  exclusive 
franchise  plan  for  FM-SCA  and  wire  services. 

NAME   

STATION  

STREET.  _  _  _.. 

CITY  STATE  
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"It 


GENERAL  ELECTRIC  (Lamp 

Division)  lights  on  one  radio 
network  of  the  four:  CBS 
Radio.Strongest  current  here! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 

30    (FOR  THE  RECORD) 


S.  Zepp.  1460  kc.  Changed  from  WFNM. 

WVOX  New  Rochelle,  N.Y.— Radio  New 
Rochelle  Inc.  Changed  from  WWES. 

WRKM  Carthage,  Tenn.— Carthage  Bcstg. 
Inc. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Indianapolis,  Ind. — Twin  State  Bcstg.  Inc. 
Granted  94.7  mc,  52  kw.  P.O.  address  1330 
N.  Meridian  St.  Estimated  construction  cost 
$43,550,  first  year  operating  cost  $5,000.  Ap- 
plicant owned  by  Time  ■  Inc.,  licensee  of 
WFBM-AM-TV  Indianapolis  and  WTCN- 
AM-TV  Minneapolis.  Ann.  March  4. 

Cleveland,  Ohio — Northern  Ohio  Bcstg. 
Co.  Granted  107.9  mc,  135  kw.  P.O.  address 
131  Main  St.,  Chardon,  Ohio.  Estimated  con- 
struction cost  $54,100,  first  year  operating 
cost  $60,000,  revenue  $80,000.  Ann.  March  4. 

APPLICATIONS 

Bridgeport,  Conn. — Connecticut-New  York 
Bcstrs.  Inc.  99.9  mc,  9  kw.  P.O.  address  97 
Eon  St.,  Hartford  14,  Conn.  Estimated  con- 
struction cost  $17,845.  Applicant  owns 
WICC-AM-TV  Bridgeport.  Ann.  March  4. 

♦Chicago,  Ul  —  Moody  Bible  Institute  of 
Chicago  90.1  mc,  47.4  kw.  P.O.  address  820 
N.  LaSalle  St.,  Chicago  10.  Estimated  con- 
struction cost  $32,330,  first  year  operating 
cost  $20,560.  Applicant  owns  WMBI  Chicago, 
WCRF-FM  Cleveland  and  has  cp  for  am 
station  in  Moline,  111.,  all  non-commercial. 
Ann.  Feb.  26. 

Minneapolis,  Minn. — People's  Bcstg.  Co. 
101.3  mc,  5.23  kw.  P.O.  address  1133  Stinson 
Blvd.  Estimated  construction  cost  $16,872, 
first  year  operating  cost  $18,000,  revenue  $20- 
25,000.  Applicant  is  licensee  WPBC  Minne- 
apolis. Ann.  March  4. 

Elizabeth,  N.J.— Camden  Bcstg.  Co.  105.9 
mc,  .37  kw.  P.O.  address  Box  131.  Estimated 
construction  cost  $1,600,  first  year  operating 
cost  $5,400,  revenue  $13,000.  Sole  owner  is 
Donald  Jerome  Lewis,  president,  Multiplex 
Transmitter  Co.  Ann.  March  2. 

Trenton,  N.J.  —  Concert  Network  Inc. 
101.5  mc,  20  kw.  P.O.  address  171  Newbury 
St.,  Boston,  Mass.  Estimated  construction 
cost  $46,500,  first  year  operating  cost  $19,000, 
revenue  $27,000.  Concert  owns  WBCN  (FM) 
Boston,  WXCN  (FM)  Providence,  R.I., 
WNCN  (FM)  New  York  City  and  WHCN 
(FM)  Hartford,  Conn.  Ann.  March  4. 

Existing  Fm  Stations 

ACTION  BY  FCC 

KDKA-FM  Pittsburgh,  Pa. — Granted  tem- 
porary authority  to  Sept.  30  to  transmit 
play-by-play  description  of  baseball  games 
for  rebroadcast  by  other  broadcast  stations; 
multiplex  operation  on  subcarrier  frequen- 
cy of  about  67  kc  to  conform  with  Sec.  3.319 
(subsidiary  communications  rules).  Held 
like  authority  in  1958.  Ann.  March  4. 
APPLICATION 

WHIL-FM  Medford,  Mass.— Mod.  of  cp  to 
change  frequency  from  107.9  mc  to  107.5  mc. 
Ann.  March  4. 

CALL  LETTERS  ASSIGNED 

KJAZ  (FM)  Alameda,  Calif .  —  Patrick 
Henry  and  David  J.  Larsen.  Changed  from 
KAZY  (FM). 

WFMK  (FM)  Louisville,  Ky.  —  Jefferson 
Bcstg.  Inc.  Changed  from  WTMT-FM. 

WASA-FM  Havre  De  Grace,  Md.— Chesa- 
peake Bcstg.  Corp.  103.7  mc. 

KQAL-FM  Omaha,  Neb.— Jack  L.  Katz 
Enterprises.  94.3  mc. 

*WVHC  (FM)  Hempstead,  N.Y.— Hofstra 
College.  88.7  mc. 

WVOX-FM  New  Rochelle,  N.Y.— Radio 
New  Rochelle  Inc.  Changed  from  WWE5- 
FM. 

KLUE  (FM)  Marshall,  Tex.  —  Harrison 
County  Bcstg.  Co.  97.3  mc. 

KXLY-FM  Spokane,  Wash.  —  Northern 
Pacific  Radio  Corp.  99.9  mc. 

WMIL-FM  Milwaukee,  Wis— Cream  City 
Bcstg.  Inc.  95.7  mc. 


Ownership  Changes 


ACTIONS  BY  FCC 

KAIR  Tucson,  Ariz. — Granted  transfer  of 
control  to  Andrew  J.  Griffith,  Jr.,  and 
Jerome  K.  McCauley;  consideration  $175,000. 
Ann.  March  4. 

KWRF  Warren,  Ark. — Granted  assignment 
of  license  from  Paul  Fiser,  John  6.  Rye 
and  Lee  Reaves,  to  Weldon  and  Violet 
Sledge,  d/b  Pines  Bcstg.  Co.;  consideration 
$50,000.  Ann.  March.  4. 

KTKR  Taft.  Calif.— Granted  assignment 
of  licenses  from  Kenneth  Aiken,  George 
J.  Tschumy  Jr.,  and  John  A.  Smith,  to  Louise 
E.  and  Gerald  K.  Mann;  consideration  $60,- 
000.  Ann.  March.  4. 

WMBH-AM-FM  Joplin,  Mo.— Granted  as- 
signment of  licenses  to  Radio  Joplin  Inc. 


(KSTL  St.  Louis);  consideration  $82,000. 
Ann.  March  4. 

KBTN  Neosho,  Mo.— Granted  assignment 
of  license  to  William  Montgomery  Harlow 
(member  of  Missouri  House  of  Representa- 
tives); consideration  $45,000.  Ann.  March  4. 

WFEA  Manchester,  N.H.— Granted  assign- 
ment of  license  to  WFEA  Bcstg.  Corp  (Wil- 
liam F.  Malo  Jr.,  president);  Frank  E.  Pelle- 
grin,  vice  president,  has  interest  in  WATO 
Oak  Ridge,  and  WLAF  LaFollette,  both 
Tennessee.;  consideration  $275,000.  Ann. 
March  4. 

WNTA-AM-FM-TV  Newark.  N.J.,  KMSP- 
TV  Minneapolis,  Minn. — Granted  transfer  of 
control  from  Ely  A.  Landau,  et  al.  (National 
Telefilm  Associates)  to  National  Theatres 
Inc.  (WDAF,  WDAF-TV  Kansas  City,  Mo.); 
no  officer,  director  or  shareholder  owns 
more  than  2%  of  stock  and  no  officer,  direc- 
tor or  shareholder  having  1%  or  more  of 
stock  has  any  other  broadcast  interests; 
stock  transaction;  without  prejudice  to 
whatever  action  Commission  may  deem  ap- 
propriate in  light  of  any  determination  (1) 
in  United  States  v.  National  Telefilm  As- 
sociates, Inc.,  civil  action  119-287 
(U.S.D.C.S.D.  of  N.Y.)  and  Standard  Radio 
&  Television  Co.  v.  The  Chronical  Publish- 
ing Co.  et  al.  (Supreme  Court,  Calif.,  Santa 
Clara  County  case  No.  103194);  and  (2)  with 
respect  to  studies  and  inquiries  now  being 
considered  or  conducted  by  Commission  as 
part  of  its  study  of  network  broadcasting. 
Comr.  Bartley  dissented.  Ann.  Feb.  26. 

WHAM  WHFM  (FM)  Rochester,  N.Y.— 
Granted  assignment  of  licenses  to  Genesee 
Bcstg.  Corp.  (Henry  I.  Christal  Inc.,  and 
Combined  Century  Theatres  Inc.);  considera- 
tion $838,580.  Ann.  March  4. 

KZEY  Tyler,  Tex.— Granted  assignment 
of  license  to  Tyler  Bcstg.  Co.  (Edward  Mc- 
Lemore  and  Roy  Thomas  Gibson);  consider- 
ation $38,337  for  50%  interest.  Ann.  March.  4. 

WMNF  Richwood,  W.Va.— Granted  trans- 
fer of  control  from  Herman  G.  Dotson,  et  al., 
to  W.  Courtney  Evans  (WSUX  Seaford, 
Del.);  consideration  $40,000.  Ann.  March  4. 

APPLICATIONS 

KBJT  Fordyce,  Ark. — Seeks  assignment 
of  cp  from  Kermit  F.  Tracy  to  KBJT  Inc., 
y8%  owned  by  Mr.  Tracy.  Ann.  March  4. 

KWYN  Wynne,  Ark.— Seeks  transfer  of 
minority  interests  from  Thompson  B.  Mur- 
ray Jr.  and  Luther  V.  Pillow  (5%  each)  to 
Hannah  Marie  Raley  for  total  consideration 
of  $2,800.  Ann.  March  4. 

WKUL  Cullman,  Ala. — Seeks  assignment 
of  license  from  Cullman  Bcstg.  Co.  to  Cull- 
man Bcstg.  Inc.  No  change  in  ownership 
involved.  Ann.  March  4. 

KGEE-FM  Bakersfleld,  Calif— Seeks  as- 
signment of  cp  from  KGEE  Inc.  to  Edward 
F.  Urner  for  $1,000.  Applicant  is  owner 
KLYD  Bakersfleld,  and  20%  partner  in 
Kern  County  Bcstg.  Co.,  permittee  of  KICU 
(TV)  ch.  17,  Bakersfleld.  Ann.  March  4. 

KUDE  Oceanside,  Calif. — Seeks  assign- 
ment of  license  from  Pacific  Bcstrs.  (Walter 
N.  Nelskog  and  Darrell  R.  Anderson)  to 
Dolph-Petty  Bcstg.  Co.  (Herbert  L.  Pettey 
and  William  B.  Dolph  and  others),  for 
$171,000.  Mr.  Pettey  (41%)  and  Mr.  Dolph 
(43%)  are  owners  of  KJBS  San  Francisco, 
Calif,  and  KMYR  Denver,  Colo.  Ann.  Feb. 
27. 

KSDA  Redding,  Calif. — Seeks  assignment 
of  license  from  Kal  W.  Lines,  trustee  of 
bankrupt  estate  of  VALR  Inc.  San  Fran- 
cisco, Calif,  to  Van  C.  Newkirk  for  $20,000. 
Mr.  Newkirk  is  owner  advertising  agency 
and  has  interest  in  KOLD  Yuma,  Ariz.  He  is 
former  stockholder  in  VALR  Inc.  Ann. 
Feb.  26. 

WAVP  Avon  Park,  Fla. — Seeks  assign- 
ment of  license  from  Albert  B.  Gale  to  John 
B.  Marshall  for  $12,500.  Mr.  Marshall  is  Or- 
lando businessman.  Ann.  Feb.  26. 

WGRO  Lake  City,  Fla. — Seeks  assignment 
of  license  from  George  S.  Walker  to  Colum- 
bia County  Bcstg.  Co.  for  $12,201.  Purchasers 
are  John  A.  Dowdy  (50%),  Donald  E.  Dock- 
ery  (25%)  and  Robert  E.  Dobelstein  (25%). 
Mr.  Dowdy  has  interests  in  WMGR  Bain- 
bridge,  Ga.  and  WJOT  Lake  City,  S.C.  Mr. 
Dockery  is  editor  Lake  City  Reporter  and 
Mr.  Dobelstein  is  service  station  operator. 
Ann.  Feb.  26. 

WCEH  HawkinsviRe,  Ga.— Seeks  transfer 
of  control  of  Tri-County  Bcstg.  Die.  from 
Dallam  R.,  Alice  and  D.  Rivers  Jackson  (as 
family  group)  through  stock  sale  to  James 
D.  and  Peggy  W.  Popwell.  Popwells  cur- 
rently own  41.4%  interest  in  WCEH.  Mr. 
Popwell  is  WCEH  manager.  After  transfer 
will  own  50%  negative  interest.  Considera- 
tion $5,715.  Ann.  Feb.  26. 

KSRA  Salmon,  Idaho — Seeks  assignment 
of  license  from  Snake  River  Radio  &  Tele- 
vision Inc.  to  Salmon  River  Radio  &  Tele- 
vision Inc.  Equal  owners  will  be  David  G. 
Ainsworth  and  Snake  River  Radio  &  Tele- 
vision Inc.  Mr.  Ainsworth  is  a  farmer.  Snake 
River  is  licensee  KRXK  Rexburg,  Idaho. 
Ann.  March  2. 

WPEO  Peoria,  Ul.— Seeks  assignment  of 
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license  from  Dandy  Bcstg.  Corp.  to  Radio 
One  Corp.  for  $325,000.  Purchasers  are  Wil- 
liam B.  Dolph  and  Herbert  L.  Pettey  (25% 
each),  John  R.  Stark  Trust  (40%)  and  Sam 
J.  Johnson,  trustee  of  Walter  Seinseimer 
Trust.  Messrs.  Pettey  and  Dolph  have  in- 
terest in  KJBS  San  Francisco.  Ann.  March  2. 

WLBZ-AM-TV  Bangor,  Me.— Seeks  trans- 
fer of  control  from  Adeline  B.  Rises,  pres- 
ent majority  owner  through  gifts  to  her 
children,  WiUiam  H.  Rines,  Mary  Rines 
Thompson.,  and  her  grandchildren.  Mr. 
Rines  is  licensee  WCSH-AM-TV  Portland 
and  WRDO  Augusta,  both  Maine.  Ann. 
March  4. 

KRBI  St.  Peter,  Minn.  Seeks  transfer  of 
control  of  Gateland  Broadcasting  Corp. 
from  Mavis  L.  Peterson  to  David  Bryce  Ek- 
berg  for  $46,800.  Mr.  Ekberg  is  chief  engineer 
WLOL  Minneapolis.  Ann.  March  2. 

WKIT  Mineola,  N.Y.— Seeks  transfer  of 
control  of  WKIT  Inc.  from  Seymour 
Weintraub  to  VIP  Radio  Inc.  for  $165,000. 
Purchasers  are  Martin  Stone  (50%)  and 
Plymouth  Rock  Publications  Inc.  (50%). 
Plymouth  Rock  is  owned  by  John  Hay 
Whitney.  VIP  Radio  Inc.  is  sole  stockholder 
WWES-AM-FM  New  Rochelle,  N.Y.,  ma- 
jority owner  WVIP  Mount  Kisco,  N.Y.  Mr. 
Whitney  also  has  interests  in  WISH-AM-TV 
Indianapolis,  WANE-AM-TV  Fort  Wayne, 
Ind.,  KOTV(TV)  Tulsa,  Okla.  and  KGUL- 
TV  Houston.  Ann.  Feb.  26. 

KVLH  Pauls  Valley.  Okla.— Seeks  assign- 
ment of  license  from  Garvin  Bcstg.  Co.  to 
Pauls  Valley  Bcstg.  Co.  for  $40,000.  Appli- 
cants are  E.  J.  Ballard  (50%),  John  E.  Hamp- 
ton (25%)  and  Stephen  L.  Lloyd  (25%).  Ap- 
plicants have  no  other  broadcast  interests. 
Ann.  March  4.  „ 

KGRO  Gresham,  Ore.— Seeks  transfer  of 
control  of  Gresham  Bcstg.  Co.  from  Thomas 
B  Purcell  to  Daniel  M.  McPeak  for  $67,500, 
minus  current  indebtedness.  Mr.  McPeak  is 
chief  engineer  KPDQ  Portland,  Ore.  Ann. 
March  4.  ,     ,       ,  . 

WRKM  Carthage.Tenn.— Seeks  transfer  of 
control  of  cp  of  Carthage  Bcstg.  Inc.  from 
Bill  L.  Parsons  to  Reggie  L.  Honey  and  Sid- 
ney L.  Martin,  presently  24.375%  owners  of 
permittee,  and  Chester  L.  Hamby  for  $500. 
After  transfer,  each  will  own  one-third 
interest.  Ann.  March  4. 

KPEP  San  Angelo,  Tex. — Seeks  assign- 
ment of  license  from  Concho  Bcstg.  Co., 
wholly  owned  by  David  P.  Pinkston  to 
Western  Bcstg.  Co.,  equal  partnership  con- 
sisting of  Mr.  Pinkston  and  Leroy  Elmore. 
Consideration  $10,000.  Messrs.  Pinkston  and 
Elmore  are  equal  partners  in  operation  of 
KDAV  Lubbock,  Tex.  and  KPIK  Colorado 
Springs,   Colo.   Ann.   March  2. 

KTXL  San  Angelo,  Tex.— Seeks  assign- 
ment of  license  from  San  Angelo  Bcstg.  Co. 
to  Burkhart  Bcstg.  Corp.  for  $55,000.  Appli- 
cants, each  owning  one-third  interest  are 
Charles  K.  Burkhart,  program  director 
KENS  San  Antonio;  Harry  G.  Burkhart  III, 
cattle  rancher  and  oil  producer  and  Eliza- 
beth C.  Burkhart.  Ann.  March  4. 


Hearing  Cases 

FINAL  DECISIONS 

By  order,  Commission  made  effective  im- 
mediately Jan.  28  initial  decision  and  granted 
application  of  Beacon  Bcstg.  Corp.  to  in- 
crease power  of  am  station  WICO,  Salisbury. 
Md.,  from  500  w  to  1  kw,  continuing  opera- 
tion on  1320  kc,  D.  Ann.  March  4. 

By  decision,  Commission  denied  applica- 
tion of  Oregon  Radio  Inc.,  for  extension  of 
time  to  construct  station  KSLM-TV  (ch.  3), 
Salem,  Ore.  Chrmn.  Doerfer  and  Comr. 
Craven  not  participating.  Initial  decision 
of  March  26,  1958  looked  toward  this  action. 
Ann.  March  4. 

By  decision,  the  Commission  (1)  denied 
protest  by  Southern  Bcstg.  Co.  (WUSN-TV 
ch.  2),  Charleston,  S.C.,  and  (2)  affirmed 
Aug.  1,  1957  grant  of  cp  to  Atlantic  Coast 
Bcstg.  Corp.  of  Charleston  for  new  tv  sta- 
tion (WTMA-TV)  to  operate  on  ch.  4  in 
Charleston.  Comr.  Ford  not  participating. 
June  10,  1958  initial  decision  looked  toward 
this  action.  Ann.  March  4. 

INITIAL  DECISION 

Hearing  Examiner  H.  Gifford  Irion  issued 
initial  decision  looking  toward  granting  ap- 
plication of  Norman  O.  Protsman  for  new 
am  station  to  operate  on  1450  kc,  250  w, 
during  specified  hours  6  a.m.  to  7  p.m.,  in 
Valdosta,  Ga.  Ann.  March  4. 

OTHER  ACTIONS 

By  separate  memorandum  opinions  and 
orders,  Commission  denied  following  peti- 
tions in  connection  with  Miami,  Fla.,  ch.  10 
proceeding:  (1)  by  North  Dade  Video  Inc., 
which  requested  Commission  to  make  final 
disposition  of  four  pending  applications  in 
this  proceeding  at  same  time  it  considers 
issues  in  further  hearing  pursuant  to  order 


of  remand  issued  by  Court  of  Appeals,  and 
(2)  by  Elzey  Roberts,  which  sought  permis- 
sion to  file  application,  contingent  upon 
setting  aside  cp  of  Public  Service  Television 
Inc.,  and  to  participate  in  oral  argument  to 
urge  that  additional  applications  also  be 
considered  if  Public  Service  grant  is  set 
aside.  Comr.  Craven  not  participating. 

Majority  of  Commission  on  March  4  di- 
rected preparation  of  document  looking  to- 
ward granting  application  of  Fred  H.  Whit- 
ley for  new  am  station  to  operate  on  960  kc, 
1  kw,  D,  in  Dallas,  N.C.,  and  denying  mu- 
tually exclusive  application  of  Wayne  M. 
Nelson  for  new  station  on  same  frequency 
with  500  w,  D,  in  Concord,  N.C.  May  14, 
1958  initial  decision  looked  toward  this  ac- 
tion. Ann.  March  4. 

By  memorandum  opinion  and  order,  Com- 
mission modified  its  Dec.  10,  1958  order  to 
extent  of  reinstating  grants  to  Tomah - 
Mauston  Bcstg.  Inc.,  for  new  am  station 
(WTMB)  to  operate  on  1390  kc,  500  w,  D,  in 
Tomah,  Wis.,  and  mod.  of  cp,  pending  de- 
cision after  hearing  on  protest  by  William 
C.  Forrest  (WRDB),  Reedsburg,  Wis.  Comrs. 
Hyde  and  Cross  dissented.  Ann.  March  4. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  Jack  L.  Goodsitt 
for  reconsideration  of  Dec.  17,  1958  stay  of 
grant  of  his  application  for  new  am  station 
(WTOJ)  to  operate  on  1460  kc,  1  kw,  D,  in 
Tomah,  Wis.,  pending  decision  after  hearing 
on  protest  by  Tomah-Mauston  Bcstg.  Inc. 
(WTMB),  Tomah.  Comr.  Cross  dissented. 
Ann.  March  4. 

By  report  and  order,  Commission  post- 
poned from  Jan.  1,  1959  to  Jan.  1,  1960,  time 
for  tv  translator  stations  to  comply  with 
rules  relating  to  suppression  of  out-of-band 
emissions,  and  extended  from  Sept.  1,  1958 
to  Sept.  1,  1959  time  for  limited  type  ap- 
proval of  translator  equipment  meeting  cer- 
tain minimum  requirements.  Ann.  Feb.  26. 

By  order,  Commission  dismissed  as  moot 
Jan.  2  petition  by  Southland  Television  Co. 
(losing  applicant  in  Shreveport,  La.,  ch.  12 
comparative  proceeding)  for  leave  to  amend 
its  application  to  show  extension  of  expira- 
tion date  of  agreement  relating  to  its  financ- 
ing. July  1,  1957  memorandum  opinion  and 
order  dismissed  as  moot  similar  petition, 
for  reason  that  Southland  application  had 
been  denied  on  comparative  grounds,  and 
there  has  been  no  change  in  status  of  appli- 
cation before  Commission.  (Shreveport  Tel- 
evision Co.  operates  station  KSLA-TV  on 
ch.  12  in  Shreveport.)  Ann.  March  4. 

By  order,  Commission  dismissed  as  moot 
that  portion  of  July  18,  1958  motion  by 
Community  Telecasting  Corp.  requesting 
enlargement  of  issues  in  Moline,  111.,  ch.  8 
comparative  proceedings  to  include  deter- 
mination of  legal  qualifications  of  Iowa- 
Illinois  Television  Co.  (since  dismissed). 
Ann.  March  4. 

WNNJ  Newton,  N.J. — Designated  for  hear- 
ing application  to  increase  power  from  500 
w  to  1  kw,  continuing  operation  on  1360  kc, 
D;  made  WKOP  Binghamton,  N.Y.,  and 
WPPA  Pottsville,  Pa.,  parties  to  proceed- 
ing. Ann.  Mar.  4. 

Camden  Bcstg.  Co.  Inc.,  Providence,  R.I. 
— Granted  request  for  waiver  of  309  (b) 
letter  and  designated  for  hearing  applica- 
tion for  new  am  station  to  operate  on  990 
kc,  50  kw,  DA-D,  in  consolidated  proceeding 
with  applications  of  Moyer  Radio,  Golden 
Gate  Corp.,  Radio  Rhode  Island  Inc.,  Prov- 
idence, and  Bristol  County  Bcstg.  Co.,  War- 
ren for  new  am  stations  on  990  kc — Moyer, 
Golden  Gate  and  Radio  Rhode  Island  with 
50  kw,  DA-D,  and  Bristol  with  500  w,  D. 
Comr.  Ford  dissented  to  waiver  of  309  (b) 
letter  and  issued  statement.  Ann.  March  4. 

WHEY  Millington,  Tenn. — Is  being  advised 
that  application  to  assign  license  to  Mem- 
phis-Millington  Bcstg.  Co.  indicates  neces- 
sity of  hearing.  Ann.  March  4. 

Commission  scheduled  for  oral  argument 
on  April  17  protest  proceeding  on  applica- 
tion of  Triangle  Publications  Inc.,  for  mod. 
of  cp  of  station  WNHC-TV  (ch.  8),  New 
Haven,  Conn.,  to  change  trans,  location, 
ant.  height,  etc.  Ann.  March.  4. 

Commission  cancelled  oral  argument 
scheduled  for  March  12  on  am  application 
of  Ottaway  Stations  Inc.  (WDOS),  Oneonta, 
N.Y.  Ann.  March  4. 

Commission  allowed  parties  20  minutes 
each  for  oral  argument  on  April  23  in  Mi- 
ami, Fla.,  tv  ch.  10  remand  proceeding. 
Comr.  Craven  not  participating.  Ann. 
March  4. 

23  AM  APPLICATIONS  IN 
CONSOLIDATED  HEARING 

By  order,  Commission  took  following  ac- 
tions with  respect  to  27  am  applications  in- 
volving interlocking  interference: 

(1)  Consolidated  20  applications  with  pre- 
viously designated  hearing  for  three  stations 
— Radio  St.  Crois  Inc.,  New  Richmond,  Wis.; 
Florida  East  Coast  Bcstg.  Inc.,  South  St. 
Paul,  Minn.,  and  Hennepin  County  Bcstg. 
Co.,  Golden  Valley,  Minn.,  which  seek  op- 
eration on  1590  kc — specified  new  hearing 
issues  and  denied  certain  pleadings.  Addi- 
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This  valuable  planning  guide 
will  help  you  realize  a  greater 
return  on  your  equipment  in- 
vestment. Installation  and 
maintenance  procedures,  out- 
lined in  this  new  brochure,  will 
show  you  how  to  get  long 
equipment  life  and  top  per- 
formance for  your  station. 


For  your  free  copy  of  this  brochure, 
write  to  RCA,  Dept.  RB-22?;Building 
15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 
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Stainless 
TOWERS 


_    

Joe  M.  Baisch,  General  Manager 

WREX-TV 


ROCKFORD,  ILLINOIS 


Richard  Peck,  Chief  Engineer 


And  for  good  reasons,  too: 

*  Stainless   EXPERIENCE   in  design 
and  fabrication 

*  RELIABILITY  of  Stainless  installa- 
tions 

*  LOW  MAINTENANCE  COSTS  of 
Stainless  towers 


Ask  today  tor  tree 
literature  and  in- 
formation. 


Stainless,  inc. 
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tional  applicants  placed  in  hearing  are  Elm- 
wood  Park  Bcstg.  Corp.,  Elmwood  Park,  111. 
(1540  kc);  Walter  L.  Follmer,  Hamilton, 
Ohio  (1560  kc);  Charles  J.  Lamphier,  Golden 
Valley,  Minn.  (1570  kc);  United  Bcstrs.  Inc., 
Muncie,  Ind.  (1550  kc);  Interstate  Bcstg. 
Inc.,  New  York,  N.Y.  (to  change  DA  of 
WQXR  on  1560  kc);  Delaware  County 
Bcstrs.,  Muncie,  Ind.  (1550  kc);  Minnesota 
Radio  Co.,  Hopkins-Edina,  Minn.  (1550  kc); 
Booth  Bcstg.  Co.,  Toledo,  Ohio  (to  increase 
power  of  WTOD  on  1560  kc);  S.  M.  Supply 
Co.,  Eau  Claire,  Wis.  (1550  kc);  Rollins 
Bcstg.  Co.,  Harvey,  111.  (to  shift  WBEE  from 
1570  to  1550  kc);  Courier-Times  Inc.,  New 
Castle,  Ind.  (1550  kc);  Elder  C.  Stangland, 
Sheldon,  Iowa  (1550  kc);  Radio  Crawfords- 
ville  Inc.,  Crawfordsville,  Ind.  (1550  kc); 
Sullivan  County  Bcstrs.  Inc.,  Sullivan,  Irid. 
(1550  kc);  North  Shore  Bcstg.  Inc.,  Madison, 
Wis.  (1550  kc);  Somerset  Bcstg.  Co.,  Dela- 
ware, Ohio  (1550  kc);  Skokie  Valley  Bcstg. 
Co.,  Evanston,  111.  (1550  kc);  Southern  Wis- 
consin Inc.,  Lake  Geneva,  Wis.  (1550  kc); 
Guy  E.  McGaughey  Jr.,  Jacksonville,  111. 
(1550  kc),  and  Grundy  Bcstg.  Co.,  Morris, 
111.  (1550  kc). 

(2)  Made  KRES  St.  Joseph,  Mo.;  WAAY 
Huntsville,  Ala.;  WCKY  Cincinnati,  Ohio; 
WLOI  LaPorte,  Ind.;  WTAY  Taylorville, 
111.;  WTKM  Hartford,  Wis.;  WTNS  Coshoc- 
ton, Ohio;  KWCO  Chickasha,  Okla.;  KXEL 
Waterloo,  Iowa,  and  WDXR  Paducah,  Ky., 
parties  to  proceeding. 

(3)  Dismissed  for  lack  of  prosecution  ap- 
plications for  four  new  am  stations — Lake 
Shore  Bcstg.  Co.,  Evanston,  111.  (1520  kc); 
Lake  States  Bcstg.  Co.,  Milwaukee,  Wis. 
(1520  kc);  Waukegan  Bcstg.  Corp.,  Wauke- 
gan,  111.  (1550  kc),  and  Lake  County  Bcstg. 
Corp.,  Hammond,  Ind.  (1520  kc). 


Routine  Roundup 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  Feb.  27 
KBTO  El  Dorado,  Kan. — Granted  involun- 
tary assignment  of  license  to  O.  A.  Tedrick, 
individually  and  as  trustee  for  interests  of 
W.B.  Tedrick,  deceased,  Jack  M.  Tedrick, 
et  al. 

WGSR  Millen,  Ga. — Granted  assignment 
of  license  to  Jenkins  Bcstg.  System  Inc. 

WYSR  Franklin,  Va.— Granted  acquisition 
of  positive  control  by  S.L.  Goodman 
through  purchase  of  stock  from  Howard  H. 
Keller. 

Actions  of  Feb.  26 

KRHD  Duncan,  Okla. — Granted  involun- 
tary assignment  of  license  to  R.H.  Drewry, 
J.R.  Montgomery,  Ted  R.  Warkentin,  Edith 
H.  Scott,  executrix  of  estate  of  Robert  P. 
Scott,  deceased,  and  John  C.  Halliburton. 

KSWO-AM-TV  Lawton,  Okla.  —  Granted 
involuntary  assignment  of  license  to  Okla- 
homa Quality  Bcstg.  Co. 

KWCL  Oak  Grove,  La.— Granted  assign- 
ment of  license  to  Carroll  Bcstg.  Inc. 

WQDY  Calais,  Me.— Granted  assignment 
of  cp  to  St.  Croix  Bcstg.  Inc. 

KASK  Ontario,  Calif.— Granted  mod.  of 
cp  to  change  type  trans. 

WJMJ  Philadelphia,  Pa.— Granted  exten- 
tion  of  completion  date  to  April  24. 
Actions  of  Feb.  25 

WQOK  Greenville,  S.C.  — Granted  relin- 
quishment of  negative  control  by  each, 
James  A.  and  Marilyn  M.  Dick,  through 


sale  of  stock  to  Tecumseh  Hooper  and 
Charles  A.  Dick. 

Granted  licenses  for  following  am  sta- 
tions: WDEA  Ellsworth,  Me.;  WERT  Van 
Wert,  Ohio;  WOWE  Allegan,  Mich.,  remote 
control  permitted;  WNSM  Valparaiso-Nice- 
ville,  Fla. 

WBEN-FM  Buffalo,  N.Y. — Granted  license 
covering  changes  in  frequency,  installation 
new  ant.  and  increase  ERP  to  110  kw  and 
ant.  height  (main  trans.). 

KDMC  (FM)  Corpus  Christi,  Tex.— Grant- 
ed license  covering  change  in  ERP  and  in- 
crease in  trans,  power  output  (ERP  4.1  kw). 

KCLE  Cleburne,  Tex.  —  Granted  license 
covering  installation  new  trans,  as  alternate 
main  trans,  at  present  main  trans,  site; 
remote  control  permitted. 

KCLE  Cleburne,  Tex.  —  Granted  license 
covering  changes  in  ant.  system. 

WTKM  Hartford,  Wis.— Granted  license 
covering  move  of  trans,  location,  and 
change  of  studio  location;  remote  control 
permitted. 

WOUB  Athens,  Ohio  —  Granted  license 
covering  increase  in  power. 

WBFO  Buffalo,  N.Y.— Granted  license  for 
non-commercial  educational  fm  station. 

WHOH  (FM)  Hamilton,  Ohio  — Granted 
license  for  fm  station;  remote  control  per- 
mitted. 

WHOK-FM  Lancaster,  Ohio— Granted  li- 
cense for  fm  station,  ERP  16.2  kw. 

WFBC-FM  Greenville,  S.C.— Granted  li- 
cense covering  changes  in  ERP  and  ant. 
height,  location  of  ant. -trans,  and  installa- 
tion of  new  type  ant.;  ERP  9.9  kw. 

KONI  Phoenix,  Ariz.  —  Granted  license 
covering  change  ant. -trans,  location  and 
studio  location;  remote  control  permitted. 

KCSJ-TV  Pueblo,  Colo. — Granted  cp  to 
change  ERP  to  vis.  100  kw,  aur.  50  kw; 
trans,  location;  type  of  trans,  and  ant.  and 
other  equipment;   ant.  1,040  ft. 

WAAA  Winston-Salem,  N.C. — Granted  cp 
to  install  new  trans. 

KCMS-FM  Manitou  Springs,  Colo. — Grant- 
ed cp  to  increase  ERP  to  21.5  kw;  ant. 
height  to  2,080  ft.;  install  new  type  ant.  and 
trans.,  and  change  trans,  location;  remote 
control   permitted;  conditions. 

KTJS  Hobart,  Okla. — Granted  mod.  of  cp 
to  change  type  trans. 

KBBI  (FM)  Los  Angeles,  Calif.— Granted 
mod.  of  cp  to  change  type  trans.;  remote 
control  permitted;  condition. 

WQMN  Superior,  Wis. — Granted  extension 
of  completion  date  to  Sept.  23. 

ACTIONS  ON  MOTIONS 
By  Hearing  Examiner  Annie  Neal  Huntting 
on  March  2 

Granted  petition  by  Regional  Bcstg.  Co., 
Halfway,  Md.,  for  leave  to  amend  its  am 
application  so  as  to  make  changes  in  in- 
formation furnished  in  section  II  of  its  ap- 
plication. 

By  Hearing  Examiner  J.D.  Bond  on  March  2 

Scheduled  oral  argument  for  9  a.m.,  March 
4,  on  petition  by  Donald  W.  Huff,  Lansdale, 
Pa.,  for  leave  to  amend  his  am  application, 
together  with  separate  oppositions  to  peti- 
tion by  Equitable  Publishing  Co.  and  Broad- 
cast Bureau. 

Continued  prehearing  conference  to  2  p.m., 
March  13  in  New  Bedford  Mass.,  ch.  6  pro- 
ceeding (Wilson  Bcstg.  Corp.,  et  al.) 
By  Hearing  Examiner  Basil  P.  Cooper  on 
March  2 

Scheduled  further  prehearing  conference 
Continued  on  Page  139 
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market— 30  miles  from 
heart  of  Pittsburgh. 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  6-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-131 

WASHINGTON,  D.  C. 
P.  O.  BOX  7037        JACKSON  5302 
KANSAS    CITY,  MO. 
Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublie  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
61 7  Albee  Bldg.      Executive  3-461 6 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 
Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd„   N.  W„ 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

BrecksviHe,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION   and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  CaGf 
PR.  5-3100 


ervice  Directory 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7637     Kansas  City,  Mo. 
Phone  Jackson  3-5362 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


—Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1 052  Warner  Bldg.  National  8-7757 
Washington  4,  0.  C. 
Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
0  Liver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 


Box  68,  International  Airport 
San    Francisco   28,  California 


Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


PETE  JOHNSON 

Consulting   am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK   Electronics   Service,  Inc. 


contact 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 

for  availabilities 


GEORGE  C.  DAVIS 

CONSULTING  IN8INHR5 
RADIO  &  TELEVISION 
501-514  Munsey  ildfj. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-8115 
Washington  4,  D.  C. 
Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6168 
Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Elect  ronles 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230   Executive  3-58*1 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-Bak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  204  per  word— $2.00  minimum  •  HELP  WANTED  25tf  per  word— $2.00  minimum. 

•  DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  30tf  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Manager  with  sales  and  program  know-how 
for  medium  station  market.  Excellent  op- 
portunity for  clean,  capable  young  family 
man  with  all-around  experience  and  ability, 
to  move  up.  Send  complete  details,  includ- 
ing photo  and  present  income.  Box  808H, 
BROADCASTING. 


Commercial  manager  needed  for  enterpris- 
ing station.  Good  salary,  commission  and 
percentage  await  a  real  producer.  Prefer 
middle-aged  man.  WDDY,  Gloucester,  Vir- 
ginia. Oxford  3-4302. 


Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 

Sales 


Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want  a 
man  who  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Guarantee  over 
$5,000  plus  commissions.  No  prima  donnas. 
Box  724H,  BROADCASTING. 


Michigan  independent  adding  to  sales  staff. 
Major  market  over  100,000.  Top  job  for 
money  and  climbing  upstairs.  Send  picture 
and  details  of  previous  experience  to  Box 
894H,  BROADCASTING. 


Radio  salesman.  The  "Yankees"  need  three 
new  additional  pitchers!  Why  pitch  in  the 
minors  when  you  can  make  big  league 
money  pitching  in  top  ten  market.  Be  a  big 
leaguer  and  get  on  a  real  big  league  team. 
Salary,  commission,  bonuses,  vacation,  car 
expenses.  Money  making  opportunity  of 
life  time  for  young  rookies  ready  for 
majors.  Work  with  winning  team  in  number 
one  place.  For  the  best  pitching  job  you've 
ever  had  rush  photo,  data.  Box  935H, 
BROADCASTING. 


Wanted:  Salesman  qualified  to  become  sales 
manager  top  station  Florida  east  coast. 
Box  943H,  BROADCASTING. 


There's  a  wonderful  opportunity  in  Colo- 
rado for  a  salesman  willing  to  work.  Guar- 
antee of  $400  per  month  and  an  account 
list  that  can  make  real  money  for  you.  This 
is  a  permanent  connection  with  the  top 
station  in  town.  Send  full  information  and 
references.   Box  965H,  BROADCASTING. 


We  will  be  interviewing  at  the  NAB  appli- 
cants for  tv  sales  manager  midwest  350,000 
sets.  Box  110K,  BROADCASTING. 


■Sales  manager  major  central  Ohio  market. 
Top  money  and  future  for  man  who  loves 
to  sell.  Box  123K,  BROADCASTING. 


California,  KCHJ,  Delano.  Serves  1.300,000. 
Increasing  sales  staff. 


Broadcast  time  salesmen  and  1st  class 
combo  men.  Tired  of  snow?  Ask  Leroy  from 
Montana  how  he  likes  Eureka,  California's 
March-blooming  flowers.  Write  Don  Telford, 
KIEM,  Box  1021,  Eureka. 


National  sales  manager.  KWWL,  Waterloo, 
Iowa. 


Experienced  radio  salesman  with  ideas  and 
follow  through  to  sell  for  leading  regional 
station  in  highly  competitive  market.  Send 
resume,  proven  record  and  references  to 
Gene  Conrad,  WERC,  R.D.  #4,  Robinson 
Road,  Erie,  Pennsylvania.  9-9647. 

Hartford-New  Britain,  Conn. — lively,  power- 
ful network  affiliate  seeks  lively  salesman. 
$50.00  salary,  plus  10%  commission.  Active 
account  list  provided.  Send  details  of  back- 
ground to  WHAY,  New  Britain,  Connecticut. 
Wanted,  2  experienced  salesmen.  Salary 
commensurate  with  ability.  Contact  Radio 
Station  WJSO,  Johnson  City,  Term. 


Help  Wanted — (Cont'd) 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 


Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 


Experienced-mature-versatile  for  morning 
shift  at  number  one  small  market  station 
in  Iowa.  Must  know  radio  and  be  conversant 
with  all  phases  including  news,  sports  and 
interviews.  We  want  a  family  man  tired 
of  looking  and  ready  to  start  living  in  a 
small  town  on  better  than  average  salary — 
starting  at  $90  per  week.  Send  all  informa- 
tion including  tape  and  photo  in  first  letter. 
Box  688H,  BROADCASTING. 


North-west  station  needs  announcer  cap- 
able of  informal  dry  humor  on  regular 
record  show.  Opportunity  of  lifetime.  Re- 
ply Box  723H,  BROADCASTING. 


Good  announcer  with  ability  to  handle  full 
range  of  duties  on  staff  of  excellent  small 
station.  Give  details,  including  photo,  audi- 
tion tape  (we'll  return  it)  and  present  in- 
come. Box  809H,  BROADCASTING. 


Announcer,  experienced,  for  New  York 
state  regional  5000  watter.  Concentration 
on  gathering  and  reporting  local  news. 
Rush  tape  to  General  Manager,  Box  893H, 
BROADCASTING. 


New  Mexico  kilowatt  full  timer  needs  good 
announcer  with  sales  ability.  Send  tapes 
and  resume.  Box  901H,  BROADCASTING. 


California  station  wants  announcer  who  is 
unable  to  vent  his  humorous  personality 
on  air  where  now  employed.  Top  pay.  Box 
942H.  BROADCASTING. 


Outstanding  news  man  by  high-rated 
Minneapolis-St.  Paul  independent  with 
adult  appeal.  Send  audition  tape,  picture, 
background,  references,  and  salary  require- 
ments in  first  letter  to  Box  982H,  BROAD- 
CASTING. 


Sparkling  personality — experienced.  Music- 
news-play-by-play.  Must  have  new  ideas 
and  drive  to  execute  them.  Possibility  pd 
for  right  man.  1st  phone  preferred.  Ohio 
daytimer.  Send  tape,  background  resume, 
and  salary  expected.    Box  105K,  BROAD- 

CASTING.  

Newscaster  gather,  write,  read  local  news 
in  major  Michigan  market.  Also  need  disc 
jockey,  smooth,  versatile,  saleable  knowl- 
edge of  music.  Send  tape,  resume,  picture. 
Experienced  only  apply.  Box  113K,  BROAD- 

CASTING.  

Morning  man.  Boston.  Tight  production. 
Humor.  Imagination.  Top  50,  tane  and 
resume.  Box  132K,  BROADCASTING. 
Announcer-first  phone.  No  maintenance. 
Two  weeks  vacation,  health  insurance,  new 
studios  and  equipment  mobile  units,  air  and 
auto.  Adult  programming  start  at  $433.00. 
Need  immediately.  Phone  Mr.  Jae,  KHMO, 

Hannibal,  Missouri,  NO  3450.  

Permanent  position  now  open  for  experi- 
enced announcer.  Nicest  town  in  California 
to  live  in.  Progressive  growing  music  and 
news  station.  Record  must  stand  investi- 
gation, KONG,  Visalia,  California. 


Announcer — Immediate  opening.  Minimum 
salary  $85,00.  If  you're  fast  paced  and 
bright,  even  more.  Send  details,  tape  to 
Manager,  Kenn  Maloney.  KUVR,  Holdrege, 
Nebraska. 


Help  Wanted— (Cont'd) 


Announcers 


Fast-paced,  bright  deejay,  desiring  oppor- 
tunity both  number  one  rated  radio  station 
and  tv  experience.  Midwest  market  over 
100,000.  Send  tape,  picture  and  resume  to 
Bill  Baldwin,  KWWL-AM-TV,  Waterloo 
Iowa. 


Wanted.  Experienced  deejay  for  top-rated 
station.  Send  full  information,  including 
starting  salary,  photo  and  tape  to:  Bob 
Wylie,  WAKR,  Akron  20,  Ohio. 


Washington  D.C.  area's  number  one  station 
auditioning  exceptional,  fast,  modern  an- 
nouncers. Send  tape.  WEAM. 


Wanted:  Immediate  dj  personality  replace 
am  man;  moving  up  13th  market — 5000 
watts;  music,  news,  swinging  operation. 
First  ticket?  More  money.  Rush  tape,  photo, 
background.  WGGH,  Marion,  Illinois. 


Two  combo  men  needed.  Must  have  voices 
good  enough  for  southeast's  largest  market 
Engineering  minor.  Got  to  handle  fast 
paced  adult  radio.  $150  possible  in  year's 
time.  Hope  you're  particular — we  are.  Con- 
tact Don  Meyers,  WIIN  Radio,  Atlanta, 
Georgia. 


Fast  growing  Michigan  station  needs  an- 
nouncers with  superb  ability  to  sell  on  the 
air.  Must  be  dependable  and  know  pro- 
duction and  quality.  Good  pay  to  the  right 
men.  Send  tapes  and  resume  or  apply  in 
person.   WION,  Ionia,  Michigan. 


Announcer  with  first  phone.  Engineering 
secondary.  Contact  Don  C.  Wirth,  WNAM, 
Neenah,  Wisconsin. 

Want  announcer  with  first  phone.  Please 
send  tape  and  resume.  WOIA,  Box  76,  Ann 
Arbor,  Michigan. 

Disc  jockeys  boost  your  ratings!  Order  your 
"Deejay  showmanship  Kit",  includes:  "Book 
of  2400  anecdotes  and  one-liners";  and 
"Radiomanship  Guide",  containing  proven 
formulas  for  building  larger  audiences. 
Also,  "Hints  for  DJ  Comedy".  $2.95  DeBu 
Features,  20  E.  Huron  St.,  Chicago,  Illinois. 


Technical 


Engineer-announcer  with  ability  to  do 
maintenance  and  a  fair  announcing  job. 
Send  details,  including  photo  and  audition 
tape  (we'll  return  it).  Salary  $80  to  $100 
depending  on  ability.  Box  810H,  BROAD- 

CASTING.  

Immediate  opening  in  northeast  for  first 
phone  engineer.  Experienced  preferred.  Well 
rounded  duties  include  studio,  transmitter, 
operation  maintenance.  Box  968H,  BROAD- 

C  A  STING.  

Capable  technician  for  E.  Pennsylvania  sta- 
tion. Must  be  a  man  with  pride  in  his 
work.  Accent  on  maintenance  and  con- 
struction.   No  announcing.    WCOJ,  Coates- 

ville,  Penna.  

Combination  engineer-announcer  immedi- 
ately.   $85    per    week.    Send    audition  to 

WCPH,  P.O.  Box  85,  Etowah,  Tenn.  

Want  first  phone  engineer  who  can  an- 
nounce. Please  send  tape  and  resume. 
WOIA,  Box  76,  Ann  Arbor,  Michigan. 


Opening  beginning  this  summer  for  main- 
tenance-supervisor engineer  for  radio- 
television  studios  and  other  electronic 
equipment  in  new  quarters  on  college  cam- 
pus. Contact  Donald  Kleckner,  Bowling 
Green  State  University,  Bowling  Green, 
Ohio. 


Production-Programming,  Others 


Experienced  newsman  needed  for  Wiscon- 
sin location,  send  qualifications,  experience, 
past  employers,  family  status,  salary  re- 
quirements, to  Box  990H,  BROADCAST- 
ING. 
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Help  Wanted— (Cont'd) 


Production-Programming,  Others 

Can  you  deliver  a  top-notch,  interesting 
newscast?  Can  you  gather,  evaluate  and 
re-write  local  news?  Can  you  present  a 
comprehensive  editorial?  If  you  fill  the  bill, 
a  happy,  alert  daytime  independent  in  one 
of  Ohio's  top  markets  would  like  to  have 
your  tape  and  resume.  Salary  open.  Box 
919H,  BROADCASTING.  

Experienced  news  man— to  serve  as  news 
director  Hudson  Valley  station  with  heavy 
emphasis  on  local  news.  Gather,  write  and 
broadcast  three  local  news  programs  daily. 
Share  coverage  night  meetings  with  pd. 
Become  part  of  community  life  in  city  ot 
30  000  Send  resume  and  tape,  Box  997H, 
BROADCASTING.  

Farm  director  ...  At  small  station  in  farm 
market.  Pleasant  working  conditions,  won- 
derful country.  State  salary  requirements 
and  experience  in  first  letter.  KRXK,  Rex- 
burg,  Idaho.   

Newsman  skilled  at  writing  and  experienced 
in  air  work  to  join  top-notch  news  staff  of 
midwest  50,000  watt  radio  station.  Send 
tape  and  resume  to  WJR,  The  Goodwill 
Station,  Detroit.  

Writer-producer  with  flair  for  compelling 
commercial  copy  writing  and  radio  produc- 
tion know-how  needed  by  50-kilowatt 
WOWO  Fort  Wayne.  Rush  photo,  copy 
samples  and  complete  resume  to:  Cal  Boll- 
winkel,  WOWO,  Fort  Wayne,  Indiana. 

Growing  Chicago  area  indie  needs  a  copy- 
writer. Good  pay,  fine  future  to  the  right 
person.   Contact  WRMN,  Elgin,  111. 

RADIO 

Situations  Wanted — Management 

General  manager,  9  years  from  ground  up. 
Family  man,  college  graduate,  first  phone, 
excellent  sales  record,  employed.  Box  699H, 
BROADCASTING.  

Doctor  says  move  family  to  better  climate. 
Three  children,  susceptible  to  lung  conges- 
tion and  pneumonia.  My  health  is  fine.  Of- 
fer you  15  years  of  radio  background.  Ex- 
perienced all  phases.  Manager  and  majority 
stockholder  in  No.  1  rated  station  in  three 
station  market,  at  present  time.  Have 
worked  250  watt  ABC,  250  watt  indie.,  5  kw 
ABC,  and  1  kw  CBS.  Morning  man  10  years 
top  ratings.  38,  sober,  love  radio,  can  give 
you  top  programming  and  increased  sales 
minus  gimmicks.  Must  be  southern  Califor- 
nia, New  Mexico,  Arizona.  Market  25  to 
50,000.  Looking  for  management  with  air 
work.  Earnings  now  five  figures  annually. 
Must  sacrifice  ownership,  but  will  be  happy 
to  do  so  in  order  to  give  family  better 
health  and  better  opportunities.  Box  876H, 
BROADCASTING.  

Em-ployed  —  em-ambitious  —  em-ready. 
College,  12  years  radio,  mid-thirties,  family. 
Complete  broadcasting  experience.  Heavy 
production-sales.  News,  sports,  program- 
ming, dj.  Good  references.  Want  manage- 
ment-part ownership.  Mid-west  preferred. 
All  considered.  Box  906H,  BROADCAST- 
ING^  

General  manager  topping  industry  records 
at  several  stations.  Twenty-five  years  spe- 
cializing productivity  in  sales  and  opera- 
tions. Seeking  new  opportunity  for  maxi- 
mum revenue  expansion.  Box  923H,  BROAD- 
CASTING.  

Aggressive  broadcast  executive  with  18 
years  experience  now  available.  Experience 
includes  13  years  as  working  sales  man- 
ager, and  general  manager  in  radio  and 
television  in  medium  and  metropolitan 
markets.  Extremely  able,  capable  best  ref- 
erences, married,  college  graduate  age  42. 
Confidential.  Box  924H,  BROADCASTING. 

Station  manager.  Capable  all  phases,  in- 
cluding sales.  Proven  record.  Box  956H, 
BROADCASTING.   

Aggressive  young  sales  manager  desires 
management  position.  Prefer  western  states. 
Excellent  references.  Box  978H,  BROAD- 
CASTING.  

Workhorse  manager  available.  13  years  ex- 
perience. Sells.  Holds  nut  down.  In  top  10 
markets  now.  Consider  any  reasonable  of- 
fer. Can  invest.  Box  980H,  BROADCAST- 
ING. 


Situations  Wanted — (Cont'd) 

Management 

Presently  employed  in  midwest  as  manager, 
chief  engineer,  program  director,  announcer 
and  bookkeeper.  First  phone  construction 
and  directional  experienced.  6  years  in  the 
business.  Have  developed  very  efficient 
methods  of  operations.  No  rock  and  roll, 
but  good  solid  adult  programming.  Box 
983H,  BROADCASTING.  

Assistant  manager  devotes  ten  years  pre- 
paring for  managership.  36,  married,  now 
in  Chicago  area.  Owners,  let's  localize  your 
station.   Box  120K,  BROADCASTING. 

Station  managers  .  .  .RE:  Position  open  or 
soon  to  be  open  your  station,  for  energetic 
first  phone  maintenance  engineer,  who  also 
does  good  straight  smooth  announcing  job. 
Experienced  modern  personality,  music- 
news  operation.  Conscientious,  with  know 
how  of  production  spots.  Top  potential  for 
your  organization!  Family.  Box  121K, 
BROADCASTING.  

Management,  Pennsylvania  area.  Manager 
with  successful  history.  Family  man,  thir- 
ties. Experience  covers  station,  sales,  and  of- 
fice management,  programming,  continuity, 
traffic,  bookkeeping,  announcing  including 
sports.  Excellent  industry  and  personal  ref- 
erences. Write  Box  128K,  BROADCASTING. 

Sales 

Sales.  Apply  broad  sales  background  to 
broadcasting.  Capable.  Announcing.  Copy. 
Box  881H,  BROADCASTING.  

Salesman/announcer.  Love  challenging  sales 
problems.  Write  copy.  Operate  board.  Box 
957H,  BROADCASTING.  

Aggressive  salesman,  35,  family,  thorough 
experience  with  top  station  in  competitive 
market,  seeks  top  sales  position  with  future 
in  medium  or  large  market.  Radio  only 
career.  Box  976H,  BROADCASTING. 


Announcers 


Can  you  offer  me  the  big  3-baseball-foot- 
ball-basketball?  Box  709H,  BROADCAST- 
ING^  

Staff  announcer,  workhorse.  11  years  ex- 
perience small  market  to  50  kilowatt  as 
disc  jockey,  newsman,  programming.  Pro- 
duction conscious  with  know-how.  Want 
security.  Family,  35.  College.  Presently  em- 
ployed. Specialty:  record  mc.  Agency  ref- 
erences. Want  jobs  done  as  you  would  do 
them  yourself?  Pay  me  $150  week— 1 11  move 
fast  Prefer  east.  No  rock-roll.  Box  833H, 
BROADCASTING.  

Country/western  music.  My  strongest  suit. 
Capable-staff,  controls,  sales.  Box  880H, 
BROADCASTING. 

Announcer,  mature.  Sales  minded.  Copy- 
writer. Good  background.  Operate  board. 
Cooperative.  Box  882H,  BROADCASTING. 

Announcer,  young.  Eager  to  learn.  Good 
background.  Cooperative.  Operate  board. 
Box  883H,  BROADCASTING. 


Situations  Wanted — (Cont'd) 

Announcers 

Young  man.  Determined  to  succeed.  Well 
trained.  Any  reasonable  offer.  Box  884H, 
BROADCASTING  

Announcer-dj.  4  years  experience.  2  years 
at  1  kw,  2  years  at  5  kw.  Married,  veteran, 
available  April  1st.  Box  936H,  BROADCAST- 
ING.  

Highly  professional  dj  seeks  relocation.  Ex- 
cellent background  in  music,  news,  pro- 
duction. College  graduate,  Harvard  age 
35.   married.   Box   914H,  BROADCASTING. 

Negro  announcer/dj.  Intelligent.  Versatile. 
Good  background.  Salesman.  Handle  con- 
trols. Box  958H,  BROADCASTING.  

Female,  announcer  plus.  Good  background. 
Women's  programs,  plus.  Reliable.  Versatile. 
Box  959H,  BROADCASTING. 

Alert,  aggressive,  single,  vet.  13  months' 
announcing  experience  to  5  kw  network. 
Can  write,  will  sell.  Resume,  photo,  tape. 
Prefer  medium  northeast  market.  Box  960H, 
BROADCASTING.  

Experienced  announcer,  age  35,  sober,  three 
years  experience,  good  music,  top  40,  and 
c  and  w,  news.  Best  references.  Box  961H, 
BROADCASTING.  

Employed,  26,  married,  veteran,  responsible. 
Want  job  with  future.  Box  962H,  BROAD- 
CASTING  

Announcer  strong  on  sports  play-by-play 
experience  in  baseball,  football,  basketball. 
One  year  experience.  Sales,  news,  dj.  Re- 
locate anywhere.  Box  964H.  BROADCAST- 
ING^  

Top-rated  dj,  program  director  multi-sta- 
tion market  wants  advancement.  Major 
markets,  major  money  only  please.  Young, 
personable,  college,  hard  worker.  Ideas, 
proven  ability.  Tape,  resume  will  answer 
letter  explaining  your  operation,  available 
position,  financial  arrangements.  Box  966H, 
BROADCASTINGS  

Good  announcer-dj.  5  years  experience 
middle  west.  Box  967H,  BROADCASTING- 

Experienced  combo-man,  smooth  flawless 
delivery.  Good  radio  voice,  believable. 
Family  man.  3  years  of  good  solid  experi- 
ence in  announcing,  2  years  in  engineering. 
Tech  school  grad.  Present  employer  very 
satisfied.  College,  young,  steady,  don't  drink. 
Tight  production.  Easy  to  work  with.  Ex- 
cellent references.  First  class  license.  Hard 
worker.  Prefer  work  near  college.  Wanting 
to  move  up.  Will  send  tape.  Box  970H, 
BROADCASTING.  ' 

Announcer-dj— 2  years  experience  in  all 
phases.  Deep  resonant  voice.  Good  refer- 
ences Prefer  Florida  or  California.  Box 
972H,  BROADCASTING.   

Newsman-announcer.  8  years  radio-tv  ex- 
perience. Good  on-camera  delivery.  Phone 
Murray  2-6881,  Wichita,  Kansas.  Box  985H, 
BROADCASTING  

Staff  announcer.  Good  crisp  delivery,  can 
sell.  Excellent  play-by-play  potentiaL  Vet- 
eran USAF.    Box  986H,  BROADCASTING. 


WANTED 

Promotion  Manager  for  Group 
of  Well  Established  Radio 
Stations. 
Apply,  Box  977H,  BROADCASTING 
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Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Announcers 


Available  immediately — first  rate  announc- 
er, 6  years  experience,  highly  versatile. 
News,  dj,  pd,  and  sales.  Minimum  $125. 
All  offers  considered.  Box  987H,  BROAD- 
CASTING. 


Announcer.  Recent  graduate  of  professional 
broadcasting  school.  Operate  board.  Mar- 
ried. Prefer  northeast.  Tape,  photo  on  re- 
quest.   Box  991H,  BROADCASTING. 


Announcer-dj ;  two  years  radio.  Desire 
radio-tv  operation.  Commercials  my  first 
love.  Mature,  pleasing  voice,  efficient  and 
reliable.  Prefer  east  coast.  Box  992H, 
BROADCASTING. 


Excellent  sports-programming-productions- 
deejay-sales!  Any  combination.  12  years 
all  phases!  Top  rated  personality-play-by- 
play. Stations  right  arm.  Reliable  family 
man  currently  limited!  Box  996H,  BROAD- 
CASTING. 


Good  announcer,  capable  engineer.  Can 
Deliver  news  and  commercials  without 
shouting.  Experienced  am-fm-directional 
and  construction.  First  phone  for  18  years. 
Prefer  southwest  or  west  coast.  Box  102K, 
BROADCASTING. 


Impact  .  .  .  with  your  listeners  plus  results 
for  your  sponsors.  Deejay.  Comes  fully 
equipped  with  character  voices,  ideas,  and 
gimmicks.  Metropolitan  market.  First 
phone.  Prefer  selling  privileges.  33.  Matur- 
ity, sincerity,  dependability,  believeability. 
Box  103K,  BROADCASTING. 


Announcer-dj.    Any  type  show.    Can  run 
own  board.    Tape,   references,   etc.,  upon 
request.    Box  109K,  BROADCASTING. 
Topnotch    announcer,     successful,  stable. 
Presently  in  key  market.  Desires  alert  sta- 

tion.  Box  114K.  BROADCASTING.  

Staff  announcer  experienced,  solid  profes- 
sional background.  College  grad.  Box  115K, 
BROADCASTING. 


Young,  married  announcer.  DJ  newsman, 
salesman.  Operate  board.  Good  voice  and 
delivery.  Well  trained  with  some  exper- 
ience. Box   124K,  BROADCASTING. 


Announcers 


Young  staff  announcer,  strong  dj,  1  year  ex- 
perience, run  own  board,  married,  tape  and 
resume  available.  Box  126K,  BROADCAST- 
ING. 


Top  voice  announcer — Strongest  on  play-by- 
play, news,  radio-tv  production.  7  years  ex- 
perience. College  English  major.  Army  dis- 
charge in  April.  Box  130K,  BROADCAST- 
ING. 


Country  dj  available.  For  the  last  three 
years  I  have  been  program  director,  dj 
with  a  top  ranking,  money  making  country 
operation.  I'd  like  to  relocate.  Worker.  Know 
promotion,  production,  top  dj.  29,  sober,  re- 
liable, artist.  Best  references.  Write  Box 
127K,  BROADCASTING. 


Summer  work,  college  student,  commercially 
experienced.  Will  work  anywhere.  Prefer 
D.C.  Box  131K,  BROADCASTING. 


West  coast  only — Experienced  announcer- 
engineer,  1st  phone.  No  top  forty.  Able  to 
hold  adult  audience  with  relaxed,  easy 
style.  Midnight  to  dawn  or  late  show. 
Strong  on  news.  Personal  interview  re- 
quired 500  mile  radius  of  Los  Angeles.  P.O. 
Box  7351,  Long  Beach  7,  California. 


Contact  us  for  announcers!  Calumet  Broad- 
casting, 671  Washington,  Gary,  Indiana. 
Turner  5-3038. 


Versatile  announcer — newsman  ten  years 
experience  currently  employed.  Gil  Clark, 
704  North  Avenue,  Antigo,  Wisconsin. 


DJ  full  of  ambition,  enthusiasm,  ideas,  radio 
school  graduate  would  like  fast  paced  show. 
Bill  Montgomery,  4  Sage  Ave.,  Lebanon, 
Ohio. 


All  phases  news,  programming,  announcing. 
Family,  vet,  college  grad,  25,  4  years  ex- 
perience. Remotes,  interviews,  special  events 
specialist.  TV  preferred.  Keith  Walker,  504 
N.  12th,  Manhattan,  Kansas.  PR  6-8755. 


Technical 


Chief  engineer,  ten  years  experience,  con- 
struction, maintenance.  Directional  and  re- 
mote control  systems.  AM,  fm  and  tv.  Am- 
bitious, agreeable,  skillful.  Available  two 
weeks  from  date  of  acceptance.  Box  973H, 
BROADCASTING. 


1st  phone  engineer.  Have  schooling,  look- 
ing for  experience  in  television.  Box  984H, 
BROADCASTING. 


First  phone,  experienced  transmitters,  re- 
motes, equipment  construction,  and  con- 
trol rooms.    Box  993H,  BROADCASTING. 


Chief  engineer — Over  twenty  years  experi- 
ence am  directional,  remote,  am-fm  and 
tv  transmitter  and  studio  installation.  Last 
ten  years  maintenance  and  supervision. 
Seniority  prevents  further  advancement 
with  present  employer.  Family  man.  Box 
994H,  BROADCASTING. 


First  class  phone,  married,  non-drinker,  de- 
pendable, some  experience  with  am  and  fm, 
transmitters.  I  would  prefer  to  stay  in  mid- 
west, but  I  will  relocate  anywhere.  Please 
write  Box  101K,  BROADCASTING. 


5  years  experienced  country  announcer 
with  first  ticket.  Some  maintenance,  de- 
pendable, sober.  No  sign  on.  Making  change 
for  programming  reasons.  Ted  Foster, 
WHBT,   Phone   661,   Harriman,  Tennessee. 


Mature  radio  chief  engineer-announcer, 
available  for  tv  or  radio.  Howard  Spidle, 
605  E.  Third,  Albany,  Oregon,  Wabash  6- 
2015. 


Production-Programming,  Others 


Radio-tv  program-production  manager. 
California  net,  desires  east.  References. 
Box  856H,  BROADCASTING. 


Continuity  director.  Eleven  years  radio-tv. 
Fast,  co-operative,  excellent  references. 
Available  immediately.  Box  887H,  BROAD- 
CASTING. 


Newsman  with  professional  delivery.  Ex- 
ceptionally clear  style.  Will  do  radio  and/or 
television.  Network  and  local  news  back- 
ground.   Box  988H,  BROADCASTING. 


Top  flight  news  and  sportsman.  News  direc- 
tor at  2  stations.  Excellent  on  sports.  7 
years  news  experience.  Good  public  rela- 
tions. Dependable,  aggressive,  will  do  job. 
Write  at  once.  Box  117K,  BROADCASTING. 


We  write  radio  copy  $1.00  per  spot.  Guar- 
anteed. Box  5861,  Tucson,  Arizona. 


TELEVISION 


Help  Wanted — Announcers 

Staff  announcer  to  do  live  television  com- 
mercials and  ad-lib  commentary  on  NBC 
affiliated  station.  Live  news  and  weather 
experience  essential.  Top  salary,  plus  profit- 
sharing  plan.   Send  photo  and  full  experi- 

ence.  Box  874H,  BROADCASTING.  

Wanted:  Top  flight  news  and  staff  an- 
nouncer for  Texas  100  kw  network  affiliate. 
Permanent.  Good  pay.  Will  consider  ex- 
perienced radio  announcer.  Send  tape,  re- 
cent photo  or  snapshot,  full  details.  Box 

989H.  BROADCASTING.  

Expanding  staff  wants  experienced,  hard- 
sell, on-camera  announcer.  Air  mail  special 
resume  and  photo  to  John  Radeck,  P.D., 
WJBF,  Channel  6,  Augusta,  Georgia.  

Technical 


Transmitter  engineers  for  combined  radio- 
tv  operation.  Southeast.  Good  pay  scale 
commensurate  with  ability  and  expe- 
rience. Excellent  working  conditions  in 
major  market.  Send  picture  and  complete 
background   information   first  letter.  Box 

828H,  BROADCASTING.  

Need  experienced  television  engineer  with 
first  phone  desiring  to  live  in  Nebraska.  Box 

917H,  BROADCASTING.  

Technical  supervisor  to  handle  engineering 
staff  at  mid-west  television  station.  Only 
top  technical  men  with  experience  on  main- 
taining transmitters,  studio  control  and 
microwave  need  apply.    Address  Box  981H, 

BROADCASTING.  

Vacancy  for  television  engineer.  Permanent 
job,  good  climate.  Would  consider  com- 
petent radio  engineer  who  wants  to  learn 
telvision.  Send  complete  details,  including 
small  snapshot  to  Manager,  KSWS-TV, 
Roswell,  N.M. 


VIDEO  FIELD  ENGINEERS 

AMPEX  CORPORATION,  world's  largest  manufacturer  of  precision  magnetic 
recorders,  needs  qualified  video  engineers  at  several  field  locations  and  home 
office.  Will  be  engaged  in  applications  engineering,  installations,  maintenance 
and  service  of  Ampex  VR-1000  Videotape*  Recorder  and  associated  systems  at 
commercial,  industrial  and  military  locations  throughout  United  States. 

Substantial  audio  and  video  technical  education  plus  three  years  television 
station  operation  or  maintenance  experience,  or  equivalent,  required.  Moderate 
travel.  Opportunities  for  advancement  to  supervisory  engineering  and  sales 
positions  for  anyone  with  energy,  talent,  and  self-drive. 

To  qualify  you  must  have  the  appearance,  manner,  and  ability  to  meet  and 
deal  with  management  and  engineering  personnel.  Salary  plus  profit  sharing 
and  liberal  company  benefits.  Send  resume,  availability  and  salary  require- 
ments to  John  Doolittle,  Supervisor  Technical  Recruiting. 


2402  BAY  ROAD 
REDWOOD  CITY,  CALIFORNIA 


TM  AMPEX  CORP. 
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Help  Wanted— (Cont'd) 


Production-Programming,  Others 

Program  director  ...  to  plan,  direct  and 
co-ordinate  all  live  programming  of  basic 
CBS  station  in  mid-west.  Past  pd  experi- 
ence in  commercial  television  operation 
necessary.  Include  full  details  first  letter. 
Excellent  opportunity  and  salary  to  right 
man.  Box  875H,  BROADCASTING.  

Need  experienced  sales  promotion  man  to 
assist  with  presentations,  merchandising 
and  associated  creative  assignments  for  top 
CBS  outlet.  Good  copy  writing  and  a  flair 
for  workable  ideas  is  required.  Please  send 
complete  information  on  your  background, 
references,  samples  of  your  work  if  pos- 
sible and  salary  requirements.  Job  open 
immediately.  Contact  KRLD-TV,  Dallas, 
Texas.   

Promotion  director  wanted.  Excellent  oppor- 
tunity for  good  man.  Must  have  experience 
in  radio  and/or  television.  Job  entails  super- 
vision, as  well  as  execution,  of  newspaper 
advertising,  program,  station,  and  market 
promotion  in  trade  press,  on  the  air  pro- 
motion, research  and  development  of  sales 
promotion  aids.  This  is  a  four-person  de- 
partment in  a  10-year  CBS  station.  Excellent 
market  of  over  400,000  television  homes.  You 
will  like  our  climate,  living  conditions  and 
fellow  workers.  Send  complete  story  of  your 
experience,  family  status,  salary  require- 
ments and  photograph,  if  available.  Write 
General  Manager,  WFMY-TV,  Greensboro 
N.C.  

Mature,  experienced  staff  announcer  with 
good  news  background.  NBC  basic  station 
on  eastern  seaboard.  Write  Bob  Grossman, 
WXEX-TV,  Petersburg,  Va.  

TELEVISION 


Situations  Wanted — Management 

Experienced  tv  station  manager  available 
immediately.  Background  includes  installa- 
tion of  two  vhf  stations  from  hiring  person- 
nel, buying  film  to  operations.  Well  versed 
all  phases  programming,  sales.  References. 
Box  831H,  BROADCASTING.  

Don't  sell  —  celebrate!  Profits,  efficiency, 
prestige  —  or  money  back.  Box  955H, 
BROADCASTING. 


TV  announcer;  experienced,  live,  film,  com- 
mercials. Ready  for  top  market.  Box  896H, 
BROADCASTING.   

Good  tv  announcer.  Personality  presently 
employed  in  major  midwest  market  seeks 
position  with  larger  station.  Reason  for 
change — ready  to  advance.  Married,  best  of 
references,  well  above  average  presentation, 
commercials,  mc,  creative,  industrious, 
craving  to  add  to  good  experience.  Proven 
ability  to  sell,  self  included.  Try  me!  Box 
975H,  BROADCASTING.  

Personality  announcer,  all  types  on-camera 
work,  produces,  directs,  excellent  tv  back- 
ground and  experience.  Employed,  college 
graduate,  Harvard,  age  35,  married.  Box 
999H,  BROADCASTING.  

Experienced  announcer,  news,  excel  on 
kiddy  show,  family  man,  mature,  no  bad 
habits.  Will  relocate.  $125.00.  Box  104K, 
BROADCASTING.  

TV  announcing,  news.  Summer  replacement 
work  wanted.  2  years  radio.  BA  in  history. 
Now  working  on  MA  in  speech.  Box  112K, 
BROADCASTING. 


Situations  Wanted — (Cont'd) 
Technical 

Chief  engineer— 9  years  experience.  Plan- 
ning, construction  and  operation.  Past  five 
years  assistant  chief  engineer.  Proven  abil- 
ity, excellent  references.  Box  974H,  BROAD- 
CASTING.   

Staff  announcer-engineer  at  vhf-tv  station 
seeks  a  position  in  the  midwest.  First 
phone.  Uhf-vhf,  engineering,  film,  announc- 
ing, production  and  direction  experience. 
Will  consider  radio  CE  position.  Box  106K, 
BROADCASTING.   

Chief  engineer  nine  years  professional  en- 
gineering, 5  years  color  studio  engineering, 
engineered  and  constructed  two  color  sys- 
tems, experienced  in  design  and  construc- 
tion of  video  equipment,  consultant  en- 
gineering experience,  proficient  in  all 
phases  of  station  engineering  and  super- 
visory operations.  30,  married,  children. 
Box  108K,  BROADCASTING. 

Production-Programming,  Others 

Writer-producer-director.  Practical  experi- 
ence, local,  regional.  Creative.  Versatile. 
Cooperative.   Box  897H,  BROADCASTING. 

Operations  or  production  manager.  Present- 
ly employed  program  director  small  market 
vhf.  Family,  college.  Best  references,  prov- 
en record  all  phases.  Flexible.  Sales  and 
organization  minded.  It  will  take  more  than 
this  ad,  I  know,  but  I  feel  resume  and  per- 
sonal interview  will  convince.  Box  869H, 
BROADCASTING.  

Experienced  television  photographer.  Excel- 
lent photography  background.  Top  refer- 
ences. Write,  Box  911H,  BROADCASTING. 

Available  —  Production  supervisor.  Eight 
years  network  experience.  For  resume  and 
information  write  Box  937H,  BROAD- 
CASTING. 

Hard-hitting  news  editor  can  be  your  top 
personality.  Audience  builder.  Powerful, 
authoritative  style  radio  and  television. 
Network  and  local  news  background. 
Family  man.   Box  107K,  BROADCASTING. 

Production  manager.  Experienced  9  years 
film,  radio,  television.  Engineering  degree. 
Box  116K,  BROADCASTING. 

News  director  large  southern  radio-tv  sta- 
tion wants  staff  job  or  better  with  larger 
news  operation.  Experienced  script-writer, 
cameraman,  editor.  Strong  on-camera  de- 
livery.  Box    118K,  BROADCASTING. 

Promotion — experience  in  continuity,  adver- 
tising, production  and  sales.  Young,  married, 
degree,  employed.  Box  129K,  BROADCAST- 
ING  

FOR  SALE 


FOR  SALE 


Equipment —  ( Cont'd ) 


Technical 


UHF  equipment  used  but  in  perfect  condi- 
tion. GE  TT25A  12kw  transmitter  including 
filterplexer,  TY25D  5-bay  antenna  with 
PY19B  feed  adapter,  4TX7A  dummy  load. 
Tv-21  visual  demodulator,  sweep  oscillator 
and  General  Radio  monitors.  Also  430'  Stain- 
less type  G  tower  with  lighting,  400  feet 
7!4xl5-inch  wave  guide,  2  4'  Raytheon 
7000  mc  parabolas  with  horns  and  mounting 
brackets.  Contact  Beecher  Hayford,  WESH- 
TV,  Daytona  Beach,  Fla. 

Westinghouse  type  fm-3  transmitter  $4700. 
Collins  type  37ma  antenna  (tuned  for  100.5 
mcs)  $450.  REL  frequency  and  modulation 
monitor  $150.  All  prices  quoted  f.o.b.  loca- 
tion and  subject  to  prior  sale.  Contact  W.  E. 
Garrison,  WFBC,  P.O.  Box  1140,  Greenville, 
S.  C. 

Two  portable  battery  operated  minitape  re- 
corders, complete  instruction  book  $75  ea., 
fob  W.E.  110A  limiter  instruction  book  $50 
fob  Radio  Station  WINF,  Manchester,  Con- 
necticut. 

One  Ampex  type  3761  four  channel  hi-level 
mixer  unit  $150.  Will  crate  and  ship  collect 
WNIB,   Chicago  24,  Illinois. 

Western  Electric  10  kw  fm  transmitter. 
Excellent  condition  with  unimpaired  op- 
erating record.  Price  $10,000.  Parker  Lee, 
Inc..  3639  Eighth  St.,  Riverside  Calif.,  Phone: 
Overland  3-6200.   

1  kw-fm  transmitter  G.E.  type— BT-2-A. 
Best  offer  over  $2,000.00.  Contact:  Norman 
Paul,  44  W.  El  Caminito  Ave.,  Campbell, 
Calif. 

Eimac  4-WOOA  tubes.  Brand  new.  $90  each 
express  prepaid.  Radio  Communication 
Company,  1020  E.  Land  Place,  Milwaukee  2, 
Wise.   -  

10  kw  fm  power  amplifier,  Westinghouse 
type  fm-10  complete  power  supply  and  10 
kw  amplifier  in  two  cabinets.  Good  condi- 
tion. The  price  is  right.  Call  or  wire  for 
details  Rixon  Electronics,  Inc.,  2414  Reedie 
Drive,  Silver  Spring,  Maryland.  LOckwood 
5-4578^  

AM-fm-tv  transmitters,  studio  terminal 
equipment  (color  and  mono),  cameras,  con- 
soles, STL,  etc.  We  want  15  kw  uhf  trans- 
mitters. Department  LD,  Technical  Systems 
Corp.,  12-01  43rd  Avenue,  LLC.  1,  N.Y. 

Several  used  towers  in  top  condition,  in- 
cluding insulated  am  broadcast  towers.  In- 
quire Tower  Construction  Co.,  P.O.  Box 
1828,  Sioux  City,  Iowa. 


Equipment 


WANTED  TO  BUY 


Stations 


Raytheon  RA-250  transmitter  in  excellent 
condition.  Save  J/3  price  of  new  transmit- 
ter. Box  692H,  BROADCASTING. 

G.E.  fm  transmitter  model  BT-3-A  3  kw 
completely  reconditioned  and  tested.  Price 
$5500  fob.  Box  125K,  BROADCASTING. 

Two-230  foot  Ideco  self-supporting  towers, 
transmission  lines,  coupling  units,  Austin 
lighting  chokes,  lights.  Ready  for  shipment 
soon.  Write  KCBQ,  San  Diego,  Calif. 


CP  or  station  in  difficulty,  sought  by  re- 
sponsible operator.  Box  902H,  BROAD- 
CASTING. '  

$250  watt  or  1  kw  fulltime  or  daytime. 
Small  market.  List  price  and  terms.  Box 
979H,   BROADCASTING .  

Man  with  years  of  producing-writing-per- 
forming  in  radio  and  tv  wishes  to  become 
owner-operator  of  station.  East,  southeast 
or  Florida  preferred.  Modest  down  pay- 
ment. Box  998H,  BROADCASTING.  

Qualified  and  financially  able  party  will  buy 
station  or  cp  with  good  potential.  Write 
confidentially  and  in  detail.  Box  100K, 
BROADCASTING. 


11  years  experience,  supervisory  and  chief 
medium  sized  am-fm-tv  desires  opportunity 
in  medium  or  large  station.  Box  774H. 
BROADCASTING.  

Tv  cameraman,  studio,  control  room  opera- 
tions work  desired.  Light  experience,  have 
first  phone,  projectionist  license,  tv  work- 
shop grad.  Willing  to  relocate.  Box  946H. 
BROADCASTING.  

Chief  engineer— High  power  experience, 
installation,  maintenance,  supervision.  TV 
or  am.  Must  relocate,  prefer  midwest  or 
midsouth.  Box  963H,  BROADCASTING. 


969H,  BROADCASTING. 


In  TEN  years  as  GENERAL  and  SALES  MANAGER 
of  WNOR,  Norfolk,  Va. 

(1)  Built  station  business  from  zero  to  $450,000  yearly. 

(2)  Made  over  $800,000  profit  for  owner. 

(3)  Increased  station  value  over  ONE  MILLION  DOLLARS. 

Interested  in  management  with  part  ownership  or  management 
with  salary  plus  commissions  or  share  of  profits. 

EARL  HARPER 
1000  Manchester-Norfolk,  Va.  Madison  2-1930 
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WANTED  TO  BUY 


RADIO 


BUSINESS  OPPORTUNITY 


Stations — (Cont'd) 


Help  Wanted— Sales 


Florida,  N.C.  stations  wanted  by  exper- 
ienced advertising  man,  well  financed.  New 
or  rundown  station  in  large  market  or  1-2 
small-medium  market  stations.  Only  real- 
istically priced  properties  considered.  1958 
gross,  net  first  letter.  Box  111K,  BROAD- 
CASTING. 

Radio  broadcaster  will  buy  or  participate  in 
Florida  east  coast  cp  or  station.  Address  Box 
514^Delray  Beach,  Florida. 


Equipment 


Wanted,  3  to  5  kw  fm  transmitter,  antenna 
monitors  and  associated  equipment.  Send 
complete  information  and  cost  to  Box  97 1H, 
BROADCASTING. 

Wanted.  Capital  transcription  library.  Pre- 
fer Hal  Derwin  and  Frank  DeVol  programs. 
Box  995H,  BROADCASTING. 

Wanted  uhf  tubes  type  6181  and  type  6161 
new  or  used.  Contact  John  Randolph,  WISE, 
Asheville,  N.  C. 


INSTRUCTIONS 


F.C.C.  first  pbone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  aad 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street.  N.  W.,  Washing- 
ton, D.  C. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  EHdns 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  24,  Sept.  2,  Oct.  28,  1959,  January  6, 
March  2,  1960.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


MISCELLANEOUS 


Personalized  playing  card  bingo  cards,  size 
3%  x  5%  $2.50  per  1,000.  Bingo  Time  U.S.A., 
P.O.  Box  906,  Denver  1,  Colorado.  Phone 
Acoma  2-7539. 


EMPLOYMENT  SERVICE 


We  need  Continuity  Writers,  Salesmen, 
Announcer,    DJ.s,    Engineers,  News- 
men &  more  Continuity  Writers. 
We  invite  experienced  personnel  to  register 
free  for  future  openings.  Minimum  fee  for 
placement. 

MIDWEST  RADIO-TV  PLACEMENT 

54  W.  30th  St.,  Indianapolis 
CL-3-3693  Lie.  Agency. 


Top  placements  in  the  dynamic  new 
southeast  in  top  jobs, 
for 

RADIO  —  TV  —  ADVERTISING 
Announcers  —  DJ's  —  Copywriters 
Engineers  —  Salesmen  —  TV  Production 
PROFESSIONAL  PLACEMENT 
458  Peachtree  Arcade 
Atlanta,  6a. 
JAckson  5-4841 


PERSONNEL  SERVICE 


|  Loi 


ooking  for  .  .  . 

QUALIFIED  BROADCASTERS? 
A  BETTER  JOB? 
Employers  and  Applicants  Contact 
DISK  JOCKEY 
PLACEMENT  CENTER,  INC. 
Agency  Specializing  in 
BROADCASTING  •  ADVERTISING 
PERSONNEL 
PAUL  BARON,  Managing  Director 
100  West  42nd  Street,  New  York  36,  N.Y. 
Wisconsin  7-6322  (Phone  for  appointmei 
close  return  postage  with  tapes) 
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SALES  ENGINEER 
COMMUNICATION 
EQUIPMENT 

Nationally  known  electronic  equip- 
ment manufacturer  offers  responsible 
position  in  mid-west  home  office 
sales  staff  for  sales  engineer  thor- 
oughly familiar  with  modern  com- 
munication transmitters.  Excellent 
opportunity  for  growth  and  advance- 
ment in  salaried  position  which  in- 
cludes many  company  benefits.  Lim- 
ited travel.  Send  resume  to  Box 
119K,  BROADCASTING. 


SALESMAN 

Top  station  in  top  market  .  .  .  full- 
time  5000  watts  in  May  of  59 — offers 
position  to  energetic,  go-getter.  Di- 
rect and  agency  account  list.  Guaran- 
tee and  most  attractive  sales  plan  in 
town.  Write  to  WICE— Providence- 
send  full  details. 


MISCELLANEOUS 


Buck  Rosner  no  longer  associ- 
ated with  this  firm.  Notification 
of  his  whereabouts  would  be 
appreciated. 
Wire  or  call  collect. 

The  Jingle  Mill 
201  West  49th  Street 
New  York  19,  New  York 


NOW!  DYNAMIC ...  NEW  LEADERSHIP 
IN  MARKETS  RARELY  COVERED 

NOW  NEW  NATIONAL  REPRESENTATION  FORMING 
FOR  RURAL,  SMALL  AND  MEDIUM  MARKETS 

That  will  assure  you  to  have  your  share  of 
national  sales.  Now  the  national  spot  picture 
is  yours  with  this  new  pulsating  and  dynamic 
national  representation  now  forming  that  will 
exclusively  sell,  promote  and  extend  all  efforts 
and  facilities  in  research  to  guarantee  your 
share  of  national  sales  and  prestige.  Plus  to 
assist  you  in  any  form  to  increase  further 
profits  by  offering  consultation  on  format, 
programming,  promotion,  merchandising  and  re- 
search to  make  it  even  more  a  must  for  you 
to  take  part  of  the  national  spot  picture.  Here's 
your  opportunity  to  participate  on  how  you 
can  take  part  for  your  share  of  national  spot 
sales.  Be  among  the  first  to  participate,  the 
first  to  benefit  from  national  representation 
now  forming,  offering  pulsating  leadership  in 
this  hitherto  under-developed  markets.  Poten- 
tial .  .  .  ?  Greatest!  Lucrative  .  .  .  ?  You  Bet! 
Call,  telegram,  or  write  to:  1472  Broadway, 
Suite  308,  New  York  36,  New  York.  Bryant 
91B83.  There  will  be  attractive  national  spot 
packages  that  will  lure  national  advertisers  to 
your  radio  station  now  with  new  and  a  dy- 
namic national   representation  now  forming. 


FOR  LEASE 

SAN  DIEGO'S  ONLY 
BACKGROUND  MUSIC 
BUSINESS 

One  million  population 
Nation's  20th  market 

•  Will  lease  on  minimum  plus  per- 
centage basis 

•  Will  transfer  trade  name  "Music 
Unlimited" 

•  Will  transfer  better  than  100  exist- 
ing accounts  which  have  been 
under  contract  for  3  to  5  years. 
Now  grossing  $2500  a  month.  Fine 
potential. 

CONTACT:  Fred  or  Dorothy 
Rabell  at  NAB  Convention. 
Chicago,  or  at  RTTT,  U.S. 
Grant  Hotel,  San  Diego,  Cali- 
fornia. 


FOR  SALE 


Equipment 


USED  TRADE-IN  TRANSMITTERS 
IN  STOCK 
GATES  RADIO  COMPANY 
QUINCY,  ILLINOIS 
Available  for  prompt  shipment — subject 
to  prior  sale.   All  transmitters,  except 
W.E.,  refurbished  and  tuned  to  your  fre- 
quency   and   line   impedance.  Complete 
with  one  set  of  operating  tubes  and  one 
crystal.   Prices   F.O.B.    Quincy,  Illinois. 
5  KW 

Collins  2  IB  purchased  in  19  5  0.  Very 
clean  and  well  maintained.  10  kw  power 
increase  kit  available  extra  cost. 

$6750.00 

1  KW 

Gates  BC — 1J — only  3  years  service  and 
in  excellent  condition.  Original  owner 
increased   power    and    purchased  Gates 

BC-5P-  *3395.00 

Gates  BC — IF — 1953  De-Luxe  model,  13 

meters.  Traded  in  on  Gates  BC-5P. 

$3250.00 

Raytheon  RA-1000  approximately  10 
years  old.  Single  cabinet,  horizontal  con- 
struction— motor  tuned. 

$2850.00 

Western  Electric  443-A,  low  mileage — 
used  as  stand-by  only  in   5KW  station 
tuned  to  93  0  KC.  $1250.00 
250  Watt 

Collins  3  00G  approximately  10  years 
old.  Station  granted  power  increase. 

$1495.00 

To  place  order  or  for  additional  informa- 
tion write  or  call: 

Gene  Edwards 
Manager,  Broadcast  Transmitter  Sales 
Gates  Radio  Company 
Quincy,  Illinois 
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for  March  4  at  1:30  p.m.,  on  applications  of 
Armin  H.  Wittenberg  Jr.,  and  Pasadena 
Presbyterian  Church  for  fm  facilities  in  Los 
Angeles  and  Pasadena,  Calif. 

By  Comr.  Robert  E.  Lee  on  Feb.  26 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  to  March  2  to  file  replies 
to  petition  for  review  of  order  of  chief 
hearing  examiner,  by  Plains  Tele.  Corp., 
in  Terre  Haute,  Ind.,  ch.  10  proceeding. 
By  Hearing  Examiner  Charles  J.  Frederick 
on  Feb.  25 

Scheduled  prehearing  conference  for 
March  20  in  proceeding  on  am  applications 
of  Sanford  L.  Hirschberg  and  Gerald  R.  Mc- 
Guire,  Cohoes-Watervliet,  N.Y.,  and  Fair- 
view  Bcstrs.,  Rensselaer,  N.Y. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Feb.  26 

Continued  hearing  from  Feb.  27  to  March 
5  in  proceeding  on  applications  of  Frank 


James  and  San  Mateo  Bcstg.  Co.  for  fm 
facilities  in  Redwood  City  and  San  Mateo, 
Calif. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  Feb.  27 

Granted  petition  by  Venice-Nokomis 
Bcstg.  Co.,  Venice,  Fla.,  for  continuance  of 
hearing  from  March  2  to  March  23  on  its  am 
application. 

By  Chief  Hearing  Examiner 
James  D.Cunningham  on  Feb.  20 
Scheduled  hearing  for  April  20  in  pro- 
ceeding on   am  applications  of  Farmville 
Bcstg.  Co.,  Farmville,  N.C.,  and  WYSR  Inc., 
Franklin,  Va. 
By  Hearing  Examiner  Herbert  Sharfman 
on  Feb..  20 
Because  of  pendency  of  various  pleadings 


By  Hearing  Examiner  Jay  A.  Kyle  on  Feb.  24 

On  request  of  Telecasting  Inc.,  continued 
prehearing  conference  from  9:00  a.m.,  Feb. 


STATIONS 


FOR  SALE 


rTTTTTTTTTTTTTTTTTTTTTT 

*  Either  25%  or  50%  in-  * 

*  terest.  Buyer  must  be-  * 
%  come   resident   General  * 

*  Manager.  | 

*  Box  818H,  Broadcasting  * 


LARGE  75,000  WATT 
FM  STATION 

In  large  metropolitan  area  with 
several  hundred  multiplex  ac- 
counts. Main  channel  and  multi- 
plex billing  $6000  a  month.  Large 
potential.  No  competition. 

Box  I22K,  Broadcasting 


Texas 

Single 

lkw-D 

S30M 

terms 

Fla. 

Single 

250w-F 

55  M 

terms 

Ala. 

Medium 

lkw-D 

65  M 

terms 

Calif. 

Single 

500w-D 

100  M 

terms 

W.Va. 

Small 

250w-F 

30  M 

cash 

S.E. 

Monop. 

A.M.  &  N.P. 

150M 

terms 

Ky. 

Single 

500kw-D 

70M 

terms 

Pa. 

Sm-med 

lkw-D 

100M 

terms 

Fla. 

Medium 

250w-F 

155  M 

terms 

N.C. 

Medium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Major 

5kw-D 

250M 

cash 

Fla. 

Large 

250-w 

250M 

terms 

East 

Large 

250 w-D 

450M 

terms 

S.W. 

Large 

clear 

325M 

terms 

Ga. 

Large 

500w-D 

75M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

N.A.B.  Convention 
Conrad  Hilton,  Chicago 

PAUL  H. 

CHAPMAN  COMPANY 


atlanta 
182  w.  peachtree 
new  york 


MEDIA  BROKERS 

Chicago 
205  w.  wacker 
santa  barbara 

33  w.  micheltorena 


p  ~^C^  '~&~<  r-&~' 

|    Haskell  Bloomberg  § 

y  Station  Broker,  Lowell,  Mass.  § 
^Minnesota  —  $105,000;  Virginia  — £ 
£$140,000;  Florida  —  $300,000;  New* 
^Mexico  —  $95,000;  Indiana  — § 
§$600,000;  Pennsylvania  —  $1  25,000;£ 
^Maryland  —  $75,000;  West  Virginia) 
V — $60,000;  North  Carolina  —  $135,-§ 
§000;  Florida — $65,000.  WRITE.  £ 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 
HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 


visit  us  during 
NAB  Convention  in  Chicago 

March  75-77  Conrad  Hilton  Hotel 


Security  Bldg.     Davenport,  Iowa 


MIDWEST  DAYTIMER 

In  two  station  market.  Clean,  compact, 
remote  operation.  $25,000   down,  bal- 
ance on  terms.  Phone  Tremont  6-1395. 
J.  Rogers  &  Co.,  P.O.  Box  437 
Rockford,  m. 


STATIONS  FOR  SALE 

Be  sure  that  you  put  us  on  your 
MUST  SEE  schedule. 

SUITE  1035A-1036A 
Conrad  Hilton  Hotel 

JACK  L.  STOLL  & 
ASSOCIATES 
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27  to  9:00  a.m.,  March  5  in  Weston,  W.  Va., 
ch.  5  proceeding. 

By  Hearing  Examiner 
Annie  Neal  Huntting  on  Feb.  24 

Granted  petition  by  Tri-County  Bcstg. 
Co.,  Jerseyville,  111.,  for  continuance  with- 
out date  of  hearing  and  exchange  of  exhibits 
scheduled  for  March  23  and  16  respectively, 
pending  action  by  Commission  upon  petition 
for  reconsideration  of  grant  without  hear- 
ing filed  by  Tri-County  in  proceeding  on 
its  am  application  and  that  of  grantee  Radio 
Missouri  Corp.  (WAMV),  East  St.  Louis,  111. 
By  Hearing  Examiner  Millard  F.  French 
on  Feb.  24 

Granted  request  of  Fayetteville  Bcstg. 
Inc.  (KHOG),  Fayetteville,  Ark.,  for  con- 
tinuance of  date  for  exchange  of  written 
affirmative  case  from  Feb.  24  to  March  2  in 
proceeding  on  its  am  application. 

Granted  petition  by  Rev.  Haldane  James 
Duff,  Seattle,  Wash.,  for  extension  of  time 
for  exchange  of  exhibits  from  March  4  to 
March  18  in  proceeding  on  his  am  applica- 
tion and  that  of  Northwest  Bcstrs  Inc., 
Bellevue,  Wash. 

By  Hearing  Examiner  J.D.  Bond  on  Feb.  24 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  for  filing  reply  pleadings 
from  Feb  20  to  March  2  in  Hampton-Nor- 
folk, Va.,  ch.  13  proceeding. 
By  Hearing  Examiner  Thomas  H.  Douahue 
on  dates  shown 

Granted  petition  by  Lakeside  Bcstrs., 
Sparks,  Nev.,  for  continuance  of  hearing 
from  2  p.m.,  Feb.  25  to  2  p.m.,  March  6  in 
proceeding  on  its  am  application.  Action 
Feb.  24. 

Granted  petitions  by  Melody  Music  Inc. 
(WGMA),  Hollywood,  Fla.,  for  leave  to 
amend  and  to  remove  from  hearing  its  am 
application  which  is  in  consolidated  proceed- 
ing with  Venice-Nokomis  Bcstg.  Co.,  Venice, 
Fla  ,  accepted  amendment  to  change  site, 
engineering  proposal,  etc.,  and  returned  ap- 
plication to  processing  line.  Action  Feb.  24. 

Issued  memorandum  of  ruling  regarding 
examiner's  refusal  to  permit  schedule  6  of 
exhibit  56,  tendered  by  KEED  Inc.,  to  be 
marked  for  identification  in  proceeding  on 
its  application  and  Liberty  Television  Inc., 
for  new  tv  stations  to  operate  on  ch.  9  in 
Eugene,  Ore.  Action  Feb.  19. 

Granted  two  pleadings  by  South  Coast 
Bcstg.  Co.,  Laguna  Beach,  Calif. — "Request 
for  additional  time  to  file  opposition  to 
petition  of  Upland  Broadcasting  Co."  and 
"Request  for  reconsideration  of  order  per- 
mitting amendment  of  application  of  upland 
Broadcasting  Co."  to  extent  that  they  are 
here  considered  and  that  by  March  15  South 
Coast  may  petition  examiner  to  vacate  Feb. 
10  order  granting  Upland's  petition  for  leave 
to  amend  and  in  other  respects  denied.  Ac- 
tion Feb.  25. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  Feb.  25 

Scheduled  hearings  in  following  am  pro- 
ceedings on  dates  shown:  April  16 — Seaside 
Bcstg.  Co.  (KSRG),  Seaside,  Ore.)  April  20 
— Moyer  Radio,  Providence,  R.I.,  et  al. 

Granted  petition  by  KOOS  Inc.  (KOOS- 
TV),  Coos  Bay,  Ore.,  for  dismissal  without 
prejudice  of  its  application  to  change  from 
ch.  16  to  ch.  11  which  is  in  consolidated 
proceeding  with  application  of  Pacific  Tele- 
vision Inc.,  for  new  tv  station  to  operate 
on  ch.  11  in  Coos  Bay. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  Feb.  25 

Rescheduled  hearing  heretofore  sched- 
uled for  March  23  to  commence  on  April  22 
in  proceeding  on  am  applications  of  Alkima 
Bcstg.  Co.,  West  Chester,  Pa.,  et  al. 

PETITION  FOR  RULEMAKING  DENIED 
WTTV  (TV)  Bloomington,  Ind.  (7-1-58)— 
Request  for  deletion  of  ch.  4  from  Bloom- 
ington, Ind.,  and  allocation  of  same  to  In- 
dianapolis, Ind.,  denied  by  memorandum 
opinion  and  order  adopted  Feb.  18,  1959. 
Ann.  Feb.  25. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:  KANA  Anaconda,  Mont.;  KANO 
Anoka,  Minn.;  KATL  Miles  City,  Mont.; 
KAUS  Austin,  Minn.;  KBOW  Butte,  Mont.; 
KBRK  Brookings.  S.D.;  KBTK  Missoula, 
Mont.;  KCMS  Manitou  Springs,  Colo.; 
KDAL  Duluth.  Minn.;  KDEN  Denver,  Colo.; 
KDGO  Durango,  Colo.;  KDIX  Dickinson, 
N.D.;  KDMA  Montevideo,  Minn.;  KELO 
Sioux  Falls,  S.D.;  KEVE  Minneapolis.  Minn.; 
KEYJ  Jamestown,  N.D.;  KEYZ  Williston, 
N.D.;  KFAM  St.  Cloud,  Minn.;  KFBB  Great 
Falls,  Mont.;  KFNW  Fargo,  N.D.;  KFSC 
Denver,  Colo.;  KFTM  Fort  Morgan,  Colo.; 
KFYR  Bismarck,  N.D.;  KGCX  Sidney, 
Mont.;  KGEK  Sterling,  Colo.;  KGTW  Ala- 
mosa, Colo.;  KGLN  Glenwood  Springs, 
Colo.;  KTIS  Minneapolis,  Minn. 
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how  metals  from 

AnacondA 

make  sweet  music  for  you 


ALSO  ELECTRO  FORM  ED  with  "Plus-4"  Anodes 
are  the  bells  of  Conn  instruments.  This  seamless 
unit-method  of  construction  gives  still  further 
control  of  entire  tone  chamber.  Bells  have  same 
density  throughout— increased  resonance  pro- 
duces live,  powerful  tone. 


CUT-AWAY  VIEW  of  tone  chamber  shows  "micro- 
finish"  of  interior  surface.  Another  cost  and 
quality  advantage:  by  acid-copper  electro- 
deposition,  both  chamber  and  mouthpiece  are 
made  as  a  single  part.  They  were  formerly  made 
as  two  pieces  of  sheet  metal  and  soldered  together. 


True,  vibrant  tone  of  cornets,  trumpets,  and  trombones  depends  largely  on 
the  inside  shape  and  finish  of  their  tone  chambers. 

A  pioneer  in  improving  tonal  quality  since  1875,  C.  G.  Conn,  Ltd.,  makes 
many  of  the  wind  instruments  used  by  professional  musicians  as  well  as 
America's  thousands  of  amateur  bands  and  orchestras. 

Conn  has  found  that  better  tone  results  when  mouthpipes  (or  tone 
chambers)  are  made  of  copper— built  up  electrolytically  on  removable  precision 
forms,  using  "Plus-4"®  Phosphorized  Copper  Anodes.  Mouthpipes  produced 
this  way  have  consistent  dimensional  accuracy  to  millionths  of  an  inch— and 
without  the  further  finishing  required  when  these  particular  parts  were  shaped 
from  tube  or  sheet. 

Other  industries  depend  on  "Plus-4"  Anodes  for  the  production  of  intri- 
cately shaped  precision  parts,  among  them  microwave  components  of  extreme 
interior  complexity. 

"Plus-4"  Anodes,  one  of  many  developments  Anaconda  has  pioneered, 
demonstrate  what  Anaconda  research  is  always  striving  for  in  the  whole 
nonferrous  metal  field:  New  ways  to  do  things  better— more  value  for  less 
money— in  home  and  industry.  "  59172  , 


AnacondA9 


PRODUCERS  OF:  COPPER  •  ZINC  •  LEAD  •  ALUMINUM  •  SILVER 
GOLD  •  PLATINUM  ■  PALLADIUM  •  CADMIUM  •  SELENIUM  •  TELLURIUM 
URANIUM  OXIDE  ■  MANGANESE  •  ARSENIC  •  BISMUTH  •  INDIUM 
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OUR  RESPECTS  TO 


Martin  Bass  Umansky 


It  was  purely  a  matter  of  fates  and 
fortunes  that  one  of  Wichita's  most 
community-conscious  citizens  took  up 
abode  there  nearly  20  years  ago  as  an 
aspiring  young  journalist  fresh  out  of 
the  University  of  Missouri. 

Martin  Umansky  (born  in  New  York 
City,  July  18,  1916)  had  probably  only 
a  nodding  knowledge  of  Kansas  oil, 
beef  and  wheat  when  he  went  to  the 
Midwest  in  1936.  He  had  attended 
New  York  public  schools,  junior  high 
in  Sunnyside,  Queens,  and  was  gradu- 
ated from  Grover  Cleveland  High 
School  where  he  played  basketball  and 
emerged  as  an  All-Queens  center.  He 
set  his  sights  on  journalism,  became 
editor-in-chief  on  the  Missouri  Student 
and  received  a  bachelor  of  journalism 
degree  from  the  University  of  Missouri 
in  1940. 

He  settled  in  Kansas  because  he 
started  hitch-hiking  to  find  a  newspaper 
job  and  simply  ran  out  of  money  there. 

He  was  hired  by  KANS  (now  KLEO) 
Wichita  and  worked  a  then-typical  ra- 
dio stint  (7  a.m.-ll  p.m.)  editing  13 
daily  newscasts  (announcing  four  of 
them),  servicing  and  writing  commer- 
cials for  about  30  accounts  and  handling 
other  assorted  duties.  After  four  years 
in  the  Army  (including  the  European 
theatre)  he  returned  to  civilian  life  and 
developed  and  sold  his  own  record 
show,  Nightcap  with  Martin,  as  a  free- 
lance d.j. 

The  Switch  to  KAKE  •  With  the 
start  of  KAKE  radio  in  1947,  he  be- 
came production  supervisor  and  con- 
tinued as  d.j.  Short  of  able  salesmen, 
KAKE  persuaded  him  to  turn  salesman 
("I  learned  the  excitement  and  chal- 
lenge of  selling  in  those  days,"  he  re- 
calls. "It  was  a  new  and  rewarding  ex- 
perience, and  there  was  nothing  to  equal 
the  thrill  of  creating  a  new  sale.")  With- 
in two  months,  he  was  named  sales 
manager,  compiling  an  enviable  local 
selling  record  that  put  him  in  line  for 
the  general  manager's  post  of  KAKE- 
TV  in  1954. 

KAKE-TV's  physical  plant  (recog- 
nized as  one  of  the  finest  in  the  coun- 
try), the  carefully  selected  staff  and  the 
station's  creative  programming  are  all 
a  direct  reflection  of  Mr.  Umansky's 
personal  ability. 

As  the  third  tv  station  on  the  air  in 
the  market  and  with  network  fare  from 
ABC-TV  limited,  he  concentrated  on 
local  personalities  and  fresh  programs 
to  win  high  audience  acceptance  and 
economic  success  in  the  four-year  pull. 


The  market  also  has  six  radio  stations 
and  two  newspapers. 

No  Hat  in  Hand  •  During  his  early 
radio  days,  Mr.  Umansky  became  regu- 
larly disturbed  by  the  policy  of  radio 
stations  to  "stand  hat  in  hand"  at  the 
newspaper  office  waiting  for  and  re- 
porting election  results.  He  felt  this 
was  an  area  in  which  the  broadcast  in- 
dustry could  best  serve  the  public  and 
those  seeking  office  if  proper  use  were 
made  of  the  facilities  available.  This 
belief  was  projected  into  fact  with 
KAKE-TV's  first  election  night  cov- 
erage just  two  weeks  after  going  on  the 
air  in  1954.  A  pattern  was  established 
which  has  grown  and  expanded  with 
each  new  challenge.  Gone  are  the  ar- 
chaic hand  operated  adding  machines. 
Instead,  KAKE-TV  televises  an  "Elec- 
tion Party."  A  team  of  over  200  volun- 
teer workers  rush  the  results  to  the 
studios  where  there  are  fast  IBM  elec- 
tronic computers  and  tabulators,  a  con- 
tinuous posting  of  results  on  giant  tote 
boards  and  a  huge  studio  buffet  dinner. 
Most  satisfying  is  the  recognition  by 
the  public  and  candidates  of  the  speed 
and  accuracy  of  the  returns. 

Mr.  Umansky  believes  that  a  network 
can  be  first  in  a  competitive  market  re- 
gardless of  where  it  stands  nationally  on 
the  rating  scale.  He  says  "the  local  op- 
eration makes  the  difference.  It  is  im- 
portant that  clients  judge  the  station 
first-hand  if  they  are  to  determine  who 
is  doing  the  best  job  in  the  market. 
Ratings  should  never  be  the  sole  means 
of  judging  a  buy.  The  station  that  is 
closely  integrated  with  the  community 
is  the  one  that  will  produce  the  great- 
est results  for  its  advertisers." 

Full  News  Schedule  •  Under  Mr. 
Umansky's  supervision  the  combined 
KAKE-AM-TV  news  team  turns  out 
42  tv  newscasts  and  150  radio  news- 
casts weekly  and  has  won  its  spurs  on 
various  network  feeds  and  special  events 
coverage.  Among  its  awards  are  Sigma 
Delta  Chi,  National  Press  Photog- 
raphers Assn.,  American  Heritage 
Foundation,  United  Cerebral  Palsy  and 
the  National  Safety  Council. 

So-called  public  service  programs  get 
the  same  highly-polished  KAKE  treat- 
ment as  commercial  shows.  Meet  Your 
Candidate,  Opportunity  Knocks,  Wichi- 
ta Questions,  and  other  information- 
discussion  shows  are  produced  and  pro- 
moted with  the  same  enthusiasm  and 
planning  lavished  on  the  most  valued 
commercial  venture,  he  notes. 

The  Opportunity  Knocks  program,  a 


The  local  touch  is  vital 

departure  in  programming  with  many  in- 
novations, has  as  its  purpose  the  recog- 
nition and  encouragement  of  the  Amer- 
ican system  of  private  enterprise.  The 
program  was  the  subject  of  an  article 
in  a  November  issue  of  Time  maga- 
zine and  resulted  in  calls,  letters  and 
personal  visits  by  stations  across  the 
country  and  drew  the  attention  of  all 
three  tv  networks.  As  its  most  recent 
special  event,  KAKE-TV  is  carrying  live 
a  Roman  Catholic  Mass  in  a  seven-week 
series  which  will  end  Easter  Sunday. 

Mr.  Umansky  credits  his  highly 
capable  staff  and  its  good  sense  of  show- 
manship for  the  production  of  such 
shows  as  the  IGA  Party  Line.  This  is  a 
live  audience  participation  program 
with  close  to  three  years  of  full  spon- 
sorship and  a  studio  audience  waiting 
list  three  months  ahead.  This  gives 
KAKE-TV  an  identity  with  the  com- 
munity that  is  hard  to  beat,  he  notes. 

Golden  'K'  Network  •  KAKE-TV 
feeds  programming  to  two  independ- 
ently owned  tv  stations,  KTVC  (TV) 
Ensign  and  KAYS-TV  Hays,  Kan.  This 
network,  which  covers  70%  of  all  Kan- 
sas tv  homes,  was  recently  named  the 
Golden  "K"  Network  in  a  contest  with 
a  producing  oil  well  as  top  prize. 

Mr.  Umansky's  interest  in  commu- 
nity affairs  and  keen  appreciation  of 
talent  pervades  his  private  life  too.  He 
business-manages  the  Wichita  Commu- 
nity Theatre,  his  "main  love,"  and 
serves  also  as  president  and  board  mem- 
ber. He  is  a  board  member  of  the  Fam- 
ily Consultation  Service,  Wichita  Ad- 
vertising Club  and  other  civic  groups. 

He  married  the  former  Mary  Webb 
and  they  have  two  children — Barry 
David,  1 1 ,  and  Daniel  Webb,  6. 
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EDITORIALS  

Evening  the  weight 

PRESIDENT  Eisenhower  wants  Congress  to  give  him  the 
money  for  a  full-scale  study  of  spectrum  use  and  man- 
agement, but  all  that  he  wants  he  won't  get. 

Mr.  Eisenhower  also  wants  the  power  to  appoint  all  five 
members  of  his  proposed  study  commission.  That  power  he 
will  be  given  on  the  same  day  this  Congress  passes  a  unani- 
mous vote  of  confidence  in  his  defense  program. 

A  spectrum  study  was  first  proposed  in  Congress  a  year 
ago — primarily  as  a  means  of  finding  out  whether  those 
frequencies  assigned  to  government  and  allocated  under 
direction  of  the  President  were  being  fully  used.  Some 
Congressmen  thought  it  possible  that  the  government  was 
sitting  on  large  blocks  of  frequencies  that  might  be  put  to 
better  use  commercially. 

We  can't  imagine  Congress  being  persuaded  that  a  com- 
mission whose  members  were  all  appointed  by  the  adminis- 
tration would  be  apt  to  produce  a  report  critical  of  the  ad- 
ministration's use  of  spectrum  space.  Perhaps,  however, 
there  is  a  way  to  get  a  better  balanced  commission. 

What  about  a  commission  composed  of  two  members  ap- 
pointed by  the  President,  one  by  the  FCC,  one  by  the 
Vice  President  as  presiding  officer  of  the  Senate  and  one 
by  the  Speaker  of  the  House?  Practical  politicians  will  say 
the  defect  in  that  proposal  is  that  all  those  with  appointive 
power,  save  the  Speaker  of  the  House,  are  Republicans.  But 
we  suggest  that  partisanship  could  be  disposed  of  by  the 
insistence  that  the  appointees  be  men  of  outstanding  stature 
and  that  their  appointments  be  confirmed  by  the  Senate. 

At  least  that  sort  of  a  system  would  promise  a  commis- 
sion of  more  widely  dispersed  interests  than  one  entirely 
named  by  the  President. 

Section  315  travesty 

SOME  broadcasters  and  some  lawyers  think  we  are  foolish 
to  keep  criticizing  Section  315,  the  political  broadcast- 
ing law. 

They  don't  want  to  see  the  law  repealed.  They  say  that 
although  it  has  its  faults,  it  is  better  than  no  law  at  all. 

If  there  were  no  law  at  all,  these  broadcasters  would  have 
to  make  editorial  decisions  of  their  own  and  their  lawyers 
would  have  less  business.  These  prospects  are,  respectively, 
terrifying. 

Fortunately,  the  majority  of  broadcasters  and  the  majority 
of  communications  lawyers  have  a  kigher  regard  for  the 
profession  of  broadcasting.  They  would  like  to  see  Section 
315  repealed  so  that  television  and  radio  could  present 
political  information  intelligently.  If  they  were  not  already 
members  of  that  majority,  the  television  broadcasters  of 
Chicago  are  members  now.  They  have  just  experienced  a 
perfect  illustration  of  the  imbecilic  Section  3 1 5  at  work. 

Lar  Daly,  of  Chicago,  is  a  perennial  candidate  who  has 
run  for  everything  from  minor  municipal  office  to  the 
presidency  of  the  U.S.,  with  a  record  of  consistent  failure. 
True  to  his  pattern,  he  ran  for  both  Republican  and  Demo- 
cratic nominations  for  mayor  in  Chicago  primaries  which 
were  held  two  weeks  ago.  He  lost  both  by  spectacular  mar- 
gins— but  not  for  lack  of  exposure  to  the  electorate. 

By  FCC  fiat  Mr.  Daly  was  given  free  time  on  Chicago 
television  stations  to  compensate  for  their  having  broadcast 
newsfilm  of  the  incumbent  mayor,  a  Democrat  running  to 
succeed  himself,  and  of  the  major  Republican  candidate. 

CBS  and  ABC  have  petitioned  the  FCC  for  reconsidera- 
tion on  the  grounds  that  the  appearance  of  a  public  figure 
on  a  newscast,  even  though  he  may  be  a  candidate,  does  not 
entitle  other  candidates  to  equal  time.  Whether  this  view 
prevails  or  the  FCC's  original  ruling  stands,  the  main  point 
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of  issue  will  not  be  met.  The  main  point  is  that  as  long 
as  Section  315  is  on  the  books,  no  FCC  can  administer  it 
intelligently.  It  is  the  law  itself  which  is  unintelligent,  and 
unintelligent  law  cannot  be  converted  into  intelligent  admin- 
istration.  The  law  may  even  be  unconstitutional. 

In  some  of  its  applications  Section  315  is  now  on  trial 
before  the  U.S.  Supreme  Court  and,  hopefully,  relief  will 
come  from  there.  Arguments  in  the  WDAY-TV  Fargo  libel 
case  will  be  presented  to  the  court  the  week  of  March  23. 

The  most  to  hope  for,  of  course,  is  that  the  Supreme 
Court  will  throw  out  Section  315  on  constitutional  grounds. 
That  failing,  broadcasters  must  make  their  own  effort  to 
persuade  the  Congress  to  repeal  the  law.  Nothing  less  than 
elimination  of  Section  315  will  assure  the  introduction  of 
realistic  good  sense  into  the  art  of  political  broadcasting. 

Basic  weapon 

IT  is  not  out  of  yearning  for  the  good  old  days  (which  in 
most  ways  weren't  as  good  as  these)  that  we  are  sad- 
dened by  the  present  lot  of  the  radio  networks. 

Cold  realism  dictates  the  need  for  some  kind  of  network 
service.  We  don't  pretend  to  know  whether  it  is  possible 
or  even  desirable  that  networks  continue  in  their  traditional 
methods  of  operation.  Perhaps  the  program  service  which 
sells  no  advertising  is  the  answer.  Perhaps  not.  You  can  get 
very  cogent  arguments  on  both  sides  of  that  question. 

But  whatever  the  structure  or  operational  scheme,  some 
form  of  live,  interconnected  service  is  as  necessary  to  radio, 
and  indeed  to  the  national  welfare,  as  anything  we  can 
think  of — not  excluding  missiles  and  space  probes.  Take 
away  the  system  that  can  instantaneously  distribute  a  mes- 
sage to  all  parts  of  the  nation  and  you  have  weakened  the 
nation's  defense,  possibly  fatally. 

That  is  the  gravest  reason  for  maintaining  networks,  in 
some  form.  There  are  other  reasons.  Radio  is  basic  to  the 
communications  habits  and  needs  of  the  country.  Inde- 
pendent stations,  however  imaginatively  they  may  be  pro- 
grammed, cannot  satisfy  those  needs  by  themselves — no 
more  than  networks  and  network  stations  can  do  the  whole 
job  without  the  independents. 

Obviously,  networking  cannot  indefinitely  exist  unless  its 
existence  is  justified  economically.  We  cling  to  the  belief 
that  from  the  various  experiments  now  in  progress  a  pattern 
of  practical  operation  will  develop.  It  has  to. 


Drawn  for  BROADCASTING  by  Adam  Dumack 

"Which  of  you  guys  says  we  hafta  pay  to  watch  The  Masked 
Rider?" 
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Careful,  Moscow. . . 
Kansas  City  Is  Listening! 

Every  day  now,  WDAF  monitors  and  records  the  most  pertinent 
comments  of  Radio  Moscow.  Kansas  Citians  are  hearing  these  English- 
language  broadcasts  direct  from  the  Russian  capital. 
Bill  Leeds,  shown  below  at  his  listening  post,  is  WDAF  Radio's  for- 
eign news  editor.  It's  part  of  Bill's  job  to  analyze  and  comment  on 
these  Radio  Moscow  broadcasts,  to  keep  them  in  perspective  with 
national  and  world  news,  for  Heartland  listeners. 
Bill  has  just  inaugurated  this  section  of  the  New  Sound  from  Signal 
Hill.  It's  his  first  special  project  since  returning  from  a  six-month 
hitch  in  London  as  NBC  news  foreign  correspondent.  This  was  part 
of  his  prize  for  receiving  the  first  annual  Earl  Godwin  Memorial 
Award  which  goes  to  the  newsman  who  "demonstrates  the  greatest 
degree  of  initiative,  enterprise,  judgment  and  professionalism  in 
covering  a  news  or  feature  story  for  the  NBC  Radio  Network". 
This  is  the  kind  of  news  treatment  WDAF  Radio  stands  for  .  .  .  and 
this  is  the  kind  of  man  it  takes  to  get  the  job  done.  Bill  would  be 
the  first  to  tell  you  that  he's  just  one  of  twelve  full  time  men  and 
women  who  make  our  news  coverage  what  it  is. 

People  in  six  states  understand  it,  appreciate  it  and  listen  to  it.  Why 
not  hear  it  for  yourself?  The  Christal  Company  men  have  audition 
tapes  they'll  be  happy  to  play  for  you  any  time. 


It    KANSAS  CITY 


AMERICA'S  18th  MARKET 


90? * 


KMBC-TV 

Channel  9 


Peters.  Griffin, 
Woodward.  »c. 


KMBC-TV 

•  N0WSERV1NG34J42M0RE 

TV  HOMES  WITH  CLASS  A  POWER 
THAN  ANY  OTHER  TV  STATION 
IN  THE  KANSAS  CITY  MARKET. 


tl,e    MIBCjr  ^ 


1.  POWER:  316,000  Watts  from  a  "TaU  Tower"  make  KMBC-TV 
the  most  far-reaching  TV  station  in  the  Kansas  City  Area. 

2.  PREFERRED  PROGRAMMING  of  ABC  network  productions 
including  a  popular,  new  DAYTIME  schedule  plus  the  station's 
own  local  program  features. 


IN  PROGRAM  POPULARITY 


I  ?«2S  3  R  M-  to  10  R  M-  KMBC-TV  LEADS  BY 
*  I,  °v,er  its  nearest  competitor  and28-8fo  over 
1 


the  third  station! 


Above  figures  from  ARB  4  wk.  survey  Nov.  '58 
Metropolitan  area  (Mondays  thru  Fridays) 

3.  POPULATION  of  1,055,000  in  Greater  Kansas  City  area. 

4-  INCOME  the  Effective  Buying  Income  of  Greater  Kansas 
City  is  more  than  2  Billion,  49  Million  Dollars  annually! 

5.  RETAIL  SALES  of  1  Billion,  400  Million  Dollars  annually! 

6.  STABILITY  "Kansas  City  ranks  third  among  cities  in  the 
nation  enjoying  prosperous  business  conditions.  It  is  the  largest 
city  showing  outstanding  gains  over  a  year  ago."... says  Forbes 
.Business  and  Finance  Magazine  of  December  1958. 


'*  Kansas  CiW  ihe  S^9  is  to  K  M  B  C  "T  V 


DON  DAVIS,  President 
JOHN  SCHILLING,  Executive  Vice  Preside 
GEORGE  HIGGINS,  Vice  Pres.  &  Sales  Mgi 
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,  did  you 
know  that 

....  Radio  today  is  heard  in 
over  3,200,000  MORE  homes 
every  week  than  it  was  last  year* 
Just  one  more  reason  why 

Spot  Radio  is  such 
a  powerful  sales-maker. 


K0B    Albuquerque      WINZ   Miami      KCRA    Sacramento 

Wsb  Atlanta     WISN   ,  Milwaukee      W0A!   San  Antonio 

WGN  Chicago      KSTP  ....  Minneapolis-St.  Paul      KFMB   San  Diego 

WFAA        '.'.'.'.Dallas-Ft  Worth      WTAR    Norfolk      KOBY   ^J^Tl 

Kos?  Denver      KFAB    Omaha      KMA    Shenandoah 

WAN E Fort  Wayne      WIP    Philadelphia      WNDU    South  Bend 

KPRC    Houston      KPOJ    Portland      KREM   Spokane 

WISH"    Indianapolis      WJAR  Providence     WGTO    Tampa-Orlando 

KARK    Little  Rock     WRNL    Richmond      KVOO    Tulsa 

*A.  C.  Nielsen  Co. 

Radio  Division 

EDWARD  PETRY  &  CO.,  INC, 

The  Original  Station  Representative 

New  York  •  Chicago  •  Atlanta  •  Boston  •  Dallas  •  Detroit  ■  Los  Angeles  ♦  San  Francisco  ♦  St.  Louis 


Wynn  is  WNAX-570's  Neighbor  Lady 
and  her  program  is  "must  listening"  for 
housewives  throughout  WNAX-570's  5- 
state,  175-county  coverage  area. 

During  her  18  years  on  WNAX-570, 
Wynn  has  received  more  than  2,000,000 
letters  from  her  listeners.  She  has  trav- 
eled the  length  and  breadth  of  Big 


Aggie  Land  with  her  Neighbor  Lady 
Kitchen  Kara  van.  She  knows  her  au- 
dience. They  know  and  trust  her. 

The  loyalties  built  up  over  the  years 
by  Wynn  and  other  WNAX-570  person- 
alities mean  just  one  thing  to  adver- 
tisers —  sales.  In  the  Big  Aggie  Land 
market  there  are  2,231,800  people  and 


609,590  radio  homes.  Spendable  income 
is  over  3  billion  dollars.  WNAX-570  de- 
livers 66.4%  share  of  audience  in  this 
market. 

To  sell  your  product  in  the  nation's 
41st  market  —  sell  on  the  most  trusted 
voice  in  Big  Aggie  Land,  WNAX-570. 


# 


WNAX-570  CBS  RADIO 


PROGRAMMING  FOR  ADULTS  OF  ALL  AGES 

PEOPLES  BROADCASTING  CORPORATION 

Yankton,  South  Dakota  Sioux  City,  Iowa 


Now  in  our  tenth  year,  WJIM-TV  provides  sports-loving  mid- 
Michigan  with  the  most  comprehensive  coverage  in  the  nation! 
Fact  is,  fans  in  the  populous  Lansing-Flint-Jackson  area  see  vir- 
tually every  televised  major  championship  event  on  the  one 
channel. 

WJIM-TV's  year-round  sports  line-up  includes  NCAA  Football, 
World  Series,  Big  Ten  Basketball  and  Football,  Detroit  Tigers, 
All-Star  Bowling,  NBA  Basketball,  Red  Wing  Hockey,  Rose  Bowl, 
Sugar  Bowl,  Detroit  Lions,  NiT  Basketball,  Baseball  Game  of  the 
Week,  golf,  tennis,  horse  racing  and  more! 

They're  all  "good  sports"  —  including  the  400,000  mid-Michigan 
TV  families  who  have  a  habit  of  watching  WJIM-TV. 


WJIM-TV 


Strategically   located    to   exclusively  serve 
LANSING....  FLINT.. ..JACKSON 


Represented  by  the  P-G.W.  Colonel 


Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
u  1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 


CHANNEL  8   /   LANCASTER,   PENNA.  /   NBC  and  CBS 


Mr.  Channel  8 

316,000  WATTS 

Representative: 

The  MEEKER  Company,  Inc. 


At  the  beginning  of  its  eleventh  year 
of  conscientious  service,  WGAL-TV 
pauses  to  express  sincere  apprecia- 
tion to  our  loyal  friends  in  the  In- 
dustry. We  will  strive  to  continue  the 
best  in  programming,  and  to  inform, 
entertain,  inspire,  educate,  and  sat- 
isfy the  many  communities  we  serve. 

STEINMAN  STATION 

CLAIR   McCOLLOUGH,  PRES. 


lew  Tori 


Chicago 


Los  Angeles 


San  Francisco 
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CLOSED  CIRCUIT 


Stanton  on  standby  •  If  emergency 
authority  over  communications  ever  is 
invoked,  "czar"  in  all  likelihood  will  be 
Dr.  Frank  Stanton,  CBS  Inc.  president. 
Dr.  Stanton,  who  serves  voluntarily  on 
number  of  sensitive  policy  boards,  for 
past  several  years  has  been  spending 
average  of  better  than  one  day  per  week 
in  Washington.  On  more  than  one  oc- 
casion, he  has  been  asked  by  President 
to  accept  top-level  federal  appointment 
but  has  preferred  to  remain  at  CBS 
where  he  works  long  hours  while  devot- 
ing free  time  to  Washington  policy  mat- 
ters in  cloak  of  complete  anonymity. 

No  sale  •  Persistent  rumors  in  financial 
circles  that  RCA  will  sell  off  NBC  to 
get  out  of  antitrust  predicament  are 
unequivocally  denied.  RCA-NBC  exec- 
utives believe  rumors  have  been  de- 
liberately planted,  but  won't  say  by 
whom. 

Big  sale  •  WSAI-AM-FM,  Cincinnati 
independent,  moves  to  Consolidated 
Sun  Ray  ownership,  subject  to  cus- 
tomary FCC  approval,  at  whopping 
price  of  between  $1.5  and  $2  million 
under  agreement  signed  last  week  by 
Sherwood  Gordon,  owner  of  Cincinnati 
property,  and  William  B.  Caskey,  ex- 
ecutive vice  president  of  Wm.  Penn 
Broadcasting  Co.,  Sun  Ray  subsidiary. 
Station  is  second  to  be  acquired  by  Sun 
Ray,  owner  of  WPEN  Philadelphia,  in 
past  month  (it  purchased  WALT, 
Tampa  daytimer,  for  $300,000).  It  also 
will  be  applicant  for  new  daytimer  in 
Washington,  D.C.  (Broadcasting, 
March  2). 

WSAI-AM-FM,  operating  on  1360 
kc  with  5  kw,  was  established  in  1923. 
Mr.  Gordon  purchased  station  in  1953 
from  Buckeye  Broadcasting  Co.,  sub- 
sidiary of  Storer,  for  $203,000.  Mr. 
Gordon  last  week  also  sold  KCUB,  Tuc- 
son local,  for  $200,000  to  Ralph  Bof- 
ford  of  New  York,  who  has  lived  in 
South  Africa  for  past  dozen  years.  Mr. 
Gordon  also  owns  KBUZ  and  KTYL- 
FM  Mesa-Phoenix. 

Uhf  for  pay  tv  •  Next  big  develop- 
ment in  pay  tv  will  be  pitch  by  Zenith 
(Phonevision)  to  acquire  from  CBS  its 
uhf  operation  in  Milwaukee  (ch.  18 
WXIX)  scheduled  to  go  dark  April  1 
when  network  shifts  to  Storer's  ch.  6 
WITI-TV,  now  independent  (Broad- 
casting, March  2).  Zenith  will  seek 
facility  to  test  its  version  of  pay  tv  in 
market  having  established  uhf  audience 
(258,000  homes  converted  to  uhf). 

Precise  circumstances  under  which 
tests  would  be  evolved  must  await  ac- 


tion of  FCC  following  consultation  with 
Chairman  Oren  Harris  (D-Ark.)  of 
House  Commerce  Committee.  He  is 
author  of  resolution  to  ban  pay  tv  (HJ 
Res.  130)  but  has  suggested  that  limited 
tests  be  authorized  under  rigid  super- 
vision. FCC  last  year  had  proposed 
tests  but  this  was  squelched  by  Con- 
gress. Zenith  previously  had  made 
Phonevision  test  in  300  homes  in  Chi- 
cago in  1951 ,  but  despite  tidal  wave  of 
promotion,  it  flopped,  as  did  Bartlesville 
test  two  years  ago. 

Military  needs  •  First  official  military 
statement  on  future  needs  for  spectrum 
space  will  come  this  week  at  NAB  con- 
vention. Lt.  Gen.  Arthur  G.  Trudeau, 
Army's  chief  of  research  and  develop- 
ment, will  definitely  talk  about  spectrum 
use  in  his  convention  speech  at  Wednes- 
day luncheon.  Speech  last  week  went 
through  clearances  in  highest  Army  and 
Dept.  of  Defense  echelons. 

Instant  ratings  •  American  Research 
Bureau  will  begin  producing  its  Arbitron 
instant  television  ratings  for  Chicago  on 
commercial  basis  April  1,  but  will  pre- 
view daily  reports  during  NAB  con- 
vention in  Chicago  this  week.  For  sev- 
eral months  Arbitron  New  York  and 
multi-city  reports  have  been  in  com- 
mercial operation.  But  though  Chicago 
is  one  of  seven  cities  in  multi-city  rat- 
ings, sample  there  just  now  has  been 
brought  to  size  that  justifies  individual 
report  for  the  market.  Multi-cities  in- 
clude New  York,  Philadelphia,  Balti- 
more, Washington,  Cleveland  and  De- 
troit. 

Three-way  look  •  Liggett  &  Myers  To- 
bacco, with  some  $18  million  at  stake 
in  network  tv,  at  present  is  studying 
programming  structure  for  next  fall. 
Company  is  in  touch  with  all  three  net- 
works. Though  Chesterfield  is  consid- 
ering Alaskans,  Sugarfoot  and  Adven- 
tures in  Paradise  on  ABC-TV  next 
season,  agency  spokesmen  deny  any  deal 
has  been  set  or  that  Chesterfield  "pulled 
out"  of  NBC-TV  where  it  sponsors 
Black  Saddle,  Steve  Canyon  and  D.A.'s 
Man.  Chesterfield  is  handled  by  Mc- 
Cann-Erickson,  New  York,  and  L&M 
cigarettes  by  Dancer-Fitzgerald-Sample, 
New  York. 

Head  table  •  Although  in  retirement. 
Jimmy  Petrillo  is  still  haunting  broad- 
casters. Action  of  Broadcast  Pioneers 
in  selecting  him  for  special  cita- 
tion at  its  annual  banquet  in  Chicago 
tomorrow  (Tuesday)  has  brought  reper- 
cussions from  broadcasters  who  fought 
him  tooth  and  nail  during  his  free- 


swinging  incumbency  as  president  of 
American  Federation  of  Musicians.  One 
head  table  guest,  who  likewise  was  to 
have  received  citation,  asked  to  be  ex- 
cused. 

Matter  of  time  •  It  now  appears  certain 
that  MGM-TV  will  enter  film  distribu- 
tion, setting  up  one  force  for  national 
sales  and  another  for  syndication. 
Should  economic  climate  and  available 
product  favor  move  at  that  time, 
MGM-TV  would  begin  distributing 
film  as  early  as  next  fall. 

Mere  news  •  Although  those  ambitious 
plans  ABC  Radio  has  for  its  news-spe- 
cial events  programming  (see  page  118) 
came  on  heels  of  new  Intermountain 
Network  tieup,  it  was  not  cause-effect 
relationship.  Actually,  moves  are  part 
of  ABC's  answer  to  new  program 
like  Radio  World  Wide  (  Broadcasting, 
March  9),  which  may  be  springing  up 
to  compete  with  conventional  radio 
networks. 

ABC  Radio  reportedly  has  all  but 
enticed  25-year  independent  station 
into  network  fold,  is  expected  to  make 
it  official  soon  with  formal  signing. 
Station  is  KWJJ  Portland,  Ore.,  owned 
and  managed  by  Rodney  F.  Johnson. 
It's  10  kw  on  1080  kc,  and  about  April 
1  is  slated  to  replace  KGW  Portland 
(620  kc,  5  kw)  in  ABC  lineup.  KGW 
is  moving  to  NBC  Radio. 

Double  reason  •  Why  all  that  steam  up 
at  BBDO  in  behalf  of  tv  tape?  Agency 
makes  no  bones  about  it:  not  only  does 
it  believe  tape  is  efficient  and  has  im- 
mediacy, but  Minnesota  Mining  &  Mfg. 
Co.  (supplies  magnetic  tape)  is  its 
client.  BBDO  is  showing  its  tape-con- 
sciousness by  encouraging  all  its  tv 
clients  to  use  tape  routinely  as  well  as 
experimentally;  also  is  encouraging 
other  advertising  agencies  of  BBDO 
clients  to  tape  live  commercials. 

Slow  starts  •  Heavy  slate  of  radio-tv 
matters  still  is  facing  both  House  and 
Senate  Commerce  Committees  but  dis- 
cussions, particularly  in  Senate,  have 
run  along  line  of  "let's  not  set  up  any- 
thing until  after  Easter  recess  (March 
26-April  6)."  Kenneth  Cox,  special 
counsel  to  Senate  committee,  still  owes 
report  on  tv  allocations  but  awaits  FCC 
answers  on  written  questions  sub- 
mitted last  summer.  Mr.  Cox  now 
wants  to  call  Commission  to  Hill  for 
face-to-face  questioning  before  finish- 
ing his  report.  Inactivity  also  means 
planned  (but  not  scheduled)  ratings 
hearings  still  are  weeks  away. 
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PEOPLE  WHO  KNOW  ATLANTA  TV 
KNOW  WAGA-TV 

Up  and  down  Peachtree  (and  Madison  Avenue  too) 
folks  who  are  up-to-date  on  Atlanta  TV  are  boosting 
their  budgets  on  WAGA-TV,  Atlanta's  live  Channel  5. 

For  instance,  Richs— known  as  the  South's  leading 
department  store— has  been  using  WAGA-TV  with 
increasing  frequency  in  recent  months— and  increas- 
ing success,  too.  That's  because  WAGA's  strong  local 
programming,  featuring  top  Warner  Brothers,  RKO, 
United  Artists,  and  Screen  Gem  Movies,  is  delivering  a 
big  and  growing  family  audience  at  remarkably  low  cost. 

It'll  pay  you  to  be  up-to-date  on  Atlanta's  best 
TV  buy.  See  your  KATZ  man  today. 

Starer  Television. 

WAGA-TV     WSPD-TV     WJW-TV     WJBK-TV  WITI-TV 

Atlanta  Toledo  Cleveland  Detroit  Milwaukee 
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WEEK  IN  BRIEF. 


Chicago!  Chicago!  •  Broadcasting  industry  moves  to  temporary  head- 
quarters at  Conrad  Hilton  Hotel  for  37th  annual  NAB  Convention. 
Begins  page  52. 

CONVENTION  LEAD  STORY   Page  52 

OFFICIAL,  UNOFFICIAL  AGENDAS    Page  54 

"WHERE  TO  FIND  IT"  DIRECTORY    Page  62 

Let's  promote  the  commercial  too  •  Programs  get 
plenty  of  publicity  and  fanfare.  So  it's  about  time  more 
attention  is  paid  to  giving  the  commercial  that  extra 
boost  it  also  deserves  to  help  it  do  the  vital  job  of 
selling.  Christopher  Cross,  vice  president  and  director, 
Publicity-Promotion  Dept.,  Grey  Adv.,  New  York,  tells 
how  Grey  performs  the  task  in  this  week's  Monday 
Memo.  Page  47. 

TASO  sounds  knell  for  uhf  •  Two-year  study  finds  uhf  far  inferior  to 
vhf  in  almost  all  areas.  Technical  group  holds  out  little  hope  for  improve- 
ment. FCC  now  must  face  up  to  tv  allocations  problem.  Page  51. 

Y&R's  count  down  •  Agency  grimly  condemns  multiple-spotting,  certain 
other  tv  station  practices.  William  E.  Matthews  details  how  Young  & 
Rubicam  deals  with  the  situation.  Page  67. 

Voice  of  survival  •  A  depth  study  of  broadcasting's  role  as  the  No.  1, 
maybe  the  only  connection  between  individuals  and  their  communities. 
How  CONELPvAD  is  being  revamped  to  meet  the  threat  of  sophisticated 
missiles.  Page  88. 

BMI  renewals  near  100%  •  All  networks,  all  tv  stations  and  all  but  50 

radio  stations  sign  new  contracts,  BMI  reports.  CBS  Radio  breaks  BMI 
precedent  by  taking  network  per-program  rather  than  blanket  license. 
Page  100.  All-Industry  group  meanwhile  continues  ASCAP  negotiations. 
Page  105. 

Peril  to  journalism  •  Dr.  Frank  Stanton  says  Sec.  315,  equal-time  clause, 
is  threat  to  broadcast  news  and  even  to  modern  democracy  under  latest 
FCC  ruling.  Page  112. 

More  about  Mutual  •  The  radio  network,  hanging  on  by  its  teeth,  rushes 
to  close  deal  for  sale  to  Malcolm  Smith  and  associates  in  time  to  present 
a  solid  front  before  affiliates  at  the  NAB  Convention  in  Chicago.  On 
credit  side  last  week:  MBS  was  still  on  the  air  even  though  it  has  lost 
regional  Intermountain  Network  to  ABC  and  may  lose  Don  Lee.  Page 
118. 

Shoots  for  the  top  •  ABC-TV  presents  its  story  to  1,000  advertisers  and 
agency  executives  in  New  York  and  is  to  repeat  it  in  Chicago.  The  script 
reads:  higher  ratings,  greater  coverage  and  audiences,  plus  new  pro- 
gramming preview.  Page  119. 

Merrill  Lynch  rates  radio-tv  •  ...  and  finds  electronics  up,  videotape 
long-range  and  film  mixed.  If  you  want  the  details  of  how  two  analysts 
from  this  top  stock  brokerage  house  appraise  the  broadcasting  industry, 
read  this  exclusive  Broadcasting  interview.  Page  1 24. 
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Diamonds 
are  . . 


this  girl's 
best  friend  . .  . 
next  to  KOIN-TV. 
She  gets  eye-power 
from  her  baubles, 
buy-power  from  the 
favorite  station  in 
Portland  and  32 
surrounding  Oregon 
and  Washington  counties. 
She  likes  what  she  sees 
on  KOIN-TV,  and 
she  buys  what  she  likes... 
just  ask  the  astute 
chaps  at 

CBS-TV  Spot  Sales. 
They've  got  the 
delightful  low-down 
on  KOIN-TV's 
high-up  ratings 
and  coverage. 
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The  Modern  American  Family 

ONE  OF  THE  SPECIES: 


The  Apron  Stringed 
Home  Runner 


A  domesticated  creature  devoted  to  Bartell  Family 
Radio  for  entertainment,  information,  shopping  news. 
Responds  quickly  to  attractive  overtures.  Sings  jingles 
while  roaming  super  markets,  drug  and  department 
stores.  She  is  in  the  84%  group  of  adults  who  com- 
prise the  dominant  audience  of  Bartell  Family  Radio 
in  five  major  markets. 


Bartell 

Family 
Radio 
Reaches 

More 
Different 
Kinds 
Of  People 


BR 


R^ELL 


COAST  TO  COAST 


□SOD  i 

=1=1 

Liso  in  tilmincnomJ  jjr 


Bartell  it  .  .  .  and  sell  it.    Sold  Nationally  by  ADAM  YOUNG  INC. 
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LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE  AND  NEXT    •    DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  51 


TvB,  WBC  HIT  BAR  REPORT 


Television  Bureau  of  Advertising  and 
Westinghouse  Broadcasting  Co.  last  Fri- 
day (March  13)  criticized  sharply 
Broadcast  Advertisers  Report's  survey 
of  station  practices  which,  Young  & 
Rubicam  said,  revealed  "over-com- 
mercialization" by  television  outlets 
(see  page  67). 

Norman  E.  Cash,  TvB  president, 
charged  that  BAR  report  placed  tv  in- 
dustry in  "a  false  and  misleading  light." 
He  acknowledged  that  in  television,  as 
in  other  businesses,  "some  people"  fol- 
low practices  not  accepted  by  others. 
He  stressed  report  covers  only  68  of  na- 
tion's 510  tv  stations  and  added:  "Selec- 
tion of  these  markets  does  not  yield  a 
sample  which  can  be  projected  to  meas- 
ure total  television." 

Mr.  Cash  clashed  with  BAR's  inclu- 
sion, as  one  example  of  "over- 
commercialization,"  stations'  policy  of 
placing  two  one-minute  commercials 
separated  by  one  10-second  announce- 
ment (so-called  "60-10-60"  formula). 
This  practice,  Mr.  Cash  said,  has  been 
accepted  by  leading  advertisers  and 
their  agencies  because  it  applies  mainly 
to  movies  on  tv  and  enables  station  to 


interrupt  a  90-minute  film  only  six 
times.  In  summary,  Mr.  Cash  claimed 
that  BAR's  report  "certainly  was  no 
service  either  to  its  station  subscribers, 
the  industry  from  which  it  is  supported, 
or  the  advertisers  and  agencies  it  is  de- 
signed to  serve." 

Phil  Edwards,  publisher  of  BAR, 
took  issue  with  TvB's  statement  that 
BAR  sampling  was  "inadequate,"  since, 
Mr.  Edwards  insisted,  BAR  is  not  in 
sampling  business  and  never  has  been. 
He  said  report  was  based  on  monitored 
survey  in  20  cities.  He  added  that  it 
was  noteworthy  that  "questionable" 
practices  did  not  crop  up  in  its  moni- 
tored survey  of  top  25  markets. 

Westinghouse  made  known  its  posi- 
tion in  letter  sent  to  advertising  agency 
media  vice  presidents  Friday  in  which 
WBC  re-stated  its  position  against  triple- 
spotting  but  questioned  BAR's  lumping 
60-10-60  second  policy  with  other 
"questionable"  practices.  A.W.  Dannen- 
baum  Jr.,  vice  president — sales,  said  it 
was  "very  unfortunate"  that  BAR  in- 
cluded 60-10-60  second  practice  in 
same  category  with  those  not  permitted 
on  WBC  stations. 


Storer  buys  KPOP; 
KVAN,  KTVR  sold 

These  station  sales  announced  Friday, 
all  subject  to  usual  FCC  approval: 

KPOP  Los  Angeles  •  Sold  by  John 
F.  Burke  Sr.  and  family  to  Storer 
Broadcasting  Co.  for  price  understood 
to  be  in  neighborhood  of  $900,000. 
KPOP,  5  kw  on  1020  kc  (limited  with 
clear  channel  KDKA  Pittsburgh),  has 
application  pending  for  50  kw  day- 
time, specializes  in  Negro  and  Spanish 
programming.  If  purchase  approved  by 
FCC,  Storer  will  have  to  dispose  of  one 
am  station;  it  now  holds  maximum  of 
seven. 

KVAN  Vancouver-Portland  •  Sold 
by  Sheldon  Sackett  and  associates  to 
Don  W.  Burden  for  $580,000,  payable 
over  10-year  period.  Mr.  Burden  is 
principal  owner  of  KOIL  Omaha,  Neb., 
and  KMYR  Denver,  Colo.  Mr.  Sackett, 
retaining  $90,000  in  KVAN  net  quick 
assets,  owns  KROW  Oakland,  Calif., 
and  KOOS  Coos  Bay,  Ore.  He  is  also 
newspaper  publisher.  KVAN  is  1  kw 
on  910  kc.  Transaction  handled  by 
Norman  &  Norman  Inc. 


KTVR  Denver  •  Half  interest  sold 
by  Radio  Hawaii  Inc.  (Founders  Corp.) 
to  other  50%  owner,  Gotham  Broad- 
casting Corp.  (WINS  New  York — J. 
Elroy  McCaw  and  John  D.  Keating)  for 
$160,000.  KTVR  is  ch.  2  independent. 
Gotham  and  Founders  Corp.  bought 
then  KFEL-TV  in  1955,  paying  $400,- 
000  and  assuming  obligations  totaling 
$350,000.  Mr.  McCaw  is  multiple 
broadcast  owner,  including  in  addition 
to  his  New  York  station,  the  following: 
KTVW  (TV)  Tacoma-Seattle,  Wash.; 
KDAY  Santa  Monica,  Calif.;  50%  of 
KONA  (TV)  Honolulu,  Hawaii;  50% 
of  KELA  Centralia,  Wash.,  and  33V3% 
of  KALE  Richland,  Wash.  Founders 
Corp.  (John  M.  Shaheen)  owns  KPOA 
Honolulu,  Hawaii;  WFBL  Syracuse, 
N.Y.;  WTAC  Flint,  Mich.,  and  50%  of 
WSMB  New  Orleans,  La. 

Mutual  sale  talks 
continue  this  week 

Sale  of  Mutual  network  to  Malcolm 
Smith  and  associates,  which  network 
had  hoped  to  consummate  Friday, 
could  not  be  brought  in  that  day.  Of- 
ficials said  complexity  of  various  financ- 


ing projects,  plus  clearances  with  inter- 
ested parties  (Securities  &  Exchange 
Commission,  court,  among  others) 
proved  too  much  to  be  concluded  in 
time  available  (see  story  page  118). 
Feeling  was  that  final  terms  might  be 
reached  early  this  week. 

Both  Mr.  Smith  and  current  Mutual 
executive  lineup  will  meet  with  affiliates 
at  NAB  Convention  in  Chicago  over 
weekend  to  discuss  their  plans  for  net- 
work operations. 

It  was  apparent  that  original  one- 
week  option  could  be  renewed  as  nec- 
essary to  bring  negotiations  to  success- 
ful conclusion.  Blair  Walliser,  Mutual 
executive  vice  president  who  ran  net- 
work's side  of  negotiations  last  week, 
said  Mutual  would  not  restrict  possi- 
bility of  sale  on  grounds  of  "magic  num- 
ber like  seven  days." 

It's  also  understood  AT&T  is  satis- 
fied with  current  status  of  sale  plans 
and  is  content  to  hold  off  major  de- 
mands for  present.  Mutual  said  it  has 
money  to  pay  current  bills. 

Labor  has  stake 
in  station  growth 

Broadcasting  unions  "have  just  as 
much  stake  in  a  healthy,  prosperous 
industry  as  broadcasting  management," 
Charles  H.  Tower,  NAB  personnel-eco- 
nomics manager,  said  Friday  (March 
13)  at  annual  meeting  of  American 
Federation  of  Tv  &  Radio  Artists  local 
in  Louisville.  He  urged  broadcast  unions 
"to  play  a  more  active  role  in  combat- 
ing the  attacks  of  the  mischievous,  mis- 
guided and  misinformed." 

"Management  and  labor  have  a  com- 
mon interest  in  the  size  of  the  pie,"  Mr. 
Tower  said,  "although  they  may  dis- 
agree over  how  it  should  be  divided. 
He  proposed  "greater  realism"  on  part 
of  management  and  labor  in  determin- 
ing "where  we  are  competitive  and 
where  we  are  not." 


Miss  their  supper 

Pity  poor  FCC  commissioners. 
Looks  as  if  they  won't  be  able  to 
attend  NAB  banquet  Wednesday 
night.  They're  all  due  to  appear 
Thursday  morning  before  Senate 
Commerce  Committee  on  interna- 
tional common  carrier  matters.  This 
has  to  do  with  legislation  which 
would  permit  U.  S.  international 
communications  carriers  to  merge. 
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AT  DEADLINE 


CONTINUED 

Lar  Daly  won't 
ask  parade  time 

Chicago  tv  outlets  will  be  given 
chance  to  telecast  city's  St.  Patrick's 
Day  Parade  tomorrow  (March  17, 
along  with  Democratic  and  GOP  nomi- 
nees for  mayor,  without  having  to  give 
equal  time  under  Sec.  315  to  potential 
write-in  candidate  Lar  Daly,  if  they 
want  to  take  his  word  he  won't  make 
equal  time  demands  on  them.  In  v/hat 
appears  to  be,  for  him,  magnanimous 
gesture,  Mr.  Daly  promised  if  stations 
carry  parade  (they  have  no  such  plans 
so  far)  and  Democratic  and  GOP  nomi- 
ness  for  mayor  appear,  he  won't  de- 
mand equal  time.  Mr.  Daly,  who  ran 
for  nomination  for  mayor  on  both 
tickets  in  Feb.  24  primaries,  has  not 
yet  indicated  he'll  run  in  April  7  elec- 
tion. 

Meanwhile,  NBC  joined  ABC  and 
CBS  in  protesting  FCC's  action  requir- 
ing Chicago  tv  stations  to  give  Mr.  Daly 
time  equal  to  that  of  Democratic  and 


GOP  candidates  for  nomination  in  Feb. 
24  primaries  (Broadcasting,  Feb.  23, 
et  seq.).  NBC  asked  FCC  to  reverse 
ruling  or  issue  declaratory  ruling  clari- 
fying Sec.  315  appplication  to  station 
use  of  newsfilm  of  candidates  in  news 
shows. 

N  BC  backs  free  access 

NBC  released  Friday  (March  13) 
texts  of  letters  sent  by  network  to  New 
York  state  officials  in  support  of  bills 
now  pending  in  state  legislature  which 
would  permit  tv,  radio  and  motion 
picture  coverage  of  hearings  of  legis- 
lature or  its  committees.  David  Adams, 
senior  executive  vice  president  of  NBC, 
stressed  that  radio-tv  should  have  equal 
access  with  other  media  in  such  cov- 
erage and  pointed  out  that  air  media 
would  not  interefere  with  "orderliness" 
of  proceedings.  Letters  went  to  Gov. 
Nelson  A.  Rockefeller;  Republican  As- 
sembly Leader  Joseph  Carlino  and 
Democratic  Senate  Leader  Walter  Ma- 
honey. 


•  Business  briefly 

•  Liggett  &  Myers,  for  L&M  cigarettes, 
has  bought  complete  NBC  Radio  Star- 
dust package  for  13  weeks  beginning 
May  18,  opening  date  of  plan.  Pricetag: 
$525,000.  Stardust  is  series  of  5-min- 
ute  vignettes  featuring  name  stars 
(Dietrich,  Hope,  Bob  &  Ray,  etc.). 
Broadcast  at  25  minutes  after  hour,  17 
times  daily.  L&M  will  have  60-second 
commercial  position,  local  station  30- 
second.  Agency:  Dancer-Fitzgerald- 
Sample,  N.Y. 

•  Corning  Glass  Works,  Corning,  N.Y., 
has  had  to  apply  brakes  somewhat  in 
market-by-market  tv  spot  introduction 
of  Corning  Ware  (Pyroceram  cook- 
ware).  Reason:  demand  in  already-ex- 
posed markets  (Northeast,  California) 
is  so  far  in  excess  of  expectations  that 
supply  is  not  readily  available  for  in- 
troductory markets.  Plans  for  next  fall: 
national  nighttime  network  participa- 
tions plus  local  spot  in  some  major  mar- 
kets. Agency:  N.W.  Ayer  &  Son. 


WEEK'S  HEADLINERS 


Mr.  Buck 


Max  E.  Buck,  director  of 
sales-marketing  of  WRCA- 
AM-TV  New  York,  pro- 
moted to  newly-created  post 
of  WRCA-TV  station  man- 
ager. Frederick  E.  Acker, 
manager  of  business  affairs, 
WRCA-AM-TV,  adds  du- 
ties as  manager  of  opera- 
tions for  both  stations.  Mr. 


Buck  joined  NBC  in  January  1953  as  director  of  merchan- 
dising for  network's  o&o  stations  and  director  of  merchan- 
dising-promotion  of  WRCA-AM-TV.  Mr.  Acker  acquires 
duties  relinquished  by  Peter  Affe,  promoted  last  week 
(Broadcasting,  March  9)  to  NBC-TV  manager  of  facilities 
planning-utilization.  In  related  promotion,  Alvin  H.  Perl- 
mutter,  director  of  special  events,  WRCA-AM-TV,  has 
been  promoted  to  director  of  public  services  for  both 
stations. 

Tracey-Locke  Co.  Houston  office  will  become  Clay  Stephen- 
son Assoc.,  advertising  and  merchandising  agency,  effec- 
tive April  1,  according  to  joint  announcement  Friday  by 
Morris  Hite,  president  of  Tracey-Locke,  Dallas,  and  Clay 
W.  Stephenson,  T-L  executive  v.p.  in  charge  of  Houston 
office.  "Amicable  separation"  was  made  because  of  present 
and  impending  conflicts  in  accounts,  both  principals  stated. 
Stephenson  Assoc.  estimated  its  expected  first  year's  billings 
in  excess  of  $6  million.  Mr.  Stephenson  formerly  was  with 
Duane  Jones  Co.  and  J.  M.  Mathes  Inc.,  both  New  York,  and 
joined  Tracey-Locke  in  1948.  He  was  made  executive  v.p. 
in  1950.  Other  officers  of  Stephenson  Assoc.  will  include 
Cecil  B.  Phillips,  Tracey-Locke  account  supervisor,  v.p.; 


Thomas  E.  Daley,  T-L  production  manager,  secretary- 
treasurer;  Sam  H.  Lester,  formerly  with  BBDO,  New  York, 
copy  director;  Marge  Conner,  publicity  director;  James  B. 
Higginbotham,  research  director;  Helen  Sanford,  T-L 
media  director  will  hold  same  title  with  Stephenson;  Robert 
T.  Wollebak,  production  manager,  and  Malcolm  L.  Mul- 
len, formerly  with  Hicks  &  Greist,  New  York,  head  of  ac- 
counting department.  Stephenson  Assoc.,  headquartered  at 
2332  W.  Holcombe  Blvd.,  Houston,  will  employ  staff  of  43. 

^gMfe*  Franklin  C.  Snyder,  general  manager  of 

JT*  '     \        WTAE  (TV)  Pittsburgh,  elected  v.p.  of 
Television  City  Inc.,  licensee  of  WTAE. 
Mr.  Snyder  will  continue  as  general  man- 
ager of  station,  which  began  commercial 
operation  Sept.   14,   1958.    Mr.  Snyder 
joined   WXEL    (TV)    (now  WJW-TV) 
Cleveland  in  1949  and  rose  to  post  of  v.p. 
and  general  manager.    He  then  became 
Mr.  Snyder         New  York  consultant  of  Westinghouse 
Broadcasting  Co.  before  moving  to  Cleveland  office  of 
McCann-Erickson  as  v.p.  and  account  service  director. 
Irving  Feld,  v.p.  and  director  at  Guild  Films,  elected  presi- 
dent of  Inter-World  Tv  Films.  Independent  producer  of 
motion  pictures  before  joining  Guild  Films  in  1955,  Mr. 
Feld  will  direct  expansion  of  Inter- World  sales  and  program- 
ming abroad.  Company  has  foreign  exhibition  rights  to  some 
2,000  tv  film  programs  owned  by  Guild. 

•  Norman  Gluck,  formerly  director  of  tv  department  of 
Universal  Pictures  Corp.,  N.Y.,  appointed  to  newly-created 
post  of  director  of  corporate  operations  for  Screen  Gems 
Inc.,  N.Y.,  concentrating  on  developing  new  areas  of  busi- 
ness for  SG. 
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PRECEDENT . 


TWOZIV 
SHOWS  TIED 

FOR  1ST  PLACE 

FOR  ENTIRE  YEAR! 


12-MONTH 
AVERAGE 
FOR  22 
MAJOR 
MARKETS  . 


Pulse  Multi-Market 
Weighted  Average 
U.  S.  Pulse  Spot 
Film  Reports, 
November,  1957 
thru  October,  1958 


 — iH^rsary 

Top  20  Hatinic  — ^2^959 


ProgFain  lH 

of 

Yearly 
4ve. 


Sea  Hunt 


trol 


appearances 


Di8W.utor 


18.3 
18.3 


THE  ONLY  SHOW  THAT  COMPETES  WITH  A  ZIV  SHOW  IS  ANOTHER  ZIV  SHOW 


The  HOT  SHOWS 


MACKENZIE'S 
RAIDERS 

starring 

RICHARD  CARLSON 


SEA 

HUNT 

starring 

LLOYD  BRIDGES 

HIGHWAY 
PATROL 

starring 

BRODERICK  CRAWFORD 


2-Station 
BIRMINGHAM 

WBRC-TV 

553 


SHARE 

35.3  RATING 


Marx,    Perry  Co 


4-Station 
CHICAGO 

WNBQ 


36.0 


SHARE 

25.1  RATING 

BEATS  Groucho  Marx.  Ed  Sullivan. 
Wells  Fargo.  Peter  Gunn,  Gale 
Storm.  GE  Theatre  and  many 
others. 


4-Station 
SAN  FRANCISCO 


4&3 


SHARE 

21.9  RATING 

BEATS  Playhouse  90.  Ed  Sullivan. 
Ernie  Ford.  Cimarron  City.  Law- 
rence We  Ik,  Call  forma  ns  and  many 


Vo 


come  from  ZIV! 


3-Station 
CINCINNATI 

WKRC-TV 


47.7 

SHARE 

20.7  RATING 

BEATS  Ed  Sullivan,  Phil  Silvers. 
Hit  Parade,  Restless  Gun.  Jackie 
Gleason.  Bob  Cummings  and  many 
others. 

Dec.  '58 


4-Station 
SAN  FRANCISCO 


563 


Yo 


- 


SHARE 

28.1  RATING 

BEATS  Desilu  Playhouse.  Ed  Sulli- 
van. Dinah  Shore  Chevy  Show. 
Steve  Allen,  California ns  and  many 
others. 

Jan. '59 


3-Station 
BOSTON 

WBZ-TV 


61.5 

SHARE 

27.6  RATING 

BEATS  People  Are  Funny.  Mav- 
erick. Have  Gun -Will  Travel. 
Wyalt  Earp.  Red  Skelton.  Real 
McCoys  and  and  many  others. 

Dec.  '58 


Yo 


3-Station 
MIAMI 

WTVJ 


463 

SHARE 

26.3  RATING 

BEATS  GE  Theatre.  Texan,  Danny 
Thomas,  Ernie  Ford,  Cheyenne, 
Groucho  Marx  and  many  others. 

Dec.  '58 


4-Station 
DETROIT 


62.6 

SHARE 

30.1  RATING 

BEATS  Perry  Mason.  Restless  Gun, 
What's  My  Line.  Jack  Benny,  Ed 
Sullivan.  BobCummingsandmany 

Jan.  '59 


2-Station 
BRISTOL-JOHNSON  CITY 


WJHL-TV 


6L0 

SHARE 

36.3  RATING 

BEATS  Wyatt  Earp.  Lineup.  Perry 
Como,  Maverick.  Peter  Gunn. 
Wells  Fargo  and  many  others. 

Dec.  '58 


2-Station 
JOPLIN-PITTSBURG 


46.7 

SHARE 

31.3  RATING 

BEATS  Trackdown,  Ed  Sullivan, 
Bob  Cummings.  George  Burns, 
Red  Skelton,  Texan  and  many 
others. 

Dec.  '59 


3-Station 
COLUMBUS 

WBNS-TV 


535 

SHARE 

28.3  RATING 

BEATS  Ernie  Ford,  DannyThomas. 
Groucho  Marx.  Lawrence  Welk, 
Wells  Fargo.  Ed  Sullivan  and  many 
others. 

Dec.  '58 


Yo 


3-Station 
ST.  LOUIS 

KSD-TV 


48.7 

SHARE 

27.5  RATING 

BEATS  Cheyenne.  Millionair 
Ernie  Ford.  Alfred  Hitchcock.  I 
Sullivan,  Wells  Fargo  and  mai 


% 


Dr.  Sydney  Roslow,  direc- 
tor of  Pulse,  Inc.,  heads  a 
nationwide  staff  trained  to 
make  and  convert  home 
interview  reports  into  re- 
liable ratings.  Some  of 
the  Ziv  show  ratings  used 
here  are  based  on  these 
authoritative  findings. 


WE'LL  SEE  YOU  AT  THE 

NAB  CONVENTION 
ZIV  HOSPITALITY  SUITE 
2306- A 

HOTEL  CONRAD  HILTON-CHICAGO 

MARCH  15-  18 


ZIV 


RATINGS  SHOWN  ARE  PULSE  OR  ARB. 


ZIV  SHOWS 


JAN. '59    |  DEC. '58  I  NOV. '58      OCT.  58   I  SEPT.  '58 


HUNT 

irring  LLOYD  BRIDGES 


TARGET 

with  Your  Host 

ADOLPHE  MENJOU 


PATROL 

uring  BRODERICK  CRAWFORD 


MIAMI 

WTVJ 


RATING 

67.8% 
Share  of 
Audience 

BEATS  Wagon 
Train,  Garry 
Moore,  Red 
Skelton,  Perry 
Como,.  Rifle- 
man, Jack 
Benny  and 
many  others. 


DETROIT 


VV JOI\-  I  V 

22.8 

RATING 

49.1% 
Share  of 
Audience 


BEATS  What's 
My  Line,  Al- 
fred Hitch- 
cock, Groucho 
Marx,  Ed  Sul- 

Silver's,  Bob 
C  u  m  m  i  n  g  s 
and  many 
others. 

ARB 


SEATTLE- 
TACOMA 


32.2 

RATING 

38.5% 
Share  of 
Audience 

BEATS  Chevy 
Show,  Loretta 
Young,  Rest- 
I  e  s  s  Gun, 
Desilu  Play- 
house, Red 
Skelton,  Have 
Gun,  Will  Trav- 
el and  many 
others. 


ARB 


NEW 
ORLEANS 


33.6 


56.1% 
Share  of 
Audience 

BEATS  Have 
Gun  Will  Trav- 
el, Rifleman, 
Danny  Thom- 
as, Wyatt  Earp, 
Phil  Silvers, 
Ed  Sullivan 
and  many 
others. 


WICHITA 
FALLS 


41.7 

RATING 

70.8% 
Share  of 
Audience 


BEATS  People 
Are  Funny, 
Wells  Fargo, 
Ed  Sullivan 
Danny  Thom- 
as, Groucho 
Marx,  Perry 


C  o 


a  n  ( 


many  others. 


CHARLESTON 
S.  C. 

WUSN-TV 


RATING 

64.3% 
Share  of 
Audience 

BEATS  Steve 
Allen,  Mav- 
erick, Danny 
Thomas,  Walt 
Disney,  Desilu 
Playhouse, 
Red  Skelton 
and  many 
others. 


DETROIT 


30.9 

RATING 

72.7% 
Share  of 
Audience 


BEATS  Dann; 
Thomas,  Lor 
etta  Young 
Peter  Gunn 
Ernie  Ford 
Groucho  Marx. 


Ed  Sul 


^an 


many 


BUFFALO 

WBEN-TV 

39.2 

RATING 

62.9% 
Share  of 
Audience 

BEATS  Wyatt 
Earp,  Wagon 
Train,  I  Love 
Lucy,  Maver- 
ick, Ed  Sulli- 
van, GE  Thea- 
tre and  many 
others.  ADO 


CHICAGO 


Wolx-  I  v 

22.9 

RATING 

36.1% 
Share  of 
Audience 


BEATS  The 
Lawman,  Ed 
Sullivan,  Pat 
Boone,  Ernie 
Ford,  Jackie 
Gleason,  Peo- 
ple Are  Funny 
and  many 
others.  ... 


DES  MOINES 


43.5 

RATING 

72.5% 
Share  of 
Audience 


BEATS  Desilu 
Playhouse, 
I've  Got  A 
Secret,  GE 
Theatre,  Ed 
Sullivan,  Phil 
Silvers,  Perry 
Como  and 
many  others. 

ARB 


BATON 
ROUGE 


41.1 

RATING 

68.0% 
Share  of 
Audience 

BEATS  Danny 
Thomas,  Peo- 
ple Are  Funny, 
Jerry  Lewis, 
Gunsmoke, 
Phil  Silvers, 
Ed  Sullivan 
and  many 
others. 


ARB 


GREENSB0R0- 
WINSTON- 
SALEM 


31.7 

RATING 

79.3% 
Share  of 
Audience 


BEATS  Alfred 
Hitchcock, 
Real  McCoys, 
George  Burns, 
Steve  Allen, 
Perry  Como, 
Groucho  Marx 
and  many 
others. 


ARB 


RATE  GREAT! 


AUG.  '58 

JULY  '58 

JUNE '58 

MAY  '58 

APR. '58 

JACKSON- 
VILLE 

WMBR-TV 


34.7 

RATING 

57.1% 
Share  of 
Audience 


BEATS  Phil 
Silvers,  Wyatt 
Earp,  Dragnet, 
Zorro,  Bob 
Cummings, 
Burns  &  Allen 
and  many 
others. 


JACKSON- 
VILLE 
WFGA-TV 

18.6 

RATING 

66.0% 
Share  of 
Audience 

BEATS  Wagon 
Train,  Suspi- 
cion, Life  of 
Riley,  People 
Are  Funny, 
Goodyear 
Theatre, 
Groucho  Marx, 
and  many 
others.  .on 


BIRMING- 
HAM 

WBRC-TV 


33.3 

RATING 

64.9% 
Share  of 
Audience 


Wells  Fargo, 
What's  My 
Line,  Groucho 
Marx,  Bob 
Cummings  and 
many  others. 


NEW  YORK 
CITY 

WCBS-TV 

37.5 

RATING 

72.8% 
Share  of 
Audience 

BEATS  What's 
My  Line,  Ed 
Sullivan, Wyatt 
Earp,  Phil  Sil- 
vers, I  Love 
Lucy,  $64,000 
Challenge  and 
many  others. 


ARB 


NEW 
ORLEANS 

WDSU-TV 


23.5 

RATING 

56.2% 
Share  of 
Audience 


BEATS  Phil 
Silvers,  Per- 
son To  Person, 
Perry  Mason, 
Cheyenne, 
Lawrence 
Welk,  Maver- 
ick and  many 
others. 


MEMPHIS 

WREC-TV 


RATING 

72.7% 

Share  of 
Audience 

BEATS  Have 
Gun,  Will 
Travel,  Wyatt 
Earp,  Suspi- 
cion, Alfred 
Hitchcock,  I 
Love  Lucy,  Ed 

many  others. 

ARB 


EUREKA,  CAL. 

Kl  EM-TV 

47.1 

RATING 

82.5% 
Share  of 
Audience 

BEATS  God- 
frey's Talent 
Scouts,  Burns 
&  Allen,  Jack 
Benny,  Phil 
Silvers,  Dis- 
neyland, Mav- 
erick and 


many  other 


1KB 


EUREKA, 
CAL. 

Kl  EM-TV 

35.3 

RATING 

61.4% 
Share  of 
Audience 

BEATS  Phil 
Silvers, This  Is 
Your  Life, 
Ernie  Ford, 
Maverick, 
Welk's  Top 
Tunes,  Pat 


DAYTON 


39.7 

RATING 

59.2% 
Share  of 
Audience 

BEATS  Ed  Sul- 
livan, Wells 
Fargo,  Rest- 
less Gun,  Phil 
Silvers,  Mav- 
erick, $64,000 
Question  and 
many  others. 

ARB 


BILLINGS 


424 

RATING 

74.1% 
Share  of 
Audience 

BEATS  Gun- 
smoke,  Phil 
Silvers,  Zorro, 
DannyThomas, 
Maverick,  Ed 
Sullivan  and 
many  others. 


ARB 


SHREVEP0RT 

KTBS-TV 


RATING 

64.2% 
Share  of 
Audience 

BEATS  Climax, 
Cheyenne, 
Welk's  Top 
Tunes,  $64,000 
Question,  Mav- 
erick, Perry 
C  o  m  o  and 
many  others. 

ARB 


BATON 
ROUGE 

WBRZ-TV 


RATING 

56.6% 
Share  of 
Audience 

BEATS  Disney- 
land, Life  of 
Riley,  Groucho 
Marx,  Pat 
Boone,  Wells 
Fargo,  Dinah 
Shore  and 
many  others. 

ARB  . 


BOISE 


BILLINGS 

LAS  VAGAS 

KGHL-TV 

KLAS-TV 

33.2 

RATING 

23.5 

RATING 

59.8% 

42.2% 

Share  of 

Share  of 

Audience 

Audience 

BEATS  People 

BEATS  Thin 

Are  Funny,  Ed 

Man,  Schlitz 

Sullivan, 

Playhouse, 

$64,000  Chal- 

Studio One, 

lenge,  Jack 

U.  S.  Steel 

Benny,  1  Love 

Hour,  Welk's 

Lucy,  Dinah 

Top  Tunes, 

Pat  Boone  and 

many  others. 

many  others. 

ARB 

ARB 

442 

RATING 

60.8% 
Share  of 
Audience 


BEATS  Law 
rence  Welk 
Bob  Hope 
This  Is  Your 
Life,  Gu 
smoke,  Rest 
less  Gun,  Mav- 
e  r  I c  k  and 
many  others. 


Look  at  these 


co/vs/steA/riy 

&8UUOUS  XATr#6S! 


T 


New  tools  of  research  are  con- 
stantly being  developed  by  the 
rating  services.  Here,  Jack  Gross, 
vice  president  of  American  Re- 
search Bureau,  explains  Arbitron, 
ARB's  new  instantaneous  elec- 
tronic measurement  device  used 
to  provide  some  of  the  rating  data 
given  here.  ARB's  home  diary  re- 
ports are  the  reliable  source  of 
many  other  Ziv  show  ratings. 


WE'LL  SEE  YOU  AT  THE 

NAB  CONVENTION 
ZIV  HOSPITALITY  SUITE 
2306- A 

HOTEL  CONRAD  HILTON-CHICAGO 

MARCH  15-18 


/IV 


PUBLIC 
NOTICE! 


All  concerned  me  hereby  notilied  that 

UPTON  TEA 
AND  UPTON 
SOUP  MIXES 


Agency 


:  YOUNG  &  RUB1CAM 


MARLBORO 
CIGARETTES 


Agency 


:  LEO  BURNETT  CO.,  INC. 


kk 


TombstoneTerrito 

tor  the  viewing  pleasure 
oi  the  citizenry! 


Starting  Friday,  March  13, 
9:00  to  9:30  P.M.  over. 


AS  SHERIFF  CLAY  HOLLISTER 


Richard  Eastham 


"BEST  OF  THE  CROP ..." 


BIG  TIME!' 


"KEPT  ME  AT  MY  SET...!"  "TOP-NOTCH!" 


ONE  OF  THE  FAVORITES ..."       "ABSORBING . . . 


AUTHENTICITY  AND  ACTION ..."    "THIS  IS  A 


ZIV 


She's  1200  feet  TALL- 


a  n  d 

she's  a 

STAINLESS! 


^    WDAY-TV  FARGO,  N.  D.        •        CHANNEL  6 


Nothing  beats  increased  tower  height  for  more  TV  coverage.  And 
WDAY-TV,  with  this  new  Stainless  1200'  tower  supporting  a  TV  6-section 
Superturnstile  radiating  100,000  watts,  now  covers  96%  more  of  the  North- 
Dakota-Minnesota  countryside! 

If  you  are  planning  a  new  tower  installation,  whether  she's  "tall"  or 
"short"— AM,  FM,  TV  or  STL— specify  Stainless;  you'll  get  extra  years 
of  service  for  your  investment.  Stainless  tower  designs  are  pre-tested  for 
stresses  and  loads  much  greater  than  those  encountered  in  use.  That  is 
why  Stainless  towers  stand  up  .  .  .  one  reason  for  their  enviable  record  of 
dependability.  So  remember,  for  long  life  at  the  lowest  possible  cost,  there's 
no  other  than  a  Stainless.  Ask  today  for  your  free  booklet  describing  the 
many  Stainless  tower  installations. 


YOU  CAN  PUT  YOUR  CONFIDENCE  IN  A  STAINLESS 


less,  inc. 

NORTH  WALES      •  PENNSYLVANIA 


DATEBOOK 


A   CALENDAR   OF   MEETINGS    AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 
MARCH 

*March  15-18 — NAB  Annual  Convention  and 
Broadcast  Engineering  Conference,  Conrad  Hilton 
Hotel,  Chicago. 

March  16-18— Canadian  Board  of  Broadcast 
Governors,  public  hearings,  Tariff  Board  Hearing 
Room,  70-74  Elgin  St.,  Ottawa,  Ont. 

March  16  and  23 — Hearing  before  Securities  & 
Exchange  Commission,  Washington,  D.C.  March  16, 
on  charges  F.  L.  Jacobs  Co.  (Alexander  Guterma) 
failed  to  report  financial  transactions.  Mr. 
Guterma,  until  his  troubles  with  SEC  began,  was 
president  and  chief  owner  of  Mutual  Broadcasting 
System.  Similar  Bon  Ami  Co.  hearing  March  23. 

*  March  17 — Radio  &  Television  Executives  So- 
ciety's timebuying  &  selling  seminar  luncheon, 
12:15  p.m.,  Hawaiian  Room,  Lexington  Hotel, 
New  York.  Jayne  M.  Shannon,  broadcast  media 
supervisor,  J.  Walter  Thompson,  and  Richard  0'- 
Connell,  president  of  his  station  rep  firm,  discuss 
the  need  to  streamline  rate  cards. 

March  18 — Symposium  on  social  and  economic 
forces  of  advertising  co-sponsored  by  St.  Louis 
Council  of  American  Assn.  of  Adv.  Agencies  and 
U.  of  Missouri  School  of  Journalism,  Sheraton- 
Jefferson  Hotel.  Dr.  Earl  F.  English,  dean  of 
school,  will  moderate.  Registration,  $22.50. 

March  18-20 — Quarterly  conference,  Electronic 
Industries  Assn.,  Statler  Hilton  Hotel,  Washington. 

* March  19 — Broadcasting  Adv.  Club  of  Chicago, 
luncheon  at  Sheraton  Hotel.  Matthew  J.  Culligan, 
NBC  Radio  executive  vice  president,  will  speak 
on  "The  New  Image  of  Network  Radio."  Broad- 
cast Pioneers  will  be  honored.  NAB  officers  will 
attend. 

*  March  20 — Indiana  Broadcasters  Assn.  annual 
meeting  and  election  of  officers,  Marott  Hotel,  In- 
dianapolis. 

*  March  21 — American  Women  in  Radio  &  Tv, 
Chicago  chapter,  "closed-circuit  conference,"  Am- 
bassador West  Hotel.  NAB  convention  delegates 
are  invited. 

March  23 — Tentative  date  for  argument  before 
U.  S.  Supreme  Court  in  Farmers  Union  v  WDAY 
Inc.  (WDAY-TV  Fargo,  N.D.)  involving  question  of 
immunity  of  broadcast  station  when  political  can- 
didate, invoking  Sec.  315  of  Communications  Act, 
utters  libel  on  air.  Case  No.  248. 

March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Waldorf-Astoria,  New  York.  The 
nation's  leading  electronic  scientists  will  attend. 
Advances  in  space  technology  and  major  new 
electronic  fields  will  be  explored. 

March  23-28— Short  Course  in  Crime  News 
Analysis  &  Reporting,  Northwestern  U.,  Fisk  Hall, 
Evanston,  III.  Journalism  and  law  schools,  with 
Ford  Foundation  grant,  will  conduct  intensive 
instruction    for    radio-tv,    press    and  maga2ine 
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NOW! 

A  BILLION  DOLLARS  WORTH 

OF  MOM  MOTION  PICTURES 

FOR  ROCHESTER,  N.  Y.  VIEWERS 


11:20  P.M.  NIGHTLY 

(MIDNIGHT  SATURDAYS) 

Greatest  Hollywood  stars  in  their  greatest 
motion  pictures!  60  Academy  Award  Win- 
ners! 260  nominations  for  Academy  Awards! 
On  Channel  10  every  night  of  the  week! 

Our  Late  Movie  ratings  have  a/ways  been 
excellent— now  they'll  zoom  more  than  ever! 
.  .  .  Contact  the  Boiling  Co.  (WVET-TV)  or 
Everett-McKinney  (WHEC-TV)! 

NATIONAL  REPRESENTATIVES  •  The  Boiling  Co.  WVET-TV  •   Everett  McKinney  WHEC-TV 

CHANNEL  10 

WHEC-TV  a.d  WVET-TV 

BASIC  CBS 


LOCAL  PRODUCTS: 


Embassy  Parties  .  . 
and  WMAL-TV 


ABC  IN  THE 

NATION'S  CAPITAL 


Protocol  regiments  embassy  parties, 
determines  who  sits  below  the  salt. 
WMAL-TV's  entire  audience  occu- 
pies the  place  of  honor:  in  front  of 
a  tv  set. 

Taxi  drivers,  "a  most  reliable 
source,"  are  authority  for  many 
party  rumors.  WMAL-TV,  with  on- 
the-spot  camera-mike  units,  presents 
news  as  it  breaks,  feeds  many  a  net- 
work newscast  with  authentic  data. 

Embassy  gatherings  are  some- 
times planned  to  gain  the  attention 


of  one  diplomatist.WMAL-TVgains 
the  attention  of  great  numbers  of 
citizens  with  top  entertainment  from 
ABC,  plus  local  personalities  like 
Louis  Allen,  Len  Deibert,  Pete 
Jamerson  and  Bill  Malone. 

Embassy  parties  are  gay  affairs, 
possibly  because  they  offer  so  much 
for  so  little.  WMAL-TV  is  nice  that 
way  too  .  .  .  its  programming  is  ar- 
ranged to  give  advertisers  sensibly- 
priced  one-minute  spots  in  all  time 
classifications. 


Washington  Means  American  Leadership 

wmal-tv 

Channel  7       Washington,  D.  C. 

An  Evening  Star  Station  represented  by  H-R  Television,  Inc. 


Jerry  Austin, 
sidekick  of 
"Cannonball" 
Mike  Malone  — 
rugged  men 
entrusted  to 
maintain  the 
nation's  corn- 
lifeline. 
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newsmen.  Courtroom  broadcasting  is  one  of  topics. 
Attendance  fee  $100.  Formal  registration  closed 
today  (March  16).  Scholarships  for  needy  avail- 
able. Members  of  lecture  staff  will  be  available 
for  interviews. 

March  25 — Comments  due  on  proposed  FCC  rule- 
making to  change  ch.  12  Wilmington,  Del.,  from 
commercial  to  educational  or,  in  alternative,  move 
ch.  12  to  Atlantic  City,  N.J.,  or  allocate  it  to  At- 
lantic City-Wilmington.  Docket  No.  12,779. 

*  March  28-April  3 — Weeklong  observance  of 
Golden  Anniversary  of  Broadcasting  and  50th  An- 
niversary of  Sigma  Delta  Chi,  San  Jose  State  Col- 
lege, San  Jose,  Calif.  SDX  "Deadline  Dinner" 
April  2  will  honor  founding  of  broadcasting  in 
1909  at  San  Jose  State. 

March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

March  30 — Du  Pont  Awards  Dinner,  Mayflower 
Hotel,  Washington. 

APRIL 

April  1 — Assn.  of  National  Advertisers  work- 
shop at  Hotel  Pierre,  New  York.  Topic:  "How  to 
Get  More  Productive  Advertising  Through  M 
agement-Oriented  Research."  Henry  Schachte, 
ecutive  v.p.,  Lever  Bros.  Co.,  and  chairman 
ANA  board  of  directors,  will  be  keynote  speaker 

April  3-4 — Oregon  Assn.  of  Broadcasters,  U 
Oregon,  Eugene. 

April  3-5 — Mississippi  Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 

April  4 — National  Headliner  Club  awards  lunch- 
eon, Atlantic  City,  N.  J. 

April  4 — United  Press  Intl.  Broadcasters  of 
Minnesota  Assn.,  Spring  Meeting,  Radisson  Hotel, 
Minneapolis. 

April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  7 — Trial  of  former  FCC  Comr.  Richard  A 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  10-11 — Republican  National  Committee 
meets  at  Sheraton  Park  Hotel,  Washington.  Host 
city  for  the  1960  nominating  convention  will  be 
picked. 

April  10-11 — West  Virginia  Broadcasters  Assn. 
spring  meeting,  Press  Club,  Charleston. 

April  12-13 — Texas  Assn.  of  Broadcasters,  spring 
meeting,  Commodore  Perry  Hotel,  Austin.  Mem- 
bers of  Legislature  will  be  April  13  luncheon 
guests. 

April  12-14 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  12-19 — Technical  symposium  on  aircraft 
and  space  communications  sponsored  by  Electronic 
Industries  Assn.,  McCarren  Field,  Las  Vegas,  Nev., 
during  First  World  Congress  of  Flight. 

'April  19-25 — Biennial  Congress,  International 
Chamber  of  Commerce,  Sheraton  Park  and  Shore- 
ham  Hotels,  Washington. 

"'April  20 — Radio  Advertising  Bureau  sales  clinics 
at  Tulsa,  Okla.,  and  Minneapolis,  starting  nation- 
wide series  that  ends  May  22.  RAB  will  present 
30  how-we-sold-it  stories  and  exhibits. 

April  20-23— American  Newspaper  Publishers 
Assn.,  annual  meeting,  Waldorf-Astoria  Hotel, 
New  York. 

April  23 — Oral  argument  before  FCC  en  banc 
on  Miami  ch.  10  case  involving  charges  of  behind- 
the-scenes  wirepulling.  Initial  decision  by  Ex- 
aminer Horace  Stern  recommended  grant  to  Pub- 
lic Service  Television  Inc.  (National  Airlines)  be 
revoked  and  allegations  of  ex  parte  representa- 
tions by  applicants  be  weighed  against  them  in 
new  comparative  hearing.  Docket  No.  9321  et  al. 


April  23-24 — Assn.  of  National  Advertisers  two- 
day  workshop  on  advertising  expenditures,  West- 
chester-Biltmore,  Rye,  N.Y. 

April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier  in 

White  Sulphur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

*April  24 — Ohio  Assn.  of  Broadcasters,  Sheraton 
Gibson  Hotel,  Cincinnati. 

April  24-25 — New  Mexico  Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 

April  26-29 — National  Assn.  of  Transportation 
Advertising  convention,  The  Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  26-29 — U.S.  Chamber  of  Commerce  an- 
nual meeting,  chamber  hdqrs.,  Washington. 

'April  27-28 — Potts-Woodbury  Adv.  Agency  Ra- 
dio-Tv  Farm  Clinic,  Bellerive  Hotel,  Kansas  City. 
Invited  radio  and  tv  farm  directors  and  farm 
products  manufacturers  will  be  guests. 

April    27-May   2 — Journalism    &  Broadcasters 

Week,  School  of  Journalism  &  Communications, 
U.  of  Florida,  Gainesville.  (April  27  is  Broad- 
casters Day). 

April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 

April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 

April  30-May  3 — Assn.  of  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 

May  1 — National  Law  Day. 

May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 

Galvez,  Galveston.  Annual  meeting. 

May  4-6 — Assn.  of  Canadian  Advertisers,  annual 

conference,  Royal  York  Hotel,  Toronto,  Ont. 

May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla.  Theme  will  be  "Films 
and  Television  for  International  Communications." 

May  6 — National  Academy  of  Television  Arts  & 

Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
May  7-8 — Kentucky  Broadcasters  Assn.,  Shera- 
ton-Seelbach  Hotel,  Louisville. 

May  12 — Wisconsin  Fm  Clinic,  Center  Bldg.,  U. 
of  Wisconsin,  Madison. 

May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

May  16-17 — Illinois   News   Broadcasters  Assn., 

spring  meeting,  Southern  Illinois  U.,  Carbondale; 

also,  United  Press  Intl.  business  meeting. 

May  20-22 — Assn.  of  National  Advertisers,  spring 

meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 

Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 
May   24-27 — Associated    Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

May  28-31 — Second  Annual  Radio  Programming 
Seminar  and  Pop  Music  Disc  Jockey  Convention, 

Americana  Hotel,  Miami,  Fla.  Speakers  will  in- 
clude Matthew  J.  CifHigan,  NBC  Radio  executive 
vice  president,  and  Gordon  McLendon,  head  of 
McLendon  station  group.  Storz  stations  are  spon- 
soring seminar  with  Bill  Stewart,  Kilpatrick  Bldg., 
Omaha,  Neb.,  as  convention  coordinator. 
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LAUGHTER  ISN'T  ENOUGH 


Great  show.  A  laugh  a  second.  27  minutes  of  ever-loving  fun.  Critics  rave. 
Ratings  swoosh  upwards  into  orbit.  Everybody  shakes  hands.  ...  But  there's  a  lot 
more  to  it  than  that.  .  . .  For  our  clients'  money,  a  TV  or  radio  show  isn't  a  hit  until 
sales  and  profits  are  right  up  there  with  the  ratings.      N.  W.  AVER  &  SON,  INC. 

The  commercial  is  the  payoff 


WORLD'S  LARGEST  CLASSROOM 


It  would  be  hard  to  find  three  programs  of  greater  distinc- 
tion —  and  greater  diversity. 

Continental  Classroom,  with  Dr.  Harvey  E.  White,  meas- 
ures its  success  in  its  ability  to  repair  the  dangerous  lag  in 
America's  science  education.  Network  television's  first  college- 
level  course  uniquely  serves  the  368,000  viewers  who  make  it 
the  world's  largest  class,  and  the  280  colleges  and  universities 
who  offer  its  instruction  in  Atomic  Age  Physics  for  academic 


credit.  Within  a  week  of  the  second  semester's  opening  last 
month,  its  new  textbook  had  boomed  into  a  national  bestseller. 

Wagon  Train,  starring  Ward  Bond  and  Robert  Horton, 
measures  its  success  in  entertainment  that  draws  an  estimated 
55,000,000  viewers.  Based  on  Nielsen  findings  (Feb.  I),  this 
hour-long  dramatic  Western  anthology  attracts  the  world's 
largest  television  audience  —  without  counting  the  additional 
millions  of  viewers  who  make  it  one  of  England's  top  shows. 


The  Jack  Paar  Show  measures  its  success  as  a  delightful 
national  nightcap  and  morning-after  conversation  piece.  Spon- 
taneous and  unpredictable  as  only  live  television  can  be,  it 
has  made  its  irrepressible  host  Jack  Paar  the  most  talked- 
about  TV  personality  in  the  nation,  and  the  only  one  (in 
or  out  of  television)  to  appear  within  the  last  six  months  on 
the  covers  of  four  major  national  magazines— Time,  Life, 
Look  and  TV  Guide. 


No  less  than  the  distinction  of  these  three  programs, 
NBC  prizes  their  diversity  in  meeting  the  different  tastes  and 
needs  of  all  Americans.  From  Continental  Classroom  at  dawn 
to  Wagon  Train  at  dusk  to  Jack  Paar  at  midnight,  Americas 
first  network  strives  for  the  true  measure  of  network  greatness 
—  totality  of  program  service. 

NBC  TELEVISION  NETWORK 


This  is  NOT  a  game! 
It's  a  FACT! 


QUESTION: 


I 

What's 
different 
about 
Buffalo,  N.  Y.  ? 


ANSWER: 

In 

BUFFALO 

it  actually 

COSTS 
LESS 

than  HALF 
to  buy  the 

TOP 
STATION 


WBNY 


See  latest  Pulse 
figures  and  rate  card 
or  call  Jack  Masla 


Dispute  over  Sec.  315 

EDITOR : 

.  .  .  Your  editorial  "Rallying  Point" 
(page  103,  Feb.  23)  succinctly  sums 
up  a  document  which  deserves  the  sup- 
port of  every  broadcaster  in  spite  of  the 
defect  regarding  Section  315.  The  rem- 
edy for  the  latter  lies  not  with  the 
FCC,  but  I  too  would  rather  see  the 
hope  expressed  that  this  impossible 
restriction  upon  political  broadcasting 
will  soon  be  removed  by  the  courts  or 
the  U.  S.  Congress. 

Rex  G.  Howell 

State  Representative 

Denver,  Colo. 

[EDITOR'S  NOTE:  Mr.  Howell  is  president- 
general  manager  of  KREX  Grand  Junction, 
Colo.] 

Don't  give  it  away 

EDITOR: 

My  compliments  to  you  and  to  Henry 
B.  Clay  of  KWKH  Shreveport  for  the 
article  "No  Plugs  for  Andy"  and  for 
his  letter  to  Lever  Brothers  regarding 
free  time  (page  42,  Feb.  23). 

I  have  long  been  concerned,  as  I 
know  many,  many  radio  station  man- 
agers are,  with  this  "free  time"  busi- 
ness. All  of  us  are  harangued  with 
requests,  bombarded  by  publicity, 
swamped  by  public  relations  firms. 
Less  than  10%  of  the  material  comes 
legitimately  under  the  public  service 
category.  The  rest  is  out  and  out  at- 
tempts at  "chiseling." 

Yet,  I  wonder  if  much  of  the  fault 
doesn't  lie  with  the  station  manage- 
ments. .  .  . 

Here  at  WON,  we  do  one  of  two 
things  with  such  articles,  either  throw 
them  away — or  occasionally  return 
them  to  the  sender  with  the  notation. 
"You  sell  perfume  (or  soap  or  what- 
nots) and  we  sell  time.  Enclosed  is  our 
rate  card." 

If  every  radio  station  manager  in  the 
country  did  this  for  a  month,  I  think 
we'd  slow  down  the  flood  of  useless 
mail,  and  might  even  dramatize  to  the 
corporations  who  pay  these  public  re- 
lations bills  that  they'll  get  more  for 
their  money  by  buying  time  instead  of 
buying  dubious  "I'll  get  it  for  you  free" 
stories. 

Zel  Levin 
Manager 

WWON  Woonsocket,  R.  I. 
Say  what  you  think 

EDITOR: 

I  commend  you  for  the  editorial 
"Faint  Hearts  Can't  Win  Freedom"  in 
the  Feb.  16  issue,  particularly  as  it 
pertains  to  the  position  taken  by  FCC 
Comr.  T.A.M.  Craven  on  program 
questions  in  station  application  forms. 

I  deeply  regret  the  decision  of  the 


-OPEN  MIKE. 


NAB  to  take  no  active  stand  in  this 
matter.  .  . 

How  can  the  "climate  of  govern- 
ment" ever  change  if  business  men,  be 
they  broadcasters  or  whatever,  con- 
stantly refuse  to  exhibit  the  guts  to  take 
a  public  stand  on  the  issues  which  face 
this  country.  Must  we  constantly  give 
ground  to  the  pressure  groups  and 
other  elements  which  appear  to  be 
able  to  continually  influence  the  think- 
ing of  our  elected  representatives  and 
other  federal  bodies?  Is  it  not  only  fair, 
but  right,  that  we  say  publicly  what  we 
believe?  .  .  . 

C.  Leslie  Golliday 

Partner  and  General  Manager 

WEPM  Martinsburg,  W.  Va. 

Matson  sails  radio  channels 

editor: 

I  just  noted  a  story  on  page  32  of 
your  Jan.  26  issue  in  which  you  state 
that  Matson  Navigation  is  making  its 
first  use  of  radio. 

Matson  Navigation  started  using 
adjacencies  on  KWG  next  to  Hawaii 
Calls  in  March  1957  and  has  renewed 
through  1959. 

Bob  McVay 
General  Manager 
KWG  Stockton,  Calif, 

'Popeye'  on  KGGM-TV 

EDITOR : 

The  March  2  front  cover  (advertise- 
ment) run  by  Edward  Petry  &  Co.  in- 
ferred KOB-TV  carried  Popeye.  This  is 
incorrect.    KGGM-TV    programs  the 
Popeye  series  in  Albuquerque. 
R.C.  Rhoads 
General  Sales  Manager 
KGGM-TV  Albuquerque,  N.M. 

Education  via  tv 

EDITOR: 

We  feel  that  the  article  "Tv  Tolls  Na- 
tional School  Bell"  in  the  January  12  is- 
sue .  .  .  will  be  of  particular  value  to 
the  school  administrators  in  Omaha  as 
they  seek  to  understand  better  the  pos- 
sibles   of    education    via  television. 
Please  send  three  copies. 
Chris  Donaldson 
Program  Manager 
KETV  {TV)  Omaha,  Neb. 

editor: 

.  .  .  I'm  glad  that  we  have  this  ex- 
amination in  depth  of  contributions  of 
commercial  stations  for  reference  use. 

Garnet  R.  Garrison 

Director  of  Broadcasting 

U.  of  Michigan 

Ann  Arbor,  Mich. 


News  is  no  circus 


editor: 

Between  rounds  in  the  "adult"  vs. 


26 


BROADCASTING,  March  16,  1959 


Take  the  RCA- 6166,  for  instance. 

"Tailored"  specifically  to  supply  the  aural  and 
visual  power-amplifier  requirements  of  medium- 
and  high-power  VHF  transmitters,  this  RCA 
Power  Tetrode  type  has  been  running  up  re- 
markable life-performance  records. 
What's  back  of  long-term  RCA  power-tube  re- 
liability? First,  RCA  tube  engineers  work  hand 
in  hand  with  transmitter  designers  and  station 


engineers— to  take  measure  of  RCA  tube  per- 
formance "in  the  circuit".  Second,  RCA  tube 
engineers  never  "let  go"  in  their  effort  to  evolve 
superior  manufacturing  techniques  and  design 
improvements  to  make  good  tubes  even  better. 
For  lower  tube  cost  per  hour  of  transmitter 
operation,  always  specify  RCA.  Your  RCA  Elec- 
tron Tube  Distributor  provides  "on  the  spot" 
delivery. 


)  RADIO  CORPORATION  OF  AMERICA 

®   Electron  Tube  Division  Harrison,  N.  J. 


"We  had  to  look  twice!  Our  figures  showed 
and  "The  Sweet  65"  gave  us  one  off  our 


the  SWEET  65 


65  Columbia  and  Universal 
rr want-to-see"  hits  with  titles,  stories 
and  stars  that  make  it  one  of  the 
best  all-around  TV  packages 
ever  offered,  and  ever  bought! 

ALREADY  SOLD  IN  85  MARKETS! 

CANYON  PASSAGE 

THE  SPOILERS 

MR.  DEEDS  GOES  TO  TOWN 

CORONER  CREEK 

SIN  TOWN 

FIGHTING  O'FLYNN 

BANK  DICK 

...and  many  more  top-drawer  titles  guaranteed 
to  build  both  audience  and  sales! 


For  availabilities  in  your  i  market,  contact 


INC. 


TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORP. 


VISIT  US  AT  THE  NAB  CONVENTION 


AKE! 


that  the  double-selling  power  of  "Powerhouse" 
greatest  combinations  off  top  feature  hits!' 


Van  DeVries-WGR-TV,  Buffalo,  N.  Y. 


78  Columbia  and  Universal  top  titles 
with  cast  and  production  values  to 
match!  TV's  most  diversified 
power-packed  package,  with  the 
blockbusters  you've  been  waiting  for! 

ALREADY  SOLD  IN  61  MARKETS! 

THE  KILLERS 
SEVEN  SINNERS 
HERE  COMES  MR.  JORDAN 

NAKED  CITY 
MAN  FROM  COLORADO 
A  SONG  TO  REMEMBER 


...and  big-league,  big-name  features  that 
spell  big  profits  for  you  I 


NEW  YORK 


HOUSTON 


HOLLYWOOD 


TORONTO 


CONRAD  HILTON  HOTEL,  SUITE  2500-01-02A 


The  78  original  3  STOOGES" are  setting 
rating  records  in  city  after  city  


VISIT  US  AT  THE  NAB  CONVENTION, 


"The  hit  show  of  this  year" 


VARIETY-Jon.  24,1959 


and  now... 

BY  POPULAR  DEMAND 
SCREEN  GEMS  IS  ADDING 

40  MORE 


TERRIFIC  TWO-REELERS 


Already  sold  to: 
TRIANGLE  STATIONS 

WFIL-TV  PHILADELPHIA 
WFBG-TV  ALTOONA 
WLYH-TV  LEBANON 
WNHC-TV  NEW  HAVEN 

WNBF-TV  BINGHAMTON 


TRANSCONTINENT  STATIONS 

WGR-TV  BUFFALO 

W  ROC -TV  ROCHESTER 

WNEP-TV  SCRANTON 

WSVA-TV  HARRISONBURG, 
VIRGINIA 


Get  all  118  while  they're  hot! 


CONTACT:  11  fCT      — 

SCREEN  ^ GEMS,  inc 

  CHICAGO  HOUSTON'  HOLL> 


NEW  YORK 


HOUSTON' 


TELEVISION  SUBSIDIARY  OF 
COLUMBIA  PICTURES  CORP. 

HOLLYWOOD  ATLANTA  TORONTO 


:ONRAD  HILTON  HOTEL,  SUITE  2500-01-02A 
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The 
Canadian 
Broadcasting 
Corporation 

is  pleased  to  announce 
that 

McGAVREN  -  QIUNX 
CORPORATION 

NEW  YORK— CHICAGO— LOS  ANGELES 
DETROIT — SAN  FRANCISCO— SEATTLE 

has  been  appointed  to 
represent  the 

CBC's 

Trans-Canada  and  Dominion 
Radio  Networks  and 
16  CBC- Owned 
English  Radio  Stations 


"Top  Forty"  program  battle,  may  I  raise 
what  I  feel  is  an  equally  serious  but 
neglected  issue:  the  "modern"  5-minute 
every-hour  newscast  complete  with  echo 
chamber  datelines,  clanging  bells,  ma- 
chine gun  delivery  and  on-the-scene  re- 
port of  the  latest  fender-bender  acci- 
dent, by  which  so  many  stations 
cheapen  themselves  and  degrade  the  in- 
dustry's proud  and  legitimate  service  of 
information. 

Is  a  straight,  intelligent  report  of 
genuine  news  so  dull  a  commodity  or  is 
the  audience  so  stupid  that  we  must 
turn  the  newcast  into  a  news  show? 
Isn't  this  P.T.  Barnum  approach  in- 
congruous with  our  continual  (and  jus- 
tifiable) boast  of  the  vital  informing 
function  we  perform? 

Although  the  hourly  newscast  is  sup- 
posedly premised  on  a  high  audience 
turnover,  many  stations  feverishly 
search  for  a  new  lead  story  for  each 
newscast  even  at  the  cost  of  over-em- 
phasizing inconsequential  stories  .  .  . 

Even  worse  is  the  use  of  super-con- 
densed "headline"  reports  of  only  one 
sentence  which  really  tell  nothing  and 
give  only  the  illusion  of  news.  .  .  . 

The  net  result  of  this  irresponsible 
type  of  reporting  is  confusion  and  mis- 
understanding .  .  . 

If  we  believe  in  our  mission  of  in- 
forming the  public,  let's  give  them 
enough  information  and  a  sufficiently 
meaningful  presentation  of  it  for  them 
to  know  what  it  is  all  about  and  dis- 
criminate between  what  counts  and 
what  does  not. 

Phil  Wilson 
News  Director 

WANE-AM-TV  Fort  Wayne, 
lnd. 

Clear  channel  booster 

EDITOR : 

If  all  of  our  clear  channels  are 
broken  down  and  none  are  permitted  to 
go  super-power,  our  chances  of  ever 
"getting  through"  to  people  of  foreign 
lands  on  a  true,  listenable  basis  are 
forever  lost. 

As  a  kid,  I  took  out  a  patent  whereby 
the  coastal  clears  would  radiate  a 
nominal  50  kw  inland  with  about  500 
kw  directed  out  to  sea  and  to  foreign 
countries.  In  this  patent  specification 
I  painted  what  I  thought  was  a  good 
picture  as  to  how  the  world  could  hear 
us  clearly  to  learn  better  how  we  live. 
It  was  also  pointed  out  that  the  world 
could  be  thus  entertained. 

I  still  believe  it's  a  good  idea  and  if 
done  on  an  entertainment  basis  and 
without  slanted  news  the  world  might 
learn  to  like  our  way  of  life,  at  least  to 
the  point  of  not  giving  us  the  stone  and 
egg  treatment. 

Lee  Hollingsworth 
Hollingsworth    Co.  Enterprises 
West  Hempstead,  N.Y. 
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to  sell 
the  most 
Hoosrersw 
be  su|re  \S 
your  product 
is  cooking 
in  the  \" 


1260WRADI0 


WFB 


INDIANAPOLIS 


•  First  all  day  .  .  .  "most 
listened  to"  and  hottest  of  any 
as  indicated  by  recent  audience 
studies!* 

Best  news  coverage  .  .  .  local, 
plus  world-wide  through  exclu- 
sive Washington  News  Bureau. 
Top  personalities  attracting 
large,  loyal  audiences.  Every  rea- 
son to  place  saturation  spot  cam- 
paigns where  you  reach  an  even 
greater  cumulative  audience. 
Check  WFBM  first— where  every 
minute  is  a  selling  minute! 

*C.  E.  Hooper,  Inc. 
(7  a.m.- 6  p.m.)  June  19, 1958 

Represented  by  the  KATZ  Agency 


Fm,  'Perspective  '59' 

editor: 

Having  struggled  for  five  years  with 
an  80  kw  fm  station  in  ih:  ei  hth  larg- 
est market,  I  definitely  concur  with  the 
agencies  who  say  you  can't  get  any  in- 
formation out  of  an  fm  station  ("Have 
Audience,  Can  Sell — Fm,"  page  124, 
Feb.  9),  because  we  have  been  guilty  of 
that  same  lethargy  .  .  .  mainly  with 
background  music  and  mediocre  tapes 
and  records. 

Somehow  ...  we  managed  to  sur- 
vive. We  woke  up  one  morning  and 
found  ...  we  had  amassed  thousands 
of  loyal  listeners.  .  .  . 

Around  the  first  of  December  came 
the  revolution!  We  fired  everybody  in 
the  place,  completely  re-staffed  with  all 
professional  personnel  and  proceeded 
to  toot  our  horn,  featuring  our  new 
high  fidelity  "Colorsonic  Sound." 

We  made  a  test  for  .  .  .  one  week  in 
which  we  put  a  spot,  public  service  an- 
nouncement or  anything  else  we  could 
find,  out  approximately  every  six  min- 
utes. .  .  .  We  did  not  obtain  .  .  .  any 
complaints  and  three  of  the  spots  drew 
492  calls  on  a  free  sample  of  a  liquid 
detergent.  After  the  test  we  went  back 
to  ...  a  spot  every  10  minutes. 

We  then  arranged  a  dinner  ...  to 
which  we  invited  125  of  the  top  radio 
media  buyers  in  St.  Louis  ...  we  have 
added  1 1  accounts  in  the  past  five  weeks 
including  one  national  account. 

Harry  Eidelman,  President 
KCFM  (FM)  St.  Louis 

EDITOR : 

...  I  was  most  interested  to  learn 
that  one  of  our  good  competitors  has 
just  delivered  the  first  of  its  new  line 
of  fm  transmitters. 

We  at  Gates  began  deliveries  of  our 
new  fm  transmitters  during  the  sum- 
mer of  1958  and  since  then  39  have 
been  delivered.  Most  of  these  were 
equipped  with  dual  channel  multiplex 
units. 

We  are  quite  proud  of  the  fact  that 
we  have  been  in  continuous  production 
on  fm  transmitters  since  right  after 
World  War  II.  .  .  . 

Larry  Cervone 

General  Sales  Manager 

Gates  Radio  Co. 

Quincy,  III. 

editor: 

Please  send  100  reprints  .  .  . 
Wm.  A.  Hildebrand 
WMHE  (FM)  Toledo,  Ohio 

EDITOR : 

This  is  one  of  the  greatest  fm  promo- 
tion articles  we  have  ever  seen.  .  . 

The  Pulse  fm  penetration  of  31.7% 
as  of  October  1958  for  Miami  did  not 
surprise  us.  However,  it  helps  us  prove 
our  point,  for  WWPB(FM)  can  claim 


KDUB-TV 

LUBBOCK,  TEXAS 

K  PAR- TV 

ABILENE  .  SWEETWATER 

KEDY-TV 


o  .-?uj-  ?.?9.ers'  Presld*nt  and  Gen.  Mgr 
.  i  . ,  Nielsen,  Genera!  Sales  Manager 
John  Henry,  National  Sales  Manager 
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How  tall  can  you  get  ? 


WISC-T 

CHANNEL 

MADISON,  WISC. 


The  tallest  man-made  structure  in  Wisconsin 
now  brings  to  WISC-TV  viewers  in  thirty-two 
counties  in  Wisconsin,  Illinois  and  Iowa  the  finest 
television  service  to  378,310  TV  homes. 

1200  ft.  above  average  terrain 

1107  ft.  Antenna  Height 

2227  ft.  above  sea  level 


and 


WOC -TV 


FOR  BEST 
COVERAGE 
IN  THE 

NATION'S  47th 
TV  MARKET 


(Davenport,  Iowa    —    Rock  Island    —    Moline,  Illinois) 

The  Largest  Market  between  Chicago  and 
Omaha  .  .  .  Minneapolis  and  St.  Louis  .  .  . 
the  47th  TV  market  in  the  nation. 

Population  Effective  Buying  Income* 

1957  1958     1957  1958 


w 

Col.  B.  J.  Palmer 

President 
Ernest  C.  Sanders 

Resident  Manager 
Pax  Shaffer 

Sales  Manager 

Peters.  Griffin,  Woodward. 
Inc.,  Exclusive  National 
Representatives 

THE  QUINT  CITIES 

DAVENPORT  1 
BETTENDORF  1 

ROCK  ISLAND  | 
MOLINE              >  ILh. 
EAST  MOLINE  ' 

'Sales  Management's  "Survey  of  Buying  Power  —  1958' 


WOC-TV  is  No.  1  in  the 
nation's  47th  TV  market — lead- 
ing in  TV  homes  (438,480), 
monthly  coverage  and  weekly 
circulation  —  day  and  night  — 
as  reported  in  the  Nielson 
Coverage  Service  No.  3,  Spring, 
1958.  For  further  facts  and  lat- 
est availabilities,  call  your  PGW 
Colonel  .  .  .  NOW! 


WOC-TV  Davenport,  Iowa  is  part  of  Central 
Broadcasting  Co.,  which  also  owns  and  operates 
WHO-TV  and  WHO  Radio,  Des  Moines,  Iowa 


BROADCASTING 

THE  BUSINESSWEEKLV  OF  TELEVISION  AND  RADIO 

1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE 

□  52  weekly  issues  of  BROADCASTING  $  7.00 

□  52  weekly  issues  and  Yearbook  Number  11.00 

□  Enclosed  □  Bill 

title/ position*  \ 


—  6 


Please  tend  to  home  address  


credit  for  building  that  level  single 
handed  through  11  years  of  "jeers"  of 
am  competition. 

.  .  .  send  us  20  reprints  .  .  . 
John  B.  Cash 
Assistant  to  the  Manager 
WWPB  (FM)  Miami,  Fla. 

editor: 

Please  find  enclosed  $15  ...  the  cost 
of  100  reprints  .  .  . 

We  were  very  sorry  that  the  current 
Indianapolis  fm  story  did  not  make 
your  fine  article,  because  we  believe 
it  to  be  the  most  outstanding  one  of  all. 
One  small  item  in  this  connection  is 
that  in  the  past  90  days  three  of  our 
local  am  services  have  applied  for  fm 
facilities  .  .  .  and  we  are  told  that  three 
additional  Indianapolis  applications  are 
expected  to  be  filed,  momentarily. 
Martin  R.  Williams 
General  Manager 
WFMS  (FM)  Indianapolis 

editor: 

...  I  wish  to  compliment  you  on  what 
I  believe  is  a  generally  fine  job  and 
comprehensive  wrap-up  of  fm  as  it  is 
today.  .  .  [but]  I  do  not  believe  you  gave 
anywhere  near  adequate  coverage  of 
fm  as  it  exists  today  in  the  San  Fran- 
cisco Bay  Area.  Major  advertisers  are 
now  paying  considerable  attention  to 
San  Francisco  fm,  with  such  major 
accounts  as  Burgermeister  Brewing, 
General  Electric,  James  B.  Lansing 
Speakers  and  Warner  Bros,  pictures 
now  using  KPEN  with  outstanding  suc- 
cess. 

James  Gabbert 

KPEN  (FM)  Atherton,  Calif. 

editor: 

Please  forward  50  copies  .  .  . 
Earl  A.  Williams 
Manager 

WONO-FM  Syracuse,  N.Y. 

editor: 

Please  send  200  reprints  .  .  . 
Charles  W.  Kline 
FM  Unlimited,  Inc. 
Chicago 

editor: 

We  would  appreciate  ...  15 
copies  .  .  . 

Paul  B.  Rickard 
Director  of  Broadcasting 
Wayne  State  U 
Detroit,  Mich. 

editor: 

Please  send  us  25  reprints  .  .  . 
Gardiner  G.  Greene 
President 
Browning  Labs 
Laconia,  N.  H. 

editor: 

As  a  national  representative  of  10 
fm  stations  we  heartily  concur  with  the 
need  for  greater  information  and  pro- 
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JACK  STERLING 

BEAT  THE 
COMPETITION! 

You  no  longer  have  to  worry 
about  getting  fresh,  creatively 
conceived  script  and  taped  ma- 
terial for  your  own  person- 
alities .  .  . 

Be  the  FIRST  in  your  area 
to  use  this  service  .  .  .  which 
many  of  my  time-buying 
friends  and  their  clients  have 
used  successfully  for  the  past 
ten  years  in  New  York. 

Stories,  anecdotes,  colorful 
comment  on  current  situa- 
tions ...  all  wrapped  up  in  a 
package  of  40  original  fea- 
turettes  for  immediate  use  .  .  . 
PLUS  ... 

Six  character  voices — on  tape 
— which  can  become  those  ex- 
tra added  voices  to  your  daily 
schedule. 

You  can't  help  but  capture 
agency  and  listener  attention 
when  you  apply  these  new  ap- 
proaches to  your  schedule. 

Get  complete  details  NOW! 

Write  to: 

JACK  STERLING 

BARBTON,  INC. 

485  Madison  Avenue,  N.  Y.  22 


WITH  THE 


Inter  Mountain 
Network 


motion  for  this  media.  Our  stations 
have  all  been  very  successful  with  the 
national  accounts  they  have  handled 
and  we  feel  that  if  past  performance 
is  any  indication  the  future  should  in- 
deed be  a  bright  one. 

Joel  B.  Fairfax 

Vice  President 

Fine  Music  Hi-Fi  Broadcasters 
New  York 

editor  : 

We  would  appreciate  your  forwarding 
one-dozen  copies. 

Betty  L.  Hanna 
WSOM  (FM)  Salem,  Ohio 
[EDITOR'S  NOTE:  Reprints  15(f  each.] 

RTNDA  film  project 

editor: 

The  Radio  Television  News  Directors 
Assn.  is  in  the  process  of  producing  a 
vocational  film  for  showing  to  high 
school  and  college  students  in  an  effort 
to  encourage  more  young  men  and 
women  to  enter  the  radio-tv  news  pro- 
fession. .  .  . 

RTNDA  has  authorized  Konstantine 
Kaiser,  president  of  Marathon  Tv  News- 
reel  of  New  York  City  (10  E.  49th  St.), 
to  produce  such  a  film.  Any  financing 
would  be  limited  to  the  actual  costs 
of  production  plus  the  copies.  .  .  . 

RTNDA  is  seeking  a  sponsor  to  fi- 
nance this  important  project.  Any  firm 
or  firms  donating  funds  would  be  given 
credit  in  the  film.  ... 

Julian  B.  Hoshal 

Chairman,  RTNDA  Vocational 
Film  Committee 

c/o  KSTP  News 

3415  University  Ave. 

Minneapolis-St.  Paul 

State  tax  threat 

EDITOR : 

Interstate  taxation  by  the  states  on 
interstate  income  ...  is  a  very  serious 
threat  to  broadcasting  as  you  so  prompt- 
ly pointed  out  (page  104,  March  2) 
and  all  the  publicity  you  can  give  this 
now  may  help  arouse  broadcasters  into 
an  assertive  action  that  will  produce 
some  positive  effort  to  combat  this  new 
threat  to  earnings.  Thank  you  for  your 
foresight  in  publishing  the  editorial. 

Robert  Wasdon 

Vice  President 

WALT  Tampa,  Fla. 


WmfMIM  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35*  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


Inrermountain  Network  Affiliate 

KIMN 

5000  Watts  — 950  kc 

in 

DENVER,  COLO. 

Delivers 

The  LOWEST  COST 

per  1,000 

In  the  Mile  High  City 

Ask  your  Avery-Knodel  man 


The  Nation's  Most  Successful  Regional  Network 

HEADQUARTERS  •  SALT  LAKE  CITY  •  DENVER 

Contact  Your  Avery-Knodel  Man 


OUT  FRONT 


RATED  1st  IN  NO.  CALIFORNIA 

by  NCS  #3  TV-S8 
and  150th  MARKET  IN  U.S. 


KHSL.TV 

CHANNEL  12 


THE  GOLDEN  EMPIRE  STATION 


CHICO,  CALIFORNIA 
CBS  and  ABC  Affiliate 

Represented  nationally  by  Avery-Knodel 
San  Francisco  Representative 
GEORGE  ROSS  •  National  Sales  Manager 
Central  Tower 
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January  30, 


Mr.  Jim  Weathers,  General  Manager 
World  Broadcasting  System,  Inc. 
Coliseum  Tower  Office  Building 
10  Columbus  Circle 
New  York  19,  New  York 

Dear  Jim: 


when  I  first  heard  about  the  World  sales  promotion  and 
program' service,  I  was  skeptical  and  not  interested.  Fortunately 
one  of  your  salesmen  talked  me  into  giving  him  thirty  minutes  of 
my  time  ...  and  now  I  must  be  one  of  your  most  satisfied  clients. 

Our  needs  here  at  Radio  690  require  a  variety  of  produc- 
tion jingles  and  well  planned  commercial  sales  aids   I  feel  you 

have  done  an  excellent  job  of  producing  your  jingles,  and  our  rating 
and  revenue  increases  confirm  that  impression. 

....  we  are  presently  the  number  one  station  in  our  market  and 
will  stay  number  one  by  constantly  adding  new  and  better  sounds. 
Quite  frankly  we  will  be  depending  on  World  to  do  this.    In  sales,  we 
have  sold  several  contracts  that  are  presently  more  than  paying  lor 
your  service. 

In  summarizing,  we  feel  that  we  have  made  a  good  deal  and 
would  recommend  the  World  Library  service  to  any  radio  station. 


Yours  truly, 


James  M.  Harmon 
President 

California  Broadcasters,  Inc 


13} 


[personalized  jingles 
l  .  program  signatures 

exciting  station 
[promotions 
\commercial  jingles 

land  selling  aids 


batoced  musical 

selections 

seasonal  .ana  • 


top  artists 


sound  creativity  -  -  -  dollar  productivity 

Talk  about  sound  investments  .  .  .  look  what  San  Diego's  Radio  690  says  about  World's  "sound  creativity!"  New  at  XEAK, 
but  an  old  story  across  the  country,  where  for  over  30  years  World  has  provided  stations  with  the  constantly  changing, 
attention-gaining  sounds  of  modern  radio  .  .  .  proven  rating  and  revenue-wise,  a  sound  investment.  Discover  for  yourself 
the  benefits  of  World's  profitable  commercial  jingles,  selling  aids,  and  a  host  of  additional  revenue-producing  radio  tools. 
Write,  wire  or  phone  about  World's  "sound  creativity".  .  .  the  dollar-producing  sales  promotion  and  program  service. 

VISIT  THE  WORLD  HOSPITALITY  SUITE  AT  THE  CONRAD  HILTON  .  MARCH  16-18  .  CHICAGO 


RLD  sales  promotion  and  program  service 


******* 


mnn,  „  BROADCASTING  SYSTEM,  INC. 

COUSEUM TOWER  OPF.CE  BUILDINO  -  10  COLUMBUS  CIRCLE  .  NEW  YORK  19,  NY. 
PHILADELPHIA  •  HOLLYWOOD  •  CANADIAN  REPRESENTATIVES:  ALL-CANADA 

>s/  m  in  niNfi.  TORONTO   


IWi  mn  fc  FWa... 


There's  WJXT  in  Jacksonville,  where  breaking 
sales  records  is  par  for  the  course.  NCS  #3  revealed  the  handicap 

of  the  competing  station  in  covering  only  28  vs.  WJXT's 
66  counties  in  the  booming  Northeast  Florida-South  Georgia 
regional  business  center.  And  every  ARB  dramatizes  the 
one-sided  picture  by  showing  that  even  where  the  stations  are  on  a 


1 

par,  inside  Jacksonville  itself,  WJXT  scores  rating  leajffe 


sets  WM 


generally  between  70%  and  90%!  With  an  edge  of  110,000  TV 
and  a  1^  times  greater  weekly  audience,  there  are  more 

reasons  than  ever  why  there's  so  much  more  to  VV  %J  3C  T 


WJXT® 

JACKSONVILLE,  FLORIDA 

An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 


Operated  by  The  Washington  Post  Broadcast  Division: 

WJXT  Channel  4,  Jacksonville,  Florida    WTOP  Radio  Washington,  D.  C.    WTOP-TV  Channel  9, 


In  Greensboro... 

THE  MOST 

listened  to  radio  station 


HOLLINGBERY 


1*70    K  C   |  5000  WATTS 

Greensboro's  Complete  Radio  Service 


21  YEARS 

of  dynamic  selling 


Welcome  to  our 
Hospitality  Suite  1900, 
Conrad  Hilton  Hotel 
NAB  Convention 
March  15-18 


F0RJ0E  &  CO.,  INC. 


NATIONAL  STATION  REPRESENTATIVES 

Sales  Offices  in  NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
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Its  a  habit 


like  watching  I^J-TV 

iTL  FRESNO  (California) 


FIRST  TV  STATION  IN  FRESNO 

For  example: 

FIRST  CHOICE  OF  WOMEN 
VIEWERS  IN  THE  DAYTIME. 
More  women  watch  KMJ-TV  from 
7  a.m.  to  5  p.m.  than  both  other 
Fresno  stations  combined*  And 
you  reach  them  with  KMJ-TV  at 
the  lowest  cost  per  thousand. 

♦ARB,  Oct.  15  -  Nov.  11,  1958 


KMJ-TV  .  .  . 
first  station  in 
The  Billion-Dollar 
Valley  of  the  Bees 


BROADCASTING,  March  16,  1959 


THE    KATZ    AGENCY,    NATIONAL  REPRESENTATIVE 

43 


Go  right  to 


Tops  in  the  Top  Ten! 
Nielsen's  First  February 
report  lists  five  ABC-TV 
programs  in  the  Top  Ten 
—  as  many  as  the  other 
two  networks  combined! 
And  ABC  is  the  top-rated 
network  four  nights  of  the 
week  -  more  nights  than 
the  other  two  networks 
combined! Over  all,  ABC's 
audience  is  up  1,200,000 
homes  per  minute!* 


TOR.  go  ABC-TV 


You  get  all  families  most 
efficiently  on  ABC-TV. 
Average  cost  per  minute 
for  1,000  homes  for  all 
Once-A-Week  evening 
programs  on  ABC  is  $2.78. 
The  other  two  networks: 
$3.13  and  $3.43.  ABC  has 
themost  efficient  situation 
comedy,  variety  show,  and 
Western -in  fact,  5  of  the 
top  10  most  efficient  shows 
in  all  categories!*** 


TOP 

PROGRAMMING 

ABC  is  not  standing  pat. 
Four  great  new  series  are 
already  set  to  premiere 
this  fall!  Robert  Taylor  in 
The  Detectives.  A  new 
hour-long  adventure 
called  The  Alaskans.  A 
brand-new  series  starring 
Gale  Storm.  James  Mich- 
ener's  wonderful  Adven- 
tures in  Paradise.  In  the 
works  —  a  hatful  of  other 
top  new  programs! 


Nie,Sen  F.b.  ,  Report  Average  Audience  Pe:  Minute  Sun<ay.Sa«urday  7:30,0=30  PM  ...  sponsor*  evening  program,  "NT.  Report  Nov.-Oec.  tt*  -Nielsen  Nov.-De,,  1958  CPM/CM  De.ivereO  Rep, 


FREE  THROW: 

a  two  for  one  shot  in  Nebraska!  No 
contest,  really  -  KMTV,  and  only 
KMTV  delivers  Omaha  AND  Lincoln! 
Lincoln  is  a  four  station  market, 
but  a  glance  at  the  December  ARB 
makes  it  look  like  a  ONE  station 
market-KMTVs!  Nine  of  Lincoln's 
top  12  syndicated  films,  seven  of 
the  top  10  network  shows,  and  Lin- 
coln's NUMBER  ONE  feature  film 
—come  from  Omaha— via  KMTV. 

REACH  MAKES  THE  DIFFERENCE! 

KMTV  CHANNEL  3  OMAHA 


MONDAY  MEMO 


from  CHRISTOPHER  CROSS,  vice  president  and  director,  publicity-promotion  dept.,  Grey  Adv.,  New  York 

Let's  promote  the  commercial  too 


S567  million  was  spent  in  1958  on 
network  television  programs  for  time 
alone.  The  figures  are  higher  if  local 
expenditures  are  included. 

Purpose  of  this  expenditure?  To  sell 
products  and  services.  And  it's  the  com- 
mercial of  course,  that  bears  the  bur- 
den of  selling.  Yet.  too  often,  the  com- 
mercial is  neglected. 

In  the  beginning  everyone  fusses 
about  the  little  commercial.  There  are 
the  research  and  marketing  reports. 
Then  meetings  with  the  client  to  de- 
velop agreement  on  copy  strategy. 
Then  follows  the  all-important  period 
when  the  commercial  is  conceived.  Cre- 
ative talent  struggles  for  the  proper 
translation  of  the  copy  strategy  into  a 
powerful  video  sales  message.  So  far, 
good.  No  neglect  yet. 

Then  the  storyboards.  More  meet- 
ings. More  revisions.  New  storyboards. 
New  meetings.  New  revisions.  At  last, 
the  storyboards  are  ready  for  client  to 
inspect. 

Love  That  Soap  •  The  client,  of 
course,  loves  that  commercial  and  has 
some  ideas  of  his  own.  More  revisions. 

At  last  the  commercial  is  ready  for 
filming.  The  careful  search  for  the  right 
faces,  the  right  voice,  the  right  props, 
the  right  music.  The  rushes.  The  edit- 
ing. The  re-shooting.  The  commercial 
is  born! 

It  has  been  coddled  into  existence  to 
do  a  man-size  job.  Unlike  the  baby,  it 
can't  take  time  to  learn.  The  products 
must  be  sold  at  once.  And  this  is  the 
point  at  which  the  commercial,  too 
often,  is  neglected. 

The  poor  little  commercial  is 
squeezed  into  star-studded  programs 
competing  with  television  stars,  ring- 
ing phones,  refrigerators  with  ice-cold 
beverages  and  snacks,  and  other  natural 
human  urges.  Then  there  are  the  other 
little  commercials  on  other  programs 
valiantly  calling  for  attention. 

The  commercial  needs  all  the  help  it 
can  get.  Too  often,  in  too  many  places, 
the  commercial,  once  born,  doesn't  get 
the  help  it  needs  to  do  the  giant  job  of 
moving  merchandise  and  services. 

Rx  for  Commercials  •  But  here  is 
what  we  can  do  for  the  commercial  to 
help  it  do  its  job  better.  The  recom- 
mendations, of  course,  are  based  on  my 
experience  at  Grey  where  we  truly  love 
that  commercial;  where  we  don't  send 
the  commercial  out  into  the  business 
world  without  the  reddest  blood  and 
strongest  muscles;  where  we  coddle  that 
commercial  throughout  its  entire  life. 
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Let's  look  at  a  few  examples.  About 
two  years  ago,  Grey  recommended  that 
its  client,  Greyhound  Corp..  invest  a 
goodly  portion  of  its  advertising  dollars 
in  the  Steve  Allen  show  with  the  hope 
it  would  persuade  more  people  to  "take 
the  bus  and  leave  the  driving  to  us." 
For  this  show  we  prepared  the  best 
commercials  possible.  But  we  didn't 
stop  there.  We  examined  the  commer- 
cials and  asked  ourselves:  "What  can 
we  do  to  help  make  those  commercials 
work  better?" 

A  Commercial's  Best  Friend  •  The 
answer  came  when  a  little  greyhound 
puppy,  who  was  named  Steverino,  was 
introduced  as  a  lead-in  to  the  commer- 
cials. The  pup  grew  up  on  the  Steve 
Allen  show  and  as  she  grew  her  popu- 
larity increased.  "Steverino,  The  Grey- 
hound Fan  Clubs"  sprang  up  across 
the  country.  The  canine  began  to  get 
heavy  fan  mail.  Television  viewers  com- 
plained if  Steve  Allen  didn't  seem  to  be 
as  friendly  as  he  might  be  to  Steverino. 
The  animal's  fame  rose.  The  dog  was 
named  Queen  of  National  Dog  Week. 
Then  she  became  the  canine  symbol  for 
World  Day  for  Animals. 

On  to  more  honors.  Moravian  Col- 
lege bestowed  a  Degree  in  Animal 
Letters  on  her.  Steverino  the  Greyhound 
has  raised  funds  for  March  of  Dimes. 
Cerebral  Palsy,  and  was  named  Pet  Di- 
rector of  the  1959  National  Easter  Seal 
Drive  for  Crippled  Children. 

The  commercials  created  for  Grey- 
hound Corp.  benefited  from  the  warmth 
and  human  interest  of  the  greyhound 
pup  who  grew  up  in  television. 

For  another  of  our  clients  (GE  Photo 
Lamp  Div.)  some  commercials  were 
built  around  Constance  Bannister 
demonstrating  how  to  take  pictures  of 
babies  and  pets.  These  commercials 
are  to  be  seen  on  the  Jack  Paar  show. 

Christopher  Cross,  a  veteran  of  about 
20  years  in  the  promotion-publicity 
business,  was  raised  in  New  York  and 
attended  schools  there  and  at  the  U.  of 
California.  Before  he  joined  Grey  Adv. 
as  vice  president  and  director  of  pub- 
licity-promotion four  years  ago,  he  had 
been  with  Kenyon  &  Eckhardt,  New 
York,  as  exploitation  director;  public 
relations  director  for  the  British  Broad- 
casting Corp.  and  an  official  of  the 
United  Nation's  Public  Information 
Dept.  Previously  he  was  with  MBS  in 
the  early  1940' s,  serving  in  various 
capacities,  including  publicity  director. 
He  also  is  the  author  of  three  books. 


Again,  at  Grey,  we  didn't  create  the 
commercial  and  desert  it.  These  GE 
commercials  were  supported  with  (1)  a 
booklet  by-lined  by  Constance  Banni- 
ster. "How  I  Photograph  Babies  &  Pets"' 
and  1 2)  the  star  of  the  commercials  was 
booked  into  key  department  stores 
(Strawbridge  &  Clothier  in  Philadelphia: 
Filene's  in  Boston;  Mandel  Bros,  in  Chi- 
cago, and  Kann's  in  Washington.  D.C.) 
to  bring  the  commercials  to  life. 

The  Mennen  Trophy  •  When  last 
August  The  Mennen  Co.  sponsored  the 
All-Star  Football  classic,  we  did  not 
stop  with  the  commercials.  We  injected 
an  action  ingredient  to  help  make  the 
commercials  work  better.  For  the  first 
time,  tv  grid  fans  were  invited  to  vote 
for  their  favorite  all-star  player  to  re- 
ceive the  Mennen  Tv  Fans  All-Star 
Trophy.  Result:  Many  thousands  of 
viewers  sent  in  their  ballots.  Their  selec- 
tion for  the  Mennen  trophy  made  news 
on  the  sports  pages  and  in  tv  columns. 
Four  months  later.  William  G.  Mennen 
Jr.  presented  the  trophy  to  the  winner, 
a  Cleveland  Browns  player,  at  Yankee 
Stadium  before  70.000  fans. 

These  are  but  a  few  examples  of  how 
at  Grey  the  commercial  is  fortified  with 
an  "action  ingredient"  to  do  a  man-size 
selling  job. 

$567  million  is  a  big  bank  roll.  But 
it  is  small  when  examined  in  light  of 
the  volume  of  products  and  services  it 
must  move.  A  great  deal  of  creative 
publicity  and  promotion  effort  properly 
goes  behind  the  tv  program.  Good. 
But  it's  time  we  put  behind  the  little 
commercial  the  ultimate  in  creative  pub- 
licity, promotion  and  public  relations 
effort  it  deserves. 

Who  would  like  to  join  a  National 
Society  for  the  Support  of  the  Com- 
mercial? No  meetings.  No  dues.  Just 
love  that  commercial. 


DENVER  POST 


W  -  *EW  YORK 

JournW^^Bierican 


The  Houston  Press 


he  Columbus  Citizen 


TAKEN  FROM  THE 
FRONT  PAGES  OF  THE 
NATION'S  LEADING 
NEWSPAPERS 


CREATED  AND  PRODUCED  Dy 
Pyramid  Productions,  Inc- 
producers  of  such  successful 
programs  as:  Treasury  Men  In 
Action",  "Decoy  ",  "Big  Story" 
and  "Man  Behind  The  Badge" 


CHICAGO  DAILY  NEWS 


Filmed  in  New  York 
and  on  location 


A  PYRAMID -FLAMINGO 

Presentation 
221  West  57th  Street.  N.Y. 


39  HALF  HOURS 


DEADLINE 

starring  PAUL  STEWART 

AS  HOST,  NARRATOR  AND  STAR 


local  advertisers 
know  how 
to  pick 
a  winner 
in  Washington 


They  pick  WRC-TV,  Washington's 
Number  One  television  station! 
They  know,  from  experience, 
WRC-TV  brings  them  results  by 
delivering  the  largest  audience 
in  Washington.*  And  WRC-TV 
reaches  90%  of  all  Washington 
TV  homes  each  week!* 


National  advertisers  with  the 
same  objective— more  sales-can 
take  a  profitable  cue  from 
these  local  advertisers  who  do 
big  business  with  WRC-TV: 

Safeway  Stores 

Peoples  Drug  Stores 

Woodivard  &  Lothrop 

Sears,  Roebuck  &  Company 

Drug  Fair  Drug  Stores 

Mann's  Potato  Chips 

The  Md.  &  Va,  Milk  Producers  Assn 

Embassy  Dairy 

Bergmann's  Laundry 

National  Bohemian  Beer 

Washington  Gas  Light  Company 

Wilkins  Coffee 

Esskay  Meats 

Blue  Cross -Blue  Shield 

Arcade-Sunshine  Rug  Cleaners 

The  Ford  Dealers  of  Metropolitan 

Washington,  D.C. 

WRC-TV-4 

NBC  Leadership  Station 

in  Washington,  D.C. 

Sold  by  NBC  SPOT  SALES 

*ARB,  June  1958- January  1959 
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TASO  MEASURES  UHF  INADEQUACIES 

Report  from  industry's  best  engineers  says  vhf  beats  uhf 
.  It's  final  confirmation  of  what  practical  experience  showed 
Allocations  repair  job  now  turns  to  search  for  more  vhfs 


A  two-and-a-half  year  investigation 
by  the  high-level  Television  Allocations 
Study  Organization  has  provided  the 
final  proof  that  uhf  television  cannot 
compete  with  vhf  television. 

The  first  copy  of  TASO's  report  will 
be  delivered  to  FCC  Chairman  John 
C.  Doerfer  today  (March  16)  at  the 
NAB  convention  in  Chicago.  It  will  be 
the  subject  of  the  first  session  of  the 
NAB  Broadcast  Conference  the  same 
morning. 

The  report  makes  no  recommenda- 
tions, but  its  mass  of  facts  adds  up  to 
a  condemnation  of  a  mixed  uhf-vhf 
allocation.  It  describes  uhf  as  inferior 
to  vhf  in  most  respects.  It  is  expected 
to  underscore  the  urgency  of  a  search 
for  more  vhf  space  in  which  to  build 
a  nationwide,  competitive  television 
service. 

Tv  now  occupies  only  12  channels 
in  the  vhf  band  and  70  channels  in 
the  uhf. 

There  have  been  reports  that  the 
FCC  is  seeking  means  of  swapping 
spectrum  space  with  the  military  to 
permit  an  extension  of  the  vhf  tele- 
vision band  above  ch.  7.  The  goal  is 
a  continuous  band  of  25  or  more  vhf 
channels. 

There  is  also  speculation  that  a  suc- 
cessful exchange  of  spectrum  space 
between  government  and  non-govern- 
ment users  may  entail  the  deletion  of 
the  low-band  vhf  television  frequencies 
(chs.  2-6)  as  well  as  the  uhf  tv  area. 

Failing  the  addition  of  more  vhf 
channels,  it  is  presumed  a  drastic  revi- 
sion of  present  television  engineering 
standards  will  take  place. 

This  would  take  the  form  of  reducing 
present  mileage  separations  between 
stations  on  the  same  channels  or  ad- 
jacent channels.  It  would  also  mean 
the  use  of  directional  antennas  and 
other  technical  methods  for  squeezing 
more  tv  stations  into  cities  with  fewer 
than  three  outlets. 

Uhf  Lags  Behind  Vhf  •  The  gist  of 
the  TASO  report,  summarized  by  Dr. 
George  Town,   executive   director,  is 
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that  uhf  lags  seriously  behind  vhf  in 
almost  all  aspects  of  performance. 

In  some  slight  factors,  it  was  found 
that  uhf  is  better  than  vhf. 

The  impact  of  the  TASO  report  can- 
not be  underestimated.  Formed  in  Sep- 
tember 1956  at  the  behest  of  the  FCC, 
the  TASO  group  is  sponsored  by  five 
organizations  representing  both  vhf  and 
uhf  interests. 

They  are  NAB,  Electronics  Indus- 
tries Assn.,  Assn.  of  Maximum  Service 
Telecasters,  Committee  for  Competitive 
Tv  (the  uhf  group),  and  the  Joint  Coun- 
cil on  Educational  Tv. 

These  agencies  have  raised  almost 
$200,000  to  see  the  project  through. 
TASO  was  composed  of  six  engineering 
panels,  and  occupied  the  time  of  271  en- 
gineers from  139  companies.  The  time 
and  manpower  were  donated  by  the 
industry  elements. 

It  amassed  the  most  comprehensive 


statement  (for  full  text,  see  page  165): 

•  A  uhf  signal  deteriorates  more  rap- 
idly than  a  vhf  signal  as  the  distance 
from  the  transmitter  increases. 

•  A  uhf  receiving  antenna  is  less 
efficient  than  a  comparable  vhf  an- 
tenna. 

•  A  uhf  receiver  is  not  as  good  as  a 
comparable  vhf  receiver. 

•  A  uhf  station  costs  more  to  operate 
than  a  comparable  vhf  outlet. 

Dr.  Town  reported  that  in  some  fac- 
tors uhf  is  superior  to  vhf: 

•  Uhf  signals  are  almost  impervious 
to  manmade  and  natural  interference. 

•  Within  limits  of  its  signal  range, 
uhf  is  on  a  par  with  vhf  when  it  is 
operating  over  a  level,  smooth,  treeless 
terrain. 

Critical  Distance  •  One  of  the  most 
significant  of  the  findings  was  the  de- 
termination of  "critical  distance"  for 
vhf  and  uhf.  This  is  the  point,  accord- 


Full  text  of  TASO's  own 
summary  begins  page  1 65 

Advance  coverage  of  NAB 
convention  begins  page  52 


data  on  uhf  and  vhf  in  the  history  of 
television. 

Computing  Coverage  •  One  major 
accomplishment,  acknowledged  by  all, 
was  the  formulation  of  a  new  method 
of  estimating  tv  coverage,  considered 
to  be  the  nearest  to  actual  measure- 
ments ever  to  be  worked  out. 

But  overall  the  report's  most  mean- 
ingful conclusions  are  on  the  relative 
poor  showing  of  uhf  compared  with 
vhf. 

Some  of  the  highlights  of  Dr.  Town's 


ing  to  the  report,  where  the  proportion 
of  viewers  receiving  "really  satisfac- 
tory' pictures  begins  to  decrease  rap- 
idly, while  those  receiving  poorer  pic- 
tures increases  rapidly. 

These  critical  distances  were  found 
to  be  as  follows: 

Chs.  2-6.  65  miles;  chs.  7-13,  55 
miles;  low-band  uhf,  40  miles;  medium 
and  high  band  uhf,  30  miles. 

Dr.  Town's  report  stated: 

"The  decrease  in  average  service 
range  with   increasing   operating  fre- 


quency  is  plainly  evident.  Moreover, 
at  the  critical  distance,  uhf  service  fell 
off  more  rapidly  and  more  completely 
than  did  vhf  service.  Within  the  critical 
distance,  service  was  more  valuable  at 
uhf  than  at  vhf  and  was,  on  the  av- 
erage, poorer." 

Basically,  Dr.  Town  said,  uhf  is  at  a 
disadvantage  with  vhf  because  of  in- 
herent qualities  than  cannot  be  com- 
pletely compensated  by  using  known 
techniques.  Other  reasons  stem  from 
equipment  limitations  which  may  or 
may  not  be  overcome  as  progress  is 
made,  Dr.  Town  said. 

The  most  significant  differences  be- 
tween uhf  and  vhf,  Dr.  Town  noted,  in- 
volve propagation  receiving  antenna 
performance,  receiver  noise,  and  ex- 
ternal noise. 

Of  the  propagation  differences,  Dr. 
Town  stated: 

"Propagation  of  television  signals  is 
a  phenomenon  of  nature;  and  the  dif- 
ferences in  propagation  at  uhf  and  vhf 
are  likely  always  to  exist." 

Improvements  may  be  made  in  re- 
ceiving antennas,  Dr.  Town  said,  and 
in  receiver  performance — particularly, 
he  added,  in  the  use  of  solid  state  para- 
metric amplifiers  (masers,  etc.). 

Feared  Antitrust  Liability  •  TASO 
was  forbidden  to  go  into  equipment 
developments  because  of  fear  of  anti- 
trust violations.  Early  in  its  meetings, 
the  Justice  Dept.  raised  this  question, 
and  it  was  decided  to  forego  an  evalua- 
tion of  possible  improved  equipment 
in  the  uhf  and  vhf  television  field. 

Acting  under  Justice  Dept.  instruc- 
tions also,  all  meetings  of  TASO  panels 


and  committees  took  place  under  the 
chairmanship  of  an  FCC  official.  This 
also  was  to  circumvent  any  charge  of 
conspiracy. 

In  a  number  of  field  tests,  TASO 
engineers  discovered  areas  where  uhf 
was  superior  to  vhf,  where  power  fac- 
tors were  comparable. 

These  included  single  radials  in  the 
Fresno,  Philadelphia,  New  Orleans  and 
Buffalo  areas 

In  these  circumstances,  Dr.  Town 
said,  uhf  field  strengths  were  "consist- 
ently, appreciably  higher  than  vhf  for 
equal  erp  [effective  radiated  powers]." 

Generally  speaking,  Dr.  Town  said, 
the  total  cost  of  equipping  a  vhf  station 
and  a  uhf  station  is  the  same.  However, 
he  added,  higher  operating  costs  plague 
uhf  stations.  This  relates  to  the  costs 
of  primary  power,  tubes  and  mainte- 
nance parts,  he  pointed  out.  He  also 
noted  that  uhf  stations  have  more  prob- 
lems than  vhf  stations  do  with  such 
failures  as  off-frequency  operation  and 
transmitter  modulation  linearity. 

Translators  Good  •  Dr.  Town  said 
that  the  TASO  researchers  had  found 
that  uhf  translators  were  performing 
well  in  bringing  tv  signals  to  viewers 
unable  to  receive  direct  signals.  The 
TASO  investigators  found  early  in 
1958,  that  more  than  700,000  people 
lived  in  areas  served  by  translators  and 
that  45%  of  the  homes  in  these  areas 
were  converted  for  uhf. 

Translators,  which  pick  up  big  city 
vhf  signals  and  retransmit  them  on  the 
upper  uhf  band  frequencies,  have  op- 
erated at  distances  ranging  from  43 
miles  to  220  miles  from  the  stations 


they  were  retransmitting,  Dr.  Town 
said.  He  added: 

"Translators  appear  to  be  effective 
in  providing  television  service  in  areas 
remote  from  regular  broadcasting  sta- 
tions. They  also  appear  to  be  effective 
in  providing  service  in  areas  of  low 
signal  strength  within  the  'normal' 
service  areas  of  television  stations." 

One  of  the  most  interesting  studies 
undertaken  by  TASO  was  the  relation 
of  signal  strength  to  subjective  viewer 
attitude  toward  picture  clarity.  Dr. 
Town  reported  that  viewers  would 
tolerate  more  interference  than  might 
be  indicated  by  flat  signal  strength 
measurements.  Most  of  the  observers, 
Dr.  Town  related,  were  middle-aged 
women  and  young  men.  The  women, 
he  disclosed,  were  much  more  critical 
of  picture  quality  than  were  the  young 
men,  but,  he  added,  they  were  also 
more  variable. 

By  adding  data  on  meteorological 
conditions  (troposphere),  FCC  theoreti- 
cal curves  on  vhf  coverage  could  be 
used  in  a  more  correct  manner,  Dr. 
Town  pointed  out.  In  uhf,  not  only 
meteorological  conditions  but  other  cor- 
rective factors  must  be  added  to  FCC 
curves  to  approach  actual  coverage. 

Dr.  Town  urged  that  studies  be  con- 
tinued to  analyze  the  wealth  of  propa- 
gation data  which  has  been  acquired; 
to  research  the  use  of  directional  an- 
tennas in  tv  (already  authorized  under 
TASO  auspices;  Broadcasting,  Jan. 
19);  to  study  the  technique  of  very 
precise  offset  carrier;  to  study  the  ef- 
fect of  circular  and  mixed  polarization, 
and  to  undertake  a  study  of  picture 
quality  in  homes  in  metropolitan  areas. 


NAB  CONVENTION  IS  IN  ORBIT 

Chicago's  Conrad  Hilton  bulges  with  broadcasters 


The  Conrad  Hilton  Hotel — 26  floors 
of  auditoriums,  suites,  meeting  rooms 
and  assorted  sleeping  facilities — is  the 
temporary  control  point  of  the  broad- 
casting industry. 

Chicago's  hulk  of  a  hostelry  on  lake- 
front  Michigan  Ave.  has  been  turned 
into  a  broadcasting  front-line.  Network 
and  station  executives,  equipment  firms, 
engineers  and  hundreds  of  service  firms 
are  housed  under  one  roof  until  Wednes- 
day night  (March  18).  The  meetings 
and  influx  of  broadcasters  started  last 
Friday. 

NAB's  1959  convention  is  different 
from  any  of  its  predecessors  in  two 
principal  ways. 

•  Radio  and  tv  assemblies  are  limited 
to  ownership  -  management  delegates 
plus  designated  staff  executives. 


•  The  annual  carnival  floor,  housing 
all  the  assorted  entertainment  and  nov- 
elty features,  has  been  de-glamorized  by 
scattering  the  film,  transcription  and 
other  service  exhibitors  all  over  the  vast 
hotel.  In  its  place,  these  NAB  associ- 
ate members  are  operating  hand-shak- 
ing, elbow-bending  hospitality  suites. 

Decision  to  limit  the  1959  convention 
to  ownership-management  delegates  was 
made  by  the  NAB  Board  at  its  1958 
winter  meeting.  The  death  of  the  im- 
mensely popular  carnival  floor  was  de- 
creed at  the  same  time,  much  to  the 
chagrin  of  many  participating  exhibitors 
who  had  found  their  glittery  suites  teem- 
ing with  delegate  traffic. 

Crowd  May  Exceed  L.A.  •  The  top- 
drawer  formula  isn't  likely  to  make  an 
important  cut  in  the  size  of  total  at- 


tendance, judging  by  signs  last  week. 
A  pickup  developed  as  registrations 
continued  to  flow  into  NAB  convention 
headquarters,  according  to  Everett  E. 
Revercomb,  NAB  secretary  -  treasurer 
and  convention  manager.  William  L. 
Walker,  assistant  treasurer  in  charge  of 
registration,  estimated  attendance  might 
run  ahead  of  Los  Angeles  but  would  not 
predict  it  would  meet  the  alltime  record 
set  at  Chicago  in  1957.  Over  1,850  had 
registered  March  12. 

The  13th  annual  Broadcast  Engineer- 
ing Conference   promises   to  surpass 
those  of  past  years  both  in  interest  and 
attendance.  A.  Prose  Walker,  NAB  en- 
Text  continues  on  page  56 
Convention  agenda  on  next  two  pages 
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How  Well  Do  You  Know 
Baltimore,  the  Sixth  City 
in  the  United  States?. . . 

BALTIMORE  HAS... 


the  world's  largest 
steel  producing  plant  (Bethlehem) 
the  nation's  largest  producer  of 
high  tension  insulators  (General  Electric 
the  world's  largest 
pice  factory  (McCormick) 
,he  world's  largest 
bichromate  factory  (Mutual  Chem) 
the  world's  first  newspaper  to  use  telegraph 
as  a  newsgathering  agency  (Baltimore  Sun 
the  world's  first  newspaper  to  use  Hoe 
cylinder  presses  successfully  (Baltimore  Sun 
the  world's  largest  producer  of  portable 
electric  tools  (Black  &  Decker) 
.the  world's  leading  manufacturer  of 
weather  instruments  (Bendix-Friez) 
the  world's  largest  producer  of  long 
distance  telephone  cable  (Western  Electric) 


th 


the  world's  first  public 
carrier  railroad  (B&O) 
America's  first  railroad  depot 
(Pratt  &  Poppleton  streets) 
America's  first  monument  to 
Christopher  Columbus 
America's  first  lodge  and 
Grand  Lodge  of  Odd  Fellows 
America's  first  genuine  school  for 
postgraduate  study  (Johns  Hopkins) 


And  Baltimore  is  also  the  home  of 
the   1958  World's  Champion  COLTS! 


represented  by  The  Katz  Agency 


Ann  Mar 
Versatile  Hosiess 
of  Channel  Two's 
The  Woman's  Angle" 
Monday  thru  Friday 
1:00-1:30  P.M. 


America's  first  Municipal 
Symphony  Orchestra 
America's  first  Municipal  Band 
the  world's  largest  producer  of 

jperphosphates  (Davison  Chem) 
America's  first  Methodist  Church 
America's  first  Roman  Catholic  Cathedral 


In  Maryland  MOST  People  WATCH  ^ 

/\  channel  7)wmar-tv  } 

^SUNPAPERS  TELEVISIONS^  >■ 


tic 


~  
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ON  TAP  IN  CHICAGO 

Official  agenda  events 
and  unofficial  sessions 


I Sunday,  March  1 5 
9  a.m.-5  p.m.  REGISTRATION:  Lower  Lobby 
AJI  day  CBS  AFFILIATES:  WBBM-TV  studios 
All  day  FM  DEVELOPMENT  ASSN.  meeting.  Room  19. 

9:15  a.m.  Buses  leave  south  entrance  of  Conrad  Hilton 
for  the  Broadcasting  golf  tournament. 

9:30  a.m.-12:30  p.m.  ASSN.  OF  MAXIMUM  SERVICE  TELE- 
CASTERS  membership  meeting.  Bel  Air  Room. 

10  a.m.  RCA  videotape  color  and  black-and-white  video- 
tape press  preview,  Exhibition  Hall. 

12  noon-7  p.m.  EXHIBITS:  Exhibition  Hall 

12:30-3  p.m.  ASSN.  OF  MAXIMUM  SERVICE  TELECASTERS 

luncheon  meeting.  Room  9. 

12:30-4  p.m.  MBS  ADVISORY  COMMITTEE  luncheon  and 
meeting.  Room  18. 

2  p.m.  ABC-TV  AFFILIATES.  Blackstone  Hotel. 

3  p.m.  DAYTIME  BROADCASTERS  ASSN.  meeting.  Room  12. 

4  p.m.  CLEAR  CHANNEL  BROADCASTING  SERVICE  meeting. 
Room  13. 

4  p.m.  MBS  AFFILIATES  meeting.  Waldorf  Room. 

5  p.m.  ABC  RECEPTION.  Williford  Room. 

5:30  p.m.  MBS  RECEPTION.  Waldorf  Room. 

7:30  p.m.  NAB  TELEVISION  CODE  REVIEW  BOARD  meeting. 
Dining  Room  10. 


Monday,  March  16 

7  a.m.-7  p,m.  REGISTRATION:  Lower  Lobby 

8  a.m.  QUALITY  RADIO  GROUP  breakfast  meeting.  Room  9. 

8:45-10:45  a.m.  ENGINEERING  CONFERENCE  Waldorf 
Room.  Presiding:  Raymond  F.  Guy,  senior  staff  engineer, 
NBC.  Session  Coordinator:  James  D.  Parker,  director, 
radio  frequency  engineering,  CBS  Television. 

9  a.m.-9  p.m.  EXHIBITS:  Exhibition  Hall. 

9-10:45  a.m.  Williford  Room.  "FM:  FURTHER  MOMENTUM" 

Participants:  Ben  Strouse,  WWDC-FM  Washington, 
chairman;  Everett  L.  Dillard,  WASH  (FM)  Washington; 
Merrill  Lindsay,  WSOY-FM,  Decatur,  111.;  Fred  Rabell, 
KITT  (FM)  San  Diego;  Michael  R.  Hanna,  WHCU-FM 
Ithaca,  N.Y.  Guest:  FCC  Comr.  Robert  E.  Lee. 
9-10:45  a.m.  Upper  Tower.  LABOR  CLINIC:  Closed  session. 
Moderator:  Charles  H.  Tower,  manager,  NAB  Broad- 
cast Personnel  and  Economics  Dept.  Participants:  G. 
Maynard  Smith,  attorney,  Atlanta;  William  C.  Fitts,  vice 
president  for  labor  relations,  CBS  Inc.,  New  York;  Ward 


L.  Quaal,  WGN  Inc.,  Chicago,  chairman,  NAB  Labor 
Relations  Advisory  Committee. 

11  a.m.-12  noon.  Grand  Ballroom.  GENERAL  ASSEMBLY 

Management  assemblies  and  Engineering  Conference. 
Presiding:  G.  Richard  Shafto,  WIS-TV  Columbia,  S.C., 
1959  Convention  co-chairman.  Invocation:  The  Right 
Rev.  G.  Francis  Burrill,  Bishop,  Diocese  of  Chicago 
(Episcopal).  Presentation  of  the  Colors:  VFW,  Depart- 
ment of  Illinois  Color  Guard.  The  National  Anthem: 
Fifth  U.S.  Army  Band.  Welcome:  The  Honorable  Richard 
J.  Daley,  Mayor  of  Chicago.  Keynote  address:  Robert  W. 
Sarnoff,  chairman  of  the  board,  NBC.  Keynote  award 
presentation  to  Mr.  Sarnoff:  Mr.  Fellows. 
12:30-2  p.m.  Grand  Ballroom.  LUNCHEON  AND  GENERAL 
ASSEMBLY  Presiding:  Robert  T.  Mason,  WMRN  Marion, 
Ohio,  1959  Convention  co-chairman.  Invocation:  The 
Most  Rev.  Albert  Gregory  Meyer,  Archbishop  of  Chi- 
cago. Address:  Harold  E.  Fellows,  president  and  chair- 
man of  the  board,  NAB.  Presentation:  National  Com- 
mander John  W.  Mahon,  Veterans  of  Foreign  Wars. 
2:30-5  p.m.  Grand  Ballroom.  RADIO  ASSEMBLY  Presid- 
ing: John  F.  Meagher,  vice  president  for  radio.  NAB. 
Opening  remarks:  J.  Frank  Jarman,  WDNC  Durham, 
N.C.,  chairman,  NAB  Radio  Board  of  Directors.  Trends 
in  Radio  Programming:  Howard  G.  Barnes,  CBS  Radio, 
New  York;  Robert  D.  Enoch,  WXLW  Indianapolis; 
Frank  Gaither,  WSB  Atlanta;  Duncan  Mounsey,  WPTR 
Albany,  N.Y.;  Robert  E.  Thomas,  WJAG  Norfolk,  Neb. 
Radio's  Standards  of  Good  Practice:  Cliff  Gill,  KEZY 
Anaheim,  Calif.,  chairman,  NAB  Standards  of  Good 
Practice  Committee.   "The  Station  Representative — or 
What  Have  You  Done  for  Us  Lately?":  Lawrence  Webb, 
director,  Station  Representatives  Assn.;  Arthur  H.  Mc- 
Coy, vice  president,  John  Blair  &  Co.,  chairman,  Radio 
Trade  Practices  Committee,  SRA.  Report  of  the  All-In- 
dustry Radio  Music  License  Committee:  Robert  T.  Ma- 
son, WMRN  Marion,  Ohio,  chairman. 
2:30-5  p.m.  Williford  Room.  TELEVISION  ASSEMBLY  Pre- 
siding: Thad  H.  Brown  Jr.,  vice  president  for  television, 
NAB.  Welcome:  C.  Howard  Lane,  KOIN-TV  Portland, 
Ore.,  chairman,  NAB  Television  Board  of  Directors. 
The  Television  Code:  Roger  W.  Clipp,  WFIL-TV  Phil- 
adelphia, chairman,  Television  Code  Review  Board.  The 
New  Congress — and  Television:  Vincent  T.  Wasilewski, 
manager  of  government  relations,  NAB.  Your  Channel 
and  You — Tv  Allocations:  (Remarks  and  discussion). 
John  S.  Patterson,  deputy  director,  Office  of  Civil  and 
Defense  Mobilization;  Rep.  William  G.  Bray  (R-Ind.). 
2:30-5:30  p.m.  ENGINEERING   PAPERS  Waldorf  Room. 
Presiding:  George  W.  Bartlett,  assistant  manager  of  engi- 
neering, NAB.  Session  Coordinator:  Allan  T.  Powley, 
chief  engineer,  WMAL-AM-FM-TV  Washington,  D.C. 
6:30  p.m.  BROADCAST  MUSIC  INC.  cocktails  Chippendale 

Room,  Ambassador  West. 
7:30  p.m.  BROADCAST  MUSIC  INC.  dinner.  Four  Georges. 
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Tuesday,  March  1 7 

8:45  a.m.-12:15  p.m.  ENGINEERING  PAPERS  Waldorf 
Room.  Presiding:  James  H.  Butts,  chief  engineer,  KBTV 
(TV)  Denver.  Session  Coordinator:  Julius  Hetland,  tech- 
nical director,  WDAY-AM-TV  Fargo,  N.  D. 

9  a.m.-5  p.m.  REGISTRATION:  Lower  Lobby 

9  a.m.-7  p.m.  EXHIBITS:  Exhibition  Hall. 

10  a.m.-12  noon  Grand  Ballroom.  RADIO  ASSEMBLY  Pre- 
siding: Mr.  Meagher.  10  a.m. — Radio  Audience  Research: 
E.  K.  Hartenbower,  KCMO  Kansas  City,  chairman,  NAB 
Radio  Research  Committee;  John  K.  Churchill,  vice 
president,  A.  C.  Nielsen  Co.,  Chicago;  Theodore  F. 
Olson,  Bureau  of  the  Census,  Washington;  Ed  Fitzgerald, 
J.  Walter  Thompson  Co.,  Chicago;  Russell  Tolg,  Batten, 
Barton,  Durstine  &  Osborn,  Chicago;  Charles  Harriman 
Smith,  research  consultant,  Minneapolis. 

11  a.m. — Radio  Advertising  Bureau  Presentation:  "The 
meeting  you  won't  enjoy  but  don't  dare  miss  if  you  want 
to  stay  in  the  radio  business."  Kevin  B.  Sweeney,  presi- 
dent, RAB;  John  F.  Hardesty,  vice  president,  RAB. 

10  a.m.-12  noon  Williford  Room.  TELEVISION  MANAGE- 
MENT AND  OWNERSHIP  CONFERENCE  Closed  session. 
10  a.m. — Television  Business  Session:  The  Television 
Board  elections.  Presiding:  Mr.  Fellows.  11  a.m. — The 
Ownership  and  Management  Conference:  "The  Image  of 
Television."  Presiding:  Mr.  Lane. 

12:30-2  p.m.  Grand  Ballroom.  LUNCHEON  AND  GENERAL 

ASSEMBLY  Presiding:  Mr.  Shafto.  Invocation:  The  Rev. 
Paul  M.  Robinson,  president,  Church  Federation  of 
Greater  Chicago  and  Bethany  Biblical  Seminary.  Intro- 
duction of  the  speaker:  Mr.  Fellows.  Address:  FCC 
Chairman  John  C.  Doerfer.  Special  feature:  James  W. 
Rachels  Jr.,  Columbus,  Ga.,  national  winner,  Voice  of 
Democracy. 

2:30  p.m.  Projected  RADIO  WORLD  WIDE  program  net- 
work. Closed  meeting.  Regency  Room,  Sheraton  Black- 
stone  Hotel. 

7:30  p.m.  BROADCAST  PIONEERS  banquet.  Williford  Room. 

Wednesday,  March  18 

8:30-9:30  a.m.  TELEVISION  PIONEERS  membership  break- 
fast. Lower  Tower. 
9  a.m.-5  p.m.  REGISTRATION:  Lower  Lobby 
9  a.m.-6  p.m.  EXHIBITS:  Exhibition  Hall 
9:30-10:30  a.m.  Grand  Ballroom.  COFFEE  HOUR 
10:30  a.m.-12  noon  Grand  Ballroom.  GENERAL  ASSEMBLY 
Management  assemblies  and  Engineering  Conference. 
Presiding:  Mr.  Mason.  FCC.  Panel  discussion:  FCC 


Chairman  John  C.  Doerfer  and  Comrs.  Rosel  H.  Hyde, 
Robert  T.  Bartley,  Robert  E.  Lee,  T.A.M.  Craven,  Fred- 
erick W.  Ford  and  John  S.  Cross.  Moderator:  Mr.  Fel- 
lows. 

12:30-2  p.m.  Grand  Ballroom.  LUNCHEON  AND  GENERAL 

ASSEMBLY  Presiding:  Allan  T.  Powley,  WMAL-AM-TV 
Washington,  chairman,  1959  Broadcast  Engineering  Con- 
ference Committee.  Invocation:  Rabbi  Joseph  M.  Strauss, 
Temple  Menorah,  Chicago.  Presentation  of  the  first  NAB 
Engineering  Award  by  A.  Prose  Walker  manager  of 
engineering,  NAB,  to:  John  T.  Wilner,  vice  president 
and  director  of  engineering  for  radio-tv,  The  Hearst 
Corp.  Introduction  of  the  speaker:  Mr.  Fellows.  Address: 
"Research  and  Development  for  the  Space  Age"  by  Lt. 
Gen.  Arthur  G.  Trudeau,  chief  of  research  and  develop- 
ment, Department  of  the  Army.  Annual  NAB  business 
session:  Mr.  Fellows  presiding. 

2:30-5  p.m.  Grand  Ballroom.  RADIO  ASSEMBLY  Presiding: 
Mr.  Meagher.  "Editorializing  on  Radio":  (Radio  mem- 
bers of  the  NAB  Committee  on  Editorializing).  Alex 
Keese,  WFAA  Dallas,  co-chairman;  Simon  Goldman, 
WJTN  Jamestown,  N.Y;  Daniel  W.  Kops,  WAVZ  New 
Haven,  Conn.;  Robert  L.  Pratt,  KGGF  Coffeyville,  Kan. 
"Radio  in  1970 — A  Look  at  the  Future":  Irving  Schwei- 
ger,  associate  professor  of  marketing,  Graduate  School 
of  Business,  U.  of  Chicago;  Dale  G.  Moore,  KBMN 
Bozeman,  Mont.;  Ward  L.  Quaal,  WGN  Chicago;  Hyman 
Goldin,  chief,  FCC  Economics  Div.;  Charles  H.  Tower, 
NAB.  "Trends  in  Automation":  A.  Prose  Walker,  NAB 
Engineering  Dept. 

2:30-4:15  p.m.  Williford  Room.  TELEVISION  ASSEMBLY 

Presiding:  Mr.  Brown.  Television  Film:  Joseph  Floyd, 
KELO-TV  Sioux  Falls,  S.D.,  chairman,  NAB  Tv  Film 
Committee.  "The  Future  of  Television  Sales  and  Tele- 
vision Costs":  Panel  discussion:  George  Storer  Jr.,  Storer 
Broadcasting  Corp.,  Miami;  John  W.  Davis,  vice  presi- 
dent, Blair  Television;  Hugh  M.  Beville,  vice  president, 
planning  and  research,  NBC,  New  York;  Maxwell  Ule, 
senior  vice  president,  Kenyon  &  Eckhardt,  New  York. 

2:30-5:25  p.m.  ENGINEERING  PAPERS  Waldorf  Room. 
Presiding:  Clure  Owen,  administrative  assistant,  engineer- 
ing dept.,  ABC.  Session  Coordinator:  Joseph  Epperson, 
vice  president  in  charge  of  engineering,  Scripps-Howard 
Radio  Inc. 

4:15  p.m.  Eighth  St.  Theatre.  TELEVISION  BUREAU  OF  AD- 
VERTISING Presentation  of  "Plus  Over  Normal."  Norman 
(Pete)  Cash,  president,  TvB. 

7:30  p.m.  Grand  Ballroom.  ANNUAL  CONVENTION  BAN- 
QUET. 

7:30  p.m.  ACADEMY  OF  TV  ARTS  AND  SCIENCES  Chicago 
chapter  workshop  seminar.  Fred  A.  Niles  Productions, 
1058  W.  Washington  Blvd.  NAB  delegates  invited  to 
discuss  new  tv  technical  developments,  see  Ampex  Corp. 
demonstration  and  take  studio  tour. 
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Broadcast  to  a 
CONCENTRATED 
MICHIGAN 
AUDIENCE 


7;OOA.M.-12:00  Noon 
Monday  Thru  Friday 

12.00  Noon-6:00  P.M. 
Monday  Thru  Friday 

WPON 

39 

46.5 

Sta.  B 

24.1 

14.0 

Sta.  C 

1 1.9 

8.1 

Sfa.  D 

10.0 

5.4 

C.  E.  Hooper,  May,  1958 


The  station  serving 


CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 


CONTINUED  from  page  52 

gineering  manager,  said  the  conference 
papers  will  combine  latest  technical  ad- 
vances in  the  broadcast  arts  as  well  as 
practical  tips  on  efficient  station  opera- 
tions. Allan  Powley,  chief  engineer  of 
WMAL  -  AM  -  FM  -  TV  Washington,  is 
conference  chairman.  Engineering  ses- 
sions open  today  (March  16)  at  8:45 
a.m.  in  the  Waldorf  Room.  The  morn- 
ing program  stops  at  10:45  a.m.  as  en- 
gineering delegates  join  management  in 
the  formal  convention  opening  and 
keynote  address.  They  also  will  take 
part  in  the  joint  luncheon,  to  be  ad- 
dressed by  President  Harold  E.  Fellows. 

Two  management  meetings  precede 
the  keynote  session — concurrent  labor 
clinic  and  fm  panel.  G.  Maynard  Smith, 
Atlanta  labor  consultant,  heads  the  la- 
bor panel.  FCC  Comr.  Robert  E.  Lee 
will  join  members  of  the  NAB  Fm 
Committee  at  the  fm  session,  which  is 
titled,  "Fm,  Further  Momentum." 

Concurrent  radio  and  tv  assemblies 
are  scheduled  this  afternoon  (March 
16).  Tuesday  morning  and  Wednesday 
afternoon.  FCC  Chairman  John  C. 
Doerfer  will  be  the  speaker  at  tomor- 
row's joint  luncheon.  Tuesday  afternoon 
is  not  programmed,  to  permit  time  to 
inspect  broadcast  equipment  exhibits  in 
Exhibition  Hall.  Several  non-agenda 
events  are  scheduled  that  afternoon,  in- 
cluding a  meeting  of  the  proposed  Radio 
World  Wide  cooperative  program  net- 
work. 

Government-Trade  Session  •  The  an- 
nual FCC-industry  roundtable,  another 


A  special  NAB  committee  will 
meet  Tuesday  (March  17)  at  4:30 
p.m.  to  consider  the  problem  of  the 
association's  presidency. 

An  ad  hoc  committee  of  eight  will 
review  the  contract  of  Harold  E. 
Fellows,  NAB  president  and  board 
chairman.  Four  of  the  members  will 
be  the  respective  chairman  and  vice- 
chairman  of  the  Radio  Board — J. 
Frank  Jarman,  WDNC  Durham, 
N.C.,  and  Robert  T.  Mason, 
WMRN  Marion,  Ohio,  and  the 
chairman  and  vice  chairman  of  the 
Tv  Board— C.  Howard  Lane,  KOIN- 
TV  Portland,  Ore.,  and  G.  Richard 
Shafto,  WIS-TV  Columbia,  S.C. 

The  two  radio  officers  and  two  tv 
officers  will  each  name  two  addi- 
tional radio  directors  and  two  addi- 
tional tv  directors  to  serve  on  the 
eight-man  ad  hoc  committee.  This 
committee  will  review  President 
Fellows'   five-year   contract  which 


joint  session,  will  be  held  Wednesday 
morning.  At  the  joint  Wednesday  lunch- 
eon, the  speaker  will  be  Lt.  Gen.  Arthur 
G.  Trudeau,  chief  of  research  and  de- 
velopment, Dept.  of  the  Army,  whose 
topic  will  be  "Research  and  Develop- 
ment for  the  Space  Age." 

After  the  concurrent  Wednesday  af- 
ternoon sessions,  the  convention  pro- 
gram will  wind  up  with  the  annual 
banquet. 

Delegate  reaction  to  the  1959  con- 
vention format  will  be  watched  with 
interest  by  NAB's  officers  and  directors. 
Some  film  and  transcription  firms  have 
unofficially  voiced  displeasure  at  the 
abandonment  of  their  special  exhibit 
floor.  A  considerable  number  failed  to 
take  up  NAB's  offer  to  provide  hospi- 
tality suites,  contending  traffic  would  be 
cut  sharply.  They  complained,  too,  be- 
cause they  could  do  only  token  pro- 
moting and  selling  in  a  hospitality  suite, 
where  there  is  little  chance  to  provide 
displays  or  exhibitions  of  product. 

The  annual  equipment  exposition  was 
scheduled  to  open  at  noon  Sunday.  Ex- 
hibition Hall  is  located  on  the  lower 
lobby  floor  of  the  Conrad  Hilton,  one 
of  the  largest  hotel  display  facilities  in 
the  world.  RCA  planned  a  press  preview 
Sunday  morning  of  its  new  tv  tape 
recorder  for  color  and  black-and-white. 
George  E.  Gayou  is  manager  of  the 
equipment  show. 

Sidelines  •  First  non-agenda  meetings 
began  Friday.  They  included  a  dinner 
meeting  of  the  board  of  Assn.  of  Maxi- 


expires  in  June  1960.  The  contract 
has  provided  a  step-up  salary  that 
reaches  $75,000  annually  next  June, 
plus  $12,000  allowance  for  Wash- 
ington expenses.  A  four-year  con- 
sultancy arrangement  starts  in  1960 
when  Mr.  Fellows'  presidency  ex- 
pires. 

Some  close  to  President  Fellows 
have  suggested  he  would  be  willing 
to  continue  in  the  presidency  after 
June  1960. 

An  unusual  lame-duck  situation 
exists  in  the  NAB  Radio  and  Tv 
Board  chairmanships  between  the 
convention  and  the  board's  next 
meeting  in  June.  The  Radio  Board's 
chairman  and  vice  chairman  appar- 
ently continue  in  office  despite  the 
fact  their  directorships  expire  with 
this  week's  convention.  The  com- 
parable Tv  Board  officers  hold  di- 
rectorships expiring  at  the  1960  con- 
vention so  the  same  situation  does 
not  exist  on  that  board. 


Fellows  future  pondered 
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KRON  is  TV  in  SF 


Today,  in  141  television 
markets,  the  M-G-M  lion 
has  become  a  familiar  trade- 
mark to  millions  of  viewers  seeking 
the  finest  in  feature  film  entertainment. 
Within  the  top  100  markets,  nine  out  of 
ten  are  now  programming  M-G-M  features. 

But  this  message  is  addressed  to  the  minority — to  TV  stations  in  those 

few  markets  that  have  not  yet  experienced  the  pride  of  bringing  their 
viewers  the  finest  motion  pictures  ever  made,  and  have  never  known  the  thrill 

of  winning  'blockbuster'  ratings  in  late  evening  hours.  If  you  are  a  member  of 
this  rapidly  dwindling  group  that  has  not  yet  discovered  what  M-G-M  features  can 
mean  to  your  station  in  terms  of  bigger  audiences  and  vastly  increased 
national  spot  revenue,  then  may  we  suggest  that  you  contact  us  at  the 
NAB  Convention  for  complete  details.  Remember  M-G-M  offers  you  more 
"A"  productions  and  more  big  stars  than  any  other  major  studio 
library.  And  flexibility  is  the  keynote  of  the  MGM-TV  sales 
plan — there's  a  leasing  arrangement  to  suit  your  feature 
film  needs,  no  matter  how  large  or  small. 


Drop  in  and  visit  us  at  the  NAB  Convention  in  Chicago 
Suite  2404-05-06,  Conrad  Hilton  Hotel,  March  15th-18th 


A  Service  of 
Loew's  Incorporated 


1540  Broadway,  New  York  36,  N.Y. 


The  planners  assess 

Arrangements  for  the  NAB's  37th  annual  convention 
in  Chicago  were  directed  by  three  key  figures — NAB 
President  Harold  E.  Fellows,  G.  Richard  Shafto,  WIS- 
TV  Columbia,  S.C.,  and  Richard  T.  Mason,  WMRN 
Marion,  Ohio.  Messrs.  Shafto  and  Mason  are  co-chair- 
men of  the  1959  NAB  Convention  Committee.  They  are 
respective  vice-chairmen  of  the  NAB  Tv  and  Radio 
Boards. 

Other  members  of  the  convention  committee  are 
Joseph  E.   Baudino,   Westinghouse  Broadcasting  Co.; 


his  year's  convention 

John  H.  DeWitt,  WSM  Nashville,  Tenn.,  Engineering 
Conference  radio  liaison;  William  Holm,  WLPO  LaSalle, 
111.;  J.  Frank  Jarman,  WDNC  Durham,  N.C.,  Radio 
Board  chairman;  Fred  A.  Knorr,  WKMH  Dearborn, 
Mich.;  C.  Howard  Lane,  KOIN-TV  Portland,  Ore.,  Tv 
Board  chairman;  C.  Wrede  Petersmeyer,  Corinthian 
Broadcasting  Corp.;  James  D.  Russell,  KKTV  (TV) 
Colorado  Springs,  Engineering  Conference  tv  liaison. 

Here  are  the  views  of  the  three  key  figures  in  con- 
vention planning: 


Mr.  FELLOWS: 

The  broadcasting  industry's  suc- 
cess and  vitality  is  the  result  of  the  in- 
dividual broadcaster's  ability  to  meet 
the  challenge  of  change,  his  dedica- 
tion to  public  service,  and  his  sound 
sense  of  responsibility  in  manage- 
ment. 

The  best  evidence  that  broadcast- 
ers are  doing  their  jobs  well  is  the 
continued  growth  and  influence  of 
both  radio  and  television. 

In  a  dynamic  industry  such  as 
ours,  certainly  the  ability  to  meet 
change  is  of  prime  importance. 

At  the  NAB  annual  convention, 
broadcasters  have  the  opportunity 
for  the  type  of  exchange  of  ideas 
which  will  most  help  to  give  the  in- 
dustry continued  vigor  and  best 
carry  forward  its  distinguished  tra- 
dition of  public  service. 


Mr.  SHAFTO: 


Television,  as  a  growing  industry, 
must  of  necessity  deal  with  the  many 
problems  which  accompany  any 
rapid  growth. 

The  television  management  ses- 
sions at  the  37th  annual  convention 
provide  invaluable  information  to 
broadcasters  seeking  answers  to  the 
many  pressing  questions  which  tele- 
vision broadcasting  poses. 

Owners  and  managers  especially 
will  benefit  from  the  convention  dis- 
cussions of  television  allocations, 
future  tv  sales  and  tv  costs,  latest 
amendments  to  the  television  code 
and  future  use  of  tv  film — as  well  as 
the  many  other  facets  of  television 
operations  to  be  spotlighted. 

The  road  ahead  for  television  is 
almost  unlimited  in  opportunity  for 
continued  public  service  and  acclaim. 


Mr,  MASON: 


Each  year,  radio  broadcasting 
reaches  new  pinnacles  of  influence 
on  American  life  through  the  re- 
sourcefulness of  its  many  public 
services  and  the  growing  dependence 
of  the  American  people  on  radio  for 
news  and  information. 

The  NAB  convention  gives  own- 
ers, managers  and  engineers  the  op- 
portunity to  keep  abreast  of  ever- 
changing  problems. 

Discussions  of  current  trends  in 
radio  programming,  radio  audience 
research,  the  Standards  of  Good 
Practice,  editorializing  on  radio,  ra- 
dio advertising,  the  future  of  radio, 
and  trends  in  automation — as  well 
as  such  allied  subjects  as  the  role 
of  the  station  representative  and  a 
report  on  radio  music  licensing — are 
of  top  interest  to  the  industry. 


mum  Service  Telecasters,  dinner  meet- 
ing of  Assn.  for  Professional  Broad- 
casting Education  and  an  evening 
get-together  of  Fm  Development  Assn. 
CBS-TV  affiliates  met  Saturday  at  the 
WBBM-TV  Chicago  studios,  winding  up 
with  a  reception  and  banquet  at  the 
Drake  Hotel. 

One  minor  program  change  devel- 
oped last  week.  NAB's  Tv  Code  Review 
Board  shifted  its  meeting  from  Monday 
morning  to  Sunday  night.   The  board 


has  several  important  items  on  the 
agenda. 

NAB  station  membership  is  at  an  all- 
time  high  as  the  convention  opens.  The 
roll  includes  1,503  am  radio  members, 
410  fm  and  334  tv.  There  are  309  sta- 
tions subscribing  to  the  NAB  Television 
Code. 

Broadcast  Music  Inc.  will  provide  en- 
tertainment for  the  Wednesday  night 
banquet,  with  Russ  Sanjek  of  BMI 
handling  arrangements.  Billed  to  appear 


are  Pee  Wee  Hunt  and  his  Dixieland 
band,  vocalists  Roberta  Peters  and  Den- 
nis Day,  Phil  Ford  and  Mimi  Hine, 
comedy  team,  and  the  Lou  Breeze  or- 
chestra. 

The  Radio  Side  •  Radio  Advertising 
Bureau  promises  one  of  the  livelier  ses- 
sions. "There  may  be  crossed  swords 
and  hurt  feelings  as  a  result  of  its  11 
a.m.  session  Tuesday,  but  President 
Kevin  Sweeney  says  'no  one  can  afford 


BROADCASTING,  March  16,  1959 


(NAB  CONVENTION)  59 


FOR  ALL  17  RATING  PERIOD? 


MEASURING  TOTAL  CAMPAIGN! 


ADT  liTISERSf  NBC  RADIO  HAS 


LARGEST  IN  ALL  NETWORK 


IN  JANUARY  1959,  THE  NBC  RADIO  NETWORK  DELIVERED 
10  OF  THE  15  LARGEST  CAMPAIGN  AUDIENCES: 

ADVERTISER  AGENCY 


WEEKLY 
UNDUPLICATED 
HOMES 


TIME,  INC. 

JOE  GANS  &  COMPANY 

7,842,000 

BROWN  &  WILLIAMSON 
TOBACCO  CORP. 

TED  BATES  &  COMPANY,  INC. 

7,299,000 

LEWIS  HOWE  COMPANY 

McCANN-ERICKSON,  INC. 

7,153,000 

THE  READER'S  DIGEST 
ASSN.,  INC. 

J.  WALTER  THOMPSON  COMPANY 

7,153,000 

WARNER  LAMBERT 
PHARMACEUTICAL  CO.  INC. 

TED  BATES  &  COMPANY,  INC. 

7,153,000 

GROVE  LABORATORIES,  INC. 

GARDNER  ADVERTISING  COMPANY 

6,451,000 

VICK  CHEMICAL  COMPANY 

MORSE  INTERNATIONAL,  INC. 

6,425,000 

MOGEN  DAVID  WINE  CORP. 

EDWARD  H.  WEISS  &  CO. 

6,306,000 

WILLIAM  WRIGLEY,  JR.,  CO. 

ARTHUR  MEYERHOFF  &  CO. 

5,564,000 

LEVER  BROTHERS  COMPANY 

FOOTE,  CONE  &  EELDING 
J.  WALTER  THOMPSON  COMPANY 
SULLIVAN,  STAUFFER,  COLWELL 
&  BAYLES,  INC. 

5,087,000 

*NRI,  SEPTEMBER  1957-JANUARY  1959 


SINCE  NIELSEN  BEGAN 


AUDIENCES  DELIVERED  TO 


IVERAGED  11  OF  THE  1? 


RADIO I 


BBC  RADIO  NETWORK 


WHERE  TO  FIND  IT 
IN  CHICAGO  THIS  WEEK 


to  miss  it  if  he  wants  to  stay  in  busi- 
ness,' "  RAB  says. 

RAB  queried  hundreds  of  advertisers 
for  views  on  radio  in  preparing  the 
presentation,  according  to  Mr.  Sweeney. 
He  said  the  study  turned  up  patterns  in 
broadcasting  that  some  broadcasters 
don't  like  to  admit  exist  but  which 
"must  be  faced  if  radio  is  to  grow  in 
prestige  and  strength."  RAB  plans  to 
unveil  both  long  and  short-term  pro- 
grams for  sales  management  which  it 
hopes  will  boost  radio  billings  to  the 
billion-dollar  mark.  It  also  will  offer 
details  of  a  thus-far  confidential  "120 
play"  and  selling  programs  and  present 
previews  of  three  new  sales  presenta- 
tions. 

"Radio  missed  its  sales  target  in 
1958,  winding  up  approximately  even 
with  1957  instead  of  at  least  5% 
ahead,"  Mr.  Sweeney  asserted.  "Our 
presentation  will  explain  in  no  un- 
certain terms  what  can  be  done  about 
it  in  1959  on  both  the  national  and 
local  levels." 

TvB  Lineup  •  The  Television  Bureau 
Advertising  on  Wednesday  will  offer 
an  hour-long  presentation  designed  to 
highlight  the  interdependence  of  retail- 
ers and  agencies  and  to  offer  selling 
tools  to  both.  In  the  words  of  George 
Huntington,  TvB  vice  president-general 
manager,  "Any  agency  seeking  new 
business,  any  retailer  now  offering  items 
at  list  price,  any  manufacturer  whose 
products  are  sold  locally,  should  see 
this  presentation." 

Entitled  "Plus  Over  Normal,  or  The 
Three-and-a-half-billion  Dollar  Account 
No  One  Really  Has,"  the  TvB  presenta- 
tion was  first  shown  in  New  York, 
where  it  is  said  to  have  generated  con- 
siderable excitement.  At  the  meeting  (4 
p.m.,  8th  Street  Theatre)  TvB  will  also 
release  its  second  annual  index  of  re- 
tailers using  tv  and  will  report  what 
happened  to  some  who  neglected  the 
medium. 


EQUIPMENT  MANUFACTURERS 

Adler  Electronics   (H)  923A 

(E)  Space  28 

Alford  Mfg.  Co  (E)  Space  29 

Allied  Radio  Corp  (H)  1133A 

Ampex  Corp  (E)  2200  Space  34 

Browning  Labs  (H)  823A 

Century  Lighting   (E)  Space  22 

Collins  Radio  Co  (E)  Space  38 

Caterpillar  Tractor  Co  (E)  Space  26 

Conrac  Inc  (E)  Space  31 

Continental  Electronics  Mfg.  Co.     (H)  723A 
(E)  Space  36 

Dresser-Ideco  Co.  ...  (H)  723  (E)  Space  37 
Electronic  Applications  .  .  .  (E)  Spaces  8,  9 

Foto-Video  Labs  (E)  Space  23 

Gates  Radio  Co  (H)  1023  (E)  Spaces  2,  3 

General  Electric  Co.  . .  (H)  1500  (E)  Space  33 

General  Electronic  Labs  (H)  1106A 

(E)  Space  35 

General  Precision  Lab  (E)  Space  15 

General  Radio  Co  (E)  Space  25 

Harwald  Co  (E)  Space  17 

Hughey  &  Phillips  . . .  .  (H)  2106  (E)  Space  27 
Industrial  Transmitters  &  Antennas 

(E)  Space  14 

Kahn  Research  Labs   (E)  Space  6 

Kliegl  Bros  (E)  Space  19 

Kline  Iron  &  Steel  Co  (H)  834A 

Minneapolis  Honeywell  Regulator  Co. 

(E)  Space  10 
Phelps  Dodge  Copper  Products  Corp. 

(H)  1319  (E)  Space  4 

RCA   (H)  605A  (E)  Space  24 

Raytheon  Mfg.  Co  (E)  Space  18 

Schafer  Custom  Engineering  ..(E)  Space  16 

Stainless  Inc  (H)  1124 

Standard  Electronics   (H)  1018 

(E)  Space  32 

Sarkes  Tarzian  Inc  (E)  Space  21 

Telechrome  Mfg.  Corp  (E)  Space  30A 

TelePrompTer  Corp  (E)  Space  20 

Telescript-CSP  .  .  .(H)  1234A  (E)  Space  11 

Tower  Construction  Co  (E)  Space  12 

Utility  Tower  Co  (E)  Space  5 

Visual  Electronics  Corp  (H)  1218 

(E)  Space  30 


GOVERNMENT 

U.  S.  Army   (E)  Spaces  7-11A 


NAB  CONVENTION  OFFICES 

Convention  Manager   Room  1 

Everett  E.  Revercomb,  Secretary- 
Treasurer 
Ella  Nelson,  Administrative  Assistant 


All  exhibits  of  equipment  manufac- 
turers are  in  the  lower  lobby  Exhibition 
Hall  of  the  Conrad  Hilton,  during  the 
NAB  convention. 

Exhibit  space  of  equipment  firms  and 
the  hospitality  suites  of  these  equipment 
exhibitors  in  the  Conrad  Hilton  or  other 
hotels  are  shown. 


Engineering  Conference   Room  1 

A.  Prose  Walker,  Manager 
Convention  Exhibits   Exhibition  Hall 

George  E.  Gayou,  Exhibit  Manager 
Registration  Desk   Lower  Lobby 

William  L.  Walker,  Assistant  Treasurer 
Convention  News   Room  3 

Donald  N.  Martin,  Assistant  to  the 
President  in  charge  of  Public  Relations 
Convention  Program   Room  4 

Howard  H.  Bell,  Assistant  to  the 
President  in  charge  of  Joint  Affairs 


NAB  STAFF  OFFICES 

Radio   Room  2 

John  F.  Meagher,  Vice  President 
Television   Room  2 

Thad  H.  Brown  Jr.,  Vice  President 
Broadcast  Personnel  and  Economics   Room  4 

Charles  H.  Tower,  Manager 
Government  Relations   Room  2 

Vincent  T.  Wasilewski,  Manager 
Legal   Room  2 

Douglas  A.  Anello,  Chief  Attorney 
Organizational  Services  and  APBE   Room  4 

Frederick  H.  Garrigus,  Manager 
Research   Room  4 

Richard  M.  Allerton,  Manager 
Station  Relations   Lower  Lobby 

William  Carlisle,  Manager 
Television  Code  Affairs   Room  4 

Edward  H.  Bronson,  Director 


NETWORKS 

ABC-Radio  and  ABC-TV  .  .  .  .  (H)  Suite  2306 

CBS-Radio   (H)  1806A 

CBS-TV   (H)  2320-25 

Mutual   (H)  1806 

NBC   (H)  Sheraton  Blackstone  508-10 

NTA  Television  Network   (H)  1104 

Sheraton  Blackstone 
Keystone  Broadcasting  System 

(H)  804-05-06 


PROGRAM  SERVICES 


CBS  Films  Inc  (H)  2319 

California  National  Productions 

(H)  Sheraton  Blackstone 
Community  Club  Services   (H)  1218A 


Governor  Television  Attractions 

(H)  1018-19-20A 

Continues  on  page  64 


Open  house 

Headquarters  of  the  Broad- 
casting magazine  staff  during  the 
NAB  convention  are  in  Suite 
704-05-06A  of  the  Conrad  Hilton 
Hotel.  A  complete  editorial  news- 
room has  been  set  up,  with  a  full 
complement  of  reporters  covering 
every  phase  of  the  convention. 

Attending  are  Sol  Taishoff, 
Maury  Long,  Edwin  H.  James, 
J.  Frank  Beatty,  Rufus  Crater, 
Win  Levi,  Earl  Abrams,  Kenneth 
Cowan,  Fred  Fitzgerald,  Warren 
Middleton,  Bill  Merritt,  Ed  Sel- 
lers, John  Osbon,  Barbara  Kolar, 
Lawrence  Taishoff. 


Information  on  networks,  publications,  program  services,  station  representatives 
and  research  organizations  is  based  on  information  at  NAB  convention  head- 
quarters as  of  March  12,  plus  checks  with  other  hotels  as  well  as  non-member 
firms  of  NAB. 

Giant  directory  boards  in  the  Conrad  Hilton  and  Sheraton  Blackstone  lobbies 
show  where  associate  members'  suites  are  located. 

All  room  and  suite  designations  are  in  the  Conrad  Hilton  Hotel  unless  otherwise 
specified.  (E)  indicates  exhibit  space;  (H)  indicates  hospitality  suite. 
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SOLD  NATION/ 


_LY  BY  ROBERT  E.  EASTN 


BUY  Radio  when  you  buy  media  VV/1. 

BUY  Balaban  when  you  buy  radio  BALABAN  STATION 

BUY  WRIT  when  you  buy  Milwaukee          Dallas  tempo  with  the  th 

and  you  BUY  the  people  who  BUY        WRIT  ^  F.  Box,  Jr.,  Ma«ag!r,g  Dtre 

Milwaukee  Bernie  Strachota,  General 


A-GAIN  ana  A-GAIN 


and  A  GAIN 
YEAR 


afre 


r  YEAR 


has  consistently  led  U.  S. 

NATIONAL  SPOT 
AVERAGE  SALES  by 

15%  to  84.8% 

AND  they  did  it  again 
in  1958! 

Do  You  Have  any  Rep 
Problems? 
Peggy  Stone  will  be  glad  to 
"talk  them  over"  with  you. 


SHERATON-BLACKSTONE 

Petite  Room— Art  Hall  Floor 


MISSING 
SOMETHING? 

You'll  find  IT 
Right  Across  the  Street 
SHERATON-BLACKSTONE 

Petite  Room— Art  Hall  Floor 

FUN  FOR  ALL! 

SOUVENIRS— SURPRISES 
NEW  SHOWS— NEW  IDEAS 

Come  On  Over! 
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WHERE  TO  FIND  IT 
THIS  WEEK 
IN  CHICAGO 

Continued  from  page  62 

Guild  Films   (H)  Ambassador  East 

Independent  Television  Corp  (H)  2506A 

Lang-Worth  Feature  Programs   (H)  919 

M  &  A  Alexander  Productions    (H)  1535-36A 

MCA -TV   (H)  2400 

MGM-TV   (H)  2408 

Magne-Tronics       .(H)  Sheraton  Blackstone 

Modern  Talking  Picture  Service   (H)  823 

Official  Films   (H)  Unassigned 

Programatic  Broadcasting 

Service  i  Muzak  i   i  H  )  706 

RCA  Recorded  Program  Services      (H)  600 

Roy  Rogers  Syndication   (H)  918A 

Screen  Gems   (Hi  2500 

SESAC   (H)  1206A 

Standard  Radio  Transcription  Services 

(H)  Flower  Room,  Sheraton  Blackstone 
Trans-Lux  Television  Corp. 

(H)   1314  S.  Wabash 


United  Artists  Associated 
United  Press  Movietone 
World  Broadcasting  System 

Ziv  (Economee  Div.)   

Ziv  Tv  Programs   

RESEARCH  ORGANIZATIONS 

American  Research  Bureau 

A.  C.  Nielsen  Co  

Pulse  Inc  


(H)  1905-06 
...(H)  1622A 
(H)  1822-23-24 
(H)  2311A 
(H)  2306A 


( H )  800 
(H)  1000 
(H)  2106A 


STATION  BROKERS 

Blackburn  &  Co  (H)  1322-23-24 

Robert  Carpenter  Enterprises   (H)  1218A 

Paul  H.  Chapman  Co  (H)  Unassigned 

Wilt  Gunzendorfer   Conrad  Hilton 

Hamilton,  Stubblefield,  Twining 

(H)  1722-23-24 

Allen  Kander  &  Co  (H)  1118-19-20A 

Philip  L.  Kelser  &  Assoc  (H)  Unassigned 

Howard  E.  Stark   (H)  933-34A 

Jack  L.  Stoll  &  Assoc  (H)  1035-36 A 

William  T.  Stubblefield  ...(H)  735-36 A 

STATION  REPRESENTATIVES 

Avery-Knodel   (H)  718-19-20 

Sheraton-Blackstone 
Elisabeth  M.  Beckjorden 

(H)  Executive  House 
Blair  Television  Assoc.  (H)  Executive  House 

Blair-TV   (H)  3011  Executive  House 

John  Blair  &  Co.  .  (H)  3011  Executive  House 

The  Boiling  Co  (H)  1100 

Branham  Co  (H)  Unassigned 

CBS  Television  Spot  Sales   (H)  Congress 

Robert  E.  Eastman   (H)  1935A 

Henry  I.  Christal  Co  (H)  1306 

Forjoe  &  Co   (H)  1900 

Gill-Perna   (H)    900-01 -02A 


H-R  Representatives   (H)  3710 

Executive  House 

H-R  Television   (H)  3710 

Executive  House 

Harrington,  Righter  &  Parsons   (H)  1705 

Headley-Reed   (H)  700 

George  P.  Hollingbery  Co  (H)  1600 

Hal  Holman  Co  (H)  500-01 

The  Katz  Agency   Unassigned 

Jack  Masla  &  Co. .  .(H)  Sheraton-Blackstone 

Meeker  Co  (H)  1700 

McGavern-Quinn  Corp  (H)  3511 

Executive  House 
NBC  Spot  Sales ...(H)  Sheraton-Blackstone 

John  E.  Pearson  Cos  (H)  Congress 

Peters,  Griffin,  Woodward 

(H)  Sheraton-Blackstone 

Edward  Petry  &  Co  (H)  1400 

Radio-Tv  Representatives  Unassigned 

Rambeau,  Vance,  Hopple   Unassigned 

Paul  H.  Raymer  Co.  .  .  (H)  Executive  House 

Vernard,  Rintoul  &  McConnell   (H)  2100 

Weed  Radio  Corp  (H)  Congress 

Weed  Television  Corp  (H)  Congress 

Adam  Young  Cos  (H)  2022 

Prudential  Plaza 

TELEPHONE  &  TELEGRAPH  COMPANIES 

American  Telephone  &  Telegraph 

Unassigned 

NEWS  SERVICES,  PUBLICATIONS 

TRADE  PUBLICATIONS  &  ASSOCIATIONS 

Advertising  Age   (H)  1306A 

Associated  Press     (H)  Sheraton-Blackstone 

Billboard   Unassigned 

Broadcast  Advertisers  Reports  .  .  (H)  1534A 

BROADCASTING   (H)  704-05-06A 

Media-Scope   (H)  935A 

Printers  Ink   (H)  1319 A 

Radio  Advertising  Bureau  (H)  1524 

Radio  Press   (H)  2506 

Radio  Television  Daily   (H)  906 

Sponsor   (H)  1106 

Standard  Rate  &  Data  Service  .  (H)  1706A 

Television  Age   (H)  1606 

Television  Bureau  of  Advertising  .  .(H)  819 

Television  Magazine   (H)  1434A 

United  Press  Movietone  News  .  (H)  1622A- 
23A 

U.  S.  Radio   (H)  923 

Variety    (H)    806 A 


Unassigned 

The  following  firms  are  listed  in  the  offi- 
cial NAB  convention  directory  as  associate 
members  not  assigned  Chicago  convention 
suites  as  of  March  12:  Amperex  Elec- 
tronic Corp.;  John  F.  Beasley  Construction 
Co.;  Bell  &  Howell  Co.;  Blaw-Knox  Co.: 
Bonded  Tv  Film  Service;  Bryg  Inc.;  Comet 
Distributing  Corp.;  Dage  Tv  Div.,  Thompson 
Products;  Eastman  Kodak  Co.;  Erco  Radio 
Labs;  Flamingo  Telefilm  Sales;  Houston- 
Fearless  Corp.:  Magnetic  Sound  Camera 
Corp.;  Mohawk  Business  Machines  Corp.; 
Art  Moore  &  Assoc.;  Nems-Clarke  Co.; 
Pams  Advertising  Agency:  Rust  Industrial 
Co.;  Stancil-Hoffman  Corp.;  Sterling  Televi- 
sion Co.;  Telemat;  Telematics;  Television 
Zoomar  Corp.;  Trans-Lux  Television  Corp. 
Note:  Individuals  registered  for  the  annual 
NAB  Convention  will  be  listed  at  the  Con- 
rad Hilton  headquarters  of  NAB  in  alpha- 
betized sheets. 

Advance  registrations  for  the  convention 
were  carried  in  BROADCASTING  last  issue 
(March  9). 
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in  the 

CREATION 


exciting 
television 
available  at 

CHANNEL 


KPLR°TV  VIDEO  CITY 

THE  CHASE-PARK  PLAZA  HOTELS  •  ST.  LOUIS  8,  MISSOURI 


HAROLD  KOPLAR  •  PRESIDENT 

JAMES  L.  CADDIGAN  •  VICE  PRESIDENT 

JAMES  GOLDSMITH  •  SALES  MANAGER 


/A  ;  i 


Aladdin  made  things  happen  in  Arabia  .  .  .  and 


WPEN 


WPEN  is  the  only  radio  station  in  Philadel- 
phia with  a  fighting  editorial  policy.  As  part 
of  this  grass-roots  campaign,  WPEN  cru- 
saded against  the  hoodlums  with  daily  edi- 
torials titled  "Where  Did  He  Get  The  Gun?" 
Result:  the  laws  are  being  changed  in  Penn- 
sylvania. In  Public  Service  — and  in  Sales  — 
WPEN  MakesThings  Happen  in  Philadelphia. 


Represented  nationally  by 
GILL — PERN  A 

New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit. 


BROADCAST  ADVERTISING 


Y&R  HITS  TV  TRIPLE-SPOTTING 

This  and  other  'unethical'  commercial  practices  at  the 
local  station  level  draw  fire  from  agency  officials  who 
document  their  charges  with  BAR  monitor  reports 


Documentation  of  an  apparent  high 
incidence  of  prime  time  being  over- 
crowded with  tv  commercials  by  stations 
blew  a  fuse  at  Young  &  Rubicam  last 
week. 

Bristled  the  agency's  media  brass: 
"over-commercialization." 

Y&R's  spokesman,  William  E.  (Pete) 
Matthews,  vice  president,  media  rela- 
tions, called  a  news  conference  Wednes- 
day afternoon  (March  11).  Issued  were: 
( 1 )  Y&R's  "position"  on  what  the  agen- 
cy called  "unethical  tv  commercial  prac- 
tices at  the  local  station  level,"  and  (2) 
Broadcast  Advertisers  Reports'  -'sum- 
mary study"  of  local  tv  station  practices 
in  medium-sized  markets  (Broadcast- 
ing, March  9).  He  was  accompanied  by 
Joseph  F.  St.  Georges,  associate  director 
of  the  media  department. 

Mr.  Matthews  quickly  set  the  mood 
of  the  conference  by  referring  to  a  car- 
toon in  the  Saturday  Evening  Post  that 
showed  a  sleepy  viewer  before  a  tv  set 
and  a  caption  reading,  "The  commer- 
cials will  continue  after  a  brief  pause 
for  entertainment." 

Stations  Condemned  •  For  about  an 
hour,  Mr.  Matthews  elaborated  on 
Y&R's  position  condemning  the  prac- 
tices of  stations  shaving  network  time, 
failing  to  protect  against  competing 
commercials  and  engaging  indiscrimi- 
nately in  multiple  spotting. 

Y&R's  sudden  pirouette  in  the  spot- 
light caught  other  large  agencies  off 
guard  and  not  quite  sure  what  to  make 
of  it.  In  general,  the  pattern  at  these 
agencies  was: 

J.  Walter  Thompson  (No.  1  in  broad- 
cast billing) — Agency  has  never  made 
a  big  issue  of  so-called  "overcommer- 
cialization"  or  multiple-spotting.  On  oc- 
casion a  note  or  letter  has  been  sent  to 
a  violating  station  or  the  station's  rep- 
resentative is  called  in.  If  it  is  a  network 
time  shave  or  "clip,"  the  network  is  in- 
formed and  asked  to  "clean  it  up.'" 
There's  nothing  in  JWT  contracts  about 
triple  spotting. 

BBDO — This  agency  is  hesitant  to 
outline  its  formal  policy  without  neces- 
sary clearance  but  BBDO's  spot  con- 
tracts, it's  known,  contain  clauses  cau- 
tioaing  stations  against  infractions  in 
multiple-spotting. 

McCann-Erickson — Agency  is  known 
to  be  watching  situation  carefully,  sub- 
scribes to  BAR'S  reports.  Its  media  pol- 
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icy  makers  were  unavailable  for  com- 
ment. 

Foote,  Cone  &  Belding— FC&B  in  the 
past  tried  sending  affidavits  to  stations 
in  both  its  network  and  spot  schedules 
and  threatened  non-payment  to  those 
failing  to  return  affidavits.  This  scheme 
shredded  when  the  agency  ran  into 
formidable  resistance. 

Verification  Sought  •  According  to 
Frank  Gromer,  FC&B's  media  manager, 
efforts  now  are  concentrated  on  stations 
in  network  schedules  only,  but  a  way  is 
sought  to  apply  some  method  of  secur- 
ing affidavit  verification  from  stations 
(network  or  spot).  He  cautioned,  how- 
ever, that  the  BAR  monitoring  service 
could  boomerang  if  stations  developed 
a  way  to  "clean  up"  during  monitoring 
periods  and  then  slipped  back  to  old 
habits  when  the  heat  was  off. 

Two  agencies,  which  in  the  past  have 
led  the  battle  against  multiple-spotting, 
are  Compton  Adv.  and  Benton  & 
Bowles.  B&B  also  has  been  pained  at 
what  it  believes  has  been  an  unwar- 
ranted rise  in  stations  chopping  seconds 
off  network  time  and  between  network 
programs  in  order  to  accommodate  ad- 
ditional spots  in  the  interval  (Closed 
Circuit,  Jan.  26). 

As  does  B&B.   Compton  expresses 


itself  as  stamping  out  the  multiple-spot- 
ting (or  clipping)  practice  wherever  it 
is  found.  The  agency  was  one  of  the 
first  to  incorporate  a  proviso  in  con- 
tracts against  triple-spotting.  B&B  has 
this,  too,  as  does  William  Esty  Co.,  still 
another  agency  with  large  tv  billing. 

Young  &  Rubicam's  contract  for  Gen- 
eral Foods  with  stations  contains  this 
clause,  which  according  to  Mr.  Mat- 
thews has  been  in  effect  for  about  a 
year:  the  contract  is  considered  "null 
and  void  in  the  event  any  triple-spotting 
is  utilized  adjacent  to  the  spot  position 
ordered  hereby." 

Young  &  Rubicam  bills  at  an  annual 
rate  of  more  than  $100  million  in  net- 
work and  spot  tv  combined.  Last  year 
it  ranked  third  in  the  U.S.  among  all 
radio-tv  agencies. 

States  Problem  •  Said  Mr.  Matthews: 
the  problem  is  validating  and  guaran- 
teeing the  service  it  and  the  client  re- 
ceives from  networks  and  broadcast  sta- 
tions. BAR,  he  thought,  was  a  step  in 
the  right  direction,  he  said,  Y&R  being 
the  first  agency  to  purchase  the  monitor- 
ing service  about  AV2  years  ago.  He 
noted,  too,  that  the  agency  first  issued 
a  "document"  on  the  problems  of  mul- 
tiple or  triple  spotting  as  early  as  1950. 

He  said  the  usual  procedure  is  for  the 


Y&R's  Matthews  (I)  and  St.  Georges  document  their  complaint 


agency  to  pay  upon  receipt  of  a  cer- 
tificate of  performance  from  a  station 
and  that  the  agency  in  general  is  con- 
fident it  is  getting  the  time  ordered. 

But,  he  cautioned,  there  are  some 
values  which  the  certificate  cannot  in- 
dicate: "We  order  30  minutes  of  time 
and  get  29:40  minutes;  30-second  com- 
mercial schedules  and  receive  a  cut 
transmission." 

(Networks  contacted  last  week  on 
the  problem  of  "clipping"  noted  that 
they  follow  the  usual  practice  of  work- 
ing out  grievances  with  affiliates  as  the 
necessity  dictates.  NBC,  it  was  learned, 
independently — and  not  because  of  the 
latest  BAR  report — has  studied  the  top 
25  tv  markets  and  found  only  a  4% 
"possible  infringement"  by  affiliates  in 
prime  evening  time.) 

The  broadcast  day  is  limited,  he  com- 
mented, and  stations  tend  to  crowd 
schedules;  he  described  transgressions 
as  "certain  types  of  intrusions  or  de- 
valuations upon  our  advertising":  oc- 
casions where  the  agency  does  not 
always  get  full  time  on  network  pro- 
grams, or  where  placed  in  "close  juxta- 
position," to  a  competing  advertiser. 

Moving  on  to  multiple-spotting,  Mr. 
Matthews  declared  station  breaks  ought 
to  be  30  seconds  "possibly  for  a  20- 
second  commercial  and  an  id."  But,  he 
noted,  the  procedure  is  a  closing  com- 
mercial from  a  network  show,  a  20- 
second  spot,  then  a  10-second  com- 
mercial, another  20-second  and  then 
an  opening  commercial"  and  sometimes 
an  additional  commercial  by  shaving 
the  network  show — five  or  six  commer- 
cial announcements  in  a  row."  This, 
he  said,  "injures"  the  advertising  and 
entertainment  value  in  television  and 
places  the  advertiser  in  the  position  of 
being  in  "unaccepted  competition." 

Running  Account  •  Mr.  Matthews 
was  armed  with  a  sheath  of  papers,  one 
pile  a  running  account  of  discrepan- 
cies against  Y&R  accounts.  "They  run 
from  improper  time  to  network  cut 
time  to  multiple  spotting  and  time  cut 
to  .  .  .  conflicts."  He  said,  "Our  action 
has  been  protesting.  Here  is  a  case  of 
proper  credit  given.  Another  case 
where  there  was  multiple  spotting,  the 
account  is  no  longer  on  the  station. 
Another  case  shows  that  the  station  has 
promised  to  make  good." 

Mr.  Matthews  also  distributed  to 
newsmen  a  form  used  by  the  agency 
in  checking  their  schedules.  The  form 
is  used  when  each  BAR  report  comes 
into  the  agency.  This  is  checked  against 
all  schedules  for  every  station,  a  report 
made  for  each  client  and  product.  Veri- 
fied for  network  and  spot  are:  proper 
product,  proper  time,  if  any  product 
conflicts,  multiple  spotting  or  network 
time  cut.  Indication  is  then  noted  on 
whether  any  action  was  taken  in  the 
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case  of  a  discrepancy  in  the  schedule. 

Agency  Action.  Recourse  for  the 
agency  follows  this  pattern:  protest  to 
station  showing  that  the  agency  is 
aware  of  the  action  and  a  warning 
served  not  to  repeat;  if  serious,  the  sta- 
tion or  representative  is  contacted  and 
an  adjustment  (make-good,  rebate  or 
other  compensation)  requested,  and  if 
very  serious  with  no  adjustment  pos- 
sible, the  station  is  eliminated  from 
schedules. 

Y&R,  according  to  Mr.  Matthews, 
found  22%  of  its  network  and  spot 
placements  victimized  in  station  trans- 
gressions. BAR's  percentage  of  inci- 
dents in  the  report  covering  25  medium- 
sized  tv  markets  was  about  20%,  or 
close  to  Y&R's  claimed  average. 

The  75  markets  now  subject  to  BAR 
monitoring  represent  about  85%  of 
the  national  tv  dollar,  it  was  explained. 
This  approximate  percentage  also  holds 
true  for  Y&R's  tv  business  now  under 
"surveillance." 

Mr.  Matthews  was  not  all  fire  and 
brimstone.  He  acknowledged  that  tv 
stations  are  under  the  gun  when  an 
advertiser  buys  a  large  number  of  spots 
on  several  hundred  stations  and  wants 
them  on  the  air;  that  they  are  then 
"induced"  to  triple-spot,  a  practice 
which  perhaps  they  would  not  coun- 
tenance under  ordinary  circumstances. 
Agencies  then,  he  said,  will  vie  with 
each  other  with  considerable  jockeying 
and  stations  are  saddled  with  the  chore 
of  solving  these  problems. 

But,  he  said,  on  the  other  side  of 
the  coin,  when  a  station  is  not  watched, 
it's  "out  of  sight,  out  of  mind." 

In  its  formal  statement,  referring  to 
efforts  to  seek  correction  of  abuses. 


60-10-60  or  fight 

One  station  practice  that  ap- 
parently won't  be  filed  down  by 
the  agency  uproar  over  multiple 
spotting  is  the  so-called  formula 
of  60-10-60  on  the  quarter  hour 
in  local  programming  (particular- 
ly in  feature  film). 

Young  &  Rubicam  privately  is 
of  the  opinion  that  the  agency 
can  "live  with  this"  if  it  continues 
in  local  programming  only  and 
the  agency  knows  in  advance 
"what  we  are  buying"  (and  other 
agencies  seem  to  agree).  Trouble 
with  most  multiple-spot  situa- 
tions : 

"We  think  we  are  purchasing 
one  thing  and  find  out  we  got 
into  a  situation  about  which  we 
know  nothing  beforehand."  The 
formula  means  a  one-minute 
commercial  followed  by  a  10- 
second  ID  followed  by  another 
one-minute. 


Y&R  said,  "The  response  is  encourag- 
ing. We  have  received  credits  and 
'make  goods'  "  where  violations  have 
occurred.  In  the  markets  where  moni- 
toring has  been  available  for  some  time, 
and  where  most  of  our  efforts  have 
been  directed,  the  problems  are  much 
reduced  and  performance  is  much  bet- 
ter than  in  non-monitored  markets. 

The  where,  who  &  what 
of  BAR  market  study 

What  did  Broadcast  Advertisers  Re- 
ports go  into  in  its  report  on  medium- 
sized  tv  markets? 

First,  the  markets:  Albany-Schenec- 
tady-Troy;  Amarillo;  Birmingham: 
Charleston-Huntington;  Charlotte;  Du- 
luth-Superior;  El  Paso;  Knoxville: 
Lansing-Flint-Bay  City;  Madison;  Mi- 
ami; New  Orleans;  Paducah-Cape 
Girardeau-Harrisburg;  Peoria;  Sacra- 
mento-Stockton; Salt  Lake  City;  San 
Antonio;  San  Diego;  Scranton-Wilkes- 
Barre;  Tampa-St.  Petersburg;  Tulsa: 
Waterloo  -  Cedar  Rapids;  Wheeling- 
Steubenville;  Wichita;  Youngstown. 

Advertisers  affected  the  most  times 
in  network  programs  adjacent  to  over- 
time station  breaks  combined  with  the 
most  times  spot  announcements  affected 
by  station  practices:  In  the  40-50  times 
bracket  were  Adell  Chemical,  American 
Chicle,  American  Tobacco,  J.A.  Folger, 
Ford  Motor,  General  Foods,  Gillette, 
P.  Lorillard,  and  Sterling  Drug.  Over 
90:  American  Home  Products;  Procter 
&  Gamble;  International  Latex;  Lever 
Bros.;  Warner  Lambert.  Highest  were 
P&G  with  192  (105  network,  87  spot), 
American  Home  with  128  and  Warner 
Lambert  with  137  (all  spot).  RJ. 
Reynolds  was  affected  61  times. 

Shows  affected  (adjacent  to  overtime 
station  breaks)  included  such  a  diversi- 
fication as  Tales  of  Wells  Fargo 
(American  Tobacco  and  Buick) ;  Pat 
Boone  (Chevrolet);  Lawrence  Welk 
(Dodge);  Ozzie  &  Harriet  (Eastman 
Kodak);  Wyatt  Earp  (General  Mills); 
Price  Is  Right  (Lever);  The  Rifleman 
(Miles  Labs);  Patti  Page  (Oldsmobile) ; 
Restless  Gun,  The  Rifleman  and  Earp 
all  P&G;  Naked  City  and  Ozzie 
(Quaker  Oats);  The  Rifleman  (Ralston 
Purina);  Price  (Speidel);  Restless 
(Sterling  Drug)  and  Perry  Como  (Sun- 
beam). These  were  the  shows  affected 
the  most  times  (more  than  15  times). 

In  the  multiple-spot  bracket,  the  ad- 
vertisers followed  the  pattern  set  in  the 
total  times  (both  network  and  spot) 
advertisers  affected.  Such  advertisers 
as  P&G,  Warner-Lambert,  International 
Latex,  Robert  Hall  Clothes,  Vick 
Chemical,  J.A.  Folger,  Adell  Chemical 
and  Coca-Cola  topped  the  national  ad- 
vertisers involved  the  greatest  number 
of  times.  The  report  covered  71  stations 
(Broadcasting,  March  9). 
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/^¥or  radio  programming  in  the  public  interest,  WRCV  received  two  1958 
Freedom  Foundation  Awards  -  the  only  station  in  the  nation  so  honored. 
Since  1951,  WRCV  has  won  a  total  of  seven  Foundation  Awards.  WRCV  is 
grateful  for  these  honors.  Meeting  its  responsibility  to  Philadelphia  construc- 
tively and  imaginatively  will  continue  to  be  the  prime  concern  of  WRCV 

S  °  J  '  NBC  IN  PHILADELPHIA 
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The  everyday  miracles  of  oil 


FREEDOM  TO  FORGET  THE  WEATHER.  Who  But  to  heat  this  country's  buildings  for  just  one  year 

cares  if  it's  cold  outside?  This  young  man  doesn't.  Nor  do  means  finding,  producing,  refining  and  delivering 

any  of  the  nine  million  families  in  America  who  heat  their  I8V2  billion  gallons  of  oil.  A  giant  job,  but  just  one  of 

homes  with  oil.  They  take  indoor  comfort  for  granted.  the  "everyday  miracles"  oil  men  are  performing  for  you. 

Helping  to  build  a  better  future . . .  Standard  Oil  Company  (New  Jersey)  (€sso) 

IOne  of  a  series  of  messages  appearing  monthly  in  newspapers  from  Maine  to  Louisiana-the  area  served  by  Esso  Standard  Oil  Company.  TI 
Other  Jersey  Standard  affiliates  and  their  distributors  market  elsewhere  in  the  United  States  and  134  other  countries  and  dependencies. J| 


TV  TO  RUN  INTO  MORE  FLACK 

Magazines  plan  two-page  ads  knocking  video; 
Compton  masterminding  the  print  strategy 


A  broadside  against  television  viewing 
is  being  fired  by  several  leading  maga- 
zines in  an  advertising  campaign  that 
proclaims:  "Doing  beats  viewing."  And 
goes  on  to  equate  "doing"  with  "read- 
ing." 

The  anti-tv  viewing  effort  breaks  on 
March  23  with  a  two-page  spread  in 
Newsweek  and  will  be  followed  by 
similar  insertions  in  Saturday  Evening 
Post  April  4  and  Look  April  14.  A 
minimum  of  six,  two-page  spreads  is 
proposed  in  each  publication  this  year 
and  other  magazines  will  be  asked  to 
participate  in  the  project. 

Official  announcement  of  the  cam- 
paign is  being  made  today  (March  16) 
by  Compton  Adv.,  New  York,  which 
conceived  and  executed  the  anti-tv  and 
pro-magazine  reading  crusade.  Comp- 
ton, which  placed  almost  60%  of  an 
estimated  $75  million  billing  in  1958 
in  television,  is  not  the  agency  of  rec- 
ord for  the  participating  publications, 
but  for  this  campaign  is  drawing  "the 
normal  15%  commission,"  a  spokes- 
man told  Broadcasting. 

Asked  if  it  was  not  "unusual"  for  an 
agency  so  active  in  tv  advertising  to  pre- 
pare a  campaign  designed  to  hurt  the 
television  medium,  a  Compton  spokes- 
man replied: 

"We  have  created  and  prepared  a 
campaign  just  as  we  would  for  any 
advertiser.  We  feel  the  magazines  have 
a  story  to  tell  and  we  have  prepared  it 
to  the  best  of  our  ability." 

Objective  of  the  campaign  is  "to  focus 
greater  attention  on  the  part  of  Ameri- 
can business  and  advertising  leaders 
on  the  dynamic  power  of  the  magazine 
medium  as  a  showcase  for  their  prod- 
ucts and  services,"  Compton  reported. 

The  advertisements  are  addressed  to 
"people  who  watch  tv,  but  like  doing 
things  more."  The  ads  depict  reading, 
Compton  officials  said,  as  "one  of  the 
most  rewarding  forms  of  'doing.' " 

George  Huntington,  vice  president 
and  general  manager  of  the  Television 
Bureau  of  Advertising  called  the  cam- 
paign "another  step  in  the  continuous 
efforts  by  magazines  to  snip  at  increas- 
ing television  advertising."  He  said  the 
campaign  is  "doomed  to  failure  because 
it  is  negative,  attacking  another  medium 
rather  than  building  up  its  own  me- 
dium." 

He  pointed  out  that  the  copy  theme, 
in  essence,  is  "calling  people  stupid  for 
watching  television  so  much."  He  added 
that  he  considered  it  "presumptuous" 
on  the  part  of  the  magazines  to  tell 
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people  that  they  "should  read  instead 
of  doing  something  else." 

Mr.  Huntington  observed  that  the 
avowed  purpose  of  the  campaign  is  "to 
get  more  people  to  read  by  cutting  down 
on  tv  viewing."  The  larger  purpose,  he 
indicated,  is  reduce  the  number  of  tv 
viewers  and  subsequently  persuade  ad- 
vertisers to  reduce  their  schedules  in 
television. 

One  feature  of  the  campaign  is  its 


unified  format.  The  advertisements, 
scheduled  to  run  only  in  the  pages  of 
participating  magazines,  will  have  "the 
same  family  look." 

The  campaign  was  developed  over  an 
1 8-month  period,  during  which  meetings 
were  held  with  publishers,  editors  and 
advertising  executives  from  magazines. 
This  culminated  in  presentations  Jan. 
19  and  20  to  various  members  of  the 
Magazine  Publishers  Assn.  Robert  Ken- 
yon,  president  of  MPA,  said  the  associ- 
ation is  not  involved  officially  in  this 
undertaking  but  added  that  "we  never- 
theless are  glad  to  see  these  publishers 
working  together  in  a  project  that  has 
values  for  all  magazines  as  well  as  their 


For  people  who  watoh  TV-but  Ilk©  DOING  THINGS  mom... 


GOOD  READING 


is  the  MOST    REWARDING  OF  ALL  I 


Newsweek 


^7 


.     TYPICAL  REWARD 
FOR  READERS  OF  NEWSWEEK 

NEWS  IN  DEPTH 


nk,  but  wl 


New  sweek 


IS  ALL  ABOUT  AMD 
ALL  FOR  DOERS! 


'Newsweek'  blast  at  viewing  set  March  23 
Space  commercials 
out,  says  Rep.  Miller 

Will  radio-tv  space  satellites  of  the 
future  "blare  forth  singing  commer- 
cials?" Not  if  Rep.  George  Miller 
(D-Calif.)  has  anything  to  say  about 
the  matter. 

Rep.  Miller,  member  of  the  House 
Science  and  Astronautics  Committee 
currently  holding  hearings  on  space 
communications  (Broadcasting,  March 
9)  told  testifying  State  Dept.  officials, 
March  13,  that  any  future  international 
space  code  should  include  ban  on  such 
commercials. 

Loftus  Becker,  State  Dept.  legal  ad- 
viser, advised  Congress  to  "make  haste 
slowly"  in  reaching  agreements  on  in- 
ternational space  law.  Rep.  James  Ful- 
ton (R-Pa.)  disagreed  and  asked  what 
government  should  tell  General  Elec- 
tric if  it  wants  to  put  network  of  com- 
munications satellites  in  orbit. 

"The  most  practical  advice  to  you  is 


to  tell  them  to  hire  a  lawyer,"  Mr. 
Becker  replied.  "I  don't  give  advice  to 
private  citizens.  I  give  advice  to  the 
Secretary  of  State." 

Tv  commercial  library 

U.S.  Broadcast  Checking  Corp.,  New 
York,  announced  last  week  it  has  estab- 
lished a  television  library  consisting  of 
more  than  4,300  different  commercials, 
which  will  be  offered  for  sale  to  com- 
panies requiring  them  for  research  pur- 
poses. 

USBC  monitors  tv  for  more  than  250 
agencies,  advertisers  and  public  rela- 
tions companies,  supplying  "Tv  Tear 
Sheets,"  showing  video  action  and  ver- 
batim audio  copy  for  commercials. 

The  library  will  supply  a  single  com- 
mercial for  $10,  with  cost  per  commer- 
cial dropping  in  quantity  to  a  minimum 
of  $5.50  for  more  than  75  different  ones 
ordered  and  reduced  by  30%  for  mul- 
tiple copies  of  the  same  commercial. 
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The  current  television  season  is  now  at  a  point  where  the 
long-term  achievements  of  the  networks  can  be  objectively 
measured  and  clearly  identified. 

In  terms  of  the  criteria  that  are  most  meaningful  to  advertisers 
and  their  agencies  -  size  of  audience  and  cost  per  thousand - 
this*  is  the  CBS  Television  Network  in  March  1959: 

It  has  the  largest  average  nighttime  audience  of  any  network. 

(U%  bigger  than  the  second  network,  27%  bigger  than  the  third) 

It  has  the  largest  average  daytime  audience  of  any  network. 

(8%  bigger  than  the  second,  97%  bigger  than  the  third) 

It  has  as  many  of  the  top  ten  programs  and  as  many  of 
the  top  forty  programs  as  the  other  two  networks  combined. 
(5  of  the  top  10,  20  of  the  top  W) 

It  has  the  largest  audiences  in  more  nighttime  half-hour  periods 
than  the  other  two  networks  combined. 

It  has  the  largest  audiences  in  more  daytime  quarter-hour 

periods  than  any  other  network. 

It  has  the  lowest  average  cost  per  thousand  for  all  nighttime 

programs.  (3%  lower  than  the  next  network) 

It  has  the  lowest  average  cost  per  thousand  for  all  daytime 
programs.  (12%  lower  than  the  next  network) 

It  is  also  significant  that  the  latest  Nielsen  report**  continues 
to  identify  the  CBS  Television  Network  with  the  largest 
average  audiences,  day  and  night,  in  all  television. 

This  kind  of  identification  perhaps  explains  why  so  many 
advertisers  are  crystallizing  their  program  decisions  earlier 
than  ever  before  and  are  turning  again  to  the  world's  largest 
single  advertising  medium.  THE  CBS  TELEVISION  NETWORK 


NATIONAL  TV  CRACKS  BILLION 

New  networks  figures  added  to  1958  spot 
put  U.S.  tv  in  billion-dollar  elite— TvB 


Top  238  in  1958 


Rank 


Advertiser 


National  gross  television  time  costs 
in  the  U.  S.  now  constitute  a  billion- 
dollar  business. 

The  Television  Bureau  of  Advertis- 
ing last  week  placed  network  television 
gross  time  billing  for  1958  at  $566,- 
509,401  (up  9.8%  over  1957),  as  com- 
piled by  Leading  National  Advertisers- 
Broadcast  Advertising  Reports.  Two 
weeks  ago,  TvB  reported  that  in  1957 
a  total  of  $511,704,000  was  invested 
in  national  spot  tv  time  (Broadcasting, 
March  20),  bringing  national  business 
as  a  whole  well  in  the  charmed  billion- 
dollar  circle. 

"Network  television  enjoyed  an  in- 
crease in  gross  time  expenditure  last 
year  that  was  greater  than  if  they'd 
added  a  1.3th  month  to  the  year,"  com- 
mented Norman  E.  Cash,  the  Bureau's 
president.  "$43  million  was  spent  in 
network  tv  during  the  average  1957 
month;  1958's  annual  increase  was 
over  $50  million.  Thus  network  tv  re- 
corded a  substantial  gain  in  a  year 


when  other  advertising  media  were  feel- 
ing the  pinch  of  the  recession." 

Mr.  Cash  observed  that  both  daytime 
and  nighttime  advertising  contributed 
to  the  growth  in  1957  over  1958.  Gross 
time  billing  in  December  rose  to  almost 
$54  million,  from  almost  $50  million  in 
December  1957,  Mr.  Cash  added. 

TvB  reported  that  the  leading  pro- 
duct classification  during  1958  was  food 
and  food  products  with  $109.2  million 
in  gross  billing,  followed  by  toiletries 
and  toilet  goods  with  $98.9  million  and 
smoking  materials  with  $62.1  million. 

A  total  of  25  advertisers  spent  $25,- 
000  or  more  in  network  tv  last  year, 
according  to  TvB.  Six  companies,  who 
invested  more  than  $20  million,  were: 
Procter  &  Gamble,  Colgate-Palmolive, 
Lever  Bros.,  General  Foods,  General 
Motors  and  American  Home  Products. 
In  a  slightly  different  order,  these  repre- 
sented the  leading  spenders  both  in 
December  and  in  the  fourth  quarter  of 
last  year. 


Advertisers  by  product  classification 


Agriculture  &  Farming 

Apparel,  Footwear  &  Accessories 

Automotive  Accessories  &  Equipment 

Beer,  Wine  &  Liquor 

Building  Materials,  Equip.  &  Fixtures 

Confectionery  &  Soft  Drinks 

Consumer  Services 

Entertainment  &  Amusement 

Food  &  Food  Products 

Gasoline,  Lubricants  &  Other  Fuels 

Horticulture 

Household  Equipment  &  Supplies 
Household  Furnishings 
Industrial  Materials 
Insurance 

Jewelry,  Optical  Goods  &  Cameras 

Medicines  &  Proprietary  Remedies 

Office  Equip.,  Stationery  &  Writing  Supplies 

Political 

Publishing  &  Media 

Radios,  Tvs,  Phonographs,  Musical  Instruments 
Smoking  Materials 
Soaps,  Cleansers  &  Polishes 
Sporting  Goods  &  Toys 
Toiletries  &  Toilet  Goods 
Travel,  Hotels  &  Resorts 
Miscellaneous 
TOTAL 

LNA-BAR:  Gross  time  costs  only 


December 
1958 
$12,107 
577,688 

3,642,336 
505,566 
251,107 

1,066,213 
153,750 

10,808,071 
359,456 

2,408,599 
420,495 

1,778,181 
378,141 

2,185,964 

6,863,845 
540,088 

15,756 
839,036 
6,030,775 
5,554,059 
221,515 
8,544,022 
182,070 
599,981 
$53,938,821 


Jan. -Dec. 
1958 

$63,454 
5,408,809 
52,500,296 
6,288,987 
2,395,117 
9,324,276 
2,777,321 
249,989 
109,205,706 
3,132,351 
1,007,774 
23,544,658 
3,465,904 
6,944,696 
17,879,698 
12,971,333 
58,043,625 
6,751,311 
274,290 
848,841 
8,515,340 
62,092,208 
61,475,688 
1,762,906 
98,921,152 
2,590,983 
8,153,688 
$566,590,401 


Fourth 

Quarter" 

1958 

$12,107 
1,621,792 
12,818,756 
1,559,606 

806,661 
2,884,295 

656,417 

30,804,977 
1,288,443 

6,531,908 
1,036,121 
4,850,788 
1,748,088 
5,554,939 
18,427,964 
1,767,904 
190,266 
21,008 
2,774,837 
18,750,003 
15,454,860 
805,464 
25,479,190 
681,192 
1,946,175 
$158,473,761 


Network  television  gross  time  billings  by  day  parts 


January-December 


Daytime 

Mon.-Fri. 

Sat.-Sun. 
Nighttime 

TOTAL 


1957 
$16,246,359 
13,390,840 
2,855,519 
33,495,377 
$49,741,736 


1958 
$19,275,466 
16,070,574 
3,204,892 
34,663,355 
$53,938,821 


% 
Change 
+18.6 
+  20.0 
+  12.2 
+  3.5 
+  8.4 


1957 


$156,971,125 
132,964,283 
24,006,842 
359,230,441 
516,201,566 


1958 
$172,490,627 
146,139,992 
26,350,635 
394,099,774 
566,590,401 
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Change 
+  9.9 
+  9.9 
+  9.8 
+  9.7 
+  9.8 


186.  A.S.R.  Products 

167.  Movie  "Oscar"  Awards 

80.  Alberto  Culver 
230.  Aldon  Rug  Mills 
137.  Aluminium  Ltd. 

77.  Aluminum  Co.  of  America 
157.  Amana  Refrigeration 
159.  American  Bcstg. -Paramount 
Theatres 

88.  American  Can 
213.  American  Character  Doll 

43.  American  Chicle 

97.  American  Dairy  Assn. 
207.  American  Express 

76.  American  Gas  Assn. 
6.  American  Home  Products 
121.  American  Machine  &  Foundry 
237.  American  Petrofina 

90.  American  Tel.  &  Tel. 

12.  American  Tobacco 
183.  Amity  Leather  Products 

37.  Armour 

49.  Armstrong  Cork 
181.  Arnold  Schwinn 

82.  Associated  Products 

86.  Atlantis  Sales 
188.  Ballantine,  P. 

118.  Bayuk  Cigars 

54.  Beech  Nut  Life  Savers 
120.  Bell  &  Howell 
225.  Beltone  Hearing  Aid 
185.  Bird  &  Son 

61.  Bishop,  Hazel 
85.  Block  Drug 

62.  Borden 

95.  Breck,  John  H. 
103.  Brillo  Mfg. 

8.  Bristol  Myers 
209.  Brown  Shoe 

19.  Brown  &  Williamson 

70.  Bulova  Watch 
211.  Bymart  Tintair 
190.  California  Prune 

33.  Campbell  Soup 
206.  Canada  Dry 
151.  Canadian  Breweries 

52.  Carnation 

58.  Carter  Products 

79.  Chemstrand 

41.  Chesebrough  Ponds 

10.  Chrysler 

153.  Church  &  Dwight 

149.  Clairol 

193.  Clinton  Engines 

2.  Colgate  Palmolive 
198.  Consolidated  Cigar 
196.  Consolidated  Electron 

201.  Consolidated  Foods 

119.  Continental  Baking 

202.  Coopers 

29.  Corn  Products 
169.  Cracker  Jack 
106.  Distillers'  Corp.,  Seagram's 
222.  Dormeyer 
127.  Dow  Chemical 

68.  Drackett 

228.  Drexel  Furniture 
51.  du  Pont,  E.I.  de  Nemours 
155.  Eastco 

24.  Eastman  Kodak 

150.  Elgin  National  Watch 

69.  Factor,  Max 
98.  Falstaff  Brewing 

74.  Firestone  Tire  &  Rubber 
102.  Florida  Citrus 
112.  Florists'  Tel.  Del. 

11.  Ford  Motor 

25.  General  Electric 

4.  General  Foods 
14.  General  Mills 

5.  General  Motors 
191.  General  Time 

66.  Gerber  Products 
232.  Gilbert,  A.C. 

7.  Gillette 
231.  Goebel  Brewing 

89.  Gold  Seal 
162.  Goodrich,  B.F. 

64.  Goodyear  Tire  &  Rubber 
195.  Gossard,  H.W. 
115.  Graham,  Billy,  Assn. 

72.  Greyhound 
131.  Gulf  Oil 
104.  Hallmark  Cards 


billing 

$136,301 
212,616 

1,434,882 
31,590 
478,638 

1,531,362 
249,264 

237,387 
1,253,570 
59,164 
2,969,625 
996,376 
67,940 
1,549,530 
20,507,683 
720,590 
26,156 
1,190,176 
11,252,180 
141,026 
3,532,737 
2,764,452 
150,490 
1,377,336 
1,322,987 
130,931 
743,001 
2,476,177 
730,733 
36,891 
139,822 
2,112,594 
1,357,243 
1,860,634 
1,025,460 
925,190 
16,072,802 
65,397 
8,250,471 
1,667,057 
59,901 
129,816 
4,233,743 
68,562 
268,749 
2,661,252 
2,340,095 
1,506,984 
3,098,078 
14,341,471 
266,575 
294,795 
105,847 
22,857,497 
80,151 
94,623 
74,500 
740,261 
74,161 
4,927,240 
207,372 
876,022 
40,831 
598,592 
1,699,539 
34,706 
2,671,026 
257,996 
5,937,361 
288,857 
1,695,612 
969,879 
1,597,171 
944,625 
807,468 
12,561,121 
5,295,996 
20,733,118 
10,790,118 
20,593,366 
122,935 
1,713,996 
29,730 
16,132,360 
31,585 
1,195,315 
228,860 
1,779,195 
96,190 
778,011 
1,633,818 
549,012 
920,650 
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Stations  on  the  move  .  • . 

in  markets  on  the  move! 


J^^.V^      A  T     TULSA  ® 

The  first  station  in  ererv  rating  report  for  the  last  10  years— in  the  rich  half  of  Oklahoma.  W 


KGU 


-TV 


HOUSTON  ® 

The  station  (now  second)  with  the  new  look  in  dynamic  Houston-forecasted  as  the  6th  largest  U.S.  city  by  1960.(2) 


WAN 


-TV 


FORT  WAYNE  ® 

Now  the  first  station  in  Indiana's  second  market-in  retail  food  and  drug  sales  plus  buying  income.<3> 


WISH  INDIANAPOLIS 

The  first  station  in  Indiana's  first  market  (and  14th  TV  market)  in  every  rating  report  for  the  last  4  years. <4> 


(1) 


ARB,  Nielsen,  Federal  Reserve.  (2)  Nielsen  Area  Nov.-Dec.  '58.  (3)  ARB  Nov.  '58.  (4)  ARB,  Nielsen. 


THE  CORINTHIAN  STATIONS  Responsibility  in  Broadcasting 

KOTV  Tulsa      •    KGUL-TV  Houston      •    WANE  &  WANE-TV  Fort  Wayne      •    WISH  &  WISH-TV  Indianapolis 
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NETWORK  TOP  238  continued 

Rank  Advertiser 

145.  Hamm,  Theodore,  Brewing 

187.  Hanes,  P.H.,  Knitting 

147.  Hartz  Mountain  Products 

114.  Heinz,  H.J. 

46.  Helene  Curtis 

130.  Hill's  Bros.  Coffee 

141.  Hoover  Co. 

217.  Hygrade  Food  Prod. 

220.  Ideal  Toy  Corp. 

173.  Ins.  Co.  of  North  America 

176.  International  Shoe 
165.  Jackson  Brewing 
229.  Jackson  &  Perkins 

135.  Jerclaydon 

215.  Johnson,  Howard  D. 

55.  Johnson  &  Johnson 
26.  Johnson,  S.C.,  &  Son 
39.  Kaiser  Industries 

15.  Kellogg 

134.  Kemper  Insurance 

203.  Kendall 

189.  Keystone  Camera 

44.  Kimberly  Clark 

233.  Knapp  Monarch 

156.  Lehn  &  Fink  Products 

3.  Lever  Bros. 

129.  Lewis  Howe 

73.  Libbey  Owens  Ford 

81.  Libby,  McNeill  &  Libby 

13.  Liggett  &  Myers 

18.  Lorillard,  P. 

200.  Lowe,  Joe 

125.  Ludens 

124.  Manhattan  Shirt 

71.  Mars. 

226.  Marx,  Louis 

136.  Mattel 

56.  Mennen 
101.  Mentholatum 

30.  Miles  Labs 
113.  Miller  Brewing 
117.  Minnesota  Mining  &  Mfg. 
214.  Minute  Maid 
140.  Mogen  David  Wine 
146.  Monsanto  Chemical 

177.  Murray  Corp.  of  America 
163.  Mutual  Benefit  Health  & 

Accident  Assn. 
154.  Natl.  Assn.  of  Ins.  Agents 

35.  National  Biscuit 
158.  National  Brewing 

223.  Natl.  Citizens,  Eisenhower/Nixon 

20.  Natl.  Dairy  Products 
238.  Natl.  Fedn.  of  Post  Off.  Clerks 
144.  Natl.  Grape  Co-op.  Assn. 
166.  National  Presto  Industries 

36.  Nestle 

218.  N.Y.  State  Republican  Comm. 
175.  Niagara  Therapy  Mfg. 
108.  North  Amer.  Philips 
107.  Noxzema  Chemical 
143.  Olin  Mathieson  Chem. 
234.  Osrow  Products 
138.  Outboard  Marine 

96.  Pan  Amer.  World  Airways 

60.  Pet  Milk 
174.  Peter  Paul 

16.  Pharmaceuticals,  Inc. 
216.  Phila.  &  Reading  Corp. 


Billing 
366,480 
134,494 
311,101 
795,518 
2,938,475 
558,338 
404,470 
48,224 
46,325 
184,117 
175,858 
216,155 
31,711 
495,102 
53,064 
2,461,026 
5,242,277 
3,387,268 
10,290,885 
503,057 
73,297 
129,893 
2,966,771 
27,180 
251,833 
21,958,373 
562,503 
1,623,869 
1,427,411 
10,849,983 
9,791,226 
76,505 
600,325 
639,070 
1,666,141 
36,048 
492,945 
2,380,733 
957,654 
4,785,393 
805,288 
756,064 
57,778 
415,331 
316,256 
167,318 

220,526 
258,787 
3,596,818 
240,980 
39,618 
6,709,514 
25,788 
385,735 
212,999 
3,537,424 
47,845 
179,689 
840,729 
856,729 
392,868 
27,126 
470,241 
1,002,600 
2,211,093 
179,770 
10,173,557 
48,297 


Rank  Advertiser 
178.  Philco 
28.  Philip  Morris 

122.  Phillips  Van  Heusen 
27.  Pillsbury  Mills 

111.  Pittsburgh  Plate  Glass 

94.  Polaroid 
164.  Polk  Miller  Products 
1.  Procter  &  Gamble 

34.  Prudential  Ins. 
126.  Purex 

31.  Quaker  Oats 

21.  RCA 

40.  Ralston  Purina 
139.  Renault 

194.  Republican  Natl.  Comm. 

22.  Revlon 
161.  Rexall  Drug 

57.  Reynolds  Metals 
9.  Reynolds,  R.J. 
148.  Ritchie,  Harold  F. 
205.  Rock  of  Ages 
152.  Ronson 

99.  Royal  McBee 

109.  Rubinstein,  Helena 

123.  Bendura 

197.  Savings  &  Loan  Foundation 
184.  Schering 
65.  Schick 

50.  Schlitz,  Joseph  Brewing 
38.  Scott  Paper 
75.  Sears  Roebuck 
84.  Seven  Up 
160.  Sheaffer,  W.A.,  Pen 

110.  Shulton 

59.  Singer  Mfg. 
219.  Smith  Bros. 
192.  Smith,  Kline  &  French 

67.  Socony  Mobil  Oil 
227.  Speedway  Petroleum 

91.  Speidel 

48.  Sperry  Rand 

132.  Staley,  A.E. 

23.  Standard  Brands 
128.  Standard  Oil  of  Ind. 
224.  Standard  Oil  of  Ohio 
172.  Star  Kist  Foods 

142.  State  Farm  Mutual  Auto  Ins. 

17.  Sterling  Drug 
182.  Sterns  Nurseries 
199.  Stroh  Brewery 
204.  Studebaker  Packard 

93.  Sunbeam 

92.  Sunshine  Biscuits 
63.  Sweets  Co.  of  Amer. 
45.  Swift 

53.  Sylvania  Elec.  Prods. 
180.  Technical  Tape 
221.  Teleweather 
171.  Texas  Co. 
116.  Time  Inc. 

83.  U.S.  Rubber 

42.  U.S.  Steel 
100.  U.S.  Time 

87.  Union  Carbide  Corp. 
208.  United  Republican  Dinners 
105.  Van  Camp  Sea  Food 
212.  Van  Raalte 

133.  Vick  Chemical 
179.  Wander 

47.  Warner  Lambert 
235.  Washington,  State  of 
32.  Westinghouse  Electric 


Billing 
162,626 
4,967,012 
699,234 
5,205,578 
811,189 
1,031,872 
217,864 
50,638,647 
3,826,756 
599,590 
4,693,728 
6,458,126 
3,376,044 
420,028 
102,048 
6,309,037 
234,455 
2,358,852 
16,002,213 
303,350 
69,397 
279,595 
965,724 
822,346 
684,315 
84,387 
140,675 
1,737,741 
2,724,378 
3,418,096 
1,552,128 
1,368,282 
236,340 
812,095 
2,225,091 
46,877 
112,990 
1,709,593 
34,711 
1,133,904 
2,802,210 
513,850 
6,144,983 
585,326 
38,072 
184,596 
399,325 
9,919,859 
143,546 
77,481 
71,380 
1,125,580 
1,130,508 
1,838,374 
2,953,650 
2,597,008 
150,634 
42,756 
200,621 
774,563 
1,372,000 
3,086,950 
963,377 
1,305,373 
66,174 
920,195 
59,499 
510,621 
154,080 
2,892,606 
26,910 
4,639,231 


Rank  Advertiser 
236.  White  Motor 

78.  Wildroot 
170.  Williamson  Dickie  Mfg. 
210.  Young,  W.F. 
168.  Zenith 


ng 


26,182 
1,509,171 
202,650 

62,691 
211,275 


HOW  PEOPLE  SPEND  THEIR  TIME 


They'sTent-126'403'000  Pe°P'e      th'  U'S-  °Ver  12  yearS  °f  age  during  the  week  Feb-  2°-26- 

?'"5.1  million  hours    Watching  Television 

m!  !on  tours    Listening  to  Radio 

468.0  mi  ion  hours    Reading  Newspapers 

III  ,  m!  !on  u0Urs    Reading  Magazines 

m'  -,on  hours    Watching  Movies  on  Tv 

100.9  million  hours   Attending  Movies 

BRnAeDerAtqTaiMrC»T,Phled  b,y  Sind'in9er  &  c°-  RMey  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  of  7  000  nter 
IZ*  (i<00°  each  ^  Sindlinger's  weekly  "Activity"  report,  from  which  these  figures  are" 
drawn,  furmshes  comprehensive  breakdowns  of  these  and  numerous  other  categories  and  shows 
the  duplicated  and  ^duplicated  audiences  between  each  specific  medium.  Tabulations  are  avaN 
able  from  Sindlinger  &  Co.  within  two  to  seven  days  of  the  interviewing  week 

(Copyright  1959  Sindlinger  &  Co.) 
SINDLINGER'S  SET  COUNT:  As  of  Feb.  1,  Sindlinger  data  shows:  (1)  113,686  000 
P<o?lA  ™™yuarS  ?f,a9e  have  access  t0  tv  (89-9%  °f  the  People  in  that  age  group) 
(2)  44,272,000  households  with  tv;  (3)  48,879,000  tv  sets  in  use  in  the  U  S. 


Top  25  companies,  4th  quarter,  '58 


1.  Procter  &  Gamble 

2.  American  Home  Products 

3.  Lever  Bros. 

4.  Colgate-Palmolive 

5.  General  Foods 

6.  General  Motors 

7.  Gillette 

8.  Bristol-Myers 

9.  R.J.  Reynolds 

10.  P.  Lorillard 

11.  General  Mills 

12.  Sterling  Drug 

13.  Liggett  &  Myers 

14.  American  Tobacco 

15.  Pharmaceuticals  Inc. 

16.  Ford  Motor 

17.  Chrysler  Corp. 

18.  Brown  &  Williamson 

19.  RCA 

20.  Pillsbury  Mills 

21.  Philip  Morris 

22.  Standard  Brands 

23.  National  Dairy  Products 

24.  Kellogg 

25.  National  Biscuit 


$13,159,952 
7,099,102 
6,189,832 
6,172,037 
5,737,875 
5,629,348 
4,818,531 
3,913,440 
3,876,024 
3,534,440 
3,347,457 
3,163,488 
3,124,937 
2,867,534 
2,867,174 
2,830,651 
2,778,780 
2,695,006 
2,130,680 
1,996,511 
1,940,114 
1,906,196 
1,758,075 
1,708,934 
1,647,871 


Top  25  brands,  4th  quarter,  1958 

1.  Anacin  tablets  $3,235,389 

2.  Viceroy  cigarettes  2,143,971 

3.  Chevrolet  passenger  cars  2,073  918 

4.  Bufferin  1,898,989 
f-  Tide  1,754,713 

6.  Gillette  razors,  blades  1,754,118 

7.  Kent  cigarettes  1,713,167 

8.  Ford  passenger  cars  1,596^891 

9.  Dristan  tablets  1,550,835 

10.  Winston  cigarettes  1,500,281 

11.  Colgate  regular,  aerosol  dental 

creams  1,413,935 

12.  Bulova  watches  1,387,166 

13.  Camel  cigarettes  1,357,948 

14.  Dodge  passenger  cars  1,330,923 

15.  Bayer  aspirin  tablets  1,330,117 

16.  L&M  filter  tips  1,323^975 

17.  Plymouth  passenger  cars  1^199'446 

18.  Old  Gold  cigarettes  1,184,261 

19.  Gleem  regular,  aerosol 

tooth  paste  1,121,872 

20.  Geritol  1,038,882 

21.  Chesterfield  cigarettes  1,018,369 

22.  Salem  cigarettes  1,017,795 

23.  Cheer  detergent  999^656 

24.  Fab  detergent  958^966 

25.  Crest  tooth  paste  938,372 

Top   15  companies,  December 


1.  Procter  &  Gamble 

2.  American  Home  Products 

3.  Colgate-Palmolive 

4.  Lever  Bros. 

5.  General  Foods 

6.  General  Motors 

7.  Bristol-Myers 

8.  Gillette 

9.  R.J.  Reynolds 

10.  Pharmaceuticals  Inc. 

11.  General  Mills 

12.  Sterling  Drug 

13.  Liggett  &  Myers 

14.  P.  Lorillard 

15.  American  Tobacco 


$4,604,609 
2,590,994 
2,180,234 
2,162,013 
2,144,746 
1,752,903 
1,474,271 
1,288,494 
1,242,587 
1,175,407 
1,128,620 
1,091,091 
1,080,172 
967,572 
958,848 


Top  15  brands,  December 
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1.  Anacin  tablets 

2.  Bufferin 

3.  Viceroy  cigarettes 

4.  Chevrolet  passenger  cars 

5.  Tide 

6.  Ford  passenger  cars 

7.  Winston  cigarettes 

8.  Dristan  tablets 

9.  Bayer  aspirin  tablets 

10.  Colgate  regular,  aerosol 

dental  creams 

11.  Geritol 

12.  Camel  cigarettes 

13.  Bulova  watches 

14.  Dodge  passenger  cars 

15.  Plymouth  passenger  cars 


$1,226,973 
745,561 
733,597 
700,135 
611,631 
533,782 
522,354 
511,746 
488,479 

486,581 
464,459' 
452,165 
446,672 
433,470 
427,776 
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JOURNALISM'S  NEW  FRONTIER 


On  February  20th,  800  high  school  editors  and 
their  faculty  advisers  filed  into  NBC's  historic 
studio  8-H.  The  occasion  was  the  first  annual 

NBC  BROADCAST  NEWS  CONFERENCE,  called  to  in- 
form these  young  editors  and  their  teachers  of 
the  procedures  and  problems,  the  tools  and  tech- 
niques of  electronic  journalism.  The  establish- 
ment of  this  annual  meeting  is  a  contribution 
by  the  National  Broadcasting  Company  and  its 


Flagship  Stations  to  the  youth  of  metropolitan 
New  York,  and  to  the  broadcast  industry-  It  was 
conducted  to  alert  these  future  newsmen  and 
women  to  the  opportunities  awaiting  them  in  the 
broadcast  media— journalism's  new  frontier.  The 
annual  NBC  BROADCAST  NEWS  CONFERENCE  is  a 

stimulating  new  addition  to  the  public  services 
performed  throughout  the  year  by  the  Flagship 
Stations  of  the  National  Broadcasting  Company. 


WRCA&WRCA-TV-NBC  IN  NEW  YORK 


Merchandising 
aids  retail  sales 

A  foot-long  frozen  fish  was  thrown 
above  the  heads  of  an  agency-station 
representative  audience  in  New  York 
last  week. 

It  was  Max  Buck's  way  of  dramatiz- 
ing how  old  retail  methods,  such  as 
selling  fish  in  a  natural  state,  have  dis- 
appeared. Now,  says  Mr.  Buck,  newly- 
appointed  station  manager  of  WRCA- 
TV,  New  York  (see  page  10),  fish  is 
descaled,  cleaned  and  otherwise  pre- 
pared and  need  only  be  warmed  up  for 
the  eating.  His  purpose:  the  retail  (par- 
ticularly the  grocery  chain)  trade  is 
changing  rapidly  in  its  selling  methods, 
display  shelves  and  in  new  products. 

Mr.  Buck  and  Hal  Davis,  a  vice  pres- 
ident at  Grey  Adv.,  each  interpreted 
"merchandising"  as  it  affects  radio-tv. 
They  appeared  at  the  Radio  &  Tele- 
vision Executives  Society's  timebuying 
and  selling  seminar. 

Mr.  Davis  entitled  his  particular 
essay  "Promotion  Is  the  Payoff."  He 
said  merchandising  once  was  defined 
as  what  a  station  does  when  it  is  sec- 
ond in  a  market,  but  today  the 
"squeeze"  on  agencies  for  merchandis- 
ing effort  has  been  buck-passed  by 
agencies  to  stations. 

It  was  thought  that  the  new  em- 
phasis on  promotion  or  "merchandis- 
ing" came  about  with  Ed  Sullivan  con- 
tacting Lincoln  dealers  in  person,  his 
"tv  personality"  motivating  dealer  tv 
buys.  Discarded  was  the  once-automatic 
impulse  of  the  dealer  to  place  news- 
papers No.  1  as  his  choice  of  media. 
He  spoke  of  Grey's  efforts  with 
Steverino  for  Greyhound  and  asserted: 
".  .  .  Media  buyers  are  becoming  more 
aware  of  merchandising  and  promo- 
tion." (For  more  detail  on  Grey's 
views,  see  page  47).  And  not  to  miss 
a  promotion  bit  of  his  own  he  had 
Steverino  on  leash  trotted  out  to  meet 
the  timebuyers. 

Max  Buck  said  it  was  at  the  retail 
store,  in  the  actual  movement  of  goods 
at  the  consumer  level,  where  an  ad 
campaign  actually  "lives  or  dies." 
Sales,  he  said,  are  not  made  at  the 
50-kw  transmitter  or  on  the  ad  pages 
of  a  magazine,  "they  only  start  there, 
but  the  sales  are  made  at  the  retailer's." 

A  station  must  seek  to  meet  the  en- 
thusiasm and  the  aim  of  the  advertiser, 
he  thought,  adding  that  a  station  mer- 
chandiser ought  not  to  be  a  salesman 
who  can't  sell  but  "a  specialist  who  has 
suffered"  in  the  retail  business.  He  drew 
attention  to  WRCA's  "Chain  Light- 
ning" merchandising  service  describing 
it  as  having  been  "attacked  and  sued 
by  everyone  from  the  FTC  to  the  Ku 
Klux  Klan."  Another  station  service 
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ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  March  5-March  11  as  rated  by  the  multi-city  Arbitron 
instant  ratings  of  American  Research  Bureau. 


DATE 

Thur.,  March  5 
Fri.,  March  6 
Sat.,  March  7 
Sun.,  March  8 
Mon.,  March  9 
Tues.,  March  10 
Wed.,  March  11 


PROGRAM  and  TIME 
Zorro  (8  p.m.) 
77  Sunset  Strip  (9:30  p.m. 
Gunsmoke  (10  p.m.) 
Loretta  Young  (10  p.m.) 
Danny  Thomas  (9  p.m.) 
Rifleman  (9  p.m.) 
Wagon  Train  (7:30  p.m.) 

Copyright  1959  American  Research  Bureau 


NETWORK 

ABC-TV 
ABC-TV 
CBS-TV 
NBC-TV 
CBS-TV 
ABC-TV 
NBC-TV 


RATING 

24.3 
24.3 
27.9 
29.1 
30.0 
27.3 
30.6 


employs  girls  who  telephone  pharma- 
cists on  behalf  of  drug  advertisers  using 
the  station,  styling  it  "our  'call  girl' 
service." 

American  Lines,  L&N 
sever  $6  million  tie 

American  Airlines  Inc.,  New  York, 
and  Lennen  &  Newell,  New  York,  its 
agency  for  the  past  V/i  years,  are  ter- 
minating their  association  on  June  1. 
The  company's  estimated  advertising 
budget:  $6  million. 

Charles  A.  Rheinstrom,  executive 
vice  president  of  American  Airlines,  de- 
clined to  give  any  reason.  He  said  last 
week  he  had  spoken  to  "a  couple  of 
agencies,"  interested  in  the  account 
but  refused  to  name  them.  Among 
those  reported  to  have  made  solicita- 
tions are  Compton  Adv.  and  Young  & 
Rubicam. 

A  spokesman  at  L&N  said  that  for 
several  years  American  has  sponsored 
the  late  evening-early  morning  Music 
'Til  Dawn  on  radio  in  nine  major  mar- 
kets and  also  has  invested  in  spot  ra- 
dio. Approximately  20%  of  American's 
budget  is  in  radio.  (RAB  reports  that  $1 
million  was  spent  by  the  airline  in  spot 
radio  in  1958.) 

L&N  billing  is  reported  to  be  about 
$83  million  annually.  The  agency  in- 
vests about  50%  of  this  in  radio-tv  for 
such  accounts  as  Reynolds  Metals  Co., 
Corn  Products-Best  Foods  and  P.  Loril- 
lard  Co.,  among  others.  The  American 
Airlines'  defection  is  the  first  substantial 
setback  suffered  by  L&N  in  several 
years. 

Mr.  Rheinstrom  said  late  last  week 
that  he  would  not  make  a  decision  for 
several  weeks.  Asked  if  he  planned  to 
use  television  (not  included  in  1958 
media  plans),  he  replied:  "Yes,  if  we 
can  find  a  way  to  use  the  medium  ef- 
fectively. We  are  very  interested  in 
television." 

•  Business  briefly 

Time  sales 

•  General  Insurance  Cos.,  Seattle, 
Wash.,  will  debut  in  network  radio  with 
26-week  sponsorship  of  sports  segments 


on  NBC  Radio's  weekend  Monitor. 
General's  NBC  schedule  (for  its  Safeco 
auto  insurance,  All-in-One  homeown- 
ers' policies  and  commercial  insurance) 
begins  Aug.  29  for  13  weeks  and  re- 
sumes April  2,  1960,  for  the  second 
half  of  the  order.  General's  agency: 
Cole  &  Weber,  Seattle. 

•  Osrow  Products  (Wash  &  Wax  car- 
wash,  Giant  Whirl-a-Way  window 
wash),  Glen  Cove,  N.Y.,  will  be  on  two 
tv  stations  in  each  of  25  markets  this 
spring  with  one  or  two  minute-spots, 
primarily  late  evening.  Shamrock  Films, 
Winter  Park,  Fla.,  produced  films. 
Agency:  Smith  Greenland,  N.Y. 

•  General  Foods  and  the  Borden  Co., 
both  through  Benton  &  Bowles,  N.Y, 
renew  for  52  weeks  Fury,  starting  its 
fifth  year  on  NBC-TV  Oct.  10.  Inde- 
pendent Television  Corp.,  which  owns 
the  property,  noted  this  was  the  second 
network  transaction  for  ITC,  which  re- 
cently completed  the  $5  million  dollar 
sale  of  The  Gale  Storm  Show  to  ABC- 
TV. 

•  Manhattan  Shirt  Co.,  N.Y.,  will  spear- 
head its  pre-father's  day  campaign  with 
sponsorship  of  ABC-TV's  Sammy  Kaye 
Show  (moving  from  Thurs.  10-10:30  to 
Sat.  at  same  time)  beginning  April  18. 
Satisfied  with  results  of  its  pre-Christ- 
mas  promotion  of  Mansmooth  no-iron 
shirts  via  Sammy  Kaye,  the  company  is 
returning,  this  time  to  emphasize  light- 
weight items. 

•  H.H.  Hixson  Co.,  Chicago,  will 
launch  a  saturation  radio  spot  an- 
nouncement campaign  on  five  local 
stations,  plus  a  "strong"  tv  schedule,  of 
undisclosed  proportions  to  introduce  its 
new  Fireside  egg  coffee  in  the  Chicago 
market  next  month.  A  similar  schedule 
is  being  utilized  in  New  York.  Agency: 
Keyes,  Madden  &  Jones,  which  has 
added  Hixson,  along  with  Joanna  West- 
ern Mills  (window  shades),  Revere 
Camera  (tv  only)  and  Dr.  West's  Insta- 
Clean  denture  cleaner  (total:  nearly  $2 
million  billings)  to  its  account  stable. 

•  Hazel  Bishop  Inc.  (cosmetics),  N.Y., 
through  Raymond  Spector  Co.  has  con- 
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THE  TAFT  STATIONS  ...  in  only  ten 
years,  have  experienced  tremendous 
growth.  At  present,  nine  Taft  Radio  and 
television  stations  are  reaching  over 
8,000,000  people  in  rich  Mid-West  and 
Southern  markets.  This  growth  is  a  re- 
sult of  community  acceptance  gained 
through  integrity  of  programming  and 
management .  .  .  through  gainful  results 
produced  for  an  ever  increasing  number 
of  advertisers. 

If  you  are  interested  in  having  your 
advertising  dollars  earn  more  .  .  .now 
is  the  time  to  invest  them  in  growing 


Taft  Stati 


io  and  television  stations 


RADIO  .nd  FM 


I 

R 

RADIO  «nd 


Sales  Representatives:  The  Katz  Agency,  Inc.,  *The  Young  Television  Corp. 
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If  i  if*"" 
GTV                 B  WKYT-TV' 

R  U.^Kr.  | 

,„  HIT**  C  ^'HI'WIHH  I  

RADIO  .rul  FM 

Sales  Office:  Radio  Cincinnati 


SO  FAR  AHEAD 

in  the  Johnstown-Altoona  Area 

The  leader,  away  out  in  front,  is  WJAC-TV 
ahead  of  its  nearest  competitor,  WFBG-TV, 
by  nearly  3  to  1  in  station  share  of  audience, 
sign-on  to  sign-off,  all  week  long. 


These  figures,  from  ARB,  Novem- 
ber 19-25,  1958,  prove  once 
again,  that  WJAC-TV  is  the  dom- 
inant station  in  its  area. 
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WJAC-TV     WFBG-TV  WARD-TV 

The  Johnstown-Altoona  Coverage  Area  encompasses  over  one  mil- 
lion television  homes  in  36  counties  in  Western  Pennsylvania,  3 
Maryland  counties  and  2  West  Virginia  counties. 


There's  no  question  about  it 
.  .  .  WJAC-TV  is  the  station 
viewers  prefer.  And  WJAC-TV 
is  the  one  to  buy  because 
there  are  more  people  watch- 
ing, all  day,  every  day! 


SERVING  MiLUONS 


Get  full  details  from 

Harrington,  Righter  &  Parsons,  Inc. 


United  Press  International  C 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfi  m 
Build  Ratings  J 
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tracted  for  alternate  weeks  of  Mas- 
querade Party  (NBC-TV,  Thurs.  10:30- 
11  p.m.)  starting  March  26  and  three 
alternate  week  sponsorships  of  the  Bob 
Cummings  Show  (NBC-TV,  Tues.  9:30- 
10  p.m.)  beginning  tomorrow  (March 
17).  P.  Lorillard  Co.  is  the  other  spon- 
sor of  Masquerade  Party  with  R.J. 
Reynolds  on  Bob  Cummings. 

•  New  business  placed  with  the  NBC 
Radio  network  during  the  first  seven 
selling  days  of  March  totalled  $467,720 
in  net  revenue,  according  to  William 
K.  McDaniel,  vice  president  in  charge 
of  sales.  Topping  the  list  of  seven 
purchases  was  a  52-week  order  by 
Lever  Bros.  (Good  Luck  margarine) 
for  12  half-minute  participations  week- 
ly in  daytime  programs  starting  April 
6.  The  order  was  through  Ogilvy,  Ben- 
son and  Mather  Inc. 

Other  advertisers  and  their  agencies: 
Philip  Morris  Inc.  for  Salute  to  Johnny 
25th  anniversary  program  next  Thurs- 
day (March  19),  through  Leo  Burnett 
Co.;  Quaker  Oats  Co.,  through  Wherry, 
Baker  &  Tilden  Inc.;  Grove  Labs  Inc' 
(No  Doz  tablets),  through  Gardner 
Adv.;  Aldon  Rug  Mills,  through 
Richard  &  Raymond;  Good  House- 
keeping magazine,  through  Grey  Adv., 
and  Vick  Chemical  Co.,  through  Morse 
International. 

Agency  appointments 

•  Pan  American  Coffee  Bureau,  with 
yearly  billings  amounting  to  approxi- 
mately $1  million  has  resigned  Fuller 
&  Smith  &  Ross,  N.Y.,  and  appointed 
BBDO,  effective  July  1.  Bureau  esti- 
mated 20%  of  its  annual  advertising 
budget  has  gone  into  spot  radio  in  the 
past  but  expects  to  increase  this  35% 
through  its  new  agency.  It  plans  to  rely 
exclusively  on  spot  radio  in  its  summer 
ice-coffee  promotion. 

•  Universal  Pictures  Co.,  N.Y.,  has 
named  Charles  Schlaifer  &  Co.,  N.Y.. 
effective  immediately.  Universal's  for- 
mer agency,  Cunningham  &  Walsh  Inc., 
resigned  the  account,  according  to  David 
A.  Lipton,  Universal  vice  president.  In 
the  past,  the  firm  has  been  large  radio 
user  for  its  Universal-International  mo- 
tion pictures. 

•  Also  In  advertising 

•  Norman,  Craig  &  Kummel,  New 
York,  initiated  a  suit  for  $206,577  in 
damages  against  a  former  client,  Pabst 
Brewing  Co.,  Chicago,  in  U.S.  Dis- 
trict Court  in  New  York  on  March  6. 
NC&K  charged  Pabst  with  a  breach  of 
agreement  on  commissions  for  radio 
programs  and  announcements  carried 
on  NBC  Radio  last  spring  (Broadcast- 
ing, Feb.  9).  The  Pabst  account  now 
is  at  Kenyon  &  Eckhardt,  New  York. 
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partners 


It's  a  matter  of  principals  . 

From  the  day  H-R  was  started  by  a  group  of  Working 
Partners,  we  have  operated  on  the  basis  that  we  would 
represent  each  station  as  if  it  were  our  own;  serve  each 
buyer  of  time  as  if  we  ourselves  were  buying  time. 

As  our  organization  has  grown,  it  has  been  a  matter 
of  principle  with  us  to  continually  maintain  this  type  of 
representative  service.  That  we  have  been  able  to  do  so 
through  the  years,  is  a  matter  of  principals  as  well,  for 
the  H-R  partners  are  still  Working  Partners,  still  actively 
and  personally  selling  and  serving  every  station  on  our  list. 


FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PELLEGRIN,  Vice  Presid 


We  always  send  a  man  to  do  a  man's  job" 


NEW  YORK 

CHICAGO 

HOLLYWOOD 


SAN  FRANCISCO 

DALLAS 

DETROIT 


ATLANTA 
HOUSTON 
NEW  ORLEANS 
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BASEBALL  AT  WGN,  INC.  in  CHICAGO! 
WGN-TV's  exclusive  Chicago  Cubs  and  White  Sox  daytime  games  at  home 
and  WGN-RADIO's  Chicago  Cubs  games— both  at  home  and  away— are  SRO! 
Game  sponsorships  are  gone  and  very  few  adjacencies  are  left.  Check 
your  WGN-TV  or  WGN-RADIO  salesman  for  powerful  adjacencies  remaining. 


WGN-TV  Game  sponsorship— Hamm's  Beer  and  Oklahoma  Oil  Co. 
Lead-off  Man—  Walgreen  Drugs  10th  Inning— Household  Finance  Corp. 

and  United  Airlines 

ANNOUNCEMENT  ADVERTISERS  INCLUDE: 

Corina  Cigars,  Colgate  Palmolive  Mens  Products,  El  Producto 
Cigars,  Hertz  Rent  A  Car,  Midas  Mufflers,  Wheaties 

WGN-RADIO  Game  sponsorship— Oak  Park  Federal;  Phillies  Cigars; 

Goebel  Beer  and  Phillips  Petroleum 
Lead-Off  Man— Howard  Motors  and         Scoreboard—  Walgreen  Drugs 
All  State  Lumber  Co. 


GOVERNMENT 


THE  PUBLIC  THINKS  FCC  IS  OKAY 

Pulse  survey  finds  FCC  image  unscathed  by  scandals  of  1958 


The  scandal  that  hit  the  FCC  in  1958 
made  little  impression  on  the  public. 

Today,  nine  out  of  ten  people  who 
know  what  the  FCC  is  think  it's  doing 
an  acceptable,  or  better,  job. 

But  the  FCC's  national  publicity  has 
had  one  effect:  more  people  recognize 
those  initials  than  can  identify  TVA, 
BBDO,  NAB  and  FDIC. 

These  are  findings  of  a  special  Pulse 
Inc.  interview  ordered  by  Broadcasting. 
The  study  involved  1,070  respondents 
in  13  cities  the  week  of  Feb.  1-8.  The 
cities  were  Atlanta,  Boston,  Chicago, 
Cleveland,  Dallas,  Detroit,  Los  Angeles, 
Miami,  New  York,  Philadelphia,  San 
Francisco,  St.  Louis  and  Washington. 

People  interviewed  were  given  a  list 
of  five  abbreviated  names —  TVA  (for 
Tennessee  Valley  Authority),  FCC, 
BBDO,  NAB  and  FDIC  (Federal  De- 
posit Insurance  Corp.).  The  FCC  was 
correctly  identified  by  41.2%  of  the 
respondents.  The  next  best  identifica- 


tion was  for  TVA,  which  was  known  to 
33.1%  of  those  interviewed.  The  least 
known  initials  were  BBDO,  recognized 
by  only  3.2%  of  the  respondents. 

The  41.2%  of  the  interviewees  cor- 
rectly identifying  the  FCC  were  asked 
to  describe  what  this  agency  did.  Gen- 
eral responses  were  correct — ranging 
from  25%  who  said  the  FCC  "controls 
and  regulates  radio  and  tv,"  to  1.8% 
who  said  it  "regulates  shortwave,  police 
and  'ham'  radio." 

But,  surprisingly,  17.9%  of  these 
people  believe  the  Commission  also  reg- 
ulates the  contents  of  programs,  and 
4.3%  believe  the  FCC  controls  com- 
mercials and  advertising  on  tv. 

Asked  what  they  think  of  the  FCC, 
almost  50%  of  the  respondents  who 
showed  they  knew  what  those  initials 
stand  for  voted  that  the  Commission  was 
doing  a  good-to-excellent  job.  Specifical- 
ly, 22.9%  said  the  FCC  was  doing  an 
"excellent,   important,  necessary,  very 


good"  job;  26.1%  said  it  was  doing  a 
good-to-fine  job.  Only  13.6%  said  it 
was  doing  an  adequate-to-fair  job,  and 
9.5%  said  it  was  doing  a  poor-bad  job. 

Among  the  favorable  mentions  not 
listed  above  were  such  comments  as 
"safeguards  public,  favorable  to  pub- 
lic, beneficial  to  public,  controls  amateur 
communications  well,  good  mediator.'" 

But  among  the  so-called  "favorable" 
comments  were  these  erroneous  impres- 
sions: "control  on  sponsor's  message, 
good  for  children  and  teenagers,  cuts 
down  on  violence,  regulates  quality  of 
music." 

Among  so-called  unfavorable  impres- 
sions were  the  following: 

"Allocates  stations  unfairly,  too  many 
restrictions,  should  have  more  control, 
narrow  minded  concerning  pay  tv,  al- 
lowing poor  commercials,  bad  political 
appointments,  scandals." 

The  Pulse  Inc.  survey  tables  are  print- 
ed below. 


Question  1 

Do  you  know  what  these  initials  stand  for? 

Correct  Incorrect    Don't  Know      Total  Total 

%  %  %  %  Number 

TVA                 33.1  3.7  63.2  100.0  1,070 

FCC                  41.2  1.1  57.7  100.0  1,070 

BBDO                3.2  1.1  95.7-  100.0  1,070 

NAB                  6.9  8.1  85.0  100.0  1,070 

FDIC                  7.5  1.5  91.0  100.0  1,070 

Question  3 

What  do  you  think  of  the  FCC?  (Asked  of  those  who  cor- 
rectly identified  the  FCC  initials.) 

Excellent,  important,  necessary,  very  good    22.9% 

Good,  fine    26.1 

Adequate,  fair,  all  right    13.6 

Poor,  bad   9.5 

No  opinion    28.0 

Total   100.0% 


Question  2 

What  does  the  FCC  do?  (Asked  of  those  who  correctly 
identified  the  FCC  initials.) 

Controls,  regulates  radio  and  tv  .  . .  25  0% 

Controls,  regulates  tv   5'n 

Controls,  regulates  radio   . ... . 7 

Controls,  regulates  communications    12  5 

Controls,  regulates  interstate  communications  .  .  2  0 

Controls,  regulates  shortwave,  police,  ham  radio  18 

Controls,  regulates  telephone  &  telegraph    1$ 

Licenses  radio  and  tv  stations    15  0 

Assigns  frequencies  and  wavelengths  12  0 

Assigns  call  letters    l'l 

Controls  broadcasting  channels  and  airwaves   81 

Regulates  contents  of  programs  ....  179 

Controls  commercials,  advertising  on  tv  43 

Miscellaneous    75 

Don't  know   132 

Total   y  .1284%* 

''Totals  over  100%  because  of  multiple  answers. 


Intl.  talks  April  1-30 

Questions  involving  television  record- 
ing, and  stereophonic  broadcasting  are 
on  the  agenda  of  the  Ninth  Plenary 
Assembly  of  the  International  Radio 
Consultative  Committee  (CCIR)  which 
convenes  at  the  Hotel  Biltmore,  Los 
Angeles,  April  1-30.  Attending  this 
technical  group's  sessions  will  be  some 
600  delegates  representing  50  countries 
and  various  private  and  international 
organizations. 

CCIR  was  organized  in  1927  to  study 
problems  in  international  radio  com- 
munications. In  1947,  it  became  a  per- 
manent organ  of  the  International  Tele- 


communications Union.  The  Los  An- 
geles meeting  will  review  the  results  of 
study  groups,  including  such  questions 
as  space  frequencies  and  tropospheric 
relaying  as  well  as  tv  recording  and 
stereophonic  broadcasting,  and  will 
recommend  standards  and  positions  to 
the  ITU  for  its  world  meeting  this 
summer  in  Geneva.  The  Los  Angeles 
meeting  is  under  U.  S.  State  Dept. 
auspices. 

The  Senate  Thursday  (March  12) 
passed  SJ  Res  47  to  authorize  free 
communications  service  for  official  dele- 
gates at  the  assembly.  The  measure  also 
permits  alien  delegates  to  operate  ama- 
teur stations  during  the  conference. 


Libel  case  delayed 

Argument  before  the  U.S.  Supreme 
Court  on  the  equal  time  provision  of 
the  Communications  Act,  involving 
WDAY-TV  Fargo,  N.D.,  has  been 
postponed  to  the  week  of  March  23. 
The  continuance  from  early  this  month 
was  made  necessary  by  the  illness  of 
Edward  S.  Greenebaum,  New  York  at- 
torney for  the  Farmers  Union,  peti- 
tioner in  the  case. 

At  issue  is  the  question  of  libel 
immunity  for  broadcasters  who  are  re- 
quired under  Sec.  315  of  the  Com- 
munications Act  to  provide  equal  time 
to  political  candidates  running  for  the 
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This  star  means  business . . . 


means  it  for  you  and  your  sponsors  in 
these  three  ways: 

SESAC  RECORDINGS  .  .  . 

The  complete  transcribed  service  with 
recorded  music  for  every  need.  Highly 
adaptable  program  and  production 
aids. 

"repertory  recordings"  .  .  . 

SESAC's  free  EP  service  to  the  entire  in- 
dustry that  has  been  acclaimed  by  over 
25,000  key  men  in  broadcasting. 

Special  Series  Programs  .  .  . 

The  smartly-built,  salable  packages  of 
scripts  and  discs  centered  around  impor- 
tant national  holidays,  religious  cele- 
brations, sports  events  and  other  selling 
entertainment  ideas. 

For  highlights  of  all  three 
Visit  SESAC  at  the  NAB 
Suite  1205A-1206A 
Conrad  Hilton  Hotel, 
Chicago 


SESAC  INC. 


THE  COLISEUM  TOWER 
10  COLUMBUS  CIRCLE     NEW  YORK  19, 

*  Trade  Mark 
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same  office  if  facilities  are  offered  to 
one  candidate. 

In  the  1956  North  Dakota  senatorial 
elections,  a  splinter  candidate  implied 
in  a  film  telecast  that  the  Farmers 
Union  was  communist-dominated. 
WDAY-TV's  immunity  from  libel  dam- 
ages was  upheld  by  the  North  Dakot1 
Supreme  Court.  The  Farmers  Union 
instigated  the  suit. 

Bill  filed  in  House 
to  prevent  Daly  cases 

Rep.  Glenn  Cunningham  (R-Neb.) 
last  week  introduced  a  bill  (HR  5389) 
which  amends  Sec.  315  of  the  Com- 
munications Act  to  spell  out  that  the 
equal-time  provision  does  not  apply  to 
candidates  who  appear  on  regularly 
scheduled  news  shows.  Rep.  Cunning- 
ham had  announced  plans  to  intro- 
duce the  bill  as  a  result  of  FCC's  de- 
cision that  splinter  candidate  Lar  Daly 
qualified  for  equal  time  in  Chicago's 
mayoralty  race  (Broadcasting.  March 
9). 

Sec.  315  has  been  described  as  "im- 
possible" and  "broadcasting's  biggest 
headache,"  he  said.  "There  are  many 
good  and  bad  things  about  Sec.  315  as 
it  now  stands.  .  .  .  The  section  is  poor 
because  it  does  not  differentiate  be- 
tween a  major  party  and  a  very  minor 
party  whose  candidate  or  candidates 
have  no  possible  chance  for  victory.  It 
is  poor  because  a  station  cannot  delete 
libelous  material  but  can  be  held  liable. 
It  is  poor  because  it  has  been  inter- 
preted to  apply  to  pure  news  reports." 

•  Government  notes 

•  Attempts  to  expand  the  Miami  ch. 
10  case  have  been  refused  by  the  FCC. 
In  accordance  with  its  earlier  announce- 
ment (Broadcasting,  March  2),  the 
Commission  unanimously  denied  a  peti- 
tion by  North  Dade  Video  Inc.,  one  of 
the  four  applicants,  to  expand  the  April 
23  oral  argument  to  have  the  FCC  also 
decide  which  applicant  should  receive 
the  grant.  The  Commission  also  turned 
down  a  request  by  Elzey  Roberts,  for- 
mer St.  Louis  broadcaster,  that  new  ap- 
plications be  permitted  for  ch.  10  and 
that  such  new  applicants  be  permitted 
in  the  oral  argument.  Chmn.  John 
Doerfer  did  not  participate. 

•  Two  tv  construction  permits  were 
granted  by  FCC  last  week.  In  Logan, 
Utah,  Cache  Valley  Broadcasting  Co. 
was  granted  ch.  12  with  engineering 
conditions.  In  Pembina,  N.D.,  Commu- 
nity Radio  Corp.  was  granted  ch.  12. 
Community  Radio  Corp.  owns  KNOX 
Grand  Forks,  N.D.,  and  71%  of 
KNOX-TV  there.  Cache  Valley  owners 
include  Herschel  and  Reed  Bullen,  who 
previously  were  granted  this  facility  but 
allowed  the  permit  to  expire. 


TWO  NEW  SPECTRUM  BILLS 

House,  Senate  measures  ask  studies 


Both  houses  of  Congress  received 
measures  proposing  a  study  of  the 
radio  spectrum  last  week — but  the  simi- 
larity ends  right  there. 

Sen.  Warren  Magnuson  (D-Wash.) 
introduced,  at  the  request  of  President 
Eisenhower  (Broadcasting,  March  9, 
et  seq.)  S  J  Res.  76  which  would  estab- 
lish a  commission  "to  study  and  report 
on  the  U.  S.  telecommunication  re- 
sources with  special  attention  to  the 
radio  spectrum." 

Rep.  William  Bray  (R-Ind.)  intro- 
duced H  J  Res  292  to  investigate  that 
portion  of  the  spectrum  allocated  to  the 
federal  government. 

The  Senate  measure  calls  for  a  five- 
man  commission  to  be  appointed  by 
the  President.  The  Bray  resolution  also 
calls  for  a  five-man  commission,  but 
with  two  members  appointed  by  the 
President  and  one  each  by  the  Vice 
President,  Speaker  of  the  House  and 
the  chairman  of  the  FCC. 

Sen.  Magnuson  put  the  spectrum 
study  before  the  Senate  to  carry  out 
recommendations  made  to  the  White 
House  by  OCDM  Director  Leo  A. 
Hoegh.  It  is  in  direct  conflict  with  the 
study  espoused  by  Rep.  Bray  and  one 
already  authorized  by  Rep.  Oren  Harris' 
(D-Ark.)  Communications  Subcommit- 
tee of  the  House  Interstate  &  Foreign 
Commerce  Committee. 

The  White  House  proposal  calls  for 
an  investigation  of  existing  methods  of 
allocating  radio  frequencies  between 
government  and  non-government  users 
and  current  allocations  between  the 
two  users  "with  a  view  to  determining 
whether  the  current  division  of  the 
spectrum  serves  the  national  interest" 
and  whether  any  space  may  be  real- 
located. 

The  commission  would  be  required  to 
submit  a  report  to  the  President  and 
Congress  within  one  year  after  its 
authorization.  Commissioners  would  re- 
ceive $75  per  diem,  plus  expenses,  while 
engaged  in  commission  activities. 

Rep.  Bray's  study  would  be  limited 
to  that  space  allocated  to  the  federal 
government — all  of  which  currently  is 
classified  as  to  utilization.  A  report 
would  be  required  within  six  months 
with  members  to  receive  $50  per  diem 
and  expenses. 

Two  years  ago,  Rep.  Bray  pointed 
out,  when  he  first  called  for  a  spectrum 
study  the  "reaction  of  the  executive 
department  was  such  that  such  a  re- 
port would  be  impossible  to  achieve 
and,  if  achieved,  unnecessary."  Now 
he  said,  the  White  House  has  proposed 
a  study  of  its  own  and  "this  seems  to 


me  a  full  reversal  .  .  .  [by  the  Presi- 
dent]." 

He  said  the  Harris  investigation  is 
of  more  immediate  value  than  the 
White  House  plan,  but  that  he  still  fa- 
vored a  study  of  government-assigned 
space  "with  legislative  selection  of  some 
commissioners." 

Rep.  Harris,  meanwhile,  has  not  as 
yet  gotten  his  committee's  study  beyond 
the  planning  stage.  A  staff  of  spectrum 
experts  is  expected  to  be  hired  in  the 
immediate  future  to  conduct  the  study 
for  the  House  body. 

Communication  orbs 
to  go  up  this  year 

The  timetable  for  military  communi- 
cations satellites  was  disclosed  last 
week,  when  the  House  Science  and 
Astronautics  Committee  released  the 
security-cleared  transcript  of  last  Feb- 
ruary's testimony  by  Dept.  of  Defense 
officials.  Here's  the  schedule: 

Courier  satellite — a  delayed  repeater, 
low  orbit  active  relay,  successor  to  last 
December's  Project  Score — tests  this 
year  and  next;  operational,  1961. 

High  orbit,  24-hour,  wide-band, 
simultaneous  relay — launchings,  1960- 
61;  flights,  1962-63;  operational,  1963. 

The  Courier  satellite  will  be  designed 
to  permit  20  continuously  available  100 
word-per-minute  teletype  channels  to 
ground  stations  located  around  the 
world.  The  transcript  did  not  include 
specifications  for  the  capacity  of  the 
active,  high  orbit  relay. 

The  information  was  given  to  the 
House  committee  by  Roy  Johnson, 
director  of  the  Defense  Dept.'s  Ad- 
vanced Research  Projects  Agency. 

Mr.  Johnson  also  disclosed  that  tele- 
vision will  play  a  significant  role  in  the 
military  navigation  satellite  program. 
These  satellites  will  be  designed  to  pro- 
vide ultra-reliable  radio  position  fixes 
for  aircraft  and  ships  at  sea,  anywhere 
on  earth.  First  launchings  are  scheduled 
for  July  or  August;  a  second  shoot  will 
take  place  in  February  or  March  1960. 

Each  navigation  satellite  will  contain 
three  television  cameras.  These  will  be 
used  to  feed  pictures  of  cloud  covers 
into  separate  magnetic  tape  recorders 
for  playback  when  the  satellite  is  inter- 
rogated, Mr.  Johnson  told  the  commit- 
tee. He  added  that  each  tv  picture  will 
have  a  resolution  of  500  lines  per  milli- 
meter, "far  more  sophisticated"  than 
present  tv  cameras.  Every  24  hours  a 
thousand  pictures  will  be  produced,  he 
said. 
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SAN  DIEGO 
KFMB-TV 
SENDS 
.  MORE 
PEOPLE 
AWAY 
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HOME 
(TO  BUY) 
THAN 
ANYTHING! 


.  .  WILL  TRAVEL 


Most  exciting  western  action  of  all  is  no 
on  the  TV  screen . . .  It's  the  big,  exciting 
booming  action  of  the  San  Diego  TV  audienc 
of  which  KFMB-TV  has  the  lion's  shart 
For  instance,  all  of  San  Diego's  top  1 
TV  shows  are  on  KFMB-TV— 29  of  the  top  31 
If  you  want  to  send  customers  1 
supermarket,  drug  store,  auto  or  applianc 
showroom,  be  a  good  audience  when  tt 
Petry  man  calls  on  you.  Better  yet  ■ 
you  call  hir 


BdTV 

SSSSAN  DIEGO 


Edward  Petry  &  Co.,  Inc. 


RADIO  DEFENSE  PLAN  AT  LAST? 

A  bumbling  government  begins  to  make  sense  of  survival  setup 


The  nation's  only  public  communica- 
tion link  in  case  of  a  major  nuclear  at- 
tack is  billed  for  a  dress  rehearsal 
April  17. 

A  new  and  powerful  broadcast  voice, 
based  on  the  long-cussed  CONELRAD, 
will  have  a  preliminary  test  —  unless 
there  is  a  hitch. 

CONELRAD  is  getting  a  major  en- 
gineering overhaul  to  keep  pace  with 
war  tactics.  Present  planning  proposes  a 
nationwide  half-hour  broadcast  silence 
April  17 — am  (except  CONELRAD 
stations),  fm  and  tv. 

The  test,  if  held,  will  show  how 
radio,  and  radio  alone  can,  before  and 
after  a  full-fledged  bombardment: 

•  Warn  the  public  that  bombers  or 
missiles  may  be  approaching,  and 

•  Tell  those  who  survive  a  nuclear 
blast  how  to  avoid  death  by  fallout, 
modern  warfare's  potentially  worst  kill- 
er. 

All  this  without  providing  homing 
aids  to  the  enemy. 

CONELRAD,  which  is  the  1,300-sta- 
tion  emergency  radio  structure,  is  being 
modernized  and  expanded  as  sophisti- 
cated missiles  raise  new  defense  prob- 


lems. The  job  is  a  big  technical  task — 
about  as  big  as  a  complete  allocation  of 
the  broadcast  band. 

A  lot  is  being  done  but  there's  a 
terribly  long  way  to  go. 

The  nation's  broadcasters  have  the 
key  role  in  this  effort  to  prevent  com- 
plete destruction  of  the  land  and  its 
people — a  much  more  critical  role  than 
most  broadcasters  realize. 

Getting  Along  at  Last  •  Working 
on  the  theory  that  an  estimated  65 
million  auto  and  portable  battery-pow- 
ered radios  may  be  the  only  connection 
among  survivors  of  an  enemy  attack, 
FCC  and  Office  of  Civil  &  Defense  Mo- 
bilization are  finally  learning  how  to  co- 
operate effectively. 

Not  many  months  ago  some  persons 
in  OCDM  wondered  if  millions  of 
broadcaster  kilowatts  would  ever  know 
how  to  emit  even  a  beep  in  case  of 
disaster.  Now  OCDM  and  FCC  are 
sharing  the  belief  that  broadcasting  is 
the  main  and  perhaps  only  hope  of  na- 
tional survival  in  case  of  a  mass  attack. 

At  last  the  radio  emergency  setup  is 
starting  to  look  encouraging.  FCC  and 
OCDM  are  trying  to  stamp  out  intra- 


government  feuding  which  has  handi- 
capped progress. 

The  real  story  of  the  radio-civil  de- 
fense haggling  has  never  been  told  and 
probably  never  will  be.  Parts  of  it  are 
necessarily  classified.  Luckily  the  facts 
haven't  been  exposed  to  the  innuendoes 
of  scandal  columnists. 

Not  Complicated  •  The  radio  sur- 
vival formula  is  simple: 

•  If  the  public  knows  what  to  do,  up 
to  85-90%  of  the  population  may  be 
saved  should  the  U.S.  be  hit  with  nu- 
clear bomb  or  missiles. 

•  At  worst,  up  to  100  million  people 
should  survive  the  first  moments  of  the 
most  devasting  attack  within  compre- 
hension. Then  the  job  will  be  to  keep 
them  away  from  radioactive  fallout  for 
a  fortnight  or  more. 

That's  where  radio  comes  in,  through 
CONELRAD  and  a  series  of  intri- 
cate communications  networks  utilizing 
many  of  the  nation's  2Vi  -million  pri- 
vately operated  transmitters.  These 
plans  take  advantage  of  several  built- 
in  blessings: 

•  Am  radio  is  believed  effective  under 
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WCCO  Radio  also  delivers . . . 

*LOWEST  COST  PER  THOUSAND        Exactly  half 
of  the  average  of  all  other  stations 

'  MORE  ADULTS  .  .  .  WCCO  Radio  is  the  solid  leader 
with  a  60.1  ci  share  of  the  adult  audience.  That's  50 c'c  more  than 
all  other  stations  combined! 

*GREATER  METRO  AREA  DOMINANCE        WCCO  Radio 
shows  its  overwhelming  strength  with  399  quarter-hour  wins. 
Four  times  more  than  all  other  stations  combined! 


Nothing  sells  like  acceptance. 


WCCO 

MINNEAPOLIS     •     ST.  PAUL 

The  Northwest's  Only  50,000 -Watt  1-A  Clear  Channel  Station 
Represented  by  CBS  Radio  Spot  Sales 
Source:  Nielsen  Station  Index,  Nov.-Dec,  1958 


Radio 


FAMILY  GOES 


You  reach  people-wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 
Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 
The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connell  Inc. 

Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reilly,  Inc. 
Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc. 


severe  fallout  conditions,  while  other 
parts  of  the  spectrum  may  be  crippled. 

•  Fm,  too,  enters  the  planning  as  a 
surprise  package.  One  fm  channel  can 
carry  192  teletype  or  12  voice  channels 
under  CONELRAD;  half  that  under 
conditions  without  hurting  normal  pro- 
gramming. This  is  a  hot  new  item  in 
Washington  planning — too  hot  for  de- 
tailed discussion. 

•  And  vhf  television  is  part  of  the 
planning,  though  the  work  is  still  pre- 
liminary. Tv  is  less  talked  about,  but  its 
6,000  kc  channel  is  30  times  as  broad 
as  the  200  kc  fm  channel,  offering  vast 
communicating  potentials.  Uhf  isn't  be- 
ing overlooked,  either. 

The  April  17  CONELRAD  test  has 
gone  through  the  bureaucratic  wringer. 
Just  last  Monday  (March  9)  at  an  in- 
formal White  House  conference  a  basic 
agreement  for  this  broadcast  dress  re- 
hearsal was  reached  after  weeks  of  un- 
certainty. 

Its  cost  to  broadcasters  has  been  esti- 
mated all  the  way  from  $250,000  to 
$2  million  in  time  and  related  items. 

Whatever  the  out-of-pocket  loss  in 
am,  fm  and  tv  time,  the  broadcast  de- 
fense maneuver  April  17  is  expected  to 
be  of  incalculable  value  to  the  public. 
Insisted  on  originally  by  OCDM,  the 
test  is  designed  to  show  listeners  how 
to  use  their  radios  in  case  of  an  enemy 
threat  or  actual  attack.  OCDM  has  pre- 
pared national  network  programming 
to  originate  from  the  emergency  seat 
of  government  and  also  has  material 
for  station  use. 

Enemy-Proof  •  It's  likely  listeners 
will  be  urged  to  use  the  one  communi- 
cations device  no  enemy  can  ever  de- 
stroy completely — radio  stations  using 
emergency  power  plants  and  feeding 
an  estimated  65  million  auto  and  por- 
table battery  receivers. 

At  this  late  hour  the  plans  for  the 
April  17  CONELRAD  test  are  not 
fixed.  OCDM  has  proposed  a  11:30 
a.m.-12  noon  half-hour  broadcast  oper- 


FCC's  Lee:  "We  pray  it  will  never  happen." 
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ation.  It  suggested  that  all  am  stations 
go  silent  except  about  1,300  that  are 
tied  voluntarily  into  the  CONELRAD 
plan.  It  was  willing  to  cut  the  cost  to 
broadcasters  by  keeping  fm  and  tv  on. 

FCC  pointed  out,  however,  that  its 
rules  plus  the  spirit  of  fair  competition 
made  an  am-only  operation  almost  im- 
possible. Incidentally,  FCC  would  pre- 
fer to  test  CONELRAD  at  night  under 
worst  interference  conditions. 

Final  details  of  the  April  17  test  will 
be  worked  out  March  26  at  a  meeting 
of  NIAC  (National  Industry  Advisory 
Committee),  a  broadcaster  group  set  up 
by  FCC  to  bring  broadcasters  into  the 
civil-defense  planning  picture.  It  might 
be  called  off  if  NIAC  objects. 

NIAC  is  one  of  many  important  new 
aspects  of  civil  defense.  It  consists  of: 

•  National  program  and  technical 
groups  of  broadcasters  with  rotating 
chairmen. 

•  White  House  broadcast  corre- 
spondents liaison  committee,  with  ro- 
tating chairmen. 

•  State  groups  being  set  up  through 
state  broadcasters  associations. 

•  Local  NIACs,  just  getting  under 
way  through  FCC  prodding  and  state 
broadcaster  cooperation. 

Present  national  NIAC  chairmen 
(first  quarter  of  1959)  are  David  M. 
Vorhes,  technical;  David  Driscoll,  pro- 
gram, and  Lewis  W.  Shollenberger, 
White  House,  all  CBS  executives  in  line 
with  a  policy  of  keeping  chairmen  with- 
in the  same  network  for  convenient 
contacts.  Permanent  vice-chairman  of 
the  national  NIAC  structure  is  A. 
Prose  Walker,  NAB  engineering  man- 
ager. NAB  and  Electronic  Industries 
Assn.  are  both  active  in  NIAC. 

Thirty  state  NIACs  have  been  set 
up,  with  much  of  the  paper  work  done 
and  broadcaster  members  cleared  for 
security.  Most  of  the  rest  are  under 
formation.  The  job  of  getting  them 
started  will  be  completed  soon  after  the 
NAB  Chicago  convention. 

At  the  Controls  •  Key  figures  in 
civil  defense  are  taking  active  program- 
ming roles  in  the  NAB  convention. 
They  are: 

•  FCC  Comr.  Robert  E.  Lee,  desig- 
nated "Defense  Commissioner."  With 
other  FCC  members  and  key  staff 
people  he  is  attending  the  convention 
and  will  take  part  in  the  Wednesday 
morning  (March  18)  FCC-Industry 
Roundtable.  Comr.  Robert  T.  Bartley 
is  active  as  alternate  Defense  Commis- 
sioner. 

•  Director  Leo  A.  Hoegh,  of  OCDM, 
who  proposed  the  April  17  CONEL- 
RAD alert  in  letters  to  FCC  and  Dept. 
of  Defense  originally  was  to  speak 
Monday  afternoon.  John  S.  Patterson, 
deputy  director,  OCDM  will  speak  in 
his  place. 

Until  recently  the  two  government 


OCDM's  Hoegh:  "Stay  on  air  to  save  lives." 


agencies  were  having  bureaucratic  dif- 
ferences that  deeply  concerned  some 
broadcasters  on  the  inside  of  defense 
planning.  Lately  Comr.  Lee  and  Di- 
rector Hoegh  have  been  resolving 
lower-echelon  differences. 

Comr.  Lee  has  been  beating  a  hot 
trail  all  over  the  U.S.  telling  of  the 
horrible  consequences  of  unprepared- 
ness  and  helping  local  broadcasters 
get  their  NIACs  formed.  FCC,  he  ex- 
plained, has  one  main  defense  job: 

•  Use  of  technical  skill  and  federal 
authority  to  set  up  attack-proof  com- 
munications facilities  out  of  the  2V2 
million  non-government  transmitters, 
with  the  cooperation  of  their  private 
operators. 

OCDM  has  more  complicated  func- 
tions that  can  be  roughly  summarized 
this  way: 

•  Operation  of  government  radio 
facilities  under  Presidential  mandate. 

•  Direction  of  non-military  defenses, 
including  protection  of  life  and  prop- 
erty. 

•  Dissemination  of  civil  defense  in- 
formation through  CONELRAD,  a 
programming  function  that  is  often 
described  as  only  partly  finished  after 
a  decade  of  budget  troubles  and  acute 
public  indifference. 

Put  tersely,  broadcast  facilities  are 
provided  by  FCC  and  the  industry; 
program  information  by  OCDM. 

Tender  Underbelly  o  There's  a  soft 
spot  in  this  joint  survival  operation — 
getting  the  right  information  to  the 
public. 

FCC  is  making  fast  technical  prog- 
ress, much  faster  than  most  broadcasters 
generally  realized. 

OCDM,  with  its  budget  troubles  and 
public  indifference,  has  a  loose  national 
organization.  This  is  the  sort  of  thing 
that  is  inherent  in  a  big  government — 
typical  chaos  on  the  Potomac.  In  the 
case  of  OCDM  there  is  a  glaring  flaw — 
state  civil  defense  directors  are  paid  by 
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GOOD  MUSIC  rings  up  sales  in  Los  Angeles... 
and  registers  continuous  renewals  such  as  these: 


SLAVICK  JEWELRY  CO. 
UNION  PACIFIC  RAILROAD 
BARBARA  ANN  BREAD 
HAR  OMAR  RESTAURANT 
KIP  OINTMENT 
WALLICHS  MUSIC  CITY 
YELLOW  CAB  CO. 


15th  year 
10th  year 
10th  year 
8th  year 
7th  year 
7th  year 
6th  year 


REPUBLIC  VAN  &  STORAGE  CO. 
THE  PRUDENTIAL  INSURANCE  CO. 
MARTIN  MOTORS 
CINERAMA 

BERLITZ  SCHOOLS  OF  LANGUAGES 

PEPSI-COLA 

RCA-WHIRLPOOL 


6th  year 
6th  year 
6th  year 
6th  year 
5th  year 
3rd  year 
3rd  year 


...more  than  40  sponsors  in  their  2nd  to  19th  year! 


The  Music  Stations  for  Southern  California 

24-hour  simultaneous  AM-FM  at  one  low  cost 
Represented  by  The  Boiling  Co.,  Inc. 

TIAL    SQUARE    •    LOS  ANGELES 
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their  states  and  are  primarily  responsible 
to  these  states. 

It's  worse  than  that.  Local  civil  de- 
fense officials  are  volunteers,  guided  by 
patriotism,  local  interests,  OCDM  in- 
structions and  personal  concepts.  And 
the  national  OCDM  in  Washington  is 
split  up  into  a  headquarters  cadre  a  few 
steps  from  the  White  House  and  an 
operating  headquarters  at  Battle  Creek, 
Mich.,  500  miles  away. 

The  Solution  •  The  intra-government 
problems  are  serious  but  there's  a  pos- 
sible answer. 

OCDM  wishes  it  could  get  every 
broadcast  station  to  have  a  volunteer 
staffer  who  would  take  over  in  case  of 
alert  or  attack.  But  OCDM's  people 
complain  they  can't  reach  the  broadcast- 
ing industry  except  through  their  loose 
state  and  local  structure. 

FCC  has  constant  regulatory  and 
personal  contact  with  the  broadcasting 
industry.  They've  lived  together  for  years 
and  decades. 

In  an  off-record  way  FCC  people 
wonder  what  would  happen  if  a  local 
civil  defense  official  got  panicky  and 
started  throwing  his  weight  around.  A 
cooperating  broadcaster  might  put  a 
phony  attack  message  on  the  air  and 
find  himself  the  target  of  a  thousand 
damage  suits  filed  by  civilians  claim- 
ing to  have  suffered  valuable  injury,  in- 
convenience or  loss  of  something  valu- 
able. 

So  there's  the  problem — FCC  doesn't 
want  to  be  a  programmer  or  censor; 


OCDM  wants  to  program  the  heaven- 
sent broadcasting  resource  but  can't  set 
it  up. 

The  answer  becomes  obvious:  Link 
all  the  national,  state  and  local  MACS 
(broadcaster  staffed)  to  all  the  national, 
state  and  local  civil  defense  units. 

This  would  put  a  broadcaster  at  the 
headquarters  point  of  every  civil  de- 
fense operation.  Supporting  this  point 
is  a  basic  argument:  Broadcasters  know 
more  about  programming  a  station  than 
anyone  else. 

Comr.  Lee  sees  a  lot  of  merit  in  this 
plan.  Director  Hoegh  is  said  to  have  in- 
dicated interest;  he  may  have  something 
to  say  on  the  subject  at  the  NAB  con- 
vention. 

Director  Hoegh  might  well  ask  the 
governor  of  each  state  to  give  official 
recognition  to  the  state  and  local  NIAC 
committees.  Thus  the  governors  could 
integrate  NIAC  and  civil  defense  at 
state  and  local  levels.  The  broadcaster 
would  be  the  program  expert  for  civil 
defense,  using  information  supplied  by 
civil  defense  agencies. 

Under  CONELRAD  Phase  I,  the 
basic  concept,  highest  priority  goes  to 
local  programs,  next  to  state  and  third  to 
national  agencies.  Under  Phase  II,  a  big- 
station  broadcast  project,  highest  prior- 
ity goes  to  state,  next  national  and  third 
local  agencies. 

If  the  worst  happens,  newspapers  will 
really  be  in  trouble  unless  they  have 
emergency  power  plants.  Even  if  they 
put  out  improvised  news  sheets  and  put 


What  OCDM  needs  from  broadcasters 


Broadcasters  have  been  offering 
important  aid  to  Office  of  Civil  & 
Defense  Mobilization,  according  to 
Director  Leo  A.  Hoegh,  but  much 
remains  to  be  done.  Mr.  Hoegh  last 
week  sent  this  message  to  delegates 
through  Broadcasting: 

"The  Office  of  Civil  &  Defense 
Mobilization  is  deeply  concerned 
with  the  general  field  of  communica- 
tions and  the  specific  industry  of 
broadcasting.  Without  your  full  co- 
operation we  could  not  effectively 
warn  the  public  or  transmit  emergen- 
cy information  and  instructions  in 
event  of  attack. 

"We  particularly  appreciate  the 
fine  work  you  have  accomplished  in 
civil  defense.  Your  cooperation  in 
the  CONELRAD  program  has  been 
of  special  benefit  to  our  cause.  Some 
1,300  am  stations  have  spent  approxi- 
mately $3,000,000  participating  in 
this  program. 

"President  Harold  E.  Fellows,  of 
NAB,  commented  as  recently  as  last 


September  that  the  government  has 
been  exceedingly  vague  about  what 
the  broadcaster  is  to  do.  I  trust  we 
are  helping  to  eliminate  this  com- 
plaint with  the  creation  and  publica- 
tion of  the  National  Plan  for  Civil 
&  Defense  Mobilization. 

"Representatives  of  your  industry 
are  working  with  us  in  preparing  Na- 
tional Plan  Annexes  of  prime  im- 
portance to  broadcasting — public 
information,  communications,  and 
protection  of  essential  facilities.  The 
National  Industry  Advisory  Com- 
mittee representing  your  industry  is 
studying  with  the  FCC  and  OCDM 
the  problem  of  emergency  program- 
ming for  radio  during  and  after  at- 
tack. 

"Each  broadcaster  should  join  the 
CONELRAD  system;  provide  emer- 
gency power  for  his  station;  provide 
fallout  shelter  and  emergency  sup- 
plies at  his  station  or  transmitter, 
and  plan  for  relocation  sites  outside 
of  target  centers." 
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them  on  street  corners,  a  fallout-con- 
scious public  may  shun  them  in  fear  of 
gamma  particles.  Newspapers  have  an 
emergency  operating  plan. 

Troubles  Galore  o  CONELRAD's 
niche  in  the  national  scene  has  assumed 
new  importance  as  foreign  crises  become 
more  complex  and  hazardous.  It  was 
set  up  originally  early  in  the  decade, 
mostly  by  volunteer  efforts  and  money 
of  broadcasters,  to  do  two  main  jobs 
— 1,  prevent  bombers  from  homing  in 
on  broadcast  signals,  and  2,  tell  the  pub- 
lic what  it  needs  to  know. 

Since  that  time  the  tactics  of  warfare 
have  changed  but  the  homing  hazard 
hasn't  diminished,  according  to  defense 
officials.  Where  once  there  was  an  hour 
or  several  hours  warning  that  an  enemy 
bomber  was  U.S.  bound,  the  time  now 
has  been  cut  to  minutes  due  to  the  speed 
of  sophisticated  missiles. 

Suppose,  one  government  man  sup- 
posed, that  a  foreign  missile  aimed  in 
the  general  direction  of  Washington, 
D.C.,  had  a  radio  in  its  nose  tuned  to 
1500  kc.  That  theoretically  could  guide 
it  over  Greenland  right  to  the  Wheaton, 
Md.,  transmitter  of  WTOP  Washington. 

Maybe  it's  not  that  simple.  In  any 
case,  the  Pentagon  and  other  federal 
agencies  reviewed  the  whole  CONEL- 
RAD situation  a  few  months  ago.  The 
conclusion— CONELRAD  is  needed 
more  than  ever  before. 

The  realities  of  a  nuclear  attack  are 
horrible  to  contemplate.  OCDM  looks 
for  the  worst.  It  has  to  in  the  survival 
business.  If  only  the  public  can  be  told 
what  to  do,  says  OCDM,  people  can  be 
kept  in  their  cellars  or  directed  to  non- 
fallout  areas.  The  unpleasant  fact  back 
of  the  survival  problem  is  this — the 
human  body  can  absorb  75  roentgens  of 
gamma  radiation  from  nuclear  fallout. 
And  these  roentgens  stay  put;  there's  no 
way  of  getting  rid  of  them. 

Much  progress  in  detecting  the  pres- 
ence of  fallout  and  the  direction  of  its 
probable  skyward  movement  has  been 
made.  OCDM's  plea  to  broadcasters  is: 
"Help  us  get  this  information  to  people." 

People  Indifferent  •  To  date  OCDM 
and  its  predecessor,  Office  of  Civil  De- 
fense, have  been  appalled  at  public 
apathy  toward  survival  problems  and 
procedure. 

The  CONELRAD  system  can  be  put 
into  operation  instantly  by  the  com- 
mander-in-chief, North  American  Air 
Defense  Command  (CINCNORAD), 
at  Colorado  Springs,  Colo.,  or  by  an  air 
command  unit  he  designates.  Instantly 
every  broadcast  station  will  be  notified 
by  automatic  reception  gear  required  un- 
der FCC  rules.  At  that  point  all  fm  and 
tv  stations  go  silent,  after  a  brief  an- 
nouncement; am  stations  also  go  off 
the  air  except  for  those  taking  part  in 
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YOUR  Q  FOR  QUALITY  In  Chicago  WNBQ  and 
WMAQ  mean  Quality  with  a  capital  Q!  And  everybody's 
handing  out  prizes  for  it  —  the  Audience  and  the  Trade.  ■ 
Chicago's  audience  votes  prizes  to  WNBQ  and  WMAQ 
every  day  .  .  .  from  early  morning  to  late  at  night.  In  tele- 
vision, WNBQ,  the  world's  first  all-color  station,  is  the  only 
network  television  station  in  Chicago  to  show  a  gain  in  total 
share  of  audience  over  the  year.*  ■  Jack  Paar  sews  up  late- 
evening  television  with  an  average  rating  of  16.1  between 
10:15  and  midnight;  28  per  cent  highex  than  the  highest 
rated  feature  film  during  this  time  period!**  ■  In  radio, 
WMAQ's  Henry  Cooke  leads  off  with  as  much  as  24  per  cent 


•ARB,  Feb.  '58  ir  Feb.  '59    ••  ARB,  Feb. '59    •••Nielsen,  Jan.  '59 


of  the  morning  audience.***  ■  Rounding  out  the  day  is  Jack 
Eigen,  the  nation's  most  imitated  interviewer,  with  as  much 
as  32  per  cent  of  the  late  night  audience!***  ■  Chicago's 
trade  votes  prizes  too!  ■  The  Chicago  Federated  Advertising 
Club,  for  instance,  awarded  the  two  stations  eight  first  places 
in  the  last  local  competition  for  programming  excellence. 
More  than  any  other  station.  ■  WMAQ  and  WNBQ  were 
the  only  Chicago  stations  cited  in  the  Broadcasting  and  TV 
Age  national  promotion  competitions.  ■  Other  national 
awards  include  citations  for  Alex  Dreier,  Clifton  Utley  and 
Len  O'Connor  for  excellence  in  news  coverage.  ■  Take 
YOUR  Q  for  success  in  Chicago . . .  take  yy||QQ  a^|^|^Q 

NBC  IN  CHICAGO  •  SOLD  BY  NBC  SPOT  SALES 


we're  proud 
of  our  boy!* 

Jimmy  Rachels,  a  senior  at  Jordan  Vocational  High  School  in  Columbus, 

Georgia,  in  his  winning  "Voice  of  Democracy"  essay  said,  in  part: 

"This,  to  me,  is  Democracy:  To  know  that  I  am  within  myself 

socially  equal  to  any  other  young  person  and  just  as  important, 

that  he  stands  as  an  equal  with  me.  It  is  to  live 

in  a  land  where  a  man  can  hold  his  head  up  high  and 

look  at  his  fellow  man,  and  be  proud— proud  of  what  he  has  the 

power  to  become  if  he  is  willing  to  work  for  his  hopes. 

In  my  teenage  world,  this  is  Democracy." 


JAMES  W.  RACHELS,  JR.  pictured  in WRBL  studios.  He  plans  to  use  his  $1 ,500  first  prize 
scholarship  next  year  to  study  religious  education  at  Mercer  University. 

*Sponsored  in  "The  Voice  of  Democracy"  competition  by 

W O      A      I      TV  CHANNEL4 
K      K     I     RAD|0  5000  WATTS 
eg  I  We  MJe  Lb  columbus,  Georgia 
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the  640  and  1240  kc  CONELRAD 
structure,  which  is  divided  into  Phase 
I  and  Phase  II  segments. 

Important  changes  in  CONELRAD 
include  a  new  "Periphery  Plan"  under 
Phase  I.  This  idea  is  simple — if  a  city 
is  knocked  out  by  the  enemy,  it  can  be 
covered  by  regional  broadcast  stations 
as  far  as  40  miles  out. 

Take  an  example:  Assume  Washing- 
ton and  Baltimore  are  knocked  out. 
Selected  stations  in  such  outlying  towns 
as  Annapolis  and  Frederick,  Md.,  and 
Warrenton  and  Fredericksburg,  Va., 
might  be  among  picked  stations  that 
could  program  an  area  of  100  miles  or 
more  in  diameter. 

FCC  has  a  way  of  programming  them 
— a  key  station  linked  by  450-455  mc 
relay  units.  And  FCC  has  many  net- 
working projects  in  the  works.  They  will 
be  as  bomb-proof  and  jam-proof  as 
possible. 

Jamming,  incidentally,  can  be  antici- 
pated in  case  of  attack.  The  enemy,  ex- 
pert at  jamming  broadcast  service 
abroad,  would  be  expected  to  send  over 
planes  loaded  with  jamming  gear  and 
high-in-the-sky  missile  jamming  is  a 
super-secret  defense  problem. 

Wide  Coverage  •  Peripheral  service 
is  based  on  a  simple  and  obvious  formu- 
la— the  fewer  the  number  of  stations, 
the  less  interference  is  created  permit- 
ting wide  coverage.  But  FCC  has  other 
tricks  in  its  kit.  A  microwave  resource 
suitable  for  disaster  networking  is  based 
on  an  industrial  reserve — 2,300  micro- 
wave stations  operated  by  pipelines  and 
other  industries.  These  are  fully  auto- 
matic, standby-equipped  and  located  for 
the  most  part  in  non-metropolitan  geog- 
raphy. 

There  are,  in  addition,  12,000  remote 
broadcast  transmitters.  FCC  has  space 
for  them  in  the  450-455  mc  band.  On 
top  of  these  are  the  tremendous  teletype 
and  voice  facilities  that  can  be  used  in 
emergencies.  Much  work  has  been  done; 
much  is  unfinished. 

Phase  II  of  CONELRAD  includes 
selected,  powerful  broadcast  stations 
that  are  operating  24  hours  a  day. 
These  volunteer  stations  could  blanket 
a  substantial  part  of  the  U.S.  with  sig- 
nals of  varying  effectiveness,  FCC  be- 
lieves. Down  the  line  at  OCDM  there's 
fear  these  stations  would  be  quickly 
knocked  out  in  case  of  attack  but  FCC 
doesn't  eo  along  with  this  thinking. 

OCDM  has  its  own  private  com- 
munications structure,  entirely  separate 
from  FCC  and  CONELRAD.  Its  com- 
munications planning  is  based  on  two 
key  projects — National  Attack  Warn- 
ing System  (NAWAS)  and  National 
Communications  System  (NACOM). 

NAWAS  is  mainly  a  wire  line  system 
tied  to  the  air  defense  command  by  a 
dial  telephone  routine.  It  reaches  276 
points. 
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NAWAS  connects  the  national  emer- 
gency location  of  OCDM  near  Wash- 
ington with  its  Battle  Creek  operation 
headquarters  plus  regional  offices  and 
state  governments.  It  is  designed  to  by- 
pass damaged  areas.  Radio  backup  is 
planned. 

NACOM  is  a  high-frequency  voice 
and  telegraph  system  connecting  OCDM 
headquarters  and  field  offices.  Hundreds 
of  state  police,  fire  station  and  other 
transmitters  are  tied  into  the  system. 
OCDM  is  happy  about  this  project  but 
the  point  has  been  made  that  local  police 
and  fire  officials  would  be  so  busy  with 
their  duties  in  time  of  disaster  that  they 
couldn't  be  bothered  monitoring  civil 
defense  information. 

OCDM  also  has  Radio  Amateur 
Communication  Emergency  Service 
(RACES)  comprising  volunteer  ham 
operators.  This  includes  thousands  of 
transmitters  but  no  provisions  to  keep 
them  manned. 

Buzzers  and  Boats  •  In  the  OCDM 
thinking  is  another  idea,  NEAR,  which 
is  based  on  the  belief  that  every  home 
should  have  a  permanent  240  cycle  buz- 
zer that  could  be  kicked  on  by  the  elec- 
tric power  company,  warning  the  home 
of  danger. 

Thinking  in  terms  of  national  catas- 
trophe, OCDM  figures  broadcast  sta- 
tions could  serve  their  areas  with  mobile 
transmitters  from  trucks  or  autos  or 
even  boats.  But  it's  not  in  a  position  to 
arrange  this  type  of  service  outside  of 
making  suggestions  through  state  or 
regional  civil  defense  offices. 

The  problems  FCC,  OCDM  and 
NIAC  are  solving  defy  imagination. 
Recently,  for  example,  the  NIAC  White 
House  liaison  group  worked  out  the 
matter  of  getting  the  President  on  the 
national  air  immediately  from  the 
White  House  or  an  emergency  location. 
The  wiring  and  relays  took  a  lot  of 
doing  though  the  idea  seemed  basic  and 
simple. 

There  are  such  items  as  manning  of 
a  national  programming  news  crew  for 
broadcasting  with  network,  wire  service 
and  other  agencies  represented.  Ideally 
in  case  of  emergency  President  and 
other  designated  federal  officials  would 
go  on  the  air  personally  with  official 
announcements.  FCC  has  set  up  an 
executive  reserve  of  broadcasters. 

The  line  of  authority  under  the  Com- 
munications Act  (Sec.  606c)  and  a  series 
of  Executive  Orders  has  been  laid  out 
as  closely  as  possible  in  recent  months. 
There's  a  lot  of  paper-work  progress — 
enough  to  keep  a  federal  court  busy  a 
long  time  if  anybody  wants  to  get  fussy 
about  the  niceties  of  interpretation.  The 
President  can  authorize  the  FCC  to 
take  over  all  broadcast  stations  "upon 
just  compensation  to  the  owners." 
Comr.  Lee  has  hinted  recently  there 
may  be  a  broadcasting  or  communica- 


tions czar — maybe  the  OCDM  director 
or  FCC  chairman  or  someone  else. 

On  His  Own  •  With  all  the  planning, 
however,  it's  easy  to  figure  a  nuclear 
holocaust  that  would  put  the  President, 
FCC,  OCDM  and  any  czar  out  of  busi- 
ness. Then  it  would  be  a  case  of  every 
broadcaster  for  himself.  Technically 
there  are  FCC  rules  against  that  sort 
of  thing,  and  the  Commission  is  con- 
sidering changes  to  take  care  of  any 
contingency. 

Planning  is  absolutely  necessary, 
everyone  familiar  with  the  problem  be- 
lieves. CONELRAD  coveK  117  sepa- 
rate radio  services  that  must  be  silenced. 
Some  parts  are  little  known  to  broad- 
casters— SCATER  for  example. 
SCATER  stands  for  Security  Control 
of  Air  Traffic  &  Electromagnetic  Radi- 
ation. Its  purpose  is  to  get  planes  out 
of  the  air  and  on  the  ground  in  an 
emergency  before  shutting  off  air  navi- 
gation aids. 

Comr.  Lee  said  broader  coverage  will 
be  provided  in  the  future  through 
judicial  choice  of  primary  and  standby 
station  operations  by  remote  control 
from  a  single  area  program  source. 
Station  sequence  cycles  in  CONELRAD 
have  been  refined.  Detailed  plans  have 
been  delivered  to  60  areas.  FCC  and 
industry  groups  are  working  with  the 
Air  Force  to  find  ways  of  giving  dis- 
creet evacuation  directions.  CONEL- 
RAD is  to  be  geared  against  submarine 
attack.  Phase  II  could  be  put  into 
operation  in  a  hurry  if  needed. 

And  Comr.  Lee  added,  "What  we 
plan  for  we  pray  we  will  never  do." 

FCC's  fm  probe 
gets  stereo  issue 

The  FCC  last  week  split  its  inquiry 
into  possible  additional  uses  of  fm  mul- 
tiplexing— initiated  last  July  8 — into 
two  phases,  ( 1 )  stereophonic  broadcast- 
ing and  (2)  all  other  uses  of  multiplex- 
ing. 

FCC  recognized  the  "keen  aware- 
ness" by  broadcasters,  equipment  man- 
ufacturers, trade  associations  and  the 
public  in  stereophonic  broadcasting  and 
called  for  comments  by  June  10  on  six 
questions  concerning  stereo.  It  also  said 
that  comments  filed  on  stereo  in  the 
rulemaking  begun  last  July  8  need  not 
be  resubmitted,  since  they  would  be 
considered.  The  original  inquiry  had 
encompassed  all  forms  of  multiplexing, 
including  stereo. 

The  FCC's  questions  for  comments 
included:  (a)  Should  stereo  broadcast- 
ing be  permitted  on  a  regular  basis  and 
if  so  should  it  be  a  broadcast  service 
to  the  general  public  or  available  only 
:  on  a  subscription  basis?  (b)  What  qual- 
ity and  performance  standards,  if  any, 
should  be  applied  to  stereo  multiplex- 
ing? (c)  Should  specific  sub-carrier  fre- 
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quencies  be  allocated  to  stereo?  (d) 
Should  present  main  channel  quality 
and  performance  standards  be  relaxed 
beyond  that  already  permitted  for  sub- 
sidiary communications  (non-broad- 
cast) operations  to  accommodate 
stereo?  (e)  What  transmission  standards 
should  be  adopted  regarding  cross-talk 
between  the  main  channel  and  stereo- 
phonic sub-channel?  (f)  Should  fm 
broadcast  stations  airing  stereo  be  re- 
quired to  use  a  compatible  system 
which  allows  listeners  tuned  to  the 
main  channel  to  hear  an  aurally  bal- 
anced program? 

IN  HOME  STRETCH 
Boston  ch.  5  hearing 
approaches  last  stage 

The  court-remanded  rehearing  of  the 
Boston  ch.  5  case  was  tentatively  con- 
cluded last  week  following  testimony 
by  Assistant  Attorney  General  Victor 
R.  Hansen,  head  of  the  Justice  Dept.'s 
Antitrust  Div.;  Washington  attorney 
Warren  E.  Baker,  former  FCC  general 
counsel,  and  Maurice  Simon,  stock- 
holder in  the  Boston  Herald  Traveler 
(WHDH),  one  of  the  four  applicants. 

Counsel  for  the  Herald  Traveler,  the 
other  three  applicants — Massachusetts 
Bay  Telecasters  Inc.,  Greater  Boston  Tv 
Corp.  and  Allen  B.  DuMont  Labs — and 
intervenor  Boston  Globe  were  to  in- 
dicate by  last  weekend  whether  they 
want  to  call  other  witnesses.  If  not,  the 
record  was  to  be  closed  today  (March 
16),  with  proposed  findings  and  con- 
clusions tentatively  scheduled  for  April 
20  and  oral  argument  May  1. 

DuMont,  which  earlier  had  said  it 
would  insist  on  testimony  by  former 
Secretary  of  Commerce  Sinclair  Weeks 
on  discussions  of  the  ch.  5  case  with 


him  by  some  of  the  parties,  said  last 
week  it  would  forego  calling  Mr.  Weeks 
if  no  new  witnesses  are  called  by  others. 
Counsel  for  the  Globe  and  the  four 
applicants  were  pondering  the  record 
last  week  to  see  if  they  wanted  addi- 
tional witnesses. 

The  ch.  5  case  is  being  reheard  by 
Special  Hearing  Examiner  Horace  Stern 
under  mandate  from  the  U.S.  Appeals 
Court  for  the  District  of  Columbia  is- 
sued last  July.  The  court  ordered  a  re- 
hearing to  determine  if  there  were  im- 
proper influences  or  ex  parte  contacts 
which  would  disqualify  one  or  more 
FCC  members  from  voting  in  the  Com- 
mission's April  1957  grant  of  ch.  5  to 
the  Herald  Traveler. 

What  Hansen  Said  •  Antitrust  chief 
Hansen's  testimony  last  week  cor- 
roborated his  proposed  testimony  of- 
fered in  written  form  the  week  before 
(Broadcasting,  March  9)  concerning 
(1)  his  telephone  conversation  on 
March  28,  1957,  with  former  FCC 
Chairman  George  C.  McConnaughey 
concerning  a  Justice  investigation  of 
antitrust  allegations  against  the  Herald 
Traveler  by  the  Globe,  and  (2)  a  meet- 
ing the  day  before  by  Mr.  Hansen  and 
former  Attorney  General  Herbert 
Brownell  with  Robert  B.  Choate,  pub- 
lisher of  the  Herald  Traveler. 

Mr.  Hansen  said  he  told  Mr.  McCon- 
naughey in  effect  that  while  Justice  did 
not  have  sufficient  evidence  to  bring 
an  antitrust  suit  against  the  Herald 
Traveler,  the  investigation  would  be 
continued.  Mr.  McConnaughey  had 
testified  that  Mr.  Hansen  told  him 
Justice  had  closed  the  case  and  that  the 
Globe  charges  could  not  be  dignified 
as  a  complaint.  In  his  testimony  last 
week  on  the  latter  point,  Mr.  Hansen 
said  he  had  told  Mr.  McConnaughey  no 
such  thing. 

Mr.  Hansen  denied  that  Mr.  Choate 
was   told   at   the   meeting   with  Mr. 


Brownell  and  himself  that  Justice  had 
"nothing  against  you,"  as  quoted  by 
Mr.  Choate  in  testimony  last  year  be- 
fore the  House  Legislative  Oversight 
Subcommittee  regarding  the  Globe 
charges.  But  Mr.  Hansen  (and  Judge 
Stern)  felt  Mr.  Choate  could  have  mis- 
interpreted statements  by  the  Justice 
officials  on  the  status  of  the  Justice 
probe. 

Mr.  Hansen  said  Justice  opened  its 
probe  Feb.  4,  1957,  completed  it  Nov. 

4,  1957,  and  closed  the  case  Jan.  10, 
1958,  investigating  not  only  the  Globe 
charges  but  other  information  from 
various  sources.  The  FBI  had  entered 
the  investigation  in  August  1957. 

Gave  No  Advice  •  The  antitrust 
head  said  that  he  gave  Mr.  McCon- 
naughey no  advice  on  what  he  should 
do  or  how  he  should  vote  in  the  ch.  5 
case,  but  merely  apprised  him  of  the 
status  of  the  Justice  probe.  He  said  he 
felt  Justice  had  a  right  to  act  independ- 
ently of  what  the  FCC  decided  on  ch. 

5,  pointing  to  the  recent  Supreme  Court 
decision  in  the  NBC-Westinghouse 
Broadcasting  Co.  case  (Broadcasting 
March  2). 

Mr.  Hansen  denied  that  on  Feb.  12, 
1957,  Justice's  investigation  was  in  its 
'final  stages."  A  letter  from  then  Dep- 
uty Attorney  General  William  P. 
Rogers  to  Sen.  Leverett  Saltonstall 
(R-Mass.)  dated  March  5,  1957 — not 
yet  introduced  into  the  record  as  of  late 
last  week— had  stated  that  as  of  Feb. 
12  Justice's  "preliminary  inquiry"  was 
in  its  "final  stages." 

Mr.  Simon,  under  subpoena  by  Du- 
Mont, testified  on  his  purchase  of 
Herald  Traveler  stock  between  Febu- 
ruary  and  December  1957,  saying  he 
and  an  associate  bought  a  little  more 
than  $100,000  worth  of  stock  during 
this  period  because  the  price  was  down 
and  stockbrokers  and  friends  had  ad- 
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was  an  innocent  speculator 
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Q: 


A: 


What  radio  station  do  you  listen  to 
most  of  the  time  during  the  day? 

WWDC,  said  16.7%  of  the  Washington  "day -at-homes' 
at  whom  PULSE  fired  the  question.  Our  closest  compe- 
tition was  almost  a  whole  percentage  point  away. 


This  daylight  supremacy,  plus  many  other  areas  of  WWDC  leader- 
ship in  the  Washington,  D.C.,  metropolitan  market,  are  revealed  in 
a  special  qualitative  survey  conducted  by  PULSE.  For  the  full 
report,  write  Station  WWDC  or  ask  your  Blair  man  for  a  copy  of 
"Personality  Profile  of  a  Radio  Station."  It's  profitable  perusing! 


Washington 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 

P.S.  The  regular  PULSE  for  January  showed  WWDC  in  first  place 
for  the  eighth  consecutive  month  with  18.8%  share  of  total  audience, 
6  A.M.  to  midnight  —  2.5  percentage  points  ahead  of  the  pack! 
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vised  him  the  stock  would  "bounce 
back." 

He  said  he  shared  office  space  in 
Boston  with  George  Rabb,  brother  of 
Secretary  to  the  Cabinet  Max  Rabb, 
but  didn't  discuss  his  purchases  with 
either  brother  except  to  tell  George 
Rabb  he  had  bought  Herald  Traveler 
stock  along  with  other  securities.  He 
said  he  didn't  talk  with  any  Herald 
Traveler  officials  until  the  summer  of 
1958. 

Baker's  Source  •  Mr.  Baker  said  that 
as  FCC  general  counsel  it  was  his  duty 
to  maintain  liaison  with  Justice  and 
other  government  agencies  and  depart- 
ments. He  said  he  drafted  for  Mr. 
McConnaughey's  signature  an  answer 
to  an  inquiry  from  Chairman  Emanuel 
Celler  (D-N.Y.)  of  the  House  Anti- 
trust Subcommittee  concerning  the  Bos- 
ton ch.  5  case.  Before  writing  the  let- 
ter, he  said,  he  made  a  routine  check 
with  Justice  and  was  told  Mr.  Hansen 
and  Mr.  McConnaughey  had  had  a  tele- 
phone talk  March  28,  1957.  He  then 
went  to  Mr.  McConnaughey  to  get  in- 
formation to  supply  Rep.  Celler  and 
was  told  Justice  had  indicated  it  didn't 
have  enough  evidence  to  institute  a 
suit  against  the  Herald  Traveler.  After 
drafting  the  letter  about  April  5,  Mr. 
Baker  said,  he  left  Washington  for  sev- 
eral days  and  thus  did  not  talk  again 
to  Justice  staff  people  until  after  the 
letter  was  signed  by  Mr.  McCon- 
naughey and  mailed  April  15,  1957. 

He  said  he  didn't  discuss  the  Globe 


charges  with  any  member  of  the  FCC, 
nor  discuss  questions  of  law  or  fact  with 
Justice  or  FCC  members. 

The  former  FCC  general  counsel 
acknowledged  it  was  his  duty  to  pre- 
pare statements,  testify  and  advise  FCC 
members  in  Commission  appearances 
on  Capitol  Hill  legislation.  Thus,  while 
he  performed  these  tasks  in  the  FCC's 
presentation  on  a  House  bill  to  prevent 
FCC  discrimination  against  newspapers 
in  comparative  cases,  he  did  not  dis- 
cuss with  FCC  members  any  pending 
individual  cases  to  which  such  a  bill 
might  be  applicable,  he  said.  (The  FCC 
had  opposed  the  bill  on  grounds  the 
Commission  did  not  discriminate,  but 
merely  considered  newspaper  ownership 
in  weighing  the  media  diversification 
factor,  among  others,  in  making  grants.) 

Court  reverses  grant 
to  KALF  (TV)  Alliance 

The  FCC  erred  in  dismissing  peti- 
tions by  KSTF  (TV)  Scottsbluff,  Neb., 
to  intervene  in  the  proceeding  which 
resulted  in  the  June  1958  grant  of  ch. 
13  to  KALF  (TV)  at  Alliance,  Neb., 
the  U.  S.  Court  of  Appeals  for  the 
District  of  Columbia  said  last  week  in 
reversing  the  FCC  grant  and  ordering 
a  new  hearing. 

The  court  also  ordered  a  hearing  on 
allegations  by  KSTF  (ch.  10)  that 
KALF  sold  stock  without  registering 
it  with  Securities  &  Exchange  Com- 
mission and  made  false  and  mislead- 


ing statements  to  the  public  in  selling 
capital  stock,  violating  state  laws. 

KSTF  had  been  a  competing  appli- 
cant for  ch.  13  but  in  September  1957 
told  the  FCC  it  would  withdraw  if  it 
received  an  FCC  grant  to  enlarge 
KSTF  facilities  to  cover  more  of  the 
Alliance  area,  40  miles  away.  A  few 
days  later  KSTF  filed  to  "intervene"  on 
economic  injury  grounds.  The  FCC 
granted  the  KSTF  enlargement  in  Oc- 
tober 1957  and  dismissed  its  ch.  13 
application.  In  February  1958  the  FCC 
denied  KSTF's  petition  to  intervene 
and  in  June  1958  granted  ch.  13  to 
KALF,  denying  another  petition  by 
KSTF  to  intervene  and  dismissing 
KSTF's  allegations  about  KALF's 
stock  issues  on  grounds  they  were 
moot. 

The  court  said  KSTF's  petition  to 
"intervene"  was  a  misnomer;  the  sta- 
tion was  not  asking  to  become  a  party 
but  already  was  one  and  the  petition 
merely  set  forth  another  basis  for  in- 
terest. "Obviously,  the  loss  of  one  basis 
for  interest  [dismissal  as  an  applicant] 
would  not  destroy  the  other  and,  despite 
its  loss,  he  would  remain  a  party  to  the 
proceeding." 

In  denying  KSTF's  first  petition  in 
February  1958  the  FCC  had  held 
KSTF  could  not  occupy  the  role  of  both 
applicant  and  party  claiming  economic 
injury  and  that  since  the  station  had 
been  granted  expanded  facilities  in  Oc- 
tober 1957  and  its  application  for  ch. 
13  dismissed,  it  was  no  longer  a  party. 


PROGRAMMING. 


BMI  READY  TO  CLOSE  LICENSE  FILE 

Only  a  few  radio  holdouts;  CBS  switches  to  per-program  basis 


All  networks,  all  tv  stations  and  all 
but  "a  handful"  of  radio  stations  have 
renewed  their  licenses  with  Broadcast 
Music  Inc.,  BMI  President  Carl  Haver- 
lin  announced  last  week. 

There  was  one  notable  change,  how- 
ever. For  the  first  time  in  BMI  history, 
a  network,  CBS  radio,  elected  to  take 
a  per-program  rather  than  a  blanket 
license.  CBS  officials  said  they  did  so 
because  a  careful  study  indicated  "sub- 
stantial" savings  would  result.  They 
said  the  shortened  programming  sched- 
ule under  the  network's  new  Program 
Consolidation  Plan  did  not  motivate 
the  decision,  that  they  would  have  taken 
a  per-program  license  in  any  case. 

Per-program  license  holders  pay  only 
on  periods  where  BMI  music  is  used. 
Blanket  licenses,  held  by  all  but  a  few 


stations  and  by  all  other  networks,  per- 
mit a  licensee  to  use  as  little  or  as  much 
BMI  music  as  he  wishes,  all  for  the 
same  fee.  Current  licenses  expired  last 
Wednesday  (March  11),  so  renewals 
were  from  that  date. 

Variations  •  There  were  some  dif- 
ferences among  networks  as  to  length 
of  the  new  contracts.  NBC  and  ABC 
signed  for  five-year  renewals  of  blanket 
licenses  for  their  tv  networks  and  three- 
year  blanket  renewals  for  their  radio 
networks.  Mutual,  despite  other  prob- 
lems currently  facing  it  (see  page  118). 
signed  a  five-year  blanket  renewal.  CBS 
signed  a  three-year  blanket  renewal  for 
its  television  network;  its  radio  network 
contract,  still  in  the  drafting  stage,  is 
for  five  years  but  on  the  per-program 
basis. 


All  station  renewals,  including  those 
of  network  owned-and-operated  sta- 
tions, were  for  five  years,  Mr.  Haverlin 
reported. 

He  said  all  tv  stations  and  3,325 
radio  stations — all  but  about  50,  he 
reported — had  already  renewed  their 
old  contracts,  virtually  all  of  them  on 
a  blanket  basis.  About  30  of  the  re- 
maining 50,  he  said,  have  indicated 
they  intend  to  renew. 

Ranges  •  Blanket  radio  license  fees 
range  from  0.75%  of  net  time  sales 
for  stations  in  lower  billing  classifi- 
cations up  to  1.2%  for  those  billing 
$100,000  and  more.  As  a  practical 
matter,  since  none  of  them  bills  less 
than  $100,000,  radio  networks  pay  at 
the  1.2%  rate  for  blanket  licenses. 

Per  program  licenses  for  radio  range 
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SPARTANBURG-GREENVILLE  SUPERMARKET 

AS  SHOWN  BY  U.  S.  CENSUS  POPULATION  MAP 


WSPA-TV 
TOWER 
1182  Ft.  Above 
Average  Terrain 


f4  Urbanized  Areas    •  Places  of  25,000    •  Places  of  10,000  to  25,000   •  Places  of  2,500  to  10,000  •  Places  of  1,000  to  2,500 


IHE  "Greenville-Spartanburg  Metropolitan  Area"  now  being  considered  in  Wash- 
I  ington  for  recognition  by  the  Federal  Committee  on  Standard  Metropolitan  Areas 
has  an  estimated  population  of  375,000.  It  would  rank  60th  in  U.  S.  metropolitan  areas. 
The  above  map  shows  this  concentration  of  population.  Within  75  miles  of  the  WSPA-TV 
antenna  on  Paris  Mountain,  six  miles  from  Greenville  as  indicated  by  arrow,  there  are 
1,788,361  people.  This  is  a  larger  population  than  in  a  similar  area  around  Atlanta, 
Birmingham,  New  Orleans,  Houston,  Miami  and  other  major  cities. 


TENN 


N.C 


SPARTANBURG 
,.  tvtaitw     •  GREENVILLE  •,••■•> 


WSPA-TV  with  its  antenna  on  Paris  Mountain  is  at 
the  very  core  of  the  magic  Piedmont  Industrial  Circle. 
The  Channel  7  RCA  12-Bay  antenna  is  1182  feet  above 
average  terrain  and  2209  feet  above  sea  level.  Height 
and  location  enables  WSPA-TV  to  blanket  the  Spartan- 
burg-Greenville Supermarket  with  the  best  television 
picture. 


WSPA-TV  IS  NEAREST  THE  PEOPLE  AND 
SERVES  THEM  BEST  WITH  CBS. 


WSPA-TV 


AM 


F  M 


T  V 


SPARTANBURG,   S.  C 


FOR  FURTHER  DETAILS,  CONTACT: 

GEORGE  P.  HOLLINGBERY  COMPANY 


WSPA-TV  IS  THE  ONLY  CBS,  VHF  STATION 

SERVING  THE  SPARTANBURG-GREENVILLE  SUPERMARKET 
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We  need  a  new  approach . 


"Maybe  the  approach  in  that  article  I  read  might  work.  It  has  some  intriguing 
aspects.  Of  course  the  problem  that  company  faced  isn't  exactly  the  same. 
But  with  a  slight  twist  the  basic  idea  might  be  adapted  and  it  could  give  us  just 
the  edge  we  need  to  beat  the  competition." 

Today's  battle  for  the  attention  of  top  management  is  fiercely  competitive  .  .  . 
the  constant  winner  is  ideas.  Top  minds  respond  to  ideas  that  provoke  and 
demand  action.  This  is  the  basic  principle  upon  which  the  editorial-in-depth  of 
Printers'  Ink  is  based.  The  principle  of  exploring,  channeling,  developing  ideas 
that  produce  results.  Consider  the  climate  afforded  by  this  kind  of  media,  in 
which  ideas  generate  immediate,  intense  interest,  and  action. 

PRINTERS'  INK 

BECAUSE     IDEAS     ARE     AN     EXECUTIVE'S     MAIN  BUSINESS 


PRINTERS'  INK 


BECAUSE     IDEAS     ARE     AN     EXECUTIVE'S     MAIN  BUSINESS 


"It's  pretty  obvious  that  the  tempo  in  marketing  has  stepped  up  sharply  in 
the  past  few  years.  This  means  that  everyone  in  our  organization  must  be 
on  his  toes  to  keep  up  with,  and  ahead  of  competition. 

"Marketing  information  as  thoroughly  revealed  through  articles  in  Printers' 
Ink  is  one  means  of  keeping  in  touch  with  these  changes.  Hence,  I  personally 
make  it  a  point  to  include  PI  in  my  selective  list  of  reading.  Series  like  the 
recent  one  on  distribution  are  required  reading  in  the  sphere  that's  most 
important  to  me  and  our  business." 


Lee  H.  Bristol  Sr.,  Chairman 


Bristol-Myers  Company 


KEY    PRINTERS'     INK     READERS     AT    BRISTOL-MYERS  COMPANY 

Lee  H.  Bristol,  Sr.,  Chairman  •  William  M.  Bristol,  III,  President,  Bristol-Myers  Products  Div.  •  Lee  H.  Bristol,  Jr., 
PR  Dir.,  Bristol-Myers  Products  Div.  •  Robert  B.  Brown,  Exec.  V.P.  Bristol-Myers  Company  •  J.  R.  Burrows,  Sales 

•  Bruce  J.  Cokeley,  Product  Mgr.  •  John  Cookson,  Product  Mgr.,  Bristol-Myers  Products  Div.  •  Ida  B.  Crawford,  Dir. 
Educ,  Bristol-Myers  Products  Div.  •  Michael  K.  Doherty,  Product  Mgr.,  Bristol-Myers  Products  Div.  •  John  Eastman, 
Product  Mgr.,  Bristol-Myers  Products  Div.  •  Harry  Fletcher,  Dir.  Sales,  Bristol-Myers  Products  Div.  •  Donald  S. 
Frost,  V.P.,  Dir.  of  Adv.,  Bristol-Myers  Products  Div.  •  Edward  Gelsthorpe,  V.  P.,  Dir.  Mktg.,  Bristol-Myers  Products 
Div.  •  Grace  Kennedy,  Adv.  Mgr.,  Bristol-Myers  Products  lnt'l  •  John  Kennedy,  Product  Mgr.,  Bristol-Myers  Products 
Div.  •  F.  R.  McBrien,  President,  Bristol-Myers  Co.,  Canada,  Ltd.  •  James  L.  Macwithey,  PR  Dir.,  Bristol-Myers 
Company  •  Edmund  W.  Morris,  Product  Mgr.,  Bristol-Myers  Products  Div.  •  James  Morrow,  Sales  •  John  Nicholas, 
Product  Mgr.,  Bristol-Myers  Products  Div.  •  Clayton  J.  Rohrbach,  Product  Mgr.,  Bristol-Myers  Products  Div. 

•  Frederic  N.  Schwartz,  President,  Bristol-Myers  Company  •  John  Tyner,  Product  Mgr.,  Bristol-Myers  Products  Div. 

•  Richard  K.  Van  Nostrand,  Product  Mgr.,  Bristol-Myers  Products  Div.  •  Roger  K.  Whitman,  Bristol-Myers  Products 
Div.  •  Alfred  A.  Whittaker,  Dir.  Mitt.  Res.,  Bristol-Myers  Products  Div. 

Partial  Alphabetical  Listing 


AGENCIES 

SERVING 
BRISTOL-MYERS  COMPANY 


Agency 


Agency's  Total  Annual  Billings*     Printers'  Ink  Readers* 


BATTEN,  BARTON 
DURSTINE  8c  OSBORN,  INC. 

$208,700,000 

64.29% 

BURDICK  &  BECKER,  INC. 

$2,933,847 

83% 

DOHERTY,  CLIFFORD. 
STEERS  &  SHENFIELD,  INC. 

$23,200,000 

76.92% 

NOYES  &  SPROUL,  INC. 

$5,000,000+ 

93% 

YOUNG  ft  RUBICAM,  INC. 

$225,000,000 

5253% 

t  Printers'  Ink  mail  survey  of  O/lieers,  Department  Heads,  Account 
Executives  as  published  in  Standard  Advertising  Register. 

*As  verijied  with  agency 


ASCAP  treaty  talks  go  on 


All-Industry  negotiators  continued 
their  discussions  with  ASCAP  repre- 
sentatives last  week  in  an  effort  to 
work  out  details  implementing  the 
broad  agreement  already  reached  on 
new  ASCAP  music  licenses  to  re- 
place those  that  expired  Dec.  31. 

The  broad  agreement,  reached 
March  4  in  sessions  conducted  under 
the  sponsorship  of  Judge  Sylvester 
J.  Ryan  of  the  U.S.  Court  for  the 
Southern  District  of  New  York 
(Broadcasting,  March  9),  is  known 
to  involve  a  reduction  in  payments 
as  compared  to  the  old  contracts,  but 
the  exact  formula  must  be  worked 
out  by  the  All-Industry  and  ASCAP 
negotiators.  Spokesmen  for  the  All- 
Industry  Radio  Music  License  Com- 


mittee, which  has  the  financial  sup- 
port of  some  685  radio  stations, 
expressed  confidence  that  final  terms 
would  be  reached  amicably.  When 
this  is  done,  the  committee  will  rec- 
ommend acceptance,  but  it  will  be 
up  to  the  stations  individually  to  de- 
cide whether  to  accept  or  reject  the 
terms. 

The  All-Industry  committee,  head- 
ed by  Robert  T.  Mason  of  WMRN 
Marion,  Ohio,  and  its  counsel, 
Emanuel  Dannett,  conferred  last 
Thursday  with  Herman  Finkelstein, 
ASCAP  counsel.  It  was  not  expected 
that  further  sessions  would  be  held 
until  after  this  week's  NAB  conven- 
tion, of  which  Mr.  Mason  is  co- 
chairman. 


from  2Vi  %  of  receipts  from  programs 
using  BMI  music  up  to  4%  at  the 
$100,000-and-over  level — the  level  at 
which  CBS  Radio  will  pay.  In  addi- 
tion, the  per-program  license  carries  a 
charge  amounting  to  0.723%  of  card 
rate  for  sustaining  programs  (the 
blanket  license  has  no  sustaining  fee). 

TV  licenses  with  BMI  are  at  fees 
10%  below  the  radio  rates. 

Committee  Recommended  •  The 
All-Industry  Radio  Music  License 
Committee,  after  negotiations  with  BMI 
earlier  this  year,  recommended  that 
stations  accept  BMI's  offer  of  five-year 
renewals  (Broadcasting,  Feb.  2).  This 
committee,  headed  by  Robert  T.  Mason 
of  WMRN  Marion,  Ohio,  also  has  been 
negotiating  with  ASCAP  for  new  con- 
tracts to  replace  those  that  expired  last 
Dec.  31  and  has  reached  broad  agree- 
ment with  the  society,  although  details 
remain  to  be  worked  out  (see  box 
above). 

The  approximately  50  BMI  radio 
station  licenses  which  had  not  been 
renewed  as  of  last  Thursday  were 
described  as  held  up,  in  most  cases, 
by  "mechanical"  snags. 

BMI  officials  acknowledged  that 
some  stations  protested  BMI's  require- 
ment that  program  logging  be  done  at 
station  expense,  but  they  said  these 
protests  were  no  heavier  this  time  than 
in  past  years  and  probably  were  fewer. 

MGM-TV sells  NBC-TV 

In  a  $2.5  million  deal,  MGM-TV  will 
produce  Jeopardy  as  a  one-hour  filmed 
crime  anthology  series  for  NBC-TV. 
The  new  agreement  marks  the  second 
sale  of  an  MGM-TV  property  to  the 
network  (Northwest  Passage  was  sold 
last  season).  The  new  film  series  is  set 
for  scheduling  next  season. 
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AFM  wins  round  one 
in  trust  fund  fight 

Hollywood  musicians  who  are  suing 
the  American  Federation  of  Musicians 
in  an  attempt  to  upset  AFM's  trust 
fund  operations  and  divert  royalty  and 
wage  increase  payments  to  the  work- 
ing musicians  have  suffered  a  major  set- 
back. Last  Tuesday  (March  10)  ludge 
Clarence  L.  Kincaid  of  the  Los  Angeles 
Superior  Court  knocked  out  the  plain- 
tiffs' claim  for  damages  which  account 
for  some  $13  million  of  the  $15  mil- 
lion suit,  filed  in  November  1956  on 
behalf  of  some  6,000  musicians  em- 
ployed in  making  phonograph  records. 

Judge  Kincaid  upheld  the  objection 
of  AFM  attorneys  that  members  of 
AFM,  an  incorporated  association,  can- 
not sue  the  association  for  damages,  as 
that  in  effect  would  be  suing  them- 
selves. Attorneys  for  the  plaintiffs  were 
granted  a  delay  until  March  24  to  seek 
a  review  of  the  ruling  by  the  District 
Court  of  Appeal. 

Remaining  in  this  action  is  some  $2 
million  in  recording  wage  increases 
which  AFM  and  the  employers  agreed 
were  to  be  paid  into  the  trust  funds  but 
which  the  plaintiffs  are  seeking  to  ob- 
tain for  the  individual  working  musi- 
cians. These  funds  were  impounded  by 
the  court  under  control  of  a  receiver. 
Similar  suits,  covering  AFM  contracts 
for  work  in  films  made  for  tv,  in  royalty 
payments  for  theatrical  films  sold  for 
tv  exhibition  and  for  electrical  tran- 
scriptions, are  still  awaiting  trial. 

Judge  Kincaid  also  upheld  a  second 
AFM  objection  and  ruled  that  when 
the  trial  resumes  it  will  be  before  a 
judge  only,  without  a  jury. 


 EQUIPMENT 

&  ENGINEERING— 

Tiny  'Nuvistor'  tube 
introduced  by  RCA 

RCA's  Electronic  Tube  Div.,  Har- 
rison, N.J.,  last  Wednesday  (March  11) 
displayed  its  "new  look  in  electron 
tubes,"  the  Nuvistor,  in  a  presentation 
at  the  Park  Sheraton  Hotel  in  New 
York.  Development  of  the  thimble- 
sized  Nuvistor  was  cited  as  a  major 
breakthrough  in  tube  size,  performance, 
power  drain  and  reliability.  The  ad- 
vancement came  about,  RCA  said, 
through  the  use  of  new  materials,  new 
processes  and  new  techniques. 

Among  the  demonstrations  Wednes- 
day was  a  completely  "Nuvistorized" 
tuner  unit  of  a  television  set  in  opera- 
tion. The  experimental  tuner  is  re- 
portedly the  smallest  ever  designed  for 
tv  receivers  and  reduces  the  over-all 
volume  of  conventional  tube  tv  tuner 
units  by  approximately  one-third.  In 
addition  to  the  tube's  advantages  for 
entertainment  equipment  uses,  Nuvis- 
tors  will  offer  more  compact  and  ef- 
ficient electronic  equipment  for  defense 
and  industry,  said  D.  Y.  Smith,  vice 
president-general  manager,  tubes. 

Mr.  Smith  announced  that  develop- 
mental Nuvistor  samples  will  be  fur- 
nished within  the  next  few  months  to 
interested  electronics  laboratories  and 
equipment  manufacturers.  Small-signal 
triodes  and  tetrodes  will  be  offered  at 
first,  and  later  it's  expected  beam  power 
tubes  will  be  provided.  Limited  com- 
mercial production  of  Nuvistors  is  plan- 
ned to  start  in  the  first  half  of  1960. 

Features  highlighted  at  the  preview: 
elimination  of  mica  support  discs  or 
spacers  through  use  of  a  strong  ceramic 
base-wafer  as  a  platform  for  erection 
of  the  tube  electrode  assemblies,  cylin- 
drical symmetry  and  cantilever  con- 
struction permitting  use  of  accurate  jigs 
for  assembly,  brazing  of  assembly  for 
strain-free  structure,  high-temperature 
processing  resulting  in  super-clean  struc- 
ture, lugs  indexed  for  easy  insertion 
into  tube  socket,  high-temperature  op- 
eration and  no-glass  construction. 


Nuvistor:  fits  into  an  ordinary  thimble 
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Advertisers 

•  Harold  C.  Stuart,  attorney  and 
president-chairman  of  board,  South- 
western Sales  Corp.,  owner  and  operator 
of  KVOO  Tulsa,  Okla.,  elected  to 
board  of  directors  of  Greyhound  Corp. 

•  John  J.  Shaw  elected  v.p.  in  charge 
of  marketing  of  Bon  Ami  Co.,  N.Y. 

•  William  M.  Stedman,  advertising 
director  of  American  Home  Products 
Corp.  for  17  years,  has  retired.  He  wiU 
continue  in  consultative  capacity.  Ken- 
neth R.  Baumbusch,  Mr.  Stedman's 
assistant,  will  handle  major  details  of 
Mr.  Stedman's  job  but  it  is  understood 
no  one  will  be  appointed  his  successor. 

•  John  L.  Remillard,  formerly  assist- 
ant account  executive  of  BBDO,  to 
Miles  Products,  division  of  Miles  Labs, 
as  product  manager  of  One-a-Day  vita- 


Agencies 

•  Robert  W.  Dailey, 
formerly  v.p.  of  Mc- 
Cann  -  Erickson, 
named  executive  v.p. 
of  Cunningham  & 
Walsh's  west  coast 
operations  and  gen- 
eral manager  of  its 
San  Francisco  office. 
Mr.  Dailey  replaces 
Jerome  J.  Cowen,  who  returns  to 
C&Ws  New  York  office. 


Mr.  Dailey 


•  Lewis  H.  Happ,  Frederick  C.  Maine 
and  David  J.  Wasko  elected  v.p.'s  of 
Geyer,  Morey,  Madden  &  Ballard  Inc., 
N.Y.  Mr.  Happ  formerly  was  media  di- 
rector of  Geyer  Adv.,  Mr.  Wasko  had 
been  assistant  to  president  of  Morey, 
Humm  &  Warwick.  Mr.  Maine  former- 
ly was  copy  chief  of  MH&W. 

•  Harold  J.  Grainger,  account  super- 
visor and  director  of  San  Francisco 
marketing  department,  Compton  Adv., 
elected  v.p. 

•  Willard  C.  Mackey  Jr.,  and  Don- 
ald G.  Gill,  account  executives  at  Sul- 
livan, Stauffer,  Colwell  &  Bayles  Inc., 
named  v.p.'s. 

•  Emile  Frisard,  copy  group  head, 
Compton  Adv.,  N.Y.,  elected  v.p.  and 
appointed  assistant  creative  director. 

•  Marshall  Clark,  v.p.  of  Ketchum, 
MacLeod  &  Grove,  N.Y.,  elected  di- 
rector. 

•  Ralph  W.  Bugli,  special  projects  di- 
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rector  of  Doremus  &  Co.'s  public  rela- 
tions division,  N.Y.,  promoted  to  v.p. 

•  Lin  wood  G.  Lessig,  account  execu- 
tive of  Al  Paul  Lefton  Inc.,  N.Y.,  named 
v.p.  in  charge  of  technical  advertising. 

•  Charles  Bennett  Straus  Jr.,  for- 
merly v.p.  of  Cunningham  &  Walsh,  has 
joined  Sudler  &  Hennessey  Inc.,  N.Y., 
as  executive  assistant  to  president  and 
director  of  consumer  division. 

•  Robert  M.  Hixson,  president  of  Hix- 
son  &  Jorgensen,  L.A.,  for  25  years, 
retires  from  agency  and  as  principal  of 
company  but  will  continue  as  consul- 
tant. Kai  Jorgensen,  board  chairman, 
adds  duties  of  president. 

•  Earle  R.  Dugan,  Fred  Rhode  and 
Daniel  J.  Sullivan,  all  account  super- 
visors in  Foote,  Cone  &  Belding's  Chi- 
cago office,  elected  v.p.'s  Mrs.  Shirley 
Polykoff  Halperin,  New  York  copy 
supervisor,  also  elected  v.p. 

•  Carl  H.  Sigler,  v.p.  in  charge  of 
merchandising  at  Gordon  Best  Co.,  Chi- 
cago, announces  resignation,  effective 
May  15. 

•  Norman  Heyne,  formerly  partner  of 
Wesley,  Heyne  &  Cuca,  Chicago,  to 
Christiansen  Adv.,  that  city,  as  v.p.  in 
charge  of  radio-tv. 

o  Raymond  Browne,  senior  writer, 
Victor  A.  Bennett  Co.,  N.Y.,  promoted 
to  v.p.  and  creative  head. 

•  Desmond  Kennedy,  formerly  ac- 
count executive  in  Grant  Adv.'s  Johan- 
nesburg (South  Africa)  office,  to  head 
new  Grant  office  in  Durban,  South 
Africa.  Leigh  J.  Brown,  formerly  as- 
sistant art  director  of  Kenyon  &  Eck- 
hardt,  Detroit,  to  art  staff  of  Grant's 
Detroit  office.  Leonard  E.  Vis,  for- 
merly regional  sales  supervisor  of 
Quaker  Oats  Pan  American  Inc..  to 
agency's  international  department. 

•  Joseph  H.  Vaamonde,  assistant  man- 
ager of  Young  &  Rubicam's  San  Juan, 
P.R.,  office  past  two  years,  appointed 
manager  of  agency's  Mexico  City  office. 

•  Gene  De  Gaine,  office  manager  and 
chief  accountant  of  Van  der  Boom, 
Hunt,  McNaughton  Inc.,  L.A.,  pro- 
moted to  treasurer. 

•  Hal  Dickens,  formerly  v.p.  in 
charge  of  merchandising,  Edward  H. 
Weiss  &  Co.,  Chicago,  to  Tatham-Laird, 
that  city,  as  merchandising  counsellor. 
Art  Watson,  Weiss  account  executive, 
also  to  T-L  in  similar  capacity. 

•  Howard  G.  Myers,  formerly  of  Wall 


Street  Journal,  to  Boylhart,  Lovett  & 
Dean  Inc.,  L.A.,  as  copy  chief. 

•  Charles  Lee  Hutchtngs,  creative 
director  of  McCann-Erickson,  L.A.,  to 
copy  chief  at  Donahue  &  Coe  Adv., 
L.A.  Buxton  Lowry,  who  has  held 
that  position,  has  been  given  leave  of 
absence  for  extended  tour  of  Europe. 

•  Donald  C.  Zuehlsdorff,  formerly 
of  Curtis  &  Burgis,  Detroit,  to 
Ketchum,  MacLeod  &  Grove,  Pitts- 
burgh, as  account  executive. 

•  Donald  D.  Douglass  to  Charles  F. 
Hutchinson  Inc.,  Boston,  as  account 
executive. 

•  William  D.  Samuels,  formerly  of 
W.S.  Walker  Adv.,  as  account  execu- 
tive, to  Pittsburgh  office  of  Erwin 
Wasey,  Ruthrauff  &  Ryan,  as  account 
executive  on  H.K.  Porter  account. 

•  John  J.  McClean  Jr.,  formerly  of 
McCann-Erickson  as  senior  account 
executive,  to  C.J.  LaRoche  &  Co.,  N.Y., 
as  account  executive  on  Revlon. 

•  James  E.  Calhoun,  formerly  account 
executive  of  KAND  Corsicana,  Tex., 
to  open  his  own  advertising  firm  in 
Corsicana  April  1. 

•  Jerry  Samuelsohn,  formerly  senior 
director  of  WCAU-TV  Philadelphia,  to 
Wermen  &  Schorr  Inc.,  that  city,  as 
producer-director  in  radio-tv  depart- 
ment. 

•  Hoyt  Allen,  formerly  executive 
producer  in  charge  of  all  Procter  & 
Gamble  tv  production  at  Benton  & 
Bowles,  N.Y.,  to  Foote,  Cone  &  Beld- 
ing,  N.Y.,  as  tv  commercial  production 
supervisor. 

•  Paul  H.  Smith,  formerly  promotion 
director  of  KIRO-AM-FM-TV  Seattle, 
Wash.,  to  Honig-Cooper,  Harrington  & 
Miner,  that  city,  as  publicity  director. 

•  Charles  Reichblum,  formerly  head 
of  his  own  advertising  art  studio  in 
Pittsburgh,  named  director  of  radio-tv 
of  MARC  &  Co.,  that  city.  Norman 
Slemenda,  with  agency  since  last  year, 
named  art  director. 

•  Robert  Recht,  former  owner  of  Rex 
Furniture  Stores  in  Southern  California, 
has  re-opened  his  advertising  agency  at 
1680  N.  Vine  St.,  Hollywood.  Phone: 
Hollywood  2-1157. 

•  Lawrence  D.  Reedy,  formerly  of 
Abbott  Kimball  Co.,  to  headquarters 
staff  of  American  Assn.  of  Advertising 
Agencies  for  two  month  period. 

Networks 

•  Robert  Claver,  producer  and  head 
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THE 
REGAL 
RECIPROCAL 
TV  PLAN 


YOUR  UNSOLD  TIME  IS  WORTH  MONEY 

When  the  broadcast  day  is  done  "tomorrow's" 
unsold  time  becomes  "yesterday's"  unsold  time. 
Regal's  Reciprocal  TV  Plan  puts  purchasing 
power  behind  "yesterday's  unsold  time"  by 
contracting  with  stations  today  on  a  NO  CASH 
BASIS  (taking  time  instead  of  dollars). 
Regal  stands  ready  to  foot  the  bill  for  any  film 
entertainment.  We'll  even  assume  the  station's 
obligation  already  established  for  anything 
already  purchased  in  exchange  for  "Cash 
Credits"  for  the  use  of  time  on  your  station 
spread  over  a  three  year  period.  This  becomes 
possible  through  Regal's  unique  method  of 
operation  because  Regal's  clients  can  readily 
absorb  up  to  ten  million  dollars  worth  of  time. 
Presently  they  are  on-the-air  100  times  a  day 
in  nearly  200  markets.  Use  the  REGAL 
RECIPROCAL  TV  PLAN  to  purchase  anything 
of  value  by  putting  your  unsold  time  to  work 
with  the  full  purchasing  power  of  earned 
dollars.  Regal  also  trades  regularly  on  a 
cash  basis  for  its  many  packages  when 
stations  prefer  to  deal  this  way. 
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REGAL  CONVENTION  SPECIAL  I 

Zooming  back  to  Chicago  from  somewhere  in  outer  space  and  shattering  sales  records 
in  major  markets  is  the  lovable,  laughable  and  exciting  COLONEL  BLEEP  and  en- 
tourage  —  as  timely  as  the  Vanguard  IV  in  orbit ! 


78  Half  Hours 

234  Quarter  Hours 

390  Five-minute  Segments 


100  Fun-Packed  full  color 
outer  space  cartoons  in 
combination  with  390  Bleep 
Questions  for  programming 

SPECIAL   MERCHANDISING   AND   PROMOTION  ASSISTANCE    •  FREE  PRIZES 
ADDED  SELF-LIQUIDATING    PRIZES    WITH    STRONG   AUDIENCE  APPEAL  IF  DESIRED. 

Available  to  quality  Stations  on  REGAL'S  NO  CASH  BASIS. 

Pay  for  this  record  breaking  entertainment  package  with  your  unsold  time. 
Prepared  to  schedule  time  over  two  and  three  year  period. 
Meet  the  unearthly  Oom-A-Gog,  a  7-foot  robot,  and  Colonel  Bleep  from  outer  space 
sharing  earthly  quarters  with  the  live  Stanley  Grayson,  Regal's  Director  of  Station  Re- 
lations, and  equally  live  and  kicking  Sidney  Barbet,  Regal's  Film  V.P.  They  will  give 
you  all  the  details  and  set  the  schedules  for  you  at  the  Sheraton  Towers  during  Conven- 
tion time  in  Chicago.  Audition  prints  available  for  your  Station's  Staff  after  Convention. 


SPECIALISTS  IN  TV  AND  RADIO  TIME 

Regal  Advertising  Associates  Corp.  concentrates  its 
entire  effort  on  generating  desirable  TV  and  radio 
time  for  its  clients.  The  full  impact  of  the  entire 
Regal  organization  is  placed  behind  this  single 
purpose :  to  become  specialists —  experts,  if  you  will 
—  in  this  dynamic  medium.  Our  underlying  two- 


fold purpose  is  to  serve  stations  in  their  entertain- 
ment requirements  and  clients  in  their  time  needs. 
We  are  completely  staffed  with  researchers,  time 
buyers,  film  and  station  relation  personnel,  to  render 
the  maximum  of  service  to  station  and  client  alike. 

WRITE,  WIRE   OR   TELEPHONE  —  ANYTIME! 


REGAL  ADVERTISING  ASSOCIATES  CORP.  specialists  in  TV  and  radio  time 

575  LEXINGTON  AVENUE  •  NEW  YORK  22,  N.Y. 
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Mr.  Corcoran 


writer  of  CBS-TV's  Captain  Kangaroo, 
has  resigned  to  produce  forthcoming 
Jimmie  Rodgers  Show  on  NBC-TV.  No 
replacement  for  Mr.  Claver  has  been 
set  on  Kangaroo  staff. 

•  Charles  E.  Corco- 
ran, since  August 
1957,  facilities  man- 
ager for  RCA  build- 
ing, in  charge  of  all 
live  studio  operations, 
appointed  manager, 
videotape,  film  and 
kinescope  operations 
for  NBC-TV. 

•  Charles  Kuralt,  CBS  News  report- 
er-contact, N.Y.,  named  CBS  News  cor- 
respondent, assigned  to  New  York. 
Marvin  Kalb,  currently  CBS  News 
writer,  replaces  Mr.  Kuralt.  Replacing 
Mr.  Kalb  is  Richard  Richter,  for  3Vi 
years  assistant  city  editor  of  New  York 
World-Telegram  &  Sun. 

Stations 

•  Arthur  M.  Tolchin,  v.p.  of  WMGM 
New  York,  elected  v.p.  of  Loew's 
Theatres  Inc.  in  charge  of  station. 

•  Robert  S.  Hix,  for- 
merly general  manag- 
er of  KOA  Denver, 
to  KHOW,  that  city, 
in  similar  capacity. 
Mr.  Hix  was  previ- 

I  ously  executive  v.p. 
MHwtfj&B  and  general  manager 
1  of  KRES  St.  Joseph, 
Mo.  Other  KHOW 
Harker  Spensley  and 
formerly  salesmen  of 
KOA,  named  local  sales  manager  and 
account  executive,  respectively. 

•  Joseph  T.  Conway,  national  sales 
manager  of  WIBG-AM-FM  Philadel- 
phia, appointed  national  radio  sales  and 
merchandising  manager  of  all  seven 
Storer  Broadcasting  Co.  stations. 
George  U.  Lyons,  account  executive 
of  WJPK-TV  Detroit,  named  midwest 
sales  manager  for  radio-tv,  Storer  sta- 
tions, effective  March  30. 

•  Robert  M.  Hanes,  68,  banker,  in- 
dustrialist and  director  of  Piedmont 
Publishing  Co.  (WSJS  -  AM  -  FM  -  TV 
Winston-Salem,  N.C.),  died  March  10 
in  Winston-Salem  hospital.  Mr.  Hanes 
gained  prominence  in  many  fields,  was 
with  Economic  Cooperation  Adminis- 
tration, once  president  of  American 
Bankers  Assn. 

•  Jay  B.  Sondheim,  formerly  of 
WLYH-TV  Lebanon,  Pa.,  to  KTVW 
(TV)  Seattle-Tacoma,  Wash.,  as  sales 
manager. 

•  Bill  Walker,  promotion  manager  of 
WFGA-TV  Jacksonville,  Fla.,  named 


Mr.  Hix 

appointments: 
Lynn  Reed, 


regional  sales  manager.  Jerry  Allen, 
assistant  in  advertising  and  promotion 
department,  succeeds  Mr.  Walker  as 
promotion  manager. 

•  Lou  Torok,  formerly  part  owner  of 
KCAP  Helena,  to  KMSO-TV  Missoula, 
both  Montana,  as  local  sales  manager. 

•  Jess  Land,  formerly  sales  manager  of 
KGEE  Bakersfield,  Calif.,  to  KIKK, 
that  city,  as  general  manager. 

•  Daniel  Diener,  formerly  v.p.  of  Leo 
M.  Bernstein  &  Co.,  Washington,  D.C., 
named  v.p.  and  general  manager  of 
WUST-AM-FM,  that  city. 

•  R.W.  (Bill)  Burden,  formerly  gen- 
eral manager  of  KWIK  Pocatello,  to 
KEEP  Twin  Falls,  both  Idaho,  as 
owner-manager.  Bill  Adelstein,  for- 
merly sales  manager,  replaces  Mr. 
Burden  as  general  manager  of  KWIK. 

•  Robert  J.  Brown,  49,  commercial 
manager  of  WTAG  Worcester,  Mass., 
died  March  11  in  Fairlawn  Hospital, 
Worcester,  where  he  was  under  treat- 
ment for  heart  condition. 

•  Clayton  Kaufman,  director  of  sales 
promotion  of  WCCO  Minneapolis-St. 
Paul,  appointed  director  of  expanded 
sales  promotion  and  research  depart- 
ment. 

•  Ed  Walters,  sales  representative  of 
WFMF  (FM)  Chicago,  promoted  to 
sales  manager.  Sy  Nelson  named 
WFMF  program  director. 

©  William  D.  Pabst,  v.p.  and  general 
manager  of  KTVU  (TV)  Oakland-San 
Francisco,  elected  president  of  Cali- 
fornia Broadcasters  Assn.,  succeeding 
George  Whitney,  v.p.  and  general 
manager  of  KFMB-AM-TV  San  Diego. 
Other  CBA  officers:  William  E. 
Goetze,  KFSD-AM-FM-TV  San  Di- 
ego, first  v.p.;  Arthur  Westlund, 
KRE-AM-FM  Berkeley,  v.p.  for  radio; 
Clark  George,  KNXT  (TV)  Los  An- 
geles, v.p.  for  tv,  and  M.F.  Woodling, 
KHSL-TV  Chico,  secretary-treasurer. 

•  Allan  W.  Cameron  named  general 
manager  of  Dartmouth  College's 
WDCR  Hanover,  N.H.  Other  appoint- 
ments: Roger  J.  Schulz,  program  di- 
rector; Frank  R.  Greenberg,  business 
manager,  and  Don  B.  Knapp,  technical 
director. 

•  Erwin  J.  (Tiny)  Markle  resigns  as 
air  personality  and  v.p.  in  charge  of 
programming  of  WAVZ  New  Haven, 
Conn. 

•  W.C.  (Dub)  Estes  appointed  com- 
mercial manager  and  personnel  director 
of  KBEC  Waxahachie,  Tex.,  succeed- 
ing Leon  (Chuck)  Joslin,  effective 
April  1.  Mr.  Joslin  joins  Paul  Jones 


Electric  Co.,  Hobbs,  N.M.,  in  sales 
post. 

•  Harold  K.  Carpenter,  58,  account 
executive  of  KNX  Los  Angeles  and 
Columbia  Radio  Pacific  Network,  died 
March  10  of  cerebral  hemorrhage. 

•  Floyd  Kalber,  newscaster  of  KMTV 
(TV)  Omaha,  adds  duties  of  director 
of  public  relations.  Jim  Roberts,  news- 
man, promoted  to  news  editor. 

•  Karl  Haas,  founder  and  president  of 
Chamber  Music  Society  of  Detroit, 
named  director  of  fine  arts  of  WJR 
Detroit,  effective  May  1. 

•  Judd  A.  Choler,  formerly  promo- 
tion manager  of  WFMY-TV  Greens- 
boro, N.C.,  to  WCAU-TV  Philadelphia 
as  sales  promotion  director. 

•  Ruth  Musser,  office  manager  of 
WMCA  New  York,  elected  to  newly- 
created  post  of  operations  supervisor. 
Rita  L.  Garner,  formerly  assistant  ad- 
vertising-promotion manager  of  Asso- 
ciated Artists  Productions,  named  sales 
development  manager. 

»  Guy  S.  Harris,  formerly  program 
manager  of  KDKA-AM-FM  Pitts- 
burgh, to  WERE-AM-FM  Cleveland  as 
program  director. 

•  Joe  O'Neill,  program  director  of 
KVOO  Tulsa,  Okla.,  named  director  of 
newly-created  department  of  produc- 
tion and  recording. 

•  J.  Stanley  Probst  is  now  assistant 
to  Thomas  F.  McNulty,  president  of 
WWIN  Baltimore,  Md.  Broadcasting 
last  week  (March  9)  incorrectly  listed 
station  as  WINN  Baltimore. 

Representatives 

•  Lon  E.  Nelles,  formerly  account  ex- 
ecutive of  WGN  Chicago,  to  Harring- 
ton, Righter  &  Parsons  Inc.,  that  city, 
in  similar  capacity. 

•  Ransom  Y.  Place  Jr.,  formerly  of 
WHEN-TV  Syracuse,  to  New  York 
sales  staff  of  Young  Television  Corp. 
Gust  J.  Theodore,  formerly  of  Young 
&  Rubicam  as  media  buyer,  to  Young's 
Chicago  sales  staff. 


Programming 


Mr.  Pearson 


•  John  E.  Pearson, 
previously  sales  rep- 
resentative of  Sterling 
Films  Ltd.,  Canada, 
named  sales  manager 
of  Independent  Tele- 
vision Corp.'s  newly- 
created  Canadian  of- 
fices, to  open  shortly 
in  Toronto. 


•  John  P.  Rohrs,  formerly  v.p.  and 
midwest  sales  manager  of  Bernard 
Schubert  Inc.,  film  producer-distribu- 
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JT  Points  out  proudly 
A  momentous  occasion. 

There's  a  NEW  Foreground  Sound 
For  consumer  persuasion. 


In  Greater  Los  Angeles, 
hundreds  of  thousands 
of  radio  dials 
are  tuned 

to  a  vibrant  new  sound. 

It's  the  fresh,  animated 
Foreground  Sound  of 
Radio  93,  KHJ,  Don  Lee. 


This  important  development 
adds  an  entirely  new  dimension 
to  selling  with  radio. 
Its  bright,  new  appeal 
is  geared  to  reach 

the  entire  adult  buying  population 
in  America's  2nd  Market 
with  a  compelling,  dynamic  sound 
that  will  keep  them  tuned 
to  Radio  93  throughout  the  day. 


Hearing  is  believing. 


KHJ 

RADIO 

LOS  ANGELES 

13X3  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


Listen  to  it! 


tor,  and  v. p.  of  Gross-Krasne,  appoint- 
ed sales  manager  of  Walter  Schwimmer 
Inc.,  Chicago-based  production-distri- 
bution firm. 

•  Robert  A.  Monroe,  western  division 
manager  of  World  Broadcasting  System 
Inc.,  promoted  to  general  sales  man- 
ager; H.  E.  (Mike)  Gurney,  most  re- 
cently with  KOFY  San  Mateo,  Calif., 
replaces  Mr.  Monroe;  John  S.  Murphy, 
formerly  owner  and  president  of 
WROD  Daytona  Beach,  Fla.,  named 
sales  manager  of  World  and  assistant 
to  Mr.  Monroe;  Hal  Tunis,  with  World 
past  two  years,  named  spot  sales  man- 
ager; Dick  Crane,  World  sales  execu- 
tive in  Memphis,  promoted  to  southern 
division  manager;  Jim  McKnight,  for- 
merly sales  executive  at  WDAY  Fargo, 
N.D.,  named  midwestern  division  man- 
ager, headquartering  in  Minneapolis. 

•  Harry  Goldstone,  formerly  head  of 
Famous  Pictures  Film  Exchange,  N.Y., 
to  sales  staff  of  United  Artists  Assoc., 
as  account  executive  in  southern  ter- 
ritory, covering  Alabama,  Georgia  and 
Florida. 

•  William  E.  Huston,  formerly  na- 
tional sales  manager  of  MPO  Televi- 
sion Films  Inc.,  to  Filmways  Inc.  as 
director  of  international  sales. 

•  Philip  Frankel,  formerly  of  Trans- 
film  Inc.,  as  unit  manager  and  assistant 
director,  to  Klaeger  Film  Productions, 
N.Y.,  as  assistant  director. 

•  Lou  Costello,  52,  who  with  retired 
Bud  Abbott  formed  comedy  team  that 
was  top  motion  picture  and  tv  attrac- 
tion for  25  years,  died  March  3  follow- 
ing heart  attack  in  Los  Angeles. 

•  Robert  Brennen,  formerly  of  Lewin, 
Williams  &  Saylor,  and  Jay  Berkson, 
formerly  of  WDSM-TV  Duluth,  to  sales 
staff  of  California  National  Produc- 
tions, Victory  Program  Sales  Division, 
to  cover  New  England  and  Minnesota- 
Wisconsin  areas,  respectively.  Robert 
Schultz,  formerly  of  Shamus  Culhane 
Productions  and  Frank  O'Driscoll. 
previously  of  Telestar  Films  and  Guild 
Films,  added  to  sales  staff  as  eastern 
and  midwestern  representatives,  re- 
spectively. 

Equipment  &  Engineering 

•  Richard  E.  Krafve 
has  resigned  as  v. p.  of 
Ford  Motor  Co., 
Dearborn,  Mich.,  to 
become  group  v.p.- 
commercial  of  Ray- 
theon Manufacturing 
Co.,  Waltham,  Mass. 
Mr.  Krafve  will  direct 
and  coordinate  activi- 
ties of  Raytheon  divisions  engaged  in 
manufacture  and  distribution  of  com- 
mercial and  industrial  products. 


Mr.  Krafve 


•  Vincent  Barreca  was  elected  execu- 
tive v.p.  of  Admiral  Corp.,  succeeding 
John  B.  Huarisa,  resigned.  Also 
named:  Thomas  J.  Lloyd,  v.p.  in 
charge  of  government  electronics;  L.  H. 
Moos,  president  of  Midwest  Mfg. 
Corp.,  and  Stuart  D.  Brownlee, 
president  of  Canadian  Admiral  Corp., 
two  Admiral  subsidiaries. 

•  Stewart  Edgerton,  formerly  con- 
troller of  Chicago  Parts  Depot,  Ford 
Motor  Co.,  appointed  v.p.  and  con- 
troller of  Shure  Bros,  (electronic  com- 
ponents, hi-fi  equipment),  Evanston,  111. 

•  Andre  G.  Clavier,  who  retired  as 
v.p.  and  technical  director  of  ITT  Labs, 
Nutley,  N.J.,  appointed  scientific  ad- 
visor to  Labs'  president. 

•  James  S.  Knowlson,  75,  board 
chairman  of  Stewart-Warner  Corp.  and 
pioneer  in  electronics  equipment,  died 
following  heart  attack  March  6.  Mr. 
Knowlson  joined  S-W  in  1934  and 
served  as  president  from  1939-54.  He 
was  co-founder  of  Speedway  Mfg.  Co. 
and  also  member  of  Hoover  Commis- 
sion as  well  as  chairman  of  Commerce 
Dept.'s  business  advisory  council. 

Allied  Fields 

•  Franklin  H.  Craf,  v.p.,  A.C.  Niel- 
sen Co.,  N.Y.,  named  executive  v.p. 
and  director. 

•  John  C.  Gilmore,  v.p.  of  Com- 
munity Club  Services  Inc.,  N.Y.,  ap- 
pointed president,  succeeding  Joseph 
B.  Mathews.  William  M.  Carpenter, 
secretary-treasurer,  also  named  execu- 
tive v.p.  Messrs.  Gilmore  and  Carpenter 
have  acquired  controlling  interest  in 
company. 

•  Lr.  Gen.  Floyd  L.  Parks  (U.S. 
Army,  ret.),  63,  formerly  chief  of 
Army  Public  Information  Div.,  died 
of  cancer  March  10  in  Washington, 
D.C.  Gen.  Parks,  quoted  as  saying, 
"Don't  forget  radio  and  run  fast  to 
catch  up  with  television,"  during  his 
tenure  as  public  information  chief,  re- 
tired from  the  army  in  1956  to  become 
executive  director  of  National  Rifle 
Assn.,  post  he  held  until  his  death. 

•  Jackson  Lee,  formerly  general  man- 
ager of  WDBF  Delray  Beach,  Fla.,  to 
Paul  H.  Chapman  Co.,  Atlanta,  Ga., 
media  brokers,  as  associate. 

•  Robert  G.  Doder,  legislative  staff 
writer  of  United  Press  International, 
appointed  manager  of  St.  Paul  (Minn.) 
bureau. 

•  George  A.  Willey,  assistant  profes- 
sor of  speech  and  drama  at  Stanford 
U.,  named  director  of  university's 
radio-tv  institute,  summer  session  be- 
ginning its  17th  season  this  summer. 


Mr.  Pelzer 


•  Bernard  H.  Pel- 
zer, formerly  account 
executive  of  ABC 
Radio,  to  Radio  Press 
Inc.,  N.Y.,  new 
"voiced"  news  syndi- 
cate for  radio  stations, 
as  administrative  di- 
rector. Mr.  Pelzer 
was  also  with  Benton 


&  Bowles  and  NBC. 

•  Karl  A.  Smith,  55,  formerly  com- 
munications lawyer  of  Hogan  &  Hart- 
son,  Washington,  D.C,  law  firm,  was 
found  shot  to  death  in  his  Washington 
apartment  March  8.  Mr.  Smith,  who 
retired  last  year,  had  been  in  failing 
health.  His  death  was  ruled  suicide  by 
deputy  coroner. 

•  William  H.  Borghesani  Jr.,  for- 
merly attorney  in  special  radio  services 
bureau,  FCC,  joins  Dow,  Lohnes  & 
Albertson,  Washington,  D.C,  law  firm. 
Other  new  associates:  Keith  E.  Put- 
brese,  graduate  of  U.  of  Iowa  Law 
School;  Norman  C.  Paulson,  graduate 
of  George  Washington  Law  School; 
John  P.  Sullivan,  and  V.  Baker 
Smith,  both  graduates  of  Georgetown 
Law  School. 

Government 

•  Bernard  Strassburg,  with  FCC 
since  1943  and  for  past  year  chief  of 
telephone  division  of  common  carrier 
bureau,  appointed  assistant  chief  of 
common  carrier  bureau,  effective  upon 
approval  by  Civil  Service  Commission. 

©  David  C.  Williams,  53,  CONEL- 
RAD  counsel  and  former  legal  assistant 
to  FCC  Comr.  Robert  E.  Lee,  died 
March  12  in  Washington,  D.C,  after 
suffering  heart  attack  two  days  pre- 
viously. Mr.  Williams,  admitted  to 
D.C.  bar  in  1935,  served  as  Capitol 
Hill  secretary  and  in  U.S.  District 
Court  for  D.C,  and  is  survived  by  his 
wife,  son  and  three  daughters. 

International 

•  Harry  Sedgwick, 
64,  who  retired  as 
president  of  CFRB 
Toronto  last  month 
due  to  ill  health 
(Week's  Headlin- 
ers,  Feb.  2),  died 
March  7  in  Toronto 
General  Hospital.  Mr. 
Sedgwick  was  found- 
er and  past  president  of  Canadian  Assn. 
of  Radio  &  Tv  Broadcasters.  He  was 
also  v.p.  of  CKLW  Windsor-Detroit. 
He  is  survived  by  his  wife,  Nena  Mar- 
tin; daughter,  Mrs.  Kenneth  C.  Mars- 
den;  brother,  Joseph,  former  counsel  of 
Canadian  Assn.  of  Broadcasters:  broth- 
er, William,  and  two  sisters. 


Mr.  Sedgwick 
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more 


NBC-ABC 


CHANNEL 
3 


SHREVEPORT 
LOUISIANA 


Folks  just  naturally  take  cover  during 
Shreveport's  long  hot  summers.  .You'll 
find  them  enjoying  TV  in  their 
air-conditioned  homes. 

And  Nielsen  #3  Survey  says  more  of  them 
—1,292,550— stay  tuned  to  Channel  3 
—  KTBS-TV—  in  this  four-state  market 
that  now  ranks  71st  in  America. 


Get  the  complete  Coverage  and  Ratings  story  from 
your  PETRY  MAN. 


E.  Newton  Wray,  President  and  General  Manager 


BROADCASTING,  March  16,  1959 


SEC.  315:  JOURNALISM  BODY  BLOW 

Dr.  Stanton  says  FCC  ruling  poses  threat  to  modern  democracy 


FCC's  extension  of  the  Communica- 
tions Act's  equal-time  requirement  to 
newscasts  was  branded  by  CBS  Presi- 
dent Frank  Stanton  last  week  as  "per- 
haps the  most  severely  crippling  deci- 
sion ever  to  be  handed  down  with 
regard  to  broadcast  journalism." 

In  a  militant  speech  prepared  for  de- 
livery Saturday  at  the  annual  confer- 
ence of  CBS-TV  affiliates  in  Chicago, 
Dr.  Stanton  said  the  decision  posed 
"very  serious  implications  not  only  for 
[television]  but  for  the  whole  question 
of  the  effective  working  of  democracy 
under  the  pressure  of  modern  life." 

Promising  to  fight  the  ruling  through 
the  courts  if  necessary,  he  said: 

"If  upheld,  the  decision  will  have 
two  inevitable  results.  One  will  be  an 
immediate  practical  effect  on  news 
broadcasting  that  can  abridge  radically 
both  the  usefulness  of  radio  and  tele- 
vision to  our  society  and  their  total 
freedom  as  media.  The  second  will  be 
to  set  loose  a  thoughtless  quantitative 
theory  governing  the  role  of  journalism 
in  a  democracy  that  can  be  described 
only  as  a  wholesale  negation  of  prin- 
ciples that  have  been  safeguards  and 
supports  of  our  democracy  from  its 
beginnings." 

The  decision  he  attacked — and  he 
said  he  attacked  it  only  insofar  as  it 
applied  Sec.  315  to  newscasts,  although 
he  felt  Sec.  315  in  any  case  is 
"an  abomination" — was  one  in  which 
FCC  held  that  Lar  Daly,  a  perennial 
candidate  who  was  seeking  both  Re- 


Stanton:  declares  war  on  Section  315 


publican  and  Democratic  nominations 
for  mayor  of  Chicago,  was  entitled  to 
time  equal  to  that  given  Mayor  Richard 
Daley  and  another  candidate  in  news 
broadcasts  (Broadcasting,  Feb.  23). 

"Make  no  mistake  about  it,"  Dr. 
Stanton  declared.  "The  Daly  decision, 
for  all  practical  purposes,  makes  it  a 
mathematical  impossibility  for  broad- 
casting to  report  any  political  cam- 
paign in  its  own  way  and  take 
advantage  of  its  own  technical  capabili- 
ties." 

To  furnish  all  24  Presidential  and 
Vice  Presidential  candidates  in  the  last 
election  with  time  equal  to  that  given 
the  candidates  of  the  two  major  parties, 
he  estimated,  would  have  required  "2,- 
238  minutes,  some  38  hours,  or  ap- 
proximately 20%  more  than  all  the 
time  spent  by  all  our  television  network 
newscasts  on  all  the  news." 

Dr.  Stanton's  speech  was  scheduled 
for  the  Saturday  luncheon  of  the  CBS- 
TV  affiliates  annual  meeting,  expected 
to  attract  more  than  350  affiliate  and 
network  executives.  He  headed  a  roster 
of  speakers  which  was  scheduled  to  in- 
clude CBS-TV  President  Louis  G. 
Cowan  and  other  top  officials  during 
the  two-day  meeting  at  the  studios  of 
CBS-owned  WBBM-TV  Chicago. 

Dr.  Stanton  said  he  had  intended  to 
discuss  the  need  for  more  fundamental 
information  on  what  the  American 
public  thinks  of  television  and  for  bet- 
ter informing  the  public  about  tele- 
vision— that  on  this  subject  "we  are 


Cowan:  says  CBS-TV  still  is  leader 


convinced  that  we  are  beyond  the  stage 
where  talking  does  any  further  good 
and  we  are  going  to  act."  But,  he  said, 
the  Daly  ruling  held  "commanding 
urgency"  and  therefore  took  prece- 
dence. "We  will,  instead,  be  reporting 
to  you  in  the  fairly  near  future  in 
closed  circuit  presentations  and  other 
ways,  our  plans  more  fully  to  inform 
the  public,"  he  asserted. 

FCC's  Daly  decision,  he  charged, 
"attempts  to  substitute  a  senseless 
mathematical  formula  for  the  respon- 
sibility of  news  editors  in  handling  the 
news  of  political  campaigns.  I  am  firmly 
convinced  that  if  we  are  deprived  of 
this  responsibility,  we  have  opened  the 
door  to  all  kinds  of  invasions,  restric- 
tions and  harassments  of  our  news 
function." 

Going  further,  he  saw  the  ruling 
as  one  that  "spawns  a  monstrous  idea 
in  a  democratic  society — the  idea  that 
quantitative  mechanics  are  more  im- 
portant than  the  qualitative  considera- 
tions of  the  degree  to  which  people  are 
informed  during  the  critically  important 
period  of  election  campaigns  ...  At 
no  time  in  the  democratic  experience 
is  a  fully  informed  people  more  im- 
portant than  in  making  their  electoral 
decisions  .  .  .  We  are  now  witnessing 
the  introduction  of  the  revolutionary 
idea  that  informing  the  people  is  a  sec- 
ondary matter." 

Dr.  Stanton  held  that  the  public 
clearly  would  "unleash  a  fury  of  pro- 
tests on  any  station  or  network"  that 


Robinson:  has  program  aces  up  sleeve 
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AN  EXCITING  NEW  STATION 
DELIVERING  SATURATION 

COVERAGE  OF 
METROPOLITAN  NEW  ORLEANS 


CHANNEL  13 

ABC  Television  in  New  Orleans 
"THE  BEST  VIEW  IN  TOWN" 


Owned  and  Operated  by 

NEW  ORLEANS  TELEVISION  CORPORATION 

Represented  Nationally  by 

WEED  TELEVISION  CORPORATION 


New  York,  Chicago,  Detroit,  Atlanta,  Dallas,  Boston,  San  Francisco,  Los  Angeles 
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MORE  PEOPLE  LISTEN 


TO  THE  6:00  P.M.  NEWS 
MONDAY— FRIDAY..... 


WCKY. . 


than  to  any  other  program  on  any  other  station  in  Cincinnati 

Exactly  699,500"  listeners  per  week 


"More  people  listen  to  the  6 
PM  News  on  WCKY  than  to 
any  other  program  on  any 
other  station  in  Cincinnati — 
699,500  people." 

We  didn't  say  it— Nielsen  did 
in  the  November-December 
1958  report.  We've  always 
known  that  Cincinnati  de- 
pends on  WCKY  for  news 
because  WCKY  is  first  and 
fast.  Whenever  news  breaks, 
WCKY  is  there  with  news 
tapes  and  on-the-spot  broad- 
casts with  the  WCKY  News- 
mobile.  If  it's  news,  it's  heard 
first  on  WCKY,  and  Cincin- 
nati knows  it! 

,  .  .  Your  sales  can  make  news 
too.  Call  Tom  Welstead  at 
WCKY'S  New  York  Office, 
or  AM  Radio  Sales  in  Chi- 
cago and  on  the  West  Coast. 
They'll  tell  you  about  the 
sales-power  of  WCKY'S 
News — 33  times  daily. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


tried  to  use  newscasts  unfairly  in  a 
political  campaign.  "The  Daly  deci- 
sion," he  said,  "not  only  distrusts  the 
broadcasters  as  journalists;  it  distrusts 
them  as  businessmen,  implying  that 
they  would  not  have  the  sense  to  see 
the  fatal  dangers  of  playing  politics 
with  the  medium." 

Moreover,  he  argued,  if  this  ruling 
stands  it  might  be  extended  in  prin- 
ciple to  printed  journalism:  "A  case — 
utterly  outrageous  yet  no  more  out- 
rageous than  the  Daly  ruling — could 
be  made  for  the  notion  that  if  a  maga- 
zine or  a  newspaper  has  a  partially 
subsidized  circulation  through  mailing 
rates,  and  records  the  words  of  one 
political  candidate,  then  the  other  can- 
didate should  be  entitled  to  equal 
space." 

The  decision,  he  continued,  "tells  the 
broadcasters  the  conditions  under  which 
they  can  report  campaigns — indeed  in 
a  quantitative  sense  even  the  contents  of 
the  news  programs.  I  say  flatly  that  you 
cannot  have  any  such  halfway,  crip- 
pling conditioned  freedom  of  the  press 
in  America.  Once  the  idea  is  established 
that  the  contents  of  news  programs  can 
be  tampered  with,  restricted,  harassed, 
controlled  or  regulated  by  a  govern- 
mental agency  in  any  medium  during  a 
political  campaign,  you  open  up  a  pan- 
dora's box  that  can  bring  all  kinds  of 
harassments  and  restrictions. 

"The  idea  must  be  knocked  down 
now.  It  must  be  knocked  down  decisive- 
ly. It  ought  to  be  knocked  down  unan- 
imously." 

More  Meetings  •  In  other  sessions 
Saturday  and  Sunday  the  affiliates  were 
slated  to  hear  progress  reports,  plans 
and  operations  discussions  by  key  net- 
work officials.  The  two-day  meeting 
was  to  open  Saturday  morning  with 
greetings  from  C.  Howard  Lane  of 
KOIN-TV  Portland,  Ore.,  chairman  of 
the  affiliates  association,  and  CBS-TV 
Network  President  Louis  G.  Cowan. 

Mr.  Cowan  planned  to  review  CBS- 
TV  network  progress  generally  and  to 
assure  the  affiliates  that  "we  have  con- 
tinued to  maintain  and  advance  for  the 
fourth  consecutive  year  our  position  of 
leadership  in  the  industry." 

His  speech  told  the  group  that  since 
the  current  season  started  last  October 
"we  have  gathered  the  largest  average 
nighttime  and  daytime  audiences  of  any 
network,"  and  that  "of  11  new  pro- 
grams we  have  introduced  this  season 
eight  have  ranked  first  in  their  time 
periods"  while  "more  than  50%  of  the 
new  programs  introduced  by  the  other 
two  networks  ranked  last  in  their  re- 
spective time  periods." 

"Fundamentally,"  he  said,  "our  pri- 
mary concern  as  broadcasters  must  in- 
volve the  quality  of  our  program  prod- 
uct locally,  regionally  and  nationwide. 

This,  after  all,  is  the  life  blood  of 


television.  In  this  area  I  believe  that 
we  as  a  network  have  firm  ground  for 
optimism.  Certainly  this  is  indicated 
by  the  advertisers'  expression  of  faith  in 
the  future  stability  of  our  program  pol- 
icy and  by  our  continuing  hold  on  the 
major  attention  of  the  television  audi- 
ence." 

Hubbell  Robinson  Jr.,  programming 
vice  president,  was  prepared  to  em- 
phasize that  television  is  "a  mass  me- 
dium" and  that  programs  for  the  "culti- 
vated mind,"  while  important,  represent 
"the  peripheral  job,  not  the  main 
chance."  CBS-TV's  programming,  he 
said,  is  aimed  at  hitting  "the  big  bulls- 
eye  right  in  the  center." 

Upcoming  •  While  30-60  days  will  be 
needed  to  complete  next  season's  pro- 
gram plans,  Mr.  Robinson  said,  some 
of  the  shows  will  include:  The  Blue 
Men,  story  of  two  New  York  police- 
men, which  will  replace  Gale  Storm  Sat- 
urdays at  9  p.m.  EST.  Twilight  Zone, 
exploring  "that  area  of  man's  experi- 
ence which  is  startling,  unpredictable 
and  sometimes  unexplainable"  also  will 
be  added  and  is  already  sold,  though  he 
did  not  name  the  advertisers. 

Without  going  into  details  he  said  a 
spectacular  every  week  for  40  weeks, 
at  the  same  time  on  the  same  night,  was 
being  developed  as  a  projcet  "which  we 
believe  can  be  as  important,  as  revolu- 
tionary, as  startling  as  Playhouse  90 
when  we  first  launched  that  series." 

Among  other  programs  being 
planned,  he  said,  are  Dennis  the  Men- 
ace, Peck's  Bad  Girl,  The  Wonderful 
World  of  Little  Julius,  and  Countdown. 
The  last  named,  he  said,  is  an  hour 
show  which  will  deal  with  the  space 
world  and  will  be  slotted  at  7:30  p.m. 
Tuesdays  in  an  effort  to  overtake  the 
competition  in  that  period.  Another 
hour-long  show,  which  he  did  not  dis- 
close, is  planned  for  Wednesdays  at 
7:30. 

Mr.  Robinson  said  CBS-TV  current- 
ly has  1031/2  daytime  quarter-hours 
sold  as  compared  to  104  a  year  ago— 
and  predicted  that  sales  will  run  ahead 
in  the  next  three  months. 

He  said  the  biggest  morning  prob- 
lem is  Morning  Playhouse  at  10-10:30, 
and  that  this  will  be  replaced  by  On  the 
Go,  a  new  program  featuring  Jack 
Lin'kletter,  at  a  date  to  be  determined. 
He  called  for  greater  station  clearance, 
which  he  said  is  one  of  the  problems 
of  the  10  a.m.  period. 

He  also  reported  that  a  new  sales 
plan  has  been  devised  for  Captain 
Kangaroo  and  urged  stations  to  go  along 
with  this  plan  when  its  details  are  an- 
nounced, in  order  to  "assure  the  per- 
petuation of  this  very  fine  show." 

William  B.  Lodge,  vice  president  for 
affiliate  relations  and  engineering,  was 
slated  to  report  both  on  affiliate  and 
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technical  matters,  including  conversion 
of  two  videotape  recording  machines  in 
Hollywood  for  color  use  and  installation 
of  two  vtr  color  conversions  in  New 
York.  He  planned  to  let  it  be  known 
that  CBS-TV  is  "staying  in  business"  on 
color  without  spectacularly  stepping  up 
its  regular  color  scheduling. 

Richard  D.  Golden,  director  of  sales 
presentation  for  CBS-TV,  told  network 
affiliates  that  westerns  have  been  "the 
dominant"  programming  force  this  sea- 
son and  indications  are  they  will  be 
represented  substantially  on  the  sched- 
ules of  the  three  television  networks  in 
1959-60.  He  illustrated  the  "tremen- 
dous appeal"  of  this  program  form  by 
pointing  out  that  the  average  nighttime 
western  has  a  "39%  bigger  audience 
than  the  average  non-western  program" 
(based  on  Nielsen  figures). 

To  indicate  that  CBS-TV  comes 
closer  to  achieving  a  "well-balanced" 
schedule  than  the  other  two  networks, 


Mr.  Golden  showed  a  chart  of  total 
nighttime  tv  programming.  It  illustrated 
that  westerns  occupied  12%  of  CBS- 
TV's  schedule  and  14  and  23%  of 
NBC-TV's  and  ABC-TV's,  respectively. 
Mr.  Golden  conceded  that  westerns  will 
be  replaced  eventually  by  another  type 
of  programming  but  said  the  nature 
and  the  date  of  its  emergence  are  un- 
foreseeable. 

Using  Nielsen  data  for  computation, 
Mr.  Golden  offered  an  array  of  statistics 
designed  to  show  CBS-TV's  superiority 
over  the  other  two  networks  in  terms 
of  audience  popularity  and  cost-per- 
thousand  in  the  nighttime  area. 

Other  speakers  scheduled  for  the 
two-day  meeting  included  William  H. 
Hylan,  sales  administration  vice  presi- 
dent; George  Bristol,  operations  direc- 
tor, advertising  and  sales  promotion; 
Charles  Steinberg,  information  services 
director,  and — when  the  sessions  re- 
sumed   Sunday    afternoon  —  Richard 


Salant,  CBS  Inc.  vice  president,  and 
Sig  Mickelson,  vice  president  and  gen- 
eral manager  of  CBS  News,  followed 
by  a  panel  discussion  with  questions 
by  affiliates.  The  annual  banquet  was 
to  be  held  Saturday  night  at  the  Drake 
Hotel's  Gold  Coast  room. 

Miami  sale  off 

The  proposed  $800,000  sale  of 
WCKR-AM-FM  Miami  to  Sun  Ray 
Drug  Co.,  announced  in  the  spring  of 
last  year  (Broadcasting,  May  26, 
1958),  has  by  mutual  consent  been 
cancelled,  Niles  Trammell,  president  of 
seller  Biscayne  Television  Corp.,  an- 
nounced last  week.  Biscayne  also  owns 
ch.  7.  WCKT  (TV)  Miami.  With  the 
ch.  7  case  tied  up  in  the  FCC  on  the 
ex  parte  issue  (Closed  Circuit,  Feb. 
23),  the  sale  of  the  radio  Outlets  has 
been  denied  approval  by  the  Commis- 
sion. 


TV  IS  NOW  AT  86%  SATURATION 

Nielsen  figures  total  television  homes  at  44  million 


Continuing  growth  of  television  has 
boosted  the  number  of  tv  homes  in  the 
past  year  to  44  million,  or  86%  of  all 
U.S.  homes,  as  against  42.4  million  or 
84%  of  all  homes  a  year  ago,  according 
to  A.C.  Nielsen  Co.  estimates  being 
released  today  (March  16). 

The  new  figures,  as  of  spring  1959, 
are  described  by  the  Nielsen  company 
as  "practical  estimates  .  .  .  derived  sys- 
tematically by  application  of  'growth 
rates'  since  spring  1958  in  terms  of 


TOTAL  U.  S. 
NORTHEAST 
NEW  ENGLAND 

Connecticut 
Maine 

Massachusetts 
New  Hampshire 
Rhode  Island 
Vermont 

MIDDLE  ATLANTIC 
New  Jersey 
New  York 
Pennsylvania 

NORTH  CENTRAL 

EAST  NORTH  CENTRAL 
Illinois 
Indiana 
Michigan 
Ohio 

Wisconsin 

WEST  NORTH  CENTRAL 
Iowa 
Kansas 
Minnesota 
Missouri 
Nebraska 
North  Dakota 
South  Dakota 

SOUTH 

SOUTH  ATLANTIC 
Delaware 
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Total  Homes 
51,350,000 
12,978,300 
2,933,500 
699,900 
259,300 
1,455,600 
166,800 
246,900 
105,000 

10,044,800 
1,723,600 
5,079,900 
3,241,300 
15,367,200 
10,725,300 
3,040,500 
1,401,700 
2,296,400 
2,851,800 
1,134,900 
4,641,900 
843,200 
678,100 
967,900 
1,342,300 
437,700 
172,500 
200,200 

14,684,300 
6,792,100 
128,700 


changes  in  total  homes  and  of  television 
ownership  penetrations  patterns  during 
the  past  year." 

The  estimates  show  total  homes,  tv 
homes  and  per  cent  of  tv  home  cover- 
age by  state  and  region.  Comparable  up- 
dated county-by-county  figures  will  be 
available  starting  this  week. 

Nielsen  authorities  said  the  new  fig- 
ures showed  the  greatest  percentage 
gains  in  the  regions  of  lowest  tv  owner- 
ship—notably the  South  Central  and 


Mountain  areas — but  pointed  out  that 
the  rate  of  gain  is  slower  as  all  regions 
approach  the  comparatively  high  level 
of  75%  or  better. 

In  percentage  terms,  tv  penetration  by 
major  regions  ranges  from  78%  for  the 
South  to  91%  for  the  Northeast.  In 
number  of  tv  homes,  the  range  is  from 
7,031,790  in  the  West  to  13,690,930  in 
the  North  Central. 

The  Spring  1959  Nielsen  estimates 
follow: 


TV  Homes 

%TV 

44,000,000 

86 

11,851,960 

91 

2,682,020 

91 

642,330 

92 

230,540 

89 

1,339,770 

92 

150,420 

90 

228,150 

92 

90,810 

86 

9,169,940 

91 

1,587,620 

92 

4,643,920 

91 

2,938,400 

91 

13,690,930 

89 

9,764,150 

91 

2,760,050 

91 

1,263,900 

90 

2,095,690 

91 

2,635,890 

92 

1,008,620 

89 

3,926,780 

85 

753,940 

89 

549,630 

81 

830,820 

86 

1,175,110 

88 

362,120 

83 

122,410 

71 

132,750 

66 

11,425,320 

78 

5,441,210 

80 

117,290 

91 

District  of  Columbia 

Florida 

Georgia 

Maryland 

North  Carolina 

South  Carolina 

Virginia 

West  Virginia 

EAST  SOUTH  CENTRAL 
Alabama 
Kentucky 
Mississippi 
Tennessee 

WEST  SOUTH  CENTRAL 
Arkansas 
Louisiana 
Oklahoma 
Texas 

WEST 

MOUNTAIN 
Arizona 
Colorado 
Idaho 
Montana 
Nevada 
New  Mexico 
Utah 

Wyoming 

PACIFIC 
California 
Oregon 
Washington 


241,600 
1,344,700 
1,011,600 

845,900 
1,107,200 

583,700 
1,016,400 

512,300 

3,149,400 
831,700 
824,000 
557,600 
936,100 

4,742,800 
485,800 
855,500 
678,400 

2,723,100 

8,320,200 
1,904,200 
331,900 
511,900 
184,300 
212,100 
88,400 
234,100 
241,500 
100,000 

6,416,000 
4,929,000 
579,800 
907,200 
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TV  Homes 

%  TV 

219,640 

91 

1,074,160 

80 

780,990 

77 

748,920 

89 

850,300 

77 

438,780 

75 

816,240 

80 

394,890 

77 

2,274,480 

72 

616,560 

74 

603,010 

73 

339,340 

61 

715,570 

76 

3,709,630 

78 

337,020 

69 

661,600 

77 

545,010 

80 

2,166,000 

80 

7,031,790 

85 

1,456,380 

76 

270,070 

81 

412,690 

81 

137,360 

75 

131,280 

62 

66,400 

75 

168,790 

72 

211,830 

88 

57,960 

58 

5,575,410 

87 

4,368,640 

89 

449,580 

78 

757,190 

83 
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OPEN  END  WITH 
DAVID  SUSSKIND 

ONE  OF  THE  FOREMOST  CREATIVE 
MINDS  IN  THE  TELEVISION  INDUSTRY 
HAS  CREATED  "OPEN  END  "-PROVIDING 
VIEWERS  WITH  A  HIGHLY  WELCOME  OA- 
SIS IN  THE  VAST  DESERT  OF  MEDIOCRITY. 


THE  MIKE  WALLACE 
INTERVIEW  SHOW 

WALLACE,  ONE  OF  THE  MOST  CHALLENG- 
ING REPORTERS  IN  TELEVISION  HISTORY 
PROVIOES  PENETRATING  INTERVIEWS 
WITH  EMPHASIS  ON  VITAL  PEOPLE.  AMONG 
THIS  WEEK'S  GUESTS:  SAMMY  DAVIS,  JR. 


BISHOP  SHEEN 

EDUCATOR  &  AUTHOR 

ONE  OF  THE  OUTSTANDING  MEN  OF  OUR 
TIME  DISCUSSES  MODERN  PROBLEMS 
OF  THE  HEART  AND  MIND.  HIS  DYNAMIC 
WORDS  PROVIDE  INSPIRING  SPIRITUAL 
GUIOEPOSTS  FOR  ALL  MEN  OF  ALL  CREEDS. 


ALEXANDER  KING 

ALEX  IN  WONDERLAND 

KING'S  MAGNETIC  PERSONALITY  WILL  EN- 
TICE YOU  TO  FOLLOW  HIM  ON  A  MOST  FAS- 
CINATING JUNKET  DOWN  THE  RABBIT'S 
HOLE  INTO  THE  REALM  OF  PROVOKING 
CONVERSATION  &  PROVOCATIVE  PEOPLE. 


-  FRM0:30pM    TUESDAY  AT  8PM   WEDNESDAY  11PM 


NEWSBEATWITH 
MIKE  WALLACE 

THE  MOST  DEFINITIVE  NEWS  PROGRAM 
EVER  TO  BE  TELECAST.  A  PENETRATING 
ANALYSIS  OF  VITAL  NEWS.  WALLACE  RE- 
PORTS THE  STORY  BEHIND  THE  HEAD- 
LINES-THE  FACTS  BEHIND  THE  STORY. 


HENRY  MORGAN 
AND  COMPANY 

MASTER  WIT  MORGAN  HAS  WON  BRAVOS 
FROM  THE  CRITICS  FOR  HIS  SPARKLING 
NEW  COMEDY  SHOW.  "LAUGH-FILLEO.  HI- 
LARIOUS SHOW.  YOU'D  BETTER  TUNE  IN." 
BEN  GROSS,  THE  NEW  YORK  DAILY  NEWS. 


PETER  POTTER 
JUKEBOX JURY 

THE  AMICABLE  MR.  POTTER  HAS  WON  2 
"EMMY"  AWARDS  FOR  CREATING  ONE  OF 
AMERICA'S  MOST  EXCITING  STAR  STUDDED 
PROGRAMS.  A  GALA  ENTERTAINMENT  FEA- 
TURING TOP  HOLLYWOOD  CELEBRITIES! 


RATE  THE  RECORDS 
FEATURING  HY  LIT 

DANCEABLE,  MUSICAL,  ENJOYABLE .... 
THIS  SHOW,  FAST  BECOMING  NEW  YORK'S 
MOST  POPULAR  TEEN-AGE  CRAZE,  IS 
HOSTED  BY  HY  LIT,  THE  MAN  RAPIDLY  BE- 
COMING NEW  YORK'S  TOP  DISC  JOCKEY. 


MONlRiraOra   FRIDAY  AT  11PM  FRIDAY  AT  8PM    .TUBUS*  SAT  6PM 


JOIN  US  AT  'OUR  HOUSE'. .  ENJOY  A  DYNAMIC  NEW  DIMENSION  IN  TV 
BROADCASTING,  March  16,  1959 


REMEMBER:  THERE'S  ALWAYS  SOMETHING  INTERESTING  HAPPENING  ON  CHANNEL  13.  TVs  NEW  HOUSE  OF  ENTERTAINMENT! 


MUTUAL  KEEPS  WALKING  TIGHTROPE 

Intermountain  stations  depart  as  Smith  group  keeps  up  talks 


Mutual  managed  to  get  through  the 
week. 

In  an  extraordinary  demonstration  of 
cliffhanging,  the  embattled  radio  net- 
work was  still  on  the  air  at  week's  end. 
It  hoped  to  be  able  to  meet  its  affiliates 
at  the  NAB  convention  in  Chicago 
yesterday  (March  15)  with  assurances 
that  it  could  turn  last  week's  perform- 
ance into  a  long  run. 

Key  to  the  situation  was  the  network's 
ability  to  land  new  ownership  willing 
to  take  over  Mutual's  losses  and  capa- 
ble of  satisfying  creditor  demands. 
Negotiations  with  the  Malcolm  Smith 


ABC's  DeGray  (I),  Intermountain's  Hatch 

Rival  camp  •  If  there  was  a  silver 
lining  in  the  clouds  over  Mutual  last 
week,  chances  are  it  was  labeled 
"ABC." 

The  first  stations  to  break  away 
from  Mutual — KALL  Salt  Lake  City 
and  the  41 -station  Intermountain 
Network  —  signed  an  affiliation 
agreement  with  ABC  Radio  last 
week.  Programming  was  to  start 
yesterday  (March  15). 

KALL  and  Intermountain  also 
cancelled  their  present  agreement 
with  Mutual  as  of  the  end  of  March. 
George  Hatch,  head  of  the  group, 
said  he  had  agreed  to  have  further 
meetings  with  Mutual  during  the 
NAB  convention  this  week,  and  that, 
conceivably,  some  new  agreement 
might  be  reached  to  clear  some  of 
that  network's  time.  But  first  call 
would  go  to  ABC. 

ABC  Radio  also  stood  a  good 
chance  of  picking  up  the  Don  Lee 
Network,  should  that  group  elect  to 
seek  other  affiliation  arrangements 


group,  which  had  picked  up  a  7-day 
option  to  buy  the  network  the  week 
before  (Broadcasting,  March  9),  con- 
tinued all  last  week,  and  both  sides 
were  hopeful  final  terms  would  be 
reached  Friday  (March  13). 

But  the  network  was  having  more 
trouble  on  the  affiliate  front.  The  In- 
termountain Network,  including  KALL 
Salt  Lake  City  and  41  other  stations, 
pulled  out  of  its  arrangement  with  Mu- 
tual in  favor  of  a  similar  deal  with  ABC 
Radio  (see  below).  Intermountain  can- 
celed MBS  as  of  March  31.  However, 
KALL  will  continue  to  feed  Mutual  to 


than  those  it  now  has  with  Mutual. 
Talks  between  ABC  and  Don  Lee 
have  been  in  progress  for  some 
weeks. 

Terms  of  the  Intermountain-ABC 
agreement  were  said  to  parallel  the 
previous  agreements  with  Mutual. 
That  is,  the  regional  chain  would 
not  be  part  of  the  nationwide  net- 
work per  se,  but  would  be  available 
to  any  advertisers  who  wanted  to 
add  it  to  their  other  ABC  buys. 

The  new  affiliations  boost  ABC's 
lineup  to  330. 

ABC  Radio  was  making  moves  in 
other  areas,  too.  It  announced  last 
week  that  it  would  increase  news 
feeds  and  start  a  new  series  of  "con- 
fidential" reports  from  its  news  cor- 
respondents as  features  of  expanded 
programming  to  affiliates.  Starting 
in  April,  according  to  Ed  De  Gray, 
vice  president  in  charge  of  the  radio 
network,  ABC  will  provide  daily 
reports  of  background  material  on 
major  news  events.  < 

The  exclusive  reports,  from  both 
overseas  and  domestic  correspond- 
ents, are  expected  to  "add  new 
authority  and  scope  to  local  news 
programs,"  according  to  lohn  Daly, 
ABC  vice  president  in  charge  of 
news,  special  events  and  public 
affairs. 

Other  new  programs  planned  for 
late  March  and  April  starts  include: 
a  daily  medical  report  by  Don  God- 
dard;  Project  Tomorrow,  twice 
weekly  dramatic  program  of  late 
developments  in  health,  scientific, 
educational  and  other  fields  of  pub- 
lic concern;  a  weekly  25-minute 
discussion  from  Washington  between 
congressmen  who  represent  opposite 
viewpoints  on  news  subjects,  and 
interview  programs  with  the  wives 
of  Washington  officials. 
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the  West  Coast  although  it  won't  be 
carrying  the  network  itself. 

Don  Lee  Skittish  •  Other  affiliates, 
including  RKO  Teleradio's  Don  Lee  re- 
gional network,  were  having  similar 
misgivings  about  taking  a  chance  on 
Mutual  being  in  business  from  one  day 
to  the  next.  It's  known  RKO  Teleradio 
has  talked  with  ABC  Radio  about  pos- 
sible affiliation  for  Don  Lee. 

The  other  entity  Mutual  was  out  to 
persuade  was  AT&T,  the  major  creditor. 
Mutual  owes  the  phone  company  over 
$400,000,  some  of  the  obligations  reach- 
ing back  over  a  year.  The  phone  com- 
pany was  given  a  check  for  $25,000  by 
the  Smith  group  last  Monday,  with 
further  payments  due  later  last  week. 
Mr.  Smith  said  AT&T  had  agreed  to 
extend  service  "way  beyond"  last  Fri- 
day, when  Mr.  Smith's  option  expired. 
He  would  not  be  more  specific. 

The  other  major  creditors  are  the  af- 
filiates themselves.  It's  understood  ac- 
counts in  arrears  are  about  $130,000. 

The  Other  View  •  Mr.  Smith  said 
his  study  of  the  Mutual  situation  found 
it  "not  as  black  as  had  been  suggested.'* 
In  fact,  he  felt  the  network  was  now 
near  a  break-even  point  in  its  opera- 
tions, and  might  be  able  to  reach  that 
level  as  early  as  April,  despite  current 
difficulties.  Further,  he  said  Mutual 
had  the  "strongest  profit  potential  of  any 
radio  network." 

His  program  plans  for  the  network, 
although  far  from  firmly  established, 
include  an  expansion  of  network  serv- 
ice beyond  the  basic  news  service  it  has 
today.  Presumably  that  expansion  would 
be  largely  in  the  area  of  music.  He  re- 
marked to  an  associate  last  week  that 
"the  last  thing  I  want  to  do  with  Mutual 
is  turn  it  into  a  mail  order  network" — 
this  last  obviously  in  response  to  trade 
statements  that  he  would  use  MBS  to- 
sell  his  products  on  a  mail  order  basis. 

He  said  Mutual's  current  executive 
lineup  would  be  retained.  That  includes. 
Blair  Walliser,  executive  vice  president; 
Bob  Hurleigh,  senior  vice  president  and 
head  of  the  Washington  operation,  and 
Charles  Godwin,  station  relations  vice 
president.  It  appeared  Mr.  Smith  would 
himself  be  chairman. 

Mr.  Smith  estimated  the  various  en- 
terprises in  his  organizations  have  a 
total  advertising  budget  around  $1  mil- 
lion annually,  now  split  three  ways 
among  spot  television,  radio  and  print 
media.  He  estimated  the  combined  com- 
panies as  an  $8  million  business. 

The  Smith  Group  •  Malcolm  E. 
Smith  Jr.,  the  man  Mutual  hopes  to 
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have  as  its  new  boss,  is  involved  with 
his  associates  in  a  number  of  business 
situations,  all  closely  intertwined. 

At  the  top,  is  White  House  Co.,  a 
venture  started  10  years  ago.  Below 
White  House  are  Grand  Award  Rec- 
ord Corp.,  Waldorf  Records  Co.,  Wal- 
dorf Music  Hall,  Colortone  Records, 
Audition  Records,  the  C.C.  Award  Rec- 
ord Club  and  Harrison  Home  Products 
Co. 

In  addition  there's  Victor  &  Richards 
Advertising  Agency,  which  places  all 
advertising  for  the  various  Smith  op- 
erations. All  the  companies  and  V&R 
share  the  same  offices  at  565  Fifth  Ave. 
in  New  York.  They  also  share  officers: 
Mr.  Smith,  listed  as  president  of  Har- 
rison Home  Products,  is  copy  chief  of 
Victor  &  Richards;  Richard  Davimos, 
president  of  V&R,  is  a  vice  president 
of  Harrison;  Casper  Pinsker,  Harri- 
son's general  manager,  is  V&R's  art 
director. 

Mr.  Davimos  is  one  of  the  associates 
in  the  Mutual  purchase  plans.  Another 
is  Enoch  Light,  orchestra  leader  who 
is  a  vice  president  of  Grand  Award  and 
Waldorf  Records.  Another  is  Cecil 
Hoge,  president  of  Huber  Hoge  &  Sons 
Inc.,  a  now-inactive  agency.  Mr.  Hoge 
also  has  his  offices  in  the  565  Fifth 
beehive,  but  it  could  not  be  determined 
exactly  where  he  stands  in  the  other 
Smith  companies. 

Ade  Hult,  the  former  Mutual  execu- 
tive who  made  the  original  contact  be- 
tween Mr.  Smith  and  the  network,  was 
still  in  the  picture  last  week,  but  not 
in  focus.  Some  reports  had  him  slated 
for  a  top  executive  job  under  the  new 
management,  but  Mr.  Smith  said  that 
was  undetermined.  It  was  not  known 
if  Mr.  Hult  would  share  in  the  owner- 
ship. 

What  Smith  Had  to  Sell  •  Grand 
Award  produces  albums  of  popular 
music  for  distribution  through  record 
and  department  stores.  Waldorf  Rec- 
ords does  the  pressing  for  some  of  the 
Smith  labels.  Audition  Records  are  sold 
exclusively  through  F.  W.  Woolworth 
stores,  and  Colortone,  another  Waldorf 
label,  through  chain  stores. 

Harrison  is  the  import-export  side 
of  the  Smith  businesses.  It  handles  Ad- 
diator,  an  adding  machine  from  Ger- 
many; Vivif.  a  fishing  lure  from 
France,  and  AddiPresto,  another  add- 
ing device  from  Italy. 

From  Bull  to  Broadcasting  •  Mr. 
Smith,  who  is  41,  has  a  colorful  an- 
cestry. Smithtown,  Long  Island,  where 
he  has  lived  all  his  life,  was  named 
after  an  ancestor  Richard  (Bull)  Smith. 
The  story  goes  that  "Bull"  bought  the 
land  where  Smithtown  now  stands  from 
the  Nisequogue  Indians,  giving  them 
trinkets  and  the  like  in  return  for  all 
the  land  he  could  ride  around  in  one 
day  on  his  bull. 
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Perch-men:  Mr.  Briller  (I)  and  Mr.  Coyle  take  up  their  posts  for  ABC-TV  New  York  presentation 

ABC-TV  ASSAULT  ON  SUMMIT 

$100,000  pitch  tells  tale  of  uplift 


ABC-TV  was  slated  today  (March 
16)  to  tell  its  story  of  shooting  for  "the 
top"  in  network  tv  for  the  third  time 
in  less  than  two  weeks. 

Except  for  a  presentation  scheduled 
yesterday  (Sunday)  in  Chicago,  two  of 
the  Cellomatic  shows  (today's  and  one 
in  New  York  last  Tuesday)  were  for 
advertiser  and  agency  executives.  The 
network  reportedly  budgeted  about 
$100,000  for  total  cost  of  the  shows, 
which  introduce  the  "A"  ladder  motif, 
symbolizing  the  climb  to  the  top. 

ABC-TV  on  March  10  took  over  the 
Grand  Ballroom  in  New  York's 
Waldorf-Astoria  to  underscore  its  claims 
to  higher  ratings  and  greater  audiences 
for  its  programs.  The  audience  of  agen- 
cy-advertiser executives  was  near  1 ,000. 

The  presentation  in  the  main  stressed 
two  points: 

•  ABC-TV  has  placed  itself  in  the 
running  competitively  on  the  basis  of 
ratings  and  audience  with  the  other  two 
networks. 

•  The  network  outlined  what  it  thinks 
are  weak  spots  in  current  nighttime 
schedules  and  previewed  what  it  has 
planned  so  far  for  the  next  season. 

In  the  competitive  race:  Of  24  major 
markets  in  which  three  networks  com- 
pete with  "equal  facilities,"  ABC-TV 
says  it  has  raised  its  average  evening 
rate  21%. 

In  terms  of  the  relative  positioning 
of  the  three  netwofks  on  their  Nielsen 
multi-network  area  ratings  for  Janu- 
ary and  February  last  year  (prime  eve- 
ning hours),  ABC-TV  reported  a  score 
of  16.8%  compared  to  31.7  for  net- 
work "X"  and  22.3  for  network  "Y." 


Now  those  figures  are  20.3  for  ABC-TV, 
21.3  for  network  "X"  and  20.7  for 
network  "Y,"  it  says. 

On  nights  of  the  week,  ABC-TV 
claimed  that  last  year  it  had  leadership 
in  average  audience  only  one  night  of 
the  week  (Tuesday)  but  this  year  added 
leadership  on  Sunday,  Thursday  and 
Friday  nights  and  noted  it  had  the  high- 
est-rated show  on  each  of  these  four 
nights.  (Also  included  was  the  Nielsen 
Top  Ten,  the  network  asserting  it  has 
four  this  season  compared  to  one  last 
season,  and  according  to  the  "latest 
Nielsen  national  report,"  has  added  still 
a  fifth.) 

Half  Hours  •  Nighttime  half  hour 
leadership  has  doubled  this  season  com- 
pared to  last,  ABC-TV  claimed  and 
pointed  to  14  of  its  programs  topping  10 
million  homes.  Emphasized  also:  It  is 
not  horse  opera  only  on  ABC-TV.  The 
network  increased  its  use  of  specials  for 
"more  balanced  programming"  (cited 
were  Art  Carney  Meets  Peter  and  the 
Wolf  and  Bing  Crosby). 

The  network  also  said  it  was  clearing 
live  approximately  90%  of  U.S.  tv 
homes  and  had  opened  up  14  markets  to 
its  programming  in  the  last  few  years. 
ABC-TV  asserted  that  its  cost-per-thou- 
sand  per  commercial  minute  this  season 
was  lower  than  the  year  before — down 
from  $3.15  to  $2.78 — and  lower  than 
any  one  of  the  other  two  networks. 

Future  Programming  •  ABC-TV  tent- 
atively has  scheduled  for  the  next  sea- 
son a  flock  of  new  shows.  Schedule 
highlights: 

Monday— New  episodes  of  Chey- 
enne, Adventures  in  Paradise  (hour-long 
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dramas),  and  The  Troubleshooters  (ad- 
venture). Disclosure  of  Troubleshoot- 
ers on  ABC-TV  was  first  official  word 
of  the  network  selected  for  the  series 
already  purchased  by  Marlboro 
(through  Leo  Burnett)  from  United 
Artists  Television. 

Tuesday — Sugar  foot,  alternating  with 
Bronco,  Wyatt  Earp  and  Rifleman,  all 
proven  shows  slated  to  return  with  addi- 
tion of  Captain  of  Detectives  starring 
Robert  Taylor. 

Wednesday — A  new  series,  Bourbon 
Street  Beat,  a  Warner  Bros,  series. 

Thursday— Zorro,  The  Real  McCoys 
and  Pat  Boone  returning  with  addition 
of  Dick  Clark's  World  of  Talent  and 
The  Fat  Man  series. 

Friday — Walt  Disney  Presents  and 
77  Sunset  Strip  will  be  augmented  by 
new  Gale  Storm  Show  episodes  and 
Cry  Fraud  (documentary  technique  ap- 
plied to  western). 

Saturday — Addition  of  The  War 
Against  Crime  (Warner  Bros,  series  of 
hour-long  dramas). 

Sunday— Addition  of  The  Alaskans 
(also  Warner  Bros.). 

In  The  Works  •  Other  shows  being 
developed  include  Lincoln  Jones  (series 
about  a  crusading  lawyer),  The  Con- 
fessions of  Willy  (Screen  Gems  produc- 
tion); The  Big  Walk  (Screen  Gems) 
about  a  patrolman;  Cissie  starring  re- 
cording star  Molly  Bee;  Doc  Holliday 
(Warner  Bros,  western)  and  Where 
There's  Smoke  (about  a  "wacky"  fire- 
man). 

ABC-TV's  daytime  programming, 
slated  to  be  scaled  down  somewhat 
starting  in  April,  got  scant  attention  in 
the  presentation. 

Elements  which  lent  color  to  the 
network's  show:  the  10-foot  ladder 
perches  for  the  narrator  (see  cut),  Don- 
ald W.  Coyle,  ABC  vice  president  and 
general  sales  manager  for  tv,  and  Bert 
Briller,  ABC-TV's  director  of  sales  de- 
velopment; the  sound  and  visual  effects 
of  Cellomatic;  a  live  orchestra;  appear- 
ance of  seven  top  ABC-TV  stars  also 
atop  ladders;  and  Magician .  Milbourne 
Christopher.  Hosts  were  Oliver  Treyz, 
ABC-TV  president,  and  Leonard  H. 
Goldenson,  president,  American  Broad- 
casting-Paramount Theatres. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

•  WOLF  Syracuse,  N.Y.:  Sold  to  equal 
owners  Ellis  E.  Erdman,  J.J.  Clynes  Jr., 
George  Abbott  and  Allan  H.  Treman  by 
T.  Sherman  Marshall  for  more  than 
$400,000.  Mr.  Marshall  will  continue 
as  a  consultant  to  the  station.  Mr.  Erd- 
man has  under  his  management  WBKI 
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Montpelier,  Vt.,  WTKO  Ithaca  and 
WEBO  Oswego,  both  New  York,  as 
well  as  an  interest  in  WACK  Newark, 
N.Y.  Mr.  Abbott,  textile  manufacturer, 
has  an  interest  in  WTKO.  Messrs. 
Clynes  and  Treman  are  lawyers.  The 
sale  was  handled  by  Allen  Kander  and 
Co.  WOLF  is  on  1490  kc  with  250  w. 

•  KANS  Wichita,  Kan.  Sold  to  Lee 
Vaughn  and  Merritt  Owens  by  Harry 
Patterson  and  William  O'Connor  for 
$210,000  including  liabilities,  for  two- 
thirds  interest.  The  sale  was  handled  by 
Blackburn  &  Co.  KANS  is  on  1480  kc 
with  5  kw,  day,  1  kw,  night,  directional 
antenna  different  pattern  day  and  night, 
and  is  affiliated  with  NBC. 

•  KLIK  Jefferson  City,  Mo.:  Sold  to 
KFEQ-AM-TV  St.  Joseph,  Mo.,  princi- 
pals: Jessie  Fine,  Isadore  Fine,  Oscar 
Fine  and  Theodore  Nelson  (who  has  in- 
terests in  WOHP  Bellefontaine,  Ohio, 
and  WILO  Frankfort,  Ind.),  by  Jerrell 
Shepard  for  $183,750.  The  sale  was 
handled  by  Allen  Kander  &  Co.  KLIK 
is  on  950  kc  with  5  kw,  day. 

•  KTIP  Porterville,  Calif.:  Sold  to  The 
Gateway  Broadcasters,  composed  of 
Gareth  Garlund,  Dr.  Henry  Lindgren 
and  Leo  McClatchey,  by  Ralph  Miller 
for  $107,500.  The  sale  was  handled  bv 
Hamilton,  Stubblefield,  Twining  & 
Assoc.  KTIP  is  on  1450  kc  with  250  w 
and  is  affiliated  with  ABC. 

•  WERI  Westerly,  R.I.:  Sold  to  Dr. 
Augustine  L.  Cavallaro  of  New  Haven, 
Conn.,  by  William  Sweeney  for  $100,- 
000.  The  sale  was  handled  by  Black- 
burn &  Co.  WERI  is  on  1230  kc  with 
250  w  and  is  affiliated  with  MBS. 

•  WDEW  Westfield,  Mass.:  Sold  to 
Harold  J.  Martin  and  other  local  busi- 
nessmen by  Albert  L.  Capstaff,  v.p.  in 
charge  of  NBC  Radio  network  pro- 
grams, for  $85,000.  Mr.  Capstaff  said 
because  of  his  NBC  appointment  he 
thought  it  wise  to  dispose  of  station  own- 
ership, which  also  include  WBZY  Tor- 
rington,  Conn.,  and  interest  in  Pioneer 
Network.  WDEW  , is  on  1570  kc  with  1 
kw,  day. 

•  WMCP  Columbia,  Tenn.:  Sold  to 
B.C.  Eddins  and  John  R.  Crowder  by 
22  stockholder  selling  group  (J.H.  Dow- 
ling,  president)  for  $59,500.  Mr.  Eddins 
is  senior  partner  and  general  manager 
of  WFMH-AM-FM  Cullman,  Ala.,  and 
Mr.  Crowder  is  senior  partner  and  gen- 
eral manager  of  WEKR  Fayetteville, 
Tenn.  The  sale  was  handled  by  Paul  H. 
Chapman  Co.  WMCP  is  on  1280  kc 
with  1  kw,  day. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
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the  FCC  last  week  (also  see  For  The 
Record,  page  158): 

•  WPRO-AM-FM-TV  Providence,  R.I.: 
Sold  to  Capital  Cities  Television  Corp. 
(CBS  commentator  Lowell  Thomas, 
Frank  M.  Smith  and  others)  by  Cherry 
&  Webb  Broadcasting  Co.  for  $6,508,- 
808.  This  grant  is  conditioned  that 
John  B.  Poole  not  convert  his  deben- 
tures into  the  approximately  1%  of 
stock  in  WPRO-AM-FM-TV  they 
would  receive,  as  per  an  existing  agree- 
ment between  him  and  the  stations, 
without  first  notifying  the  FCC.  Mr. 
Poole  is  a  minority  stockholder  of  Storer 
Broadcasting  Co.  and  the  conversion  of 
the  debentures  would  involve  him  in  the 
ownership  of  more  than  the  maximum 
permissible  stations.  Comr.  Robert 
Bartley  abstained  from  voting  in  this 
grant. 

Capital  Cities  is  the  licensee  or  per- 
mittee of  WROW-AM-FM,  WTEN 
(TV)  Albany,  and  WCDB  (TV)  Haga- 
man,  both  New  York;  WCDC  (TV) 
Adams,  Mass.;  and  WDNC-AM-FM 
WTVD  (TV)  Durham,  N.C.  WPRO 
is  on  630  kc  with  5  kw,  directional 
antenna  night,  and  is  affiliated  with 
CBS.  WPRO-FM  is  on  92.3  mc  with 
15  kw.  WPRO-TV  is  on  ch.  12  and  is 
primarily  affiliated  with  CBS-TV. 

•  KUEQ  Phoenix,  Ariz.:  Transferred 
to  Dynamic  Communications  Inc. 
(Walter  Hall  and  Carson  Cowherd)  in 

 .   Advertisement 


WLEE-WXEX  TV  KICKS  OFF 
CCA  #8 

In  a  letter  to  Mr.  John  C.  Gilmore, 
President  of  Community  Club  Services, 
Mr.  Harvey  L.  Hudson,  Jr.,  General 
Manager  of  Radio 
Station  WLEE 
WXEX  TV,  Rich- 
mond, Virginia, 
said: — 

"One  of  the  first 
three  stations  to 
pioneer  CCA, 
WLEE  is  proud  of 
its  association  with 
the  originators  of 
this  outstanding 
promotion. 

Several  years  of 
growing  Commu- 
nity Club  Awards 
cycles  have  proved 
this  to  be  a  powerful  audience  as  spon- 
sor satisfier. 

Long  live  Community  Club  Awards!" 
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lease  deal  for  20  years  with  option  to 
purchase  for  $261,319  by  Frank  Bare, 
George  Sorenson  and  Jack  Caveness. 
KUEQ  is  on  740  kc  with  1  kw,  day, 
directional  antenna. 

«>  KIMN  Denver,  Colo.:  Sold  to  Mile 
High  Stations  Inc.  (owned  by  Cecil  and 
Joyce  Heftel)  by  KIMN  Inc.  (A.L. 
Glasmann  interests)  for  $175,000.  Mr. 
and  Mrs.  Heftel  are  part  of  multiple- 
owning  Glasmann  family  group.  Mr. 
Heftel,  specifically,  has  an  interest  in 
KLO  Ogden,  Utah,  and  is  an  officer 
without  stock  in  KG  EM  Boise  and 
KLIX-AM-TV  Twin  Falls,  both  Idaho. 
KIMN  is  on  950  kc  with  5  kw,  direc- 
tional antenna  same  pattern  day  and 
night,  and  is  affiliated  with  MBS. 

•  WCUM-AM-FM  Cumberland,  Md.: 
Sold  to  Allegheny  County  Broadcasting 
Corp.  (Hollis  M.  Seavey  and  wife)  by 
The  Tower  Realty  Co.  (Karl  F.  Stein- 
mann,  president)  for  $125,000.  WCUM 
is  on  1230  kc  with  250  w  and  is  affiliat- 
ed with  CBS.  WCUM-FM  is  on  102.9 
mc  with  1.25  kw. 

•  WKTG  Thomasville,  Ga.:  Sold  to 
James  S.  Rivers  (trading  as  Radio  Sta- 
tion WKTG)  by  John  H.  Phipps  for 
$60,000,  plus  assignor  agreement  not  to 
engage  in  radio  business  in  Thomas 
County  for  4V2  years.  Mr.  Rivers  owns 
or  has  interests  in  WMJM  Cordele, 
WTJH  East  Point,  WDOL  Athens 
WJAZ  Albany  and  WCAL  Waycross,' 
all  Georgia.  Comr.  Robert  Bartley  ab- 
stained from  voting  in  this  grant. 
WKTG  is  on  730  kc  with  1  kw,  day. 

Hoosiers  get  access 

Hoosier  radio-tv  newsmen  have  won 
a  clear-cut  victory  obtaining  the  right 
to  broadcast  all  public  hearings  of  ad- 
ministrative bodies  in  the  state  of  In- 
diana. The  victory  was  couched  in 
provisions  of  an  Indiana  bill  (HR  548) 
declaring  the  "public  policy"  of  the 
state  is  opposed  to  secrecy  in  public 
hearings.  Gov.  Harold  W.  Handley 
signed  the  measure  into  law  March  11. 

To  facilitate  the  policy,  according  to 
the  House  measure,  "all  administrative 
bodies  of  the  state  of  Indiana  conduct- 
ing public  hearings  shall  allow  the  use 
of  either  recorded  or  live  broadcasts  of 
such  hearings,  subject  to  such  reason- 
able rules  and  regulations  as  may  be 
adopted  by  the  administrative  body 
holding  and  conducting  such  public 
hearings." 

The  movement  to  get  relief  for 
broadcasters  on  such  coverage  gained 
momentum  last  year  with  appointment 
of  a  state  group  headed  by  Fred  Heck- 
man,  WIBC  Indianapolis.  Among  news- 
men credited  with  helping  push  the 
proposed  legislation  were  Larry  Rich- 
ardson of  WFBM  Indianapolis;  Allan 
Jeffries  of  WISH  there  and  Bob  Hoover 
WIBC. 


122    (THE  MEDIA) 


RCA,  NBC  SALARIES 

Bob  Sarnoff  gets  big 
increase  over  1 0 years 

A  10-year  contract  starting  at  $150,- 
000  a  year  and  increasing  by  $10,000 
annually  to  a  top  of  $200,000  has  been 
signed  by  Robert  W.  Sarnoff,  NBC 
board  chairman,  according  to  RCA 
proxy  statements  mailed  to  stockholders 
in  preparation  for  the  May  5  stock- 
holders meeting.  In  addition  he  may  re- 
ceive "such  other  amounts"  as  the  NBC 
board  may  fix  "in  light  of  [his]  per- 
formance and  responsibilities." 

The  statement  showed  Mr.  Sarnoff 
received  $136,743  in  salary  in  1958, 
plus  $9,100  in  incentive  award  pay- 
ments and  $36,400  incentive  payments 
to  be  "earned  out"  over  the  next  four 
years.  His  retirement  income  at  age  65 
was  put  at  $105,600  a  year. 

Mr.  Sarnoff's  new  contract,  executed 
this  year,  is  one  of  three  reported  in 
the  proxy  statement.  The  others:  Elmer 
W.  Engstrom,  RCA  senior  executive 
vice  president,  for  $135,000  a  year  until 
his  retirement  at  age  65  in  1966  (he  re- 
ceived $110,000  salary  last  year,  plus 
incentive  payments),  and  Charles  M. 
Odorizzi,  RCA  executive  vice  president 
for  sales  and  services,  for  10  years  at 
$125,000  a  year  (he  received  $100,000 
last  year,  plus  incentive  payments) .  Like 
Mr.  Sarnoff,  they  may  receive  such 
other  additional  amounts  as  the  RCA 
board  of  directors  authorizes. 

Mr.  Sarnoff's  contract  is  for  employ- 
ment by  NBC;  Mr.  Engstrom's  and  Mr. 
Odorizzi's,  for  employment  by  RCA. 

Top  Salaries  •  Highest  salaried  RCA 
officer  in  1958  was  Brig.  Gen.  David 
Sarnoff,  board  chairman,  who  received 
$200,000  salary  but  no  incentive  pay- 
ments. Frank  M.  Folsom,  executive 
committee  chairman,  was  second  with 
$165,000  salary  and  $11,000  incentive 
payments  (plus  $44,000  to  be  "earned 
out");  President  John  Burns  was  third 
with  $160,417  salary  and  $19,962  in- 
centive (plus  $80,038  to  be  "earned 
out"). 

The  statement  also  reported  $425,- 
000  paid  to  Cahill,  Gordon,  Reindel  & 
Ohl  for  legal  services  in  1958. 

Seventeen  stock  options  have  been 
granted  this  year  to  officers  and  other 
key  employes  to  purchase  an  aggregate 
of  49,500  shares  of  RCA  common 
stock  at  the  market  price  on  the  date 
the  option  was  granted.  These  include 
options  for  10,000  shares  each  to 
Messrs.  Robert  Sarnoff,  Engstrom  and 
Odorizzi. 

Meanwhile,  although  not  shown  in 
the  proxy  statement  (because  he  is  not 
an  RCA  officer  or  director),  it  was  re- 
ported that  Robert  E.  Kintner,  NBC 
president,  signed  a  10-year  contract  at 
an  estimated  $125,000  a  year. 
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END  TAPE  FRUSTRATION  FOREVER 

« 

with  the  new  Collins  AUTOMATIC  TAPE  CONTROL 
It'll  be  the  hottest  item  at  the  NAB  Convention  in  Chicago ! 

All  tied  up  in  broadcast  tape?  Break  that  fumbling  tape  routine  with  the  new  Collins 
Automatic  Tape  Control.  The  touch  of  your  finger  makes  you  a  production  genius. 
That's  all  it  takes  for  automatic,  continuous  programming.  And  you  get  the  best  high 
fidelity  reproduction  —  equaled  only  by  the  finest  tape  equipment. 

Collins  Automatic  Tape  Control  features  completely  automatic  cueing,  rewind  and 
stopping;  instantaneous  no-wow  starting;  simplified  handling  and  storage. 

End  your  tape  frustration.  Get  immediate  delivery  on  the  new  Collins  Automatic  Tape 
Control.  Collins  will  be  at  the  NAB  Convention  to  take  your  order. 


Cartridge  only.  Playback  and  record 
units  are  available  for  rack  or  console 
mounting. 


COLLINS      RADIO      COMPANY      •      CEDAR      RAPIDS      •      DALLAS      •  BURBANK 


BROADCASTING,  March  16,  1959 


123 


MERRILL  LYNCH  RATES  RADIO-TV 

.  .  .  and  finds  electronics  up,  vtr  long-range,  film  mixed 


Merrill  Lynch,  Pierce,  Fenner  & 
Smith  is  the  largest  brokerage  house  in 
the  business.  A  substantial  share  of  the 
ownership  of  American  industry  traffics 
through  its  hands.  Its  opinions  are 
sought  daily  by  thousands  of  investors. 
There's  no  doubt  that  a  Merrill  Lynch 
opinion  carries  weight  in  the  market 
place. 

The  following  represents  what  Mer- 
rill Lynch  thinks  about  the  broadcasting 
industry.  It  was  obtained  in  an  interview 
recorded  by  Broadcasting  editors  with 
the  two  industry  analysts  at  Merrill 
Lynch  whose  particular  specialities  in- 
clude broadcasting  and  amusement  is- 
sues— Arch  Catapano  and  Robert  Beau- 
dette,  respectively  (see  biographies  on 
opposite  page).  Their  conclusions  on 
the  present  and  future  prospects  of  the 
industry  are  of  interest  to  all  those  who 
make  their  living — and  those  who  would 
make  money — in  broadcasting. 

MR.  CATAPANO: 

What  is  the  economic  outlook 
for  the  electronics  industry  in  1959? 

The  Dept.  of  Commerce  forecasts 
sales  at  about  $7.9  billion,  up  roughly 
$1  billion  from  1958,  which  has  been 
estimated  at  some  $6.9  billion.  These 
figures  do  not  include  research  and  de- 
velopment expenditures.  That's  why 
figures  from  the  Dept.  of  Commerce 
differ  from  those  of  the  Electronics  In- 


dustries Assn.  The  EIA  includes  re- 
search and  development  and  is  project- 
ing sales  for  1959  at  $8.3  billion.  That 
compares  with  something  like  $7.7  bil- 
lion for  1958.  So  the  outlook  is  quite 
good. 

This  would  be  a  record  .  .  .? 
Right.  Over-all  figures  are  record 
highs. 

Do  you  have  figures  which  would 
show,  how  1958  compared  with 
1957? 

Using  EIA  figures,  1958's  roughly 
$7.7  billion  compared  with  $7.6  billion 
in  1957. 

What  accounted  for  the  increase? 

The  increase  was  due  primarily  to 
higher  military  expenditures.  Consumer 
sales  were  down.  The  recession  did  hit 
the  industry  in  the  consumer  field. 

In  the  recently  rising  stock  market, 
were  electronics  stocks  ahead  or 
behind  other  growth  industries? 

For  the  full  year  1958  the  electronics 
stocks  acted  better  than  the  market, 
though  defense  shares  outperformed  the 
stocks  of  consumer  companies. 

Which  companies  were  leaders? 

Raytheon,  Litton  Industries,  Texas 
Instruments,  Avco  and  others  in  the 
defense  field.  These  are  the  stocks  that 
acted  better  than  the  market  through- 
out the  year.  But,  somewhere  in  the 
late  summer,  the  consumer  tv  stocks, 
paced   by   Zenith,   outperformed  the 


market,   and   they  outperformed  the 
market  consistently  in  the  last  three  or 
four  months  of  the  year. 

Why  has  Zenith  been  so  good  con- 
sistently? [New  high  March  11,  241V/2.] 
I  think  Zenith's  performance  is  a  re- 
flection of  its  excellent  operating  results. 
During  the  recession,  the  company  re- 
ported record  sales  and  earnings.  Zenith 
has  also  been  getting  a  greater  share  of 
a  shrinking  market.  That  is,  tv  set  pro- 
duction was  down  last  year,  and  Zenith 
was  getting  a  larger  share  of  that  de- 
creased market.  The  company  gained 
quite  a  bit  of  prestige  in  the  market- 
place. 

How  did  RCA  fare  during  the 
year,  compared,  say,  with  Zenith? 

Zenith  outperformed  RCA  market- 
wise,  by  a  wide  margin.  As  a  matter  of 
fact,  RCA  lagged  behind  the  industry  in 
the  market.  It  wasn't  until  the  hst  few 
months  of  the  year  that  RCA  started  to 
act  up  marketwise.  It's  acted  fairly  well 
since.  [RCA  now  is  around  54.] 

Why  did  RCA  lag? 

Well,  there  was  the  patent  problem 
with  RCA  that  confused  some  investors 
Also,  the  losses  on  color  tv  didn't  help. 
And  their  earnings  for  the  early  part  of 
the  year  were  down  pretty  sharply. 
MR.  BEAUDETTE: 

In  any  discussion  of  electronics 
stocks,   Ampex,   of   course,  stands 
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out.  My  question  is  this:  In  the  six 
months  ending  in  October  Ampex 
earned  36  cents.  Do  you  feel  that 
the  earnings  of  this  company  are 
such  that  it  can  support  the  price 
at  which  the  stock  is  selling? 

Well,  it's  my  feeling  that  the  market 
does  not  reflect  current  earnings,  but 
rather  future  earnings.  Ampex  is  cer- 
tainly not  being  valued  on  the  earnings 
it  showed  for  the  first  six  months  of 
the  current  fiscal  year,  but  rather  the 
company  is  being  valued  on  what  it  can 
earn  in  '59,  '60,  '61  and  the  years  there- 
after. The  operating  outlook  for  the 
company  is  quite  good.  It  reported 
record  sales  in  fiscal  '58,  and  the  com- 
pany just  forecast  a  record  level  of  ac- 
tivity for  the  current  fiscal  year,  with 
sales  up  to  around  $44  million  and  earn- 
ings at  about  $1.40  a  share.  That's  a 
pretty  good  gain  versus  last  year  when 
sales  of  $30  million  and  earnings  of  84 
cents  were  reported.  In  addition,  the 
company  spends  a  lot  of  its  own  money 
on  research  and  development,  which 
also  is  taken  into  account  by  the  inves- 
tor. Thus,  the  investor  is  buying  growth. 

How,  much  has  Ampex  stock  ad- 
vanced? 

Well,  there  was  a  IVz  for  1  split  dur- 
ing the  year.  Adjusted  for  this,  the  stock 
has  had  a  range  of  about  17  to  75  dur- 
ing 1858-59.  [Now  selling  about  75.] 

Has  videotape  been  the  magic 
factor  at  Ampex? 

Yes,  definitely.  Although  it  is  in 
other  lines,  such  as  instrumentation,  it's 
been  primarily  videotape.  No  question 
about  it. 

Is  it  correct  that  Minnesota  Mining 
&  Mfg.  has  about  50%  of  the  tape 
market? 

Yes — in  terms  of  the  production  of 
magnetic  tape.  This  includes  videotape, 
computer  tape,  all  kinds  of  magnetic 
tape.  It's  believed  that  Minnesota  Min- 
ing has  approximately  50%  of  the 
market,  which  probably  amounted  to 
something  like  $20  million  in  1958. 
This  is  not  an  industry  statistic,  it's 
just  a  guess.  The  other  50%  is  shared 
primarily  by  three  companies:  Audio 
Devices,  ORRadio  and  Reeves  Sound- 
craft.  Audio  probably  has  about  25% 
of  the  total  market,  and  the  remaining 
25%  is  shared  by  ORRadio  and 
Reeves. 

Ampex  has  purchased  20%  or  so 
of  ORRadio.  How  do  you  view  OR- 
Radio's  future,  then,  with  this  tie- 
in? 

Well,  the  ownership  of  ORRadio 
stock  by  Ampex  unquestionably  must 
be  regarded  as  a  favorable  factor,  at 
least  to  the  extent  that  Ampex  is  able 
to  persuade  the  users  of  its  equipment 
to  buy  ORRadio  videotape.  The  extent 
to  which  it  is  an  influence,  though,  I 
really  cannot  say.   Minnesota  Mining 
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is,  for  all  practical  purposes,  the  only 
producer  of  vidotape  today. 

Would  you  comment  on  the  other 
two  companies,  Audio  and  Reeves? 

I  think  we  can  count  all  three  in  a 
group.  All  have  reported  very  negli- 
gible earnings  to  date,  and  this  in  fact 
has  not  been  a  very  good  year  for  the 
companies.  For  example,  Audio  has 
gone  into  the  production  of  silicon 
rectifiers,  and  the  losses  on  these  silicon 
rectifiers  have  offset  about  half  the 
profits  on  the  tape  operation.  As  a  re- 
sult, the  company  is  earning  little. 
Neither  ORRadio  nor  Reeves  Sound- 
craft  is  reporting  earnings  of  any  sig- 
nificance whatsoever,  either.  Yet  the 
stocks  command  fancy  prices. 

I  think  the  person  who's  interested 
in  the  field  is  best  advised  to  buy  any 
two  of  the  three,  rather  than  to  put  all 
his  money  into  one  basket. 

To  what  extent  is  the  market  in- 


ulation  on  the  continued  success  of  its 
tv  operations.  Up  until  1957  the  theatre 
chain  still  contributed  the  largest  single 
part  of  the  company's  overall  revenue. 
In  1957  the  tv  and  radio  networks  fin- 
ally contributed  somewhat  more  than 
the  theatre  operation.  The  assumption 
is  that  this  trend  continued  in  1958.  In 
any  event,  AB-PT's  overall  revenues 
will  be  up,  while  motion  picture  attend- 
ance was  down  and  while,  in  fact,  the 
company  has  continued  to  liquidate 
some  of  its  theatres. 

We  think  that  the  stock  is  basically 
a  speculation  on  the  success  of  the  tv 
network.  We  do  not  think  it  is  possible 
to  say  with  absolute  confidence  that 
this  success  is  assured.  The  company 
has  certainly  made  amazing  progress, 
relative  to  NBC  and  CBS.  But  ABC 
admits  itself  that  this  success  has  been 
based  in  large  part  on  special  types  of 
programs,  primarily  westerns,  and  that 


The  industry  is  viewed  by  the  analysts 


.  .  .  from  Merrill  Lynch,  Pierce,  Fenner  &  Smith  •  The  stock  experts  in  this 
interview  are  Robert  R.  Beaudette  (1)  and  Arch  John  Catapano.  Mr.  Beaudette 
joined  Merrill  Lynch  in  1952,  serves  as  industry  specialist  in  amusements  (which 
includes  broadcasting)  as  well  as  atomic  energy,  office  equipment,  household  equip- 
ment, hotel  and  hardware  fields.  He  did  graduate  work  in  finance  at  U.  of  South- 
ern California  and  is  a  Navy  veteran.  Mr.  Catapano  joined  Merrill  Lynch  in  1950, 
serves  as  industry  specialist  in  electronics,  electrical  equipment  and  building  fields! 
He  holds  a  master's  degree  in  business  administration  from  New  York  U. 


terested  in  broadcasting  stock  per  se, 
as  distinguished  from  electronics? 

Well,  there's  been  some  interest  in 
ABC  (AB-PT),  based  on  the  progress 
it  has  made  in  capturing  a  larger  share 
of  the  television  audience.  The  stock 
acted  quite  well  in  1958,  particularly 
during  the  first  half  of  the  year.  The 
present  price — around  24 — compares 
with  the  1958  low  of  13  established  in 
January. 

Basically,  ABC-Paramount  is  a  spec- 


the  public's  taste  is  so  unpredictable 
that  it's  simply  not  possible  to  guess 
that  the  type  of  programming  which  is 
popular  in  one  season  will  again  be 
popular  in  the  next. 

Can  you  give  us  an  estimate  on 
growth  of  ABC  in  the  coming  year? 

I  cannot  be  quantitative  about  it. 
For  1958  ABC  will  have  earned  about 
$1.30  a  share  versus  $1.10  in  1957, 
with  tv  contributing  all  this  increase; 
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probably  even  more  than  that,  since 
the  theatre  operation,  we'll  assume,  was 
less  profitable.  As  far  as  '59  is  con- 
cerned, I  would  think  further  gains  in 
earnings  are  logical,  because  the  tv  sea- 
son extends  from  September  into  June. 
ABC  apparently  has  a  fairly  good  line- 
up for  the  current  season,  and  we  can 
see  good  earnings  for  the  first  half  of 
the  year,  at  least  from  this  segment  of 
the  operation. 

Theatre  attendance,  which  is  the 
other  half  of  the  story,  is  something  else 
again.  It's  gone  down  now  for  I  be- 
lieve eight  years  in  the  past  ten,  and 
the  decline  in  this  past  year  was  fairly 
substantial,  amounting  to  about  5%  in 
terms  of  paid  admissions.  I've  been 
thinking  that  sooner  or  later  this  theatre 
attendance  has  to  hit  bottom,  simply 
because  of  the  growth  in  the  population. 
But  no  really  substantial  recovery  could 
be  expected. 

You  said  the  earnings  of  ABC 
were  roughly  $1.30  for  the  year 
ended  Dec.  31,  1958.  As  of  this 
date,  what  is  the  stock  selling  for? 

About  24. 

So,  based  on  a  price-earning 
ratio,  the  stock  is  selling  at  about 
16  or  17  times  earnings,  whereas  a 
comparison  with  CBS  with  earnings 
of  over  $3  a  share,  their  stock  is 
selling  in  the  vicinity  of  $38,  as  I 
recall.  So  based  on  a  valuation 
standpoint,  CBS  is  cheaper  on  a 
price-earnings  ratio  than  is  ABC.  If 
you  were  going  to  buy  one  of  the 
two  stocks,  would  you  feel  that 
CBS  would  be  a  better  purchase  for 
long  range,  based  first  on  earnings 
and  second  on  growth? 

If  this  case  had  existed,  let's  say,  five 
years  ago,  the  price-earnings  ratios 
would  probably  be  exactly  the  opposite 
that  they  are  now,  because  CBS  is,  I 
would  say,  the  better  quality  of  these 
two  stocks,  is  the  larger  company,  the 
more  firmly  established  of  the  two 
companies.  I  don't  think  ABC  would 
argue  with  that  too  much.  However, 
in  our  present  market  psychology,  in- 
vestors are  willing  to  pay  higher  price- 
earnings  ratios  for  smaller  situations 
which,  by  virtue  of  the  fact  that  they 
are  starting  from  a  smaller  base,  have 
got  at  least  what  investors  would  con- 
sider to  be  greater  potential. 

How  do  you  feel  about  it? 

ABC  has  the  potential,  but  by  no 
means  the  assured  potential,  of  earnings 
considerably   more   than   the  figures 
which  will  be  reported  for  1958. 
MR.  CATAPANO: 

Now  that  we've  brought  CBS  into 
it,  perhaps  Mr.  Catapano  will  want 
to  make  some  observations  on  that 
stock. 

Well,  we  consider  Columbia  to  be  a 
good  quality  stock,  of  higher  quality 


than  most  stocks  in  the — well,  I  guess 
you  could  call  it  the  entertainment  field. 
The  stock  sells  very  reasonably  in  rela- 
tion to  earnings.  They  probably  earned 
around  $3.25  or  a  little  more  in  1958. 
The  prospects  are,  with  the  economy  ap- 
parently in  an  upward  trend,  that  they 
will  show  even  higher  profits  in  the  cur- 
rent year.  On  that  basis,  we  consider 
Columbia  to  be  an  attractive  situation. 

In  spite  of  the  fact  that  I  have  a  high 
regard  for  Columbia  Broadcasting,  my 


Interview  with  the  analysts: 


Beaudette  (I),  Catapano 


choice  on  a  longer  range  basis  would 
be  RCA  because  of  its  diversification. 
RCA  does  work  in  the  consumer  area 
and  is  the  industry  leader.  It  has  the 
major  interest  in  color  tv,  which  could 
grow  substantially  over  the  longer  term, 
and  is  the  second  largest  broadcasting 
company.  It  has  a  very  important  stake 
in  another  growing  area,  the  military 
electronics  field.  The  company  also  par- 
ticipates in  commercial  and  industrial 
electronics.  So  in  the  case  of  RCA  you 
get  quite  a  bit  of  diversification.  You 
don't  get  that  in  Columbia.  Columbia  is 
primarily  a  broadcasting  company — and 
a  good  one.  But  on  a  longer  range  basis, 
I'd  rather  have  more  diversification  in 
this  growing  electronics  field. 

It  seems  to  me  that  in  talking 
about  broadcasting  companies  as 
such  that  you  find  the  greatest 
amount  of  investor  interest  in  those 
companies  which  have  networks. 

That  has  been  our  experience.  Well, 
you  have  cases  like  Storer  Broadcasting 
which  is  a  very  good  company,  has  had 
an  excellent  record,  but  there  is  virtual- 
ly no  investor  interest  in  Storer,  at  least 
in  my  experience.  The  same  experience 
is  felt  also  with  local  stations,  local 
broadcasting  companies. 

Why? 

Because  the  growth  potential  is  lim- 
ited by  governmental  restrictions  on  the 
number  of  stations  they  can  operate. 
The  only  thing  they  can  do  is  to  upgrade 
their  present  operations,  or  exchange 
them  for  other  stations. 

How  about  Westinghouse,  which 
operates  Westinghouse  Broadcast- 
ing? 

It's  such  a  small  part  of  Westing- 


house's  over-all  operation  that  it's  vir- 
tually naught.  Westinghouse  is  a  huge 
company,  saleswise.  And  while  Westing- 
house Broadcasting  is  important,  as 
such,  it's  relatively  small.  Don't  forget, 
Westinghouse  is  a  $2  billion  operation, 
all  told. 

You  say  that  Storer's  growth 
potential,  for  example,  is  limited. 
However,  I  wonder  whether  from  an 
investor's  standpoint  it  might  not  be 
a  good  purchase  for  its  7Vi%  re- 
turn. 

It's  a  good  income  situation,  no  ques- 
tion about  that.  But  people  don't  seem 
to  be  interested  in  income  nowadays. 
They  seem  more  interested  in  capital 
gains.  They're  more  interested  in  buying 
a  stock  at  a  certain  price  and  selling  it 
at  a  higher  price,  rather  than  holding  it 
for  income. 
MR.  BEAUDETTE: 

In  discussing  AB-PT,  you  men- 
tioned the  interesting  situation 
caused  by  their  having  both  theatri- 
cal and  broadcasting  interests.  Is 
this  true  of  other  firms — Loew's  and 
Paramount  and  so  on? 

It's  certainly  true.  In  some  cases  more 
than  in  others.  The  stake  of  the  individ- 
ual motion  picture  producer  varies  as 
far  as  tv  is  concerned.  For  example, 
Warner  Brothers  produces  more  series 
for  tv  than  any  other  Hollywood  com- 
pany. Their  stake  in  the  production  of 
programs  specifically  for  tv  is  large. 
Columbia  is  active  in  the  field,  too, 
through  Screen  Gems,  which  also  is 
handling  the  release  of  their  pre-'48 
films  to  tv.  So  is  Universal.  Now,  every 
company  has  sold  its  pre-'48  films  to  tv 
and  the  contracts  are  well  spelled  out. 
As  far  as  production  of  pictures  specif- 
ically for  tv,  this  varies.  Paramount  is 
probably  the  weakest  in  the  field  and 
Warner  Brothers,  as  I  said,  is  the  strong- 
est. 

How  would  you  line  up  the  other 
companies?  Loew's,  of  course,  is  a 
story  on  its  own.  But  just  taking  its 
tv  activity,  how  does  it  stand  now? 

Well,  Loew's  has  leased  its  pre-1948 
films  to  tv  for  gross  rentals  which  now 
amount  to  $12-13  million  a  year.  How- 
ever, their  production  of  films  specif- 
ically for  tv  is  small. 

The  Wall  Street  Journal  said  re- 
cently that  Screen  Gem's  contribu- 
tion to  Columbia  was  the  only  fac- 
tor in  keeping  them  deeply  out  of 
the  red.  Do  you  agree? 

Yes,  that  is  apparently  true. 

What  weight  does  the  investing 
public  give  to  television  contribu- 
tion to  the  film  companies? 

Let  me  broaden  your  question  a  bit, 
and  review  a  bit.  The  motion  picture 
production  stocks  have  performed  quite 
well  this  year.  In  fact,  they  have  actual- 
ly outperformed  the  market.  This  is 
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the  tallest 

man  made 
structure 

DESIGNED,  FABRICATED 
&  ERECTED 
by 

KIMCO 


ALMOST  TO  0UTER-SPACE-16W  FT. 

In  addition  to  the  current  4  TALLEST  TOWERS  east 
of  the  Mississippi,  Kimco  will  design,  fabricate,  and 
erect  the  tallest  structure  in  the  world  at  Portland, 
Maine  for  WGAN-TV. 

When  you  want  to  go  up,  up,  up  or  even  higher 
than  up,  then  write,  wire  or  phone  for  full  informa- 
tion on  our  one  package  .  .  .  tower,  lights,  and 
erection  included  in  one  contract  .  .  . 

In  all  instances  Kline  assures  on-time  delivery  and 
by  all  standards  the  top  quality  tower  in  the  country. 


„e<V-very 

For  complete  information  call  write  or  wire  the  tall  tower  people— 

A 


KLINE 


IRON  &  STEEL  GO. 

KIMCO  TOWERS  FOR  THE  BROADCASTING  INDUSTRY 

Dept.  T.    P.  O.  Box  1013,  Phone  ALpine  4-0301    Columbia,  S,  C. 
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SOMETHING 
EXTRA 

. . .  has 
been  added 
to  the  old 
due  bill 

AT  THE  NAB  CONVENTION  learn  how  the  WORLD  TRAVEL- 
ERS' CLUB  has  brought  the  due  bill  idea  up  to  date  by  adding  a  new 
dimension  which  makes  sense  for  both  station  owner  and  advertiser. 

FIND  OUT  just  how  the  WORLD  TRAVELERS'  CLUB  Pooled 
Advertising  Exchange  Plan  provides: 

.  .  .  BUSINESS  AND  PERSONAL  TRAVEL  ACCOMMODATIONS  in  lead- 
ing hotels  and  resorts  ...  as  well  as  airline  transportation  and  the 
choice  of  high  quality  products. 

...  A  BIG  SELECTION  OF  PRIZES  for  listener  and  viewer  contests. 

.  .  .  SALES  INCENTIVE  CONTEST  PRIZES  for  time  salesmen. 

LEARN  how  leading  radio  and  television  stations  throughout  the 
country  are  now  enjoying  the  benefits  of  this  unique  due  bill  plan. 
DROP  IN  TO  SEE  US  during  the  NAB  convention  in: 

Suite  1604-5  in  the  SHERATON  BLACKSTONE  HOTEL 
At  the  NAB:  Robin  Moore— Gene  Fitts — Hal  Wagner 


WORLD  TRAVELERS'  CLUB 

llll 

THE  WORLD  TRAVELERS'  CLUB,  INC. 

655  Madison  Avenue,  New  York  21,  N.  Y.  TEmpleton  8-4600 

TO  WORLD  TRAVELERS'  CLUB  MEMBERS: 
We  look  forward  to  welcoming  you  at  our  suite. 


amazing  when  one  looks  at  the  over-all 
earnings  picture.  As  I've  already  pointed 
out,  motion  picture  attendance,  which 
is  the  primary  determinant  of  the  pro- 
ducer's earnings,  is  down.  The  earnings 
picture  in  the  industry  is  quite  poor. 
20th  Century-Fox  is  having  a  record 
year,  United  Artists  is  having  a  record 
year,  Paramount  is  having  a  fairly  good 
year.  Disney,  if  we  can  include  this 
firm,  has  had  a  record  year,  based  on 
Disneyland  and  tv  earnings. 

The  rest  of  the  companies  are  or  have 
been  sick. 

Universal  will  show  a  large  loss  for 
its  October  fiscal  year,  Columbia  has 
shown  a  loss  for  its  June  year,  Warner 
Brothers  showed  a  loss  for  its  August 
fiscal  year,  and  Loew's  showed  a  very 
nominal  profit  for  its  August  fiscal  year. 
So  half  the  companies  in  the  industry 
either  are  not  making  any  money  or 
they're  actually  losing  it. 

Now,  in  the  face  of  this  over-all  earn- 
ings picture,  the  stocks  have  done  quite 
well,  and  my  only  explanation  for  it  is 
that  the  industry  is  being  appraised  pri- 
marily on  a  liquidating  basis.  That  is  to 
say,  investors  are  appraising  these  stocks 
based  on  underlying  assets — what  they 
could  realize  if  they  were  sold.  And  this 
includes  both  the  pre-1948  films  and  the 
post- 1948  films.  It  includes,  in  some 
cases,  the  value  of  their  real  estate  hold- 
ings. The  fact  that  the  stocks  have  done 
quite  well  also  reflects  the  fact  that  some 
of  the  companies  have  reduced  their 
capitalizations  by  buying  in  stock.  This 
includes  20th,  Paramount  and  Warner 
Brothers. 

National  Theatres'  earnings  are 
down  about  70%  from  1956.  Now 
they  are  buying  National  Telefilm 
Assoc.  and  various  broadcast  proper- 
ties. Do  you  feel  this  is  a  good  move 
in  the  future  of  National  Theatres? 

I  think  they're  doing  what  they  had  to 
do.  They're  attempting  to  buy  into  the 
industry  which  has  been  responsible  for 
their  deteriorating  earnings  position. 

Do  you  think  this  trend  will  hold 
true  with  the  rest  of  the  motion  pic- 
ture companies?  Do  you  think  that 
eventually  they'll  be  in  tv  more  than 
they  are  now? 

They'll  certainly  step  up  their  produc- 
tion of  films  specifically  for  tv.  I  don't 
think  there's  the  slightest  doubt  about 
this.  You  remember  when  tv  first  be- 
came a  popular  entertainment  medium, 
it  was  commonly  thought  that  the  mo- 
tion picture  industry  was  aligned  against 
it,  and  suddenly  the  motion  picture  in- 
terests realized  that  if  you  can't  lick  'em, 
you  join  'em.  As  far  as  the  post-1948 
motion  pictures  are  concerned,  the  in- 
dustry is  now  saying,  at  least,  that 
they're  not  going  to  release  them  to  tv. 
Mr.  Skouras  [of  20th  Century-Fox]  has 
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54-COUNTY 
COVERAGE 

46TH  TV  MARKET 

(Television  Magazine  Dec. '58) 

26TH  in  LUMBER  and  HARDWARE  SALES* 
34TH  in  GASOLINE  and  SERVICE 

STATION  SALES* 
39TH  in  DRUG  SALES* 
4 1ST  in  RETAIL  SALES* 
4 1ST  in  EFFECTIVE  BUYING  INCOME* 
47TH  in  FOOD  SALES* 


^^^g  Outlet  ^^^^ 

^^^M  Urbano 

^^^^L  Decatur  ^^^W 


including  nearly  2,000  cities, 
towns  and  villages,  is  yours 
when  you  buy  the  WCIA 
Television  Market— covering 
Central  Illinois  and 
Western  Indiana. 

WCIA,  Channel  3,  puts  more 
than  1,951,900  (NCS  #3) 
prospective  customers  in  the 
palm  of  your  hand.  It  places 
an  effective  buying  income 
of  $3,504,010,000  at  your 
fingertips. 

You  can  reach  more  people 
in  this  rich  area  through 
WCIA,  Champaign,  Illinois, 
located  just  128  miles  from 
Chicago,  135  miles  from 
St.  Louis,  and  124  miles 
from  Indianapolis. 

TOTAL  FAMILIES 

594,000  (NCS  #3) 

RETAIL  SALES 

$2,210,444,000 

TOTAL  TV  HOMES 
370,100 

TV  Mag.  March  '59 


WCIA  3 

Champaign,  III. 


'Figures  include  only  the  5 
metropolitan  areas  and  do  not 
include  the  vast  interurbia 
served  by  WCIA. 
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been  the  most  vehement  spokesman 
from  that  standpoint.  He  claims  that  the 
release  of  the  pre- 194 8  films  to  tv  was  a 
great  mistake,  and  I  think  the  earnings 
figures  of  the  producing  companies  bear 
him  out. 

Now  I  would  not  want  to  rule  out 
the  possibility,  however,  that  one  com- 
pany, finding  itself  on  the  verge  of 
bankruptcy,  let's  say,  would  not  be 
forced  to  sell  its  post-'48  films  to  tv, 
and  that  if  this  happened,  it  might  break 
the  dike  and  the  rest  of  the  companies 
would  also  be  forced  to  do  so.  It  would 
be  a  little  bit  more  difficult  to  sell  the 
post-'48  films,  however,  because  of  the 


problem  of  the  guilds  and  the  share  of 
the  income  which  they  want. 

Speaking  hypothetically,  which  of 
the  Hollywood  majors  are  now  so 
weak  that  they  possibly  might  be 
liquidated  and  this  situation  might 
arise? 

Well,  one  naturally  would  mention 
the  companies  which  are  operating  un- 
profitably  at  the  moment.  Universal 
would  be  the  foremost  example.  How- 
ever, Universal  has  just  sold  and  leased 
back  its  studio  lot  (to  MCA).  At  least 
they've  obtained  a  sum  in  cash  to  keep 
them  going  for  awhile.  And  as  you 
know,  there's  nothing  so  wrong  with  any 


Interview  with  the  analysts: 


"Presented  October  9,  1956  al  SMPTE 
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Beaudette  (I),  Catapano 

given  motion  picture  company  that  a 
good  picture  couldn't  cure. 

Let's  go  back  to  Disney.  With  a 
rise  of  almost  300%  in  the  stock 
price  last  year,  do  you  feel  that  the 
price  position  has  been  overex- 
tended, based  on  prospects,  or  are 
the  earnings  there  to  support  a 
price  of  50,  having  risen  from  15 
or  so? 

The  earnings  for  the  fiscal  year 
ended  September  have  just  been  re- 
leased. They  amounted  to  $2.51  per 
share  versus  $2.44  in  1957.  The  stock 
is  selling  then  at  about  20  times  earn- 
ings. 

They've  had  an  unusually  good  year, 
and  commenting  on  Disney  it's  only 
worthwhile  pointing  out  that  their  prod- 
uct is  of  timeless  value,  really.  You 
can  sell  it  to  one  generation  of  children 
after  another.  It's  a  special  situation 
within  the  industry.  And  Disneyland, 
too,  has  contributed  earnings  to  the 
extent  of  about  35  cents  a  share.  So 
Disney  is  entitled  to  sell  at  a  little 
higher  price-earnings  ratio  than  the 
other  stocks  in  the  industry. 

What  about  Desilu,  and  its  pub- 
lic stock  offering? 

Well,  it's  hard  to  have  an  opinion  on 
Desilu  because  the  company  has  been 
in  business  for  a  relatively  short  period 
of  time.  There's  little  demonstrated 
earnings  record  on  which  to  base  an 
opinion.  The  earnings  have  not  been 
large  to  date.  The  largest  earnings  were 
reported  in  the  year  in  which  they 
sold  out  /  Love  Lucy,  which  was  un- 
doubtedly their  top  show.  As  this  de- 
velopment indicates,  the  stock  is  a 
speculation  which  hinges  basically  on 
the  residual  values  of  their  tv  series. 
The  original  offering  was  snapped  up 
by  investors  because  of  the  names  be- 
hind it. 

How  do  you  regard  the  future  of 
pay  tv? 

I  think  it's  far  from  assured  that 
there  will  ever  be  a  pay  tv  system  in 
this  country  of  any  significant  impor- 
tance— let's  say,  on  a  nationwide  basis. 
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The  Nation's 
Foremost  Manufacturer 
of  Multiplex  Equipment 

introduces 

A  NEW  LINE  OF 

FM  TRANSMITTERS 

250  watts 
5,000  watts 
10,000  watts 


These  transmitters  use  the  same  high  quality  Multi- 
plex Exciters  whose  outstanding  performance  has 
captured  the  confidence  of  Broadcast*  owners  and 
operators  from  coast  to  coast. 

•names  on  request 


See  Our  10  Kw  FM  Transmitter 

IRE  SHOW 

N.Y.C.  Coliseum  March  23  to  26 

Booth  Nos.  3003  &  3004 


► 


GENERAL    ELECTRONIC    LABORATORIES,  INC. 


195    MASSACHUSETTS    AVENUE,    CAMBRIDGE,  MASS' 
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Because  I  think  it's  yet  to  be  demon- 
strated that  there  is  a  demand  for  it. 
The  experiments  which  have  been  made 
to  date  have  hardly  been  unqualified 
successes.  Secondly,  there  is  very  strong 
opposition  to  pay  tv,  and  little  support 
for  it  from  influential  sources. 

MR.  CATAPANO: 

What  do  you  consider  to  be  the 
future  of  color  television? 

We  consider  the  future  of  color  tv 
to  be  very  bright.  However,  it's  likely 
to  be  some  time  before  we  get  mass 
acceptance.  At  the  present  time  there 
are  two  schools  of  thought  on  color. 
One  is  that  this  will  naturally  evolve, 
that,  as  time  progresses,  more  and  more 
improvements  will  be  made  from  the 
engineering  and  technical  point  of  view. 
The  other  school  feels  that  color  will 
not  be  accepted  in  its  present  form  and 
that  we  need  a  technical  break-through 
to  get  the  price  down  and  to  simplify 
the  unit  before  the  mass  public  will  be 
interested  in  buying. 

At  the  present  time,  color  tv  obvious- 
ly has  been  very  disappointing.  No- 
body really  knows,  outside  of  RCA,  I 
guess,  the  number  of  sets  in  use,  but  it 
is  very  small  compared  with  some  50 
million  black-and-white  sets  currently 
in  use.  Our  feeling  is  that  the  price  will 
have  to  come  down,  and  down  pretty 
sharply,  before  we  get  the  mass  pur- 
chasing by  the  public.  That  seems  to 
be  the  feeling  of  most  companies  in  the 
industry,  and  we'll  go  along  with  that. 

From  the  standpoint  of  broadcast 
manufacturing,  particularly  receiv- 
ing equipment,  what  do  you  think 
is  the  most  exciting  field  open  for 
the  near  future  and  perhaps  the 
long-run  future? 

I  think  that  stereo,  and  particularly 
stereo  equipment,  will  grow  very  sharp- 
ly in  coming  years.  It's  caught  the 
consumer  imagination,  whereas  color  tv 
has  not,  and  I  don't  know  why.  It's 
probably  a  question  for  psychologists. 
But  the  fact  is  that  every  company  that 
I'm  familiar  with  is  increasing  its  pro- 
duction schedules  for  stereo  equipment, 
and  some  companies  supplying  equip- 
ment to  the  industry  are  back-ordered. 

Could  you  say  which  is  the  bright- 
est company  in  stereo  at  the 
moment? 

It's  pretty  hard  to  say,  because  a  lot 
of  it  depends  on  taste  and  how  the 
consumer  goes  for  the  product.  If  I 
were  to  place  my  money  on  any  com- 
pany in  the  field,  I  would  stick  with 
Zenith,  RCA,  Motorola  and  Sylvania. 

Those  are  packagers,  now. 

Packaged  sets,  right. 

What  about  the  component  manu- 
facturers? 

I  think  the  big  growth  will  come  in 
packaged  sets. 

That's  very  interesting,  because  I 
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Announcing... 


AMERICAN     RESEARCH  BUREAU'S 

1959  TELEVISION 
COVERAGE  STUDY 

Unequalled  research  standards  .  .  .  outdates 
any  existing  coverage  studies  .  .  .  presents 
latest  data  on  station  coverage  and 
circulation  for  more  than  one  hundred 
and  twenty  key  television  markets  .  .  . 

ARB's  new  1959  "A-to-Z"  television  coverage  study — just  being 
released — surveys  selected  markets  where  current  information  is 
needed  due  to  recent  developments  affecting: 

•  power  or  tower 

•  network  affiliation 

•  number  of  stations 

•  community  antenna  installations 

and  the  like 

This  Fifth  Annual  "Abilene-to-Zanesville"  study  shows  TV  and  UHF 
saturation  for  each  market.  And,  for  each  station:  •  percent  of  homes 
able  to  receive  •  weekly  circulation  •  average  daytime  and  nighttime 
circulation. 

Only  ARB  offers  new  data  secured  from  full  sample  of  respondent 
families  by  telephone  interview.  These  techniques  are  in  keeping  with 
ARB's  high  research  standards,  unequalled  throughout  the  industry. 
For  descriptive  folder  and  list  of  areas  surveyed,  contact  your  near- 
est ARB  representative. 


AMERICAN  RESEARCH  BUREAU, INC. 

WASHINGTON  •  4320  Ammendale  Road,  Beltsville,  Md.  WEbster  5-2600 

NEW  YORK  •  400  Park  Avenue,  New  York  22,  N.  Y.  PLaza  7-5577 

CHICAGO  •  Tribune  Tower,  Chicago  11,  III.  SUperior  7-3388 

LOS  ANGELES  •  6223  Selma  Avenue,  Hollywood,  Calif.  Hollywood  9-7683 
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Now...  Air  Express  goes 


Almost  twice  the  speed 
at  the  same  low  rates 

The  giant  planes  that  have  opened  the  Jet  Age  carry 
both  passengers  and  Air  Express !  As  a  shipper,  you  are 
entering  a  brand  new  ten-mile-a-minute  world. 

The  whole  U.  S.  A.  is  now  your  local  market.  Your 
shipments  cross  the  nation  in  270  minutes — just  about 
half  the  previous  time.  Your  goods  can  go  on  sale 

CALL  AIR  EXPRESS  ^»  .  .  .  divisioi 


thousands  of  miles  away  the  same  day  they  are  shipped. 
Business  will  boom,  inventories  decline,  duplicate 
warehouses  disappear. 

These  are  vast  and  electrifying  changes.  And  Air 
Express  prepared  more  than  a  year  ago  to  help  you 
take  them  in  stride.  Added  fleets  of  modern  trucks, 
many  radio  dispatched  .  .  .  added  fast  moving  con- 
veyors at  airports  .  .  .  added  a  nationwide  private  wire 
network  ...  all  designed  to  give  you  jet  age  speed 
from  the  ground  up! 

of  RAILWAY  EXPRESS  AGENCY 
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Yet  Air  Express  rates  are  still  low,  still  unchanged.  For 
jet  as  for  regular  service,  rates  at  many  weights  and 
distances  cannot  be  beaten.  And  only  Air  Express 
offers  you  one  carrier  door-to-door  speed  to  thousands 
of  U.  S.  cities  and  towns.  Explore  all  the  facts.  Call 
Air  Express. 

JUR  EXPRESS 


GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 


A  private  wire  system  co-ordinates  all  Air  Express  opera- 
tions throughout  the  country  .  .  .  keeps  your  shipment 
moving  swiftly  and  steadily  to  its  destination. 


13,500  Air  Express  trucks  are  at  your  service.  Many  are 
equipped  with  two-way  radio  communication  for  fast 
pick-up,  often  minutes  after  you  call  up. 


Jet-fast  Air  Express  now  flies  coast  to  coast  and  border  to 
border.  New  cities  in  every  section  of  the  country  will  be 
added  to  the  schedule  as  quickly  as  possible. 
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think  an  article  published  just  re- 
cently quoted  the  Institute  of  High 
Fidelity  Manufacturers  that  the 
growth  would  come  in  com- 
ponent. .  .  . 

When  I  say  that  the  future  here  lies 
in  the  packaged  sets,  I'm  talking  about 
the  mass  public,  rather  than  a  limited 
public.  Sure,  you  probably  would  get 
a  better  unit  as  far  as  tone  fidelity  is 
concerned  if  you  were  to  package  your 
own  set.  But  I  just  don't  feel  that  the 
mass  public  is  interested  or  able  to 
assemble  their  own  units. 

Let's  try  to  put  some  of  these 
points  in  focus.  Have  broadcasting 
stocks  been  ahead  of  the  market  in 
the  past  year,  and  do  you  anticipate 
that  they  would  be  in  the  coming 
year,  or  have  they  been  behind  the 
market  in  general? 

It's  very  difficult  to  say  whether 
they've  been  ahead  of  the  market,  be- 
cause the  only  way  of  measuring  it,  as 
far  as  I'm  concerned,  is  to  measure 
Storer  and  Columbia  and  a  few  others, 
and  on  this  basis  I  would  say  that 
they've  been  behind  the  market. 

Why? 

Lack  of  investor  interest,  primarily, 
in  our  experience.  There  just  doesn't 
seem  to  be  the  interest  in  broadcasting 
as  there  is  in  electronics. 

Does  that  mean  the  profit  poten- 
tial is  not  as  great? 

Probably  that  is  the  feeling  of  the 
investor.  You  would  be  amazed  at  the 
lack  of  interest  in  broadcasting  stocks. 
We  get  very,  very  few  inquiries  on  the 
broadcasting  industry.  Most  of  the 
interest  seems  to  be  in  the  electronics 
stocks — the  manufacturing  companies. 

Do  you  anticipate  that  there  will 
be  more  interest? 

Unfortunately  no,  because  there 
aren't  many  ways  to  participate  in  this 
growth.  Many  companies  are  private- 
ly-owned. Many  have  only  limited  mar- 
kets. The  only  ones  you  can  buy  ac- 
tively are  the  Big  Three  and  maybe 
one  or  two  others,  like  Storer.  There 
aren't  many  others  that  you  can  buy 
to  participate  in  the  industry  whereas 
in  the  manufacturing  branch  of  the 
electronics  industry,  there  are  any  num- 
ber of  stocks  you  can  buy. 

On  the  other  hand,  should  broad- 
casting be  interested  in  these  in- 
vestors? 

Yes,  I  think  they  should.  And  you 
ask  why,  and  I  say  the  reason  for  doing 
this  is  that  if  they  want  to  finance  their 
growth  through  equity  financing,  then 
they  are  going  to  have  to  make  certain 
that  their  stocks  are  valued  properly  in 
a  market. 

Is  there  a  course  that  one  takes  to 
elicit  this  interest? 

Yes.  By  making  more  information 
available  to  the  analysts  and  others  who 
are  concerned  with  stocks. 


Stations  readying 
for  baseball  season 

Plans  for  the  1959  baseball  season 
are  being  finalized  by  broadcasters  and 
major  league  clubs  in  preparation  for 
next  month's  opener.  Among  reports 
thus  far  to  Broadcasting: 

Joseph  A.  Schlitz  Brewing  Co.,  Mil- 
waukee, through  Majestic  Adv.  there  is 
sponsoring  a  10-game  Kansas  City 
Athletics  schedule  over  WDAF-TV 
Kansas  City.  This  marks  a  first  for 
WDAF-TV  and  the  Athletics,  who 
formerly  maintained  a  no-television 
policy. 

The  Phillies'  games  on  WIP  Phila- 
delphia are  being  underwritten  by  the 
Atlantic  Refining  Co.,  Philadelphia;  P. 
Ballantine  &  Sons,  Newark;  Bayuk  Ci- 
gars Inc.  (Phillies),  Philadelphia,  and 
Tasty  Baking  Co.,  Philadelphia.  Atlan- 
tic Refining  and  Ballantine  have  one- 
third  each.  The  remaining  segment  is 
divided  between  Phillies  and  Tasty 
Baking.  Agency:  N.  W.  Ayer. 

Gunther  Brewing  Co.,  Baltimore, 
will  sponsor  the  WJZ-TV  telecasts  of 
the  Baltimore  Orioles'  games. 

Miller  Brewing  Co.,  Clark  Oil  &  Re- 
fining Co.,  both  Milwaukee,  and  P. 
Lorillard  Co.,  New  York,  will  sponsor 
the  Malwaukee  Braves'  schedule  over 
WTMJ  there. 

The  American  Tobacco  Co.,  New 
York,  and  Eastside  Brewing  Co.  are 
underwriting  the  Los  Angeles  Dodgers' 
games  over  the  LA.  Dodgers  Radio 
Network.  (The  network  includes  KMPC 
Los  Angeles,  KFXM  San  Bernardino. 
KVEL  San  Luis  Obispo,  KPAL  Palm 
Springs,  KROD  Brawley,  KYOR  Bly- 
the,   KREO   Indio   and   KIST  Santa 


New  president  •  Vice  President 
Richard  M.  Nixon  (c)  handed  a 
gavel  to  NBC's  Julian  Goodman 
(r)  when  Mr.  Goodman  was  in- 
stalled as  president  of  the  Radio 
&  Tv  Correspondents  Assn.  Re- 
tiring association  president,  Ed- 
ward P.  Morgan  of  ABC,  looks 
on.  The  occasion  was  the  corres- 
pondents' annual  dinner  March  7 
in  Washington. 


Barbara,  all  California.)  Agencies: 
American  Tobacco — Lawrence  C.  Gum- 
binner;  Eastside — Young  &  Rubicam. 

The  Pittsburgh  Pirates'  telecasts  will 
be  on  KDKA-TV,  that  city. 

WINS  New  York  plans  to  carry  home 
games  of  the  San  Francisco  Giants. 

WTOP  Washington  has  contracted 
to  broadcast  all  the  Senators'  games 
and  WTOP-TV  will  telecast  13  week- 
end contests.  A  spokesman  for  the 
Washington  Club  indicated  that  Gun- 
ther Brewing  Co.  will  be  one  of  the 
sponsors. 

WPIX  (TV)  New  York  will  warm 
up  for  its  regular  in-season  Yankee 
baseball  telecasts  with  four  exhibition 
games  from  Florida,  beginning  March 
14.  Plans  for  what  the  station  reports 
will  be  the  only  tv  baseball  coverage 
in  the  metropolitan  area  include  all 
Yankee  home  games  and  a  "majority" 
of  games  played  on  the  road.  P.  Bal- 
lantine &  Sons  and  R.  J.  Reynolds 
Tobacco  continue  as  sponsors,  through 
William  Esty. 

Cincinnati  Reds'  games  will  be  seen 
on  WLWT  (TV)  Cincinnati  and  WLWD 
(TV)  Dayton,  Ohio. 

Onondaga  sharetimer 
commences  operation 

Part  educational-part  commercial  ch. 
10  Onondaga,  Mich.,  went  on  the  air 
yesterday  (March  15).  And,  officials  of 
Michigan  State  U.'s  WMSB  (TV),  com- 
mercial station  WILX-TV  and  General 
Electric,  suppliers  of  transmitter  equip- 
ment to  the  stations,  are  predicting  the 
operation  may  provide  financial  an- 
swers to  solve  the  problem  of  financing 
the  nation's  educational  tv  stations.  GE 
described  it  as  the  first  educational- 
commercial  project. 

Not  only  are  WMSB  and  WILX-TV 
sharing  the  same  frequency  (Broad- 
casting, Sept.  8;  Dec.  22,  1958),  they 
also  are  using  the  same  transmission 
equipment,  with  the  commercial  sta- 
tion paying  the  educational  station  for 
the  use  of  its  facilities. 

Dr.  Armand  L.  Hunter,  director  of 
broadcasting  for  the  university,  expects 
the  sharetime  operation  will  "provide 
the  solution  to  two  principal  problems 
facing  each  type  of  operation."  He 
termed  the  problems  financial  support 
for  educational  operation  and  better 
public  service  programs  by  the  com- 
mercial station. 

WMSB  is  on  the  air  38V2  hours 
weekly:  9:30  a.m.-2  p.m.  Monday- 
Saturday;  6-7:30  p.m.  Monday-Friday 
and  noon-4  p.m.  Sunday.  Approximate- 
ly 75%  of  its  programming  will  be 
live. 

WILX-TV,  an  NBC-TV  affiliate,  has 
"an  even  longer  broadcasting  sched- 
ule," Dr.  Hunter  said. 
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Jan. -Feb. -'59  ARB  Names  . 


KETV  1 


in  Omaha! 


Buy  the  leader  in  Omaha! 


Call  your  IWlman  today! 


^  Oma 


Ben  H.  Cowdery,  President 

Eugene  S.  Thomas,  V.P.  &  Gen.  Mgr. 


Omaha  World-Herald  Station 


ABC  TELEVISION  NETWORK 
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VISIT  US  IN  SUITE  600  AT  THE  CONRAD  HILTON  AND  ENJOY  A  GLASS  OF  IRISH  COFFEE 


pull  big^  profits 
out  of  the  air  with 

*RCA 
THESAURUS 
LIBRARY 
COMMERCIAL 

FEATURES 


100' s  of  subscribers  net 
1000' s  of  dollars  of  extra  profit 
with  these  potent  sales  aids. 

It's  positively  magic  the  way  the  RCA  Thesaurus  Library 
commercial  features  help  subscriber  radio  stations  make  new 
sales,  earn  extra  profits,  with  such  aids  as  the  following: 

SELL-TUNES  AND  SUPERMARKET  CAMPAIGN -"Most  of  the  100- 

odd  new  local  accounts  on  KITO  during  past  few  months 
were  sold  by  producing  spots  on  speculation  using  Thesaurus 
sell-tunes.  Such  proposals  resulted  in  sales  better  than  80% 
of  the  time.  Stater  Brothers  has  been  using  140  Thesaurus 
supermarket  spots  per  week  on  KITO  .  .  .  today  increased 
schedule  to  182  spots  per  week  all  year  'round." -Joe  Klass, 
National  &  Regional  Sales  Manager,  Station  KITO,  San  Bernardino,  CaL 


"I'm  happy  to  report  sale  of  1800  announcements  to  the  Nehi- 
Royal  Crown  Cola  Bottling  Company  of  Montgomery,  using 
Thesaurus  jingle  number  603-A-2.  Owner  of  local  bottling 
company  'highly  pleased' . . .  this  sale  to  'R.  C  was  primarily 
because  of  the  excellent  jingle." -Ed  Morgan,  General  Manager, 
Station  WETU,  Wetumpka,  Alabama 

department  store  radio  campaign  -  "Sold  40  announce- 
ments per  week  to  Roger's  Department  Store  . . .  sponsor  very 
pleased.  Thesaurus,  department  store  radio  campaign 
tipped  the  scale  in  really  selling  them." -David  M.  Myers,  Presi- 
dent, Station  WFGM,  Fitchburg,  Massachusetts 

SHOP  AT  THE  STORE  WITH  THE  MIKE  ON  THE  DOOR  -  "SHOP 
AT  THE  STORE  WITH  THE  MIKE  ON  THE  DOOR  brought  in  OVer 

$7,000.00!  Over  100,000  listener  registrations  at  sponsor 
stores  for  contest  .  .  .  best  promotion  we've  ever  had  in 
nine  years  of  broadcasting!" -Jim  Hairgrove,  General  Manager, 
Station  KFRD,  Rosenberg,  Texas 


"Taking  in  an  additional  $5,000.00  with  26-week  shop  at 
THE  STORE  campaign."  -  Dave  Hofer,  Jr.,  Sales  Manager,  Station 
KRDU,  Dinuba,  California 

holiday  jingles  and  open-end  shows  -  "Twenty  Thesaurus 
Christmas  jingles  and  special  effects  were  used  to  sell  812 
announcements  (527  minutes  and  285  station  breaks)  aired 
between  Thanksgiving  and  Christmas.  Total  income  from  this 
source  amounted  to  $3,221.50,  including  $60  talent  fees 
($3.00  per  jingle)."  -  William  Holm,  General  Manager,  Station 
WLPO,  La  Salle,  Illinois 

These  and  many  other  commercial  aids-like  sales  boosters, 
sound  effects,  echo  and  action  attention-getters,  shop- 
ping center  radio  campaign,  show  stoppers  and  show 
themes  and  production  aids,  station  identifiers  and 
music  to  sell  by  -  pay  their  small  cost  many  times  over  at 
hundreds  of  radio  stations  across  the  country.  And  subscriber 
stations  get  plenty  of  extra  sales  help,  too,  from  the  exclusive 


THESAURUS  MONTHLY  MARKETING  BULLETIN  and  SALES  PRO- 
MOTION materials  supplied  at  no  extra  cost  every  month. 
RCA  Thesaurus  Library  commercial  features  are  supplied  on 
easily-handled,  easily-stored  12-inch,  33Va  records,  with  a 
complete  catalog  index.  Now,  more  than  ever,  time  can  mean 
money  for  you,  with  the  income-earning  power  of  the  RCA 
Thesaurus  Library  commercial  features.  Get  full  details  today 
from  your  nearest  RCA  Thesaurus  representative. 

©  RECORDED 
PROGRAM  SERVICES 

155  EAST  24TH  STREET,  NEW  YORK  10,  N.  Y.,  MURRAY  HILL  9-7200 
445  N.  LAKE  SHORE  DRIVE,  CHICAGO  11,  ILL.,  WHITEHALL  4-3530 
1121  RHODES-HAVERTY  BLDG.,  ATLANTA,  GA.,  JACKSON  4-7703 
7901  EMPIRE  FREEWAY,  DALLAS  35,  TEXAS,  FLEETWOOD  2-3911 
1016  N.  SYCAMORE  AVE.,  HOLLYWOOD  38,  CAL.,  OLDFIELD  4-1660 
800  SEVENTEENTH  AVE.  SO.,  NASHVILLE,  TENN.,  ALPINE  5-6691 


NEW  VOTE  OF  CONFIDENCE  FOR  TV 


Most  people  think  tv  is  as  good  as  it  ever  was — or  better 


Print  media  hatchet  throwers  to  the 
contrary,  the  people  who  watch  televi- 
sion do  not  think  tv  programming  is 
going  to  pot.  For  the  most  part,  though 
they  often  have  favorite  program  types 
they'd  like  to  see  more  of,  they  think 
tv  programmers  are  doing  a  good  job. 

This  is  the  first  obvious  conclusion 
to  be  drawn  from  a  special  survey  con- 
ducted for  Broadcasting  by  The  Pulse 
Inc.,  covering  1,070  viewers  in  13  cities* 
during  the  week  of  Feb.  1-8  (also  see 
survey  of  the  public's  attitude  toward 
the  FCC,  Government). 

The  findings  show  that  the  largest 
single  block — 45.5% — thinks  television 
programming  today  is  better  than  a  few 

*Cities  were  Atlanta,  Boston,  Chicago, 
Cleveland,  Dallas,  Detroit,  Los  Angeles, 
Miami,  New  York,  Philadelphia,  San  Fran- 
cisco, St.  Louis  and  Washington. 


years  ago.  In  addition,  35%  think  it's 
"about  the  same,"  leaving  20%  who 
consider  it  not  as  good.  When  the 
question  is  approached  from  another 
direction,  six  out  of  ten  persons  think 
stations  are  doing  a  good  or  very  good 
job,  slightly  less  than  three  out  of  ten 
think  it's  a  "fair"  job  and  a  little  more 
than  one  of  ten  considers  the  job  poor 
or  very  poor. 

Preferences  »  Almost  eight  out  of  ten 
persons  would  like  to  see  more  of  cer- 
tain types  of  programming  than  is  now 
available — and  the  No.  1  type,  men- 
tioned by  16.2%,  is  educational.  Next, 
in  rank  order,  come  dramatic,  comedy, 
variety  and  western  programs. 

What  most  people  are  looking  for  in 
television  is  entertainment  (52.8%) 
rather  than  information  (14.1%),  but 


one-third  of  the  respondents  said  they 
were  looking  for  both. 

As  to  specific  program  types,  those 
that  draw  interest  from  the  most  are 
newscasts  (mentioned  by  91.9%), 
movies  (80.7%)  and  variety  shows 
(75.4%). 

The  viewers  also  were  given  four 
shows  and  asked  to  indicate  which  one 
they  would  watch  if  all  four  were  on 
at  the  same  time.  This  was  done  with 
two  sets  of  programs,  some  viewers  be- 
ing asked  about  one  set  and  the  rest 
about  another.  One  group  chose  Father 
Knows  Best,  Omnibus,  Bat  Masterson 
and  Small  World,  in  that  order,  while 
the  other  group  of  viewers  picked  Meet 
the  Press  over  Millionaire,  Twentieth 
Century  and  Restless  Gun. 

Here  are  the  complete  results : 


WHAT  THE  PEOPLE  THINK  OF  THIS  SEASON 


Question  1 

What  is  your  opinion  of  television  pro- 
grams you  now  watch  compared  with 
programs  presented  during  the  past  few 
years?  Do  you  think  programs  now  on 
the  air  are  better,  about  the  same  or 
not  as  good  as  those  you  watched  in 
previous  years? 


Question  2 

On  the  whole,  do  you  think  television 
stations  are  doing  a  very  good,  good, 
fair,  poor  or  very  poor  job  of  present- 
ing the  kinds  of  programs  you  like  to 
watch? 


Better 

About  the  same 
Not  as  good 
Total 


Number  of 
Respondents 
487 

370 
213 
1070 


Percent  of 
Respondents 

45.5% 

34.6 

19.9 
100.0% 


Very  good 
Good 
Fair 
Poor 

Very  poor 
Total 


Number  of 
Respondents 

202 

452 

302 
76 


Question  4 

Here  is  a  list  of  different  categories  of  television  programs 
(show  card).  In  connection  with  each  of  these  types  of  pro- 
grams, would  you  say  that  you  are  very  interested  or  not 
at  all  interested  in  watching  (type)  programs  on  tv? 


Interested 

Not 

nterested 

Total  Respondents 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

News  programs 

983 

91.9% 

87 

8.1% 

1070 

100.0% 

Quiz  programs 

416 

38.9 

654 

61.1 

1070 

100.0 

Discussions  &  debates 

on   current  events 

701 

65.5 

369 

34.5 

1070 

100.0 

Dramatic  programs 

767 

71.7 

303 

28.3 

1070 

100.0 

Westerns 

612 

57.2 

458 

42.8 

1070 

100.0 

Operatic  &  classical 

music  programs 

526 

49.2 

544 

50.8 

1070 

100.0 

Situation  comedy 

programs 

761 

71.1 

309 

28.9 

1070 

100.0 

Popular  music 

programs 

675 

63.1 

395 

36.9 

1070 

100.0 

Interviews  with 

famous  people 

751 

70.2 

319 

29.8 

1070 

100.0 

Movies 

863 

80.7 

207 

19.3 

1070 

100.0 

Variety  programs 

807 

75.4 

263 

24.6 

1070 

100.0 

Mystery  programs 

752 

70.3 

318 

29.7 

1070 

100.0 

140    (THE  MEDIA) 

Percent  of 
Respondents 
18.9% 
42.2 
28.2 
7.1 
3.6 
100.0% 


Question  3 

A  television  program  can  serve  two 
basic  functions:  to  provide  information 
or  entertainment.  When  you  watch  tele- 
vision, are  you  primarily  interested  in 
programs  devoted  to  information  or  en- 
tertainment? 


Information 

Entertainment 

Both 

Total 


Number  of 
Respondents 

151 

565 

354 
1070 


Percent  of 
Respondents 

14.1% 

52.8 

33.1 
100.0% 


More  tables  page  142 

Question  5 

In  connection  with  your  own  viewing  habits,  do  you  feel 
there  should  be  more  (type)  programs  on  television,  there 
should  be  fewer  (type);  or  do  you  feel  the  number  of  each 
of  said  programs  now  on  television  is  about  right? 

Total 
Who  Are 

More  Same  Fewer  Interested 


News  programs 
Quiz  programs 
Discussions  &  debates 
on   current  events 
Dramatic  programs 
Westerns 

Operatic  &  classical 

music  programs 
Situation  comedy 

programs 
Popular  music 

programs 
Interviews  with 

famous  people 
Movies 

Variety  programs 
Mystery  programs 


No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

293 

29.8  °/« 

661 

67.2° 

'o  29 

3.0% 

983 

100°/ 

88 

21.2 

289 

69.4 

39 

9.3 

416 

100 

333 

47.5 

340 

48.5 

28 

4.0 

701 

100 

349 

45.5 

395 

51.5 

23 

3.0 

767 

100 

123 

20.1 

345 

56.4 

144 

23.5 

612 

100 

273 

51.9 

233 

44.3 

20 

3.8 

526 

100 

251 

33.0 

472 

62.0 

38 

5.0 

761 

100 

215 

31.9 

439 

65.1 

21 

3.0 

675 

100 

342 

45.4 

386 

51.5 

23 

3.1 

751 

100 

347 

40.2 

493 

57.1 

23 

2.7 

863 

100 

282 

34.9 

500 

62.0 

25 

3.1 

807 

100 

261 

34.7 

449 

59.7 

42 

5.6 

752 

100 
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as  basic  as  the  alphabet 


7 
IIP 

P 


EGYPTIAN 

Word  of  mouth  was  man's  first 
form  of  communication.  There- 
fore, the  sign  for  mouth  was  one 
of  the  most  common  ideographs 
used  on  the  papyrus  the  Egyp- 
tians made  from  reeds  growing 
along  the  Nile. 

PHOENICIAN 

Marketing  papyrus  throughout 
the  ancient  world  was  big  busi- 
ness with  the  Phoenicians.  In 
time,  the  Egyptian  mouth  sign 
became  their  letter  pei  —  fore- 
runner of  the  modern  P. 


GREEK 

To  papyrus  and  wax  tablets,  the 
Greeks  added  another  writing 
material:  parchment,  made  from 
animal  skins  and  first  used  in 
the  city  of  Pergamum.  Gradu- 
ally, pei  was  changed  to  pi. 


ROMAN 

Paper  became  a  favorite  with  the 
Romans  about  the  8th  Century 
after  the  Arabs  had  brought  the 
Chinese  invention  into  southern 
Europe.  Meanwhile,  scholars  had 
transformed  pi  into  P. 

Historical  data  by 
Dr.  Donald  J.  Lloyd, 
Wayne  State  University 


.  ut  your  money 
where  the  people  are 

Seventy  per  cent  of 
Michigan's  population 
commanding  75  per 
cent  of  the  state's  buy- 
ing power  lives  within 
WWJ's  daytime  pri- 
mary coverage  area. 


-  -     -  .       .    ■ ... 


Push  up  spring  sales  by  using  WWJ,  Detroit's 
Basic  Radio  Station.  Dealers  and  distributors  favor 
WWJ  because  they  know  it  moves  merchandise. 
Listeners  prefer  WWJ  because  it  entertains  them  with 
modern  radio  at  its  very  best. 

Personalities  like  Melody  Paraders  Hugh 
Roberts,  Faye  Elizabeth,  Dick  French,  Bob  Maxwell, 
and  Jim  DeLand  —  programs  like  WWJ  News,  sports, 
and  weather,  NBC's  Monitor  and  Nightline  are  the 
talk  of  the  town.  Buy  WWJ— it's  the  basic  thing  to  do! 


m    Aft    mm  jm    »   g    n  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 

Owned  and  operated  by  The  Detroit  News 

NBC  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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PUBLIC  AND  TV  continued 

Question  6 

Are  there  any  types  of  programs  which 
you  would  like  to  see  more  of  on  tele- 
vision? 


Yes 
No 

Total 


Number  of 
Respondents 

824 

246 
1070 


Percent  of 
Respondents 

77.0% 

23.0 
100.0% 


Question  6a 

What  types  would  you  like  to  see  more 
of? 


Number  of 

Percent  of 

Mentions 

Mentions 

Dramas 

156 

Educational 

173 

lt.2  7° 

Comedy 

116 

10.8 

News 

27 

2.5 

Quiz  programs 

23 

2.2 

Informative  discussions  42 

3.9 

Westerns 

66 

6.7 

Opera,  ballet, 

classical  music 

45 

4.2 

Popular  music 

46 

4.3 

Movies 

62 

5.8 

Variety 

8.2 

Mystery 

52 

4.9 

Sports 

54 

5.0 

Stories,  soap  operas  20 

1.9 

Religious 

19 

1.8 

Cultural 

11 

1.0 

Live  programs 

12'     •  - 

1.1 

Travelogues 

27 

2.5 

Science  fiction 

10 

.9 

Children's 

15 

1.4 

Spectaculars 

19 

1.8 

Adventure 

19 

1.8 

Miscellaneous 

12 

1.1 

Total  responses 

1114 

104.1%* 

*Total  over  100% 

because  of  multiple 

responses. 

Question  7 

Here  are  four  television  programs 
scheduled  during  the  coming  week 
(show  card).  If  these  programs  were 
telecast  on  the  same  evening  at  the 
same  time,  which  one,  if  any,  would 
you  choose?  (One  set  of  programs  was 
shown  to  about  half  the  respondents 
and  another  set  to  the  other  half.) 

Number  of 

Respondents 
Omnibus  165 
Small  World  35 
Bat  Masterson  105 
Father  Knows  Best  203 
None  33 
Total  541 

Number  of 

Respondents 
Twentieth  Century  114 
Meet  The  Press  147 
Restless  Gun  112 
Millionaire  115 
None  41  7.7 

Total  529  10o!o% 

KFAB  forces  issue 

The  weight  of  an  editorial  campaign 
by  KFAB  Omaha,  Neb.,  was  demon- 
strated when  the  Nebraska  state  legis- 
lature passed  into  law  a  bill  reducing 
the  speed  limit  on  secondary  roads 
from  60  to  50  miles  per  hour. 

Lyell  Bremser,  vice  president  and 
general  manager  of  the  50  kw  station, 
devoted  at  least  one  editorial  a  week 
during  the  past  year  to  the  need  for  a 
lower  speed  law  on  the  state's  secondary 
roads.  A  KFAB  editorial  last  October 


Percent  of 
Respondents 
30.5% 

6.5 
19.4 
37.5 
6.1 
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created  such  public  response  that  the 
Nebraska  governor  called  a  special  news 
conference,  the  station  reports,  during 
which  he  pointed  out  that  the  majority 
of  fatal  accidents  occurred  on  second- 
ary roads.  This  admission  of  an  unsafe 
speed  limit  for  secondary  roads  was  the 
opening  wedge,  KFAB  says,  in  its  suc- 
cessful drive  to  have  the  speed  limit 
lowered. 

Tv  execution  coverage 

KRON-TV  San  Francisco  has  asked 
permission  to  televise  the  next  execu- 
tion in  San  Quentin's  gas  chamber. 
Earlier  State  Sen.  Fred  S.  Farr,  author 
of  a  bill  to  abolish  the  death  penalty  in 
California,  commented,  "If  an  execu- 
tion were  televised,  you'd  soon  have 
an  end  to  the  death  penalty."  Harold  P. 
See,  general  manager  of  KRON-TV, 
then  wired  Richard  A.  McGee,  state 
director  of  corrections :  "On  ground  ex- 
ecutions in  California  are  public  pro- 
ceedings done  for  and  in  behalf  of  the 
people  of  the  state,  KRON-TV  wishes 
to  use  its  broadcast  facilities  to  televise 
the  next  execution  at  San  Quentin  gas 
chamber.  If  capital  punishment  is  to 
deter  capital  crimes,  it  should  be  made 
a  maximum  deterrent.  Let  all  the  peo- 
ple see  it." 

Gov.  Edmund  C.  Brown  said  that  he 
is  definitely  opposed  to  televising  execu- 
tions. Mr.  McGee  said  this  is  a  matter 
which  the  legislature  should  decide. 


What  built  this  building? 


>  KNOWLEDGE  of  good  programming 

»  ACQUIRING  &  KEEPING  good  air  salesmen 

>  EXPERIENCE  gained  through  28  years  of  broadcasting 

►AWARENESS  of  our  obligation 
to  serve  the  public  and 
to  sell  merchandise 

>  FLEXIBILITY  of  thinking 
to  keep  ahead  of  trends 

TRAFFIC  CONTROL 
systematic  and  thorough 


Open  our  door — through 
your  P.G.W.  Colonel— 
and  we'll  open  the  door 
of  sales  for  your  product. 
(You'll  be  keeping 
good  company,  too!) 


RADIO 
5000W 
560KC 
NBC 

COLUMBIA,  SOUTH  CAROLINA 


Peters.  Ghiffix 
Woodward.  !«. 

Estliuii  t  N.nmial  RtprtuiiMlim 
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G.  Richard  Shafro,  Exec.  Vice  President 
W.  Frank  Harden,  Managing  Director 
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In  DES  MOINES, 

that  result-getting  station  is 
and  has  always  been  .  . 
KRNT  RADIO,  that  "know-how, 
go-now"  station  that  keeps  pace 
with  all  that's  going  on  in 
Des  Moines,  Iowa's  lively  center  of 
business  activity.  Because  KRNT 
has  news  on  the  hour,  total 
sports,  the  best  of  music, 
dramatic  shows,  complete  weather 
and  complete  service,  local 
sponsors  spend  nearly  as  much 
on  KRNT  RADIO  as  on  the 
other  5  Des  Moines 

Stations  Combined!  Better  See  Katz  Soon, 

SOURCE:  LATEST  AVAILABLE  F.  C.  C.  FIGURES 

KRNT  RADIO-CBS 

A  Cowles  Station 


THE  MEDIA  WAR 

Jones  in  St.  Louis 
focuses  on  tv  critics 

A  leading  television  executive  took 
a  look  last  week  at  the  average  viewer's 
watching  habits  and  saw  both  "a  re- 
markable figure"  and  a  cause  for  con- 
cern. 

While  the  2Vi  hours  that  the  average 
viewer  spends  with  television  each  day 
is  "more  time  than  is  spent  on  all  other 
leisure-time  activity  combined,"  CBS 
TV  Stations  Div.  President  Merle  S. 
Jones  declared,  this  still  leaves  him  to 
get  his  impressions  about  an  over- 
whelming majority  of  tv  programming 
from  what  he  reads  about  it  rather  than 
from  what  he  sees. 

Mr.  Jones,  in  a  speech  prepared  for 
the  St.  Louis  Rotary  Club  last  Thurs- 
day (March  12),  called  attention  to 
the  attacks  on  television  carried  in 
Newsweek,  Life,  Fortune  and  Esquire 
in  recent  months.  While  the  public's 
opinion  of  television  is  in  "sharp  con- 
trast" to  the  magazines',  he  said,  the 
average  viewer's  2Vi  hours  a  day  at 
the  tv  set  covers,  for  example,  less 
than  5%  of  the  55  hours  a  day  pro- 
grammed by  the  three  St.  Louis  stations. 

Reading  Influence  •  "As  a  result, 
his  impression  of  television  as  a  whole 
is  bound  to  be  influenced,  not  only  by 
what  he  sees  himself,  but  also  by  what 
he  reads  about  the  programs  he  has  not 
seen — which  comes  to  95%  of  the  to- 
tal," Mr.  Jones  asserted. 

He  showed  film  clips  from  17  CBS- 
TV  shows  presented  on  KMOX-TV 
St.  Louis  on  one  recent  Sunday — "17 
programs  on  which  close  to  6,000 
people  labored  a  combined  total  of 
over  50,000  hours — the  equivalent  of 
six  years — for  the  sole  purpose  of  bring- 
ing you  something  that  you  would  find 
represents  time  well  spent."  He  said 
they  add  up  to  "an  extraordinary  range 
of  entertainment  and  exciting  infor- 
mation" but  were  "not  extraordinary 
television  in  the  sense  of  being  excep- 
tional." Moreover,  he  said,  "similar  ef- 
forts" are  being  made  by  St.  Louis'  two 
other  stations,  KSD-TV  (NBC)  and 
KTVI  (TV)  (ABC-TV). 

Mr.  Jones  said  thoughtful  broadcast- 
ers "welcome  constructive  criticism  and 
are  quick  to  respond  to  it,"  but  that 
"some  of  the  attacks  seem  to  be  leveled 
simply  because  they  represent  good, 
juicy,  circulation-building  copy,  while 
still  others  .  .  .  reflect  a  built-in  bias 
against  a  medium  that  is  competing  so 
successfully.  .  .  ." 

Mr.  Jones  appeared  in  St.  Louis  in 
connection  with  CBS-owned  KMOX- 
TV's  first  birthday  and  dedication  of 
the  station's  new  transmitter  and  tower. 
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Gubernatorial  oratory  •  Gov. 
Nelson  A.  Rockefeller  of  New 
York  explains  the  state's  interest 
in  the  broadcasting  field  during 
the  second  annual  legislative  din- 
ner sponsored  by  the  New  York 
State  Assn.  of  Broadcasters  in  Al- 
bany (Broadcasting,  March  9). 
Applauding  are  Robert  Leder  (1), 
president  of  NYSAB  and  vice 
president-general  manager  of 
WOR-AM-TV  New  York,  FCC 
Comr.  Robert  E.  Lee  (r)  and  Dr. 
William  Rowan,  assistant  to  Gov. 
Rockefeller  (extreme  r).  Gov. 
Rockefeller  and  Comr.  Lee 
stressed  the  need  for  closer  co- 
operation between  the  broadcast- 
ing industry  and  the  government. 


OK  Group  Negro  study 
presented  in  New  York 

Buying  habits  of  Negroes  and  their 
motivations  as  consumers  are  not  the 
same  as  for  white  consumers,  says 
Henry  A.  Bullock,  professional  Negro 
surveyor  at  Texas  Southern  U.  Dr.  Bul- 
lock last  fortnight  outlined  the  findings 
of  his  study  in  a  series  of  New  York 
presentations  conducted  by  the  OK 
Group  of  radio  stations  and  the  Motion 
Picture  Advertising  Service,  both  head- 
quartered in  New  Orleans. 

Speaking  to  representatives  of  more 
than  20  New  York  advertising  agencies, 
Dr.  Bullock  revealed  preferences,  prej- 
udices, family  organization  and  buying 
motives  revealed  in  a  survey  of  150 
Negro  families  and  50  white  families. 

Among  the  findings:  dominance  of 
the  Negro  mother  in  the  home;  in  per- 
sonality development,  Negro  males 
emerge  submissive,  females  aggressive; 
Negro  income  is  more  discretionary, 
with  necessity  purchases  not  so  fixed  as 
for  whites;  Negroes  must  identify  them- 
selves with  the  situation  in  advertise- 
ments; they  are  more  optimistic  of  the 
future  than  whites. 

Jules  J.  Paglin,  president  of  the  OK 
Group,  which  has  six  stations  in  south- 


ern cities,  emphasized  that  the  Negro 
market  is  a  separate  one  that  must  be 
reached  with  specialized  media,  dif- 
ferent copy  angles  and  different  types 
of  program  appeal. 

WFBR,  AFTRA  settle 

A  strike  by  the  American  Federation 
of  Television  &  Radio  Artists  against 
WFBR  Baltimore  was  settled  March  13 
with  the  station  resuming  normal  op- 
erations. Robert  B.  Jones  Jr.,  WFBR 
vice  president,  said  the  station  lost 
only  two  minutes  at  the  start  of  the 
strike  Feb.  16  (Broadcasting,  March 
2).  The  settlement  was  understood  to 
have  specified  a  five-day  week  for  talent, 
a  union  security  clause  and  modest 
raise.  Vacation  clause  was  not  changed. 
No  talent  fees  were  included,  talent 
working  on  straight  salary. 

•  Media  reports 

•  With  attention  riveted  on  the  single 
rate  system,  Ted  Tostlebe,  commercial 
manager  of  WOI-TV  Des  Moines, 
whipped  out  a  news  release  emphasiz- 
ing the  station  "quietly"  had  adopted  a 
single  rate  a  year  ago  March  1.  WOI- 
TV,  he  said,  combined  its  retail  rates 
into  saturation  plans  and  left  its  "gen- 
eral rate  structure"  intact. 

•  Revenue     of  WJIM-AM-FM-TV 

Lansing,  Mich.,  in  1958  was  $2,876,- 
569.  The  1957  figure  was  $2,790,924. 
The  1958  earnings  of  $1.91  a  share 
were  the  highest  in  the  company's  his- 
tory. Earnings  in  1957  equaled  $1.68 
a  share. 

•  WAGM  Presque  Isle,  Me.,  is  broad- 
casting on  a  new  frequency,  950  kc 
(with  5  kw).  A  directional  signal  from 
a  three-tower  array  supplies  Aroostook 
County  with  primary  coverage.  Second- 
ary coverage  is  given  to  eight  contigu- 
ous Canadian  counties.  WAGM  for- 
merly was  on  1450  kc  with  250  w. 

•  WLOS-TV  Asheville,  N.C.,  is  tele- 
casting programs  originating  from  a 
studio  in  Greenville,  S.C.  via  micro- 
wave transmitters  and  receivers.  Pro- 
grams are  fed  into  WLOS-TV's  coaxial 
cables  in  Greenville  and  transmitted  23 
miles  to  a  repeater  station  in  Caesar's 
Head,  S.C.  From  there  the  signal  is 
sent  24  miles  to  WLOS-TV's  transmit- 
ter about  18  miles  from  the  station's 
studios. 

•  KFWB  Los  Angeles  reports  that  an 
interview  with  a  witness  in  the  Eliza- 
beth Duncan  murder  trial  has  thrown 
new  light  on  the  case.  The  witness, 
Barbara  Jean  Reed,  told  a  staffer  that 
she  had  known  the  suspects,  Louis  and 
Augustine  Baldano,  for  some  time.  This 
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LEADER! 

Meet  George  Gould,  and  discover  a  prime 
reason  why  NTATelestudios  has  asserted  such 
dynamic  leadership  in  the  field  of  tape  for 
television.  As  head  man  of  the  burgeoning  NTA 
Telestudios  operation,  Gould  has  built  the 
industry's  finest  plant  designed  specifically  for 
custom  tape  productions.  More  important, 
he's  staffed  the  Telestudios  operation  from  top 
to  bottom  with  men  and  women  who  reflect 
George  Gould's  desire  and  ability  to  do  it  better 
for  you  with  tape.  At  NTATelestudios,  every 
session  moves  smoothly,  with  the  confidence 
born  of  Gould's  15  years  of  live  network 
experience.  At  NTATelestudios,  you  work  with 
the  most  complete  custom  tape  facilities 
available.  At  NTATelestudios  you  work  with  the 
people  who  want  to  give  you  more,  the 
experienced  people  who  have  more  to  give. 

NTATELESTUDIOS 

Leading  the  field  of  tape  with  commercial 
productions  for  key  agencies  such  as: 

N.W.  AYER  &  SON;  LEO  BURNETT;  DANIEL  &  CHARLES; 
D.  C.  S.  &  S.;  FOOTE  GONE  &  BELDING;  KETCHUM  MacLEOD  &  GROVE; 
C.  J.  LaROCHE;  LENNEN  &  NEWELL;  MARSCHALK  &  PRATT; 
MAXON;  McCANN-ERICKSON;  MOGUL  LEWIN  WILLIAMS  &  SAYLOR; 
NORMAN  CRAIG  &  KUMMEL;  REACH  McCLINTON 

NTA  Telestudios,  1481  Broadway,  N.Y.,  LO  3-1122 


fact  previously  had  not  come  out  in 
testimony. 

•  KEZY  Anaheim,  Calif,  will  broadcast 
from  studios  in  the  Disneyland  Hotel, 
opposite  the  famed  amusement  park. 
According  to  Cliff  Gill,  station  presi- 
dent, additional  studios  will  also  be  es- 
tablished in  nearby  Fullerton. 

•  Lou  Frankel  Co.,  public  relations, 
moves  to  45  W.  57th  St.,  New  York; 
telephone  Plaza  3-4636. 

•  Recipients  of  three  research  grants- 
in-aid  have  been  announced  for  the 
National  Assn.  of  Educational  Broad- 
casters by  Dr.  Harry  J.  Skornia,  execu- 
tive director.  Grants  up  to  $500  each 
will  be  made  to  Dr.  Keith  Engar,  man- 
ager of  KUED  (TV)  Salt  Lake  City 
(U.  of  Utah)  to  study  effectiveness  of 
a  tv  course  for  college  credit;  Dean 
Warren  L.  Hickman,  College  of  Arts 
&  Sciences  of  Ithaca  College,  to  study 
a  business  and  economics  tv  series,  and 
Raymond  T.  Bedwell  Jr.,  assistant  in 
radio-tv,  Ohio  State  U.,  Columbus,  to 
compile  history  and  development  of 
U.  S.  radio  broadcasting  before  1934. 

•  WHK-AM-FM  Cleveland  and  the 
National  Assn.  of  Broadcast  Employes 
&  Technicians  have  signed  a  new  five- 
year  agreement,  according  to  Mary 
Ellen  Trottner,  union  regional  director, 
and  Robert  Dreyer,  general  counsel  for 
Metropolitan  Broadcasting  Corp.,  rep- 
resenting WHK.  The  agreement  guar- 
antees a  liberal  wage  increase,  new  sev- 
erance pay  compensations  and  a  new 
method  of  computing  vacation  and  hol- 
iday benefits. 

•  The  farm  service  department  of 
WSJS  -  AM  -  FM  -  TV  Winston-Salem, 
N.C.,  has  been  given  the  1958  dis- 
tinguished service  award  of  the  North 
Carolina  Farm  Bureau  Federation  for 
"outstanding  agricultural  reporting." 
Also,  Farm  Service  Director  Harvey 
Dinkins  has  received  a  "certificate  of 
appreciation"  from  the  state  forest  in- 
dustries for  "his  continuous  presenta- 
tion of  forestry  matters  on  his  daily 
programs." 

•  Forty  members  of  United  Press  In- 
ternational Broadcasters  Assn.  of  Con- 
necticut will  fly  to  Omaha,  Neb.,  this 
weekend  (March  20)  as  guests  of  Gen. 
Thomas  S.  Power,  commander-in-chief 
of  the  Strategic  Air  Command  at  Of- 
futt  Air  Force  Base.  The  group,  includ- 
ing news  directors  and  station  man- 
agers, will  acquaint  itself  with  "the 
overall  operation  of  SAC."  Said  Rich- 
ard J.  O'Brien,  co-director  of  WCNX 
Middleton,  "We  live  in  a  prime  target 
state,  and  the  better  informed  we  are 
on  our  defenses,  the  more  intelligently 
we  can  tell  the  story  of  SAC  to  the  .  .  . 
listeners  and  viewers  in  our  area." 
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•  Avery-Knodel,  station  representative, 
is  now  operating  out  of  new  San  Fran- 
cisco quarters  at  369  Pine  St.,  one-half 
block  from  its  old  office.  Phone  num- 
bers remain  the  same  but  TWX  is 
changed  to  San  Francisco  1345. 

•  Keystone  Broadcasting  System  has 
signed  ten  new  station  affiliates:  KUKI 
Ukiah,  Calif.;  KZIX  Fort  Collins,  Colo.; 
WWCC  Bremen,  Ga.;  KLER  Orofino 
and  KSRA  Salmon,  Idaho;  KMCD 
Fairfield,  Iowa;  WMST  Mt.  Sterling, 
Ky.;  KDOM  Windom,  Minn.;  KUMA 
Pendleton,  Ore.,  and  WAVL  Apollo, 
Pa.  The  additions  bring  KBS'  total  to 
1,061  stations. 

•  WCEC  Rocky  Mount,  N.C.,  has  been 
given  an  award  by  the  North  Carolina 
Farm  Bureau  Federation  for  "the  best 
job  of  agricultural  broadcasting,  for  a 
station  of  its  size,  in  the  state." 


No  panic  button  •  A  new  mas- 
ter control  set-up  has  been  in- 
stalled by  KMTV  (TV)  Omaha  to 
eliminate  any  lag  in  switching  au- 
dio, film  and  other  broadcast 
phases.  Developed  by  the  station's 
engineering  vice  president,  Ray- 
mond Schroeder,  this  panel  allows 
pre-setting  of  five  up-coming  au- 
dio events  beyond  the  event  on 
the  air.  Switching  from  one  audio 
source  to  the  next  in  line  is  a  push- 
button operation,  whereupon  the 
just-used  event  strip  is  automat- 
ically prepared  for  another  pre- 
set event.  Shown  operating  the 
device  is  KMTV  engineer  Leo 
Lechner. 


•  KPIX  (TV)  San  Francisco  has  given 
educational  KQED  (TV)  there  47 
pieces  of  tv  equipment.  The  gift,  an 
addition  to  the  $4,000  previously  do- 
nated by  KPIX,  includes  a  film  camera, 
sync  generator,  amplifiers  and  a  variety 
of  test  equipment. 

•  An  all-album  format  has  been  adopt- 
ed by  KRKD  Los  Angeles,  according 
to  General  Manager  Jack  Feldman. 


•  Dean  Earl  F.  English  of  the  U.  of 
Missouri's  School  of  Journalism  will  be 
the  moderator  of  the  symposium  on 
"The  Social  and  Economic  Forces  of 
Advertising"  to  be  held  Wednesday 
(March  18).  The  program  is  a  feature 
of  the  school's  50th  anniversary. 

•  Northwestern  U.  will  run  a  course  in 
crime  news  analysis  and  reporting 
March  23-27  for  radio,  tv  and  other 
media  newsmen.  Registration  is  being 
handled  by  Northwestern  U.  School  of 
Law,  Chicago  11. 

•  KHSL  Chico,  Calif.,  has  revised  its 
format  to  eliminate  the  more  strident 
types  of  phonograph  records  and  now 
features  local  and  regional  news,  plus 
CBS  newscasts  and  calls  its  program- 
ming "The  Friendly  Sound." 

•  WICE  Providence,  R.I.,  appoints 
Creamer-Trowbridge  Co.  there  for  sta- 
tion advertising. 

•  WMAQ  Chicago  is  in  the  middle  of  a 
dispute  between  Jack  Eigen,  proprietor 
of  its  early  morning  interview  show, 
and  a  client,  the  Chez  Paree  night- 
club. Club  owner  David  Harper  in- 
formed Lloyd  Yoder,  NBC  vice  presi- 
dent and  general  manager  of  WMAQ, 
the  club  will  refuse  to  extend  its  con- 
tract for  the  program  unless  Mr.  Eigen 
is  dropped.  The  program  is  virtually 
sold  out  and  commands  good  ratings. 
Mr.  Eigen  has  been  airing  his  show  on 
WMAQ  for  over  seven  years. 

•  KLX  Oakland,  Calif.,  appoints  San 
Francisco  office  of  Erwin  Wasey,  Ruth- 
rauff  &  Ryan  to  direct  its  national  ad- 
vertising and  sales  promotion. 

•  The  dept.  of  journalism  at  Memphis 
(Tenn.)  State  U.  will  offer  a  major  in 
advertising  beginning  next  fall. 

•  A  campaign  prepared  by  WTTM 
Trenton,  N.J.,  for  Blakely  Laundry  Co. 
there  has  won  first  prize  in  the  Amer- 
ican Institute  of  Laundering's  radio 
advertising  awards.  Blakely  spots  are 
produced  and  recorded  at  the  station's 
Custom  Recording  Div.  Each  announce- 
ment pinpoints  a  service  of  the  laundry 
by  interviewing  one  of  the  "friendly 
Blakely  Laundry  routemen."  The  laun- 
dry's agency:  Ecoff  &  James  Inc.,  Phil- 
adelphia. 

•  Rep  appointments 

•  WTVC  (TV)  Chattanooga.  Tenn., 
names  Young  Tv  Corp. 

•  WDCR  Hanover,  N.H.,  names  Walk- 
er-Rawalt,  N.Y.,  as  its  New  England 
representative,  excepting  New  Hamp- 
shire. 

•  WJ AC-TV  Johnstown,  Pa.,  names 
Harrington,  Righter  &  Parsons,  N.Y. 
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A  "Good  Buy"  That  Says  Hello! 


Brings  the  "personal  touch"  to  your  sales  message  with 


Hoosiers  throughout  the  Indianapolis  area  are  getting  a 
warm,  personal  greeting  from  WXLW's  greatest  "first" — 
The  Traveler— a  60-foot-long  complete  radio  station  on 
wheels!  WXLW's  Traveler  brings  the  impact  of  RADIO- 
MOBILITY  to  its  programming  and  to  your  announce- 
ments, with  on-the-spot  broadcasting  of  regular  pro- 
grams, interviews,  and  special  events.  Now  listeners  of 
the  number  one  radio  station  in  Central  Indiana  can  see 
and  hear  their  favorite  WXLW  personalities  in  action. 
Send  your  sales  messages  along  on  these  good- will  tours, 
with  the  buy  in  Indianapolis  radio  .  .  .  top-rated  WXLW. 

fst  to  feature  true  hi-fidelity  sound. 

fst  to  feature  live  on-the-spot  news  coverage. 

fst  to  offer  on-the-air  editorials. 

fst  to  offer  adult  programming,  and  now, 


with  RADIO-MOBILITY! 


Enjoy  the  sales  benefits  of  the  personal  touch  only  per- 
sonal appearances  can  give  . .  .  pull  extra  results  from  the 
extra  effort  made  by  WXLW  to  capture  even  more  of 
the  Indianapolis  audience.  Specify  the  good  buy  that 
says  hello — WXLW! 


930  ON  YOUR  DIAL 


RADIO  INDIANAPOLIS 
5,000  WATTS  DAYTIME 


4 


The  Traveler's  completely  equipped 
studio 


Interviews  are  conducted  in  The 
Traveler's  modern  lounge 


The  Traveler's  control  room  features 
all  the  latest  magic  of  advanced 
technical  design 


CONTACT  YOUR   NEAREST  JOHN  E.  PEARSON  REPRESENTATIVE 
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One  little  clock  radio  produces 
over  50,000  sponsor  identifications  by  listeners 
to  Atlanta's  WSB  Radio... 


During  National  Advertising  Week  the 
WSB  Radio  audience  was  invited  to  take 
part  in  a  little  game  the  staff  cooked  up. 

"Send  in  the  names  of  WSB  advertisers 
whose  messages  you  hear,  Monday  thru 
Friday,"  they  were  asked.  Clock  radio  pic- 
tured was  offered  the  one  submitting  the 
longest  correct  listing. 

Now  this  was  no  great  shakes  of  an 
award.  And  therein  lies  the  entire  signifi- 
cance of  the  event.  Over  50,000  advertiser 
impressions  were  recorded  in  the  mail  re- 
ceived from  participants. 


Advertiser  identification  always  has 
been  high  on  WSB  Radio.  And  this  is  one 
more  reason  why  WSB  out-produces  and 
out-sells  competitive  media  in  Georgia. 

Affiliated  with  The  Atlanta  Journal  and  Con- 
stitution. NBC  affiliate.  Represented  by  Petry. 


WSB  Radio 

The  Voice  of  the  South 

ATLANTA 
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INTERNATIONAL 


CELLER  REVIEWS  EUROPE'S  TV 

Wants  study  of  British  commercial  tv  rules 


U.S.  television  is  far  ahead  of  the 
systems  of  Western  Europe,  Rep. 
Emanuel  Celler  (D-N.Y.),  chairman  of 
the  House  Judiciary  Committee  and  its 
Antitrust  Subcommittee,  stated  in  a  re- 
port scheduled  for  release  today  (March 
16). 

However,  the  outspoken  foe  of  many 
network  practices  said  Congress  should 
take  a  long  look  at  "certain  regulatory 
features  of  British  commercial  televi- 
sion." 

Government  control,  he  said,  tends 
to  "eliminate  evils  which  might  other- 
wise beset  the  system.  The  first  of  these 
evils  is  the  tie-in  of  the  sale  of  network 
time  to  the  sale  of  network-owned  sta- 
tions. .  .  .  The  second  facet  of  the 
British  commercial  system  which  merits 
attention  is  the  prohibition  of  program 
sponsorship  by  advertisers  and  the  rigid 
restrictions  [placed]  on  advertising.  This 
tends  to  eliminate  the  omnipresent  com- 
mercial which  characterizes  American 
television." 

(Rep.  Celler's  Antitrust  Subcommit- 
tee, in  a  spring  1957  report  on  tv,  hit 
the  alleged  program  tie-in  practice  of 
networks  [Broadcasting,  June  10, 
1957]  and  the  FCC  recently  has  started 
an  inquiry  into  the  matter  [Broadcast- 
ing, March  2].  The  1957  report,  how- 
ever, found  it  "desirable"  for  adver- 
tisers to  have  equal  access  for  program 
sponsorship.) 

Look-See  Last  Year  •  Rep.  Celler's 
European  report,  based  on  a  personal 
trip  made  by  the  congressman  in  Sep- 
tember 1958,  covers  principally  Eng- 
land, France  and  Italy.  He  said  that 
in  technical  development,  set  distribu- 
tion, area  and  population  coverage,  pro- 
gram quality  and  "particularly  in 
variety  and  multiplicity  of  programs 
available  to  viewers,  the  United  States 
is  far  ahead  of  Western  Europe." 

Except  in  the  British  Isles,  tv  still  is 
a  comparative  infant  in  Western  Eur- 
ope, Rep.  Celler  stated.  This  is  attri- 
butable to  World  War  II,  the  high  cost 
of  sets,  lack  of  revenue  and  lack  of 
uniform  technical  standards,  he  said. 
However,  in  1958  USIA  figures  show 
that  the  number  of  tv  stations  in  West- 
ern Europe  increased  from  276  to  472 
and  the  number  of  receivers  from  11,- 
345,200  to  14,684,000. 

Eurovision,  which  joins  12  countries 
with  live  tv  programming,  "is  an  im- 
pressive accomplishment  of  internation- 
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al  cooperation,"  Rep.  Celler  said,  "par- 
ticularly in  light  of  the  conversion 
problems  created  by  the  differing  trans- 
mission standards  adopted  by  the  mem- 
ber countries."  Eurovision  became 
operative  in  1953  with  a  telecast  of 
Queen  Elizabeth's  coronation. 

Tv  in  England  •  Today,  more  than 
half  the  adults  in  the  United  Kingdom 
see  tv  daily,  with  service  available  to 
98%  of  the  population  from  25  sta- 
tions, Rep.  Celler  said.  He  discussed 
the  operations  of  Britian's  two  separate 
tv  systems — British  Broadcasting  Corp. 
(noncommercial)  and  Independent  Tv 
Authority  (commercial). 

Two-thirds  of  the  9  million  British 
sets  are  capable  of  receiving  ITA  pro- 
gramming, Rep.  Celler  said,  with  ad- 


Rep,  Celler:  finds  U.S.  tv  superior  to  Europe's 

vertising  revenue  on  the  seven  com- 
mercial stations  amounting  to  $73.5 
million  for  the  first  half  of  1958.  Set 
owners  must  buy  an  annual  license 
costing  $4  and  there  is  a  60%  "pur- 
chase tax"  on  a  new  set. 

"The  government  has  used  its  reserve 
power  to  censor  programming  most 
sparingly,"  Rep.  Celler  said.  Three  re- 
strictions were  cited  which  have  been 
placed  against  tv  programing. 

Superior  Reception  in  France  • 
France's  use  of  an   819-line  picture 


system,  along  with  some  Belgian  sta- 
tions, "probably  gives  the  best  recep- 
tion of  any  in  the  world,"  Rep.  Celler 
said.  The  U.S.  uses  a  525-line  picture, 
England  405  lines  and  a  majority  of 
Western  Europe,  625  lines. 

A  permanent  tv  studio  was  estab- 
lished in  Paris  as  early  as  1932,  Rep. 
Celler  said,  with  regular  broadcasts 
continued  until  the  war  forced  suspen- 
sion. Sets  today  cost  from  $250  to 
$300  each  (approximately  two  months 
salary  for  the  average  Frenchman),  with 
annual  license  fees  costing  $15. 

French  broadcasting  is  operated  as  a 
state  monopoly  on  a  no-concession 
basis.  There  is  one  central  tv  station 
with  approximately  30  satellite  stations 
in  various  sections  of  the  country. 
"Central  station  control  has  created  a 
tendency  for  information  and  education 
programs  to  take  precedence  over 
entertainment,"  Rep.  Celler  found.  Ad- 
vertising on  tv  has  been  prohibited  since 
World  War  II. 

By  October  1958,  918,000  French- 
men owned  tv  sets  with  the  total  audi- 
ence estimated  at  3,250,000  persons. 
Rep.  Celler  said  that  Teleclubs,  origi- 
nating in  rural  France  in  1950,  have 
been  important  in  French  tv  develop- 
ment. Teleclubs  also  are  active  in  Italy, 
Switzerland  and  Belgium. 

Italian  Monopoly  •  Tv  began  in  Italy 
in  1947  under  Radio  Audisioni  Italia, 
a  state  body  whose  directors  are  made 
up  of  government  officials.  RAI  has  a 
monopoly  concession  for  both  radio 
and  tv  broadcasting.  Advertising  is 
permitted  but  must  be  approved  prior 
to  being  broadcast,  as  must  program- 
ming, by  the  Minister  of  Post  Tele- 
communications. 

RAI  also  is  required  to  place  at  the 
disposal  of  the  government  a  maximum 
of  two  hours  daily  free  of  cost.  As  of 
May  1958,  RAI  was  telecasting  over 
24  principal  and  139  satellite  stations 
covering  all  of  Italy,  plus  Sicily  and 
Sardinia.  On  the  same  date,  sets  in 
use  totaled  approximately  970,000  with 
private  set  owners  paying  $22.50  an- 
nually for  a  license. 

CBHT  (TV)  satellites 

CBHT  (TV)  Halifax,  N.S.,  ch.  3  sta- 
tion of  the  government  Canadian  Broad- 
casting Corp.,  has  put  into  operation 
three  low-power  satellite  stations  on  the 
southwest  coast  of  Nova  Scotia.  They 
are  located  at  Liverpool,  on  ch.  12,  at 
Shelburne,  ch.  8,  and  at  Yarmouth,  ch. 
11.  The  equipment  is  operated  without 
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any  staff  attendants,  and  inspection 
crews  from  CBHT  make  periodic  visits. 
The  transmitting  antennas  at  the  satel- 
lites are  six-slot  wavestacks  mounted  on 
towers  100  feet  high. 

BBG  Chmn.  Stewart 
CAB  meeting  keynoter 

Most  Canadian  broadcasters  will 
have  their  first  meeting  with  the  new 
Canadian  broadcast  chief  next  week 
(March  23)  at  the  Royal  York  Hotel, 
Toronto,  when  Dr.  Andrew  Stewart, 
chairman  of  the  Board  of  Broadcast 
Governors,  keynotes  the  annual  meeting 
of  the  Canadian  Assn.  of  Broadcasters. 
(The  organization's  name  has  officially 
reverted  from  Canadian  Assn.  of  Radio 
&  Television  Broadcasters  to  CAB.) 

In  the  few  public  meetings  held  by 
the  BBG  since  its  appointment  late  in 
1958,  Dr.  Stewart  has  stressed  that  Ca- 
nadian broadcasters  must  live  up  to 
their  program  plans  stated  at  the  time 
of  licensing.  Thus  it  is  not  difficult  to 
see  why  programming  will  feature  the 
four-day  CAB  meeting  at  both  open  and 
closed  sessions. 


Dr.  Stewart's  opening  address  will  be 
followed  by  sessions  that  morning  on 
research,  ratings  and  surveys.  In  the 
afternoon  executives  of  advertising 
agencies  and  advertisers  will  join  in  the 
discussions  on  research  and  surveys. 
The  opening  day's  luncheon  will  take 
the  form  of  an  annual  meeting  of  the 
Bureau  of  Broadcast  Measurement,  the 
co-operative  survey  organization  of  the 
industry. 

Tuesday  morning  will  be  devoted  to 
an  industry  television  workshop  with 
advertiser  and  agency  personnel  invited. 
The  session  will  be  under  chairmanship 
of  Don  Lawrie,  Northern  Broadcasting 
Ltd.,  Toronto.  The  afternoon  will  be  de- 
voted to  a  radio  workshop  under  chair- 
manship of  Howard  Caine,  CHWO  Oak- 
ville,  Ont.  The  sessions  will  deal  to  a 
large  extent  with  program  ideas. 

Two  on  Tuesday  •  Tuesday  lunch- 
eon period  will  have  two  meetings,  one 
for  the  CAB  Quarter  Century  Club  at 
which  16  new  members  will  be  wel- 
comed, and  the  second  a  meeting  of  the 
Central  Canada  Broadcasters  Assn. 

The  16  new  members  of  the  CAB 
Quarter  Century  Club  are  T.  J.  Allard, 
CAB  executive  vice  president;  E.  G. 
Archibald,  CHOV  Pembroke,  Ont.; 
John  E.  Baldwin,  All-Canada  Radio  & 
Television  Ltd.,  Vancouver,  B.  C;  R.  J. 
Buss,  manager,  CHAT  Medicine  Hat, 
Alta.;  H.  R.  Carson,  president,  All- 
Canada  Radio  &  Television  Ltd., 
Calgary,  Alta.;  Antonio  Desfosses, 
CKAC  Montreal;  H.  F.  Dougall,  presi- 
dent, CKPR  Fort  William,  Ont.; 
Charles  Edwards,  general  manager, 
Broadcast  News  Ltd.,  Toronto;  M.  M. 
Elliott,  S.  W.  Caldwell  Ltd.,  Toronto; 
David  G.  Hill,  manager,  CKDA  Vic- 
toria, B.  C;  M.  Johnson,  Radio  Rep- 
resentatives Ltd.,  Toronto;  Mrs.  M.  E. 
Large,  CFCY  Charlottetown,  P.  E.  I.; 
Henri  LePage,  managing  director, 
CHRC  Quebec  City;  W.  Slatter,  general 
manager,  CJOY  Guelph,  Ont.;  F.  R. 
Turner,  CKXL  Calgary,  Alta.;  Jack 
Dennett,  CFRB  Toronto. 

Wednesday  will  be  devoted  to  closed 
sessions  for  CAB  members,  featuring 
brainstorming  meetings  on  subjects 
ranging  from  programming  to  promo- 
tion, with  operational  problems  dis- 
cussed at  separate  afternoon  meetings 
for  radio  and  television  station  mem- 
bers. 

The  annual  business  meeting,  for 
CAB  members  only,  will  be  on  March 
26,  and  will  include  election  of  new 
directors.  CAB's  annual  dinner  will  be 
held  Tuesday  evening. 

Canadian  strike  over 

The  strike  of  74  French-language  pro- 
ducers against  the  Canadian  Broadcast- 
ing Corp.  (Broadcasting,  Feb.  9) 
ended  March  7  with  the  signing  of  an 


agreement  that  gives  the  producers'  as- 
sociation bargaining  rights.  The  agree- 
ment stipulates  that  producers  may  ob- 
tain technical  advice  and  assistance  from 
union  groups  but  may  not  join  any 
union  or  group  of  unions. 

•  Abroad  in  brief 

•  March  31  is  the  deadline  for  entries 
in  Crusade  for  Freedom  Inc's  "Radio 
Free  Europe"  (Broadcasting,  March 
2)  competition.  Six  European  trips  and 
other  prizes  will  be  awarded  writers  of 
25-word  messages  on  the  subject,  "As 
an  American  I  support  Radio  Free 
Europe  because.  .  .  ."  Address:  Radio- 
Tv  Participation  Program,  Crusade  for 
Freedom,  Box  35-A,  Mount  Vernon  10, 
New  York. 

•  The  spring  survey  of  the  co-operative 
Bureau  of  Broadcast  Measurement. 
Toronto,  is  this  week  (March  16-22). 
BBM  is  asking  that  member  stations 
do  not  make  special  promotions  during 
that  week  so  as  to  give  distorted  cover- 
age figures.  Stations  which  in  the  fall 
survey  were  known  to  have  used  special 
promotions  during  the  survey  week 
were  so  listed  in  the  BBM  survey  re- 
port. 

•  CKSF  Cornwall,  Ont.,  has  been  sold 
to  Stanley  Shenkman,  Montreal  archi- 
tect, and  group  of  associates  for  an 
undisclosed  sum,  pending  approval  of 
the  Canadian  Board  of  Broadcast 
Governors.  The  station  was  owned  by 
the  Cornwall  Standard-Freeholder,  daily 
newspaper,  which  was  recently  sold  to 
the  Thomson  Co.,  Toronto,  newspaper 
chain.  The  Thomson  Co.,  owner  of  a 
number  of  radio  stations  through  sub- 
sidiaries, would  not  be  able  to  own  the 
radio  station  under  Canadian  multiple 
ownership  limitations.  Ernest  Miller, 
manager  of  CFCM-TV  Quebec  City, 
will  be  president  and  general  manager 
of  CKSF  upon  approval  of  the  transfer. 

The  new  group  is  also  applying  for 
a  television  license  at  Cornwall,  on  ch. 
8  with  130  kw  video  and  78  kw  audio 
power. 

•  The  number  of  registered  tv  sets  in 
West  Germany  increased  163,091  last 
January.  This  brings  the  total  to  2,292,- 
274  tv  sets  in  the  country. 

•  The  number  of  registered  tv  sets  in 
France  increased  more  than  300,000  in 
1958.  The  total  number  of  tv  sets  in  the 
country  now  is  approximately  988,600. 
About  550,000  radio  sets  were  sold  in 
1958,  bringing  the  total  to  10,646,000. 

•  The  Soviet  Union  will  reward  out- 
standing work  in  electronics  with  a 
medal  commemorating  the  centenary  of 
Prof.  A.  S.  Popov,  who  the  Russians 
call  "the  inventor  of  radio." 
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We  Came  In  Third  In  Hypo 
(and  furthermore,  hurrah.) 


Dollar  value  of  newspaper  space  scheduled  in 
Cedar  Rapids  Gazette,  Waterloo  Courier,  and 
Dubuque  Telegraph  Herald  during  last  ARB  rat- 
ing period  has  WMT-TV  running  third.  Station 
B  used  about  $300  more  space;  station  C  used 
about  $16,000  more. 

Box  score:  WMT-TV s  50.8  over-all  share  of  sets 


in  use  is  the  highest  ever  recorded  by  ARB  in  this 
market.  (Nov.  1-wk.  -4  wk.  Cedar  Rapids — Water- 
loo.) In  Dubuque:  19  of  20  top  shows  on  WMT- 
TV. 

WMT-TV,  CBS  Television  for  Eastern  Iowa,  rep- 
resented by  The  Katz  Agency,  covers  over  half  of 
the  tv  families  in  Iowa,  and  dominates  three  of 
Iowa's  six  largest  cities. 


says  Joseph  Dougherty,  Sales  Manager 

WJZ-TV 

BALTIMORE 

The  latest  Pulse  in  Baltimore 
sounds  a  triumphant  beat,  beat, 
beat  for  WJZ-TV.  Out  of  the  six 
top-rated  films  four  of  them  (includ- 
ing the  top  two)  were  United  Artist 
Features  telecast  by  WJZ-TV.  As 
WJZ-TV's  Sales  Manager  puts  it: 
"This  remarkable  record 
bears  out  our  past  experience 
with  UA  Features.  We  can 
always  count  on  them  for  top 
ratings  against  competition." 
The  high  scoring  UA  Pictures 
were:  shield  for  murder,  raiders 

OF  THE  SEVEN  SEAS,  CROSSED 

swords,  iroquois  trail.  They  ran 
November  5-12,  1958  from  6:00  to 
7:20  p.m.  These  features,  all  from 
United  Artists  "52  Award  Group," 
captured  an  average  of  56%  of  the 
audience  in  a  3  station  market.  A 
good  buy  for  WJZ-TV ...  a  good  buy 
for  you,  too! 

I  I       I  I 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


FANFARE 


500,000  day  listeners 
sewed  up  in  KBIG  plan 

KBIG  Avalon,  Calif.,  a  daytime  sta- 
tion, is  making  itself  a  listening  post  for 
500,000  of  the  most  reliable  listeners  to 
be  found  in  the  daytime  crowd. 

The  corps  is  made  up  of  area  club- 
women who  participate  in  the  "Home- 
Makers'  Club"  merchandising-charity 
plan.  They  keep  in  touch  with  the  proj- 
ect through  KBIG,  which  broadcasts 
club  news  and  commercials  for  club 
sponsors  daily  between  10  a.m.  and 
1:30  p.m.  KBIG's  tie-up  with  the  plan 
not  only  gives  the  station  a  bread-and- 
butter  listener  list  but  puts  it  in  a  good 
position  to  sell  the  sponsors  who  sell 
the  women. 

In  its  18-year  history,  the  Home- 
Makers'  Club  has  cleared  contributions 
of  more  than  $2  million  to  charity. 
Members  of  parent-teacher,  church  and 
civic  groups  save  labels  of  sponsoring 
manufacturers  or  sales  slips  of  con- 
tributing merchants  and  turn  the  slips 
in  every  eight  weeks  for  cash  prizes 
totaling  $300  to  high-scoring  organiza- 
tions. The  group  taking  the  top  prize 
of  $150  begins  its  next  eight-week  cycle 
with  a  score  of  zero  while  the  other 
groups  build  on  the  score  they  have. 
This  process  virtually  insures  every 
group  of  winning  the  major  prize  in 
time. 

Past  Performance  •  The  Home- 
Makers'  Club  began  in  1941  as  a  radio 
program  with  merchandising  bonuses 
to  its  sponsors,  on  KHJ  Los  Angeles, 
Later  it  moved  to  KMPC  there  and  with 
the  advent  of  tv  it  became  a  video  show 
on  KLAC-TV  Los  Angeles  (now  KCOP 
[TV]).  Group  luncheons,  the  main  fea- 
ture of  the  broadcasts,  were  then  staged 
in  restaurants  (a  la  Breakfast  in  Holly- 
wood, which  got  started  just  about  the 
same  time)  rather  than  in  churches  or 
club  quarters  as  they  are  now.  But  these 
remotes  proved  too  costly  on  television 
and  the  Home-Makers'  Club  decided  to 
drop  the  broadcasts  and  concentrate  on 
mainly  its  luncheon  and  label-saving  op- 
erations. 

After  a  five-year  hiatus,  the  club  went 
back  on  radio  last  year,  on  KDAY  Long 
Beach,  Calif.  When  KDAY  changed  its 
program  format  to  appeal  primarily  to 
younger  listeners,  the  club  moved  to 
KBIG  whose  programming  seems  more 
in  keeping  with  the  civic  or  charitable- 
minded  housewife  who  is  the  typical 
H-MC  member. 

Home-Makers'  Club  is  headed  in 
Southern  California  by  Grace  Glasser 
Koopal,  also  president  of  the  Los  Ange- 


les advertising  agency,  Glasser-Gailey 
Inc.  H-M  C's  co-owner,  Jane  Holmes, 
is  head  of  the  San  Francisco  branch. 
Plans  for  expansion  into  other  major 
markets  are  under  consideration  at  pres- 
ent. 

Spot  salesman  sells  houses 

Lalo  Campos,  account  executive, 
KOKE  Austin,  Tex.,  is  wondering 
whether  to  switch  from  radio  to  real 
estate  after  selling  a  spot  package  to  a 
local  housing  development.  In  making 
the  sale,  a  $96  saturation  package,  Mr. 
Campos  assured  the  realtor  that  he 
would  check  the  results  personally  at 
the  development  site.  The  client  replied 
with  an  offer  of  $100  for  each  house 
the  account  executive  sold.  The  follow- 
ing week  the  KOKE  staffer  recieved 
$400  from  the  client's  four  sales.  Com- 
mission from  the  $96  spot  sale:  $14.40. 

Greeting  the  fleet 

The  fleet  was  in  for  a  rousing  greet- 
ing in  Norfolk,  Va.,  as  12,000  sailors 
returned  from  the  Mediterranean  area 
near  Lebanon  Thursday  (March  12). 
WTAR-AM-TV  Norfolk  whooped  up 
a  big  "Welcome  Home"  program  for 
the  returning  seamen.  With  CBS-TV, 
WTAR  arranged  to  have  Ed  Sullivan, 
Myron  Cohen  and  Toni  Arden  as  spe- 
cial greeters.  The  station  originated 
parts  of  its  Wednesday  night  schedule 
(March  11)  from  the  ships  at  sea  and 
included  interviews  with  families  await- 
ing the  men's  arrival.  Early  morning 
shows  Thursday  were  remoted  from 
the  Naval  Base.  That  evening,  high- 
lights of  the  landing  were  featured  on 
Doug  Edwards'  CBS  news  program. 
The  entire  Galen  Drake  CBS  show 
was  brought  to  Norfolk  for  the  cele- 
bration and  presented  on  tape  Friday 
morning. 


Rating  not  everything 

A  brochure  distributed  by  Television 
Bureau  of  Advertising  to  members  last 
week  emphasizes  that  the  "important 
barometer"  in  buying  a  television  pro- 
gram is  not  the  rating  but  its  sales  effec- 
tiveness. 

The  mailing  piece  is  based  on  a  TvB 
interview  with  George  Abrams,  formerly 
vice  president  and  advertising  director 
of  Revlon,  Inc.  Mr.  Abrams  disclosed 
that  Revlon  decided  to  renew  CBS-TV's 
Garry  Moore  Show  even  though  it 
ranked  52d  among  124  network-spon- 
sored programs  (based  on  the  December 
1958  Nielsen).  Mr.  Abrams  added  that 
Revlon  conducted  surveys  in  Philadel- 
phia, Los  Angeles  and  Chicago  and  re- 
ceived "convincing  proof"  that  the  pro- 
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IF  IT  IS  BIG 

and  IMPORTANT, 
it  s  on  WHAS-TV 


Phyllis  Knight 
Top  McCall's  Winner 
for  1957 
hostess  of  "Small  Talk" 
6-6:15  p.m.  daily 


Live  helicopter  flights  with  landings  on 
the  studio  roof,  remotes  from  Churchill 
Downs  and  the  state  fairgrounds,  a  video 
taped  jet  plane  ride  .  .  .  guests  ranging 
from  Billy  Graham  to  Bourbon  Beef 
Show  winners  keep  Phyllis  Knight's 
"Small  Talk"  show  sparkling.  And  Phyllis 
won  McCall's  top  Golden  Mike  Award 
for  persuading  thousands  of  women  to 
submit  to  a  cervical  cancer  test. 

Your  Advertising  Deserves  WHAS-TV  Attention  .  .  . 
with  the  ADDED  IMPACT  OF  PROGRAMMING  OF  CHARACTER ! 


Adroitly  blending  community  service 
with  entertainment  and  information, 
"Small  Talk"  is  typical  of  the  imagina- 
tive, IMPORTANT  programming  which 
viewers  have  learned  to  expect  from 
WHAS-TV.  Advertisers  such  as  Tetley 
Tea,  Breast  O'  Chicken  Tuna,  FAB,  VEL, 
Powder-ene  and  Zest  recognize  that 
"Small  Talk"  sells  BIG. 


WHAS-TV 

TuUe. 

Foremost  In  Service 
Best  In  Entertainment 


WHAS-TV     CHANNEL  11,  LOUISVILLE 
316,000  WATTS  —  CBS-TV  NETWORK 
Victor  A.  Sholis,  Director 

Represented  Nationally  by 
HARRINGTON,  RIGHTER  &  PARSONS,  INC. 
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One  in  5,000  •  Ann  Sonka,  21, 
beat  out  4,999  other  entrants  con- 
testants for  the  title,  "Miss  Ruby 
Lips,"  in  a  contest  by  KLIF  Dal- 
las. Having  won  the  beauty  title, 
now  she  will  appear  in  "The  Gila 
Monster,"  a  film  feature  by  Hol- 
lywood Pictures  Corp.,  which  is 
backed  by  KLIF  owners  Gordon 
McLendon  and  his  father,  B.R. 


gram  was  reaching  "a  responsive 
audience  .  .  .  that  bought  large  amounts 
of  the  products  advertised  on  the  pro- 
gram." 

Market  study  is  top  prize 

Promotion  managers  at  145  ABC-TV 
affiliated  stations  are  competing  for  a 
station  market  research  study  and  a 
$500  Diners'  Club  expense  account. 
Seven-Up  through  its  agency,  J.  Walter 
Thompson  Co.,  has  asked  stations  to  in- 
vent new  ways  for  "Fresh  Up  Freddie" 
to  promote  the  soda  pop  and  Zorro, 
Seven-Up's  ABC-TV  program. 

The  market  research  study  will  be 
paid  for  by  Seven-Up  and  provided  by 
Seymour  Smith  Assoc.  The  contest  runs 
March  9  through  April  1 0. 

KPLI  (FM)  open-air  opening 

KPLI  (FM)  Riverside,  Calif.,  forsook 
its  new  studios  on  opening  day  to  let  the 
neighborhood  know  where  to  tune  fm 
sets.  Ceremonies  were  highlighted  by  an 
open  air  show  on  a  stage  built  for  the 
occasion  outside  KPLI's  studios  down- 
town. 

Following  a  concert  by  an  Air  Force 
band,  a  fire  truck,  sounding  its  siren, 
brought  Miss  KPLI,  a  local  model,  to 
the  dais.  Miss  KPLI  pulled  the  switch 
that  put  the  station  officially  on  the  air. 
The  first  voice  broadcast  by  KPLI  was 
that  of  California  Gov.  Edmund  G. 
Brown  declaring  March  1-7  "KPLI 
Week."  The  new  fm  is  on  99.1  mc  with 
1.57  kw. 
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WNEB  stops  town  meeting 

The  broadcast  of  the  Auburn 
(Mass.)  High  School  hockey  team's 
game  at  Boston  over  WNEB  Worces- 
ter, Mass.,  resulted  in  postponement  of 
the  annual  Auburn  town  meeting. 
About  600  residents  turned  up  at  the 
meeting  but  it  was  immediately  ad- 
journed so  that  they  could  hear  the 
hockey  broadcast. 

Tornado  alert  from  WHAS-TV 

A  WHAS-TV  Louisville,  Ky.,  half- 
hour  documentary,  53  Miles  From 
Death,  is  credited  with  influencing  the 
city  to  expand  and  tighten  up  its  tor- 
nado warning  service. 

The  documentary  showed  the  damage 
to  53-mile-away  Caneyville,  Ky.,  and 
editorialized  about  the  weaknesses  in 
the  Louisville  schools'  tornado  warn- 
ing systems. 

As  a  result  of  the  investigation  that 
followed  the  program,  Louisville  is  in- 
creasing its  warning  sirens  from  four  to 
sixteen,  installing  Conelrad  receivers  in 
all  schools  and  instituting  other  torna- 
do precautions. 

WPTR's  'Revolution' 

Promoters  at  WPTR  Albany,  N.Y., 
didn't  think  they'd  done  anything  really 
revolutionary  when  they  put  out  a 
humorous  promotional  disc,  "Revolu- 
tion." Listener  acclaim,  however,  has 
turned  the  promotional  spot  into  a 
featured  record,  and  the  three  WPTR 
staffers  responsible  for  "Revolution" 
have  had  to  incorporate  to  handle  com- 
mercial distribution  of  the  record 
(with  local  promotion  edited  out.) 

"Revolution"  satirizes  events  south 
of  the  border,  featuring  an  interview 
with  "Hi  Fidel  Bistro"  and  inserts  from 
currently  popular  songs.  WPTR's  copy 
chief,  Tony  Visk,  wrote  and  recorded 
it  (with  Marty  Ross,  program  man- 
ager, and  Jim  Cruise,  chief  studio  en- 
gineer) strictly  as  a  promotional  plat- 
ter, plugging  the  station's  "Fabulous 
Five"  disc  jockeys. 

The  disc  was  given  routine  on-and- 
off  airing.  In  its  first  week,  listeners 
voted  it  No.  1  on  the  regular  WPTR 
"Parade  of  Hits,"  made  up  of  fans' 
telephoned  requests.  Demand  expanded 
to  record  shops  and  "Revolution"  was 
written  up  in  the  local  press.  Last  week 
sales  were  reported  along  the  eastern 
seaboard.  WPTR  is  still  playing  its 
original  edition  and  pressing  more  cop- 
ies for  advertiser-agency  friends. 

Three-day  drama  show 

CJON-TV  Newfoundland  has  as- 
sessed its  first  televised  Drama  Festival 
and  decided  to  make  it  an  annual  affair. 
The  initial  three-day  competition  for 
little  theatres  of  the  province  is  reported 
in  a  picture  brochure.  Three  groups  were 


selected  to  present  plays  on  consecutive 
nights,  an  understanding  that  involved 
in  all  some  50  amateurs  working  with 
CJON-TV  personnel.  The  event  got  ex- 
tensive coverage  on  radio  and  in  news- 
papers, CJON-TV  reports  in  the  festival 
brochure. 

KIOA  stamp  giveaway 

Two  million  premium  stamps  were 
given  away  by  KIOA  Des  Moines,  Iowa, 
in  a  six-week  give-away  that  elicited 
about  65,000  letters  from  listeners.  Co- 
operating in  various  station  stunts  was 
Super  Value,  a  central  Iowa  grocery 
chain. 

Among  the  contests  that  earned  win- 
ners the  stores'  stamps:  listeners  were 
asked  to  identify  groceries  described 
over  KIOA  (130  stamps);  bring  a  baby 
pig  dressed  in  a  diaper  to  the  studio 
(1,500  stamps);  appear  at  KIOA  in  a 
bathing  suit  carrying  an  umbrella  (1,500 
stamps). 

Gospel  singer  contest 

In  support  of  the  10th  anniversary 
of  Aunt  Jemima's  self-rising  flour  as 
an  advertiser  on  WWRL  Woodside. 
N.Y.,  the  station  has  launched  a  "Gos- 
pel Singing  Contest,"  which  has  at- 
tracted more  than  1,000  contestants. 
Soloists,  groups  and  choirs  appear  on 
Gospel  Caravan  (Mon.-Fri.,  10:30 
a.m.-l  p.m.  and  Gospel  Time  (Mon.- 
Fri.,  1-2:30  p.m.)  programs.  Listeners 
will  pick  winners  but  a  label  from  Aunt 
Jemima  package  must  accompany  each 
selection. 

The  first  prize  winners  in  each  of  the 
categories  will  be  given  a  recording 
contract  and  bookings  at  the  Apollo 
Theatre  in  New  York. 

Ship-shape  promotions 

Broadcasters  are  making  the  most  of 
boat  show  season  around  the  country. 
Sample  promotions: 

WIP  Philadelphia  originated  its  eve- 
ning broadcasts  directly  from  a  30-foot 
cabin  cruiser  at  the  Boat  and  Sports- 
man's Show  in  that  city  (Feb.  27-  March 
7).  The  stunt  paid  off  in  time  sales 
as  well  as  good  will.  General  Copper  & 
Brass  bought  entire  SVi-hour  segments 
on  Friday  and  Saturday  nights.  Com- 
mercial Banking  Corp.  bought  four  in-, 
terviews  of  five  minutes  each,  featuring 
WIP  Sports  Director  Jim  Learning. 
These  were  in  addition  to  regular  eve- 
ning reports.  All  the  station's  personal- 
ities appeared  at  the  show. 

A  "Fishin'  Derby"  promotion  by 
WGR  Buffalo  was  credited  by  officials 
of  the  annual  local  Boat,  Travel  & 
Sports  Show  with  increasing  attendance 
by  30%  this  year.  During  the  nine-day 
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It's  Channel  3  First  By  All  Surveys 


At  WREC-TV  the  finest  local  pro- 
gramming is  combined  with  the 
great  shows  of  CBS  Television  to 
constantly  support  our  motto:  "In 
Memphis  There's  More  to  SEE  on 
Channel  3."  Survey  after  survey 
proves  it  ...  so  will  the  results  of 
your  advertising  effort.  See  your 
Katz  man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads  in  competitively  rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 


WREC-TV 
Sta.  B 
Sta.  C 


A.R.B.  Pulse 

Oct.  29-Nov.  25  '58  Nov.  58 

(Metro    Area)  (Metro  Area) 

248  293 

94  96 

69  29 


Nielsen 

ec.  7-Jan.  10 
(Station  Are 

259 
71 
81 


WREC-TV 

Channel   3  Memphis 


Represented  Nationally  by  the  Katz  Agency 
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THE  NATION'S 
LEADING  CREATORS 
OF  STATION 
PROMOTION 
JINGLES 
PRESENT  -  -  - 


STEREO 


That  famous  CRC  sound,  now 
available  in  true  STEREO! 
Even  if  you  don't  have  an  im- 
mediate need  for  this  newest 
CRC  service,  send  for  demo 
tapes  for  a  real  revelation.  Or 
better  still,  see  Dick,  or  Bob, 
at  the  Palmer  House  during 
the  N.A.B.  for  refreshments, 
and  a  sparkling  audition  of 
CRC's  newest  and  greatest 
jingle  sets,  in  Mono  or  Stereo. 
Or,  catch  our  act  in  Miami  at 
the  D.J.  May  bash. 


Any  way  you  splice  it,  a  set  of 
CRC  tapes  on  your  station  will 
place  you  in  the  company  of 
today's  radio  giants,  AND  WE 
CAN  PROVE  IT.  Experience 
counts. 


COMMERCIAL 
RECORDING 


P.O.  BOX  6726  -  DALLAS  19 
PHONE  Rl  8-8004 
TOM  MERRIMAN 


event,  some  45,000  came  to  the  WGR- 
AM-TV  exhibit  alone. 

Toledo  Sports  Arena  attributes 
WOHO  there  with  attracting  a  record 
(11,041)  crowd  to  its  Boat  &  Sports 
Show  Feb.  15.  The  station,  which  broad- 
cast between  2-10  p.m.  from  the  arena, 
was  the  only  broadcast  medium  used 
to  promote  the  show.  The  sports  pro- 
moters have  asked  WOHO  to  return  for 
next  year's  show. 

Feathered  friends  of  KTTV  (TV) 

To  mark  the  flight  of  Kellogg's 
Woody  Woodpecker  program  to  KTTV 
(TV)  Los  Angeles,  the  station  outfitted 
a  midget  actor  as  the  uninhibited  bird 
and  a  model  as  "Miss  Ladybird"  for  a 
tour  of  the  area.  They  distributed  wood- 
pecker dolls  and  Kellogg  cereal  prod- 
ucts to  journalists  and  handed  out  the 
breakfast  foods  to  pedestrians  at  each 
stop  light.  Producer  Walter  Lantz  made 
three  guest  appearances  as  part  of  the 
all-out  campaign  which  featured  ani- 
mated 30  and  60-second  film  spots.  In 
addition,  letters  from  Woody,  including 
one  pecked  out  on  a  piece  of  wood, 
were  dispatched  to  tv  editors.  Similar 
campaigns  were  conducted  by  KTTV 
for  Superman  and  Wild  Bill  Hickok. 

No  sharks  wanted  here 

There  are  only  six  fatalities  on  rec- 
ord, since  the  turn  of  the  century,  of 
persons  attacked  by  savage  tiger  sharks 
in  the  normally  serene  swimming  areas 
around  Honolulu,  Hawaii,  according 
to  KPOA  there.  Thus,  relates  the  sta- 
tion, the  community  was  alarmed  re- 
cently by  the  killing  of  a  youngster 
by  one  of  the  big  fish.  KPOA  aired 
daily  editorials  on  the  shark  problem, 
offering  a  $200  bounty  on  each  shark 
caught  within  a  month  of  the  boy's 
death.  One  such  shark  was  brought  in 
by  a  Kailua  fisherman,  reports  KPOA. 
The  station's  campaign  has  been  com- 
mended by  the  governor's  office  and 
federal  and  territorial  fish  and  game 
authorities. 


•  Drumbeats 

•  Bill  Savitt,  owner  of  WCCC  Hart- 
ford, Conn.,  and  also  a  local  jeweler, 
believes  in  his  medium.  He  has  bought 
more  than  250  spots  on  four  com- 
munity stations  for  the  jewelry  business. 

•  WHOP  Hopkinsville,  Ky.,  let  4-H 
Club  members  take  over  as  salesmen, 
d.j.'s,  copywriters  and  announcers  in 
the  station's  second  annual  4-H  Club 
Broadcast  Day.  The  young  farmers 
grossed  more  than  $400. 

•  Ellen  K.  Dryer  of  W.  B.  Doner  & 
Co.,  and  spouse  are  on  an  expense- 
paid  trip  to  Cape  Canaveral,  Fla., 
courtesy  of  KFWB  Los  Angeles.  Mrs. 
Dryer  most  nearly  guessed  the  station's 
Pulse  rating  to  win  KFWB's  "Rocket- 
ing Ratings"  competition. 

•  Radio  Moscow,  the  WBT  Charlotte, 
N.C.,  program  based  on  Russian  prop- 
aganda broadcasts  (Broadcasting,  Jan. 
19),  is  being  expanded.  The  program, 
previously  heard  Sunday,  now  will  be 
on  Monday,  Wednesday  and  Friday 
nights. 

•  KTNT  Tacoma,  Wash.,  won  the 
Tacoma  Ad  Club's  third  annual  award 
for  the  most  original  local  radio  com- 
mercial of  1958.  The  spot,  created  by 
KTNT's  program  director,  Don  St. 
Thomas,  and  retail  sales  manager, 
Stan  Johnson,  was  for  a  local  cafe. 

•  KMSO-TV  Missoula,  Mont.,  assessing 
its  program,  The  Pastor's  Study,  reports 
that  in  a  generous  mail  response  every 
week,  there  have  been  no  complaints  in 
two  years  on  the  air. 

•  The  Civil  Air  Patrol  (77,000  volun- 
teers) has  pledged  its  support  to  Cali- 
fornia National  Productions'  Flight 
series,  KRCA  (TV)  Los  Angeles  re- 
ports. The  programs  are  seen  on 
KRCA  Wednesday  10:30-11  p.m.  Air 
Force  cooperation  also  has  been  en- 
listed. 


vice  president 
DICK  MORRISON 
general  sales  manage 


WM-M2H0 


Outdoor  honors  •  Two  broadcast  properties,  WRVA  Richmond,  Va.,  and 
KDAL-AM-TV  Duluth,  Minn.,  emerged  with  awards  in  the  seventh  annual 
contest  sponsored  by  Outdoor  Adv.  Assn.  of  America.  WRVA  was  cited, 
along  with  its  agency,  Stone-Hefmer-Cook,  for  its  outdoor  campaign 
directed  at  car  radio  listeners.  KDAL-AM-TV  used  billboards  over  a  30- 
day  period  to  introduce  a  new  sports  personality.  The  tv  station  maintains  a 
board  the  year  around.  Contest  judges  were  agencymen. 
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Another  thriller-diller  from  WJRT- 


Sharpest  buy  in  mid-Michigan  TV:  If  you  want  to  sell  in  Flint,  Lansing,  Saginaw, 

WJRT,  the  only  single-station  way  to  blanket  Bay  City— and  throughout  mid-Michigan  with 

Flint,  Lansing,  Saginaw  and  Bay  City.  The  its  nearly  half-million  TV  households— there's 

signal:  grade  "A"  or  better.  That's  WJRT  no  better  way  than  WJRT,  the  only  efficient 

efficiency,  bringing  you  right  into  the  center  way.  And  the  sooner  the  better!  You  won't 

of  things,  giving  you  penetration  from  within.  avoid  the  rush,  but  the  getting's  still  good. 

WJR 

CHANNEL  FLINT 

ABC  Primary  Affiliate 


Represented  by  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

New  York  •  Chicago  •  Detroit  •  Boston  •  San  Francisco  •  Atlanta 
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FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

March  5  through  March  11:  Includes  data  on  new  stations,  changes  in  exist- 
ing stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes 
and  routine  roundup. 


Ownership  Changes 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERF — effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant— antenna,  aur— aural,  vis. — 
visual,  kw — kilowatts,  w — watt,  mc — mega- 
cycles. D — day.  N— night.  LS— local  sunset, 
mod.— modification,  trans. — transmitter,  unl. 
— unlimited  hours,  kc — kilocycles.  SCA — sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  STA — special 
temporary  authorization.  * — educ.  Ann. — 
Announced. 


New  Am  Stations 


APPLICATIONS 
Redwood  City,  Calif  .—Western  State  Bcstg. 
Co.  850  kc,  500  w.  P.O.  address  110  Crocker 
Ave.,  Piedmont,  Calif.  Estimated  construc- 
tion cost  $40,294,  first  year  operating  cost 
$102,000,  revenue  $112,000.  Equal  owners  are 
Roman  W.  Wassenberg,  account  executive 
KJBS  San  Francisco,  and  Kirk  Hayes,  fur- 
niture manufacturer.  Ann.  March  10. 

Barnesville,  Ga. — A.  S.  Riviere  1590  kc,  1 
kw  D.  P.O.  address  Barnesville,  Ga.  Esti- 
mated construction  cost  $20,962,  first  year 
operating  cost  $32,000,  revenue  $8,000.  Mr. 
Riviere  is  pecan,  cattle  and  cotton  farmer. 
Ann.  March  10. 

Des  Plaines,  111. — Des  Plaines-Arlington 
Bcstg.  Co.  1550  kc,  10  kw  D.  P.O.  address 
720  Apple  Tree  Lane,  Glencoe,  111.  Estimated 
construction  cost  $68,421,  first  year  operating 
cost  $84,000.  revenue  $108,000.  Sole  owner 
Herbert  S.  Laufman  owns  advertising  agen- 
cy and  tv  film  production  firm.  Ann. 
March  5. 

Flora,  111.— Central  State  Bstrs.  Inc.  1550 
kc,  250  w  D.  P.O.  address  5705  North  Belt- 
West,  Belleville,  111.  Estimated  construction 
cost  $5,722,  first  year  operating  cost  $24,000, 
revenue  $30,000.  Applicants  are  John  W. 
Lewis  (40%)  who  has  interest  in  WIBV 
Belleville;  Ralph  J.  Bitzer  (20%)  who  has 
interest  in  KGRN  Grinnell,  Iowa,  and  John 
M.  Rion  (40%),  radio  personality.  Ann. 
March  11. 

Elwood,  Ind.— Stokes  Gresham  Jr.  1030 
kc,  1  kw  D.  P.O.  address  7525  Gypsy  Hill  Rd., 
Indianapolis,  Ind.  Estimated  construction 
cost  $11,820,  first  year  oprating  cost  $44,500, 
revenue  $57,200.  Mr.  Stokes  is  chief  engineer 
WISH-AM- TV  Indianapolis.  Ann.  March  11. 

Newton,  Mass. — Newton  Bcstg.  Co.  1550 
kc,  10  kw  D.  Estimated  construction  cost 
$56,429,  first  year  operating  cost  $83,910, 
revenue  $120,900.  Partners  are  Charles  A. 
Bell,  producton  manager  Advance  Instru- 
ments Inc.;  James  A.  Collins  and  George 
J.  Helmer  III,  employes  Socony  Mobil,  and 
Wayne  H.  Lewis,  employe  WERI  Westerly, 
R.I.  Ann.  March  5. 

Taos,  N.M.— Art  Capitol  Bcstg.  Co.  1340 
kc,  250  w.  P.O.  address  Box  1718,  Cortez, 
N.M.  Estimated  construction  cost  $16,150, 
first  year  operating  cost  $30,000,  revenue 
$42,000.  Equal  owners  are  Donald  Boston, 
half  owner  KBLT  Big  Lake  and  general 
manager  KCMR  McCamey,  both  Texas,  and 
Jack  M.  Hawkins,  who  has  interest  in 
KVFC  Cortez,  Colo.,  KIUN  Pecos,  KFST 
Fort  Stockton  and  KVLF  Alpine,  all  Texas. 
Ann.  March  11. 

Midwest  City,  Okla. — M.  W.  Cooper  1220 
kc,  250  w  D.  P.O.  address  412  Leonhardt 
Bldg.,  Oklahoma  City,  Okla.  Estimated  con- 
struction cost  $15,400,  first  year  operating 
cost  $35,000,  revenue  $75,000.  Applicant  is 
attorney.  Ann.  March  6. 

Conway,  S.C. — J.  A.  Gallimore  1240  kc, 
250  w  D.  P.O.  address  Box  443,  Seneca,  S.C. 
Estimated  construction  cost  $14,700,  first  year 
operating  cost  $34,080,  revenue  $36,000.  Mr. 
Gallimore  has  interest  in  WSSC  Sumter, 
WBAW  Barnwell,  WBHC  Hampton,  WABV 
Abbeville,  all  South  Carolina,  and  WLFA 
LaFayette,  Ga.  Ann.  March  11. 

Clinton,  Tenn. — Clinton  Bcstrs.  Inc.  1380 
kc,  1  kw  D.  P.O.  address  329  W.  Hillcrest 
Dr.,  Morristown,  Tenn.  Estimated  construc- 
tion cost  $15,311,  first  year  operatng  cost 
$30,000,  revenue  $35,000.  Princpals  include 
George  R.  Guertin  (49%),  one-third  owner 
WMTN  Morristown,   Tenn.,   and  John  M. 
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Paxton  (50%),  owner  retail  music  store  and 
coin  operated  machines.  Ann.  March  5. 

Kirkland,  Wash. — Sealth  Bcstg.  Co.  1460 
kc,  500  w  D.  P.O.  address  13215  39th  St. 
NE,  Seattle  55,  Wash.  Estimated  construc- 
tion cost  $12,879,  first  year  operating  cost 
$50,000,  revenue  $65,000.  Applicant,  George 
W.  Boucher,  is  commercial  manager  KTW 
Seattle.  Ann.  March  11. 

Spencer,  W.Va.— Spencer  Bcstg.  Co.  1400 
kc,  250  w.  P.O.  address  901  Evanwood  Rd., 
Charleston,  W.Va.  Estimated  construction 
cost  $10,300,  first  year  operating  cost  $30,000, 
revenue  $40,000.  Applicants  aTe  Melvin  S. 
Burka,  Gus  Zaharis  and  Bernard  A.  Burka, 
who  have  interest  in  WTIP  Charleston, 
W.Va.  Each  owns  approximately  one-third 
interest  in  Spencer  Bcstg.  Co.  Ann.  March  6. 

Fort  Atkinson,  Wis.— Clarkwood  Bcstg. 
Corp.  940  kc,  500  w  D.  P.O.  address  1710  N. 
Central  Ave.,  Marshfield,  Wis.  Estimated 
construction  cost  $19,854,  first  year  operating 
cost  $78,000,  revenue  $85,000.  Applicants  are 
Judith  S.  Scofield  (50%),  Margery  A.  and 
Hartley  L.  Samuels  (25%  each)  who  have 
similar  interest  in  KODY  North  Platte,  Neb. 
Ann.  March  11. 

Madison,  Wis.— Air  Capitol  Inc.  1550  kc 
500  w  D.  P.O.  address  Herbert  L.  Mount, 
2040  W.  Wisconsin  Ave.,  Milwaukee.  Esti- 
mated construction  cost  $23,973,  first  year 
operating  cost  $75,200,  revenue  $88,088.  Ap- 
plicants are  Herbert  L.  Mount  (26.53%) 
attorney;  Neil  K.  Searles  (26.53%)  former 
general  manager  WFOX  Milwaukee;  Fred- 
erick A.  Wilmanns  (13%);  John  E.  Dickin- 
son (13%),  and  Gordon  D.  Adams  (20%) 
Ann.  March  5. 

Existing  Am  Stations 

APPLICATIONS 

WGWC  Selma,  Ala.— Mod.  of  license  to 
change  hours  of  operation  from  specified 
hours  to  unl.  (1340  kc)  Ann.  March  10. 

WTRR  Sanford,  Fla.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans,  for  daytime  use  (2  main  trans.). 
(1400  kc)  Ann.  March  11. 

WSJM  St.  Joseph,  Mich.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1400  kc)  Ann.  March  5. 

KUDL  Kansas  City,  Mo.— Cp  to  change 
hours  of  operation  from  D  to  unl.,  using 
power  of  1  kw,  5  kw-LS  (increase  daytime 
power  from  1  kw  to  5  kw),  change  ant - 
trans,  location,  install  DA  D  and  N  (DA-2), 
make  changes  in  ground  system,  install 
new  trans,  and  delete  remote  control  op- 
eration of  trans.  Ann.  March  6. 

KLOS  Albuquerque,  N.M.— Cp  to  change 
frequency  from  1450  kc  to  1240  kc.  Ann. 
March  5. 

WKVA  Lewistown,  Pa.— Cp  to  change 
hours  of  operation  to  unl.,  change  power  to 
500  w,  5  kw-LS  (increase  day),  install  DA 
°  .annd  2?  (DA-2).  delete  remote  control, 
install  two  main  trans.  (N  and  D)  and 
changes  in  ground  system.  (920  kc)  Ann. 
March  10. 

WBTN  Bennington,  Vt.— Cp  to  increase 
power  from  500  w  to  1  kw  and  make  changes 
in  trans,  equipment.  (1370  kc)  Ann.  March 

WAUX  Waukesha,  Wis.— Cp  to  increase 
power  from  250  w  to  10  kw,  install  DA  D 
change  ant. -trans,  location,  change  ground 
system  and  install  new  trans.  (1510  kc)  Ann 
March  5. 

New  Fm  Stations 

APPLICATIONS 

Mt.    Kisco,  N.Y.— Radio    Mt.    Kisco  Inc., 

105.7  mc,  12  kw.  P.O.  address  494  Lexington 
Ave.  Estimated  construction  cost  $32,189 
«r„st  yeaAr  operating  cost  $10,000,  revenue 
$10,000.  Applicant  is  licensee  of  WVIP  Mt 
Kisco.  Requests  waiver  of  Sec.  3.313  (c)  of 
rules  Originally  filed  Dec.  30,  1958.  Resub- 
mitted March  11. 

Tulsa^  Okla.— Grayhill  Inc.,  97.5  mc,  1.504 
kw.  P.O.  address  1223  S.  Harvard.  Estimated 
construction  cost  $19,700,  first  year  oper- 
ating cost  $8,000,  revenue  $9,500.  Applicants 
are  Mendith  R.  Gray,  former  owner  record- 
ing firm,  and  Claude  H.  Hill,  chief  engineer 
U.  of  Tulsa  station  KWGS-FM  and  former 
owner  recording  firm.  Ann.  March  11. 


APPLICATIONS 

WACT  Tuscaloosa,  Ala.  —  Seeks  assign- 
ment of  license  from  New  South  Radio  to 
New  South  Radio  Die.  Change  to  corporate 
form  of  business,  no  change  in  ownership 
involved.  Ann.  March  11. 

KIFN  Phoenix,  Ariz. — Seeks  transfer  of 
control  of  Western  Bcstg.  Co.  from  H. 
Walker  Harrison,  Frank  P.  Redfield,  Henry 
J.  J.  Steffens  Jr.,  and  Edgar  B.  Pool  to  H. 
Walker  Harrison  for  $135,000.  Mr.  Harrison 
currently  owns  25%  of  licensee.  Ann. 
March  6. 

KGUN-TV  Tucson,  Ariz.— Seeks  transfer 
of  control  of  Tucson  Television  Die.  to  H.  U. 
Garrett,  present  457c  owner,  through  pur- 
chase of  8%  interest  owned  by  C.  M.  Peters, 
for  $23,520.  After  transfer,  Mr.  Garrett  will 
own  53%  of  licensee.  Ann.  March  11. 

KPER  Gilroy,  Calif. — Seeks  assignment 
of  cp  and  license  from  Charles  W.  Jobbins 
and  James  D.  Bernard  d/b  Jobbins  Bcstg. 
Co.  to  John  H.  Gregory  and  Messrs.  Jobbins 
and  Bernard  d/b  Radio  KPER  for  $25,000. 
After  transfer,  each  will  own  one-third 
interest.  Ann.  March  6. 

WBGC  Chipley,  Fla.— Seeks  assignment 
of  license  of  Tri-County  Radio  Bcstrs.  from 
Edward  C.  Alimon  to  John  Sanders  for  $37,- 
500.  Mr.  Sanders  is  general  manager  WAGC 
Chattanooga,  Tenn.  Ann.  March  11. 

WFEC  Miami,  Fla.— Seeks  transfer  of  con- 
trol from  Sabeca  Corp.  to  Florida  East  Coast 
Bcstg.  Inc.  for  $50,500.  Florida  East  Coast 
consists  of  Harry  Trenner  (55%)  and  Herb- 
ert Schorr  (45%)  who  both  have  current 
interests  in  WFEC  and  WRVM  Rochester, 
N  Y.  Ann.  Feb.  26. 

WTVJ  (TV)  Miami,  Fla.— Seeks  transfer 
of  control  of  Wometco  Television  &  Theatre 
Co.  from  Sidney  Meyer,  et  al.  (as  family 
group)  and  Mitchell  Wolf  son,  et  al.  (as  fam- 
ily group)  to  Mitchell  Wolf  son,  et  al.  (as 
family  group).  Each  group  presently  owns 
50%  interest  in  station.  After  transfer, 
Wolf  son  group  will  own  55%,  Meyer  group 
will  own  10%,  and  remaining  35%  will  be 
sold  to  public.  Meyer  principal  receives  $1,- 
500,000  for  her  interest.  (See  CLOSED  CIR- 
CUIT, March  9.)  Ann.  March  5. 

WDCL  Tarpon  Springs,  Fla. — Seeks  trans- 
fer of  one-third  interest  in  Clearwater 
Bcstg.  Corp.  from  McClain  Bowman  to 
present  one-third  owners  William  Hodding 
Carter  Jr.  and  John  T.  Gibson  for  $11,250. 
After  transfer  Messrs.  Carter  and  Gibson 
will  each  hold  one-half  interest.  They  also 
hold  controlling  interest  in  Delta-Democrat 
Publishing  Co.  Ann.  March  6. 

WDCB  Chicago,  Dl.— Seeks  assignment  of 
license  from  Michael  J.  Mintern  as  general 
overseer  of  Christian  Catholic  Church,  to 
Oscar,  Gertrude,  Julius  and  Bertha  Miller, 
d/b  Radio  Station  WAIT  for  $132,000.  WCBD 
currently  shares  time  and  facilities  with 
WAIT,  broadcasting  on  Sundays  only.  Ann. 
March  6. 

WLOS-AM-FM-TV  AshevUle,  N.C.— Seeks 
transfer  of  control  of  Skyway  Bcstg.  Co. 
from  Sidney  Meyer  and  family  and  Mitchell 
Wolfson  and  family  to  Mitchell  Wolfson 
and  family.  Each  presently  owns  50%.  After 
transfer  Wolfson  family  will  own  majority 
control.  Meyer  principal  will  receive  $1,500,- 
000  for  interest  sold  (including  interest  in 
WTVJ  [TV]  Miami.)  (See  CLOSED  CIR- 
CUIT, March  9.)  Ann.  March  5. 

WBNY  (FM)  Buffalo,  N.Y.— Seeks  assign- 
ment of  license  from  Albertson  Bcstg.  Co. 
to  Functional  Bcstg.  Die.  for  $65,000.  Pur- 
chaser is  Albert  Wertheimer,  who  owns 
WDDS-FM  Syracuse,  N.Y.  Functional  cur- 
rently has  contract  for  music  service  with 
WBNY.  Ann.  March  10. 

WRVM  Rochester,  N.Y.— Seeks  transfer 
of  control  from  Sabeca  Corp.  to  Rochester 
Bcstg.  Die.  for  $49,500.  Rochester  consists  of 
Harry  Trenner  (55%)  and  Herbert  Schorr 
(45%)  who  both  have  current  interests  in 
WRVM  and  WFEC  Miami,  Fla.  Ann.  Feb.  26. 

WRSA  Saratoga  Springs,  N.Y.  —  Seeks 
transfer  of  50%  negative  control  of  WRSA 
Inc.  from  Lou  Tobier  to  Martin  Karig  for 
$15,000.  Mr.  Karig  has  interests  in  WWSC 


KRNR  Roseburg,  Ore. — Seeks  assignment 
of  license  from  James  Doyle  to  News-Re- 
view Inc.  owner  KRNR  from  1935  to  1956. 
According  to  application,  Mr.  Doyle  has  de- 
faulted on  payments  to  News-Review  Inc. 
for  KRNR.  Consideration  involved — relief  of 
Mr.  Doyle  of  any  further  liability  regarding 
KRNR.  Ann.  March  11. 

KDDD    Dumas,   Tex. — Seeks  transfer  of 
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BIG  \)  REACH 


WEEK  A 


WEEK  B 


Participation  in  three  key  V2 
hours  one  week,  alternating 
with  three  other  key  V2  hours 
the  next  week  to  give  the  par- 
ticipating advertiser  exposure 
in  six  different  shows  (Class 
AA  and  A  time)  every  two 
weeks. 

3_Minutes  per  week,. $1200 
3— CB  per  week  *  900 


t        1      j-  < 

Mon.    7:00  P.  M.  WHIRLYBIRDS 


Wed.    10:30  P.  M.  TARGET 


So*.    7:00  P.  M.  HONIYMOONERS 


7:00  P.  M.    UNION  PACIFIC 


The  November  ARB  gives  the  six  BIG  I  I  REACH  shows  a  two-week  cumulative  rating 
of  8S.2.  This  figures  to  a  weekly  average  of  42.6  average  rating.  ARB  shows  non-duplicated 
reach  for  these  programs  of  50.2  homes  one  or  more  times. 

WIIC  CHANNEL  11,  PITTSBURGH 


REPRESENTED  NATIONALLY  BY 

BLAIR-TV 


The  station  for  whirl-wind 

sales  action! 


THE  FAMILY  STATION 


5000 

NEW 
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X 
X 


On  the  air  24  hours 
DE  5-1600 


WATTS 

YORK 


WWRL 
beamed  to  sell 
New  York's 

2,455,000 

Negroes 
& 

Puerto  Ricans 


WWRL  .  .  .  puts  the  act  in  action  by  speaking 
the  language  of  New  York's  ever-expanding 
Negro  and  Puerto  Rican  market.  Top  personalities 
sell  your  product  24  hours  a  day.  Get  in  the  sales 
whirl  ...  buy  WWRL. 

MERCHANDISING  PLUS:  Ask  about  our 
"geared-to-sell"  merchandising  plan. 


FREE  REPORT 

NEGRO  MARKET   IN   NEW  YORK 
POPULATION  STUDY 


More  thaii  a  decade 
of  Constructive  Service 
to  Broadcasters  a?id  the 
Broadcasting  Industry 

HOWARD  E.  STARK 

Brokers  —  Consultants 
50  EAST  58TH  STREET       NEW  YORK,  N.  Y.       ELDORADO  5-0405 

I         NAB  Convention 
Conrad  Hilton  Hotel  Suite  933A-34A  For  Appointments 
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Bcstg.  Corp.  to  Dumas  Bcstrs.  Inc.  for 
$100,835.  Purchasers  are  Kenneth  Earl  Duke 
(70%),  present  KDDD  manager;  Eleanor 
Mae  Duke  (10%)  and  Alfred  A.  Tremble 
(20%)  KDDD  assistant  manager.  Ann. 
March  6. 

KBRZ  Freeport,  Tex.— Seeks  assignment 
of  license  from  KBRZ  Inc.  to  William  D 
Schueler  who  presently  owns  100%  of  KBRZ 
Inc.  No  consideration  involved  Ann 
March  6. 


Routine  Roundup 

Commission  has  incorporated  in  record  in 
network  study  proceeding  letter,  with  at- 
HS?11!611.?3'  from  Commission  dated  Jan.  14, 
1959,  to  Victor  R.  Hansen,  assistant  attorney 
general,  antitrust  division,  Dept.  of  Justice, 
requesting  opinion  from  Attorney  General 
on  antitrust  aspects  of  option  time  practice 
and  response  of  Feb.  27,  1959,  from  Assistant 
Attorney  General  Hansen. 

Commission  sent  following  telegram  to 
Stephen  M.  Bailey,  General  Chairman  of 
St,',,Pa5trlck  s  Day  parade  Assn.,  Chicago: 

Reference  your  telegram  Feb.  28,  1959 
which  asserts  that  'FCC  decisions  concern- 
ing equal  time  for  political  candidates  have 
been  locally  interpreted  to  preclude  the 
television  broadcast  of  the  annual  St  Pat- 
rick s  Day  Parade'.  You  request  'that  the 
iSu5  X-  ago  Revision  stations  be  advised 
mat  this  is  a  legitimate  news  event  and 
therefore  not  affected  by  the  reciprocal 
clause  of  the  Federal  Communications  Act' 
No  reason  appears  from  your  telegram  why 
section  315  of  the  Communications  Act  or 
.b  decisions  under  that  provision  should 
preclude  broadcasting  of  the  St.  Patrick's 
Day  Parade.  Section  315  provides  that: 
Quote  If  any  licensee  shall  permit  any  per- 
son who  is  a  legally  qualified  candidate  for 
any  public  office  to  use  a  broadcasting  sta- 
on,J?e  shali  afford  equal  opportunities  to 
ail  other  such  candidates  for  that  office  in 
the  use  of  such  broadcasting  station:  . 
Unquote.  Whether  or  not  the  St.  Patrick's 
Day  .Parade  will  be  broadcast  is  a  matter 
within  the  control  of  the  stations  of  vour 
community  not  the  FCC."  Ann.  March  5. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  March  6 

KUFM  (FM)  El  Cajon,  Calif.— Granted 
assignment  of  cp  to  Forwek  &  Co. 

KBUN  Bemidji,  Minn.— Granted  licenses 
covering  changing  ant.-trans.  location  and 
making  changes  in  ant.  and  ground  system- 
and  to  use  aux.  trans,  at  main  trans,  loca- 
tion; remote  control  permitted. 

KRKC  King  City,  Calif.— Granted  license 
for  am  station. 

KOXR-FM  Oxnard,  Calif.  —  Granted  li- 
cense for  fm  station. 

KEYM  (FM)  Santa  Maria,  Calif.— Granted 
license  for  fm  station. 

KBIQ  (FM)  Los  Angeles,  Calif.— Granted 
licenses  covering  change  of  ERP,  ant.  height, 
trans,  and  studio  location,  installation  new 
trans,  and  ant.  type,  change  in  ant.  system; 
remote  control  permitted,  and  installation 
alternate  main  trans. 

KJBIQC  (FM)  Los  Angeles,  Calif.— Granted 
mod.  of  license  to  change  name  to  KBIQ 

Actions  of  March  5 

Granted  licenses  for  following  tv  stations: 
KCK-TV  Nampa,  Idaho;  WBIR-TV  Knox- 
ville,  Tenn.,  ant.  990  ft.;  WWL-TV  New 
Orleans  La.  (main  trans,  and  ant.),  and 
installation  aux.  trans.;  WNEP-TV  Scranton 
£a.,  and  redescribe  trans,  location  (not  a 
move),  ERP  vis.  316  kw. 
^^^iMS,S;harleston'  W.Va.— Granted  cp  to 
wf °  d  m^n  , trans-  at  Coal  Branch 
Heights,  near  Charleston,  W.Va.  (main  trans, 
permitted       &UX'  purposes;  remote  control 

^JT<?iRC1^Worcester'  Mass.— Granted  cp  to 
install  old  mam  trans,  at  Pakachoag  Rd., 
Auburn,  Mass.,  as  aux.  trans. 
rJS£S  ?allas'  Tex— Granted  cp  to  install 
present  licensed  nighttime  main  trans,  as 
PMTOittecf'  daytime  use:  remote  control 
WQMN  Superior,  Wis.— Granted  mod.  of 
°^°,Ve.  ant.-trans.  location  500  ft.  north 
specff^dio^foca'tfon16  descripti°»>  «»d 
m^S,!fr,ne?ni\gton  Gap'  Va.- Granted 
mSdi„°Lcp+-to  cha?ge  ant.-trans.  location, 
1™*"°  location  and  remote  control  point 
and  change  type  trans.  P 

cnWtn°r£a™all}alla' *SX'- Gra«ted  mod.  of 
cp  to  change  type  trans. 
Following  stations  were  granted  exten- 

WYLD  New  Orleans,  La.— Remote  control 
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for 

music 

around 

the 

clock 


IT'S 

ALWAYS 


ASCAP! 


When  you  want  to  perform  the  POPULAR  SONGS  of  yesterday,  today  and  tomorrow  . 
When  you  want  to  perform  the  very  finest  PRODUCTION  MUSIC  of  the  stage  or 
screen  .  .  .  When  you  want  the  great  music  of  our  SYMPHONIC  AND  CONCERT 
field,  or  the  music  of  PRIZE -WINNING  AMERICAN  OPERAS.  .  .When  you  want 
to  perform  the  RELIGIOUS  MUSIC  of  our  nation  .  .  .Whenever  you  have  need  of  the 
best  in  music,  you  may  be  sure  -  IT'S  ALWAYS  IN  THE  ASCAP  REPERTORY! 


AMERICAN  SOCIETY  OF  COMPOSERS,  AUTHORS  AND  PUBLISHERS 


575  Madison  Avenue,  New  York  22,  New  York 
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Now,  you  say  when 


And  how  often  too!  For  once  programs  and  commercials  are  Videotape*  recorded,  scheduling  is  wide 
open.  Playbacks  can  be  telecast  immediately- hours  later -or  anytime  you  decide.  At  least  100  repeats 
can  be  made  from  any  one  recording.  Copies  can  be  made.  And  tapes  recorded  on  a  VR-1000  Videotape 
Recorder  can  be  played  back  on  any  other  VR-1000,  anywhere. 

Never  before  have  sponsors  been  able  to  schedule  commercials  to  reach  selected  audiences  so  easily 
Never  have  stations  had  so  many  "live"  availabilities  to  offer. 

Get  the  complete  story  on  the  many  things  Videotape  recording  can  do  for  you.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITIN6  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  March  11 

ON  AIR  CP         TOTAL  APPLICATIONS 


Commercial 
Non-commercial 


Lie. 

3,298 
547 
4481 


Cps 

43 
44 
69 


Not  on  : 

117 
139 
103 


For  new  stations 
641 
69 
112 


TOTAL 

5173 
404 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  March  11 
VHF  UHF 

437  80 
32  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Jan.  31,  1959 


Licensed  (all  on  air) 
CPs  on  air  (new  stations) 
CPs  not  on  the  air  (new  stations) 
Total  authorized  stations 
Applications  for  new  stations  (not  in  hearing) 
Applications  for  new  stations  (in  hearing) 
Total  applications  for  new  stations 
Applications  for  major  changes  (not  in  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 

ijhere  are,  in  addition,  six  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 

''"""There  are,  in  addition,  39  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vnf  and  167 
uhf). 

4  There  has  been, 


AM 

FM 

TV 

3,289 

543 

4411 

45 

38 

752 

113 

128 

106 

3,447 

709 

668 

484 

45 

40 

122 

26 

65 

606 

71 

105 

498 

34 

41 

47 

0 

17 

545 

34 

58 

2 

1 

1 

0 

0 

0 

addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


How  to  be  in  two 
places  at  once" 


permitted  while  using  non-directional  ant. 

KOFO  Ottawa,  Kan.— Granted  authority 
to  operate  6  a.m.  to  6:30  p.m.,  CST,  for 
period  April  through  August. 

WDLA  Walton,  N.Y.— Granted  authority 
to  sign-off  at  6  p.m.,  EST,  for  period  ending 
Sept.  30. 

Actions  of  March  4 

KIEM-TV  Eureka,  Calif.— Granted  license 
covering  maintenance  of  facilities  in  STA 
dated  12-14-55  as  aux.  ant. 

KGBT-TV  Harlingen,  Tex.— Granted  li- 
cense covering  changes  in  tv  station;  ERP 
vis.  100  kw,  aur.  50  kw,  ant.  990  ft. 

WVVPB  (FM)  Miami,  Fla.— Granted  cp  to 
change  trans,  and  studio  location  and  in- 
crease ERP  to  9.2  kw. 

WSAD  (FM)  San  Juan,  P.K.— Granted 
mod.  of  cp  to  change  name  to  Puerto  Rico 
Music  Services. 

KCCC-TV  Sacramento,  Calif .  — Granted 
mod  of  cp  to  change  trans,  and  studio  loca- 
tions; ERP  vis.  20.4  kw,  aur.  11  kw. 

WORG-FM  Orangeburg,  S.C.  —  Granted 
authority  to  remain  silent  for  period  ending 
April  30.  A  J 

WCRB  -  FM  Waltham,  Mass.  —  Granted 
authority  to  utilize  additional  control  tones 
for  SCA  for  period  ending  April  1. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown :  WABG- 
TV  Greenwood,  Miss.,  to  July  15;  WIS-1V 
Columbia,  S.C.,  to  April  15;  WXYZ-TV  De- 
troit, Mich.,  to  Sept.  10  (mam  trans,  and 
ant  )  ■  WSAV-TV  Savannah,  Ga.,  to  Sept 
18;  WHAV-FM  Haverhill,  Mass.,  to  April 
15;  WLIR  (FM)  Hicksville,  N.Y.,  to  July  9; 
WJHL-FM  Johnson  City  Term  to  April 
15.  KGB-FM  San  Diego,  Calif.,  to  May  20. 
and  KAGI  Grants  Pass,  Ore.,  to  May  30. 

Actions  of  March  3 
VVRVM  Rochester,  N.Y.— Granted  acquisi- 
tion of  positive  control  by  Harry  Trenner 
through  purchase  of  stock  from  Sabeca 
Corp.  by  licensee  and  retirement  to  treasury 
thereof. 

VVFEC  Miami,  Fla.— Granted  acquisition 
of  positive  control  by  Harry  Trenner 
through  purchase  of  stock  from  Sabeca 
Corp.  by  licensee  and  retirement  to  treasury 
thereof. 

WYFE  New  Orleans,  La. — Granted  assign- 
ment of  license  and  cp  to  WYFE  Inc. 

WJBO  Baton  Rouge,  La. — Granted  cp  to 
change  ant. -trans,  location  and  type  trans. 

KIBE  Palo  Alto,  Calif.— Granted  cp  to 
change  ant. -trans,  location. 

BROADCASTING,  March  16,  1959 


ACTIONS  ON  MOTIONS 


Granted  petition  of  Midland  Bcstg.  Co. 
and  accepted  pleading  in  excess  of  fifteen 
pages  in  proceeding  on  its  application  for 
new  tv  station  to  operate  on  ch.  8  in  Mo- 
line,  111.  Action  March  9. 

Scheduled  hearing  for  April  27  in  pro- 
ceeding on  am  application  of  Sussex  County 
Bcstrs.  (WNNJ),  Newton,  N.J.  Action 
March  11. 


Continued  hearing  from  March  20  to  April 
28  in  proceeding  on  applications  of  Brinkley 
Bcstg.  Co.  and  Tri-County  Bcstg.  Co.,  for 
am  facilities  in  Brinkley,  Ark. 


Granted  petition  by  Kansas  Bcstrs.  Inc., 
for  leave  to  amend  its  application  to  reflect 
certain  changes  in  stock  ownership;  appli- 
cation is  in  consolidated  proceeding  with 
Salina  Radio  Inc.,  both  for  am  faclities  in 
Salina,  Kan.  Action  March  9. 

Granted  petition  by  Times  and  News 
Publishing  Co.  (WGET),  Gettysburg,  Pa., 
for  extension  of  time  from  March  16  to 
March  30  to  file  proposed  findings  of  fact 
and  conclusions,  and  for  reply  findings  from 
April  6  to  April  20  in  proceeding  on  its  am 
application,  et  al.  Action  March  10. 


Scheduled  further  hearing  for  March  13 
in  proceeding  on  application  of  Jane  A. 
Roberts  (KCFI),  Cedar  Falls,  Iowa,  for  sta- 
tion license. 


Scheduled  further  prehearing  conference 
for  March  11,  at  2  p.m.,  in  proceeding  on 
am  applications  of  Continental  Bcstg.  Corp. 
(WHOA),  San  Juan,  and  Jose  R.  Madrazo, 
Guynabo,  both  Puerto  Rico. 

Upon  oral  request  of  applicant,  continued 
hearing  from  March  13  to  March  20  on  am 
application  of  Booth  Bcstg.  Co.  (WBBC), 
Flint,  Mich. 


Denied  petition  by  Donald  W.  Huff  and 


Mr.  Joel  Chaseman 
Program  Manager,  WJZ-TV 
Television  Hill,  Baltimore 

"We  taped  a  busy  candidate's  cam- 
paign speech.  He  was  on  the  air 
'live'  and  actively  campaigning  at 
the  same  time  -  literally  in  two 
places  at  one  time,  thanks  to 
Videotape*  recording." 
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rejected  amendment  to  specify  different 
trans.-ant.  site  for  new  am  station  in  Lans- 
dale,  Pa.,  which  is  in  consolidated  hearing 
with  Equitable  Pub.  Co.,  Lansdale;  reopened 
record,  made  transcript  vol.  4  part  of  record 
and  hearing  record  closed;  further  ordered 
release  date  of  orders  to  be  effective  date 
of  memorandum  opinion  and  order  for 
purposes  of  appeal. 

Commission  on  March  6  granted  motion 
by  Indiana  Central  U.,  Indianapolis,  for 
further  extension  of  time  from  March  4  to 
April  3  to  file  responses  to  its  petition  for 
rulemaking  to  reserve  ch.  13  at  Indianapolis 
for  noncommercial  educational  use. 

By  Comr.  John  S.  Cross  on  March  9 
Granted  petition  by  Logansport  Bcstg. 
Corp.,  Aurora-Batavia,  111.,  for  extension 
of  time  to  April  6  to  file  exceptions  to  ini- 
tial decision  in  proceeding  on  its  am  appli- 
cation, et  al. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  March  6 

Upon  informal  request  by  Quad  Cities 
Bcstg.  Co.,  Brazil,  Ind.,  continued  indefinite- 
ly prehearing  conference  scheduled  for 
March  6  and  hearing  scheduled  for  April  6 
pending  disposition  by  Commission  of  re- 
quest by  Quad  Cities  for  reconsideration  of 
Feb.  6  order  designating  its  application  for 
hearing. 

D.  Bond 


Granted  motion  by  Naugatuck  Valley 
Service  Inc.,  Naugatuck,  Conn.,  and  sched- 
uled hearing  of  evidence  for  March  24  in 
proceeding  on  its  am  application  and  that 
of  Berkshire  Bcstg.  Inc.  (WSBS),  Great 
Barrmgton,  Mass. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  March  9 

Upon  request  by  Rounsaville  of  Cincin- 
nati Inc.  (WCIN),  Cincinnati,  Ohio,  dis- 
missed its  petition  to  enlarge  issues  in  pro- 
ceeding on  its  am  application. 
By  Hearing  Examiner  Thomas  H.  Donahue 
on  March  6 

Granted  petition  by  Lakeside  Bcstrs., 
Sparks,  Nev.,  for  continuance  of  hearing 


from  March  6  to  March  29,  at  9:30  a.m.,  in 
proceeding  on  its  am  application. 

Reopened  record  to  accept  supplementary 
exhibit  filed  by  Vernon  G.  Ludwig,  Benson, 
Ariz.,  in  proceeding  on  his  am  application 
and  that  of  Pan  American  Radio  Corp., 
Tucson,  Ariz.,  and  record  closed. 


Granted  motion  by  Old  Belt  Bcstg.  Corp. 
(WJWS),  South  Hill,  Va.,  for  continuance  of 
various  dates  now  applicable  to  further  pro- 
ceedings on  its  am  application  and  that  of 
John  Laurino,  Scotland  Neck,  N.C.;  con- 
tinued commencement  of  formal  hearing 
from  March  31  to  April  28. 

Commission  on  March  5  granted  request 
by  McKenna  and  Wilkinson,  counsel  for 
number  of  stations,  for  extension  of  time 
to  March  27  to  file  engineering  and  other 
pertinent  supportng  data  relating  to  peti- 
tions by  Wm.  Penn  Bcstg.  Co.  (WPEN) 
Philadelphia,  Pa.,  and  Cleveland  Bcstg.  Inc' 
(WERE),  Cleveland,  Ohio,  looking  toward 
amendment  of  Commission's  rules  to  permit 
regional  stations  to  operate  with  maximum 
power  of  25  kw. 

By  Comr.  John  S.  Cross  on  March  4 
Granted  petition  by  Richard  B.  Gilbert 
Tempe,  Ariz.,  for  extension  of  time  to 
March  13  to  file  opposition  to  petition  by 
David  V.  Harman,  Tempe,  to  enlarge  issues 
in  proceeding  on  their  am  applications,  et  al 


Granted  motion  by  Liberty  Television 
Inc.,  for  extension  of  time  from  March  9 
to  March  19  to  file  proposed  findings  and  for 
replies  from  March  23  to  April  2  in  pro- 
ceeding on  its  application  and  that  of  KEED 
Inc..  for  new  tv  stations  to  operate  on  ch.  9 
in  Eugene,  Ore. 


Upon  agreement  reached  by  parties  at 
prehearing  conference  March  4,  continued 
hearing  from  April  6  to  June  1  on  am  ap- 
plications of  Louis  W.  Skelly,  Conneaut 
Ohio,  and  Mon-Yough  Bcstg.  Co.  (WMCK) 
McKeesport,  Pa. 


Upon  agreement  reached  by  parties  at 
March  4  prehearing  conference,  scheduled 
hearing  for  June  15  in  proceeding  on  ap- 
plications of  Telemusic  Co.,  and  Southwest 
Bcstg.  Co.  Inc.,  for  fm  facilities  in  San 
Bernardino  and  Redlands,  Calif. 


Upon  request  by  Broadcast  Bureau,  re- 
scheduled prehearing  conference  scheduled 
for  March  5  at  10  a.m.,  for  2  p.m.,  on  same 
date,  in  proceeding  on  am  applications  of 
Brinkley  Bcstg.  Co.  and  Tri-County  Bcstg. 
Co.,  for  am  facilities  in  Brinkley,  Ark.  Ac- 
tion March  3. 

Granted  petition  by  Tempe  Bcstg.  Co., 
Tempe,  Ariz.,  for  continuance  of  prehearing 
conference  from  March  6  to  March  9  at 
2  p.m.,  in  proceeding  on  its  am  application, 
et  al.  Action  March  4. 


Granted  request  by  protestant  Tomah- 
Mauston  Bcstg.  Inc.  (WTMB),  Tomah,  Wis., 
filed  with  its  proposed  findings  of  fact  and 
conclusions,  for  correction  of  transcript  in 
proceeding  on  am  application  of  Jack  L. 
Goodsitt  (WTOJ),  Tomah,  Wis. 


Granted  motion  by  Ben  S.  McGlashen 
(KGFJ),  Los  Angeles,  Calif.,  respondent,  for 
continuance  of  date  of  evidentiary  hearing 
from  March  12  to  March  20  in  proceeding 
on  am  application  of  Intrastate  Bcstrs., 
Pomona-Claremont,  Calif. 

PETITION  FOR  RULEMAKING  FILED 
Genesee  Valley  Television  Die,  Rochester, 
N.Y.    (3-3-59)— Requests   assignment  of  ch. 
13  to  Rochester,  N.Y. 

Joint  Council  on  Educational  Television, 
New  York,  N.Y.  (3-3-59)— Requests  assign- 
ment of  ch.  10  to  Appleton,  Minn.,  and  res- 
ervation of  that  channel  for  educational  tv 
station. 

WICS  Springfield,  111.  (3-4-59)— Requests 
institution  of  rulemaking  and  issuance  of 
notice  to  show  cause  looking  toward  sub- 
stitution of  ch.  7  for  ch.  5  in  Mitchell,  S.D., 
and  allocation  of  ch.  5  to  Sioux  Falls.  S.D. 


Servicing  and  Selling  the  Markets  of  America 
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NARBA  Notifications 

List  of  changes,  proposed  changes  and  cor- 
rections in  assignments  of  Canadian  broad- 
cast stations  modifying  appendix  containing 
assignments  of  Canadian  broadcast  stations 
attached  to  recommendations  of  North 
American  Regional  Bcstg.  Agreement  En- 
gineering Meeting. 

CANADA 
910  kc 

CJDV  Drumheller,  Alba.— 1  kw,  DA-1,  unl. 
Class  III.  Now  in  operation. 

CFJC  Kamloops,  B.C.— 10  kw  D  ND,  1  kw 
N,  unl.  Class  III.  Now  in  operation  with  in- 
creased daytime  power. 

920  kc 

Woodstock,  N.B.— 1  kw,  DA-1,  unl.  Class 
III.  Mod.  of  mode  of  operation  from  that 
shown  on  list  #120.  EIO  2-15-60.  (New.) 

930  kc 

CJCA  Edmonton,  Alba. — 10  kw  D  DA-N, 
5  kw  N,  unl.  Class  III.  Correction  of  night- 
time power  from  that  shown  in  recapitula- 
tive list  dated  12-31-58. 

980  kc 

CHEX  Peterborough,  Ont. — 5  kw,  DA-2, 
unl.  Class  III.  Now  in  operation. 


CFGP  Grande  Prairie,  Alba.— 10  kw,  DA-1, 
unl.  Class  II.  Now  in  operation  with  in- 
creased power. 

1430  kc 

CKFH  Toronto,  Ont.— 5  kw,  DA-2,  unl. 
Class  III.  EIO  2-15-60.  (PO:  1400  kc,  0.25  kw 
DA-1  TV.) 

CJOY  Guelph,  Ont.— 5  kw,  DA-1,  unl. 
Class  III.  Delete  assignment  remaining  on 
1450  kc 

CHEX  Peterborough,  Ont.— 1  kw,  DA-1, 
unl.  Class  III.  Delete  assignment  vide  980  kc. 


TEXT:  TOWN  ON  TASO 


The  final  report  of  the  Television 
Allocations  Study  Organization  is  being 
submitted  today  (March  16)  to  the  FCC 
(see  Lead  Story,  page  51).  The  bulk  of 
the  report  represents  the  data  and  an- 
alyses of  the  six  engineering  panels 
which  did  the  technical  work  on  the 
television  allocations  problem  over  the 
past  two  years. 

Covering  these  documents  is  an  ex- 
plicit, objective,  overall  explanation  of 
the  results  and  findings  of  the  TASO 
investigation.  This  was  written  by  Dr. 
George  Town,  Iowa  State  engineering 
dean,  and  executive  director  of  TASO. 
It  is  a  revision  of  a  similar  statement 
submitted  to  the  TASO  board  last  lan- 
uary.  The  TASO  board  approved  Dr. 
Town's  statement  last  week.  Dissenting 
or  concurring  statements  from  board 
members  may  also  be  filed,  it  was  de- 
cided. 

Broadcasting  herewith  reprints  Dr. 
Town's  final  summary  statement  of  the 
work  and  findings  of  TASO. 

1.  INTRODUCTION 

On  August  31,  1956,  the  Federal  Com- 
munications Commission  issued  its  Public 


Notice  35638  in  which  it  called  a  meeting 
of  representatives  of  the  television  broad- 
casting and  manufacturing  industries  to  be 
held  on  September  20,  1956,  for  the  pm> 
pose  of  establishing  an  organization  to 
conduct  a  study  of  "the  technical  princi- 
ples which  should  be  applied  in  television 
channel  allocation."  The  television  indus- 
try responded  by  establishing  the  Tele- 
vision Allocations  Study  Organization 
(TASO).  This  report  presents  the  results 
of  the  work  of  TASO  through  December 
31,  1958.  It  represents  a  summary  of 
work  extending  over  a  period  of  two 
years  by  the  271  engineers  from  139  com- 
panies who  make  up  the  six  TASO  engi- 
neering panels  and  their  subsidiary  com- 
mittees. This  report  is  released  to  the 
Federal  Communications  Commission  in 
accord  with  action  taken  by  the  TASO 
Board  of  Directors  at  its  meeting  on 
March  9,  1959." 

The  report  consists  of  six  parts.  Part  I 
is  a  summary  of  the  remainder  of  the 
report.  In  Part  II,  information  is  pre- 
sented regarding  the  objectives  and  or- 
ganization of  TASO.  Part  III  consists  of 
the  reports  of  the  six  TASO  engineering 
panels,  and  it  is  the  most  important  part 
of  this  report.  In  Part  IV,  supplementary 
technical  information  is  presented  as  well 
as  a  consolidated  discussion  of  some  topics 
which  were  considered  in  more  than  one 
panel.  Part  V  includes  brief  concluding 
remarks  of  a  non-technical  nature.  Part 


ICING  AND  SELLING  are  two  key  words  that  dominate  the  objectives  of  Transcontinent  stations. 
Whether  it's . . . 

•  WGR-TV  and  WGR  Radio,  Buffalo,  blanketing  the  mighty  and  prosperous  market  of  Western 
New  York  known  as  the  Niagara  Frontier,  or . . .  WROC-TV,  Rochester,  with  its  26.5%  coverage  advantage 
in  the  thriving  13 -county  industrial  and  agricultural  area  in  up-state  New  York,  or .  .  WNEP-T V, 
Scranton-Wilkes-Barre,  with  the  most  powerful  transmitter  serving  Northeastern  Pennsylvania,  the  state's 
third  largest  market,  or . . .  WSVA-TV  and  WSVA  Radio,  Harrisonburg,  covering  the  rich  and  diversified 
Shenandoah  Valley  area  in  Virginia . . . 

. . .  you'll  find  the  Transcontinent  station  is  well-known  as  a  symbol  of  service  to  audiences  and  a  symbol  of 
sales  to  advertisers.  Experienced  management,  intelligent  program  balance,  strong  merchandising  and  promotion 
plans,  and  a  genuine  feeling  of  community  responsibility  are  basic  characteristics  that  advertisers 
profit  by  when  they  select . . . 

A  TRANSCONTINENT  STATION  i 


WGR-TV,  WGR,  Buffalo,  N.Y. .  WROC-TV,  Rochester  N  Y  •  WSVA-TV,  WSVA,  Harrisonburg,  Va.  •  represented  by  Peters,  Griffin,  Woodward 
WNEP-TV,  Scranton-Wilkes-Barre,  Pa.,  represented  by  Avery-Knodel 


YOUR  SALES  MESSAGE 
HITS  THE  50,000  TV  HOMES 
covered  by 

KMSO-channel  13 

THINGS  BEGIN  TO  HAPPEN 
IN  WESTERN  MONTANA 
BECAUSE  .  .  . 

KMSO  programs  the  best  of  all  3  net- 
plus  VIP  treatment  for  ALL 


works 

commercials. 


and  that  goes  for 

KGVO  RADIO  TOO 
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ask  FORJOE  or 
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know 

Terre  Haute 
is  not  covered 
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by  outside 
TV 

'  Basis:  1958 
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CBS 
ABC 


WTHI-TV — 10 


TERRE  HAUTE,  INDIANA 

Represented  Nationally  by  Boiling  Co., 
tos  Angeles  -  San  Francisco -Boston  -  New  York  -  Chicago  -  Dallas 
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VI  consists  of  four  attachments  relating 
to  the  organization  of  TASO. 

PART  I— SUMMARY 

Part  I  consists  of  one  section  only — a 
summary  written  by  the  Executive  Direc- 
tor of  the  material  contained  in  the  re- 
mainder of  this  report  and  in  the  records 
of  the  TASO  panels  and  committees. 
Three  principal  topics  are  presented:  a 
statement  regarding  the  major  tasks  ac- 
complished by  TASO,  a  resume  of  the 
major  results  of  the  engineering  studies 
conducted  by  the  TASO  panels  and  an 
indication  of  the  work  which  should  be 
carried  on  to  supplement  the  work  of  the 
TASO  panels. 

2.  ABSTRACT  OF  REMAINDER  OF 
THIS  REPORT 

2.1  Major  Tasks  Accomplished 

The  sole  task  of  TASO  is  to  make  a 
comprehensive  study  of  the  engineering 
factors  underlying  the  allocation  of  fre- 
quencies (or  channels)  to  television  broad- 
casting. It  is  natural,  therefore,  that  its 
major  accomplishments  have  been  tech- 
nical in  nature.  The  more  important  of 
these  will  be  described  in  general  terms 
in  this  Section,  with  technical  details  being 
reserved  for  later  Sections. 

Before  technical  achievements  are  enu- 
merated, however,  it  is  worthwhile  to  note 
another  significant  aspect  of  the  TASO 
operations.  This  is  the  fact  that  in  its 
organizational  structure,  its  financial  back- 
ing and  its  engineering  studies,  all  phases 
of  the  television  industry  were  represented 
and  worked  together  actively  and  coop- 
eratively to  achieve  the  specified  goals. 
TASO  panels  and  committees  were  com- 
posed of  leading  engineers  from  manu- 
facturers of  television  transmitting,  re- 
ceiving and  measuring  equipment;  from 
television  networks;  from  independent 
high  and  low  power,  uhf  and  vhf 
broadcasting  stations;  from  consulting 
engineering  firms;  from  educational  insti- 
tutions; from  governmental  agencies;  from 
community  television  distribution  groups; 
from  technical  publishing  houses;  and 
from  the  television  service  industry.  The 
fact  that  the  TASO  panel  reports  were 
prepared  and  approved  by  such  a  diversi- 
fied group  of  highly  qualified  engineers 
lends  authority  to  the  conclusions  reached 
in  these  reports. 

Turning  now  to  technical  matters,  one 
of  the  major  accomplishments  of  TASO 
was  the  collection  of  a  large  body  of  re- 
liable data  regarding  the  propagation  of 
both  uhf  and  vhf  television  signals 
within  the  service  range  of  television  sta- 
tions. TASO  was,  of  course,  far  from  the 
first  to  collect  this  type  of  information. 
Prior  to  the  TASO  operations,  however, 
relatively  few  data  had  been  taken  at 
uhf;  and  at  both  uhf  and  vhf,  meas- 
urements had  been  made  in  such  a  wide 
variety  of  manners  that  the  results  of 
different  studies  could  not  be  readily  com- 
pared. One  of  TASO's  first  tasks,  there- 
fore, was  to  draw  up  acceptable  specifi- 
cations whereby  measurements  of  field 
strength  would  be  made  in  a  standard 
manner.  These  specifications  were  fol- 
lowed in  all  of  the  TASO  studies  of  signal 
propagation  within  service  areas,  and  they 
proved  to  be  highly  satisfactory.  A  second 
noteworthy  aspect  of  the  TASO  field 
strength  measurement  program  lay  in  the 
choice  of  measurement  areas.  Except  in 
a  few  instances  where  measurements  were 
made  for  special  purposes,  the  tests  were 
conducted  where  both  uhf  and  vhf 
stations  of  comparable  power  output  and 
closely  adjacent  transmitting  antennas  of 


comparable  height  were  available.  A  wide 
variety  of  topographical  and  climatic  con- 
ditions were  represented  in  the  different 
studies.  The  TASO  field  strength  measure- 
ment program,  therefore,  has  provided 
the  best  set  of  propagation  data  yet  avail- 
able— data  taken  in  a  standardized  man- 
ner on  comparable  uhf  and  vhf  signal 
sources  in  a  variety  of  geographical  con- 
ditions. 

A  second  major  accomplishment  has 
been  the  collection  of  invaluable  informa- 
tion regarding  the  relationship  between 
signal  strength  as  measured  in  standardized 
manners  and  picture  quality  as  observed 
in  the  home.  Television  allocations  must 
be  based  on  quantitative  predictions  and 
measurements  of  field  strength;  but  the  ul- 
timate objective  of  a  television  broadcast- 
ing system  is  to  produce  satisfactory  pic- 
tures in  the  home.  The  relationship 
between  these  two  quantities  is  therefore 
an  essential  piece  of  information.  Again, 
TASO  was  not  the  first  to  study  this  rela- 
tionship; but  TASO  was  the  first  to  make 
a  large  scale  field  study  of  this  problem, 
carrying  out  this  study  at  both  uhf  and 
vhf  in  many  areas  under  a  wide  variety  of 
geographical  conditions.  The  information 
obtained  by  TASO  on  the  relationship  be- 
tween field  strength  and  picture  quality  is 
of  fundamental  importance  in  this  and  in 
any  future  study  of  television  allocations. 
One  significant  aspect  of  this  TASO  field 
work  is  the  fact  that  field  strength  measure- 
ments were  made  at  both  10  feet  and  30 
feet;  and  the  comparison  of  these  two  sets 
of  measurements  with  picture  quality  could 
have  an  important  bearing  on  the  tech- 
niques to  be  used  in  future  field  strength 
surveys  for  determining  station  coverage. 

There  has  been  still  a  third  major  ac- 
complishment related  to  the  general  prob- 
lem of  determining  service  areas.  An  anal- 
ysis of  the  data  accumulated  in  the  field 
strength  measurement  program  has  led  to 
the  development  of  means  for  predicting 
field  strength  with  much  greater  accuracy 
than  was  possible  by  previous  methods. 
The  new  TASO  methods  refer  not  only  to 
the  prediction  of  median  values,  but  also, 
by  taking  into  account  meteorological  and 
topographical  conditions,  permit  an  accu- 
rate estimate  of  local  deviations  from  the 
median  values.  These  methods,  which  ap- 
ply to  both  uhf  and  vhf  signals,  represent 
a  very  real  advance  in  propagation  theory 
and  practice. 

Allocations  studies  require  not  only  a 
knowledge  of  the  propagation  of  desired 
signals  within  the  service  range  of  a  televi- 
sion station,  but  also  information  regard- 
ing the  propagation  of  interfering  signals 
from  stations  located  at  distances  much 
greater  than  their  service  ranges.  The  re- 
sults of  over  a  million  hours  of  measure- 
ment of  distant  signals  made  by  the  Cen- 
tral Radio  Propagation  Laboratory  of  the 
National  Bureau  of  Standards  were  made 
available  to  TASO;  and  curves  represent- 
ing the  best  current  information  on  tropo- 
spheric  propagation  of  uhf  and  vhf  signals 
over  distances  of  between  100  and  300 
miles  have  been  prepared  from  these  and 
other  data. 

Before  the  information  regarding  the 
propagation  of  desired  and  interfering 
signals  can  be  combined  to  determine  the 
service  area  of  a  television  station,  certain 
information  regarding  the  performance  of 
transmitting  and  receiving  equipment  is 
needed.  One  of  the  most  essential  needs  is 
that  of  knowing  the  amounts  of  interfer- 
ence of  various  types  that  can  be  tolerated 
and  still  permit  the  display  of  satisfactory 
television  pictures.  A  major  task  of  TASO 
was  to  make  the  detailed  and  exacting  lab- 
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been  mailed  to  broadcasters. 
The  complete  series  will  be 
available  only  upon  request. 
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Written  by  70  distinguished  Lincoln  and  Civil  War  scholars  of  our 
time-among  them  Carl  Sandburg,  Bruce  Catton,  Sterling  North,  Earl 
Schenck  Miers,  Henry  S.  Commager,  Roy  F.  Nichols,  Allan  Nevins,  Adlai 
Stevenson,  Gov.  William  G.  Stratton,  Sen.  John  Sherman  Cooper,  Sen.  Paul 
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Also  contributing  are:  Paul  M.  Angle,  William  E.  Baringer,  Roy  P.  Basler, 
Howard  K.  Beale,  Richard  N.  Current,  Irving  Dilliard,  Clifford  Dowdey, 
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dall, Donald  Riddle,  Congressman  Fred  Schwengel,  Louis  Starr,  W.  R. 
Swanberg,  Wayne  Temple,  Benjamin  P.  Thomas,  Walter  Trohan,  Randel 
Truitt,  Philip  Van  Doren  Stern,  Clyde  C.  Walton,  T.  H.  Williams,  Albert 
Woldman. 

These  public  service  programs  are  available  to  radio  and  television  sta- 
tions and  to  public  libraries  and  local  boards  of  education  for  broadcast 
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oratory  measurements  and  viewer  observa- 
tions to  collect  this  information.  A  com- 
prehensive series  of  laboratory  tests,  using 
representative  groups  of  observers  drawn 
from  the  general  public,  was  conducted  by 
TASO  to  determine  the  tolerable  amounts 
of  thermal  noise,  co-channel  interference 
(with  normal,  precise  and  very  precise 
carrier  frequency  offset)  and  adjacent 
channel  interference  (upper  and  lower)  as 
well  as  tolerable  amounts  of  certain  com- 
binations of  these  types  of  interference. 
Observations  were  made  using  both  color 
and  monochrome  signals  and  both  color 
and  monochrome  receivers.  These  tests 
were  conducted  by  TASO  panel  members 
skilled  in  the  design,  conduct  and  interpre- 
tation of  psychological  tests  as  well  as  by 
those  skilled  in  television  engineering. 

TASO  panels  made  a  critical  evaluation 
of  all  performance  characteristics  of  mod- 
ern uhf  and  vhf  television  transmitting  and 
receiving  equipment  which  have  a  bearing 
on  allocations.  The  types  of  equipment 
studied  included  receivers,  receiving  an- 
tennas and  transmission  lines,  receiving 
tubes,  transmitters,  transmitting  antennas 
and  transmission  lines,  towers  and  carrier 
frequency  control  equipment.  Certain  crit- 
ical items  such  as  receiver  noise  factor  and 
sensitivity,  receiving  antenna  gain  and 
transmitting  antenna  performance  received 
especial  attention.  An  important  prelimi- 
nary task  was  that  of  drawing  up  specifica- 
tions for  standard  methods  of  measuring 
the  characteristics  of  modern  television 
receivers,  as  existing  standards  were  seri- 
ously out  of  date. 

TASO  made  intensive  and  detailed  stud- 
ies of  a  variety  of  techniques  pertaining  to 
the  television  allocations  problem.  Among 
the  more  important  of  these  were  trans- 


lators, precise  and  very  precise  carrier  fre- 
quency offset  operation,  transmitted  sound- 
to-picture  power  ratio  and  photographic 
techniques  in  predicting  station  coverage. 
A  very  important  factor  is  that  of  the  per- 
formance of  directional  transmitting  an- 
tennas. TASO's  work  on  this  problem  is 
not  complete,  but  methods  have  been  de- 
vised and  specified  for  conducting  perform- 
ance tests  of  such  antennas. 

Last,  but  by  no  means  least,  was  the  de- 
velopment of  the  systems  concept  for 
studying  television  allocations.  This  in- 
volved essentially  the  preparation  of  a  de- 
tailed outline  of  the  various  elements  of  a 
television  system  which  are  significant  in 
allocations,  together  with  a  statement  of 
the  pertinent  performance  characteristics 
of  each  element  and  the  preferred  methods 
of  presenting  these  performance  character- 
istics. It  was  to  fit  into  this  framework  of 
the  systems  concept  that  all  the  technical 
tasks  of  TASO  were  specified  and  carried 
out. 

2.2  Resume  of  Major  Results 

TASO's  work  has  been  directed  toward 
a  thorough  study  of  television  broadcast- 
ing at  all  frequencies  currently  employed 
in  both  the  uhf  and  the  vhf  regions  of  the 
spectrum.  Much  of  the  detailed  technical 
information  contained  in  later  Sections  of 
this  report  is  arranged  to  show  perform- 
ance at  low  band  vhf,  high  band  vhf  and 
uhf;  and  frequently  the  uhf  data  are  further 
subdivided  into  groups  relating  to  two  or 
three  frequency  bands.  Every  effort  has 
been  made  to  collect  and  present  data  to 
show  the  technical  capabilities  of  the  var- 
ious frequency  bands  on  an  absolute, 
rather  than  a  comparative,  basis.  Now  that 
such  information  has  been  compiled,  how- 
ever, it  is  inevitable  that  comparisons  be- 
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tween  bands  will  be  made.  In  fact,  the  most 
significant  aspects  of  the  TASO  findings 
can  probably  best  be  discussed  in  terms  of 
such  comparisons.  In  this  Section,  there- 
fore, there  will  be  frequent  reference  to 
comparisons  between  uhf  and  vhf  opera- 
tion. 

2.2.1  General  Comparisons  of  Uhf  and 
Vhf  Coverage 

Speaking  very  generally,  the  field  sur- 
veys conducted  by  TASO  showed  that,  near 
a  television  transmitter,  excellent  service 
was  provided  by  both  uhf  and  vhf  stations, 
but  that  as  one  went  farther  from  the 
transmitter,  uhf  service  deteriorated  much 
more  rapidly  than  did  vhf  service.  In  areas 
of  adequately  high  signal  strength,  uhf 
provided  both  the  best  and  the  poorest 
pictures — the  best  primarily  because  of 
freedom  from  man-made  electrical  noise 
and  the  poorest  primarily  because  of  less 
satisfactory  receiving  installations.  One 
significant  factor  was  noted  over  and  over 
again  in  all  sections  of  the  country.  This 
is  that  there  is  no  such  thing  as  a  "stand- 
ard" receiving  installation.  Rather,  as  one 
goes  farther  and  farther  from  a  transmit- 
ter, one  finds  the  quality  of  the  receiver 
installations,  and  particularly  the  quality 
of  the  receiving  antennas,  improves  so 
that  the  decrease  in  signal  strength  is  to  a 
considerable  extent  compensated.  As  one 
goes  farther  yet,  a  region  is  reached  in 
which  the  signal  strength  is  so  low  that 
only  relatively  poor  pictures  are  obtained; 
and  soon  thereafter,  it  is  found  that  no 
receivers  are  purchased.  This  increase  in 
quality  of  receiving  installations  with  in- 
creasing distance  is,  of  course,  to  be  ex- 
pected; but  it  leads  to  interesting  results. 
The  effect  produced  is  that,  over  a  consid- 
erable range  of  distances  from  a  television 
transmitter,  picture  quality,  as  observed 
in  the  home,  remains  at  approximately  the 
same  satisfactory  level;  but  that  when  some 
more  or  less  critical  distance  is  exceeded, 
the  service  deteriorates  very  rapidly.  This 
critical  distance  depends  upon  many  local 
factors;  but  the  significant  fact  is  that,  in 
practically  all  cases,  this  critical  distance 
is  much  less  for  uhf  than  for  vhf.  It  is 
even  markedly  less  for  high  band  vhf  than 
for  low  band  vhf.  Exceptions  can,  of 
course,  always  be  found.  For  example,  in 
the  extremely  flat  and  quite  treeless  San 
Joaquin  Valley,  signals  from  the  Fresno 
uhf  transmitters  located  3300  and  4300 
feet  above  the  valley  floor  spread  far  down 
the  valley  and  provide  service  quite  com- 
parable to  that  provided  by  the  similarly 
located  vhf  transmitter.  On  the  other  hand, 
little  uhf  service  is  provided  in  the  moun- 
tainous region  to  the  east  of  the  Fresno 
transmitter,  although  vhf  service  is  quite 
adequate.  In  other  words,  the  extent  of 
uhf  service  is  much  more  dependent  upon 
the  terrain  than  is  vhf  service. 

Returning  to  the  general  conclusions, 
rather  than  the  exceptions,  and  speaking  in 
broad  terms,  the  TASO  field  surveys 
showed  that,  under  average  conditions, 
with  currently  used  effective  radiated  pow- 
ers and  transmitting  antenna  heights,  serv- 
ice fell  off  rapidly  beyond  about  the  dis- 
tances indicated  in  Table  2-1.  In  particular 
areas,  and  especially  with  better-than- 
ayerage  receiving  installations,  good  tele- 
vision service  was  often  obtained  at  greater 
distances.  In  other  areas,  or  with  inferior 
installations,  poor  service  was  sometimes 
obtained  at  lesser  distances.  In  the  usual 
case,  service  of  consistently  good  quality 
was  maintained  out  to  about  the  distance 
indicated.  In  no  case  did  service  cease 
suddenly  as  the  "critical  distance"  was  ex- 
ceeded. Rather,  at  about  this  distance,  the 
proportion  of  viewers  receiving  really  satis- 
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LET'S  COUNT  BACK  FROM  THE  COUNTDOWN 


This  is  the  "moment  of  truth."  This 
is  the  countdown.  A  satellite  will 
soar  into  the  stratosphere.  A  rocket 
will  hit  or  encircle  the  moon. 

But  let's  count  back  from  the  count- 
down. 

Let's  count  the  grueling  tests,  the 
check-outs.  Let's  count  the  months  of 
manufacturing,  the  skill,  precision  and 
care  that  went  into  each  of  the  thou- 
sands of  parts. 

Let's  count  the  brain-power,  the  en- 
gineering talents  of  the  brilliant  men 
at  work  .  .  .  the  modifications  and  re- 
finements in  design  . . . the  "break- 
throughs" that  had  to  be  made. 

Let's  count  all  the  way  back  to  the 
first  gleam  of  concept  in  a  scientist's 
probing,  inventive  mind. 

And  let's  not  forget  to  count  the  ad- 
ministrative control,  the  guidance,  the 
coordination  and  planning  that  go 
into  these  complex  projects. 

There's  a  new  name  for  it 
Such  involved  systems  of  engineering 
and  automation  demand  an  entirely 


new  concept  of  planning,  research, 
specialized  administration  and  techni- 
cal coordination.  It  is  called  "system 
management."  It  places  complete  re- 
sponsibility for  every  phase  of  a  giant 
project  in  the  hands  of  one  company 
or  group  of  companies. 

It  takes  tremendous  resources.  In 
manpower.  In  administrative  capacity. 
In  facilities.  And  that  is  why  ITT  has 
been  selected  for  projects  of  the  high- 
est importance.  The  ITT  System  oper- 
ates and  maintains  the  DEW  Line, 
and  is  managing  the  production  of  a 
new  world-wide  electronic  control  sys- 
tem ingeniously  conceived  by  the  Stra- 
tegic Air  Command  for  its  operations. 

And  ITT  is  deep  in  many  other  vi- 
tal projects. 

In  industry,  too,  there  are  "countdowns" 

Large  industrial  projects,  too,  need 
system  management.  Vast  communi- 
cation networks,  for  instance  .  .  .  link- 
ing continents  through  "over-the- 
horizon"  microwave . . .  world-wide  air- 
navigation  systems... the  development 


of  automation  in  industrial  processes. 

System  management  has  great  po- 
tential. And  ITT  is  equipped  to  put  it 
to  work  ...  to  assume  full  responsi- 
bility for  complete  system  manage- 
ment projects  anywhere  in  the  free 
world.  This  includes  not  only  basic 
concept,  engineering  and  manufacture 
.  .  .  but  also  installation,  testing,  oper- 
ation and  maintenance. 

You  can  count  on  ITT  .  .  .  from  con- 
cept to  countdown. 


I 


.  .  .  the  largest  American-owned  zvorld-uide 
electronic  and  telecommunication  enterprise, 
with  80  research  and  manufacturing  units,  14 
telephone  and  telegraph  operating  companies 
and  128,000  employees. 
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Low  VHF 
High  VHF 
Low  UHF 

Medium  and  High  UHF 


factory  pictures  began  to  decrease  rather 
rapidly,  while  those  receiving  poorer  pic- 
tures increased  correspondingly. 

The  decrease  in  average  service  range 
with  increasing  operating  frequency  is 
plainly  evident.  Moreover,  at  the  critical 
distance,  uhf  service  fell  off  more  rapidly 
and  more  completely  than  did  vhf  service. 
Within  the  critical  distance,  service  was 
more  variable  at  uhf  than  at  vhf  and  was, 
on  the  average,  poorer.  The  TASO  studies 
showed  clearly  that  some  of  the  reasons 
for  the  poorer  performance  at  uhf  are 
truly  basic  in  their  nature  and  are  not  sus- 
ceptible to  complete  compensation  by  the 
application  of  known  techniques,  while 
other  reasons  stem  from  equipment  limi- 
tations which  may  or  may  not  change  as 
the  art  progresses.  The  most  significant 
differences  between  uhf  and  vhf  perform- 
ance are  due  to  propagation  effects,  re- 
ceiving antenna  performance,  receiver 
noise  factor  and  external  noise.  Propaga- 
tion of  television  signals  is  a  phenomenon 
of  nature;  and  the  differences  in  propaga- 
tion at  uhf  and  vhf  are  likely  always  to 
exist.  Uhf  reception  suffers  in  comparison 
with  vhf  reception,  for  one  reason  because 
of  the  smaller  physical  size  of  receiving 
antennas  of  the  same  type.  Theoretically,  if 
antennas  of  equal  size  were  used,  they 
would  be  equally  effective  in  picking  up 
signals.  There  are  a  number  of  sound 
practical  reasons  why  this  equality  has  not 
been  achieved;  but  future,  and  as  yet  un- 
known, inventions  might  improve  the  effec- 
tiveness of  practical  uhf  antennas.  Refer- 
ring again  to  reception,  the  noise  factors 
of  current  uhf  receivers  are  markedly 
poorer  than  those  of  vhf  receivers.  This  is 
largely  because  of  the  lack  of  good  rea- 
sonably priced  tubes  or  other  electron 
devices  for  use  in  uhf  tuners,  particu- 
larly r-f  amplifiers.  If  the  commercial  de- 
mand existed,  it  might  be  possible  to  de- 
velop such  tubes.  This  is  uncertain  for  the 
present,  although  solid  state  parametric 
amplifiers  show  definite  promise.  These 
devices  have  not  yet  been  used  in  televi- 
sion receivers;  therefore,  the  limitations 
on  the  studies  of  the  panels  prohibited 
their  consideration  by  Panel  2.  One  might 
suggest  that  the  handicaps  suffered  by  uhf 
could  be  overcome  by  the  use  of  corre- 


Channel 
Range 

2-6 
7-13 
14-40 
41-83 


Critical 
Distance — Miles 

65 
55 
40 
30 


spondingly  higher  power  transmitters.  Cur- 
rently available  transmitters  do  not  permit 
the  achievement  of  this  goal;  but  again, 
future  developments  might  change  the 
situation.  In  one  respect,  uhf  enjoys  a 
distinct  advantage  in  comparison  with  vhf. 
Both  man-made  and  natural  noise — from 
auto  ignition  systems,  diathermy  machines, 
neon  signs,  thunder  storms,  galactic 
sources,  etc. — are  almost  totally  lacking  at 
uhf  while  some  of  these  are  very  bother- 
some at  vhf.  Some  of  the  various  factors 
affecting  the  comparison  of  uhf  and  vhf 
will  now  be  discussed  briefly. 

2.2.2  Wave  Propagation 

Because  it  is  not  subject  to  control  by 
man,  the  propagation  of  signals  is  of  prime 
importance  in  allocation  studies.  As  has 
already  been  mentioned,  most  of  the  TASO 
measurements  of  field  strength  were  made 
in  such  a  manner  as  to  permit  a  direct 
comparison  between  uhf  and  vhf  fields.* 
Generalizations  drawn  from  such  compari- 
sons are  fraught  with  danger  as  such  perti- 
nent factors  as  transmitting  antenna  height 
and  location,  exact  terrain  profile  and  ex- 
act time  of  measurement  are  never  all  the 
same  for  the  uhf  and  vhf  measurements 
which  are  compared.  Nevertheless,  over- 
all, average  comparisons  of  uhf  and  vhf 
field  strength  indicate  the  general  nature 
of  the  differences  in  propagation  and  there- 
fore they  will  be  made. 

A  direct  comparison  of  measurements 
made  at  some  1232  points  in  8  areas  across 
the  country  showed  that,  for  the  same 
effective  radiated  power,  vhf  field  strength 
exceeded  the  uhf  field  strength  by  an 
average  of  6.5  db.  The  values  of  field 
strength  compared  are  the  medians  of  con- 
tinuous runs  at  least  100  feet  in  length 
taken  with  a  measuring  antenna  height  of 
30  feet.  Throughout  these  surveys,  the 
average  variation  from  maximum  to  min- 
imum measured  field  strength  within  a 


*  The  greatest  disparities  in  conditions 
were  in  transmitting  antenna  heights.  In  the 
eight  areas  studied  in  detail,  the  vhf  an- 
tenna was  much  higher  than  the  uhf  an- 
tenna in  three  areas,  much  lower  in  two 
areas  and  of  essentially  equal  height  in 
three   areas.  For  details,   see  Table  16-1. 
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single  run  was  9.4  db  at  uhf  and  4.5  db  at 
vhf,  a  clear  indication  of  the  greater  varia- 
bility with  location  of  uhf  signals.  It  should 
be  noted  that  this  greater  variation  in  field 
strength  at  uhf  is  not  entirely  disadvan- 
tageous. It  results  in  the  presence  of  spots 
of  low  signal  strength,  but  it  also  affords 
an  opportunity  for  the  serviceman  to 
search  for  and  find  spots  of  high  signal 
strength  when  installing  a  receiving  an- 
tenna. 

The  data  comparing  uhf  and  vhf  fields 
summarized  above  may  be  subdivided  to 
show  comparative  propagation  phenomena 
at  the  high  and  low  vhf  bands.  Such  com- 
parisons show  that,  for  the  same  effective 
radiated  powers  in  the  areas  surveyed,  the 
low  band  vhf  field  strength  exceeded  the 
uhf  field  strength  by  an  average  of  7.5  db 
while  the  high  band  vhf  field  strength  ex- 
ceeded the  uhf  field  strength  by  an  average 
of  4.5  db.  The  average  difference  between 
the  maximum  and  minimum  field  strengths 
measured  along  the  100  foot  (or  greater) 
runs  was  3.8  db  for  low  vhf  bands  and 
6.2  db  for  high  vhf  bands,  compared  with 
9.4  db  at  uhf.  It  should  be  mentioned  that 
all  but  one  set  of  the  uhf  measurements 
summarized  in  this  and  the  preceding 
paragraph  were  made  in  the  lower  half  of 
the  uhf  band. 

It  should  be  noted  that  these  compari- 
sons of  field  strength  hold  only  out  to 
limited  distances,  namely  to  the  distance 
at  which  uhf  field  strength  could  be 
measured.  Beyond  these  distances,  no 
quantitative  comparisons  could  be  made. 
If  comparisons  at  these  greater  distances 
could  have  been  made,  the  difference  be- 
tween vhf  and  uhf  fields  would  have  been 
much  greater.  Moreover,  in  obtaining  the 
averages,  data  from  the  atypical  areas 
favoring  uhf  propagation  were  included. 
If  these  had  been  excluded,  the  vhf  field 
strengths  would  have  averaged  higher  in 
comparison  with  uhf  fields. 

Areas  were  found  in  which  exceptions 
to  the  above  general  conditions  occurred. 
In  some  extremely  flat,  open  (or  treeless) 
areas  within  line  of  sight  from  the  trans- 
mitters, the  uhf  field  strength  was  con- 
sistently appreciably  higher  than  the  vhf 
field  strength  for  equal  erp.  Examples  of 
this  were  along  radials  running  generally 
southward  from  Fresno  through  the  San 
Joaquin  Valley,  along  one  radial  running 
southwest  from  Philadelphia  across  flat, 
sandy  southern  New  Jersey,  and  along  a 
radial  running  northward  from  New  Or- 
leans across  the  22  mile  long  Lake  Pont- 
chartrain  bridge.  The  last  case  was  very 
striking.  Considering  all  points  on  the 
bridge,  the  uhf  field  strength  averaged  8.1 
db  higher  than  the  vhf  field  strength. 
Immediately  to  the  north  of  the  bridge, 
however,  the  uhf  field  strength  dropped 
suddenly  and  over  the  next  20  miles  to  the 
north,  averaged  11.6  db  lower  than  the 
vhf  field  strength. 

Although  the  terrain  was  quite  different, 
somewhat  similar  results  were  found  along 
a  radial  running  northwest  from  Buffalo. 
Here  the  measurements  were  made  in  such 
a  manner  as  not  to  permit  a  direct  one- 
to-one  comparison  of  field  strengths,  but 
statistical  comparisons  could  be  made.* 
Also,  the  situation  was  complicated  by  the 
fact  that,  while  the  uhf  transmitting  an- 
tenna was  686  feet  above  average  terrain, 
the  vhf  antenna  height  was  only  380  feet. 
In  the  area  just  south  of  Lake  Ontario,  the 
vhf  field  strength  averaged  2.7  db  higher 
than  the  uhf  field  strength,  for  equal  erp 
over  a  distance  of  some  14  miles.  Across 
Lake  Ontario,  at  a  distance  of  some  55 


Jh^S  Wa!.        on,ly  one  of  the  60  radials 
detail  along  which  direct  com- 
parisons could  not  be  made. 
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Distance 
Miles 

130 
114 
100 

98 
92 


KFRE-Ch.  12 

2 


Median  Picture  Quality 
KMJ-Ch,  24 


KJEO-Ch.  47 

4 


3 
2 

1.2 
2 

2.5 
2 

2.8 


Table  2-2 


miles  from  the  transmitters,  the  terrain 
rises  quite  suddenly  and  for  the  next  40 
miles,  it  generally  continues  to  rise.  In 
this  area,  the  uhf  field  strength  was  par- 
ticularly high.  The  profiles  from  the  two 
transmitters  were  quite  different,  with  the 
terrain  favoring  transmission  from  the  uhf 
transmitter,  so  that  conditions  were  not 
directly  comparable.  Over  a  distance  of 
some  30  miles  in  this  area,  the  uhf  field 
strength  averaged  17.1  db  higher  than  the 
vhf  field  strength,  although  it  should  be 
emphasized  that  here,  both  transmitting 
antenna  height  and  terrain  favored  uhf 
transmission. 

Again,  along  a  radial  running  to  the 
south  from  the  Fresno  transmitters  and 
under  directly  comparable  conditions,  the 
vhf  field  strength  was  5.2  db  higher  in 
the  foothills  and  rolling  country  near  the 
stations.  Across  the  next  80  miles  through 
the  flat,  open  valley,  the  uhf  field  averaged 
higher  by  9.2  db.  As  soon  as  the  rolling 
country  approaching  the  foothills  on  the 
far  side  of  the  valley  was  reached,  the  uhf 
field  strength  dropped  to  an  average  of 
6.2  db  below  the  vhf  field  strength.  It 
should  be  noted  that,  because  of  the  ex- 
tremely high  location  of  the  transmitting 
antennas,  essentially  the  entire  length  of 
'this  radial  was  within  line  of  sight  from 
both  transmitters.  It  should  also  be  noted 
that  "smooth  earth"  theory  indicates  that 
field  strength  should  be  proportional  to 
frequency  within  line  of  sight.  Apparently 
where  practical  conditions  closely  ap- 
proach those  postulated  in  this  theory, 
uhf  field  strength  is  substantially  higher 
than  vhf  field  strength.  However,  in  areas 
which  are  even  moderately  rolling  or 
which  contain  even  moderate  vegetation, 
rocks,  houses  or  other  obstructing,  scatter- 
ing or  absorbing  objects,  the  vhf  field 
strength  is  substantially  higher  than  uhf 
field  strength.  These  considerations  indi- 
cate rather  clearly  the  nature  of  the  areas 
in  which  uhf  operation  should  be  most 
successful  from  the  technical  point  of 
view. 

As  a  matter  of  interest,  a  few  more  facts 
regarding  the  Fresno  survey  will  be  noted 
here.  Because  of  the  high  field  strengths 
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resulting  from  the  very  unusual  geographi- 
cal conditions,  satisfactory  television  re- 
ception at  both  uhf  and  vhf  was  observed 
at  remarkable  distances.  Pictures  were 
classified  by  TASO  observers  as  "1  -  Ex- 
cellent," "2  -  Good,"  "3  -  Passable,"  "4  - 
Not  Quite  Passable,"  "5  -  Poor"  and  "6  - 
Unusable."  Using  this  scale,  the  following 
observations  of  picture  quality  were  made 
at  the  distances  indicated  in  Table  2-2, 
in  a  generally  southerly  direction  down  the 
San  Joaquin  Valley. 

It  should  be  noted  that  both  uhf  and 
vhf  signals  were  here  received  well  at 
exceptional  distances,  and  that  the  differ- 
ence between  uhf  and  vhf  reception  was 
not  great. 

A  somewhat  similar  situation  was  ob- 
served in  the  Albany,  N.Y.,  area  on  a 
survey  which  included  observations  in  the 
Hudson  and  Mohawk  Valleys  of  signals 
originating  at  WCDC,  Channel  19,  located 
at  the  summit  of  Mt.  Greylock  some  3500 
feet  above  the  valleys.  Here,  median  pic- 
ture ratings  of  2.5  were  observed  at  dis- 
tances of  44  and  54  miles. 

It  must  be  emphasized,  however,  that 
the  conditions  at  both  Fresno  and  Mt. 
Greylock  are  exceptional  and  that  the  re- 
sults there  cannot  possibly  be  considered 
typical.  Nevertheless,  these  unusual  con- 
ditions do  exist  in  the  areas  cited  and 
doubtless  also  elsewhere. 

2.2.3  Interference 

A  factor  which  favors  uhf  operation  is 
that  of  greater  freedom  from  interference. 
Although  TASO  did  not  make  quantitative 
measurements  of  interference,  the  obser- 
vations made  in  the  field  surveys,  the 
questionnaire  survey  of  television  serv- 
icemen and  inquiries  directed  to  service 
managers  of  leading  television  receiver 
manufacturers  showed  clearly  that  uhf 
television  is  substantially  free  from  atmos- 
pheric interference,  from  such  man-made 
interference  as  ignition  and  other  impul- 
sive electrical  noise  and  from  airplane 
flutter.  Multi-path  difficulties  were  not 
found  to  be  a  really  serious  factor  except 
in  large  cities.  In  any  location,  multi-path 
was  more  objectionable  at  vhf  than  at  uhf. 
Galatic  noise,  which  may  be  an  occasional 
bothersome  source  of  interference  on  low 
vhf  channels,  is  of  no  consequence  at  uhf. 
Finally,  although  there  were  frequent  re- 
ports of  co-channel  and  adjacent-channel 
interference  at  vhf  in  the  information  ob- 
tained from  servicemen  and  others,  there 
were  practically  no  such  reports  at  uhf. 
This,  however,  may  well  be  due  at  least 
in  part  to  the  relatively  small  number  of 
uhf  stations  on  the  air  to  cause  such 
interference,  since  the  curves  of  interfer- 
ing (or  tropospherically  propagated)  signal 
strength  developed  by  TASO  indicate  that, 
at  equal  distances  and  for  comparable 
effective  radiated  powers  and  transmitting 
antenna  heights,  interfering  field  strengths 
at  uhf  are  only  some  6  db  lower  than  at 
vhf. 
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(1)  Ratio,  expressed  in  db,  of  antenna  output  voltage  in  volts  to  incident  field  strength 
in  volts  per  meter. 

(2)  Voltage  in  volts  field  strength  in  volts  per  meter. 
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2.2.4  Receiving  Equipment 

If  propagation  phenomena  are  of  first 
importance  in  allocation  studies,  the  per- 
formance characteristics  of  receiving  in- 
stallation includes  not  only  the  receiver 
itself  and  the  uhf  converter  (if  any),  but 
also  the  receiving  antenna  and  transmis- 
sion line. 

The  function  of  the  receiving  antenna 
may  be  regarded  as  that  of  converting  field 
strength  into  voltage  at  the  output  termi- 
nals of  the  antenna.  The  gain  of  a  receiv- 
ing antenna  is  expressed  as  the  ratio  (in 
db)  of  the  open  circuit  voltage  delivered 
by  that  antenna  to  the  voltage  which 
would  be  delivered  by  a  reference  tuned, 
folded  half-wave  dipole  at  the  same  physi- 
cal location.  It  is  possible  to  build  uhf 
antennas  with  substantially  more  gain  than 


vhf  antennas.  However,  the  effectiveness 
of  the  standard  dipole  to  which  the  gain 
is  referred  also  depends  upon  frequency 
and  is,  in  fact,  inversely  proportional  to 
frequency.  As  one  goes  from  lower  to 
higher  frequencies,  the  gain  of  practical 
receiving  antennas  increases  at  a  rate 
which  is  less  than  the  rate  of  decrease  of 
the  effectiveness  of  the  reference  dipole; 
and  the  overall  result  is  that  practical  uhf 
antennas  are  substantially  less  efficient 
than  vhf  antennas.  For  fields  of  equal 
strength,  therefore,  less  voltage  is  deliv- 
ered by  the  receiving  antenna  to  the  trans- 
mission line  at  uhf  than  at  vhf. 

This  result  is  so  important,  and  still  so 
often  misunderstood,  that  it  will  be  ex- 
plained again  in  other  terms.  Field 
strength  is  measured  as  so  many  volts  per 


meter  or,  in  other  words,  the  voltage 
existing  between  two  points  in  space  one 
meter  apart.  The  length  of  a  tuned  dipole 
antenna  is  inversely  proportional  to  fre- 
quency, being  equal  in  meters  to  300/f  if 
the  frequency,  f,  is  expressed  in  mega- 
cycles. It  follows,  therefore,  that  in  fields 
of  equal  strength,  the  voltage  delivered  by 
a  tuned  dipole  antenna  is  inversely  pro- 
portional to  frequency.  This  basic  effect, 
which  operates  to  the  inherent  detriment 
of  uhf,  may  be  partially  compensated  by 
using  complex  antennas  rather  than  a 
tuned  dipole.  Practical  uhf  television  re- 
ceiving antennas  of  this  more  complex 
nature  can  be  built  to  have  a  greater 
efficiency  (or  gain)  relative  to  tuned  dipole 
antenna  than  can  practical  vhf  television 
receiving  antennas.  This  increased  gain  of 
practical  uhf  television  antennas  (as  com- 
pared with  practical  vhf  television  an- 
tennas) is  not,  however,  sufficient  to  over- 
come the  basic,  inherent  disadvantage 
under  which  uhf  television  antennas  oper- 
ate. The  result  is  that  in  fields  of  equal 
strength,  uhf  television  receiving  antennas 
deliver  less  voltage  to  the  transmission  line 
than  do  vhf  television  antennas. 

The  transmission  line  itself  has  greater 
losses  at  uhf  than  at  vhf.  This  is  true 
even  with  new,  dry  line.  As  the  line  ages, 
and  particularly  when  it  is  wet,  its  trans- 
mission loss  increases;  and  the  deteriora- 
tion is  worse  at  uhf  than  at  vhf.  The 
overall  result  is  that,  for  equal  voltages 
at  the  input  to  the  transmission  line,  less 
voltage  is  delivered  to  the  receiver  at  uhf 
than  at  vhf. 

The  data  collected  by  TASO  show  these 
effects  clearly.  The  figures  in  Table  2-3 
are  the  averages  of  the  values  furnished 
by  the  manufacturers  of  receiving  anten- 
nas and  transmission  lines.  (More  detailed 
information  is  found  in  the  report  of  Panel 
2.)  It  should  be  noted  that  in  calculating 
the  losses,  a  transmission  line  length  of 
30  feet  was  assumed.  This  is  less  than  the 
figure  of  50  feet  later  furnished  by  Panel 
3  on  average  home  installations.  If  the 
greater  length  had  been  used,  the  disparity 
between  uhf  and  vhf  operations  would 
have  been  greater.  In  fringe  areas,  anten- 
nas will  be  larger  and  higher,  and  trans- 
mission lines  still  longer.  This  will,  in 
general,  increase  the  relative  efficiency  of 
the  uhf  antenna,  but  will  also  increase  the 
relative  loss  of  the  uhf  transmission  line. 

Turning  now  to  the  receiver  itself*,  the 
most  significant  characteristic  is  the  noise 
factor  since  this  is  the  ultimate  limiting 
factor  in  receiver  performance.  Here 
again,  uhf  shows  to  a  disadvantage  with 
vhf.  The  average  noise  factors  as  shown 
by  the  TASO  data  are:  for  low  vhf,  6.5 
db;  for  high  vhf,  8.5  db;  and  for  uhf,  13.3 
db.  The  best  noise  factors  reported  were: 
for  low  vhf,  4.6  db;  for  high  vhf,  6.5  db; 
and  for  uhf,  10.0  db.  These  data,  in  com- 
bination with  the  data  given  in  Table  2-3 
on  antenna  and  transmission  line  per- 
formance, permit  the  calculation  of  Table 
2-4  which  shows,  for  the  same  field 
strength,  the  average  reduction  in  receiver 
input  terminal  voltage  and  in  signal-to- 
noise  ratio  for  high  band  vhf  and  for  uhf 
as  compared  with  low  band  vhf  for  com- 
parable qualities  of  receiver  installations. 

The  most  significant  aspect  of  these 
figures  is  that  there  does  not  appear  to 
be  much  immediate  probability  of  an  ap- 
preciable improvement  in  the  relative  per- 
formance of  uhf  receiving  installations  as 
compared  with  similar  vhf  installations. 
A  major  part  of  the  difference  is  due  to 

*  It  should  be  noted  that  all  data  reported 
to  TASO  refer  to  commercially  available 
receivers  and  that  no  such  receivers  have 
been  designed  specifically  and  solely  for 
uhf  operation. 
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Median  Field  Strength 

in  dbu 

Frequency 

Channel 

Resulting  in  Median  Picture  Quality  of 

2  -  Good 

3  -  Passable 

Low  VHF 

2-6 

50  and  above 

40  to  45 

High  VHF 

7-13 

60  and  above 

50  to  55 

Low  UHF 

14-30 

65  and  above 

55  to  60 

Medium  and 

High  UHF 

41-83 

72  and  above 

62  to  67 

Table  2-5 

the  antenna  and  the  transmission  line; 
and  it  is  difficult  to  visualize  means  for 
improving  the  uhf  performance  of  these 
components  greatly  without  also  improv- 
ing their  vhf  performance.  Even  if  the 
noise  factor  of  a  uhf  receiver  were  made 
equal  to  that  of  a  low  band  vhf  receiver, 
the  relative  performance  of  the  uhf  instal- 
lation would  improve  only  7  db;  and  the 
overall  performance  of  the  uhf  installation 
would  still  be  some  16  or  20  db  poorer 
than  that  of  a  low  band  vhf  receiver  in- 
stallation and  some  10  to  13  db  poorer 
than  that  of  a  high  band  vhf  installation. 

Other  receiver  characteristics,  as  shown 
by  the  TASO  data,  are  of  interest,  but  not 
of  as  much  significance.  Image  ratio, 
oscillator  stability,  tuner  band  width  and 
receiver  sensitivity  are  poorer  at  uhf  than 
at  vhf.  Other  characteristics  are  not  sig- 
nificantly different  and  the  poorer  sensi- 
tivity of  uhf  receivers  is  not  particularly 
important  in  view  of  their  poorer  noise 
factors.  A  matter  of  practical  interest  is 
that  of  the  relatively  rapid  failure  of  a 
vacuum  tube  (Type  6AF4  oscillator)  used 
in  uhf  tuners.  This  has  been  a  real  source 
of  trouble  in  the  field.  Recent  improve- 
ments in  the  design  and  construction  of 
these  tubes,  plus  care  in  the  design  of  the 
associated  circuits  have  improved  this  sit- 
uation, although  some  difficulty  will  doubt- 
less continue  to  be  experienced. 

2.2.5  Comparison  of  Laboratory  and  Field 
Tests  of  Receiving  Installations 

The  data  on  receiver  installations  given 
are  the  results  of  careful  laboratory  mea- 
surements. It  is  worthwhile  to  compare 
them  with  the  results  obtained  in  TASO 
field  surveys  of  reception  in  over  1,000 
homes  in  11  areas  across  the  country. 
These  observations  of  picture  quality  were 
made  at  the  same  time  that  measurements 
of  field  strengths  were  made  in  the  same 
measurement  locations. 

In  Table  2-5,  comparisons  are  shown 
between  the  median  picture  quality  in  a 
given  location  and  the  median  field 
strength  in  dbu  (decibels  above  one  micro- 
volt per  meter)  as  measured  at  a  height  of 
30  feet  in  the  same  location. 

The  information  contained  in  Tables  2-4 
and  2-5  was  obtained  by  completely  in- 
dependent means.  If  a  comparison  be- 
tween these  tables  shows  areas  of  agree- 
ment, or  if  differences  can  be  explained 
in  terms  of  data  already  presented,  the 
reliability  of  the  information  becomes 
greater.  Such  a  comparison  will  now  be 
made. 

From  Table  2-5  it  is  seen  that,  for  a 
given  rating  of  picture  quality,  the  signal 
strength  is  10  db  greater  at  high  vhf  chan- 
nels than  at  low  vhf  channels,  and  18  or 
19  db  greater  at  uhf  channels  than  at  low 
vhf.  The  difference  of  10  db  between 
high  band  and  low  band  vhf  field  reception 
agrees  remarkably  well  with  the  results 
of  the  laboratory  measurements  given  in 
Table  2-4  where  the  difference  is  given 
as  8  or  9  db.  The  18  or  19  db  difference 
between  uhf  and  low  vhf  field  reception 


is  not  greatly  different  from  the  23  to  27 
db  difference  in  laboratory  results  of  Table 
2-4;  but  nevertheless,  uhf  reception  as  ob- 
served in  the  field  appears  to  be  signifi- 
cantly better  in  comparison  with  vhf  re- 
ception than  would  be  expected  from  the 
laboratory  measurements  of  receivers,  an- 
tennas   and    transmission    lines.  This 
discrepancy  can  be  explained  if  it  is  re- 
membered that  the  field  strengths  listed 
in  Table  2-5  correspond  to  the  minima  for 
which  the  observed  picture  ratings  occur 
and  represent  conditions  in  areas  near  the 
limits  of  satisfactory  service.    As  noted 
previously,  in  such  areas  receiving  instal- 
lations are  of  significantly  higher  quality 
than  in  average  areas.  In  particular,  uhf 
antennas  of  somewhat  greater  gain  than 
average  can  be  used,  as  their  physical  size 
is  still  reasonable.   In  practice,  therefore, 
in  fringe  areas  uhf  antennas  may  show  to 
somewhat  greater  advantage  than  indicated 
in  Table  2-3.   A  second  very  significant 
factor  noted  in  the  field  surveys  is  that  at 
uhf,  the  servicemen  frequently,  of  neces- 
sity, search  for  antenna  locations  where 
the  field  strength  is  high,  while  this  prac- 
tice is  not  as  common  at  vhf.  Still  another 
factor  is  one  which  has  been  noted  pre- 
viously, namely  that  electrical  interference 
is  less  at  uhf  than  at  vhf.  Again,  in  the 
fringe  areas,  it  is  possible  that  higher 
quality    receivers    having    better  than 
average  noise  factors  are  used;  and  as  pre- 
viously noted,  the  difference  between  the 
best  uhf  and  vhf  noise  figures  is  about  one 
db  less  than  the  difference  between  the 
average  uhf  and  vhf  noise  figures.  Finally, 
the  data  given  in  Table  2-4  represent  con- 
ditions at  the  center  of  the  uhf  band, 
while  practically  all  of  the  uhf  observa- 
tions summarized  in  Table  2-5  were  made 
in  the  lower  half  of  that  band.  The  differ- 
ence in  effectiveness  of  the  reference  di- 
pole  antenna  (to  which  antenna  gains  are 
related)  in  these  two  parts  of  the  uhf  band 
accounts  for  another  one  db  of  the  discrep- 
ancy. All  of  these  factors,  and  in  particu- 
lar the  fact  that  receiving  installations  are 
not   standard   but   are    adapted   to  the 
necessities    dictated    by    existing  field 
strength,  operate  to  decrease  the  difference 
between  uhf  and  vhf  performance  that 
would  be  predicted  from  laboratory  meas- 
urements alone;  and  undoubtedly  these 
factors  go  far  to  explain,  not  only  the 
results  obtained  by  TASO,  but  also  the 
technically  successful  operations  of  uhf 
stations.*  Two  points  must,  however,  be 
emphasized.  First,  there  still  are  very  sub- 
stantial differences  in  performance  at  uhf 
and  vhf  out  to  the  limits  of  service,  as 
shown  in  Table  2-5.  Second,  nothing  in 
this  discussion  affects  the  results  shown  in 
Table  2-1.  The  service  range  of  a  uhf  sta- 
tion is,  as  shown  in  that  Table,  far  less 
than  that  of  a  vhf  station.  To  put  these 
two  points  in  other  words,  current  dif- 
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ference  in  the  effective  radiated  powers 
used  at  low  vhf,  high  vhf  and  uhf  tend  to 
equalize  the  picture  quality  obtainable 
within  the  service  area  of  a  transmitter 
(except,  perhaps,  for  "holes"  within  the 
service  area;  but  they  do  not  at  all  equalize 
the  size  of  the  service  areas  obtainable  in 
the  three  frequency  ranges. 

2.2.6  Transmitting  Equipment 

Turning  next  to  a  consideration  of 
transmitting  equipment,  it  is  important  to 
note  that  while  propagation  phenomena 
and  the  performance  of  receiving  equip- 
ment set  the  requirements  for  field  strength 
at  the  receiving  antenna  and  for  effective 
radiated  power  at  the  transmitter,  it  is  only 
through  a  study  of  the  characteristics  of 
transmitting  equipment  that  it  can  be 
learned  whether  or  not  these  requirements 
can  actually  be  met.  TASO  activities  in  this 
area  were  directed  toward  studies  of  (1) 
the  characteristics,  performance  and  reli- 
ability of  currently  available  transmitters, 
(2)  the  characteristics  of  antennas,  towers 
and  transmission  lines,  (3)  the  performance 
of  translators,  and  (4)  the  applicability  of 
new  techniques  in  transmitter  operation. 

A  survey  of  television  stations  revealed 
that  the  maximum  power  output  in  all  fre- 
quency bands  ranged  from  25  to  50  kw  and 
that  high  effective  radiated  power  is,  of 
course,  obtained  through  the  use  of  high 
gain  antennas.  To  obtain  the  higher  effec- 
tive radiated  power  permitted  at  uhf 
necessitates,  of  course,  the  use  of  antennas 
with  higher  gain  and  consequent  higher 
vertical  directivity.  This,  in  turn,  introduces 
greater  problems  in  securing  satisfactorily 
uniform  coverage  of  the  desired  service 
area.  The  highest  gain  antennas  reported 
had  gains  of  12  times  in  the  low  vhf 
band,  22  times  in  the  high  vhf  band,  ap- 
proximately 50  times  in  the  low  and  me- 
dium portions  of  the  uhf  band  and  60 
times  in  the  high  portion  of  the  uhf  band. 

Since  cost  is  an  important  factor  in  any 
study  of  transmitters,  data  were  gathered 
to  show  both  the  original  and  operating 
costs  of  transmitting  stations  in  the  differ- 
ent bands.  Comparing  average  costs  of 
low  band  vhf  and  high  band  vhf  trans- 
mitting plants,  no  significant  difference 
was  found  for  transmitter  power  outputs  of 
7.5  kw  and  higher.  The  average  cost  of  a 
high  power  uhf  transmitting  plant  (say 
25  kw  and  above)  was  found  to  be  a  little 
less  than  that  of  the  average  vhf  plant. 
At  lower  powers,  however,  uhf  plants 
averaged  substantially  higher  in  cost  than 
vhf  plants. 

It  should  be  noted  that  the  term  "trans- 
mitting plant"  as  used  above  includes  the 
main  transmitter,  the  main  transmitter  ac- 
cessories, and  transmitter  plant  terminal 
facilities,  plus  installation  and  transmitter 
building  costs.  With  respect  to  transmitters 
alone,  for  comparable  power  outputs,  uhf 
transmitters  were  found  to  cost  substantial- 
ly more  than  vhf  transmitters. 

Transmitting  antennas  were  shown  to 
contribute  only  a  relatively  small  amount 
to  transmitting  plant  costs  and  their  costs 
were  relatively  independent  of  frequency. 
For  a  given  power  gain,  the  cost  of  a  uhf 
antenna  is  substantially  less  than  that  of 
a  high  band  vhf  antenna  and  much  less 
than  that  of  a  low  band  vhf  antenna.  This 
decrease  in  cost  with  increasing  operating 
frequency  is,  however,  to  a  considerable 
extent  offset  by  the  necessity  of  using  high- 
er gains  at  higher  frequencies  to  achieve 
maximum  permitted  effective  radiated 
power.  The  net  result  is  that,  for  typical 
uhf  and  vhf  antennas,  the  costs  are  not 
greatly  different. 

By  far  the  most  significant  factor  in  the 
cost  of  a  transmitting  antenna  installation 
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is  the  height  of  the  tower.  If  the  tower 
height  is  very  great,  the  total  cost,  includ- 
ing antenna,  transmission  line,  tower  and 
erection,  increases  more  rapidly  than  the 
height.  Typical  low  and  high  band  vhf 
maximum  power  antenna  installations  of 
comparable  tower  heights  were  reported  to 
cost  substantially  the  same,  with  low  band 
installations  costing  slightly  more.  The 
costs  of  typical  uhf  antenna  installations 
(up  to  300  kw  erp)  averaged  less  than 
those  of  comparable  vhf  installations,  but 
the  cost  of  the  few  high  power  uhf  in- 
stallations (500  or  1000  kw  erp)  was  much 
greater. 

Transmission  line  costs  were  found  to 
be  not  greatly  different  at  uhf  and  vhf 
except  that  at  highest  powers,  the  wave 
guide  sometimes  used  at  uhf  costs  only 
half  as  much  as  the  nine  inch  transmission 
line  used  at  vhf. 

The  total  cost  of  a  transmitting  station 
includes  the  costs  of  the  transmitting  plant 
and  the  transmitting  antenna  installation. 
Because  of  the  various  manners  in  which 
transmitters,  accessories,  antennas,  trans- 
mission lines,  towers,  etc.,  are  combined 
in  different  stations,  it  was  not  felt  correct 
simply  to  add  average  transmitting  plant 
costs  (as  obtained  by  one  group)  and 
average  transmitting  antenna  installation 
costs  (as  obtained  by  another  group)  to 
obtain  average  overall  station  costs. 
Rather,  information  on  the  total  trans- 
mitting station  costs  was  solicited  directly 
from  the  stations.  The  reported  data 
showed  wide  variability,  but  on  the  aver- 
age, maximum  power,  high  band  vhf 
stations  were  shown  to  cost  about  25  per 
cent  more  than  maximum  power,  low 
band  vhf  stations.  Uhf  stations  operating 
at  powers  up  through  300  kw  erp  were 
shown  to  cost,  on  the  average,  about  10 
per  cent  less  than  maximum  power,  low 
band  vhf  stations.  Little  information  was 
obtained  regarding  500  and  1000  kw  uhf 
stations,  but  it  appeared  that  their  cost  was 
comparable  to  that  of  maximum  power, 
low  band  vhf  stations. 

A  comparison  of  operating  costs,  in- 
cluding the  costs  of  primary  power,  tubes 
and  maintenance  parts,  shows  substantial 
economies  in  vhf  operations.  The  operating 
costs  of  high  vhf  band  stations  were  found 
to  average  approximately  15  per  cent 
higher  than  those  of  low  band  vhf  stations. 
For  uhf  stations,  the  operating  costs  varied 
from  20  per  cent  higher  than  for  low 
band  vhf  stations  for  the  lowest  powers, 
to  100  per  cent  higher  for  power  outputs 
above  15  kw.  More  operating  difficulties 
were  reported  at  higher  frequencies,  the 
outage  time  in  relationship  to  hours  of 


operation  being  0.09  per  cent  at  low  band 
vhf,  0.15  per  cent  at  high  band  vhf  and 
0.25  per  cent  at  uhf.  Also,  more  problems 
were  reported  at  uhf  than  at  vhf  with  such 
matters  as  off-frequency  operation  and 
transmitter  modulation  linearity. 

A  considerable  amount  of  information 
was  obtained  regarding  the  structural  as- 
pects of  antenna  towers.  The  relative  cost 
was  shown  to  vary  linearly  with  the  wind 
pressure  assumed  in  the  design.  It  was 
recommended  that  in  making  studies  of 
tower  deflection,  or  bending,  a  value  of 
10  pounds  per  square  foot*  (on  flat  sur- 
faces) be  used  as  a  general  average  of  de- 
sign wind  pressure  at  a  height  of  1 000  feet 
above  grade.  This  corresponds  to  a  wind 
velocity  of  50  miles  per  hour.  It  is  re- 
ported that  at  this  wind  velocity,  the  de- 
flection of  a  high  gain  (50  times)  uhf  an- 
tenna on  a  typical  1000  foot  tower  is  so 
small  as  to  cause  less  than  a  6  db  varia- 
tion in  received  signal  strength  at  the  worst 
point  and  less  than  one  db  variation  in 
the  fringe  area. 

TASO  made  an  extensive  study  of  the 
characteristics  of  uhf  translators  operating 
on  channels  70  to  83  and  of  the  service 
provided  by  these  translators.  As  of  the 
first  part  of  1958,  it  was  determined  that 
over  700.000  persons  resided  in  areas 
served  by  these  translators  and  that  45 
per  cent  of  the  homes  in  these  areas  were 
equipped  for  uhf  reception.  Television  sig- 
nals were  reported  as  being  picked  up 
and  retransmitted  from  stations  varying 
from  43  to  220  miles  distant,  the  average 
distance  being  110  miles.  In  general,  serv- 
ice was  reported  to  be  good,  with  only  min- 
or difficulties  in  operation  being  experi- 
enced. Translators  appear  to  be  effective 
in  providing  television  service  in  areas  re- 
mote from  regular  broadcasting  stations. 
They  also  appear  to  be  effective  in  pro- 
viding service  in  areas  of  low  signal 
strength  within  the  '"normal"  service  areas 
of  television  stations. 

2.2.7  Miscellaneous  Transmitting 
Techniques 

Several  techniques  with  possible  influ- 
ences in  allocation  practices  were  in- 
vestigated by  TASO  groups.  One  of  these 
was  the  use  of  very  precise  carrier  fre- 
quency control  which  would  permit  the 
use  of  precise  carrier  frequency  offset  in 
practical  situations  involving  interference 


*  This,  of  course,  dees  not  refer  to  the 
higher  wind  pressure  to  be  used  in  struc- 
tural design. 
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from  so-called  "second-ring"  stations  op- 
erating on  nominally  the  same  frequency. 
In  such  operation,  carrier  frequencies  must 
be  maintained  constant  to  within  about 
one  cycle  per  second,  a  precision  of  one 
part  in  10"  at  upper  uhf  channels.  Labor- 
atory tests  involving  the  observations  of 
desired  and  undesired  pictures  under  con- 
trolled conditions  showed  that  the  ex- 
pected benefits  of  very  precise  carrier  fre- 
quency control  were  obtained.  It  was 
determined  that  no  completely  satisfactory 
and  reasonably  priced  equipment  was  now 
available  for  controlling  the  carrier  fre- 
quency to  the  desired  accuracy;  and  that 
the  necessary  synchronization  of  studio 
equipment  would  require  considerable  ex- 
tra expense.  The  question  of  whether  or 
not  the  necessary  carrier  phase  stability  is 
maintained  in  fringe  areas  was  studied  in  a 
preliminary  manner  and  it  was  considered 
probable  that  no  great  difficulties  of  this 
nature  would  be  experienced  out  to  60 
miles.  Obviously,  data  taken  at  greater 
distances  are  required.  Field  tests  were 
not  conducted;  and  therefore  no  conclu- 
sions regarding  the  practicability  of  very 
precise  carrier  frequency  control  opera- 
tion were  drawn.  Specifications  for  tests 
were,  however,  drawn  up. 

Another  technique  studied  by  TASO 
was  that  of  employing  directional  trans- 
mitting antennas.  Again,  specifications  for 
conducting  tests  were  developed  and  def- 
inite plans  for  tests  were  prepared.  The 
results  of  such  tests  will  be  presented  later 
in  a  supplementary  report. 

Still  another  matter  investigated  by 
TASO  was  that  of  the  sound-to-picture 
power  ratio.  There  was  a  feeling  on  the 


part  of  some  that  the  presently  specified 
sound  power  is  unnecessarily  high;  and  that 
the  reduction  in  lower  adjacent  channel 
sound  carrier  interference  resulting  from 
a  decrease  in  sound  power  would  outweigh 
the  reduction  in  sound  channel  coverage 
in  fringe  areas.  Others  felt  that  it  was 
most  important  to  maintain  a  high  sound 
signal  in  fringe  areas  because  there  pro- 
gram continuity  is  carried  by  the  sound 
signal.  Moreover,  it  was  shown  that  even 
in  areas  of  high  sound  signal,  a  decrease  in 
sound  power  would  result  in  a  correspond- 
ing deterioration  in  sound  quality  in  the 
presence  of  impulse  noise.  It  was  also  felt 
by  some  that  any  reduction  in  the  sound- 
to-picture  power  ratio  would  have  an  ad- 
verse effect  on  the  performance  for  which 
television  receivers  could  be  designed.  It 
should  be  emphasized  that  only  a  rather 
moderate  decrease  in  sound-to-picture 
power  ratio  from  the  present  1 :2  ratio  to  a 
ratio  of  1:4  or  1:10  was  considered 
by  TASO.  Although  not  a  major  factor 
in  this  study,  data  were  collected  on 
the  original  and  operating  costs  of  trans- 
mitters operating  at  different  sound-to-pic- 
ture power  ratios.  It  was  reported  that  if 
the  ratio  were  1:4,  the  original  costs  of 
vhf  transmitters  would  average  85  per  cent 
of  the  costs  of  current  (1:2  ratio)  trans- 
mitters while  for  uhf  transmitters  the 
figure  would  be  95  per  cent.  If  a  ratio  of 
1:10  were  employed,  the  corresponding 
figures  would  be  75  per  cent  and  85  per 
cent.  Very  substantial  reductions  in  power 
and  tube  replacement  costs  were  reported 
with  greater  savings  again  being  effected  at 
vhf  than  at  uhf.  Although  no  general  con- 
clusions were  drawn,  a  large  amount  of 


factual  information  was  compiled  from  lab- 
oratory and  field  tests  which  should  permit 
decisions  to  be  made  by  the  FCC  regard- 
ing sound-to-picture  power  ratio  to  provide 
maximum  service. 

2.2.8  Picture  Quality 

Another  major  factor  in  allocation  stud- 
ies is  that  of  the  amount  of  interference 
of  various  types  which  can  be  permitted 
and  still  result  in  the  production  of  satis- 
factory pictures.  The  general  problem  has 
been  discussed  briefly  in  the  preceding  sec- 
tion. The  results  of  the  TASO  studies  are 
given  in  detail  later  in  this  report  and  are 
not  easily  presented  in  condensed  form. 
Table  2-6  presents  a  brief  summary  of 
some  of  the  more  important  results. 

The  reason  for  choosing  a  picture  rating 
of  #3  (passable)  in  preparing  this  sum- 
mary is  that  such  pictures  are  of  a  quality 
considered  adequate,  plus  the  fact  that  with 
such  a  choice,  the  selected  points  fall  on 
portions  of  the  curves  (representing  the 
observed  data)  which  have  reasonable 
slopes.  The  choice  was  made  for  illustrative 
purposes  only  and  should  not  be  considered 
as  a  recommendation  that  this  quality  of 
picture  be  chosen  for  allocations  purposes. 

Average  Ratio  of 
Desired-to-Undesired 
Signal  (db)  Required 
Type  of  Interference       for  a  #3  Picture 

Thermal  Noise  27 
Co-channel,  360  Cycle 

Carrier  Offset  22 
Co-channel,  604  Cycle 

Carrier  Offset  41 
Co-channel,  9985  Cycle 

Carrier  Offset  22 
Co-channel,  10,010  Cycle 

Carrier  Offset  18 
Co-channel,  19,995  Cycle 

Carrier  Offset  26 
Co-channel,  20,020  Cycle 

Carrier  Offset  18 
Lower  Adjacent  Channel  —24 
Upper  Adjacent  Channel  —24 

It  must  be  emphasized  that  the  values 
given  in  Table  2-6  are  overall  averages  and 
represent  conditions  which  may  or  may 
not  be  directly  comparable.  For  example, 
the  permissible  ratio  of  desired  signal  to 
lower  adjacent  channel  signal  may  vary 
considerably  with  the  level  of  the  desired 
signal.  The  detailed  analysis  of  the  data  in 
Section  12  of  this  report  should  be  con- 
sulted for  information  on  specific  compara- 
tive and  absolute  results.  Some  general 
conclusions  can,  however  be  drawn  from 
the  Table.  It  is  evident  that,  in  the  receivers 
tested,  lower  and  upper  adjacent  channel 
interference  were  equally  bothersome.* 
Carrier  frequency  offsets  of  10,010  and 
20,020  cycles  were  apparently  equally  ef- 


*  In  terms  of  interfering  signal  at  the 
picture  tube  grid,  lower  adjacent  channel 
interference  was  13  db  worse  than  upper 
adjacent  channel  interference,  but  this  was 
exactly  balanced  by  greater  lower  adjacent 
channel  rejection.  The  data  collected  by 
Panel  2,  and  presented  in  Section  8  of  this 
report,  indicate  that  in  the  average  receiver, 
upper  and  lower  adjacent  channel  rejec- 
tions are  nearly  equal.  In  such  average  re- 
ceivers, lower  adjacent  channel  interference 
would  be  more  bothersome  than  upper  ad- 
jacent channel  interference. 
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fective,  but  the  4  db  increase  in  interfer- 
ence resulting  in  going  from  10,010  to 
9,985  cycles  was  significantly  less  than  the 
8  db  increase  in  going  from  20,020  to 
19,995  cycles.  In  general,  it  could  be  con- 
cluded that  on  the  basis  of  a  Grade  3  pic- 
ture the  benefits  of  precise  carrier  offset 
are  well  worth  while.  It  was  found  that  if 
results  were  judged  on  the  basis  of  higher 
quality  pictures,  precise  carrier  offset  was 
even  more  beneficial.  The  value  of  very 
precise  carrier  frequency  control  is  well 
illustrated  in  the  comparison  of  the  results 
achieved  at  360  and  604  cycle  offset.  The 
360  cycle  offset  was  used  to  produce  the 
effects  obtained  when  two  co-channel  sta- 
tions are  operated  with  carriers  which  are 
synchronized  to  the  degree  required  for 
very  precise  carrier  frequency  control  (say 
to  within  one  cycle  or  less),  while  the  604 
cycle  offset  was  used  to  produce  the  worst 
condition  that  would  be  obtained  if  the 
carrier  frequencies  drifted  apart  from  the 
synchronized  condition.  It  is  interesting  to 
note  that  //  it  were  possible  to  achieve 
carrier  synchronization,  the  resulting  in- 
terference (22  db)  would  be  comparable 
with  that  obtained  with  normal  10  and  20 
kc  offset. 

Other  results  of  general  interest  may  be 
stated  briefly,  though  incompletely.  In 
two  series  of  otherwise  identical  tests  of 
lower  adjacent  channel  interference,  sound 
powers  of  3  db  and  10  db  below  peak 
picture  power  were  used.  The  reduction  in 
interference  was  7  db  as  would  be  expect- 
ed for  monochrome  reception  but  was  only 
3  or  4  db  for  color  reception.  Incidentally, 
removing  the  modulation  from  the  sound 
carrier,  at  the  normal  level  of  3  db  below 
the  picture  power,  caused  a  2  db  reduction 
in  interference.  In  some  tests,  pictures  on 
color  receivers  were  found  to  be  less  sus- 
ceptible to  interference  than  those  on 
monochrome  receivers,  although  at  high 
levels  of  interference  (low  desired-to-un- 
desired  signal  ratios),  the  color  pictures 
frequently  deteriorated  more  rapidly  than 
monochrome  pictures.  The  tests  of  com- 
bined thermal  noise  and  co-channel  inter- 
ference showed  that  the  greater  interference 
predominated  until  the  two  levels  of  inter- 
ference were  within  a  few  db  of  each  other. 
In  some  cases,  the  presence  of  thermal 
noise  appeared  to  lessen  the  disturbing  ef- 
fects of  co-channel  interference.  Details  of 
the  results  of  the  effects  of  these  combined 
interferences  can  best  be  seen  by  reference 
to  the  curves  in  Section  12. 

The  observers  used  in  the  tests  of  pic- 
ture quality  in  the  presence  of  interference 
were  drawn  from  rather  diversified  groups. 


Many  of  them,  however,  fell  into  the 
general  categories  of  middle  aged  women 
and  young  men.  On  the  average,  the 
middle  aged  women  were  somewhat  (ap- 
proximately 0.3  step  on  a  six-point  scale) 
more  critical  of  picture  quality  than  the 
young  men.  The  judgments  of  the  women 
were,  however,  much  more  variable  than 
those  of  the  men. 

Still  pictures  rather  than  motion  pic- 
tures were  used  as  the  subject  material  in 
front  of  the  television  camera.  The  rea- 
son for  this  was  that  interference  is  more 
noticeable  and  more  annoying  in  still 
than  in  motion  pictures  and  all  television 
programs  include  a  substantial  amount  of 
time  in  which  there  is  little  or  no  motion 
in  the  picture.  A  variety  of  scenes  were 
used,  but  two  scenes  were  used  most  fre- 
quently. One  of  these  was  a  close-up  of  a 
girl's  head  and  shoulders  while  the  other 
was  a  middle-distance  kitchen  scene.  On 
a  statistical  basis,  the  choice  of  scene  ap- 
peared to  produce  no  significant  difference 
in  the  results  of  the  tests.  Such  difference 
as  did  exist  in  some  individual  tests  indi- 
cated that  more  interference  (in  some  ex- 
treme cases  as  much  as  3  db)  could  be 
tolerated  in  a  close-up  scene  than  in  scenes 
which  included  more  fine  detail.  The  vari- 
ability with  respect  to  scene  was  less  than 
that  due  to  observers  which  itself  was  not 
considered  to  be  great. 

A  number  of  replication  tests  were  made 
to  determine  the  reliability  of  the  judg- 
ments reported  by  the  observers.  These 
showed  a  high  degree  of  self-consistency, 
the  correlation  coefficient  being  0.8  be- 
tween the  ratings  of  repeated  pictures  pro- 
duced under  identical  conditions. 

It  should  be  noted  that  the  results  given 
above  are  largely  independent  of  the  fre- 
quency of  operation.  One  possible  excep- 
tion might  be  the  case  of  adjacent  chan- 
nel interference  which  depends  upon  the 
rejection  ratios  of  the  receiver  for  both 
upper  and  lower  adjacent  channels.  How- 
ever, the  data  collected  by  TASO  indicate 
that  uhf  and  vhf  receivers  have  practically 
identical  performance  with  respect  to  these 
characteristics. 

2.2.9  Prediction  of  Field  Strength 

As  has  been  stated  previously,  one  of 
the  most  significant  accomplishments  of 
TASO  has  been  the  preparation  of  uhf  and 
vhf  propagation  curves,  together  with  the 
development  of  good  means  for  predicting 
signal  strength  at  specific  locations.  The 
general  differences  between  uhf  and  vhf 
propagation,  as  determined  from  the  TASO 


surveys,  have  already  been  indicated.  The 
propagation  curves  for  service  and  inter- 
fering fields  are  found  in  Sections  11  and 
10  respectively  of  this  report,  and  cannot 
be  adequately  presented  in  less  space  than 
in  those  Sections.  Likewise,  the  TASO 
methods  of  predicting  signal  strength  are 
presented  in  Section  11.  Since  these  also 
cannot  be  summarized  briefly,  such  a  sum- 
mary is  not  attempted  in  this  Section. 

Some  general  observations  regarding  the 
prediction  of  service  field  strength  can  be 
made.  At  vhf,  the  data  taken  by  TASO 
showed  reasonably  good  agreement  with 
the  FCC  (50,50)  curves  for  median  serv- 
ice field  strength  as  a  function  of  distance. 
The  studies  made  by  TASO  showed  clear- 
ly that  these  median  curves  can  be  im- 
proved materially  in  any  specific  case  by 
taking  into  consideration  meteorological 
conditions  and  the  effect  of  these  condi- 
tions on  the  effective  radius  of  curvature 
of  the  earth.  With  proper  attention  to  this 
factor,  the  shapes  of  curves  developed  on 
the  basis  of  classical  theory  and  curves 
drawn  through  the  measured  data  checked 
well,  but  the  theoretical  curves  were  a 
litde  higher  than  the  measured  data.  It  was 
concluded  that  for  median  curves  at  vhf, 
the  theoretical  curves  should  be  used,  tak- 
ing into  account  meteorological  conditions, 
and  subtracting  an  empirical  correction 
factor  of  1  db  at  low  vhf  channels  and 
4  db  at  high  vhf  channels. 

At  uhf,  the  TASO  measurements  agreed 
reasonably  well  with  the  Appendix  A  curve 
(FCC  Report  T.R.R.  2.4.16)  for  median 
service  field  strength  as  a  function  of  dis- 
tance. Here,  however,  the  theoretical 
curves,  even  using  meteorological  data, 
were  much  higher  than  the  observed  data 
and  the  Appendix  A  empirical  curves.  An 
analysis  of  the  data  showed  that,  at  uhf, 
the  best  results  are  obtained  by  using  the 
theoretical  curves,  taking  into  account 
meteorological  conditions,  and  subtracting 
an  empirical  correction  factor  of  22  db. 
Both  analytical  and  field  studies  were  made 
to  attempt  to  learn  the  reason  for  this  large 
correction  factor.  The  results  already  dis- 
cussed in  this  Section  indicate  that  the 
roughness  of  the  terrain,  the  presence  of 
wooded  areas  and  other  ambient  condi- 
tions in  the  neighborhood  of  the  receiving 
antenna  must  be  significant  factors.  Special 
measurements  of  uhf  service  field  strength 
in  carefully  selected  open  and  wooded 
areas  in  eastern  Maryland  showed  clearly 
the  depression  of  field  strength  due  to  fore- 
station.  Although  time  did  not  permit  ex- 
haustive tests,  the  measurements  which 
were  made  indicated  that,  even  in  Novem- 
ber and  December,  the  presence  of  trees 
in  the  vicinity  of  the  receiving  antenna  and 
in  the  line  of  sight  toward  the  transmitter 
causes  a  very  substantial  decrease  in  the 
received  signals.  In  typical  cases,  the  signal 
strength  near  a  wooded  area  was  found  to 
be  20  db  less  than  in  nearby  cleared  areas. 
It  was  noted  that,  as  the  receiving  an- 
tenna was  moved  away  from  wooded  areas, 
the  field  strength,  expressed  in  dbu,  rose 
more  or  less  linearly  with  the  logarithm 
of  the  clear  distance  to  the  wooded  area. 
Measurements  reported  to  TASO  by  Syl- 
vania  Electric  Products  and  made  at  their 
uhf  installations  at  Emporium,  Pa.,  in- 
dicate that  the  signal  strength  is  some  two 
to  four  db  lower  in  the  summer  than  in 
the  winter. 

Much  additional  work  is  needed  to 
CONTINUES  on  page  183 
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Promotion  Manager  for  Group 
of  Well  Established  Radio 
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RADIO 

Help  Wanted— (Cont'd) 

Help  Wanted — (Cont'd) 

Help  Wanted — Management 

Announcers 

Technical 

Sales  manager  who  can  produce  in  a  de- 
pressed market;  one  who  is  interested  in 
future  ownership.  Box  136K,  BROADCAST- 
ING^ _ 

Sales  manager— New  station,  central  New 
York  area,  $10,000  salary  plus  percentage. 
Box  139K,  BROADCASTING. 

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 


Sales 


Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want  a 
man  who  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Guarantee  over 
$5  000  plus  commissions.  No  prima  donnas. 
Box  724H,  BROADCASTING.  

Michigan  independent  adding  to  sales  staff. 
Major  market  over  100,000.  Top  job  for 
money  and  climbing  upstairs.  Send  picture 
and  details  of  previous  experience  to  Box 
894H,  BROADCASTING.   

Radio  salesman.  The  "Yankees"  need  three 
new  additional  pitchers!  Why  pitch  m  the 
minors  when  you  can  make  big  league 
money  pitching  in  top  ten  market.  Be  a  big 
leaguer  and  get  on  a  real  big  league  team. 
Salary,  commission,  bonuses,  vacation,  car 
expenses.  Money  making  opportunity  of 
life  time  for  young  rookies  ready  for 
majors.  Work  with  winning  team  in  number 
one  place.  For  the  best  pitching  job  you've 
ever  had  rush  photo,  data.  Box  935H, 
BROADCASTING.   

Salesman — Excellent  opportunity  for  good 
producer.  Strong  independent,  major  Indi- 
ana market  $6,000  plus.  144K,  BROADCAST- 
ING. 

Sales  engineer  —  Leading  manufacturer  of- 
fers two  outstanding  opportunities  in  sales: 
broadcast  equipment  sales  in  Washington, 
D.  C.  area;  recording  tape  sales  nation 
wide.  Must  be  aggressive  with  technical 
background,  willing  to  travel,  salary  plus 
commission.  Box  174K,  BROADCASTING. 

Salesman,  for  Tucson,  Arizona.  Write  Man- 
ager, P.O.  Box  5158.   

California,  KCHJ,  Delano.  Serves  1,300,000. 
Increasing  sales  staff. 

Salesman— 216,000  wealthy  and  progressive 
agricultural  market.  Experienced  only. 
Must  produce.  First  phone  and  board  work 
helpful.  Adult  programming,  local  and  re- 
gional. Ideal  community  life.  Family  man 
preferred.  KWSO,  Wasco,  California. 

Experienced  radio  salesman  with  ideas  and 
follow  through  to  sell  for  leading  regional 
station  in  highly  competitive  market.  Send 
resume,  proven  record  and  references  to 
Gene  Conrad,  WERC,  R.D.  #4,  Robinson 
Road,  Erie,  Pennsylvania.  9-9647. 

Wanted,  2  experienced  salesmen.  Salary 
commensurate  with  ability.  Contact  Radio 
Station  WJSO,  Johnson  City,  Tenn. 

Mass.  indie  wants  top  salesman,  with  sales 
manager  potential.  Good  market  with  ex- 
cellent earning  prospect.  Draw  and  commis- 
sion. Open  March  30th.  Send  resume  and 
picture  WLYN,  Lynn,  Massachusetts. 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth- 
fast  paced  professionals  only.  $110  week  to 
start.  Send  tape,  references,  resume!  Box 
251H,  BROADCASTING. 


vania  station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 

California  station  wants  announcer  who  is 
unable  to  vent  his  humorous  personality 
on  air  where  now  employed.  Top  pay.  Box 
942H.  BROADCASTING.  

Sparkling  personality— experienced.  Music- 
news-play-by-play.  Must  have  new  ideas 
and  drive  to  execute  them.  Possibility  pd 
for  right  man.  1st  phone  preferred.  Ohio 
daytimer.  Send  tape,  background  resume, 
and  salary  expected.  Box  105K,  BROAD- 
CASTING. 

We  are  looking  for  an  experienced  man 
capable  of  handling  a  heavy  commercial 
morning  shift.  Must  be  a  fine  announcer 
with  a  working  knowledge  of  news  and 
sports.  Married  man  preferred.  Must  be 
ready  to  settle  down  and  become  part  of 
one  of  the  finest  small  market  radio  families 
in  Iowa.  Send  full  details  including  tape 
with  first  letter.  Box  147K,  BROADCAST- 
ING^  

Announcer  with  first  phone.  Good  salary, 
excellent  opportunity  for  advancement  with 
top  Montana  station.  Box  176K,  BROAD- 
CASTING.  

50,000  watt  salary  waiting  for  swinging 
afternoon  man.  Must  run  fast  happy  show, 
with  just  enough  personality.  Man  we  want 
knows  his  way  around  pop  music  world, 
can  deliver  potent  commercial  and  wants 
outside  appearances  for  even  more  money. 
Excellent  hours.  Highly  competitive  market 
of  300,000  in  Great  Lakes  area.  Rush  tape. 
Box  183K,  BROADCASTING. 

Dj's  it's  important  that  you  join  with  a  win- 
ner. If  you're  looking  for  that  last  step 
before  the  big  time  consider  this.  We  op- 
erate stations  in  .3  and  .6  million  markets 
.  .  .  we're  not  big  time,  but  we  do  pay  major 
market  salaries.  We  hire  only  the  best, 
right  now  we  have  a  prime  time  opening 
for  a  dj  who  is  up  on  his  radio  and 
thoroughly  familiar  with  popular  music. 
Rush  sample  of  your  dj  work  on  the  air 
...  it  may  be  best  move  you'll  ever  make. 
Hurry!  Box  184K,  BROADCASTING. 
Experienced  salesman-announcer  position 
open  immediately.  Must  be  able  to  handle 
bright  morning  show.  Tight  on  production. 
Wire  or  call:  Program  Director,  Radio  Sta- 

tion  KGFW,  Kearney,  Nebraska.  

Washington  D.C.  area's  number  one  station 
auditioning  exceptional,  fast,  modern  an- 

nouncers.  Send  tape.  WEAM.  

Experienced  dj  night  shift  immediately.  No 

rock.  WICY,  Malone,  New  York.  

Fast  growing  Michigan  station  needs  an- 
nouncers with  superb  ability  to  sell  on  the 
air.  Must  be  dependable  and  know  pro- 
duction and  quality.  Good  pay  to  the  right 
men.  Send  tapes  and  resume  or  apply  in 

person.    WION,  Ionia,  Michigan.  

Announcer  with  first  phone.  Engineering 
secondary.  Contact  Don  C.  Wirth,  WNAM, 

Neenah,  Wisconsin.  

Top  40  station  in  major  midwest  market 
looking  for  dj  who's  hep  to  McLendon. 
Good  salary  to  right  man.  Send  picture,  tape 
and  resume  c/o  Brownstone  Properties,  8 

East  96th  Street,  N.Y.  28.  

Disc  jockeys  boost  your  ratings!  Order  your 
"Deejay  showmanship  Kit",  includes:  "Book 
of  2400  anecdotes  and  one-liners";  and 
"Radiomanship  Guide",  containing  proven 
formulas  for  building  larger  audiences. 
Also,  "Hints  for  DJ  Comedy".  $2.95  DeBu 
Features,  20  E.  Huron  St.,  Chicago,  Illinois. 


Fulltime  Florida  network  station  looking 
for  two  young  men  with  first  phone.  Prefer 
maintenance  men  but  will  consider  all  ap- 
plicants who  can  also  sell,  announce  or 
write.  Must  have  feet  on  the  ground  and 
willing  to  settle.  Send  photo,  resume  of  ex- 
perience, age  and  other  personal  informa- 
tion plus  tape  if  talents  run  to  announcing. 
Salary  will  be  governed  by  ability.  Box 
158K,  BROADCASTING. 


Capable  technician  for  E.  Pennsylvania  sta- 
tion. Must  be  a  man  with  pride  in  his 
work.  Accent  on  maintenance  and  con- 
struction. No  announcing.  WCOJ,  Coates- 
ville,  Penna. 

Beginner  wanted,  with  first  phone  and  de- 
sire to  announce.  $75.00  a  week.  Send  tape, 
resume  to  WCRA,  Effingham,  Illinois. 

Combination  engineer-announcer  immedi- 
ately. $85  per  week.  Send  audition  to 
WCPH,  P.O.  Box  85,  Etowah,  Tenn. 


Opening  beginning  this  summer  for  main- 
tenance-supervisor engineer  for  radio- 
television  studios  and  other  electronic 
equipment  in  new  quarters  on  college  cam- 
pus. Contact  Donald  Kleckner,  Bowling 
Green  State  University,  Bowling  Green, 
Ohio. 

Production-Programming,  Others 

We  are  looking  for  a  man  experienced  in 
gathering,  writing  and  delivering  local  news. 
This  man  will  take  over  the  Number  2 
position  in  one  of  the  top  local  news  opera- 
tions in  Iowa.  Must  be  mature,  preferably 
married  and  ready  to  settle  down  in  one  of 
the  top  small  market  stations.  Send  full 
details  including  tape  with  first  letter.  Box 
146K,  BROADCASTING. 


Prominent  midwest  advertising  agency  is 
interested  in  adding  competent  radio-tele- 
vision writer  to  its  air  media  department. 
Prefer  experienced  male  thirty  or  over. 
Please  advise  personal  data  and  background, 
samples  of  recent  copy,  details  of  experi- 
ence, salary  requirements.  All  replies  con- 
fidential. Write  to  Box  161K,  BROADCAST- 
ING. 

Cooking  school,  food  editor  for  tv-radio  and 
newspapers.    Box  170K,  BROADCASTING. 

News  director  at  radio  and  tv  network  sta- 
tions medium  size  midwest  market.  Prefer 
journalism  graduate  with  radio  and/or  tv 
news  experience.  Send  complete  info  and 
picture.  Box  199K,  BROADCASTING. 

Wanted— Really  creative  copywriter,  able  to 
write  humorous  production  spots.  Opening 
in  two  weeks.  Leading  southern  New  Jersey 
independent.  Box  201K,  BROADCASTING. 

Writer-producer  with  flair  for  compelling 
commercial  copy  writing  and  radio  produc- 
tion know-how  needed  by  50-kilowatt 
WOWO,  Fort  Wayne.  Rush  photo,  copy 
samples  and  complete  resume  to:  Cal  Boll- 
winkel,  WOWO,  Fort  Wayne,  Indiana1. 

Growing  Chicago  area  indie  needs  a  copy- 
writer. Good  pay,  fine  future  to  the  right 
person.   Contact  WRMN,  Elgin,  111. 

Wanted,  instructor  and  administrator  with 
college  training  and  broadcasting  experi- 
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Help  Wanted — (Cont'd) 


Production-Programming,  Others 

Copy  writer— Wonderful  opportunity  for  a 
creative  writer.  Every  aid  available.  Plenty 
of  talent  to  work  with.  We  specialize  in 
production  commercials.  Should  be  able  to 
take  charge  of  department  with  co-writer. 
Highest  salary  offered.  Beautiful  community 
on  shores  of  Lake  Erie.  Funland  summer 
and  winter.  WJET,  Erie,  Pa.  

RADIO 

Situations  Wanted — Management 


at  several  stations.  Twenty-five  years  spe- 
cializing productivity  in  sales  and  opera- 
tions. Seeking  new  opportunity  for  maxi- 
mum revenue  expansion.  Box  923H,  BROAD- 
CASTING.  

Production  manager,  7  years,  modern  radio. 
Able  to  put  you  on  top  in  ratings.  Seeking 
large  Florida  or  Carolina  market.  Must  have 
complete  co-operation  and  top  pay.  Write: 

Box  149K,  BROADCASTING.  

Working  manager,  salesman,  announcer, 
tops.  Family,  college  graduate,  five  figure 
income.  Have  youth,  experience,  aggres- 
siveness.  Box  166K,  BROADCASTING. 
Workin',  sellin'  manager  will  consider  any 
offer.  Prefer  market  under  50,000.  Money  un- 
important. Now  in  top  10  market.  Write, 
wire  your  best  offer.  Box  195K,  BROAD- 
CASTING^  

Rockin  jockey,  key  market,  desires  aggres- 
sive  management.    Successful,   stable,  dy- 

namic.  Box  203K,  BROADCASTING.  

Manager  available,  experienced  all  phases, 
aggressive,  capable,  record  of  eight  years  of 
profits  for  owner  and  development  of  top 
station  in  competitive  market.  If  you  need 
manager  who  can  sell,  program,  train  and 
promote;  write.  But  if  not  content  to  count 
your  money  with  no  second  guessing  don't 
waste  your  time  and  mine,  west  coast  pre- 
ferred.  Write  Box  211K,  BROADCASTING. 
Will  appreciate  opportunity  your  interview 
at  convention.  Manager,  sales  manager, 
sales.  Extensive  radio-television  experience. 
My  references  industry  best.  Personally 
available  at  convention.  Contact  me  through 
Box  214K,  BROADCASTING. 


The  BIG  MONEY  goes  to 

F.  C.  C.  LICENSED  MEN 

F.C.C.  License  — the  Key  to  Better  Jobs 

An  F.C.C.  commercial  (not  amateur) 
license  is  your  ticket  to  higher  pay 
and  more  interesting  employment. 
This  license  is  Federal  Government 
evidence  of  your  qualifications  in 
electronics.  Employers  are  eager  to 
hire  licensed  technicians. 

Grantham  Training  Prepares  You 

Grantham  School  of  Electronics  spe- 
cializes in  preparing  students  to  pass 
F.C.C.  examinations.  We  train  you 
quickly  and  well.  All  courses  begin 
with  basic  fundamentals— NO  pre- 
vious training  required.  A  beginner 
may  qualify  for  his  first  class  FCC 
license  in  as  little  as  12  weeks. 

Learn  by  Mail  or  in  Residence 

The  Grantham  F.C.C.  License  Course 
in  Communications  Electronics  is 
available  by  correspondence  or  in 
resident  classes.  You  may  enroll  for 
either  type  course  at  any  of  the  three 
Grantham  Schools— at  Washington, 
Hollywood,  or  Seattle. 

Write  for  Free  Booklet 

For  our  free  booklet  giving  complete  de- 
tails concerning  our  F.C.C.  license  train- 
ing, write  to  the  Grantham  School  nearest 
you  and  ask  for  Booklet  99-C. 


WASHINGTON 
D.  C. 


Grantham  School  of  Electronics 
821-19th  Street,  N.  W. 
Washington  6,  D.  C. 


HOLLYWOOD 
CALIF. 


Grantham  School  of  Electronics 
1505  N.  Western  Avenue 
Hollywood  27,  California 


SEATTLE       Grantham  School  of  Electronics 
W.„H        408  Marion  Street 
"flin-        Seattle,  Washington 


Situations  Wanted — (Cont'd) 
Management 

Have  pulled  three  stations  out  of  red.  Ready 
to  have  capital  gains  of  my  own.  If  your 
operation  not  making  money  and  you  want 
a  change  will  take  over  as  manager  for 
share  of  profits  as  interest  in  station.  Now 
managing  one  of  the  best  operations  on 
west  coast  and  have  staff  to  do  a  job  for 
you.  We  don't  come  cheap  but  will  return 
biggest  dollar  profit  you  have  ever  had. 
West  preferred,  large  or  small  market. 
If  you  don't  want  a  manager  but  just  a 
yes  man,  don't  waste  my  time  or  yours. 
Write  Box  212K,  BROADCASTING. 


Salesman/announcer.  Love  challenging  sales 
problems.  Write  copy.  Operate  board.  Box 
957H,  BROADCASTING. 


Top  man  in  5  radio  station  market  will  re- 
locate for  opportunity  in  major  market. 
Box  168K,  BROADCASTING. 


Attention  midwest  250  watters!  Need  sales 
manager?  I'm  a  salesman  with  5  years  in 
all  phases  radio-tv.  Family,  29,  B.S.  Degree. 
Box  169K,  BROADCASTING. 

President  of  public  relations  and  publicity 
firm,  30  with  family  now  traveling  coast  to 
coast  seeks  cut  down  on  travel.  Desire  to 
locate  as  sales  director,  public  relations,  (or 
both).  Now  earning  $10,500  yearly.  Desire 
station  needing  play-by-play  man.  (This  is 
a  hobby,  not  my  living.)  Willing  to  cut  in- 
come if  opportunity  is  sufficient.  Write  Box 
187K,  BROADCASTING. 


FM  sales — Starting  or  expanding  your  sales 
force?  Here  is  a  sincere  fm  account  execu- 
tive presently  employed  in  major  fm  mar- 
ket. Will  travel  to  any  area  where  potential 
is  present.  Have  drive,  enthusiasm  and  ex- 
treme confidence  in  fm  as  the  media  of  the 
future.  Let's  discuss  your  fm  plans  and  the 
important  future  you  hold  as  potential.  Box 
193K,  BROADCASTING. 


Announcers 


Girl  broadcaster.  Capable,  versatile.  Oper- 
ate board.  Writing,  production,  publicity, 
sales.  Box  878H,  BROADCASTING. 

Negro  deejay.  Smooth  patter.  Efficient.  Pro- 
duction. Controls.  Audition  tape.  Refer- 
ences. Box  879H,  BROADCASTING. 

Country/western  music.  My  strongest  suit 
Capable-staff,  controls,  sales.  Box  880H 
BROADCASTING. 


Female,  announcer  plus.  Good  background 
Women's  programs,  plus.  Reliable.  Versatile. 
Box  959H,  BROADCASTING. 


Alert,  aggressive,  single,  vet.  13  months' 
announcing  experience  to  5  kw  network 
Can  write,  will  sell.  Resume,  photo,  tape. 

lROADCAlTING0rtheaSt  B°X  969H' 

Announcer-dj— 2  years  experience  in  all 
phases.  Deep  resonant  voice.  Good  refer- 
ences. Prefer  Florida  or  California.  Box 
972H,  BROADCASTING. 

Country  dj  available.  For  the  last  three 
years  I  have  been  program  director,  dj 
with  a  top  ranking,  money  making  country 
operation.  I'd  like  to  relocate.  Worker.  Know 
promotion,  production,  top  dj.  29,  sober  re- 
liable, artist.  Best  references.  Write  Box 
127K,  BROADCASTING. 

Summer  work,  college  student,  commercially 
experienced.  Will  work  anywhere.  Prefer 
D.C.  Box  131K,  BROADCASTING. 

Attention  New  Jersey  —  eastern  Pennsyl- 
vania! Announcer-dj  with  first  phone,  ex- 
cellent voice,  would  like  to  relocate  No 
maintenance.  Presently  employed  as  di  at 
5  kw.  Box  135K,  BROADCASTING. 

Professional  announcer/dj.  Family.  30  years 
old.  Fast-paced  pro  with  commercial  sell. 
Five  years  radio,  three  years  tv.  Ambitious. 
Major  markets  only.  Box  138K,  BROAD- 
CASTING. 


Situations  Wanted — (Cont'd) 


Clear-thinking,  experienced,  versatile  an- 
nouncer with  best  voice.  Excels  in  knowl- 
edge of  events,  all  music.  Can  adjust  to  any 
operation.  Box  140K,  BROADCASTING. 

Announcer,  26,  college  grad,  single,  4  years 
experience,  veteran.  Good  voice,  excellent 
diction,  pleasant  intelligent  style.  DJ,  news 
play-by-play.  Best  references.  Seeks  future 
Box  142K,  BROADCASTING. 

Commercial  experience  all  phases— college 
graduate.  Married,  versatile,  reliable,  tape 
photo  available,  employed.  Box  143K 
BROADCASTING.  ' 

Sports  minded  stations:  Tremendous  sports- 
caster-announcer-salesman.  First  phone  6 
years  experience,  available  April  15.  Cali- 
fornia preferred,  other  areas  considered 
Box  145K,  BROADCASTING. 

News -special  events -plus.  Announcer-pro- 

BR^ADCASTINlf.^0    ^    ^    B°X  148K' 

Country  music  dj.  Music  librarian,  program 
director  all  in  one.  Write  Box  152K,  BROAD- 
C  A  S  TING . 

Pacific  northwest:  Experience,  youth,  abil- 
ity. DJ-copywriter  for  over  year  in  Seattle 
station.  College  grad,  single,  third-phone. 
Looking  for  chance  to  grow  with  progres- 
sive station.  Box  155K.  BROADCASTING. 

Friendly,  relaxed  style.  No  screaming.  News, 
ex£frle,nced-  Desire  medium  market.  Box 
162K,  BROADCASTING. 

Versatile  broadcaster.  Experienced  in  tele- 
vision. Good  voice  and  on  camera  appear- 
ance. Solid  radio  background.  Includes  dj 
news  play-by-play,  and  sales.  On  current 
job  two  years  at  better  than  $5,000.00  a 
year.  Box  165K,  BROADCASTING. 

Professional  announcer.  15  years  announc- 
ing and  programming.  5  years  university 
Music,  theater  background.  Cheerful  morn- 
ing show  or  adult  afternoon  or  evening 
show  with  attractive  music.  Prefer  metro- 
BROADCASTINGith  P°SSible  tv"   Box  167K' 

Twelve  years  staff  and  farm  news  experi- 
ence at  37.    Ten  years  on  50,000.    Some  tv 

BRO&CASTBTC*  ™  t0  ^    B°X  1?5K' 


Dj-announcer,  3  years,  seeks  midwest  posi- 


Capable  announcer.  Can  compile,  edit  and 
write  news,  convincing  commercials,  excel- 
ING       erviews-    Box  181K'  BROADCAST- 


Stafl  announcer:  27,  single,  dependable, 
moderate  experience,  mature  dignified  ap- 
proach (but  not  stuffy)  authoritative  news 
Prefer  north  east.  Box  185K,  BROADCAST- 


Recent  graduate  of  the  Calument  Broadcast- 
BloADhC&TI0NGnO  eXPerienCe'  Box  ^SK, 
Staff  announcer,  experienced,  dependable 
lROAr5cigSTIN^.COllege  d6gree-  B°X  194K: 

Reliable  announcer-salesman  desires  to  set- 
HS-i1}  southern,  central  Florida.  Box  198K, 
BROADCASTING. 

Professional  radio  school  graduate.  Some 
AFRS  experience.  Operate  board.  Veteran, 
married,  one  child.  Prefer  southeast.  Photo, 
tape  on  request.  Box  205K,  BROADCAST- 
ING. 

Staff  announcer:  Require  permanent  po- 
sition on  west  coast.  1st  phone,  married, 
dependable  and  have  experience.  Box  207K, 
BROADCASTING. 

Deejay,  26  years  old,  married,  two  children. 
Experienced,  combo,  sales,  1st  phone  TV 
trained.  Box  208K,  BROADCASTING. 

First  phone  announcer.  Four  years  an- 
nouncing experience,  little  maintenance. 
Family  man,  24.  Employed.  $95,  seek  perma- 
Slni  .Position,  Tenn.,  Ky.  area.  Box  213K, 
BROADCASTING. 
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Situations  Wanted — (Cont'd) 


Announcers 


Announcer.  Professional  radio  school  grad- 
uate, operate  board.  Married.  Veteran.  Tape, 
photo  cn  request.  Prefer  south.  Box  216K, 
BROADCASTING. 


Look  ma,  no  cavities!  Just  solid  nine  years 
experience  major,  medium  markets  includ- 
ing McLendon.  Promotion,  production,  con- 
tinuity. Currently  pd-dj.  Prefer  south  or 
west.  S.  Knight,  WASK,  Lafayette,  Indiana. 


Radio  announcing  and  tv  sales  experience 
Excellent  knowledge  of  music  and  sports. 
Address  inquiries  to  John  O.  Merki,  1008 
Minnesota  Ave.,  Gladstone,  Michigan. 


Announcer,  1st  phone,  $85,  no  car.  Berk- 
shire 7-6721  after  6:00  P.M.  Walter  Piasecki, 
2219  N.  Parkside,  Chicago,  Illinois. 


Experienced  announcer-salesman.  Married, 
excellent  references.  Upper  midwest  pre- 
ferred. Charles  Swenson,  2127  Alameda  St., 
St.  Paul,  Minn. 


Technical 


First  phone,  experienced  transmitters,  re- 
motes, equipment  construction,  and  con- 
trol rooms.    Box  993H,  BROADCASTING. 


Chief  engineer — Over  twenty  years  experi- 
ence am  directional,  remote,  am-fm  and 
tv  transmitter  and  studio  installation.  Last 
ten  years  maintenance  and  supervision. 
Seniority  prevents  further  advancement 
with  present  emplover.  Family  man.  Box 
994H,  BROADCASTING. 


Supervisory  or  chief  position.  Prefer  full- 
timer.  Experienced.  No  unsavory  habits. 
Good,  clear  voice.  All  inquiries  answered. 
Box  153K,  BROADCASTING. 


First  phone — prefer  warmer  climates,  Single, 
amateur  radio  25  years.  Now  transmitter 
engineer  directional  station.  Minimum  wage 
acceptable.  Box  163K,  BROADCASTING. 


Engineer  much  experience  am-fm  direction- 
al wants  location  for  tv  shop  and  engineer 
for  station,  also  good  announcer.  Box  173K, 
BROADCASTING. 


Chief  engineer;  young,  married,  experienced 
in  construction  and/or  operation.  Box  180K, 
BROADCASTING. 


Chief  engineer — 25  years  experience,  con- 
struction, directional,  remote  control.  Box 
191K,  BROADCASTING. 


Staff  cut  causes  change  in  position.  Engi- 
neer, 27  years  old,  experienced,  dependable, 
desires  secure  position  in  television  or 
radio.  Top  references,  versatile,  and  a 
willing  worker.  Box  209K,  BROADCAST- 
ING. 


First  phone,  second  telegraph,  amateur  gen- 
eral class,  college,  news,  combo,  staff.  Non 
drinker,  $100.00  minimum.  Box  215K, 
BROADCASTING. 


5  years  experienced  country  announcer 
with  first  ticket.  Some  maintenance,  de- 
pendable, sober.  No  sign  on.  Making  change 
for  programming  reasons.  Ted  Foster, 
WHBT,   Phone  661,   Harriman,  Tennessee. 


Engineer  or  combo  man  for  new  daytime 
directional  in  central  Michigan.  Start  April 
with  construction.  Will  go  on  air  about  July 
1st.  Send  resume,  photo  and  tape  to:  Justin 
F.  Marzke,  120  No.  Clinton  Ave.,  St.  Johns, 
Michigan. 


Production-Programming,  Others 


Capable  newsman  for  Florida.  27,  nine  years 
varied  experience.  Will  provide  a  top  qual- 
ity resume  and  references,  plus  many  extras. 
Box  137K,  BROADCASTING. 


News  director.  12  years,  all  phases,  Ohio. 
Gather,  write,  report.  Box  159K,  BROAD- 
CASTING. 


Experienced  continuity  writer,  traffic  direc- 
tor, also  fill-in  announcer,  or  newsman.  Full 
particulars  on  request.  Box  197K,  BROAD- 
CASTING. 


Operations  manager  caught  in  shuffle,  with- 
out job,  ten  years  specializing  in  program- 
ming-production-inside  operation.  Married, 
36.  I  know  radio.  Box  202K,  BROADCAST- 
ING. 


TELEVISION 


Help  Wanted — Announcers 


Wanted:  Top  flight  news  and  staff  an- 
nouncer for  Texas  100  kw  network  affiliate. 
Permanent.  Good  pay.  Will  consider  ex- 
perienced radio  announcer.  Send  tape,  re- 
cent photo  or  snapshot,  full  details.  Box 
989H,  BROADCASTING. 


Emcee  for  teenage  show.  Want  emcee  with 
plenty  of  tv  experience  and  fresh  ideas  for 
teenage  program  in  leading  midwest  city. 
About  $100  fee  to  right  man  with  opportu- 
nity for  other  work  and  possible  staff  job. 
Write  giving  recent  photo  and  full  resume. 
Box   141K,  BROADCASTING. 


Experienced  tv  announcer,  live  camera, 
booth,  production  work,  handle  weather 
show,  some  radio.  KMMT-KAUS,  Austin, 
Minnesota. 


Expanding  staff  wants  experienced,  hard- 
sell, on-camera  announcer.  Air  mail  special 
resume  and  photo  to  John  Radeck,  P.D., 
WJBF,  Channel  6,  Augusta,  Georgia. 


Technical 


Transmitter  engineers  for  combined  radio- 
tv  operation.  Southeast.  Good  pay  scale 
commensurate  with  ability  and  expe- 
rience. Excellent  working  conditions  in 
major  market.  Send  picture  and  complete 
background  information  first  letter.  Box 
828H,  BROADCASTING. 


Technical  supervisor  to  handle  engineering 
staff  at  mid-west  television  station.  Only 
top  technical  men  with  experience  on  main- 
taining transmitters,  studio  control  and 
microwave  need  apply.  Address  Box  981H, 
BROADCASTING. 


Full  power  midwest  vhf  station  needs  studio 
and  transmitter  maintenance  men.  Experi- 
enced only.  Must  have  first  phone.  Box 
189K,  BROADCASTING. 


Vacancy  for  television  engineer.  Permanent 
job,  good  climate.  Would  consider  com- 
petent radio  engineer  who  wants  to  learn 
television.  Send  complete  details,  including 
small  snapshot  to  Manager,  KSWS-TV, 
Roswell,  N.M. 


Production-Programming,  Others 


Mature,  experienced  staff  announcer  with 
good  news  background.  NBC  basic  station 
on  eastern  seaboard.  Write  Bob  Grossman, 
WXEX-TV,  Petersburg,  Va. 


TELEVISION 


Situations  Wanted — Management 


Experienced  tv  station  manager  available 
immediately.  Background  includes  installa- 
tion of  two  vhf  stations  from  hiring  person- 
nel, buying  film  to  operations.  Well  versed 
all  phases  programming,  sales.  References. 
Box  831H,  BROADCASTING. 


End  the  struggle.  Increase  profits,  efficiency, 
prestige  —  permanently.  Write,  wire:  Box 
939H,  BROADCASTING. 


General  manager,  with  20  years  background 
in  radio  and  tv.  Experienced  all  phases. 
Strong  on  sales— personally  handle  national 
and  regional  accounts.  Five  years  in  present 
position.  Box  192K,  BROADCASTING. 


Sales 


Dependable  salesman.  Excellent  television 
experience.  Top  references.  Write  Box  190K, 
BROADCASTING. 


Situations  Wanted —  ( Cont'd ) 


Announcers 


Personality  announcer,  all  types  on-camera 
work,  produces,  directs,  excellent  tv  back- 
ground and  experience.  Employed,  college 
graduate,  Harvard,  age  35,  married.  Box 
999H,  BROADCASTING. 


Ernie  Saunders,  16  years,  two  stations,  play- 
by-play,  daily  sports  commentary,  news, 
special  events.  Available  immediately  due 
new  owner  cutback.  Best  references.  Radio 
and/or  tv.  Reply  94  Ray  Street,  Manchester, 
New  Hampshire. 


Technical 


Chief  engineer — 9  years  experience.  Plan- 
ning, construction  and  operation.  Past  five 
years  assistant  chief  engineer.  Proven  abil- 
ity, excellent  references.  Box  974H,  BROAD- 
CASTING. 


1st  phone.  Experienced,  major  market  oper- 
ations. Technical  school  graduate.  Draft  de- 
ferred. Prefer  north-east.  Mid-west.  Box 
156K,  BROADCASTING. 


Tv  engineer,  experienced  studio  and  trans- 
mitter maintenance.  Southeastern  location 
preferred.  Box  164K,  BROADCASTING. 


Production-Programming,  Others 


Radio-tv  program-production  manager. 
California  net,  desires  east.  References. 
Box  856H,  BROADCASTING. 


Operations  or  production  manager.  Present- 
ly employed  program  director  small  market 
vhf.  Family,  college.  Best  references,  prov- 
en record  all  phases.  Flexible.  Sales  and 
organization  minded.  It  will  take  more  than 
this  ad,  I  know,  but  I  feel  resume  and  per- 
sonal interview  will  convince.  Box  196K, 
BROADCASTING. 


FOR  SALE 


Equipment 


Instant  echo  and  filter  for  less  than  $150.00! 
Complete  plans,  drawings,  $100.00.  Box 
910H,  BROADCASTING. 


Two  complete  DuMont  type  TA-188-A  multi- 
scanners.  Can  be  converted  for  color.  Box 
178K,  BROADCASTING. 


Two-230  foot  Ideco  self-supporting  towers, 
transmission  lines,  coupling  units,  Austin 
lighting  chokes,  lights.  Ready  for  shipment 
soon.  Write  KCBQ,  San  Diego,  Calif. 


Excellent  Gates  BC1E  1  kw  transmitter. 
Antenna  tuning  equipment.  Rust  remote 
control.  Package  or  individually  priced  to 
sell.  Going  5  kw.  WEEB,  Southern  Pines, 
N.C. 


Westinghouse  type  fm-3  transmitter  $4700. 
Collins  type  37ma  antenna  (tuned  for  100.5 
mcs)  $450.  REL  frequency  and  modulation 
monitor  $150.  All  prices  quoted  f.o.b.  loca- 
tion and  subject  to  prior  sale.  Contact  W.  E. 
Garrison,  WFBC,  P.O.  Box  1140,  Greenville, 
S.  C. 


16mm  Bell  &  Howell  70  DR  complete,  make 
offer.  M.  Harris,  6421  Richmond,  Dallas, 
Texas. 


Several  used  towers  in  top  condition,  in- 
cluding insulated  am  broadcast  towers.  In- 
quire Tower  Construction  Co.,  P.O.  Box 
1828,  Sioux  City,  Iowa. 


In  TEN  years  as  GENERAL  and  SALES  MANAGER 
of  WNOR,  Norfolk,  Va. 

(1)  Built  station  business  from  zero  to  $450,000  yearly. 

(2)  Made  over  $800,000  profit  for  owner. 

(3)  Increased  station  value  over  ONE  MILLION  DOLLARS. 

Interested  in  management  with  part  ownership  or  management 
with  salary  plus  commissions  or  share  of  profits. 

EARL  HARPER 
1000  Manchester-Norfolk,  Va.  Madison  2-1930 
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FOR  SALE 


WANTED  TO  BUY 


INSTRUCTIONS 


Equipment —  ( Cont'd ) 


Audio  equipment — professional  series — used 
tape  recorders,  microphones,  amplifiers, 
consoles.  Write  for  list  of  materials  avail- 
able. U.S.  Recording  Company,  1121  Ver- 
mont Avenue,  N.W.,  Washington  5,  D.C. 

WANTED  TO  BUY 


Equipment 


Stations 


CP  or  station  in  difficulty,  sought  by  re- 
sponsible operator.  Box  902H,  BROAD- 
CASTING. 

250  watt  or  1  kw  fulltime  or  daytime. 
Small  market.  List  price  and  terms.  Box 
979H,  BROADCASTING. 


Reliable  group  $100,000.00  cash  or  down  for 
a  station  anywhere  in  eastern  section.  Guar- 
anteed confidential.  Box  150K,  BROAD- 
CASTING. 

Cash  for  cp  or  $10-  $15M  down  existing 
station.  Successful  manager,  financially  re- 
sponsible. Consider  partnership.  Box  160K, 
BROADCASTING. 


Radio  broadcaster  will  buy  or  participate  in 
Florida  east  coast  cp  or  station.  Address  Box 
514 — Delray  Beach,  Florida. 


100-  to  200-ft.  tower;  Collins  or  Andrew  fm 
antenna;  fm  monitor;  also  44  BX  or  77  D; 
%  flexible  coax.  Box  179K,  BROADCAST- 
ING. 

DuMont  video  switching  and  mixing  equip- 
ment, type  TA-178-B.  Box  206K,  BROAD- 
CASTING. 

R.C.A.  73-B  recording  lathe;  condition  and 
price.  Bernie  Koval,  KQEO,  Albuquerque, 
New  Mexico. 

Wanted — Proof  of  performance  outfit  in- 
cluding oscillator,  distortion  meter,  gainset, 
diode.  State  make,  price,  condition.  WCME, 
Brunswick,  Maine. 

Used  Magnecord  amplifier  chassis,  PT-63-J. 
Marvin  S.  Seimes,  Chief  Engineer,  WKIP, 
Box  889,  Poughkeepsie,  N.Y. 

Wanted  —  used  250-500  1  kw  transmitter. 
Used  towers  mod.  and  freq.  monitors.  Rush 
condition,  model  numbers,  price  to  Broad- 
cast Construction  Co.,  1136  Villa  Ave.,  Bel- 
mont, California. 


MISCELLANEOUS 


Set  of  western  station  break  jingles,  for 
all  country  and  western  radio  station. 
K-KEY,  Vancouver,  Washington. 


Personalized  playing  card  bingo  cards,  size 
33i  x  53,4  $2.50  per  1,000.  Bingo  Time  U.S.A., 
P.O.  Box  906,  Denver  1,  Colorado.  Phone 
Acoma  2-75o9. 


STATIONS 


FOR  SALE 


♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

t  SOUTHERN  CALIFORNIA  ♦ 

♦  FM  PERMIT  ♦ 

WANT  OFFER  FOR 
X  PARTICIPATION  OR  X 

X  TRANSFER 

♦  Box  157K  BROADCASTING  ♦ 


Established  5  kw  in  Pacific  North  § 

§  West  multi-station  market.  Owns  £ 

£  land    and    equipment.    Absentee  ? 

sT  ownership  reason  for  selling.  Sub-  y 

y  stantial  downpayment  required.  & 

§     Box  210K,  BROADCASTING  | 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Patt  McDonald,  Box  9322,  Austin,  Texas, 
GL  3-8080  offers  southern  vhf,  SI, 500, 
000,  liberal  terms.  Regional  full  timer 
one  of  nation's  top  six  markets.  §900,000 
terms.  Southwestern  regional  daytimer 
8100,000;  half  down.  Southern  fulltimer 
550,000.  Thirty  percent  down. 


NORMAN  &  NORMAN 


Texas 

Single 

lkw-D 

$30  M 

terms 

Fla. 

Single 

250w-F 

55M 

terms 

Ala. 

Medium 

lkw-D 

65M 

terms 

Calif. 

Single 

500w-D 

100M 

terms 

W.Va. 

Small 

250w-F 

30M 

cash 

S.E. 

Monop. 

A.M.  &  N.P 

150M 

terms 

Ky. 

Single 

500kw-D 

70M 

terms 

Pa. 

Sm-med 

lkw-D 

100M 

terms 

Fla. 

Medium 

250w-F 

155M 

terms 

N.C. 

Medium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Major 

5kw-D 

250M 

cash 

Fla. 

Large 

250-w 

250  M 

terms 

East 

Large 

250w-D 

450 M 

terms 

S.W. 

Large 

clear 

325M 

terms 

Ga. 

Large 

500w-D 

75M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

N.A.B.  Convention 
Conrad  Hilton,  Chicago 

PAUL  H. 

CHAPMAN  COMPANY 

INCORPORATED 
MEDIA  BROKERS 

atlanta  Chicago 

1182  w.  peachtree  205  w.  wacker 

new  york  santa  barbara 

1270  ave.  of  americas  33  w.  micheltorena 


RADIO-TELEVISION  STATIONS 


visit  us  during 
NAB  Convention  in  Chicago 

March  15-18  Conrad  Hilton  Hotel 


Security  Bldg.     Davenport,  Iowa 


STATIONS  FOR  SALE 

We  are  expecting  you, 

SUITE  1035A-1036A 
Conrad  Hilton  Hotel 

JACK  L.  STOLL  & 
ASSOCIATES 


1 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  In  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  aad 
Seattle.  For  details,  write  Grantham  School, 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  Gl. 
approved.  Phone  FLeetwood  2-2733.  Elkins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 

June  24,  Sept.  2,  Oct.  28,  1959,  January  6, 
March  2,  1960.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 

First  phone  license  in  six  weeks.  Guaran- 
teed instruction.  Next  class — April  6.  Elkins 
Radio  License  School  of  Atlanta,  1139 
Spring  Street,  N.W.,  Atlanta  9,  Georgia. 

BUSINESS  OPPORTUNITY 

Representative  in  New  York  City  wanted 
by  aggressive  and  outstanding  southern 
California  metropolitan  fm  radio  station. 
Potential  greater  than  that  offered  by  the 
average  am  radio  station.  Box  151K, 
BROADCASTING. 

Operate  area  radio-tv  talent  search:  cook- 
ing schools,  special  promotions.  If  you  want 
permanent  monev-making  opportunity  it's 
yours  if  you  can  sell.  Box  171K,  BROAD- 
CASTING. 

RADIO 
Help  Wanted — Management 


STATION  MANAGER 
To  direct  sales  and  programming  at 
5000  watt  radio  station  medium  mid- 
west market.  Substantial  salary  plus 
excellent  commission  makes  excep- 
tional, permanent  position  for  expe- 
rienced proven  man.  Send  summary 
of  experience  and  recent  picture  to: 

Box  200K,  BROADCASTING 


BUSINESS  OPPORTUNITY 


FOR  LEASE 

SAN  DIEGO'S  ONLY 
BACKGROUND  MUSIC 
BUSINESS 

One  million  population 
Nation's  20th  market 

•  Will  lease  on  minimum  plus  per- 
centage basis 

•  Will  transfer  trade  name  "Music 
Unlimited" 

•  Will  transfer  better  than  100  exist- 
ing accounts  which  have  been 
under  contract  for  3  to  5  years. 
Now  grossing  S2500  a  month.  Fine 
potential. 

CONTACT:  Fred  or  Dorothy 
Rabell  at  NAB  Convention, 
Chicago,  or  at  KITT,  U.S. 
Grant  Hotel,  San  Diego,  Cali- 
fornia. 
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determine  quantitatively  the  effects  of  fore- 
station  at  both  uhf  and  vhf.  The  results 
obtained  to  date,  however,  leave  no  doubt 
of  the  serious  effects  on  uhf  signal  strength 
of  even  a  few  trees  in  the  vicinity  of  the 
receiving  antenna.  The  effects  are,  of 
course,  of  greatest  significance  in  fringe 
areas  where  the  signal  strength  is  already 
low. 

The  calculation  of  curves  of  median 
service  field  strength  versus  distance  is  only 
one  aspect  of  the  problem  of  predicting 
signal  strength.  Of  equal  importance  is  the 
calculation  of  deviations  from  the  median 
curves  due  to  the  topography  of  the  trans- 
mission path.  The  analytical  work  spon- 
sored by  TASO  which  was  carried  on  in 
the  Bureau  of  Engineering  Research  at 
the  University  of  Texas  led  not  only  to  the 
preparation  'of  the  median  curves  de- 
scribed above,  but  also  to  methods  for 
predicting  the  presence  and  extent  of  de- 
viations from  the  median  with  surprising 
accuracy  at  both  uhf  and  vhf.  It  is  in  this 
particular  area  that  the  TASO  analysis  of 
propagation  data  has  been  most  fruitful, 
although  time  did  not  permit  this  analysis 
to  be  completely  finished.  The  methods 
developed  for  calculating  the  deviations 
from  the  median  curves  are  empirical  in 
nature  and  depend  upon  a  knowledge  of 
the  terrain  profile  between  the  transmitting 
antenna  and  the  point  under  consideration. 
The  plotting  of  the  required  sections  of 
the  profile  is  somewhat  laborious  but  can 
be  expedited  through  the  use  of  judgment 
developed  through  experience.  After  the 
plots  have  been  made,  the  required  calcu- 
lations are  simple.  As  stated  prreviously, 
the  details  of  this  work  are  presented  in 
Section  11. 

The  accurate  prediction  of  tropospher- 
ically  propagated  interfering  signals  has 
also  been  shown  by  the  National  Bureau 
of  Standards  to  depend  upon  detailed 
knowledge  of  the  topography  of  the  pro- 
pagation path.  It  was  the  conclusion  of 


FOR  SALE 


Equipment 


J  FOR  SALE: 

J     To  educational  Broadcasters 

t  One  6A1  RCA  6-bay  high  band  antenna 

J  used  on  Channel  11.  In  satisfactory  serv- 

4  ice  for  four  years  in  dry  desert  climate 

*  until  September,  1958  when  replaced  by 
'  higher  gain  antenna. 

'  Address  inquiries  to  Leavenworth  Wheel- 

J  er,    Chief   Engineer,    KIVA-TV,   P.O.  Box 

*  1671,  Yuma,  Arizona. 


WANTED  TO  BUY 


Equipment 


TV  MOBILE  UNIT 

|      Will  buy  for  cash  tv  mobile  truck, 
I  including  cameras  and  equipment. 
'   Must   be   in   first   class  condition. 
Write  full  details  immediately. 
Box  21 7K,  BROADCASTING. 


TASO,  however,  that  for  use  in  television 
allocation  studies,  the  small  increase  in 
accuracy  obtainable  by  these  methods  in 
comparison  with  that  obtained  from  the 
use  of  propagation  curves  would  not  justi- 
fy the  extra  labor  involved  in  the  more 
accurate  methods.  It  was  concluded  that 
the  tropospheric  propagation  curves  pre- 
ented  in  Section  10  are  the  best  practical 
means  for  representing  the  present  knowl- 
edge regarding  interfering  fields  and  for 
predicting  the  strength  of  such  fields. 

The  propagation  curves  permit  a  cross 
check  of  some  of  the  results  given  in  earlier 
parts  of  this  Section.  A  comparison  of 
field  strengths  as  derived  from  data  in 
Table  2-1  and  the  propagation  curves, 
with  field  strengths  given  in  Table  2-5  in- 
dicates consistency.  Details  of  this  com- 
parison are  given  in  Section  19  of  this 
report. 

One  general  conclusion,  which  has  al- 
ready been  implied,  should  be  stated  here. 
This  is  that  in  predicting  service  field  ac- 
curately, it  is  not  possible  to  resort  to  the 
use  of  general,  average  curves  or  to  the 
use  of  over-simplified  methods.  The  varia- 
tions encountered  in  different  types  of 
geographical  conditions  have  already  been 
pointed  out.  These  examples  are  sufficient 
to  show  that  detailed  study  of  the  local 
geography,  and  especially  topography,  is 
necessary  if  reasonably  accurate  predic- 
tions of  field  strength  are  to  be  made  in 
any  specific  area.  The  necessity  for  such 
detailed  studies  increases  as  the  roughness 
of  the  area  increases.  The  means  for  mak- 
ing those  predictions  with  reasonable  ac- 
curacy and  without  an  unreasonable 
amount  of  effort  are  given  in  Section  11 
and  constitute  one  of  the  major  accom- 
plishments of  TASO. 
2.3  Unfinished  Work 

It  would  be  grossly  misleading  to  sug- 
gest that  TASO  has  done  all  of  the  work 
which  needs  to  be  done  in  the  field  of 
television  engineering  allocation  studies. 
This  type  of  work  should,  and  in  fact  will, 
be  carried  on  indefinitely  by  the  television 
industry,  by  educational  institutions  and 
by  the  government.  In  this  Section,  several 
of  the  more  important  unfinished  tasks 
will  be  mentioned  briefly.  More  specific 
suggestions  regarding  some  of  those  prob- 
lems will  be  presented  later  in  Section  23 
of  this  report. 

Probably  the  most  important  unfinished 
task  is  the  completion  of  the  analysis  of 
propagation  data.  TASO  has  collected  and 
compiled  a  large  amount  of  reliable  data 
on  service  field  strength.  The  analysis  of 
these  data  has  resulted  in  the  development 
of  propagation  curves  and  prediction  meth- 
ods. However,  it  has  been  physically  im- 
possible to  study  carefully  all  of  the  avail- 
able data.  This  should  be  done  in  order  to 
provide  further  checks  of  the  propagation 
curves  and  prediction  methods  and  quite 
possibly  to  make  needed  modifications  (ex- 
pected to  be  slight)  in  these  curves  and 
methods.  This  is  a  most  urgent  matter  if 
maximum  use  is  to  be  made  of  the  data 
which  have  been  collected  at  the  expendi- 
ture of  much  time  and  money. 

In  connection  with  the  analysis  of  propa- 
gation data,  additional  field  work  is  needed 
to  learn  more  about  the  reasons  why  uhf 
field  strength  is  well  below  its  theoretical 
value.  In  particular,  more  information  is 
needed  regarding  the  influence  of  its  sur- 
roundings upon  the  performance  of  the 
receiving  antenna.  The  work  done  to  date 
indicates  that  ambient  conditions  near  the 


receiving  antenna  are  most  significant,  but 
further  work  is  needed  to  permit  a  more 
accurate  quantitative  evaluation  of  these 
factors. 

Still  another  aspect  of  propagation 
phenomena  which  needs  further  study  is 
that  of  the  variation  of  field  strength  with 
time  over  short  periods  (several  minutes), 
median  length  periods  (several  hours)  and 
long  periods  (days  and  months).  Informa- 
tion on  these  matters  is  given  in  Sections 
10  and  11,  but  continued  measurements 
over  almost  unlimited  periods  are  needed 
in  order  to  permit  an  increase  in  the  under- 
standing of  temporal  variations  in  field 
strength. 

Another  matter  relating  to  propagation 
which  should  be  studied  further  is  the 
question  of  the  effects  of  galactic  noise  on 
television  reception;  and  in  particular,  why 
the  effects  of  galactic  noise  in  the  low  vhf 
band  appear  to  be  appreciably  less  than 
predicted  by  some  measurements. 

A  second  important  unfinished  task  is 
that  of  conducting  and  analyzing  reliable 
field  tests  of  directional  transmitting  an- 
tennas. Specifications  for  such  tests  have 
been  prepared,  funds  for  tests  have  been 
raised,  sites  have  been  selected  and  tests 
will  commence  soon.  The  results  will  be 
presented  later  in  a  supplementary  report. 

Field  tests  of  other  types  are  also  need- 
ed. One  of  these,  which  has  already  been 
discussed,  is  a  field  test  of  very  precise 
carrier  frequency  control  operation.  Again, 
specifications  for  such  tests  have  been  pre- 
pared but  no  arrangements  have  been  com- 
pleted for  conducting  the  tests.  Other  tech- 
niques which  could  be  of  importance  in 
allocations  and  whose  values  can  be  de- 
termined only  by  field  tests  are  the  use  of 
circular  polarization  in  an  effort  to  provide 
better  coverage  in  shadowed  areas,  par- 
ticularly at  uhf;  and  the  use  of  mixed  cir- 
cular, horizontal  and  vertical  polarization 
in  an  effort  to  provide  better  discrimination 
against  interfering  signals.  Again  there  are 
no  current  plans  for  such  tests.  Still  other 
field  tests  should  be  conducted  to  deter- 
mine the  usefulness  of  the  methods  pro- 
posed in  Section  10  for  sampling  the  area 
around  a  television  transmitter  to  deter- 
mine its  service  area.  It  is  believed  that 
these  methods  are  sound  but,  as  is  pointed 
out  in  Section  10,  they  must  be  tested  in 
a  number  of  areas  before  their  use  can  be 
recommended. 

Finally,  field  surveys  of  television  pic- 
ture quality  in  the  home  in  very  large 
metropolitan  areas  should  be  conducted. 
These  should  be  coordinated  with  concur- 
rent measurements  of  field  strength  and, 
of  course,  comparable  uhf  and  vhf  sources 
of  television  signals  are  needed  if  the  sur- 
veys are  to  be  of  maximum  usefulness. 
Unfortunately,  facilities  for  such  surveys 
are  not  readily  available.  Moreover,  and 
perhaps  of  even  more  importance,  is  the 
fact  that  no  satisfactory  specifications  for 
measuring  field  strength  in  very  large  met- 
ropolitan areas  have  been  developed,  and 
there  is  even  a  great  scarcity  of  worthwhile 
ideas  on  the  subject.  Perhaps  in  the  ab- 
sence of  such  specifications,  surveys  of 
picture  quality  alone  would  provide  sig- 
nificant information,  although  a  tremen- 
dous number  of  observations  would  have 
to  be  made  if  the  results  were  to  be  of 
much  statistical  significance.  The  utility  of 
a  uhf  station  in  a  canyon-like  city  has  not 
been  determined;  quantitative  data  are 
needed.  TASO  has  no  plans  for  such  tests, 
but  they  should  be  undertaken  if  facilities 
become  available. 
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An  Industry  ™ 
That  Takes 


"Time  Out"  To  Be  Courteous 


Ever  have  a  flat  tire  or  run  out  of  gas  miles  from  a 
service  station  and  have  a  truck  driver  stop  to 
help  you  ? 

If  so,  you  understand  perfectly  what  is  meant 
when  it's  said  that  the  trucking  industry  is  an  in- 
dustry that  takes  "time  out"  to  be  courteous.  And 
it's  plain  to  see,  too,  why  truck  drivers  are  often 
referred  to  as  gentlemen  of  the  highways. 

Courtesy  is  one  of  a  number  of  basic  subjects 


given  top  billing  in  truck  driver  training  programs 
all  over  America.  In  addition  to  helping  stranded 
motorists,  it  involves  the  conscientious  use  of  sig- 
nals, giving  the  other  fellow  the  right  of  way, 
maintaining  the  proper  mental  attitude. 

The  industry's  emphasis  on  courtesy  and  safe 
driving  practices  helps  explain  the  splendid  safety 
record  of  the  nation's  over-the-highway  truck 
drivers. 


AMERICAN  TRUCKING  INDUSTRY 

American  Trucking  Associations,  Inc.,  Washington  6,  D.  C. 


THE  WHEELS  THAT  GO  EVERYWHERE 


184 


BROADCASTING,  March  16,  195? 


OUR  RESPECTS  TO  . . . 

Charles  Carroll  Barry 


When  Bud  Barry  was  a  youngster  in 
Newton,  Mass.,  he  dreamed  of  play- 
ing shortstop  for  a  major  league  team 
or  acting  on  Broadway. 

He  didn't  attain  either  of  these  am- 
bitions. But  he  has  had  a  varied  and 
rewarding  career  as  an  announcer,  radio 
and  television  network  official,  talent 
agency  executive  and  tv  film  company 
vice  president.  Last  January,  Mr.  Barry 
undertook  a  new  assignment  that  he 
considers  "the  most  difficult  and  most 
challenging"  of  his  business  life — the 
presidency  of  the  NTA  Television  (for- 
merly Film)  Network. 

As  a  network  executive  of  long 
standing  at  both  NBC  and  ABC,  Mr. 
Barry  is  aware  of  the  roadblocks  in  the 
path  of  a  fourth  network — station  time, 
availability  of  quality  programming  and 
sponsor  acceptance.  But  Mr.  Barry  is 
a  self-styled  "optimist  and  gambler," 
who  believes  that  "provocative  and  im- 
aginative programming"  can  establish 
the  NTA  Television  Network  as  a  com- 
petitive force  in  the  industry. 

The  Personal  Equation  •  Mr.  Barry 
is  a  tall,  pleasant-faced  individual  with 
a  quick  smile  and  lively  manner.  As- 
sociates describe  him  as  "a  highly-cre- 
ative programming  man  and  a  per- 
suasive salesman  with  a  likable  Irish 
blarney."  He  gives  the  impression  of 
lightheartedness,  of  not  taking  himself 
I  too  seriously;  but  friends  say  he  is 
"hard-headed"  about  business  with  "tre- 
mendous enthusiasm"  for  work  and 
people. 

Charles  Carroll  (Bud)  Barry  was  born 
in  Newton  on  July  1,  1911,  and  attend- 
ed the  local  high  school  (he  has  not  had 
college  training).  He  played  semi-pro- 
fessional baseball  and  participated  in 
local  theatricals  following  graduation. 

"But  nobody  discovered  me — either 
for  baseball  or  the  stage,"  he  recalls. 

He  began  his  business  career  as  an 
office  boy  in  the  advertising  department 
of  the  Boston  Globe  and  remained  there 
for  two  years  until  1934  when  he  joined 
R.  H.  White  Co.  in  that  city  as  a  pub- 
licity assistant  and  junior  copywriter.  In 
1935  he  moved  to  New  York  and 
worked  for  Montgomery  Ward  as  a 
copywriter.  The  following  year,  he  was 
appointed  advertising  manager  of  Gros- 
ner's  Men's  Store,  Washington,  D.C. 

This  position  led  to  Mr.  Barry's 
switch  to  the  broadcasting  field.  Gros- 
ner's  was  sponsoring  a  sports  program 
over  WRC,.  the  NBC  owned-and-op- 


erated  station  in  Washington.  Mr.  Barry 
suggested  that  the  format  be  revised, 
and,  confidently,  voiced  the  belief  that 
he  himself  could  perform  the  broad- 
casting chores.  The  owner  of  the  store 
liked  Mr.  Barry's  self-confidence  and 
gave  him  the  go-ahead  signal.  His  on- 
the-air  delivery  caught  the  attention  of 
the  NBC  management  and  he  was  of- 
fered— and  accepted — a  post  on  the 
Washington  NBC  announcing  staff  in 
February  1937. 

Worth  a  Salary  Cut  •  "I  was  on  cloud 
nine  when  I  was  offered  that  job,"  Mr. 
Barry  remembers.  "I  felt  I  was  begin- 
ning to  find  my  niche.  I  wanted  to  get 


NTA's  president:  enthusiastic 


out  of  the  clothing  business  so  bad  that 
I  took  a  cut  in  salary  from  $240  a 
month  to  $167." 

In  1938,  he  became  night  manager 
of  WRC,  then  the  Red  Network  out- 
let, and  WMAL,  the  Blue  Network 
station,  and  in  1939  was  appointed 
Presidential  announcer  to  Franklin  D. 
Roosevelt.  NBC  assigned  him  as  its 
representative  attached  to  Wendell  Will- 
kie  during  the  latter's  campaign  for  the 
Presidency  in  1940.  From  1939-41, 
NBC  lend-leased  Mr.  Barry  to  the  Na- 
tional March  of  Dimes  during  campaign 
periods  and  he  is  credited  with  having 
organized  the  "Mile  o'  Dimes"  promo- 
tional effort,  which  was  used  in  75  cities 
and  raised  several  million  dollars  for 
the  undertaking. 


In  1941,  Mr.  Barry  was  advanced  to 
eastern  program  manager  of  the  Blue 
Network  and  in  1942,  when  the  network 
became  ABC,  he  was  named  national 
program  manager  of  ABC.  In  1947 
he  was  promoted  to  vice  president  in 
charge  of  radio  programs  and  in  1948 
to  vice  president  in  charge  of  tv. 

Mr.  Barry  rejoined  NBC  in  1950, 
first  as  vice  president  in  charge  of  ra- 
dio programming  and  subsequently  as. 
program  manager  for  the  television  net- 
work as  well.  In  1954  he  resigned  from 
NBC  to  join  the  William  Morris  Agency 
as  a  program  executive.  In  1956  Mr. 
Barry  was  asked  to  organize  the  Loew's 
Inc.  entrance  into  television.  As  vice 
president  in  charge  of  MGM-TV,  he 
supervised  the  leasing  of  MGM's  li- 
brary of  pre- 1948  feature  films  to  tv, 
an  operation  from  which  Loew's  grossed 
more  than  $50  million  in  less  than  a 
year  and  a  half. 

Tapes  and  Kinescopes,  too  •  Mr. 

Barry  revealed  that  the  NTA  Television 
Network  hopes  to  offer  tape  and  kine- 
scope programs  as  well  as  film  shows 
to  stations.  For  the  fall,  Mr.  Barry 
plans  to  make  available  to  network  sta- 
tions a  group  of  programs  in  the  follow- 
ing categories:  daytime  and  nighttime 
variety,  children's  and  service.  In  addi- 
tion, Mr.  Barry  said,  the  network  hopes 
to  utilize  some  of  the  tape  programs  de- 
veloped by  the  NTA-owned  stations. 

Mr.  Barry  believes  the  NTA  network 
can  be  successful  by  "being  exciting, 
different,  getting  away  from  pattern 
programming."  He  maintains  program- 
ming must  be  "a  mirror  of  the  times 
and  the  people's  interests."  He  feels 
viewers  can  be  stimulated  to  watch 
"provocative  shows  that  are  not  stereo- 
typed." 

Mr.  Barry  belongs  to  the  Radio  and 
Television  Executives  Society  of  New 
York,  the  Society  of  Television  Pioneers 
and  the  New  York  chapter  of  the 
Academy  of  Television  Arts  &  Sciences. 
He  is  a  member  of  the  New  York 
Athletic  Club  and  the  Bel  Air  (Calif.) 
Country  Club. 

In  1951,  Mr.  Barry  married  the  for- 
mer Florence  Morris  of  Staten  Island, 
N.Y.,  formerly  director  of  operations 
for  the  Blue  Network.  Mrs.  Barry  has 
created  and  developed  a  unique  busi- 
ness enterprise  in  New  York:  she  heads 
the  Encore  Shops,  which  re-sell  expen- 
sive women's  and  men's  clothing.  Mr. 
Barry  has  a  daughter,  Christina,  18,  by 
a  former  marriage.  He  maintains  homes 
in  New  York  and  Duxbury,  Mass. 

Mr.  Barry's  one  unfulfilled  ambition: 
to  produce  a  Broadway  play  or  musical. 


Programs:  'a  mirror  of  the  times' 
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EDITORIALS 


It's  a  federation  now 

THE  program  labels  it  the  37th  annual  convention  of  the 
NAB.  Actually,  the  sessions  this  week  in  Chicago  con- 
stitute separate  conventions  of  a  score  of  different  entities 
in  broadcasting  meeting  under  the  aegis  of  the  NAB. 

The  main  tent  meetings,  which  run  Monday  through 
Wednesday,  likewise  are  split.  The  radio  sessions  are  sepa- 
rate. So  are  the  tv  sessions.  The  engineers  meet  concurrent- 
ly. No  monumental  issues  will  be  decided.  There  will  be 
informative  speeches,  panels  and  forums. 

Networks  will  meet  with  their  affiliates— separately  for 
radio  and  television.  Maximum  power  telecasters  will 
parley,  as  will  the  uhf  group.  Clear  channel  stations  will  have 
a  do  or  die  session;  syndicators  will  meet  with  their 
customers,  representatives  with  their  station  owners.  Tangible 
results  will  emanate  from  most  of  these  assemblies  because 
they  will  be  dealing  with  their  own  special  problems. 

What  has  happened  is  that  the  NAB,  because  it  cannot 
be  all  things  to  all  segments  of  broadcasting,  necessarily  has 
become  an  innocuous  hub  of  a  federation  of  broadcasters. 
This  has  happened  without  a  preordained  plan  but  rather 
because  of  the  evolution  of  the  broadcast  arts.  NAB  simply 
has  outgrown  its  trade  association  breeches. 

Broadcasting  is  now  a  billion-dollar-plus  business. 
Because  competition  is  intense,  not  only  with  other  media, 
but  intramurally  among  the  broadcast  media,  conflicts  of 
interest  inevitably  have  developed.  These  transcend  the  com- 
petition for  the  advertising  dollar;  they  involve  conflicts  for 
facilities,  conflicts  between  networks  and  their  affiliates, 
conflicts  on  program  availabilities,  and  conflicts  even  on 
regulation  and  legislation. 

The  NAB  is  in  the  middle.  There  is  only  one  area  in 
which  all  these  warring  segments  have  an  indivisible  interest. 
That  is  imbedded  in  the  philosophy  of  free  enterprise  broad- 
casting. The  NAB  should  function  as  the  spokesman  for  all 
segments  of  broadcasting  as  the  legislative  and  public  rela- 
tions umbrella  under  which  all  can  be  protected.  It  should 
in  fact  became  the  "federation"  through  a  fusion  of  all 
groups  who  live  by  the  microphone  and  camera,  and  who 
would  be  destroyed  if  free  broadcasting  perished. 

Following  this  convention,  an  ad  hoc  committee  of  the 
NAB  board  will  be  named  to  negotiate  with  NAB  Chairman- 
President  Harold  E.  Fellows  on  a  new  arrangement  upon 
expiration  of  his  term  June  30,  1960.  The  scope  of  this 
committee,  or  of  a  more  representative  one,  should  go  far 
beyond  the  matter  of  Mr.  Fellows'  contract.  It  should  con- 
sider policy  as  well  as  personnel — all-inclusive  policy, 
looking  toward  the  combining  of  forces  on  the  one  theme  on 
which  all  must  agree,  preservation  of  free  competitive  broad- 
casting. 

The  ideal  structure,  as  we  see  it,  would  be  a  single,  unified 
organization  at  the  top.  There  would  be  a  single  spokesman. 
The  area  of  authority  would  be  broad  public  policy,  legisla- 
tion and  nationwide  public  relations.  This  would  be  a  close- 
knit  compact  organization  of  highly  competent  people. 

This  "federation  of  broadcasting"  would  be  responsible 
to  a  board  representing  every  segment  of  the  radio-tv  arts. 
Each  division  would  have  its  own  director  and  staff,  like  net- 
works, the  TvB,  RAB,  AMST,  Fm  Assn.,  SRA,  film  syn- 
dicators, manufacturers,  state  associations,  educators,  and 
others  having  a  legitimate  stake  in  American  Plan  broad- 
casting. And  each  would  have  a  place  on  the  "federation" 
board. 

A  prerequisite  to  membership  in  any  of  these  divisional 
operations  would  be  membership  in  the  NAB  federation, 
which  would  derive  its  support,  not  necessarily  in  direct  dues 
from  member  broadcasters  or  associates,  but  from  the  special 
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interest  organizations  as  "federation  affiliates".  These  sepa- 
rate organizations  would  pay  their  own  way,  and  get  out  of 
the  federation  precisely  what  they  are  willing  to  put  in. 

State  associations,  which  have  shown  commendable 
growth  and  influence,  should  be  constituents  of  the  "federa- 
tion". Theirs  is  the  grass  roots  job.  With  their  local  dealers 
and  distributors  and  advertising  groups,  they  can  coordinate 
their  battles  against  local  ordinances  and  restrictions  which 
are  becoming  ominous  threats  as  municipalities  seek  to  tap 
new  sources  of  revenue.  These  associations,  legislatively, 
have  done  well  and  would  do  infinitely  better  with  the  feder- 
ation type  of  high  level  guidance  from  Washington. 

To  safeguard  broadcasting's  free  estate  and  to  enhance  its 
prestige,  we  firmly  believe  that  the  federation  idea  or  some 
similar  enlightened  and  effective  approach  is  essential — and 
soon.  The  alternative  will  be  the  propagation  of  a  rash 
of  special  interest  organizations,  going  their  separate  ways, 
to  the  detriment  of  the  arts  of  broadcasting. 

Remembrance 

FOR  37  years  the  nation's  broadcasters  have  held  annual 
conventions,  except  when  there  were  travel  restrictions 
during  World  War  II.  Each  year  there  are  more  new  faces; 
fewer  old  ones.  The  second  generation  is  taking  over. 

In  the  last  month  alone  three  veterans  passed  from  the 
scene.  George  M.  Burbach,  who  as  head  of  KSD-AM-TV 
St.  Louis  long  had  been  an  elder  statesman,  died  at  75. 
John  J.  Louis,  63,  known  best  as  the  co-founder  of  Need- 
ham,  Louis  &  Brorby  and  developer  of  Fibber  McGee  & 
Molly  and  The  Great  Gildersleeve  of  radio  fame  and  Robert 
Montgomery  Presents  for  tv,  but  also  owner  of  several 
Arizona  radio  and  tv  stations,  died  following  a  stroke.  Ike 
Lounsberry,  former  manager  and  part  owner  of  WGR-AM- 
TV  Buffalo,  died  at  60  in  retirement  in  Florida. 

Just  10  days  ago,  Canada's  most  distinguished  broad- 
caster, Harry  Sedgwick,  president  of  CFRB  Toronto,  died 
at  64.  He  had  retired  only  a  few  weeks  earlier  because  of 
ill  health.  He  was  the  man  most  responsible  for  the  creation 
of  the  Canadian  Assn.  of  Broadcasters,  the  counterpart  of 
NAB,  and  for  a  dozen  years  had  been  its  chairman  and 
president. 

All  these  men  made  great  contributions  to  broadcasting 
and  to  their  nations.  They  lived  good  lives.  To  their  families 
go  the  gratitude  of  all  broadcasters,  for  their  friendship, 
guidance  and  selfless  devotion  to  the  art  they  helped  pioneer. 


Drawn  for  BROADCASTING  by  Sid  Hii 


"Remember  that  winning  recipe  .  .  .  ?" 

BROADCASTING,  March  16,  1959 


this  is  the  Piedmont  Industrial  Crescent . . . 


wd  it's  Dominated  by 


tuf  my-tv 


The  Piedmont  Industrial  Crescent  is  a  unique  concentration 
of  buying  power ...  a  vast  "area  laboratory". . .  stretching 
across  the  productive  Piedmont  section  of  North  Carolina, 
South  Carolina  and  Virginia. 

It  is  a  vast  urban  complex  created  by  bustling  cities, 
booming  industry  and  big  agricultural  purchasing  power  where 
millions  of  your  customers  WORK,  EARN,  SPEND. 

Strategically  located  at  the  hub  of  this  big  year-round 
market  is  WFMY-TV. . .  the  most  powerful  selling 
influence,  by  far. 


^\This  Is  North  Cmi'm's  Interurbia 

.  .  The  largest  metropolitan  market  in 
the  two  Carolinas.  Here,  WFMY-TV 
dominates  because  it  serves  .  .  .  sells. 
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I 

S  J 


«882sSSfc 


tuf  my-tv 

GREENSBORO,    N .  C. 


Represented  by  Harrington,  Righter  and  Parsons,  Inc.,  New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 


television   station  representatives 
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Eisenhower  sparks  drive  for  legislative  relief  on  Sec.  315 
Big  issues,  big  events  make  NAB  convention  unusual 
$1  million  war  chest:  telecasters  to  fight  smear  attacks 
Cunningham  &  Walsh:  how  tv  won  votes  for  Rockefeller 


Page  31 
Page  50 
Page  51 
Page  84 


WHEELING:  3/5  TV  MARKET 


^Television  Magazine 


One  Station  Reaching  The  Booming  Upper  Ohio  Valley 

" 


NO.  11  IN  A  SERIES: 

ALUMINUM 


Right  in  the  heart  of  the  prosperous 
36-county  WTRF-TV  area  is  the  massive 
uminum  rolling  mill  of  the 
Olin  Mathieson  Chemical  Corporation 
at  Hannibal,  Ohio.  It  will  reach 
full  production  this  year  with 
a  yearly  capacity  of  120,000,000  pounds 
of  rolled  aluminum  products,  such 
as  aluminum  plate,  sheet  and  coils. 
The  thousand  employees  are  a  vital 
statistic  for  alert  advertisers 
in  the  WTRF-TV  area  where  2  million 
people  have  an  annual  spendable 
income  of  2y2  billion  dollars, 
an  area  where  WTRF-TV  influences 
buyers  in  425,196  TV  homes. 


For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manager, 
at  CEdar  2-7777. 
National  Rep.,  George  P, 
Hollingbery  Company. 


316,000 


SlCi 


network  color 


WHEELING  7,  WEST  VIRGINIA 


a  market  thatf! 


LOOK  AT  THE  RICH 
DALLAS-FORT  WORTH  MARKET. 

...  and  the  best  way  to  see  it  is  through  KRLD-TV  in 
Dallas  .  .  .  covering  more  than  656,000  TV  Homes  .  .  . 
the  greatest  TV  Circulation  in  the  South!  Ask  any 
Branham  man. 


John  W.  Runyon 
C/ioirmon  of  the  Board 


Clyde  W.  Rembert 

President 


DALLAS 


HERALD  STATIONS 


Ckomd4,VoIkA 

MAXIMUM    POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts. 
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CLOSED  CIRCUIT* 


Quiet  man  •  After  having  worked 
quietly  for  two  years,  C.  Wrede  Peters- 
meyer,  Corinthian  stations  head, 
emerged  from  NAB  convention  in  Chi- 
cago last  week  with  new  leadership 
prestige.  As  tv  board  member,  he  had 
spearheaded  effort  to  launch  public  re- 
lations counter-offensive  against  print 
media  and  political  critics,  and  he 
logically  was  named  chairman  of  nine- 
man  committee  to  undertake  what  may 
be  $1  million  campaign  (story  page 
51).  Another  committeeman,  Jack  Har- 
ris, KPRC-TV  Houston,  three  years 
ago  had  been  head  of  information  com- 
mittee which  advocated  similar  nation- 
wide effort,  only  to  see  it  pigeonholed. 
Information  committee  will  hold  it's 
first  meeting  in  New  York  this  Friday. 

"Best  convention  yet"  was  prepon- 
derant comment  following  NAB's  first 
ownership-management  sessions  in  Chi- 
cago last  week.  All  sessions  were  better 
attended  and  heavy  equipment  exhib- 
itors generally  reported  more  actual 
business  signed  than  ever  before.  So 
did  station  brokers  who  reported  nu- 
merous new  listings. 

No  revolt  now  •  Despite  dissatisfaction 
in  some  quarters,  no  organized  effort 
to  change  NAB  structure  was  apparent 
at  last  week's  Chicago  convention. 
Number  of  important  station  operators, 
however,  freely  stated  they  would  re- 
sign unless  trade  association  is  reorient- 
ed to  operate  more  effectively  in  legis- 
lative and  public  relations  areas  and 
with  less  emphasis  on  other  activities, 
except  for  employe  relations. 

Of  significance  in  this  regard  was  tv 
membership  action  in  unanimously  ap- 
proving "information"  campaign  "in 
liaison  with"  NAB  but  to  be  separately 
staffed,  operated  and  financed.  Nine- 
man  committee  appointed  by  President 
Harold  E.  Fellows  was  identical  with 
recommendations  of  tv  board  members. 

Co-op  tv  network  •  NTA  Television 
Network  officials  were  reported  to  have 
sounded  out  station  operators  during 
NAB  convention  on  plan  whereby  net- 
work would  offer  outlets  up  to  20  hours 
of  programming  (both  taped  and  filmed) 
on  co-op  basis.  It  was  believed  plan 
would  permit  stations  to  sell  part  of  the 
programs.  Programming  said  to  include 
some  of  taped  shows  now  carried  on 
NTA-owned  WNTA-TV  Newark,  such 
as  Mike  Wallace  Interview,  Martin 
Gabel's  Roundtable,  and  Alex  in  Won- 
derland, plus  variety  show,  children's 
program  and  90-minute  specials. 


WAGA  on  block  •  Storer  Broadcasting 
board  meets  today  (Monday)  to  con- 
sider bids  to  buy  WAGA  Atlanta,  Ga. 
Storer  must  sell  one  am  station  to  keep 
within  maximum  seven  station  owner- 
ship in  light  of  purchase  of  KPOP  Los 
Angeles  (Broadcasting,  March  16). 
Price  for  WAGA  expected  to  be  be- 
tween $800,000  and  1  million. 

Unregistered  delegate  •  Although  no 
trial  date  yet  set,  Justice  Dept.  apparent- 
ly is  serious  in  prosecuting  its  antitrust 
suit  against  six  tv  film  distributing  com- 
panies. During  NAB  convention,  Jus- 
tice lawyer  interviewed  several  tele- 
casters,  seemed  particularly  keen  to 
learn  whether  they  had  to  take  films 
they  did  not  want  to  get  films  they  did 
want.  Suit,  alleging  block  booking,  was 
filed  in  March  1957  against  Loew's 
Inc.  (MGM),  C&C  Super  Corp.  (RKO), 
Screen  Gems  (Columbia),  Associated 
Artists  Production  (Warner  Bros.),  Na- 
tional Telefilm  Assoc.  (20th  Century- 
Fox)  and  United  Artists. 

Public  issues  •  While  not  yet  ready  for 
announcement,  two  station  organiza- 
tions (both  radio  and  tv)  shortly  plan 
to  effect  public  stock  issues,  in  general 
following  Storer  Broadcasting  Co.  pat- 
tern and  recent  Wolf  son  (Wometco  En- 
terprises Inc.)  project.  In  each  instance, 
present  principals  would  hold  operating 
control  with  minorities  offered  invest- 
ing public. 

Hardesty  to  Hamilton  •  Jack  Hardesty, 
vice  president-general  manager  of  Radio 
Advertising  Bureau,  will  leave  May  1 
to  join  Hamilton,  Stubblefield  &  Twi- 
ning, station  brokerage.  He  will  re- 
place W.  R.  Twining  who  has  resigned 
as  West  Coast  member  of  firm  which 
so  far  retains  firm  name  despite  depar- 
ture recently  of  Mr.  Twining  and  that 
some  time  ago  of  William  T.  Stubble- 
field.  Ray  V.  Hamilton,  surviving  part- 
ner, is  operating  firm. 

Mr.  Twining  will  remain  in  San 
Francisco,  it's  understood,  and  will  oper- 
ate in  industrial  and  commercial  real 
estate  brokerage  and  finance.  Mr.  Stub- 
blefield, since  leaving  firm  several 
months  ago,  has  operated  consultancy 
in  Washington,  D.C. 

Business  is  booming  at  RAB.  In  first 
15  business  days  of  March,  new  mem- 
berships totaled  34 — more  than  had 
been  recorded  in  any  previous  full- 
month  period  in  RAB's  six-year  history. 
With  these  additions,  RAB  station  mem- 
bership now  stands  at  935. 


Dealers  change  •  FCC  achieved  agree- 
ment with  one  top  Defense  Dept.  of- 
ficial to  negotiate  on  exchange  of  fre- 
quencies to  make  more  room  for  vhf  tv 
story  page  56),  but  it  will  conduct 
negotiations  with  another — his  succes- 
sor. It  was  Paul  W.  Goldsborough,  De- 
fense Dept.  director  of  telecommuni- 
cations policy,  who  assured  FCC  of 
willingness  to  explore  spectrum  swap. 
It  will  be  William  Hatton,  former  IT&T 
official,  with  whom  FCC  makes  explora- 
tion. Mr.  Goldsborough  retires  March 
30,  and  Mr.  Hatton  replaces  him. 

Mr.  Roadblock  •  Rep.  Martha  Griffiths 
(D-Mich.)  is  pulling  all  stops  in  efforts 
to  get  House  Rules  Committee  airing  of 
her  resolutions  permitting  radio-tv  cov- 
erage of  House  proceedings  and  hear- 
ings. Rep.  Griffiths,  who  is  candidate  for 
judgeship  on  Michigan  criminal  court, 
has  been  buttonholing  Democratic 
leaders,  many  of  whom  privately  favor 
lifting  of  ban.  They  will  not,  however, 
openly  oppose  edict  of  Speaker  Sam 
Rayburn  (D-Tex.).  She  admits  proposal 
has  no  chance  as  long  as  Mr.  Sam  con- 
tinues opposition  but  feels  Rules  Hear- 
ing Committee  would  help  induce 
proper  climate  for  future. 

History  project  •  Broadcasting  "Hall  of 
Fame"  project,  first  proposed  by  Broad- 
cast Pioneers,  has  entered  planning 
stage.  With  more  than  $10,000  in  seed 
money  already  pledged,  James  Car- 
mine, museum  and  archives  expert,  has 
been  retained  by  NAB  special  commit- 
tee on  advice  of  Smithsonian  Institu- 
tion to  explore  feasibility  of  project. 
He  will  interview  leading  figures  in 
broadcasting  to  ascertain  availability  of 
historic  equipment  and  other  materials 
for  museum  display. 

Wrong-way  wetbacks  •  Broadcasters 
on  American  side  of  Mexican  border 
are  being  plagued  by  new  competitive 
problem — lease  of  Mexican  facilities  to 
U.S.  operators  who  maintain  studios  in 
this  country.  Automation  is  catalyst, 
according  to  complaints.  U.S.  "lessees" 
tape  record  programs  and  commercials 
in  U.S.  and  ship  them  across  border, 
thus  circumventing  necessity  of  FCC 
approval  of  programs  transmitted  across 
boundaries  by  wire  lines. 
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Cleveland 
lias 


WITH  WJW-TV'S  BIG  MOVIES 


WJW-TV  has  skyrocketed  to  the  top  with  the  BIS  STARS 
in  all  THE  BIS  MOVIES  from  WARNER  BROS.,  20TH 
CENTURY,  and  UNITED  ARTISTS.  Add  to  these  the  great 
new  PARAMOUNT  FEATURES  and  you  have  a  galaxy  of 
stars  selling  for  you.  Represented  by  the  Katz  Agency,  Inc. 

IjQiStorer  Television 


"Famous  on  the  local  scene" 

WJW-TV 

CHANNEL  8 
CBS  •  CLEVELAND  OHIO 


WJW-TV  Cleveland   .  WJBK-TV  Detroit  •  WSPD -TV  Toledo  •  WAGA-TV  At.anta  .  WITI -TV  Milwauk 


WEEK  IN  BRIEF 


The  station  merchandising  plan  •  Do  it  right  or  don't 
do  it,  warns  an  agency  supervisor  of  broadcast  media 
who  should  know  what  she  is  talking  about.  Muriel 
Bullis,  of  Erwin  Wasey,  Ruthrauff  &  Ryan,  Los  Angeles, 
writes  in  this  week's  Monday  Memo  that,  after  all,  the 
agency's  "primary  interest  is  in  the  medium  and  not  its 
extra  features."  Page  29. 


Equal  time  relief  in  sight  •  President  terms  effect  of  recent  FCC  ruling 
on  Sec.  3 1 5  "ridiculous"  and  tells  Attorney  General  to  recommend  reme- 
dial legislation.  Congressional  temperament  is  such  that  searching  over- 
haul of  Sec.  315  is  in  the  making.  Page  31. 


Spot  tv  honors  to  P&G  •  Procter  &  Gamble  takes  top  place  in  gross  billing 
in  spot  tv;  ranks  No.  1  for  largest  brand  expenditure  (Zest)  and  with 
network  combined  holds  unchallenged  exlusivity  with  $84.5  million. 
TvB's  breakdown  on  1958  spot  figures.  Page  36. 


Publish  the  rates  •  Jayne  Shannon  of  J.  Walter  Thompson  says  stations 
who  give  rates  "on  request"  shake  advertiser  faith  in  spot  media.  Page  46. 

What  does  tv  do  for  the  candidate?  •  Survey  by  Cunningham  &  Walsh 
shows  how  medium  proves  big  boon  to  the  politician.  Page  84. 

CBS-TV  business  upbeat  •  "Year  of  the  doldrums"  has  been  replaced  by 
"year  of  opportunity,"  CBS-TV  affiliates'  annual  conference  is  told.  Wash- 
ington situation,  news  coverage,  programming,  technical  developments  are 
among  other  topics  covered  at  pre-NAB  meeting  in  Chicago.  Page  88. 
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In  the  Big,  Rich 
Southwest  .  .  . 

K  W  FT 

Wichita  Falls,  Texas 
delivers 

mm 


NCS  No.  2 
CIRCULATION 


Based  on  NCS  #2  weekly  daytime  cir- 
culation (108,300  homes),  KWFT  delivers 
the  73rd  market  in  the  U.S.  Includes  77 
counties  with  over  $1V4  billion  total  re- 
tail sales  (Consumer  Markets,  1958). 

AT  LOWEST 
COST  PER  1000 

PLUS 

mm 

BONUS  COVERAGE 


...  in  KWFT's  gigantic  Vi  mv/m  area: 
1,201,407  total  households;  nearly  $5 
billion  total  retail  sales! 

See  your  H-R  representative 
or  Clarke  Brown  man 


WICHITA  FALLS,  TEXAS 
5  K  W 

BEN  LUDY         a*  620 

Pres.  &  Gen.  Mgr.      Day  &  Night 
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bred  American  Hereford.  Kansas  City 
tons  of  it  every  day. 


-      cisic  CBS. 


YOUR  STAKE  IN  KANSAS  CITY 


And  a  whopping  big  stake  it  is  in  the  steak  capi- 
tal. Survey  after  survey,  KCMO-TV  has  more 
quarter-hour  firsts  (according  to  ARB  and  Niel- 
sen) than  any  other  station. 

And  KCMO-TV  reaches  its  dominant-size  audi- 
ence in  the  million-population  Kansas  City  mar- 


ket by  broadcasting  at  maximum  power  from  the 
world's  tallest  self-supported  tower.  Your  mes- 
sage is  delivered  with  full  electronic  impact. 

Stake  your  claim  here.  Do  it  with  Mid-America's 
No.  1  station  in  size  of  audience,  picture  clarity 
and  sales  success. 


/ 


KANSAS  CITY  KCMO  KCMO-TV  The  Katz  Asencv 

SYRACUSE  WHEN  WHEN-TV  The  Katz  Agency 

£H£f,NJX  KPH0  KPHO-TV  The  Katz  Agency 

OMAHA  WOW  WOW-TV  John  Blair  &  Co.— Blair-TV 


Kansas  City,  Missouri 

Joe  Hartenbower,  General  Mgr. 
Sid  Tremble,  Station  Mgr. 


Represented  nationally  by  Katz  agency. 
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McCaw,  Keating  part 

Fifteen  year  association  between  J. 
Elroy  McCaw  and  John  D.  Keating 
has  come  to  end.  Transaction  estimated 
at  overall  $2  million  made  known  Fri- 
day. Details: 

Mr.  McCaw  takes  over  Mr.  Keating's 
25%  interest  in  Gotham  Broadcasting 
Corp.  (WINS  New  York).  Mr.  Keating 
takes  over  Mr.  McCaw's  50%  interest 
in  Island  Broadcasting  Co.  (which  owns 
50%  of  KONA  [TV]  Honolulu),  and 
100%  interest  in  KDAY  Santa  Monica, 
Calif.  Mr.  Keating  also  takes  possession 
of  $355,000  in  notes  received  from  Bar- 
tell  Group  when  McCaw-Keating  sold 
KYA  San  Francisco  to  Bartells  last  year 
for  about  $1  million. 

After  transaction  cleared  with  FCC, 
Mr.  McCaw  will  own  outright  WINS 
New  York,  KTVW  (TV)  Tacoma- 
Seattle,  50%  of  KELA  Centralia  and 
33i/3%  of  KALE  Richland,  in  Wash. 
Gotham,  at  present  50%  owner  of 
KTVR  (TV)  Denver,  is  buying  out 
other  50%  held  by  Radio  Hawaii 
(Founder's  Corp.)  for  $160,000 
(Broadcasting,  March  16);  this  then 
will  be  100%  owned  by  Mr.  McCaw. 
Mr.  Keating  will  have  sole  ownership 
of  KDAY  and  full  half-interest  in 
KONA. 

Mutual  sale  hung  up 
as  3rd  group  involved 

Prospective  sale  of  Mutual  to  Mal- 
colm Smith  group  remained  unconsum- 
mated  late  Friday  night.  Terms  seemed 
close  enough  that  lawyers  had  taken 
over  chief  role  in  negotiations,  presum- 
ably working  out  fine  print.  Talks  ran 
until  1:30  a.m.  Friday  morning,  re- 
sumed that  afternoon  and  continued  into 
night. 

Negotiations,  which  had  been  two- 
sided  since  Mr.  Smith  purchased  option 
on  network  two  weeks  earlier  (at  dead- 
line, March  9),  became  three-sided 
Thursday  when  insurgent  Scranton 
Corp.  stockholders  deposed  Hal  Roach 
Jr.  as  chairman  of  company  which  owns 
both  Hal  Roach  Studios  and  Mutual. 
James  D.  Johnson,  Scranton  president, 
became  chief  executive  officer.  Mr. 
Roach  was  busy  Friday  testifying  be- 
fore Manhattan  grand  jury. 

Terms  of  sale  under  discussion  en- 
vision Mr.  Smith's  group  taking  over 
network's  $1,050,000  in  obligations, 
conditioned  on  6-month  deferral  of 
demands  from  creditors.  Mr.  Smith  pre- 


Harris'  deadline 

Under  urging  of  Rep.  Oren 
Harris  (D-Ark.)  to  come  up  with 
pay  tv  test  plan  before  Easter, 
FCC  held  short  meeting  on  sub- 
ject Friday  morning  (March  20) 
and  plans  second  meeting  today 
(Monday). 

If  commissioners  fail  to  reach 
agreement  on  how  to  conduct 
proposed  tests — to  which  Rep. 
Harris  is  agreeable — congress- 
man plans  to  push  for  congres- 
sional action  on  his  bill  limiting 
each  pay  system  to  test  in  only 
one  city.  Commission  formerly 
had  proposed  much  broader  tests 
and  has  taken  issue  with  Rep. 
Harris'  position  that  it  has  juris- 
diction over  wired  systems. 


sumably  would  agree  to  meet  current 
expenses,  estimated  at  $350,000  month- 
ly. Network  now  is  paying  AT&T, 
major  creditor,  $35,000  in  advance 
each  week.  Under  another  of  discussed 
terms,  new  Mutual  management  would 
allot  radio  time  to  Scranton  Corp.  and 
Hal  Roach  Studios. 

Earlier  in  week,  in  rapid  series  of 
legal  maneuvers:  (1)  A.L.  Guterma, 
ex-president  of  Mutual  and  of  F.L. 
Jacobs  Co.,  was  indicted  by  federal 
grand  jury  on  various  stock  charges; 
(2)  federal  court  in  New  York  ordered 
Jacobs  company  into  receivership;  (3) 
Michigan  court  ordered  company  into 
still  another  receivership,  and  (4)  while 
those  two  receivers  were  debating  juris- 
diction, federal  court  in  Detroit  ordered 
company  into  trusteeship  under  federal 
bankruptcy  laws.  Counsel  for  first- 
named  receivers  and  for  Securities  & 
Exchange  Commission  were  in  Detroit 
Friday  seeking  to  have  trusteeship  set 
aside. 

KNOK,  WKDA  Sold 

KNOK  Ft.  Worth  (970  kc,  1  kw-d) 
and  WKDA  Nashville  (1240  kc,  250  w) 
sold  by  John  W.  Kluge  to  Townsend 
Investment  Co.,  Short  Hills,  N.J.,  and 
singer  Pat  Boone  for  reported  $1  mil- 
lion, subject  to  FCC  approval. 

Townsend,  whose  holdings  include 
International  Growth  Fund  (mutual 
fund)  and  controlling  interest  in  Resort 
Airlines,  is  making  first  entry  into  broad- 
casting.  Morris  Townsend,  president, 


had  minor  interest  in  WBYN  Brooklyn 
in  early  40's.  He  indicated  group  is 
interested  in  acquiring  other  radio-tv 
properties.  Mr.  Boone  became  member 
of  Townsend  advisory  board  several 
weeks  ago. 

Mr.  Kluge  is  chairman  and  president 
of  Metropolitan  Broadcasting  Co.  (see 
page  10)  but  held  KNOK  and  WKDA 
on  his  own.  Purchasers  said  Stewart  J. 
Hepburn,  now  vice  president  and  gen- 
eral manager  of  KNOK,  and  Jack 
Stapp,  who  holds  same  title  with 
WKDA,  would  each  become  president 
of  respective  stations. 

Oversight,  Judiciary 
name  probe  counsel 

Robert  W.  Lishman  has  been  re-ap- 
pointed chief  counsel  of  House  Legis- 
lative Oversight  Subcommittee,  effective 
April  1,  Chairman  Oren  Harris  (D- 
Ark.)  announced  yesterday  (Sunday). 
Mr.  Lishman,  Washington  attorney, 
first  was  named  chief  counsel  year  ago 
after  committee  had  fired  Bernard 
Schwartz.  Last  January,  he  reverted  to 
consultant  basis,  sharing  his  time  with 
committee  and  private  practice. 

In  Senate  last  Friday,  Sen.  Everett 
Dirksen  (R-Ill.)  announced  that  Corne- 
lius Kennedy  has  been  named  minority 
counsel  of  Judiciary  Subcommittee  on 
Administrative  Practices  &  Procedures. 
Mr.  Kennedy  is  member  of  Chicago 
law  firm  of  Mayer,  Friedlich,  Spiess, 
Tierney,  Brown  &  Piatt.  He  received 
LLB  from  Harvard  in  1948.  Colorado 
Judge  Joseph  McDonald  was  named 
chief  counsel  of  Senate  subcommittee 
three  weeks  ago  (Broadcasting,  March 
9). 

Other  sales 

Station  sales,  both  subject  to  FCC 
approval,  announced  Friday: 

KHON  Honolulu  •  Sold  by  H.  G. 
Wells  Jr.  and  associates  to  Jock  Fern- 
head,  manager,  WINS  New  York,  for 
$125,000.  Transaction  actually  involves 
assignment  of  license  of  5  kw  on  1380 
kc  to  KHON  Broadcasting  Co.,  owned 
by  Mr.  Fernhead,  for  no  consideration. 
Mr.  Fernhead,  however,  is  buying 
KHON's  equipment  from  San  Fran- 
cisco attorney  George  Davis  for 
$125,000. 

KHAT  Phoenix  •  Sold  by  Geoffrey 
A.  Lapping  to  Harvey  R.  Odom,  station 
general  manager  and  33V6%  owner  of 
Continues  on  page  10 
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KHEY  El  Paso  and  25%  of  KMOP 
Tucson,  for  $73,000.  Mr  Odom  also 
owns  49%  of  applicant  for  am  in  San 
Antonio.  KHAT  is  500  w  day  on 
1480  kc. 

Live  mike  in  Moscow 

NBC  annnounced  Friday  (March  20) 
that  Joseph  Michaels,  its  Rome  corre- 
spondent, has  been  granted  Soviet  visa 
and  will  arrive  with  his  family  in  Mos- 
cow on  April  1 .  He  will  exchange  posts 
with  Irving  R.  Levine,  who  leaves  Mos- 
cow April  10  for  Rome. 

NBC  said  it  expected  Mr.  Michaels 
would  obtain  microphone  privileges  So- 
viets took  away  from  Mr.  Levine  in 
December  on  charge  of  violating  cen- 
sorship regulations  in  presenting  inter- 
view with  Sen.  Hubert  Humphrey  when 
legislator  was  visiting  Russia  (Broad- 
casting, Dec.  29,  1958).  Mr.  Levine 
has  been  telephoning  his  material  to 
London  with  recording  made  there  and 
then  broadcast  to  U.S. 

Hayes  off  days 

ABC-TV  announced  Friday  that  day- 
time Peter  Lind  Hayes  Show  would  be 
dropped  after  April  10  broadcast.  Gi- 
raud  Chester,  vice  president  in  charge 
of  network's  daytime  programming, 
said  "decision  was  in  accordance  with 


Crisis  in  cup 

William  Black,  president  of  cof- 
fee producer  Chock  Full  o'  Nuts 
Corp.,  long  critical  of  advertising 
tactics  of  Tea  Council,  has 
brought  his  grievance  to  Federal 
Trade  Commission.  In  letter  to 
FTC  Chairman  John  W.  Gwynne, 
Mr.  Black  accuses  council  of 
"false  and  misleading  advertising 
derogatory  to  coffee  industry." 
Referring  to  tv  commercials  show- 
ing haggard  coffee  drinker  being 
advised  to  change  beverages,  Mr. 
Black  urges  action  against  "such 
advertising  brickbats." 


Mr.  Hayes'  reluctance  to  reduce  length 
of  the  show  30  minutes."  Program  now 
scheduled  across-the-board  11:30  a.m.- 
12:30  p.m.  On  April  13  ABC-TV  be- 
gins new  12-1  p.m.,  2-6  p.m.  hours  for 
daytime  programming. 

•  Business  briefly 

•  Glamorene  Inc.  (rug  cleaner),  Clifton, 
N.J.,  starting  spot  tv  and  radio  cam- 
paigns April  7  and  continuing  for  vari- 
ous lengths  of  time.  Tv  spots,  initially, 
will  be  on  two  channels  in  first  15 


markets  for  four-  to  six-week  schedules. 
Number  of  spots  per  week  varies  with 
high  of  55  set  for  Los  Angeles.  Three- 
week  radio  drive  will  go  into  some  30 
cities  with  25  spots  per  week.  Jules 
Power  Productions  Inc.,  N.Y.,  is  agency. 

•  Pillsbury  Co.,  Minneapolis,  after  26 
weeks  of  52-week  contract,  this  month 
is  terminating  sponsorships  of  quarter- 
hours  on  alternate  weeks  in  six  NBC- 
TV  daytime  shows.  New  order  totaling 
some  $2  million  to  be  announced  this 
week,  replacing  Pillsbury  loss,  network 
reports.  Pillsbury's  programs  included 
Treasure  Hunt,  Price  Is  Right,  Concen- 
tration, Tic  Tac  Dough,  It  Could  Be 
You  and  Queen  for  A  Day.  Pillsbury's 
agencies  are  Leo  Burnett  Co.,  Chicago, 
and  Campbell-Mithun,  Minneapolis. 

•  Whitehall  Labs  (division  of  American 
Home  Products  Corp.)  will  co-sponsor 
Naked  City  (ABC-TV  Tues.  9:30-10 
p.m.)  on  behalf  of  Anacin,  Dristan. 
Mist  and  Aero-Shave,  beginning  March 
31.  Agency:  Ted  Bates.  Alternate  spon- 
sor is  Brown  &  Williamson  Tobacco  Co. 

•  New  York  Stock  Exchange  appoints 
Compton  Adv.,  N.Y.,  as  its  advertising 
agency,  effective  May  20,  replacing 
Calkins  &  Holden,  N.Y.  Exchange's 
budget  is  $1  million  for  1959.  Media 
plans  not  disclosed. 


WEEK'S  HEADLINERS 


Alexander  (Sandy)  Stronach  Jr.,  for- 
merly vp  of  Music  Corp.  of  America  and 
vp  in  charge  of  ABC-TV,  appointed  vp  in 
charge  of  sales  of  Flamingo  Telefilm  Sales, 
N.Y.  Mr.  Stronach  will  supervise  both 
national  and  syndicated  sales  for  Flamingo, 
which  was  consolidated  with  Pyramid 
Productions  last  month  in  purchase  by 
Buckeye  Corp.  (Broadcasting,  Feb.  9). 
Mr.  Stronach  was  previously  with  William 
Morris  agency  and  before  that  was  manager  of  talent  de- 
partment, radio  division,  Young  &  Rubicam. 


Mr.  Stronach 


radio 


John  W.  Kluge,  chairman  of  board 
of  Metropolitan  Broadcasting  Corp. 
(WNEW-AM-FM-TV  New  York,  WTTG 
(TV)  Washington  and  WHK-AM-FM 
Cleveland),  elected  by  company's  board  of 
directors  to  additional  post  of  president. 
He  replaces  Richard  D.  Buckley,  who 
was  elected  vp  of  corporation  and  con- 
tinues as  president  of  WNEW  division. 
Mr.  Kluge,  who  has  interests  in  five  other 
stations  and  one  other  tv  station,  is  also  president  of 


Kluge  &  Co.,  Washington,  D.C.,  food  brokers.  Elected  to 
fill  vacancies  on  Metropolitan  Broadcasting's  board  were 
Lloyd  M.  Bauman,  president  of  Bankers  Security  Life  In- 
surance Society,  N.Y.,  and  J.  Lincoln  Morris,  partner  in 
law  firm  of  Seligson,  Morris  &  Neuberger,  N.Y.  Mr.  Kluge 
sold  two  of  his  stations  last  week  (story,  page  9). 

George  J.  Abrams,  who  last  month  re- 
signed as  Revlon's  advertising  vp  (Week's 
Headliners,  Feb.  23),  has  been  named 
president  and  chief  executive  officer  of 
newly-formed  Cosmetics  Toiletries  Div., 
Warner-Lambert  Pharmaceutical  Co.  Mr. 
Abrams,  chairman  of  radio-tv  committee 
of  Assn.  of  National  Advertisers,  will  have 
full  responsibility  for  W-L's  Richard 
Hudnut,  DuBarry  and  Sportsman  lines. 
New  division  had  been  part  of  Family  Products  Div.  which, 
under  continued  head  of  John  S.  Hewitt,  will  market  com- 
pany's proprietary  pharmaceuticals  and  related  products. 
Mr.  Abrams  spent  four  years  at  Revlon,  prior  to  which  he 
was  vp  of  advertising  and  sales  for  Block  Drug  Co.  Earlier 
he  was  with  Eversharp  Inc.,  Anacin  Co.  (now  part  of  Ameri- 
can Home  Products)  and  National  Biscuit  Co. 
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KLZ-TV  is  still  ni 


er  1 


. . .  so  what's  new 


Again  the  highest  share  from  sign  on  to 
sign  off,  seven  days  a  week  in  both  the  one  and 
four  week  ARB  surveys. 
Four  week  survey  gives  KLZ-TV  53  of  the 
top  100  programs,  25  of  which  are  KLZ-TV 
non-network  shows. 

KLZ-TV  has  seven  of  the  top  10  syndicated 
shows  and  21  of  the  top  25  non-network  shows. 
KLZ-TV  continues  to  have  the  highest  rated 
news  both  day  and  night:  also  the  highest  rated 
weather  and  sports  programs. 


FLASH!  KLZ-TV' s  dominance  reconfirmed 
by  Denver's  first  Nielsen,  just  received. 


TELEVISION 
CBS  in  DENVER 
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The  HOT  SHOWS 


aft 
fm 


H 


MACKENZIE'S 
RAIDERS 

starring  RICHARD  CARLSON 


BOLD  VENTURE 

starring  DANE  CLARK 

introducing  JOAN  MARSHALL 


starring  LLOYD  BRIDGES 


HIGHWAY 
PATROL 

starring  BRODERICK  CRAWFORD 


BUFFALO 

WBEN-TV 


SHARE 

23.5  RATING 

BEATS  Groucho  Marx,  Wells 
Fargo,  "M "  Squad,  Thin 
Man,  Peter  Gunn,  Steve  Al- 
len and  many  others. 

Jan.  '59 


PENSACOLA 

WEAR-TV 

51.2 

SHARE 

35.8  RATING 

BEATS  Wyatt  Earp,  Wanted 
— Dead  or  Alive,  Ann  Soth- 
ern,  Garry  Moore,  Steve 
Allen,  Maverick  and  many 
others. 

Jan.  '59 


ST.  LOUIS 
KTVI 

50.0 

SHARE 

32.7  RATING 

BEATS  Perry  Como,  Ann 
Sothern,  77  Sunset  Strip, 
Wells  Fargo,  Lawman,  Play- 
house 90  and  many  others. 

Jan.  '59 


DALLAS-FT.  WORTH 

WFAA-TV 

39.8 

SHARE 

23.5  RATING 

BEATS  Alfred  Hitchcock, 
Wells  Fargo,  Texan,  Groucho 
Marx,  Playhouse  90,  Red 
Skelton  and  many  others. 


RATINGS  SHOWN  ARE  PULSE  OR  ARB. 


come  from  ZIV! 


AUSTIN,  MINN. 

KMMT 

34.4 

SHARE 

21.6  RATING 

BEATS  Phil  Silvers,  Perry 
Mason,  Yancy  Derringer, 
Restless  Gun,  Bob  Hope, 
Dinah  Shore  Chevy  Show 
and  many  others. 

Jan.  '59 


CLEVELAND 

KYW-TV 

40.6 

SHARE 

17.4  RATING 

BEATS  Rawhide,  Jack  Benny, 
Dragnet,  I  Love  Lucy,  Texan, 
Ed  Sullivan  and  many  others. 

Feb.  '59 


SAN  DIEGO 
KFMB-TV 

44.4 

SHARE 

27.4  RATING 

BEATS  Red  Skelton,  Perry 
Como,  Ernie  Ford,.  -I  Lave 
Lucy,  Phil  Silvers,  Wyatt 
Earp  and  many  others. 

Jan.  '59 


MILWAUKEE 

WTMJ-TV 

48.1 

SHARE 

29.4  RATING 

BEATS  Desilu  Playhouse, 
Groucho  Marx,  "M"  Squad, 
Danny  Thomas,  Steve  Allen, 
Gunsmoke  and  many  others. 

Jan.  '59 


DENVER 

KLZ-TV 

42.5 

SHARE 

23.2  RATING 

BEATS  Ann  Sothern,  Wyatt 
Earp,  Naked  City,  Lineup, 
Wanted  —  Dead  or  Alive, 
Texan  and  many  others. 

Jan.  '59 


CINCINNATI 

WLW-T 

38.0 

SHARE 

20.3  RATING 

BEATS  Gale  Storm,  D.  A.'s 
Man,  Yancy  Derringer,  Bob 
Cummings,  Cimarron  City, 
Ed  Sullivan  and  many 
others. 

Feb.  '59 


Greenville-Spartanburg 

WFBC-TV 

63.1 

SHARE 

31.4  RATING 

BEATS  Perry  Mason,  Perry 
Como,  Lorefta  Young,  Rifle- 
man, Restless  Gun,  Yancy 
Derringer  and  many  others. 

Jan.  '59 


PORTLAND,  ORE. 

KGW-TV 

41.5 

SHARE 

38.9  RATING 

BEATS  Jack  Benny,  Ed  Sul- 
livan, Wanted  —  Dead  or 
Alive,  Garry  Moore,  Wells 
Fargo,  Loretta  Young  and 
many  others. 

Jan.  '59 


Albany  Schenectady-Troy 

WRGB 

62.2 

SHARE 

29.1  RATING 

BEATS  Bob  Cummings,  Peo- 
ple Are  Funny,  Jack  Benny, 
Have  Gun — Will  Travel,  Law- 
man, Ed  Sullivan  and  many 
others. 

Jan.  '59 


MIAMI 
WTVJ 

50.1 

SHARE 

19.4  RATING 

BEATS  Colt  .45,  Dinah 
Shore  Chevy  Show,  Walt  Dis- 
ney Presents,  Naked  City, 
Ozzie  &  Harriet,  Buckskin 
and  many  others. 

Feb.  '59 


SYRACUSE 
WSYR-TV 

58.6 

SHARE 

36.3  RATING 

BEATS  Phil  Silvers,  Groucho 
Marx,  Alfred  Hitchcock,  Wy- 
att Earp,  "M"  Squad,  Maver- 
ick and  many  others. 


INDIANAPOLIS 

WISH-TV 


TWO  NATION-WIDE 
SERVICES  COMPILE 
ZIV  SHOW  RATINGS 


V: 


DR.  SYDNEY  ROSLOW  ,  Director 
Pulse,  Inc. 

Pulse,  a  pioneer  in  collecting  and 
tabulating  audience  measurement 
and  composition  data  since  1941, 
bases  its  findings  on  the  results  of 
face-to-face  interviews  held  in  the 
viewer's  home. 


JACK  GROSS,  Vice  President 
American  Research  Bureau,  Inc. 

ARB  favors  a  special  viewer  diary, 
kept  in  the  home  and  developed 
from  years  of  research.  Arbitron, 
ARB's  latest  development  in  New 
York  now  and  slated  for  other  cit- 
ies soon,  is  a  new  instantaneous 
electronic  measurement  tool. 

Each  of  these  authoritative  serv- 
ices, while  following  their  own 
methods  of  gathering  tune-in  in- 
formation, consistently  show  the 
same  results: 

Month  after  month,  in  market  after 
market,  ZIV  SHOWS  RATE  GREAT! 


SHARE 

33.2  RATING 

BEATS  Wyatt  Earp,  77  Sun- 
set Strip,  Perry  Como,  Zane 
Grey,  Dinah  Shore  Chevy 
Show,  Desilu  Playhouse  and 
many  others. 

Jan.  '59 


The  Ziv  man  in  your  market  can  show  YOU  how  to  profit  from 
using  one  of  America's  GREAT  selling  forces  ...  a  ZIV  show! 


k 


fire 

the  fast  one 
down  the  middle 
in  Detroit 


TIGER  BASEBALL  takes  the  spotlight  in  one  of  America's  greatest 
sports  towns.  For  your  sales  strategy  in  the  rich  Detroit  market, 
FIRE  THE  FAST  ONE  DOWN  THE  MIDDLE !  Pitch  your  story 
to  the  big,  enthusiastic  audience  on  WKMH  with  a  brand  new 
sports  team— Van  Patrick  and  George  Kell.  The  Edward  Petry  Company 
has  full  details  on  how  to  crack  Detroit's  rich  market. 


GEORGE  KELL 


tiger  baseball  with  a  brand  new  sports  team  on 


wkmh 


Represented  by  Edw.  Petry  Company  Inc. 


DEARBORN   •  DETROIT 

Key  Station  for  Tiger  Network 


nOrr  BROADCAST  ING  CORPORATION 


DATE  BOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

(*  Indicates  first  or  revised  listing) 

MARCH 

*  March  23 — Argument  before  U.S.  Supreme  Court 
in  Farmers  Union  v  WDAY  Inc.  (WDAY-TV  Fargo, 
N.D.)  involving  question  of  immunity  of  broadcast 
station  when  political  candidate,  invoking  Sec.  315 
of  Communications  Act,  utters  libel  on  air.  Case 
No.  248. 

March  23-26 — Annual  convention  Canadian  Assn. 
of  Radio  &  Television  Broadcasters,  Royal  York 
Hotel,  Toronto,  Ont. 

March  23-26 — National  convention,  Institute  of 
Radio  Engineers,  Coliseum  and  Waldorf-Astoria, 
New  York.  The  nation's  leading  electronic  scien- 
tists will  attend.  Advances  in  space  technology  and 
major  new  electronic  fields  will  be  explored. 
March  23-28 — Short  Course  in  Crime  News 
Analysis  &  Reporting,  Northwestern  U.,  Fisk  Hall, 
Evanston,  III.  Journalism  and  law  schools,  with 
Ford  Foundation  grant,  will  conduct  intensive 
instruction  for  radio-tv,  press  and  magazine 
newsmen.  Courtroom  broadcasting  is  one  of  topics. 
Attendance  fee  $100.  Formal  registration  closed 
March  16.  Scholarships  for  needy  available.  Mem- 
bers of  lecture  staff  will  be  available  for  interviews. 

*  March  24 — American  Women  in  Radio  &  Tv, 
Washington,  D.C.,  chapter,  "Broadcast  Beefs  in 
Brief,"  panel  discussion  by  Sens.  Warren  G. 
Magnuson  (D-Wa'sh.),  Mike  Mansfield  (D-Mont.), 
Hubert  H.  Humphrey  (D-Minn.)  and  Kenneth  B. 
Keating  (R-N.Y.),  Old  Supreme  Court  Chamber, 
U.S.  Capitol,  5:30. 

March  25 — Comments  due  on  proposed  1  FCC  rule- 
making to  change  ch.  12  Wilmington,  Del.,  from 
commercial  to  educational  or,  in  alternative,  move 
ch.  12  to  Atlantic  City,  N.J.,  or  allocate  it  to  At- 
lantic City-Wilmington.  Docket  No.  12,779. 
March  28-April  3 — Weeklong  observance  of 
Golden  Anniversary  of  Broadcasting  and  50th  An- 
niversary of  Sigma  Delta  Chi,  San  Jose  State  Col- 
lege, San  Jose,  Calif.  SDX  "Deadline  Dinner" 
April  2  will  honor  founding  of  broadcasting  in 
1909  at  San  Jose  State. 

March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

March  30 — du  Pont  Awards  Dinner,  Mayflower 
Hotel,  Washington. 

APRIL  , 

April  1 — Assn.  of  National  Advertisers  work- 
shop at  Hotel  Pierre,  New  York.  Topic:  "How  to 
Get  More  Productive  Advertising  Through  Man- 
agement-Oriented Research."  Henry  Schachte,  ex- 
ecutive v.p.,  Lever  Bros.  Co.,  and  chairman  of 
ANA  board  of  directors,  will  be  keynote  speaker. 

*  April  1-2 — Art  Directors  Club  of  New  York,  4th 
Visual  Communications  Conference,  Waldorf-As- 
toria, New  York. 

'April  1-30 — International  Radio  Consultative 
Committee  (CCIR),  9th  plenary  assembly,  Hotel 
Biltmore,  Los  Angeles.  This  organization,  which  rec- 
ommends international  standards  for  radio  com- 
munication, will  take  up  such  questions  as  tele- 


vision recording,  stereophonic  broadcasting,  space 
frequencies  and  tropospheric  scatter  relays. 
April  3-4 — Oregon  Assn.  of  Broadcasters,  U.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi   Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 
April  4 — National  Headliner  Club  awards  lunch- 
eon, Atlantic  City,  N.  J. 

April  4 — United  Press  Intl.  Broadcasters  of 
Minnesota  Assn.,  Spring  Meeting,  Radisson  Hotel, 
Minneapolis. 

April  5-8— National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  <=ite. 

April  7 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

April  10-11— -Republican  National  Committee 
meets  at  Sheraton  Park  Hotel,  Washington.  Host 
city  for  the  1960  nominating  convention  will  be 
picked. 

*  April  10-11 — West  Virginia  Broadcasters  Assn. 
spring  meeting,  Press  Club,  Charleston.  Speakers: 
FCC  Comr.  Robert  E.  Lee;  Al  N.  Sears,  national 
president,  Sales  Executives  International;  Adam 
Young,  president,  Adam  Young  Inc.;  Chuck  Tower, 
NAB  labor  relations  department,  and  Robert 
Mason  of  WMRN  Marion,  Ohio,  chairman  of 
the  All  Industry  Radio  Music  License  Committee. 
April  12-13 — Texas  Assn.  of  Broadcasters,  spring 
meeting,  Commodore  Perry  Hotel,  Austin.  Mem- 
bers of  Legislature  will  be  April  13  luncheon 
guests. 

April  12-15 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  12-19 — Technical  symposium  on  aircraft 
and  space  communications  sponsored  by  Electronic 
Industries  Assn.,  McCarren  Field,  Las  Vegas,  Nev., 
during  First  World  Congress  of  Flight. 
April  19-25 — Biennial  Congress,  International 
Chamber  of  Commerce,  Sheraton  Park  and  Shore- 
ham  Hotels,  Washington. 

April  20 — Radio  Advertising  Bureau  sales  clinics 
at  Tulsa,  Okla.,  and  Minneapolis,  starting  nation- 
wide series  that  ends  May  22.  RAB  will  present 
30  how-we-sold-it  stories  and  exhibits. 
April  20-23 — American  Newspaper  Publishers 
Assn.,  annual  meeting,  Waldorf-Astoria  Hotel, 
New  York. 

April  2,3-vOral  argument  before  FCC  en  banc 
on  Miami  ch.  10  case  involving  charges  of  behind- 
the-scenes  wirepulling.  Initial  decision  by  Ex- 
aminer Horace  Stern  recommended  grant  to  Pub- 
lic Service  Television  Inc.  (National  Airlines)  be 
revoked  and  allegations  of  ex  parte  representa- 
tions by  applicants  be  weighed  against  them  in 
new  comparative  hearing.  Docket  No.  9321  et  al. 

*  April  23 — Georgia  Assn.  of  Broadcasters,  man- 
agement conference,  Dinkier  Plaza  Hotel,  Atlanta. 
April  23-24 — Assn.  of  National  Advertisers  two- 
day  workshop  on  advertising  expenditures,  West- 
chester-Biltmore,  Rye,  N.Y. 

April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier  in 
White  Sulphur  Springs,  W.  Va.  Annual  dinner  will 
be  held  April  24. 

April  24—  Ohio  Assn.  of  Broadcasters,  Sheraton 
•Gibsori  Hotel,  Cincinnati. 

April  24-25 — New  Mexico   Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 
April  26-29 — National  Assn.  of  Transportation 
Advertising    convention,    The    Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  26-29 — U.S.  Chamber  of  Commerce  an- 
nual meeting,  chamber  hdqrs.,  Washington. 
April  27-28— Potts-Woodbury  Adv.  Agency  Ra- 
dio-Tv  Farm  Clinic,  Bellerive  Hotel,  Kansas  City. 
Invited  radio  and  tv  farm  directors  and  farm 
products  manufacturers  will  be  guests. 
April  27-May  2 — Journalism  &  Broadcasters 
Week,  School  of  Journalism  &  Communications, 


Scoop!  KBIG  now  broadcasts 
local  news-in-the-making  as 
it  happens  .  . .  direct  from  the 
Los  Angeles  Herald-Express, 

the  West's  isrgesi  evening 
newspaper.  Twice  each  hour 
top  reporters  join  award- 

WU'i 

broadcast  the  top  stones 
that  mske  the  day's  headlines. 
APS      '  City  News  Service, 
Dow-Jones  and  "Sigaiert" 
make  KBIG  news  complete. 
But  the  -best  news  is  that  KBIG 
reaches  91%  adult  listeners 
in  234  Southern  California  ; 
markets  ...for  7: 

other  stations  with 
comparable  coverage. 


RED  HOT 

NEWS  TEAM 


JOHN  POOLE 

BROADCASTING  CO.,  INC. 

6540  Sunset  Blvd. 
Los  Angeles  28,  Calif. 
Hollywood  3-3205 
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honored  throughout  the  nation 


Being  awarded  four  1958  George  Wash- 
ington Honor  Medals  by  the  Freedoms 
Foundation  at  Valley  Forge  indicates 
the  outstanding  position  Storer  stations 
have  attained  through  public  service  in 
their  communities,  even  in  America's 
greatest  markets. 


We  are  happy  to  acknowledge  the  fact  that 
the  Freedoms  Foundation  has  recognized 
the  achievements  of  WIBG  in  Philadel- 
phia, WJW-TV  and  Radio  in  Cleveland, 
WJBK  in  Detroit  and,  at  the  same  time, 
Storer  Broadcasting  Company's  national 
advertising  for  the  fourth  consecutive  year. 


I  ^  I  Storer  Broadcasting  Coixipany 

COmp\^                       WSPD-TV  WJW-TV  WJBK-TV  WAGA-TV  WITI-TV 

Toledo  Cleveland  Detroit  Atlanta  Milwaukee 

WSPD       WJW  WJBK  WIBG  WWVA     WAGA  WGBS 

Toledo        Cleveland  Detroit  Philadelphia  Wheeling        Atlanta  Miami 

National  Sales  Office:  625  Madison  Ave.,  N.Y.  22,  PLaza  1-3940  •  230  N.  Michigan  Ave.,  Chicago,  FRanklin  2-6498 


Where  It  Counts! 


No.  1 

NIELSEN-December,  1958 


6:00  AM-6:00  PM 
MONDAY  Thru  FRIDAY 


74%  of  K-NUZ  Audience  is  Middle  &  Upper  Income 

*Special  Pulse  Survey  (Apr.-May,  1958) 
84%  of  this  Audience  is  ADULT  Men  and  Women 

*Nielsen  (June,  1958) 

National  Reps.: 

FORJOE  &  Co.— 

. ;     New  York    •  Chicago 
Los  Angeles    •    San  Francisco 
Philadelphia     •  Seattle 

Southern  Reps.: 
CLARKE  BROWN  CO. 

Dallas    •    New  Orleans    •  Atlantc 
In  Houston: 
Call  Dave  Morris 
JA  3-2581 


U.  of  Florida,  Gainesville.  (April  27  is  Broad- 
casters Day). 

April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 
April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 
"April  30-May  3 — American  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf- 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
eration of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 
May  1 — National  Law  Day. 
May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 
Galvez,  Galveston.  Annual  meeting. 
May  4-6 — Assn.  of  Canadian  Advertisers,  annual 
conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla.  Theme  will  be  "Films 
and  Television  for  International  Communications." 
May  6 — National  Academy  of  Television  Arts  & 
Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
'May  6-9 — Ohio  State  U.  Institute  for  Education 
by  Radio-Tv,  Deshler-Hilton  Hotel,  Columbus,  Ohio. 
May  7-8 — Kentucky  Broadcasters  Assn.,  Shera- 
ton-Seelbach  Hotel,  Louisville. 
'  May  7-9 — 5th  district,  Advertising  Federation  of 
America,  convention,    Hotel    Frederick,  Hunting- 
ton, W.Va. 

May  12 — Wisconsin  Fm  Clinic,  Center  Bldg.,  U. 
of  Wisconsin,  Madison. 

May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

*  May  14 — Virginia  AP  Broadcasters,  spring  meet- 
ing, National  Press  Club,  Washington,  D.C. 

May  16-17 — Illinois  News  Broadcasters  Assn., 

spring  meeting,  Southern  Illinois  U.,  Carbondale; 

also,  United  Press  Intl.  business  meeting. 

May  20-22 — Assn.  of  National  Advertisers,  spring 

meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 

Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 
May  24-27 — Associated    Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

May  28-31 — Second  Annual  Radio  Programming 
Seminar  and  Pop  Music  Disc  Jockey  Convention, 

Americana  Hotel,  Miami,  Fla.  Speakers  will  in- 
clude Matthew  J.  Cuiligan,  NBC  Radio  executive 
vice  president,  and  Gordon  McLendon,  head  of 
McLendon  station  group.  Storz  stations  are  spon- 
soring seminar  with  Bill  Stewart,  Kilpatrick  Bldg., 
Omaha,  Neb.,  as  convention  coordinator. 

JUNE 

June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 
Cambridge,  Mass. 

*  June  3-5 — Armed  Forces  Communications  &  Elec- 
tronics Assn.,  annual  convention,  Sheraton-Park 
Hotel,  Washington,  D.C. 

June  7-10 — Advertising  Federation  of  America, 
annual  convention,  Hotel  Leamington,  Minneapolis. 
June  9-11 — National  Community  Television  Assn. 

annual  convention,  Mayflower  Hotel,  Washington, 
D.C. 

*  June  12-16 — National  Federation  of  Advertising 
Agencies,  annual  convention,  Chatham  Bars  Inn, 
Chatham,  Mass. 

*June  13-14— UPI  Broadcasters  Assn.  of  Texas, 
annual  meeting,  Hilton  Hotel,  San  Antonio,  Tex. 
June  14-17 — National  Industrial  Advertisers  Assn., 
national  convention,  Fairmont  and  Mark  Hopkins 
Hotels,  San  Francisco. 

June  17-19 — American  Marketing  Assn.,  na- 
tional conference,  Hotel  Statler,  Cleveland. 


K-NUZ 

/      Houston's-:  24-Hour 
V— -Music  ani^News.  ^ 
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"SNAKE  EYES"  MEANS  YOU  LOSE! 


The  double  spot  in  radio  advertis- 
ing may  be  profitable  for  the 
station,  but  it's  a  losing  proposi- 
tion for  the  advertiser.  WJR  does 
not  double  or  triple  spot.  Your  ad- 
vertising message  never  shares  the 
listeners'  attention  with  another 
commercial.  By  standing  alone  it 
has  every  opportunity  to  be  heard, 
remembered  and  acted  upon.  It's 
the  only  way  you  get  a  fair  shake 
for  your  advertising  dollar. 
Giving  advertisers  every  oppor- 
tunity to  make  the  most  of  the 
time  they  buy  is  only  part  of 
WJR's  policy.  An  equally  impor- 


tant part  is  the  fact  that  WJR 
bars  the  door  to  questionable  ad- 
vertising, products,  or  services. 
This  costs  thousands  of  dollars 
annually  in  advertising  revenue, 
but  has  built  a  million  dollars 
worth  of  confidence  in  WJR  lis- 
teners. They  know  they  can  be- 
lieve what  they  hear. 
Don't  gamble  with  your  advertis- 
ing dollar.  Call  your  nearest 
Henry  I.  Christal  representative 
and  get  all  the  facts  on  why  adult 
listeners  have  made  WJR  the 
No.  1  station  in  the  fifth  richest 
market  in  America. 


WJR's  primary 
coverage  area — over 
17,000,000  people. 


WIR 


DETROIT 


760  K<^^ 
RADIO 


50,000  WATTS 
WITH     ADULT  AP 
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Of  all  the  new  programs  on  all 
the  networks,  only  one  broke  into 
Nielsen's  Top  Ten— ABC's  Rifleman. 


right  to  the  TOP 
...go  ABC-TV 

No.  1  in  the  Nielsens— that's  ABC!  ABC  has  5 

programs  in  the  Top  Ten— as  many  as  the  other 
two  networks  combined!  And  ABC  is  the  No.  1 
network  4  out  of  7  nights  a  week—  more  than  the 
other  two  combined!  Which  helps  explain  why 
ABC's  nighttime  audience  is  up  1,200,000  homes 
over  this  time  last  year.* 

No.  1  for  the  money— that's  ABC!  ABC  delivers 
its  whole  walloping  audience  more  efficiently  than 
either  of  the  other  two !  Average  cost  per  minute 
for  1,000  homes  on  ABC  is  $2.78.  The  other  two— 
S3. 13  and  $3.43.  ABC  has  the  most  efficient 
Western,  the  most  efficient  situation  comedy,  the 
most  efficient  variety  show.  In  fact,  ABC-TV  has 
5  of  the  10  most  efficient  shows  in  all  categories— 
and  9  of  the  top  20!** 

ABC  TELEVISION 

National  Nielsen  February  I  Report,  Average  Audience  Per  Minute. 
♦Sunday-Saturday  7:30-10:30  PM  all  sponsored  evening  programs. 

**Nielsen  Special  Analysis,  Nov.-Dec,  1958,  Evening  Once-A-Week 
Programs— CPM  CM  Delivered  based  on  average  audience  ratings, 
estimated  time  costs  and  published  talent  figures. 
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One  rate  controversy 

EDITOR : 

I  have  been  reading  with  considerable 
interest  the  discussion,  pro  and  con, 
regarding  the  use  of  more  than  one 
rate  by  radio  and  television  stations  and 
have  been  amazed  that  no  one  has 
brought  up  the  fact  that  there  are  many 
"hidden  costs"  related  to  handling  na- 
tional business  which  in  all  actuality 
makes  a  higher  rate  for  national  busi- 
ness almost  a  necessity. 

Many  of  the  agencies  and  advertisers 
who  are  "hootin'  and  howlin'  "  for  a 
one-rate  system  are  the  same  ones  who 
are  making  some  of  the  following  de- 
mands on  stations  which  increase  the 
cost  of  doing  business  with  them: 

( 1 )  The  station  must  agree  not  to 
run  a  competitive  advertiser  closer 
than:  a.  30  minutes;  b.  60  minutes. 
(2)  The  station  must  agree  not  to  run 
any  other  commercial  closer  than  five 
minutes  prior  to  the  beginning  of  said 
commercial  or  five  minutes  after  the 
end  of  said  commercial.  (3)  Any  devi- 
ation in  time  from  that  which  is  con- 
tracted for  eliminates  the  obligation  to 
pay  for  said  spot.  (4)  Multiple  affi- 
davits required,  plus  numerous  air 
checks.  (5)  Constant  requests  for 
merchandising  with  the  veiled  threat  of 
no  renewal  should  the  station  [refuse]. 

Every  one  of  the  above  items,  and 
many  more,  has  a  cost  factor  con- 
nected with  it.  In  some  cases,  such  as 
single  spotting  and  limitations  as  to 
proximity  of  competitive  spots,  these 
demands  interfere  with  the  station's 
business  potential  during  that  particu- 
lar period.  Such  things  as  merchandis- 
ing, air  checks,  and  other  requests  all 
come  under  "out  of  pocket"  expenses. 
There  are  other  business  costs  involved 
too;  such  as,  telephone  calls,  and  wires 
involved  in  ...  a  make  good. 

In  addition,  we  find  many  agencies 
making  continual  efforts  to  obtain 
"saturation  rates"  for  schedules  that  do 
not  qualify  for  such  rates.  Also,  a  num- 
ber of  the  agencies  "shop  around  for 
deals"  using  the  device  of  playing  sta- 
tions in  a  market  against  one  another. 

Compare  the  above  to  the  local  ad- 
vertiser who  will  accept  make  goods, 
and  in  most  cases  without  even  being 
contacted,  who  will  accept  multiple 
spotting,  who  does  not  hit  the  station 
up  for  merchandising  and  other 
"extras." 

Based  on  the  above,  it  is  pretty  clear 
to  me  that  the  local  advertiser,  and 
particularly  the  retailer,  is  entitled  to  a 
lower  rate  not  considering  the  coverage 
factor  and  the  usage  of  this  coverage 
for  local  advertisers  as  against  the  na- 
tional advertiser. 

I  could  not  venture  to  guess  the 


volume  of  business  I  have  personally 
lost  by  refusing  to  deviate  from  a  pub- 
lished rate  card.  In  all  actuality,  isn't 
this  whole  controversy  for  the  purpose 
of  assuring  one  purchaser  that  he  is 
getting  the  same  deal  as  his  competitor? 

Mort  Silverman 

General  Manager 

WJBO-WBRL  (FM) 

Baton  Rouge,  La. 

Dr.  Pepper  long  in  radio 

EDITOR : 

Although  we  realize  you  got  the  in- 
formation from  a  standard  release,  we 
would  like  to  point  out  that  this  is  not 
Dr.  Pepper's  first  entry  into  network 
radio  (page  52,  March  9).  For  many 
years,  both  before  World  War  II  and 
immediately  following,  Dr.  Pepper 
sponsored  a  half-hour  radio  show  on 
ABC  called  Darts  for  Dough.  I  am  sure 
some  of  your  readers  will  recall  this 
earlier  activity. 

John  C.  Simmons 

National  Adv.  Mgr. 

Dr.  Pepper  Co.,  Dallas,  Tex. 

Sales,  selling  and  survival 

EDITOR : 

An  interview  published  a  few  weeks 
ago  (Feb.  9,  page  102)  headlined  two 
factors,  complacency  and  intramural 
selling,  as  the  major  causes  of  sales 
problems  in  radio.  .  .  . 

[But]  there  is  little  evidence  of  com- 
placency in  my  contaots  with  many 
small  and  medium  market  radio  opera- 
tors. On  the  contrary,  most  of  these 
stations  are  so  hungry  for  sales  that 
their  concentration  on  selling  amounts 
almost  to  obsession.  It  is  not  unusual 
to  find  stations  in  which  the  whole 
operating  and  executive  staff  is  also  the 
sales  staff.  .  .  . 

Where  there  are  clearer  lines  of  divi- 
sion among  staff  functions,  many  sta- 
tions still  demand  a  salesman  as  the 
major  qualification  for  manager,  and  he 
must  remain  a  salesman  in  the  narrow- 
est sense  of  street  selling.  .  .  .  These 
stations  want  glorified  salesmen — not 
managers. 

If  complacency  in  sales  is  the  big 
enemy  in  higher  levels  of  radio  opera- 
tion, sales  obsession  is  one  of  the  worst 
in  local  selling.  .  .  . 

If  total  or  maximum  selling  effort 
alone  could  expand  sales,  small  and 
medium  market  radio  would  be  the 
most  prosperous  in  the  industry.  But 
what  gain  has  been  achieved  from  the 
application  of  this  colossal  force?  .  .  . 
FCC  reports  .  .  .  [show]  the  percentage 
of  stations  reporting  losses  has  been  in- 
creasing every  year.  .  .  . 

Fair  and  reasonable  competition 
among  stations  creates  a  healthy  cli- 
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THAT'S  ALL  IT  COSTS  TO  STAY  IN  EUROPE! 

These  two  new  KLM  tour  plans  give  you  more  seeing  and 
more  saving.  For  $10  a  day  (standard  hotels)  or  $15  a  day 
(first  class  hotels) ,  all  Europe  is  your  playground.  With  59 
cities  to  visit,  your  choice  of  tours  is  almost  unlimited! 
You'll  see  the  sights  you've  heard  about,  and  plenty  you 
haven't.  It's  everything  you  could  want  in  a  trip  abroad, 
for  the  price  of  an  at-home  vacation.  Your  non-stop  KLM 
flight  from  New  York  to  Europe  is  budget-priced,  too. 
Example:  visit  6  European  cities  for  just  $502.20  round 
trip.  For  complete  details  of  these  and  the  many  other  KLM 
tours  available,  mail  the  coupon. 
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1     KLM  ROYAL  DUTCH  AIRLINES 

|    Tour  Dept.  BT-323 

■    430  Park  Avenue,  New  York  22,  N.  Y. 

1     Please  send  me  full  information  on 

■     □  "10-15"  tours  □  all  other  KLM  tours. 

■  Name 

1  Address 

1    City                   Zone  State  

.     My  Travel  Agent  is 

mate  for  sales  and  should  act  as  a  stim- 
ulating factor,  but  many  operators  or 
owners  have  a  deathly  fear  ©f  the  mild- 
est competition  from  other  stations. 
Nevertheless,  they  will  establish  their 
own  organization  to  foster  the  most 
vicious  form  of  competitive  conflict  and 
dissension  within  the  ranks  of  their  own 
personnel.  Friendly  rivalry  can  be  an 
inspiring  incentive,  but  when  the  station 
manager  is  paid  an  exclusive  commis- 
sion to  sell  in  competition  with  his  own 
staff,  he  is  virtually  given  the  power  of 
dictator.  And  like  a  dictator,  he  finds 
it  increasingly  difficult  to  control  .  .  . 

The  manager  is  in  a  preferred  posi- 
tion to  monopolize  the  cream  of  pro- 
spective accounts  and  this  leaves  the 
staff  dependent  on  him  for  a  substantia] 
share  of  commission  earnings.  The  poor- 
est managers  are  usually  wise  enough  to 
avoid  serious  morale  conflicts  by  parcel- 
ing out  accounts  sufficient  to  satisfy  the 
staff.  .  .  . 

As  more  accounts  come  under  his 
control  from  staff  turn-over  and  other 
sources,  tensions  mount  and  friction 
creates  an  attitude  of  suspicion  and  dis- 
trust among  sales  personnel.  It  may 
even  reach  a  point  where  the  manager 
becomes  so  embroiled  in  schemes  and 
devices  to  restrain  rebellious  activity, 
and  so  entangled  in  account  juggling, 
that  selling  new  accounts  virtually  be- 
comes secondary  to  equitable  distribu- 
tion of  existing  accounts.  Such  tamper- 
ing is  also  calculated  to  jeopardize  cur- 
rent business. 

One  of  the  worst  consequences  of 
such  conditions  is  that  salesmen  are  de- 
prived of  the  manager's  advice,  aid  and 
support  which  are  so  often  needed  by 
less  experienced  personnel.  They  may 
have  no  conscious  fear  that  their  pro- 
spective accounts  will  be  appropriated, 
but  distrust  will  not  permit  them  to  con- 
fide in  a  competitor;  suspicions  com- 
pel them  to  minimize  any  control  he 
might  exercise  over  their  prospects.  .  .  . 

With  these,  and  many  other  adverse 
factors  operating  to  suppress  sales,  there 
can  be  little  wonder  that  local  revenue 
fails  to  keep  pace  with  local  potential. 
We  can  only  marvel  that  so  many  sta- 
tions are  able  to  survive. 

Julian  Skinnell 

249  N.  Duke  St. 

Lancaster,  Pa. 


f     /  *  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 

for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35tf  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D  C.  On  changes,  please  include  both 
old  and  new  addresses. 
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Army  Certificate  of  Appreciation 


Silent  Service  Navy  Award 


mem 


"for  patriotic  civilian  service 
to  the  Department  of  the  Army  . . 


National  Safety  Council  Public  Interest  Award 


"in  appreciation  of 
your  loyal  support  of  the 
United  States  Navy  . . ." 

United  Fund  Award 


'for  exceptional  services 
to  safety  .  .  ." 


"for  outstanding  interpretation 
of  the  United  Fund  story  . . ." 


And  so  continues  the  honor  roll  of  public 
service  awards  received  by  WLW-I  in  its 
first  year  on  the  air. 

Public  service  proudly  constitutes  an 
important  part  of  all  programs  on  WLW-I. 

The  WLW-I  public  service  programs  reach 
3  million  people  in  76  counties— inspiring 
constructive  interest  and  participation  in 
important  activities  of  Indianapolis  .  .  . 
Indiana  .  .  .  and  the  Nation. 

These  programs  are  backed  by  35  years 
of  Crosley  Broadcasting  public  service 
leadership  and  the  WLW-I  formed  advisory 
council. 

And  now  with  the  great  new  WLW-I  studio 
and  facilities,  WLW-I  pledges  continued 
public  service  in  the  highest  ideals  of  the 
television  medium  —  the  most  powerful 
means  of  communication  ever  known. 


wlw-i 

indianapolis 

full  abc  network  affiliation 


Sain  Representatives:  NBC  Spot  Sales,  Detroit;  Tracy  Moore  &  Associates,  Los  Angeles,  San  Francisco;  Bomar  Lowrance  &  Associates,  Inc.,  Atlanta,  Dallas  •  Crosley  Broadcastin££orporatioB 


WCSH-TV  6 


NBC  Affiliate 


Portland,  Maine 


OUR  PROGRAMMING  BECKONS 
MORE  VIEWERS 


SO  YOU  GET  MORE  POINTS 

For  five  straight  years  every  survey  taken  in  our 
service  area  (including  the  latest  ARB)  has  shown  that 
the  programming  of  Channel  6  attracts  more  viewers.  And 
these  viewers  are  buyers  with  1 billion  dollars  to  spend. 
Together  they  account  for  2/3  of  Maine's  retail  sales 
and  1/4  of  New  Hampshire's. 

Get  your  share  —  see  your  Weed  TV  man  about 
the  station  that  serves  them  best  —  WCSH-TV. 


A  MAINE 
BROADCASTING  SYSTEM 
STATION 

A  matching  schedule  on  Ch.  2  in  Bangor  saves  an  extra  5%. 


WCSH-TV-(6),  Portland 
WLBZ-TV-(2),  Bangor 
WCSH-Radio,  Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 
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It's  the 
matchless 
experience 
in  camera 
tube  design 

that  puts 
RCA-5820's 

...AHA 


jj 
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This  is  an  "inside  look"  at 
the  famous  RC A-5820  Image 
Orthicon.  The  design  is 
backed  by  25  years  of  re- 
search and  manufacturing 
experience  in  television 
camera  tubes.  RCA  orig- 
inated it.  And  RCA  con- 
tinues to  make  improve- 
ments in  this  famous  camera 
tube  in  accordance  with  the 
best  tube  engineering  practice  known. 

Consider,  for  example,  just  a  few  of  the 
important  advantages  now  incorporated  in 
RCA-5820's-MICRO-MESH  and  SUPER- 
I  DYNODE  design.  These  two  innovations 
alone  (1)  do  away  with  dynode  burn,  (2) 
eliminate  the  need  for  defocusing  to  stop 
mesh  pattern  and  moire,  (3)  improve  pic- 
ture-signal output,  (4)  reduce  tube  cost  per 
[hour  of  camera  operation. 

Leader  in  camera  tube  development  ever 
since  the  early  days  of  electronic  television, 
RCA  today  offers  a  complete  line  of  TV  cam- 
era tubes.  Your  RCA  Electron  Tube  Distrib- 
utor is  "headquarters"  for  the  entire  RCA 
ine  of  camera  tubes. 
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MONDAY  MEMO 

from  MURIEL  BULLIS,  supervisor  of  broadcast  media,  Erwin  Wasey,  Ruthrauff  &  Ryan,  Los  Angeles 

The  station  merchandising  plan  . . . 


We  are  happy  to  receive  merchan- 
dising by  stations  but  only  when  it  can 
be  fully  effective  and  is  creatively 
planned  and  professionally  executed. 

Unfortunately  the  offer  of  merchan- 
dising services  by  many  stations  is  not 
more  than  a  sales  tool  and  they  are 
utterly  unable  to  adequately  perform 
this  function.  In  such  cases  the  activity 
is  worse  than  none  at  all. 

Merchandising  should  be  a  part  of  a 
station's  service  only  if  it  can  afford  pro- 
fessional specialists,  either  on  its  own 
payroll  or  through  retaining  top-level 
outside  help. 

Shoot  for  the  Main  Target  •  If  funds 
are  not  available  for  retention  of  top- 
flight people,  then  it  would  be  better  to 
eliminate  merchandising  altogether  and 
concentrate  the  same  time,  energy  and 
money  on  promoting  and  expanding  the 
station's  -rirae  product:  audience  and 
coverage. 

At  Erwin  Wasey,  Ruthrauff  &  Ryan, 
for  instance,  we  are  not  influenced 
by  grandiose  merchandising  offers  un- 
less we  know  from  experience  that  the 
station  does,  indeed,  have  a  solid  and 
imaginative  service  or  shows  us  ade- 
quate proof  of  past  performance  in  this 
field. 

On  the  contrary,  we  are  favorably 
impressed  by  the  station  representatives 
who  advise  us  that  they  cannot  offer 
professional  merchandising  and  instead 
concentrate  on  explaining  the  real  value 
of  their  audience  composition  and 
coverage.  In  that  case,  we  would  pre- 
fer offers  of  bonus  spots,  for  instance. 

We  suggest  these  points  for  stations 
to  remember  regarding  merchandising 
plans: 

(1)  Individuality — Each  merchandis- 
ing program  must  be  tailored  to  the 
needs  of  the  client.  A  company  with  its 
own  sales  organization  can  benefit  from 
one  kind  of  merchandising  program, 
while  one  which  distributes  through 
brokers  needs  an  entirely  different  ap- 
proach. 

(2)  Creativity — As  much  creativity 
must  be  applied  to  merchandising  a 
broadcast  schedule  as  was  originally 
applied  to  developing  the  schedule  it- 
self. The  job  of  stimulating  sales  per- 
sonnel, brokers,  distributors  and  retail- 
ers is  as  difficult  and  demanding  as  the 
primary  task  of  stimulating  the  con- 


sumer. The  day  of  the  dull  form  letter  is 
over. 

(3)  Costs — Don't  let  costs  be  limiting 
factors.  Begin  by  creating  an  imaginative 
program  tailored  to  the  sponsor's  individ- 
ual needs.  If  the  resultant  concept  in- 
volves a  higher  expenditure  than  you 
are  willing  or  able  to  make,  tell  us  about 
it.  If  we  recognize  the  potential  value 
of  the  program,  we'll  make  every  effort 
to  work  out  an  equitable  arrangement. 

(4)  Adaptability — Use  established 
methods  in  new  ways.  We  don't  sug- 
gest that  a  station  abandon  the  estab- 
lished patterns,  such  as  tie-in  newspaper 


Muriel  Bullis  was  valedictorian  of  her 
high  school  graduating  class  in  Robin- 
son, N.D.  Despite  this  local  distinction, 
she  hurried  back  to  her  native  California 
to  continue  her  education  at  Los  An- 
geles City  College  before  embarking  on 
a  career  in  advertising.  After  working 
at  timebuying  and  other  media  depart- 
ment activities  at  Dan  B.  Miner  Co. 
(now  Honig-Cooper,  Harrington  &  Mi- 
ner) and  Foote,  Cone  &  Belding,  Miss 
Bullis  joined  Erwin  Wasey,  Ruthrauff 
&  Ryan  three  years  ago  and  where  last 
month  she  was  promoted  to  the  post  of 
supervisor  of  broadcast  media,  heading 
up  all  radio  and  television  spot  time- 
buying  for  the  agency's  clients. 


ads  and  store  displays,  which  are  very 
effective.  But  if  it  uses  such  means  as 
mailing  to  grocers  and  key  buyers,  and 
trade  publicity,  we  do  insist  that  there 
be  fresh,  new  and  imaginative  tech- 
niques employed.  The  problem  is  the 
same  all  the  way  up  and  down  the  line. 
How  can  a  station  make  this  campaign 
distinctive  from  all  others? 

(5)  Progressiveness — Try  new  meth- 
ods. Devise  new  ways  to  stimulate  the 
people  to  be  reached.  Special  contests, 
which  reach  both  the  consumer  and  the 
grocer,  can  be  highly  successful.  Give 
thought  to  the  possibilities  of  joint  pro- 
motions with  current  compatible  ad- 
vertisers on  the  station  and  suggest  these 
to  the  agencies  concerned. 

(6)  Public  relations  value  —  Help 
establish  goodwill  on  the  part  of  the 
client's  sales  force.  Some  sales  people 
like  to  call  on  stations,  and  if  they  do, 
spend  enough  time  and  explain  the  full 
schedule  to  them.  When  the  station's 
men  are  in  the  field,  they  can  make 
calls  on  stores  and  retail  outlets.  Sup- 
port the  promises  made  by  the  station 
representatives  and  be  sure  to  do  the 
things  he  said  the  station  would. 

(7)  Tie-ins — Tie-ins  with  the  sta- 
tion's personalities  and  shows.  When 
we  break  a  new  campaign,  we  call  in 
the  representatives  from  all  stations  on 
the  schedule  and  explain  the  entire 
campaign  to  them.  At  this  time  we 
often  will  provide  a  station  with  prod- 
ucts to  give  away  on  its  shows.  Meet 
us  half  way  in  this  integrated  effort. 
Encourage  the  station's  personalities,  its 
home  economics  specialists,  and  others 
to  support  the  campaign  on  the  air. 

(8)  Proof  of  performance — When 
the  job's  done,  show  us  what  was  done 
and  tell  us  honestly  how  much  the 
station  did  and  how  well  it  did  it.  Send 
us  duplicate  copies  of  the  mailings 
which  were  sent  out.  Send  us  good 
photographs  of  store  displays.  We  use 
all  this  information  to  pass  along  to 
the  client. 

The  Primary  Interest  •  In  conclusion, 
we  fully  recognize  and  appreciate  the 
value  of  top-notch  merchandising  pro- 
grams. We  are  also  ready  to  suggest  a 
station  drop  the  whole  thing  if  it  is  not 
equipped  to  do  it  right. 

After  all  is  said  and  done,  our  pri- 
mary interest  is  in  a  medium  and  not 
its  extra  features. 


...  do  it  right  or  don't  do  it 
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"You  Mean  Roanoke's 


Bigger  than  Chicago?" 


We  do  indeed.  There  are  more  Virginians  in  Roa- 
noke than  there  are  in  Chicago. 

Which  points  up  a  fact  of  tv  life:  You  can  be 
bigger  than  almost  anything  if  you  look  hard 
enough. 

Which  brings  us  to  another  point:  A  good  hard 
look  at  the  Roanoke  market  results  in  its  inclu- 
sion on  well-planned  tv  schedules.  When  that 
happens,  WSLS-TV  follows  automatically. 

At  the  risk  of  doing  part  of  Blair's  job,  witness: 


With  full  power  of  316,000  watts  on  Channel 
10  (and  a  healthy  assist  from  NBC  and  strong 
local  programming),  WSLS-TV  has  welded  a  58- 
county  area  into  the  greater  Roanoke  market  of 
420,000  tv  homes. 

Come  see.  Or  listen  to  Blair  Television  Associates. 

WSLS-TV 

Channel  10  •  NBC  Television 

Mail  Address:  Roanoke,  Va. 

A  broadcast  service  (with  WSLS  Radio) 
of  Shenandoah  Life  Insurance  Company 
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CHANCE  FOR  CURE  OF  SECTION  315 

•  At  last  major  political  figures  come  to  aid  of  broadcasters 

•  President  orders  investigation  of  political  broadcasting  law 

•  FCC  chairman  urges  repeal;  Congress  begins  to  take  interest 


A  wave  of  powerful  support  mounted 
last  week  behind  the  campaign  for  re- 
peal or  correction  of  the  law  governing 
political  broadcasting. 

•  The  President  called  the  law  "ridic- 
ulous." 

•  The  chairman  of  the  FCC  asked 
for  its  repeal. 

•  In  the  Senate  and  House  there 
were  demands  for  reappraisal  of  a  law 
which  caused  broadcasters  more  head- 
aches than  any  other. 

Here's  how  the  week's  events  went: 

'"Ridiculous!" 

With  that  one  descriptive  word,  Pres- 
ident Eisenhower  last  Wednesday 
(March  18)  described  the  effect  of  the 
FCC-Lar  Daly  decision  that  a  candidate 
is  entitled  to  equal  time  when  his 
opponent  appears  on  regular  news 
broadcasts.  And,  the  President  ordered 
Attorney  General  William  Rogers  to 
"consider  whether  any  remedial  legisla- 
tion can  be  drafted  or  whether  any  other 
appropriate  action  can  be  taken  in  this 
connection." 

The  President  made  his  comments  a 
day  after  FCC  Chairman  John  C.  Doer- 
fer  had  called  for  repeal  of  Section  315. 

Bipartisan  Capitol  Hill  approval  of 
the  President's  statement — as  far  as  it 
went — was  quick  in  coming.  However, 
almost  all  of  the  solons  recommended 
the  equal  time  provisions  should  be 
amended  and  cleared  up  on  many  fa- 
cets other  than  straight  news  shows. 

The  Senate  Commerce  Committee  is 
expected  to  discuss  the  old  broad- 
caster headache  in  an  executive  meeting 
this  Wednesday  (March  25)  with  a  view 
toward  future  public  hearings.  In  the 
House,  the  chairman  of  the  Commerce 
Committee  already  has  promised  hear- 
ings as  soon  as  the  committee  schedule 
permits. 

The  Chief  Executive  made  known  his 
views  through  Presidential  News  Secre- 
tary James  Hagerty.  Since  the  FCC's 
4-3  decision  of  last  month  (Broadcast- 
ing, Feb.  23),  two  bills  have  been  in- 
troduced in  the  House  excluding  news- 
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casts  only  from  Sec.  315  (equal  time 
provision)  of  the  Communications  Act. 

No  Criticism  Intended  •  Mr.  Hagerty 
stressed  that  the  President  was  not  crit- 
icizing the  Commission.  "Without  in 
any  way  talking  about  the  decision  of 
the  FCC,  which  was  made  under  the 
present  law,  the  President  thinks  that 
this  [decision]  is  ridiculous,"  the  news 
secretary  said.  He  also  pointed  out  the 
White  House  mandate  to  the  Attorney 
General  does  not  go  beyond  the  news- 
cast question  and  does  not  take  up  the 
problem  of  requiring  the  sale  of  equal 


Once  a  candidate  himself 


Dwight  D.  Eisenhower  in  this 
picture  had  just  won  1956  election 
to  the  Presidency.  Twice  a  candi- 
date and  twice  a  victor,  he  has 
ordered  investigation  of  the  po- 
litical broadcasting  law. 

Sec.  315:  'ridiculous' 


time  to  splinter  and  "crackpot"  candi- 
dates. 

The  President's  request  that  Mr. 
Rogers  study  the  situation  evidently  was 
made  in  person  as  the  Justice  Dept.  said 
Thursday  it  has  received  no  formal  writ- 
ten notification  from  the  White  House, 
A  Justice  spokesman  said  nothing  has 
been  done  on  the  matter,  as  yet,  but 
promised  the  White  House  will  get  an 
opinion  as  "expeditiously"  as  possible. 

The  two  House  bills  were  introduced 
by  Rep.  Glenn  Cunningham  (R-Neb.), 
HR  5389  (Broadcasting,  March  16), 
and  Rep.  J.  Arthur  Younger  (R-Calif.), 
HR  5676.  Rep.  Oren  Harris  (D-Ark.), 
chairman  of  the  House  Commerce 
Committee  to  which  the  bills  were  re- 
ferred, sponsored  much  broader  legis- 
lation in  the  84th  Congress.  He  said 
Thursday  he  plans  to  study  that  legis- 
lation with  a  view  towards  re-intro- 
ducing it.  Rep.  Harris  referred  the 
Cunningham  bill  to  the  FCC  and  Jus- 
tice for  comment  and  promised  hearings 
as  soon  as  they  could  be  worked  into 
the  committee  schedule. 

No  Opposition  •  Rep.  Cunningham 
said  that  "with  all  the  comment  on  the 
Lar  Daly  case,  I  don't  see  why  there 
would  be  any  opposition."  Of  the  Pres- 
ident's statement,  he  said:  "I  think  it's 
fine.'"  He  said  exempting  news  shows 
from  Sec.  315  is  not  a  controversial 
matter. 

"If  allowed  to  stand,"  Rep.  Cunning- 
ham stated,  "the  recent  FCC  decision 
would  be  disastrous  to  the  tv  and  radio 
industries  in  their  efforts  to  cover  the 
news  as  it  develops.  If  the  decision  is 
not  corrected  it  will  mean  the  almost 
complete  blackout  of  straight  news 
events  involving  political  candidates  and 
will  deny  the  general  public  access  to 
the  news.  This  would  mean  that  the 
public  would  be  in  almost  complete 
ignorance  of  what  is  happening  in  gov- 
ernment. Surely,  with  such  emphasis 
being  placed  on  the  principle  of  'the 
public's  right  to  know',  this  legislation 
[HR  5389]  must  be  enacted." 

Rep.  Cunningham  said  the  reaction 


to  his  bill  had  been  very  favorable,  with 
many  station  owners  outside  Nebraska 
having  written  him.  He  urged  other 
broadcasters  to  write  their  congressmen 
on  the  situation.  The  congressman  also 
acknowledged  that  many  other  revi- 
sions were  necessary  in  Sec.  315  but 
said  his  "piecemeal"  approach  was  the 
best  method  to  take.  If  his  current  legis- 
lation is  enacted,  Rep.  Cunningham  said 
he  planned  to  push  for  further  reforms. 

The  Nebraska  Republican  has  been 
pulling  all  stops  to  get  early  action  on 
his  bill.  After  the  President's  statement 
Wednesday,  he  wrote  both  the  White 
House  and  Justice;  previously  he  had 
conferred  and  written  to  Rep.  Harris. 

Changing  Policy  •  Rep.  Harris  noted 
the  FCC  vote,  reversing  a  long  standing 
Commission  interpretation  of  Sec.  315, 
was  4-3.  Next  week,  he  said,  it  may  be 
4-3  the  other  way  so  "how  are  broad- 
casters supposed  to  know  what  the 
policy  is?" 

He  said  Congress  should  clarify  the 
equal  time  rules  and  give  the  FCC 
more  concrete  guidance  in  its  applica- 
tion. His  1956  measure  failed  after 
hearings,  Rep.  Harris  said,  because  of  a 
"crosswind"  of  opinions  which  pre- 
vented congressional  action.  He  took 
issue  with  Mr.  Hagerty's  claim  that  the 
President  was  not  criticizing  the  FCC. 
"You  can't  get  anything  else  out  of  the 
President's  statement  except  criticism," 
he  maintained  and  felt  it  was  unjusti- 
fied to  attack  a  single  decision. 

Rep.  Younger  said  the  President's 
statement  "showed  that  he  agreed  it's 
an  absurb  situation  which  should  be 
corrected.  That  situation  should  not 
exist  in  the  matter  of  news."  Rep. 
Younger  is  the  third-ranking  minority 
member  of  the  House  Commerce  Com- 
mittee. 

Rep.  John  Jarman  (D-Okla.),  a 
Commerce  Committee  member,  stated: 
"The  most  recent  FCC  decision  would 
seriously  and  dangerously  restrict  radio 
and  tv  newscasts.  It  merits  serious  con- 
gressional consideration  and  action  and 
I  will  urge  our  committee  to  schedule 
early  hearings." 

Moss  Wants  Broader  Action  •  Rep. 
John  Moss  (D-Calif.)  said  that  he 
would  agree  with  the  President  as  far 
as  he  went  but  that  much  more  signifi- 
cant changes  are  needed  in  Sec.  315. 
He  said  it  is  the  duty  of  Congress  to 
define  a  "qualified  candidate"  or  to 
give  the  FCC  the  authority  to  do  so. 
"I  am  inclined  to  feel,  however,  that 
Congress  should  face  up  to  the  defini- 
tion," Rep.  Moss  stated.  He  said  the 
Commerce  Committee,  of  which  he  is 
a  member,  should  act  very  early 

Rep.  Moss  also  took  sharp  issue  with 
the  FCC's  latest  interpretation  of  Sec. 
315.  Congress  did  not  ever  intend  to 
include  newscasts  under  the  section,  he 
said.   "The  commissioners  are  entitled 
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to  their  opinions  but  I  disagree  with 
them,"  he  said. 

Rep.  Charles  Brown  (D-Mo.),  a 
former  broadcaster  (see  page  92),  said 
that  he  was  "amazed  to  see  the  FCC 
interpret  the  law  in  that  way."  News- 
casts, he  maintained,  should  be  handled 
free  of  interference  by  management — 
"that  to  me  is  a  fundamental  part  of 
news  coverage."  He  also  praised  the 
President's  statement  and  urged  Con- 
gress to  take  corrective  action  to  pro- 
vide stations  with  more  guidelines  on 
the  entire  equal  time  problem. 

"I  would  agree  with  the  President 
insofar  as  he  refers  to  strict  newscasts 
only  wherein  no  political  views  are  ex- 
pressed," Rep.  William  Springer  (R-Ill.) 
stated.  A  member  of  the  House  Com- 
merce Committee,  he  agreed  Congress 
should  clarify  Sec.  315  but  urged  "ex- 
treme caution"  on  a  wholesale  revision. 

Leave  It  Up  To  Stations  •  Rep.  Wil- 
liam Bray  (R-Ill.)  said  that  individual 
stations  should  be  given  clear  authority 
to  exercise  their  own  judgment  in  ap- 


Frank  Stanton:  his  speech  moved  Ike 


plying  Sec.  315.  Broadcasters  will  lean 
over  backward  to  be  fair,  he  said,  with 
common  sense  and  public  opinion  as 
the  common  denominator.  He  stated 
that  revision  of  Sec.  315  is  overdue. 

Sen.  Strom  Thurmond  (D-S.C.)  said 
that  he  is  "inclined  to  agree  with  the 
broadcasters'  position  on  equal  time." 
He  said  the  subject  should  be  thorough- 
ly aired  by  the  Senate  Commerce  Com- 
mittee, of  which  he  is  a  member,  but 
he  has  no  plans  to  bring  up. 

Mr.  Hagerty  said  that  Dr.  Frank 
Stanton,  president  of  CBS,  sent  Presi- 
dent Eisenhower  a  copy  of  his 
(Stanton's)  speech  in  Chicago  to  CBS 
affiliates  10  days  ago  in  which  he  strong- 
ly attacked  the  Daly  decision  (Broad- 
casting, March  19).   It  was  because 


of  the  Stanton  speech,  newspaper  edi- 
torials and  public  discussion  that  the 
White  House  action  was  taken,  the  news 
secretary  said.  The  President  thanked 
news  media  for  bringing  the  matter  to 
his  attention. 

The  Cunningham- Younger  bills  were 
not  mentioned  by  Mr.  Hagerty  in  his 
statement  on  behalf  of  the  President 
Wednesday,  although  he  said  the  White 
House  was  aware  of  their  existence. 

Doerfer  urges  repeal 

FCC  Chairman  Doerfer  issued  his 
appeal  for  repeal  of  Section  315  during 
a  news  conference  before  his  speech 
to  the  NAB  in  Chicago. 

For  the  first  time  he  said  flatly  that 
he  favored  wiping  the  controversial  31- 
year-old  law  off  the  books  and,  instead, 
following  "a  rule  of  reason"  for  "some 
years."  If  abuses  developed,  he  said, 
safeguards  could  then  be  written  into 
a  new  law. 

In  any  case  he  felt  distinctions  should 
be  drawn  to  keep  the  equal-time  require- 
ments from  applying  to  other  legitimate 
news  coverage  even  if  political  candi- 
dates were  involved.  One  test  he  sug- 
gested: Did  the  candidate  (or  his  party, 
backers  etc.)  initiate  the  coverage,  or 
was  he  included  because,  in  the  sta- 
tion's news  judgment,  he  was  news- 
worthy apart  from  political  considera- 
tions? If  the  latter,  Chairman  Doerfer 
indicated  the  equal-time  provision  should 
not  apply. 

No  Commitment  •  Mr.  Doerfer  did 
not  commit  himself  on  whether  he 
would  formally  recommend  to  Congress 
that  the  equal-time  law,  Sec.  315  of  the 
Communiations  Act,  be  repealed.  He 
noted  that  in  the  past  he  had  proposed 
substantial  revisions.  Moreover,  he 
said,  as  FCC  chairman  he  tries  to 
represent  the  "combined"  views  of  the 
Commission  when  appearing  before 
Congress.  And  in  this  case  he  thought 
some  of  his  colleagues  were  opposed 
to  repeal,  on  grounds  (1)  that  repeal 
would  increase  FCC's  administrative 
workload  and  (2)  that  the  law  has  been 
on  the  books  since  1927  without  proven 
harmful  effects. 

The  FCC  chief  disclosed  his  views 
on  repeal  at  a  news  conference  last 
Tuesday  during  the  NAB  convention  in 
Chicago.  In  a  formal  address  to  the 
convention  a  few  hours  later  he  did  not 
go  quite  so  far.  But  he  went  to  the 
brink. 

In  an  extended  appraisal  which  also 
set  forth  his  views  as  a  minority  mem- 
ber in  the  celebrated  Lar  Daly  case — 
in  which  FCC  by  a  4-3  vote  held  that 
Mr.  Daly,  a  perennial  office-seeker 
campaigning  for  nomination  for  mayor 
of  Chicago,  was  entitled  to  equal  time 
because  the  two  major  parties'  candi- 
dates were  shown  in  newscasts  of  non- 
political  events  (Broadcasting,  Feb. 
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Handicaps 

Section  315  •  NAB  took  an  of- 
ficial stand  against  Section  315 
of  the  Communications  Act  dur- 
ing its  Chicago  convention. 

A  resolution  adopted  at  the 
business  session  called  on  broad- 
casters to  continue  their  fight  for 
complete  freedom  in  electronic 
journalism  and  to  urge  Congres- 
sional action  "that  the  right  of 
the  people  of  America  to  know 
may  not  be  impaired." 

The  resolution  said  Section  315 
handicaps  the  broadcaster  in  ful- 
filling his  responsibility  to  keep 
the  people  informed. 

Editorializing  •  A  "tremendous 
surge"  of  editorializing  by  broad- 
casters has  occurred  in  the  past 
few  years,  NAB's  convention  held 
last  week  in  adopting  a  resolution 
calling  for  a  clearing  of  the  un- 
certainty that  surrounds  this  type 
of  programming. 

The  resolution,  adopted  at  the 
Wednesday  business  session,  speci- 
fied that  NAB,  through  its  Edi- 
torializing Committee  and  Board 
of  Directors,  "continue  to  pursue 
with  the  FCC,  members  of  Con- 
gress and  federal  government  of- 
ficials the  development  of  a  sound 
and  workable  approach  to  edi- 
torializing by  broadcasters." 


23).  Chairman  Doerfer  told  the  con- 
vention: 

Let  Broadcaster  Decide  •  "The  im- 
portant point  is  that  the  broadcaster 
should  be  given  the  right  and  the  duty 
to  make  the  judgment  as  to  what  con- 
stitutes news  or  what  programming  fills 
the  needs  of  the  public  and  not  the 
candidates.  The  latter  should  have  no 
vested  right  in  the  airwaves,  to  extoll 
personal  privileges  far  out  of  propor- 
tion to  the  public  interest.  Why  should 
this  judgment  be  delegated  to  those 
opportunists  whose  sole  qualification  is 
a  disposition  to  aggrandize  their  per- 
sonal interests,  indulge  their  idiosyncra- 
sies or  harass  a  broadcaster  who  felt 
it  was  his  duty  to  provide  a  meaning- 
ful program  about  which  he  knows 
the  public  has  an  interest? 

"In  this  capacity  the  broadcaster  is 
disseminating  information — not  enter- 
tainment. I  sincerely  doubt  that  a 
broadcaster  who  must  stake  his  license 
every  three  years  against  his  record 
would  take  a  chance  of  resorting  to 
chicanery  or  unduly  promote  a  favorite 
candidate  under  the  guise  of  legitimate 
newscasting  or  a  public  interest  panel 
discussion. 

"It  is  true  that  a  rule  of  fairness  or 
reason  takes  more  time  to  interpret  and 

34    (LEAD  STORY) 


may  vary;  but  over  a  period  of  time 
sufficient  experience  should  develop 
sound  and  consistent  precedents.  Initial- 
ly, it  may  be  difficult  to  define  stand- 
ards of  fairness  in  presentations  of 
political  candidates  in  news  or  Lincoln- 
Douglas  types  of  debates,  but  this  has 
not  deterred  the  Commission  from  at- 
tempting it  in  the  field  of  editorializing 
and  controversial  matters.  We  have 
adopted  a  policy  that  in  this  far  larger 
and  more  difficult  field  a  broadcaster 
must  strive  for  fairness  and  impartiality. 

"Finally,  the  longevity  of  a  statute 
is  no  valid  defense,  in  my  opinion.  Who 
knows  for  how  long  and  to  what  extent 
Sec.  315  has  been  a  palpable  obstruc- 
tion to  public  information  at  a  time 
when  it  needs  it  most. 

"The  broadcaster  has  never  been 
given  the  opportunity  to  demonstrate 
his  ability  to  be  fair  and  reasonably 
discriminatory  in  this  situation.  The 
law  has  been  on  the  books  since  1927. 
It  may  very  well  be  that  some  broad- 
casters use  Sec.  315  as  a  shield  against 
the  extra  effort  necessary  to  program 
in  this  important  field.  But  with  the 
ever-present  dangers  of  losing  a  public 
audience  by  being  compelled  to  bore  it 
with  an  over-abundance  of  political  pro- 
grams, I  can't  blame  them.  Some 
radical  revisions  or  outright  repeal  pro- 
posals seem  to  be  ripe  for  serious  con- 
sideration." 

Stanton  Position  •  Chairman  Doer- 
fer's  position  appeared  to  jibe  with  the 
arguments  advanced  a  few  days  earlier 
by  Dr.  Frank  Stanton,  president  of  CBS 
Inc.,  who  had  told  the  CBS-TV  affiliates 
convention  that  FCC's  Daly  decision 
could  "abridge  radically"  radio-tv's  use- 
fulness as  news  media  and  that  CBS  not 
only  would  ask  FCC  to  reconsider  but, 
if  necessary,  would  carry  the  fight  to 
the  courts,  the  Congress  and  the  public 
(Broadcasting,  March  16).  In  similar 
vein  Chairman  Doerfer  said: 

"The  broadcasting  of  news  is  definite- 
ly in  the  public  interest.  But  often  it 
involves  governmental  officials  who  do 
not  initiate  the  news.  A  continued 
course  of  interpretations  which  would 
dissuade  the  viewing  or  presentation  of 
any  news  incidentally  involving  some 
Qualified  candidate  under  all  circum- 
stances may  be  to  the  detriment  of  the 
public  interest. 

"An  informed  public  is  indispensable 
for  the  continuance  of  a  democratic  so- 
ciety. If  every  presentation  of  a  duly 
elected  public  official  who  happens 
to  be,  at  a  given  time,  a  qualified  candi- 
date for  an  office  must  automatically  be 
matched  by  an  equal  amount  of  free 
time  by  all  other  such  candidates,  then 
the  essence  of  governmental  news  will 
be  emasculated  during  campaign  pe- 
riods. The  broadcaster  will  be  com- 
pletely shorn  of  any  journalistic  judg- 


ments in  this  most  important  field. 

"In  my  opinion  a  broadcaster  should 
be  given  some  discretion  other  than  a 
Hobson's  choice.  This  is  either  a  pleth- 
ora of  bland  political  programming  ad 
nauseam  or  a  complete  blackout.  This 
will  be  the  ultimate  result  if  Sec.  315 
is  meant  to  be  construed  in  an  inexor- 
able mannner. 

"It  would  in  my  opinion  be  most 
unfortunate  to  deprive  the  public  of 
the  benefits  of  a  medium  which  has  the 
peculiar  power  to  unmask  insincerity, 
lack  of  candor  or,  on  the  other  hand, 
to  show  outstanding  qualifications. 
There  is  a  large  difference  between  a 
canned  speech  and  a  real  debate — be- 
tween a  poster  and  a  panel  show." 

What  Fairness  Means  •  Chairman 
Doerfer  described  the  "rule  of  reason" 
or  "fairness"  which  he  said  he  had 
advocated  to  Congress  as  a  substitute 
for  "the  present  inflexible  mandate." 
It  would  not  mean,  he  said,  that  a 
broadcaster  "could  indulge  in  his  biases 
or  prejudices  with  impunity — even  in 
respect  of  crackpots  or  rank  opportun- 
ists." Rather,  the  broadcaster  "would, 
under  any  interpretation  of  fairness  and 
in  his  responsibilities  as  a  journalist,  be 
obliged  to  equalize  opportunities  re- 
garding an  intentional  or  a  designed  use 
by  such  candidates,  such  as  speeches, 
rallies,  etc.,  whether  paid  for  or  not." 

Newspaper  comment 

Here's  an  editorial  from  the  San 
Antonio  Express  last  week  on  the  Sec- 
tion 315  ruling.  Partial  text  follows: 

Let's  see  what  effect  the  ruling 
would  have  on  a  legitimate  news  story 
for  radio  and  tv  such  as  the  meeting 
here  Monday  on  the  city-county  jail. 

Nine  city  councilmen  are  now  run- 
ning for  re-election.  They  attended 
the  Monday  meeting  to  discuss  the  jail 
site  again.  If  cameramen  present 
showed  their  pictures  on  tv,  the  station 
would  have  to  call  about  30  other  candi- 
dates and  offer  them  equal  time! 

That  is  how  ridiculous  the  FCC 
twisting  of  "equal  time"  turns  out  to 
be.  Radio  and  tv  men  would  be  so 
busy  trying  to  figure  out  time  that  there 
would  be  little  news  to  offer.  And  it 
probably  wouldn't  make  sense  if  offered. 

The  public  has  not  found  radio  and 
television  to  be  short  on  news  fairness, 
even  though  it  may  have  found  them 
lacking  in  other  phases  of  coverage. 

The  viewing  and  listening  public  has 
the  biggest  stake  in  this  controversy. 
Political  news  coverage  could  be  para- 
lyzed by  the  ruling. 

It  ought  to  demand  Congress  to 
define  Rule  315  quickly  to  allow  radio 
and  tv  to  present  the  news  with  normal 
journalistic  freedom. 

For  other  editorial  comment  see 
Playback  page  108. 
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N  EWS ...  and  Miami  knows  it ! 


The  millions  of  south  Floridians— and  the  millions 
more  of  their  visitors  —  have  learned  to  recognize 
this  area's  authoritative  news  source . . .  Radio  Miami 
WGBS!  Consistent,  dramatic  news  scoops  have  cap- 
tured the  interest  and  attention  of  Miami's  most 
able-to-buy  audience. 

Complete  local  coverage,  coupled  with  the  world- 
wide CBS  news  staff,  is  one  important  reason  why 
your  best  buy  is  Radio  Miami  WGBS,  Florida's 
most  quoted  station.  Represented  by  the  KATZ  Agency 


'Famous  on  the  local  scene' 


►Stores  IRaxiio  C  ^  I  wjs 
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FLORIDA'S  MOST  QUOTED  STATION  _\  ^\ 
V        ^TlN  MUSIC,  NEWS  AND  SP0R1 


RADIO  MIAMI  •  50,000  WATTS 


WGBS    WAGA    WWVA      WIBG     WSPD    WJW  WJBK 

Atlanta       Wheeling    Philadelphia     Toledo      Cleveland  Detroit 


FIRST  IN  AUDIENCE 

. . .  more  than  100%  greater 
audience*  than  any  station 
heard  in  the  Lansing  area. 

FIRST  IN  POWER 
AND  COVERAGE 

With  20  times  the  power  of 
any  station  in  Lansing  .  .  . 
WILS  produces  the  most 
coverage  for  your  money. 


FIRST  IN  MICHIGAN'S 
MONEY  MARKET 
WILS  reaches  210,490 
Radio  homes  in  the  17 
county  central  Michigan 
area  ...  1st  in  Michigan 
in  C.S.I. 


VENARD 
RINTOUL  & 
McCONNELL,  INC. 


BROADCAST  ADVERTISING 


P&G  BIGGEST  SPENDER  IN  '58 

TvB  spot  totals  for  year  show  champion 
hits  $84.5  million  in  tv  spot  and  network 


Procter  &  Gamble  spent  $84.5  mil- 
lion (at  gross  rates)  in  national  tv  last 
year.  This  includes  spot  and  network. 

The  tv  spot  figures  for  the  full  year 
1958 — a  total  ©f  more  than  $511.7 
million  or  a  14%  gain — were  released 
last  week  by  Television  Bureau  of  Ad- 
vertising as  compiled  by  N.  C.  Rora- 
baugh  Co.  Tv  spot  expenditures  for 
the  fourth  quarter  of  1958  were  re- 
leased earlier  (Broadcasting,  March  2). 

P&G  in  1958  had  a  more  than  $33.8 
million  zest  for  spot  tv  on  behalf  of  all 
its  42  brands  but  for  one  brand  alone 
it  was  a  near  $4.5  million  Zest  (toilet 
soap). 

Lever  Bros,  spent  about  $16.5  mil- 
lion gross  for  spot  tv  for  some  24 
brands,  while  Adell  Chemical  invested 
more  than  $12  million  on  behalf  of  a 
single  product,  its  Lestoil  liquid  deter- 
gent. Lever  spent  some  $21.9  million 
gross  in  network  tv  last  year. 

Colgate-Palmolive,  which  ranked  No. 


2  among  network  tv  advertisers  last 
year,  rated  No.  5  in  the  spot  tv  lineup. 
Its  combined  spot  and  network  gross 
billing  in  1958:  $3.8  million,  or  nearly 
$5  million  behind  the  combined  gross 
expenditure  of  Lever. 

TvB  noted  that  the  number  of  spot 
tv  advertisers  spending  more  than  $20,- 
000  increased  from  1,287  in  1957  to 
1,341  in  1958.  At  the  lower  end  of 
the  scale  (less  than  $20,000  in  spot) 
2,925  companies  were  in  the  lesser 
bracket  compared  with  2,867  in  that 
group  in  1957.  This  led  to  TvB's  Presi- 
dent Norman  E.  Cash's  conclusion:  "It 
shows  spot  television  is  doing  the  job 
for  the  limited-budget  as  well  as  the 
advertiser  in  very  large  companies."' 

Food  products  topped  the  product 
classifications  ringing  up  over  $135.6 
million  in  gross  billing.  Food  adver- 
tisers also  made  up  the  No.  1  product 
group  in  network  tv  for  the  year. 


Estimated  expenditures  top  ten  national  and  regional  spot  tv  advertisers 
in  1958 


PROCTER  &  GAMBLE 

$33,833,060 

American  Family  Detergent 

215,260 

American  Family  Soap 

77,710 

Biz  Liquid  Detergent 

323,080 

Big  Top  Peanut  Butter 

153,330 

Camay  Soap 

43§,720 

Cascade  Detergent 

3,540 

Charmin  Paper  Products 

171,560 

Bonus  Granulated  Soap 

6,340 

Cheer 

1,832,350 

Clorox 

2,696,020 

Comet 

991,580 

Crest 

146,650 

Crisco 

1,653,670 

Dash  Detergent 

994,490 

Dreft 

494,350 

Drene  Shampoo 

155,030 

Duncan  Hines  Canned  Foods 

16,850 

Duncan  Hines  Mixes 

2,539,600 

Duz/Blue  Dot  Duz 

594,670 

Fluffo 

80,540 

Gleem 

1,155,510 

Ivory  Flakes 

269,100 

Ivory  Liquid 

3,399,940 

Ivory  Snow 

740,740 

Ivory  Soap 

630,780 

Jif  Peanut  Butter 

3,666,000 

Joy 

1,231,260 

Lava  Soap 

32,140 

Lilt  Home  Permanent 

97,900 

Mr.  Clean 

421,300 

Oxydol 

1,087,870 

Pace  Home  Permanent 

923,300 

Prell  Shampoo 

156,770 

Secret  Deodorant 

197,170 

Special   Beauty  Kit 

270 

Spic  &  Span 

850,320 

Summer-Sett 

17,170 

Tide 

723,170 

Velvet  Blend  Shampoo 

6,750 

White  Cloud  Toilet  Tissue 

10,800 

Winter-Sett 

142,540 

Zest  Beauty  Bar 

4,489,920 

LEVER  BROS. 

$16,578,860 

Airwick 

126,960 

All  Detergent 

236,800 

Breeze 

909,760 

Dove  Toilet  Soap 

1,697,570 

Gayla  Toilet  Soap 

$74,300 

Good  Luck  Margarine 

770,090 

Handy  Andy  Detergent 

740,730 

Hum  Detergent 

29,180 

Imperial  Margarine 

1,387,330 

Lifebuoy  Soap 

34,070 

Lipton  Soup 

27,840 

Lipton  Tea 

1,278,850 

Lucky  Whip 

1,043,950 

Lux  Liquid 

805,520 

Lux  Toilet  Soap 

253,640 

Pepsodent 

3,104,810 

Praise  Toilet  Soap 

971,310 

Rinso 

546,910 

Shield  Toothpaste 

3,130 

Silver  Dust 

332,440 

Stripe  Toothpaste 

2,049,840 

Surf  Detergent 

6,330 

Swan  Liquid  Detergent 

75,270 

Wisk 

72,230 

3.  ADELL  CHEMICAL 

512,339,090 

Lestoil  Liquid  Detergent 

12,339,090 

4.  GENERAL  FOODS 

511,020,780 

Angel  Flake  Cake  Mix 

19,380 

Angel  Flake  Cocoanut 

4,680 

Baker's  Cocoanut 

9,660 

Baker's  Inst.  Chocolate 

191,130 

Birdseye  Frozen  Foods 

5,320 

Bireley's  Soft  Drinks 

38,370 

Bliss  Coffee 

1,740 

Calumet  Baking  Powder 

25,860 

Capri  Mix 

2,000 

Dream  Whip  Topping 

235,710 

Gaines  Dog  Food 

449,550 

Go  Ironing  Aid 

6,440 

Jello   Gelatin  Dessert 

32,830 

Jello  Pudding/Pie  Filling 

282,550 

Kool  Aid 

128,030 

LaFrance 

1,910 

Log  Cabin  Syrup 

5,280 

Maxwell  House  Coffee 

5,301,520 

Minute  Potatoes 

208,260 

Post's  Dry  Cereals 

2,534,530 

Postum 

25,170 

Sanka  Coffee 

772,140 

SOS  Soap  Pads 

57,890 

Swansdown  Cake  Flour 

10,890 

Swansdown  Cake  Mix 

28,150 
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Lancaster 
Harrisburg  York 

s  ONE  TV  market  when  you  use 

WGAL-TV 


AMERICA'S    1  Oth    TV  MARKET 


C  H  ^  3ST  1ST  IE  X-j  s 

1ST  BO  and  CBS 

In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersburg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEINMAN  STATION  -  Clair  McCollough,  Pres. 


The  MEEKER  Company,  Inc.  •   New  York   •   Chicago   •   Los  Angeles   •   San  Francisco 
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TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2  weeks  ending  Feb.  21 
TOTAL  AUDIENCEt 

No.  Homes 


Rank  (000) 

1.  Wagon  Train  19,580 

2.  Gunsmoke  18,172 

3.  Desilu  Playhouse  16,720 

4.  Have  Gun,  Will  Travel  16  104 

5.  Maverick  15,884 

6.  Perry  Mason  15,884 

7.  Danny  Thomas  15,840 

8.  Perry  Como  15,444 

9.  Rifleman  15,356 
10.  Cheyenne  14,916 

Rank  %  Homes* 

1.  Wagon  Train  45.3 

2.  Gunsmoke  419 

3.  Desilu  Playhouse  40.1 

4.  Maverick  37  8 

5.  Have  Gun,  Will  Travel  37  2 

6.  Perry  Mason  37  0 

7.  Danny  Thomas  36.6 

8.  Rifleman  36.5 

9.  Cheyenne  35*8 
10.  Perry  Como  35^7 

AVERAGE  AUDIENCE* 

No.  Homes 

Rank  (000) 

1.  Gunsmoke  17,380 

2.  Wagon  Train  16  544 

3.  Have  Gun,  Will  Travel  15^444 

4.  Danny  Thomas  14^916 

5.  Desilu  Playhouse  14,564 

6.  Rifleman  14  300 

7.  Maverick  13^860 

8.  Wyatt  Earp  13,464 

9.  Zane  Grey  Theatre  13  288 
10.  Wanted,  Dead  or  Alive  13,288 

Rank  %  Homes* 

1.  Gunsmoke  40  1 

2.  Wagon  Train  383 

3.  Have  Gun,  Will  Travel  35.7 

4.  Desilu  Playhouse  34.9 

5.  Danny  Thomas  34.5 


6.  Rifleman  34.0 

7.  Maverick  32^9 

8.  Wyatt  Earp  313 

9.  Zane  Grey  Theatre  31a 
10.  Wanted,  Dead  or  Alive  30.6 


t  Homes  reached  by  all  or  any  part  of  the 

programs,   except  for  homes  viewing  only 

1  to  5  minutes. 
*  Percented  ratings  are  based  on  tv  homes 

within  reach  of  station  facilities  used  by 

each  program, 
t  Homes  reached  during  the  average  minute 

of  the  program. 

Copyright  1959  A.  C.  Nielsen  Co. 


TOP  10  NETWORK  PROGRAMS 


Tv  report  for  Feb.  2-8 


Rank 

No.  Viewers 

(000) 

1.  Wagon  Train 

54,630 

2.  Gunsmoke 

48,130 

3.  Maverick 

44,430 

4.  Perry  Como 

42,790 

5.  Have  Gun,  Will  Travel 

39,070 

6.  Rifleman 

39,000 

7.  Real  McCoys 

38,530 

8.  Perry  Mason 

38,460 

9.  Wyatt  Earp 

35,430 

10.  Danny  Thomas 

35,080 

Rank 

Rating 

1.  Wagon  Train 

47.8 

2.  Gunsmoke 

43.5 

3.  Rifleman 

39.6 

4.  Maverick 

38.6 

5.  Perry  Como 

38.0 

6.  Real  McCoys 

36.3 

7.  Have  Gun,  Will  Travel 

35.8 

8.  Wyatt  Earp 

35.3 

9.  Price  Is  Right 

35.0 

10.  Loretta  Young 

34.9 

10.  Perry  Mason 

34.9 

Copyright  1959  American  Research  Bureau 


BACKGROUND:  The  following  programs,  in 
alphabetical  order,  appear  in  this  week's 
BROADCASTING  tv  ratings  roundup.  Informa- 
tion is  in  following  order:  program  name,  net- 
work, number  of  stations,  sponsor,  agency,  day 
and  time. 

Cheyenne  (ABC-126):  Johnson  &  Johnson 
(Y&R),  Armour  &  Co.  (FC&B),  Harold 
Ritchie  (K&E),  Tues.  7:30-8:30  p.m. 

Perry  Como  (NBC-172):  various  sponsors,  Sat. 
8-9  p.m. 

Desilu    Playhouse    (CBS-113):  Westinghouse 

(M-E),  Mon.  10-11  p.m. 
Wyatt  Earp  (ABC-139):  General  Mills  (D-F-S), 

Procter  &  Gamble  (Compton),  Tues.  8:30- 

9  p.m. 

Gunsmoke  (CBS-173):  Liggett  &  Myers  (D-F- 

S),  alternating  with  Remington  Rand  (Y&R), 

Sat.  10-10:30  p.m. 
Have  Gun,  Will  Travel  (CBS-168):  Lever  Bros. 

(JWT),   Whitehall    (Bates),   Sat.  9:30-10 

p.m. 

Perry  Mason  (CBS-146):  various  sponsors,  Sat. 
7:30-8:30  p.m. 

Maverick  (ABC-133):  Kaiser  (Y&R),  Drackett 
(Y&R),  Sun.  7:30-8:30  p.m. 

Real  McCoys  (ABC-123):  Sylvania  Electric 
Products  (JWT),  Procter  &  Gamble  (Comp- 
ton), Thurs.  8:30-9  p.m. 

Rifleman  (ABC-139):  Miles  Labs  (Wade),  Ral- 
ston Purina  (Gardner),  Procter  &  Gamble 
(B&B),  Tues.  9-9:30  p.m. 

Danny  Thomas  (CBS-189):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Wagon  Train  (NBC-171).  Ford  Motors  (JWT), 
alt.  with  R.J.  Reynolds  (Esty),  Nabisco 
(M-E),  Wed.  7:30-8:30  p.m. 

Loretta  Young  (NBC-144):  Procter  &  Gamble 
(B&B),  Sun.  10-10:30  p.m. 

Zane  Grey  Theatre  (CBS-150):  General  Foods 
(B&B),  Johnson  Wax  (B&B),  Thurs.  9-9:30 
p.m. 

Price    Is    Right    (NBC-161):    Lever  Bros. 

(OB&M),  alternating  with  Speidel  (Norman 

Craig  &  Kummell),  Wed.  8:30-9  p.m. 
Wanted,   Dead  or  Alive  (CBS-185):  Bristol 

Myers  (Y&R),  Brown  &  Williamson  (Bates) 

Sat.  8:30-9  p.m. 


Tang  Orange  Juice  $304,020 

Yuban  Coffee  337  770 

5.  COLGATE-PALMOLIVE  $10,998>90 
Ad  Detergent  1,560,270 
Ajax  Cleanser  1,082,820 
Brisk  Dentifrice  6,480 
Cashmere  Bouquet  Soap  55,070 
Colgate  Deod.  Beauty  Soap  36^090 
Colgate  Dental  Cream  3,807,950 
Colgate  Shave  Cream  102,810 
Colgate  Shave  Lotion  2J70 
Fab  Detergent  1,792,440 
Florient  Air  Deodorant  291,500 
Genie  Household  Cleanser  319,840 
Glance  Shampoo  3,560 
Halo  Shampoo  411,190 
Lustre-Creme  Shampoo  9l'380 
Merry  Detergent  160 
Palmolive  Shave  Cream  161,700 
Palmolive  Shave  Lotion  53,840 
Palmolive  Soap  306,410 
Rapid  Shave  Cream  646,590 
Super  Suds  102,590 
Vel  Beauty  Bar  7,470 
Vel  Liquid  Detergent  148,710 
Vel  Soap  Powder  6  850 

6.  BROWN  &  WILLIAMSON  $9,413,530 
DuMaurier  431,680 
Kool  2,915^250 
Raleigh  1,868,570 
Viceroy  4,198,030 

7.  CONTINENTAL  BAKING  $9,223,910 
Buttermilk  Bread  4,630 
Certified  Bread  38,240 
Continental  Donuts  350 
County  Fair  Bread  87,810 
County  Fair  Triplette  Cake  5,530 
Daffodil  Farm  Bread  88,050 
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Hostess  Cakes  $1,476,190 

Morton  Frozen  Foods  795,100 

Profile   Bread  2,981,750 

Staff  Bread  282,650 

Twinkies  32,940 

Wonder  Bread  3,398^430 

Wonder  Brown  &  Serve  Rolls  4,380 

Wonder  Buns  26,960 

Wonder  Rolls  '900 

WARNER-LAMBERT  $8,832,990 

Anahist  Cold  Remedies  4,716,340 

Bliss  Home  Permanent  109,680 

Bromo  Seltzer  1,736,600 

DuBarry  Cosmetics  310 

DuBarry  Light  &  Bright  12,630 

Fizzies  427,470 

Listerine  Antiseptic  1,261,020 

Listerine   Dentifrice  11,230 

New  Faces  4,900 

Quick  Home  Permanent  3,010 

Richard  Hudnut  Cosmetics  1,350 

Sportsman   Toiletries  101,400 

3  Flowers  Brilliantine  6,260 

Virisan  440,790 

MILES  LABS  $7,895,950 

Alka-Seltzer  5,268,130 

Bactine  1,167,380 


Nervine  $125,090 

One-A-Day  Brand  Vitamins  1,323,010 

Tabcin  12340 

10.  AMERICAN  HOME  PROD.  $7,275,680 

Aero-Shave  24,150 

Aero-Wax  261,'o80 

Anacin  2,951,490 

Antrol-Snarol  Ant  Poison  2,870 

Bisodol  3^900 

Black  Flag  197,390 

Chef-Boy-Ar-Dee  Quality  Food  391,560 

Dennison's  Foods  60,740 

Drial  Nasal  Mist  5  090 

Drial  Tablets  1^120 

Dristan  Tablets  1,839,860 

Dristan  Nasal  Mist  55,260 

Easy-Off  Oven  Cleaner  16^990 

Emberstick  320 

Freezone  1,820 

G.  Washington  Coffee  6,630 

Griffin   Shoe   Polishes  45,070 

Heet  5/40o 

Preparation  H  1,087,230 

Primatene  186,500 

Soothal  Antacid  5,040 

Wizard  Deodorizers  126  170 


Estimated  expenditures  of  top  100  national  and  regional  spot  television 
advertisers — by  rank  for  1958 


1.  Procter  &  Gamble 

2.  Lever  Brothers 

3.  Adell  Chemical 

4.  General  Foods 

5.  Colgate-Palmolive 

6.  Brown  &  Williamson 


$33,833,060 
16,578,860 
12,339,090 
11,020,780 
10,998,490 
9,413,530 


7.  Continental  Baking 

8.  Warner-Lambert  Pharma. 

9.  Miles  Laboratories 

10.  American  Home  Prods. 

11.  P.  Lorillard 

12.  International  Latex 


$9,223,910 
8,832,990 
7,895,950 
7,275,680 
6,717,450 
5,678,510 
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'THE  VOICE  OF  LONG  ISLAND" 


POPULATION 

1,789,300 


RETAIL  SALES 

$2,358,018,000 
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13. 

Carter  Products 

$5,202,300 

56. 

Sun  Oil 

$1,769,580 

14. 

4,704,170 

57. 

Borden 

1,750,940 

15. 

Standard  Brands 

4'368,290 

58. 

Theo.  Hamm  Brewing 

1,690,180 

16. 

Philip  Morris 

4,066,710 

59. 

Nestle  Co. 

1,681,800 

17' 

National  Biscuit 

4,022,960 

60. 

Quaker  Oats 

1,679,690 

18 

Robert  Hall 

3^993,850 

61 

Nehi  Corp.  Bottlers 

1,666,200 

19^ 

Coca-Cola  Bottlers 

3,699,270 

62. 

Texas  Co. 

1,660,400 

20' 

Sterling  Drug 

3,645,220 

63. 

Ward  Baking 

1,660,000 

21. 

Shell  Oil 

3,272,410 

64. 

Welch  Grape  Juice 

1,653,830 

22' 

Food  Mfgrs. 

3,259,850 

65. 

Phillips  Petroleum 

1,608,110 

23. 

Corn  Products  Refining 

3,191,790 

66. 

Chesebrough- Ponds 

1,591,690 

24. 

Pepsi-Cola  Bottlers 

3^163,040 

67. 

Wander 

1,577,460 

25 

3^153'280 

68. 

Carling  Brewing 

1,556,620 

26. 

Anheuser-Busch  ^° 

3,058,690 

69. 

Maybelline 

1,553,810 

27. 

American  Tobacco 

3^018,150 

70. 

Block  Drug 

1,533,210 

28. 

General  Mills 

2,986,970 

71. 

General  Motors 

1,522,070 

29 

J  A  Fogler 

2,975,260 

72. 

M.J.B. 

1,507,360 

30' 

Charles  Antell 

2|866,820 

73 

Harold  F.  Ritchie 

1,470,100 

31. 

Bristol-Myers 

2,845,890 

74. 

P.  Ballantine 

1,440,940 

32. 

2,836,100 

75 

Burgermeister  Brew. 

1,397,930 

33. 

Avon  Products 

2,770,420 

76. 

Dumas-Milner 

1,384,410 

34. 

2,549,440 

77. 

Max  Factor 

1,309,360 

35 

2,434,260 

78. 

Hills  Bros. 

1,297,610 

36. 

Marathon 

2,434,000 

79. 

American  Bakeries 

1,297,190 

37] 

Esso  Standard  Oil 

2^383,490 

80. 

F&M  Schaefer 

1,285,780 

38' 

2,355,040 

81. 

National  Brewing 

1,278,100 

39! 

Falstaff  Brewing 

2,288,920 

82. 

Interstate  Bakeries 

1,263,860 

40. 

Vick  Chemical 

2,216,890 

83. 

Alberto-Culver 

1,247,830 

41 

2,144,050 

84. 

Great  A&P  Tea 

1,237,300 

42 

William  Wrigley  Jr. 

2,071,990 

85. 

General  Cigar 

1,234,070 

43i 

Salada-S  hi  rr  iff- Horsey 

1,991,060 

86. 

B.T.  Babbitt 

1,221,010 

44 

U  S   Borax  &.  Chem 

1^988, 690 

87 

Swift 

1,209,590 

45' 

Standard  Oil  Co.  of  Ind. 

1,961,290 

88. 

H.J.  Heinz 

1,207,050 

46 

1^946,620 

89 

Safeway  Stores 

1,192,570 

47. 
48. 

G*|?e"ttete  ^orm 

1,994,380 

90. 

Tidy  House  Prod. 

1,187,080 

Gulf  Oil 

1,916,020 

91. 

Diversified  Cos.  of  Amer. 

1,177,010 

49 

1^877,690 

92 

1,170,340 

5q] 

Piel  Bros. 

1,873,880 

93. 

Minute  Maid 

1,164,850 

5l! 

1,865,830 

94 

Atlantic  Refining 

1,144,300 

52 

Bulova  Watch 

1^856,220 

95 

Jacob  Ruppert 

1,137,160 

53' 

S.C.  Johnson 

l|813,'560 

96 

Pacific  Tel.  &  Tel. 

1,134,560 

54 

Jos.  E.  Schlitz 

1,778,680 

97 

Heublein 

1,129,070 

55. 

Continental  Car-Na-Var 

1,772,060 

98 

Wm.  B.  Reily  &  Co. 

1,099,090 

99 

Taylor-Reed 

1,089,890 

*Inc 

uding  Blatz 

100 

Parker  Pen 

1,087,340 

Estimated  expenditures  of  national  and  regional  spot  television 
advertisers  by  product  classification  for  1958 
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AGRICULTURE 

51,350,000 

Feeds,  meals 

746,000 

Miscellaneous 

604,000 

ALE,  BEER  &  WINE 

44,214,000 

Beer  &  Ale 

40,299,000 

Wine 

3,915,000 

AMUSEMENTS,  ENTERTAINMENT 

559,000 

AUTOMOTIVE 

7,376,000 

Anti-freeze 

112,000 

Batteries 

131,000 

CARS 

4,134,000 

Tires  &  Tubes 

1,554,000 

Trucks   &  Trailers 

132,000 

Miscellaneous  Accessories  &  Supplies 

1,313,000 

BUILDING  MATERIAL,  EQUIPMENT, 

FIXTURES,  PAINTS 

2,789,000 

Plumbing,  Supplies 

562,000 

Materials 

656,000 

Paints 

1,185,000 

Power  Tools 

59,000 

Miscellaneous 

327,000 

CLOTHING,  FURNISHINGS, 

ACCESSORIES 

13,241,000 

Clothing 

11,269,000 

Footwear 

1,445,000 

Hosiery 

497,000 

Miscellaneous 

30,000 

CONFECTIONS  &  SOFT  DRINKS 

28,237,000 

Confections 

12,039,000 

Soft  Drinks 

16,198,000 

CONSUMER  SERVICES 

14,605,000 

Dry   cleaning    &  laundries 

81,000 

Financial 

2,181,000 

Insurance 

2,773,000 

Medical  &  Dental 

151,000 

Moving,    Hauling,  Storage 

317,000 

Public  utilities 

7,099,000 

Religious,  Political,  Unions 

1,224,000 

Schools  &  Colleges 

135,000 

Miscellaneous  services 

644,000 

COSMETICS  &  TOILETRIES 

$46,749,000 

Cosmetics 

8,133,000 

Deodorants 

3,426,000 

Depilatories 

295,000 

Hair  tonics  &  shampoos 

8,674,000 

Hand  &  face  creams,  lotions 

2,813,000 

Home  permanents  &  coloring 

5,890,000 

Perfumes,  toilet  waters,  etc. 

1,704,000 

Razors,  blades  $1,904,000 

Shaving  creams,  lotions,  etc.  1,694,000 

Toilet  soaps  10,744,000 

Miscellaneous  1,472,000 

DENTAL  PRODUCTS  14,467,000 

Dentifrices  11,132,000 

Mouthwashes  2,455,000 

Miscellaneous  880,000 

DRUG  PRODUCTS  44,626,000 

Cold  remedies  12,863,000 

Headache  remedies  7,792,000 

Indigestion  remedies  8,988,000 

Laxatives  3,082,000 

Vitamins  2,825,000 

Weight  aids  1,917,000 

Miscellaneous  drug  products  6,285,000 

Drug  stores  874,000 

FOOD  &  GROCERY  PRODUCTS  135,687,000 

Baked  goods  26,469,000 

Cereals  11,552,000 

Coffee,  tea  &  food  drinks  32,140,000 

Condiments,  sauces,  appetizers  5,515,000 

Dairy  products  7,853,000 

Desserts  2,023,000 

Dry  foods  (flour,  mixes,  rice,  etc.)  8,314,000 

Fruits  &  vegetables,  juices  9,429,000 

Macaroni,  noodles,  chili,  etc.  1,934,000 

Margarine,  shortenings  6,673,000 

Meat,  poultry  &  fish  6,366,000 

Soups  461,000 

Miscellaneous  foods  6,420,000 

Miscellaneous  frozen  foods  1,454,000 

Food  stores  9,084,000 

GARDEN  SUPPLIES  &  EQUIPMENT  661,000 

GASOLINE  &  LUBRICANTS  24,479,000 

Gasoline  &  oil  23,411,000 

Oil  additives  858,000 

Miscellaneous  210,000 

HOTELS,  RESORTS,  RESTAURANTS  423,000 
HOUSEHOLD  CLEANERS,  CLEANSERS, 

POLISHES,  WAXES*  29,650,000 

Cleaners,  cleansers*  24,051,000 

Floor  &  furniture  polishes,  waxes  4,146,000 

Glass  cleaners  392,000 

Home  dry  cleaners  405,000 

Shoe  polish  148,000 

Miscellaneous  cleaners  508,000 
HOUSEHOLD  EQUIPMENT- 
APPLIANCES 


4,621,000 
BROADCASTING,  March  23,  1959 


to  REACH  and  SELL 

the  GREATER         FRANCISCO  •  OAKLAND  MARKET 


CHANNEL 


...now  in  the  second  year  of  operation, 
KTVU  will  continue  to  move  merchandise 
in  AMERICA'S  SIXTH  MARKET  with: 

Greater  Area  coverage  through  unduplicated 
independent  programming. 

Full-sell  Minute  Announcements  in  all  time  clas- 
sifications. 

Top-quality,  full-length  feature  films  in  AA  time. 
Exclusive  live  and  Videotape  coverage  of  Bay 
Area  college  and  professional  sports  — from 
football  and  basketball  to  rugby  and  tennis. 

Largest,  most  up-to-date  studios  and  facilities 
in  the  Area. 

Complete  Area  coverage  through  maximum 
power:  100  KW  Video;  50  KW  Audio. 


CALL  KTVU  or  H-R  Television,  Inc.,  NOW 
for  complete  information  and  availabilities. 


San  Francisco  *  Oakland  Te 
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Shades  of 
Tom  Swift 


If  Tom  Swift  had  invented  a  money-making  ma- 
chine, it  wouldn't  get  any  more  play  than  the  tele- 
vision sets  at  the  Men's  Club.  At  the  time  the  house 
committee  approved  TV,  the  club  seemed  to  catch 
its  second  wind.  Complaints  about  the  dining  room 
service  are  rare  today,  and  even  the  oldest  member 
can't  recall  better  brandy  and  cigars. 

Luther,  the  doorman  and  unofficial  club  histo- 
rian, credits  all  this  to  WBNS-TV.  "The  station  can 
predict  our  gentlemen's  moods  with  uncanny  ac- 
curacy," states  this  sagacious  fellow,  "and  it  pro- 
grams to  suit.  Plenty  of  local  news  and  sports 
coverage,  with  CBS  network  shows  for  kicks.  And, 
the  fact  our  members  know  so  many  WBNS-TV 
folks  through  working  on  charity  and  civic  com- 
mittees keeps  things  on  a  first-name  basis." 

Luther  may  exaggerate  our  occult  powers,  but 
he  s  right  about  our  dedication  to  charitable  com- 
munity projects.  Last  time  we  checked,  WBNS-TV 
names  were  on  the  working  rosters  of  more  than 
twenty  service  groups  in  Central  Ohio  where  we 
were  born  and  raised. 

When  these  men  of  influence  return  home  from 
the  sanctuary  of  the  club,  they're  again  greeted 
by  WBNS-TV.  So,  it's  just  good  sense  for  their 
local  advertising  dollars  to  back  this  national  time- 
buying  guide:  "//  you  want  to  be  seen  in  Central 
Ohio  —  WBNS-TV." 


WBNS-TV 

CBS  Television  in  Columbus,  Ohio 


Affiliated  with  The  Columbus  Dispatch,  The  Ohio  Slate 
Journal  and  WBNS  Radio.  Represented  by  Blair  TV.  316  kw 


HOUSEHOLD  FURNISHINGS 

Beds,  mattresses,  springs 
Furniture  &  other  furnishings 


$2,926,000 

1,671,000 
1,255,000 


HOUSEHOLD  LAUNDRY  PRODUCTS  29,940,000 

Bleaches,  starches  4,814,000 

Packaged  soaps,  detergents*  23,217,000 

Miscellaneous  1,909,000 

HOUSEHOLD  PAPER  PRODUCTS  5,163,000 

Cleansing  tissues  1,411,000 

Food  wraps  1,417,000 

Napkins  347,000 

Toilet  tissue  755,000 

Miscellaneous  1,233,000 

HOUSEHOLD,  GENERAL  4,101,000 

Brooms,  brushes,  mops,  etc.  430,000 

China,  glassware,  crockery,  containers  356,000 

Disinfectants,  deodorizers  1,090,000 

Fuels,  (heating,  etc.)  488,000 

Insecticides,  rodenticides  821,000 

Kitchen  utensils  89,000 

Miscellaneous  827,000 

NOTIONS  384,000 

PET  PRODUCTS  4,411,000 

PUBLICATIONS  757,000 

SPORTING  GOODS,  BICYCLES,  TOYS  3,045,000 

Bicycles  &  supplies  35,000 

Toys  &  games  2,819,000 

Miscellaneous  191,000 

STATIONERY,  OFFICE  EQUIPMENT  149,000 

"Liquid  cleaners  (i.e.  Lestoil)  now  included  in 
sub-class,  "cleaners,  cleansers." 


TELEVISION,  RADIO,  PHONOGRAPH, 
MUSICAL  INSTRUMENTS 

Antennas 

Radio  and  television  sets 
Records 
Miscellaneous 

TOBACCO  PRODUCTS  &  SUPPLIES 

Cigarettes 

Cigars,  pipe  tobacco 
Miscellaneous 

TRANSPORTATION  &  TRAVEL 


Rail 

Miscellaneous 

WATCHES,   JEWELRY,  CAMERAS 

Cameras,   accessories,  supplies 

Clocks  &  watches 

Jewelry 

Pens  &  pencils 
Miscellaneous 

MISCELLANEOUS 

Trading  stamps 
Miscellaneous  products 
Miscellaneous  stores 
TOTAL 


$1,501,000 

108,000 
208,000 
750,000 
435,000 

31,119,000 

28,164,000 
2,562,000 
393,000 

2,937,000 

1,469,000 
666,000 
702,000 
100,000 

4,459,000 

290,000 
1,925,000 

160,000 
1,988,000 
96,000 

7,144,000 

892,000 
2,760,000 
3,492,000 
$511,770,000 


Petry  urges  one  rate 
for  all  advertisers 

Adoption  of  a  single  rate  for  all  ad- 
vertisers was  urged  last  week  by  Ed- 
ward Petry  &  Co.,  station  representa- 
tive. President  Edward  E.  Voynow  said 
that  "after  lengthy  and  thorough  inves- 
tigation and  discussion  of  the  dual-rate 
problem,  it  seems  obvious  that  this  is 
the  one  and  only  answer." 

Marty  Nierman,  Petry  executive  vice 
president,  said  all  Petry  client-stations 
would  be  briefed  on  the  one-rate  propo- 
sition and  asked  to  adopt  a  single  rate 
for  local  and  national  business,  effec- 
tive July  1.  "In  addition,"  Mr.  Nierman 
said,  "we  urge  that  the  entire  industry 
consider  the  adoption  of  the  same 
policy." 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  March  12-March  18  as  rated  by  the  multi-city  Arbitron 
instant  ratings  of  American  Research  Bureau. 


DATE 

PROGRAM  AND  TIME 

NETWORK 

RATING 

Thur 

,  March  12 

Zorro  (8  p.m.) 

ABC-TV 

27.6 

Fri., 

March  13 

77  Sunset  Strip  (9:30  p.m.) 

ABC-TV 

24.1 

Sat., 

March  14 

Perry  Como  (8  p.m.) 

NBC-TV 

27.8 

Sun., 

March  15 

Frances  Langford  Presents  (10  p.m.) 

NBC-TV 

22.6 

Mon. 

March  16 

Danny  Thomas  (9  p.m.) 

CBS-TV 

28.6 

Tue., 

March  17 

Rifleman  (9  p.m.) 

ABC-TV 

29.2 

Wed. 

March  18 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

32.8 

Copyright  1959  American  Research  Bureau 


RADIO  SPOT:  134  MARKETS 

Adam  Young  estimates  $165  million  in  '58 


Adam  Young  Inc.,  New  York,  last 
week  released  the  company's  estimates 
of  1958  spot  radio  billings  in  134  multi- 
station markets,  placing  overall  billing 
at  $165  million,  down  from  $169.5  mil- 
lion in  1957.  Adam  Young,  president, 
said  annual  volume  presently  is  at  the 
$143  million  mark,  based  on  spot  busi- 
ness during  the  last  quarter  of  1958  and 
the  first  two  months  of  1959. 

In  terms  of  dollar  volume,  according 
to  Mr.  Young,  the  country's  top  50 
markets  now  account  for  71.5%  of  the 
national  total,  with  about  13%  going  to 
New  York.  The  company's  estimates 
also  indicate  the  strength  of  the  farm 
markets,  Mr.  Young  said,  with  such 
areas  as  Des  Moines,  Raleigh  and 
Omaha  "well  ahead  of  the  national 
average,  in  contrast  to  the  wide  fluctua- 
tions in  some  predominantly  industrial 
markets." 

Based  on  a  continuing  analysis  of 
radio  billing  trends  over  the  past  six 
years,  Adam  Young  Inc.  has  issued 
these  estimates  of  gross  national  spot 
radio  billing  during  1958  in  the  follow- 
ing 134  multi-station  markets: 


Akron 

Albany 

Albuquerque 

Allentown 

Altoona 

Amarillo 

Asheville 

Atlanta 

Atlantic  City 

Augusta 

Austin,  Tex. 

Baltimore 

Baton  Rouge 

Beaumont 

Binghamton 

Birmingham 

Boston 

Buffalo 

Canton 

Cedar  Rapids 
Charleston,  S.C. 
Charleston,  W.Va. 
Charlotte 
Chattanooga 
Chicago 
Cincinnati 
Cleveland 
Columbia,  S.C. 
Columbus,  Ga. 
Columbus,  Ohio 
Corpus  Christi 
Dallas-Ft.  Worth 


$330,000 

1,280,000 
400,000 
250,000 
65,000 
215,000 
80,000 

1,580,000 
80,000 
150,000 
225,000 

1,780,000 
175,000 
90,000 
185,000 
580,000 

4,295,000 

1,720,000 
305,000 
765,000 
165,000 
265,000 
830,000 
195,000 
10,775,000 

2,720,000 

2,680,000 
215,000 
130,000 

1,150,000 
375,000 

2,400,000 


Davenport 

$370,000 

Dayton 

564,000 

Denver 

1,315,000 

Des  Moines 

1,395,000 

Detroit 

5,750,000 

Duluth 

260,000 

Durham 

120,000 

El  Paso 

200,000 

Erie 

160,000 

Evansville 

170,000 

Flint 

270,000 

Fort  Wayne 

525,000 

Grand  Rapids 

475,000 

Green  Bay 

150,000 

Greensboro 

185,000 

Greenville,  S.C. 

220,000 

Harrisburg 

315,000 

Hartford 

1,790,000 

Honolulu 

435,000 

Houston-Galveston 

1,735,000 

Huntington 

195,000 

Indianapolis 

1,600,000 

Jackson,  Miss. 

225,000 

Jacksonville 

550,000 

Johnstown 

130,000 

Kansas  City 

2,075,000 

Knoxville 

395,000 

Little  Rock 

415,000 

Los  Angeles 

6,700,000 

Louisville 

935,000 

Lubbock 

115,000 

Macon 

180,000 

Madison 

205,000 

Manchester 

125,000 

Memphis 

1,265,000 

Miami 

1,325,000 

Milwaukee 

1,395,000 

Minneapolis 

2,630,000 

Mobile 

185,000 

Montgomery 

230,000 

Nashville 

955,000 

New  Haven 

445,000 

New  Orleans 

1,170,000 

New  .York 

21,430,000 

Norfolk 

620,000 

Oklahoma  City 

875,000 

Omaha 

1,105,000 

Peoria 

335,000 

Philadelphia 

4,900,000 

Phoenix 

415,000 

Pittsburgh 

2,790,000 

Portland,  Me. 

265,000 

Portland,  Ore. 

1,120,000 

Providence 

1,235,000 

Pueblo 

75,000 

Raleigh 

695,000 

Reading 

145,000 

Richmond 

875,000 

Roanoke 

205,000 

Rochester 

975,000 

Sacramento 

690,000 

Saginaw 

135,000 

Salt  Lake  City 

485,000 

San  Antonio 

1,025,000 

San  Bernadino 

165,000 

San  Diego 

975,000 

San  Francisco 

4,120,000 

San  Jose 

145,000 

Savannah 

175,000 

Scranton-Wilkes  Barre 

390,000 

Seattle 

1,545,000 

Shreveport 

570,000 
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WCCO-TV 
TELECAST 
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WEATHER 
INF0RMAT4 
WITH  AID  OF 
BENDIX 
RADAR 


Audiences  in  the  Minneapolis-St.  Paul  area  now  "see" 
weather  in  the  making.  With  the  aid  of  a  new  Bendix  * 
Weather  Tracking  Radar  station  located  atop  the 
Foshay  Tower,  WCCO-TV's  weather  announcer  can 
actually  show  his  viewers  where  a  rain  storm  is,  how 
fast  and  in  what  direction  it  is  moving.  The  radar 
system  is  constantly  searching  the  sky,  150  miles  in  all 
directions  from  the  Twin  Cities  area. 

WCCO-TV  is  not  only  providing  its  audiences  with 
a  new  type  of  interesting  "live"  weathercast,  but  is 
also  rendering  an  invaluable  service  to  local  industry. 

The  equipment  selected  to  do  this  job  was  the 
Bendix  WTR-1  Weather  Tracking  Radar  System.  The 
WTR-1,  a  recent  development  of  Bendix,  was  designed 
around  the  basic  components  of  the  widely-accepted, 
time-proven  Bendix  Airborne  Weather  Radar  System 
now  in  daily  operation  on  hundreds  of  airliners 
throughout  the  world. 

For  further  information  on  the  WTR-1  System 
contact: 


♦trademark 


Bendix  Radio  Division 


BALTIMORE  4,  MARYLAND 
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Sioux  City 
Sioux  Falls 
South  Bend 
Spokane 
Springfield,  III. 
Springfield-Holyoke 
Springfield,  Mo. 
St.  Joseph 
St.  Louis 
Stockton 
Syracuse 
Tacoma 

Tampa-St.  Petersburg 

Toledo 

Topeka 

Trenton 

Tulsa 

Tucson 

Utica-Rome 

Washington 

Waterbury 

Wheeling-Steubenville 

Wichita 

Wichita  Falls 

Wilmington,  Del. 

Winston-Salem 

Worcester 

York 

Youngstown 


$100,000 
90,000 
210,000 
550,000 
150,000 
265,000 
175,000 
170,000 
3,740,000 
200,000 
745,000 
65,000 
725,000 
760,000 
445,000 
145,000 
855,000 
195,000 
195,000 
3,055,000 
60,000 
490,000 
485,000 
170,000 
195,000 
155,000 
550,000 
145,000 
510,000 


WHAT  DOES  IT  COST? 
Buyer  distrust  caused 
by  unpublished  rate 

The  unpublished  rate  leads  to  adver- 
tiser "suspicion"  of  spot  broadcasting 
(both  am  and  tv). 

This  warning  was  left  with  an  agency- 
station  representative  audience  in  New 
York  Tuesday  (March  17)  by  a  time- 
buyer  prominent  in  the  field — Jayne  M. 
Shannon,  broadcast  media  supervisor  at 
J.  Walter  Thompson,  New  York.  She 
also  volunteered  that  the  local  and  na- 
tional rate  confusion  has  contributed 
to  a  "decline  in  the  confidence"  of  the 
advertiser  in  spot. 

But,  Miss  Shannon  said,  she  did  not 
mean  to  imply  stations  should  go  single 
rate;  but  rather,  present  a  "clear  defini- 
tion of  who  is  eligible"  for  the  local  and 
for  the  national  rate. 

Why  so  much  anxiety  on  "unpub- 
lished" rates?  The  "rate  on  request" 
or  "for  further  rate  information  con- 
tact so-and-so"  in  published  cards,  said 
Miss  Shannon,  are  an  open  invitation 
to  a  timebuyer  to  skip  that  station  if  he 


Doggone 

Greyhound  Corp.,  Chicago, 
and  its  agency,  Grey  Adv.,  New 
York,  last  week  continued  its 
"feud"  with  Steve  Allen  over  the 
use  of  the  name  "Steverino"  for 
the  dog  who  had  become  a  sym- 
bol for  the  company  (Broadcast- 
ing, March  2).  During  the  live 
commercial  for  Greyhound  on  the 
special  Jack  Benny  program  on 
CBS-TV  Wednesday  night  (March 
18),  a  woman  fondled  the  dog 
and  said  sadly:  "Tch,  tch,  poor 
dog,  you  don't  even  have  a 
name."  Greyhound  Corp.  has 
sent  letters  to  newspapers  and 
other  publications  asking  readers 
to  suggest  a  name  for  the  Grey- 
hound, which  will  be  announced 
on  the  forthcoming  Jack  Benny 
special  over  CBS-TV  on  May  23. 


can.  Reason:  very  often  the  buyer  has 
little  time  and  a  lengthy  schedule  to 
line  up.  If  the  station  without  published 
rate  information  is  about  equal  to  an- 
other in  the  market  that  does  publish 
rates,  the  timebuyer  is  inclined  to  by- 
pass the  former  and  automatically  place 
the  purchase  with  the  station  publishing 
rates. 

Creates  Distrust  •  But  beyond  this, 
she  explained,  refusal  or  failure  to  pub- 
lish rates  creates  distrust  of  that  station 
in  the  advertiser's  mind.  She  also  was 
critical  of  cards  which  provide  maxi- 
mum frequency  discounts  for  26-week 
periods  rather  than  for  52  weeks.  She 
proffered  that  the  26-week  method  dis- 
courages advertisers  from  making  long- 
term  buys. 

The  occasion  was  the  Radio  &  Tele- 
vision Executives  Society's  timebuying 
and  selling  seminar  on  "Streamlining  the 
Rate  Card"  and  in  keeping  with  St. 
Patrick's  Day,  Miss  Shannon  shared  the 


HOW  PEOPLE  SPEND  THEIR  TIME 


There  were  126,564,000  people  in  the  U.S.  over  12  years  of  age  during  the  week  Feb.  27- 
March  5.  They  spent: 

2  231.6  million  hours    Watching  Television 

1  148.3  million  hours    Listening  to  Radio 

474  3  million  hours    Reading  Newspapers 

241.7  million  hours    Readin,9  Ma9azinf 

388.1  million  hours    Watching  Movies  on  Tv 

100.5  million  hours    Attending  Movies 

These  totals  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published  exclusively  by 
BROADCASTING  each  week,  are  based  on  a  48-state,  random  dispersion  sample  ■ =J  7<°°0  nter 
views  (1,000  each  day).  Sindlinger's  weekly  "Activity"  report,  from  which  these  figure  are 
drawn,  furnishes  comprehensive  breakdowns  of  these  and  numerous  other  c^gories   and  show 
the  duplicated  and  unduplicated  audiences  between  each  specific  medium.  Tabulations  are  avail 
able  from  Sindlinger  &  Co.  within  two  to  seven  days  of  the  interviewing  week. 
SINDLINGER'S  SET  COUNT:  As  of  March  1,  Sindlinger  data  shows:  (1)  114,011,000 
people  over  12  years  of  age  have  access  to  tv  (90.1%  of  the  people  in  that  age  group); 
(2)  44  558  000  households  with  tv;  (3)  49,201,000  tv  sets  in  use  in  the  U.S. 
(Copyright  1959  Sindlinger  &  Co.) 


program  with  Richard  O'Connell  of 
Richard  O'Connell  Inc.,  station  repre- 
sentative. 

Both  speakers  attacked  existing  rate 
cards  as  "cumbersome,"  "old  fashion- 
ed," and  by  its  sheer  weight  of  termi- 
nology (some  of  it  nearly  unintelligble) 
as  saddling  the  timebuyer  with  clerical 
work.  Miss  Shannon  declared  that  this 
was  one  reason  why  timebuyers  be- 
come inaccessible  to  station  representa- 
tives— they  are  overloaded  with  detail. 

Mr.  O'Connell  explained  a  simplified 
rate  card  structure  which  does  away 
with  most  frequency  discount  formulas, 
reduces  paper  work  and  billing  chores 
and  makes  the  job  easier  for  the  time- 
buyer.  Said  he,  "go  jet"  in  rate  cards. 
He  claimed  several  stations  have 
adopted  new-type  cards  and  urged  other 
stations  to  follow  suit. 

•  Business  briefly 

Time  sales 

•  Rexall  Drug  Co.,  L.A.,  will  sponsor  a 
special  comedy  -  variety  hour,  At  the 
Movies,  on  NBC -TV  May  3  (10  -11 
p.m.  EDT).  The  satirical  show  stars  Sid 
Caesar,  Art  Carney  and  special  guest 
Audrey  Meadows.  Also  featured  will  be 
Jaye  P.  Morgan,  the  Morgan  Brothers, 
Bambi  Linn,  Rod  Alexander  and  Cliff 
Norton.  The  Loretta  Young  Show,  reg- 
ularly scheduled  from  10-10:30  p.m., 
will  be  pre-empted  for  this  date  only. 
Rexall's  agency:  BBDO. 

•  Gillette  Safety  Razor  Co.,  Boston,  has 
signed  for  CBS  Radio's  and  CBS-TV's 
coverage  of  "Triple  Crown"  events  of 
horse  racing,  consisting  of  the  Kentucky 
Derby  on  May  2  (5:15-5:45  p.m.);  the 
Preakness  on  May  16  (5:30-6  p.m.)  and 
the  Belmont  on  June  13  (4:30-5  p.m.). 
Agency:  Maxon  Inc.,  New  York. 

•  Mattel  Inc.  (toys),  L.  A.,  has  con- 
tracted with  ABC-TV  for  a  new  cartoon 
series,  Matty's  Funday  Funnies  (Sun. 
5-5:30  p.  m.)  which  begins  its  52-week 
run  Oct.  11.  Mattel  doubles  its  ad 
budget  for  the  new  show.  It  will  fea- 
ture Harvey  Famous  Cartoons,  pro- 
duced by  Paramount  Pictures.  Agency: 
Carson-Roberts,  L.  A. 

•  Forty  Two  Products  (toiletries),  Los 
Angeles,  has  started  a  spot  tv  campaign 
using  a  new  animated  cartoon  character 
"Bridgette"  created  by  UPA  Pictures 
on  nine  stations  in  major  markets  in 
Arizona  and  California,  with  plans  be- 
ing formulated  to  extend  the  spots  to 
other  markets.  Cole  Fischer  Rogow, 
Beverly  Hills,  Calif.,  is  agency. 

•  Carter  Products  Inc.  (Rise  instant 
shave  cream),  N.Y.,  will  sponsor  Texas 
Championship  Rodeo  over  CBS-TV  on 
March  28  (6:30-7:30  p.m.)  in  a  special 
pickup  from  the  Lubbock,  Tex.,  Muni- 
cipal Coliseum.  Agency:  Sullivan,  Stauf- 
fer,  Colwell  &  Bayles,  N.Y. 
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...  or  ARE  RATINGS  EVERYTHING?  Some  folks 
set  great  store  by  ratings  ...  and  we'd  be  the  first  to 
tell  you  that  in  every  single  TV  audience 
survey  made  in  Shreveport,  KSLA-TV 
has  come  out  'way  on  top. 

But  there's  more  ...  an  intangible  you'd  have  to  come 
to  Shreveport  to  grasp  ...  a  sort  of 
first-name  friendliness,  a  confidence,  a  loyalty. 
This  feeling  is  reflected  in  the  ratings,  of  course, 
and  in  the  results  advertisers  tell  us  they  get. 

Still,  the  real  measure  of  it  is  the  man  who  stops 
us  on  the  street  or  the  child  who  calls  on 
the  phone.  They  feel  like  it's  their  station,  and 
they're  right!  Add  that  to  dynamic  ratings,  and  you 
DO  have  everything. 

Don't  you  agree? 


shreveport,  la. 


November,  1958  ARB 


Represented  nationally  by:  HARRINGTON,  RIGHTER  and  PARSONS,  INC. 


summer 'radio  goes  where 


the  family  goes 


People  do  take  vacations,  and 
Radio  goes  along. 

That's  why  SPOT  RADIO  is  so  nec- 
essary in  your  summer  media  plans. 

Reach  people- wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 
Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Inc 
H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 
The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connell  Inc. 

Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reilly,  Inc. 
Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc. 


THE  NAB  CONVENTION 


BIG  ISSUES,  BIG  EVENTS  IN  CHICAGO 

Section  315,  tv  public  relations,  tv  allocations  are  top  topics 


It  started  out  like  any  other  conven- 
tion. But  this  one  turned  out  to  be  more 
important  than  most. 

By  Wednesday  night  (March  18)  a 
series  of  unbilled  events  never  contem- 
plated by  NAB's  planners  had  con- 
vinced several  thousand  broadcasters 
and  their  business  friends  that  conven- 
tions can  be  important  as  well  as  fun. 

These  events  and  impressions 
emerged  from  the  37th  annual  NAB 
go-around: 

•  President  Eisenhower,  by  remote 
control,  earned  a  niche  in  a  broadcast- 
ing hall  of  fame  by  discovering  what 
network  and  station  people  have  been 
saying  for  years:  Section  315  of  the 
Communications  Act  is  ridiculous. 

•  FCC  Chairman  John  C.  Doerfer 
said  for  the  first  time  that  he  thought 
the  section  ought  to  be  torn  out  of  the 
statute  books. 

•  Lar  Daly,  eccentric  Chicago  poli- 
tician, earned  at  least  a  small  plaque 
on  the  basement  wall  of  a  hall  of  fame 
by  setting  up  the  silly  series  of  political 
pressures  that  directed  Washington  at- 
tention to  an  incongruous  law  that  runs 
contrary  to  "public  interest,  conveni- 
ence and  necessity." 

•  A  million-dollar  public  relations 
campaign  for  tv  was  launched. 

•  The  electromagnetic  spectrum  was 


kicked  all  over  the  Conrad  Hilton  Hotel 
for  an  hour  early  in  the  convention  but 
it  emerged  later  in  the  week  as  a 
sacred  document  that  drew  the  respect 
of  the  Pentagon  for  the  way  it  is  used 
by  broadcasters.  This  took  the  form 
of  the  first  public  discussion  of  the  un- 
touchable subject  of  military  electronics 
allocations. 

•  The  spectrum  and  its  impact  on 
commercial  broadcasting  provided  the 
topic  for  an  intra-governmental  shin- 
kicking  session.  The  principals  were 
John  S.  Patterson,  deputy  director  of 
Office  of  Civil  &  Defense  Mobilization, 
and  Rep.  William  G.  Bray  (R-Ind.),  who 
matched  bureaucratic  gobbledygook  and 
legislative  indignation. 

•  Comr.  Fred  Ford  orbited  the  most 
exciting  single  disclosure  of  the  week 
when  he  announced  the  Pentagon  had 
agreed  to  discuss  revamping  of  the  tv 
band  with  the  FCC. 

•  At  the  final  convention  luncheon 
Lt.  Gen.  Arthur  G.  Trudeau,  Army  re- 
search-development chief,  broke  the 
Pentagon's  long  electronic  silence  by 
explaining  why  defense  activities  use  up 
a  lot  of  spectrum  space.  Gen.  Trudeau 
said  the  missile  era  is  based  on  vast 
assortments  of  intricate  electronic  gear. 
He  assured  broadcasters  military  people 
are  doing  their  best  to  avoid  interfer- 


ence with  commercial  television  and  to 
confine  electronic  operations  within 
minimum  frequency  allocations.  They 
have,  he  added,  no  desire  to  snatch 
commercial  allocations. 

•  The  technical  side  of  the  conven- 
tion was  emphasized  by  ingenious  prog- 
ress in  broadcast  equipment,  especially 
video  and  radio  tape.  Over  $12  million 
worth  of  equipment  was  on  display  and 
it  was  ogled  by  large  crowds. 

Some  Unhappy  •  Unluckily  for  film 
and  service  firms  serving  the  industry, 
the  traffic  in  some  of  the  widely  scat- 
tered hospitality  suites  was  light.  This 
year's  convention  broke  up  the  usual 
carnival  floor  operated  by  service  in- 
dustries and  tucked  them  into  distant 
corners  of  the  Conrad  Hilton  where 
they  politely  greeted  delegates.  A  num- 
ber muttered  impolite  comments  about 
the  way  they  were  shunted  away  from 
the  dignity  of  formal  convention  pro- 
ceedings and  some  swore  they  would 
never  come  back  unless  NAB  lets  them 
bid  in  a  showmanly  way  for  broadcaster 
interest. 

On  the  other  hand,  research  firms, 
station  brokers  and  representatives  were 
generally  pleased  at  the  new  setup. 

Some  firms  partially  evaded  NAB's 
restrictions  by  setting  up  shop  across 
the  street  at  the  Sheraton  Blackstone 


Family  tradition  •  Brig.  Gen.  David  Sarnoff,  chairman 
of  the  board  of  RCA,  won  the  first  NAB  keynote  award 
in  1953.  Last  week  he  watched  his  son,  Robert  W. 
Sarnoff,  now  chairman  of  the  board  of  RCA's  sub- 
sidiary, NBC  (a  position  Gen.  Sarnoff  used  to  hold), 
receive  the  keynote  award.   In  picture  at  left  Gen. 


Sarnoff  (with  cigar)  from  seat  on  platform  hears  his  son 
make  keynote  address.  In  picture  at  right  young  Sarnoff 
(1)  is  given  keynoter  plaque  by  Harold  E.  Fellows,  presi- 
dent and  chairman  of  NAB.  Award  was  for  "forceful 
defense  of  the  free  American  system  of  entertaining, 
informing  and  selling  through  radio  and  television." 
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or  at  other  hotels.  Harry  S.  Goodman 
Productions  ran  an  old-fashioned  con- 
vention suite,  auditions  and  all,  at  this 
adjacent  hotel  by  the  simple  strategy 
of  staying  out  of  the  Conrad  Hilton.  At- 
tendance was  fine,  Mr.  Goodman  said. 

A  top-ranking  service  firm  moaned 
that  its  crew  sat  around  for  hours  drink- 
ing their  own  whiskey  in  an  expensive 
but  remote  suite.  Their  solitude  was 
broken  by  an  occasional  wandering 
delegate  in  search  of  a  drink  or  a  men's 
room  or  maybe,  oh  happy  thought, 
some  films  or  tapes. 

Packed  Meetings  •  Down  where 
things  were  downright  serious  the  meet- 
ing rooms  were  jammed.  Few  broad- 
casters could  remember  when  so  many 
delegates  showed  up  early  in  the  morn- 
ing and  stayed  until  it  was  time  to  go 
somewhere  else. 

A  pleasant  custom  of  the  latter  tele- 
vision era,  the  convention  reception 
hosted  by  combined  film  purveyors,  was 


missing  this  year.  Some  of  the  film  men 
thought  the  reception  had  built  good- 
will, prestige  and  business  in  past  years. 

As  it  must  at  all  conventions,  the 
important  routine  was  everywhere  and 
inevitable.  Copyright,  program  ethics, 
research,  station  representation  and  the 
perils  of  commercial  competition  filled 
the  agendas  of  both  Radio  and  Tv  As- 
semblies. 

Advance  predictions  that  the  conven- 
tion would  be  near  an  all-time  record 
despite  the  limiting  of  attendance  to 
ownership-management  delegates 
proved  to  be  good  guessing.  The  owner- 
ship-management restriction  turned  out 
to  be  a  myth.  Stations  sent  their  usual 
quotas  of  delegates. 

Near  Record  •  Final  attendance  was 
exactly  2,400  delegates — 1,897  man- 
agement-ownership and  503  engineer- 
ing. Last  year  at  Los  Angeles  total  reg- 
istration was  1,932.  In  1957  the  Con- 
rad Hilton  convention  drew  the  all- 


time  record,  2,448,  a  bare  48  delegates 
above  this  year's  figure.  Another  1,500 
or  maybe  2,000  persons  took  part  in 
exhibits  or  hovered  around  the  conven- 
tion hotel.  Many  others  joined  non- 
member  service  firms  at  the  Executive 
House  and  other  hotels. 

A  new  trade  association  was  formed 
even  before  the  convention  had  formal- 
ly opened.  Fm  Assn.  of  Broadcasters 
was  organized  March  15  out  of  the  Fm 
Development  Assn.  Its  backers  are  hot 
after  new  business  and  hope  they  can 
get  the  fm  medium  off  the  ground  after 
more  than  a  decade  of  rough  going. 

The  public  relations  project  was  a 
tongue-tickler  at  hundreds  of  elbow- 
bending  sessions  and  formal  gatherings. 
NAB's  Tv  Board  started  the  project 
moving  Wednesday  evening  after  tv 
delegates  issued  a  directive  to  do  some- 
thing about  the  way  everyone  is  shoot- 
ing at  video. 

A  banquet  ended  the  convention 
Wednesday  night. 


TV  TO  TELL  THE  TRUTH  ABOUT  TV 

NAB  committee  formed  to  prepare  public  relations  campaign 


Television  isn't  going  to  take  the 
knocks  any  more  without  fighting  back. 

A  public  relations  campaign,  de- 
scribed as  "a  major  new  industry  effort," 
will  get  underway  as  fast  as  the  details 
can  be  worked  out. 

It  is  designed  to: 

•  Develop  scientific  findings  on  what 
the  public  thinks  of  television,  and 

•  Tell  television's  story  to  the  public 
— accurately  and  positively. 

This  job  will  cost  up  to  a  million 
dollars  a  year,  judging  by  informal 
views  of  some  of  those  who  will  be  in 
charge.  It  arose  from  years  of  suffer- 
ing at  the  hands  of  biased  and  unbiased 
critics  who  have  been  using  the  medium 
as  a  headline  grabber,  easy  target  and 
conversational  device. 

C.  Wrede  Petersmeyer,  president  of 
Corinthian  Broadcasting  Corp.,  was 
elected  chairman  of  a  temporary  com- 
mittee of  nine  appointed  last  week  at 
the  NAB  Chicago  convention,  where 
the  project  originated. 

The  committee  is  to  meet  March  27 
in  New  York.  By  April  30  it  must  re- 
port to  the  NAB  Television  Board, 
which  authorized  the  project  at  a  March 
1 8  meeting.  Other  members  are  Robert 
D.  Swezey,  WDSU-TV  New  Orleans; 
Ward  Quaal,  WGN-TV  Chicago;  Jack 
Harris,  KPRC-TV  Houston;  Roger  W. 
Clipp,  WFIL-TV  Philadelphia;  Don 
McGannon,  Westinghouse  Broadcasting 
Co.;  Kenneth  Bilby,  NBC-TV;  Richard 
Salant,  CBS-TV;  Michael  Foster,  ABC- 
TV. 

How  It  Started  •  A  dramatic  buildup 
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preceded  the  launching  of  the  public 
relations  project.  Robert  W.  Sarnoff, 
NBC  board  chairman,  made  the  subject 
the  theme  of  his  March  1 6  keynote  ad- 
dress to  the  convention.  Frank  Stan- 
ton, CBS  president,  had  discussed  the 
same  idea  March  15  at  an  affiliates 
meeting.  Both  networks  had  been  doing 
preliminary  but  separate  work  on  the 
idea  at  the  same  time.  ABC-TV  affili- 
ates, too,  had  discussed  the  problem 
over  the  pre-convention  weekend. 

Mr.  Sarnoff  called  for  removal  of  the 
"semantic  confusion"  that  automatical- 
ly labels  a  discussion  program  worth- 
while and  a  thriller  worthless. 

The  broadcasting  industry  must  ex- 
plain itself  to  lawmakers,  he  insisted, 
voicing  the  hope  that  by  next  year  there 
will  begin  to  emerge  an  accurate  con- 
cept of  broadcasting's  role  in  our  society 
(see  resume  of  Mr.  Sarnoff 's  keynote 
speech  page  54). 

Campaign  planning  should  begin 
right  away,  in  Mr.  Sarnoff's  opinion, 
noting  the  hazard  of  legislative  action 
and  programming  intervention  by  the 
government.  His  ideas  for  the  most 
part  were  included  in  the  final  NAB 
proposal. 

Time  for  Action  •  Dr.  Stanton  told 
CBS  affiliates  March  15  that  the  time 
to  talk  has  passed.  It's  now  time  to  act, 
he  said,  adding  that  CBS  is  ready.  Rich- 
ard S.  Salant,  CBS  Inc.  vice  president, 
told  the  NAB  tv  assembly  March  17 
that  CBS  is  conducting  a  $100,000 
survey  on  what  people  think  about  tele- 
vision.  He  said  results  of  the  study 


would  be  made  available  to  any  public 
relations  project  set  up  by  the  associa- 
tion. 

The  CBS  study,  Mr.  Salant  added, 
would  be  similar  to  the  1946  survey, 
"The  People  Look  at  Radio,"  conduct- 
ed by  the  National  Opinion  Research 
Center  at  the  U.  of  Denver.  Under 
NAB  auspices,  the  research  center 
asked  the  public  for  its  opinion  of 
American  broadcasting.  Its  finding: 
"The  public  likes  most  American  radio 
and,  more  important,  trusts  it;  indeed 
places  more  faith  in  it  than  in  news- 
papers or  motion  pictures." 

The  campaign  emerged  from  the 
talking  stage  at  the  convention's  March 
17  tv  assembly.  At  that  time  the 
membership  adopted  the  following  reso- 
lution: 

"Be  it  resolved,  that  the  Television 
Board  authorize  the  president  of  NAB 
to  appoint  immediately  a  committee  of 
broadcasters  representing  all  major  ele- 
ments of  the  industry  to  develop  specific 
plans  for  the  design,  financing  and 
implementation  of  an  industrywide  tele- 
vision information  campaign  on  a  na- 
tional basis. 

"This  campaign  is  to  be  conducted  in 
liaison  with  the  NAB,  but  is  to  be 
undertaken  as  a  major  new  effort  and 
separately  staffed,  operated  and  fi- 
nanced. The  committee  is  to  submit  its 
initial  proposals  on  the  design,  financ- 
ing and  implementation  of  the  campaign 
to  the  Television  Board  of  NAB  by 
April  30." 

At  the  moment  there  are  few  specific 
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ideas  for  the  project,  beyond  the  basic 
research  arid  tell-the-public  motives. 

The  Money  Problem  •  A  tough  ques- 
tion which  the  committee  hopes  to 
meet  head-on  will  be  financing  of  the 
project.  Scientific  national  research  is 
expensive,  some  of  the  members  said, 
and  so  is  an  effort  to  let  the  public 
know  the  truth  about  television. 

Much  criticism  against  radio  more 
than  a  decade  ago  simmered  down  aft- 
er the  National  Opinion  Research  Cen- 
ter was  retained  to  find  out  exactly  what 
the  public  thought  of  the  aural  medium. 

The  plan  adds  a  fourth  industry 
organization,  apparently  starting  to  take 
the  early  course  of  Radio  Advertising 
Bureau,  which  grew  out  of  an  NAB 
department,  and  Television  Bureau  of 
Advertising,  which  developed  originally 
under  the  NAB  umbrella  but  soon  be- 
came a  completely  separate  unit  similar 
to  RAB.  The  Television  Code  Review 
Board  is  essentially  a  part  of  the  NAB 
structure. 

The  eligibility  of  non-members  will 
be  one  of  the  problems  facing  the  com- 
mittee. NAB's  Tv  Code  is  open  to  both 
members  and  non-members.  Because  of 
the  size  of  the  undertaking,  there  is 
some  feeling  that  non-members  have 
just  as  much  at  stake  as  members  and 
besides  their  financial  support  will  be 
welcome. 

Past  Efforts  •  Two  special  NAB  com- 
mittees have  delved  into  the  bad  pub- 
licity that  television  has  been  getting 
since  its  infant  days.  One  took  up  each 
major  attack  on  the  medium,  such  as 
highly  critical  magazine  articles  and 
columns  in  major  newspapers.  The 
other  proposed  to  expand  NAB's  public 
relations  operation  into  a  major  func- 
tion but  major  money  for  the  proposal 
was  never  provided  by  the  board. 

The  association  has  been  conducting 
public  relations  activities  on  an  acceler- 
ated basis  for  three  years  but  never  on 
the  basis  now  proposed.   At  the  start 

54    (NAB  CONVENTION) 


Mr.  Foster 


of  the  year  the  association  snapped 
back  at  a  critical  article  in  Fortune 
magazine  by  answering  it  point-by-point 
and  indicating  what  were  described  as 
inaccuracies,  innuendoes  and  the  con- 
text treatment.  NAB  President  Harold 
E.  Fellows  authored  this  reply  (Broad- 
casting, Dec.  29,  1958).  Other  NAB 
activities  include  film  strips  and  an  array 
of  other  promotional  devices,  plus 
speech  material  and  similar  projects. 

Tv  broadcasters  back  of  the  new  plan 
felt  that  NAB  hadn't  done  a  positive 
job  to  show  the  best  side  of  television. 
They  said  the  criticism  of  persistent 
complainers,  the  statements  of  politi- 
cians and  legislators,  the  biting  com- 
ments of  columnists  and  other  unfavor- 
able pot-shotting  were  bound  to  leave 
an  influence  on  the  public  if  continued 
year  after  year. 

They  took  the  position  that  the  con- 
structive role  of  tv's  purely  entertain- 
ment programs  such  as  whodunits  and 
westerns  in  a  tense  world  should  be 
made  clear.  They  believe  the  public 
should  understand  that  not  every  pro- 
gram should  be  an  art  form,  high-brass 
panel  or  something  appealing  to  lovers 
of  opera  or  serious-music. 

Martin's  Future  •  The  action  of  the 
Tv  Board  raises  problems  about  the 
future  of  the  NAB  public  relations  de- 
partment headed  by  Don  Martin.  At 
this  point,  it  was  suggested,  the  present 
headquarters  staff  will  be  needed  to 
handle  the  publications,  servicing,  spe- 
cial campaigns  and  other  promotional 
activities.  The  special  tv  drive  is  to  be 
outside  this  department,  judging  by 
early  thinking. 

While  the  nine-man  committee  will 
have  to  work  swiftly  to  meet  its  April 


Mr.  Quaal 


Mr.  Salant 


30  deadline,  there's  nothing  panicky 
about  the  timing. 

"There's  no  crisis,"  one  of  the  main 
backers  told  Broadcasting.  "The  prob- 
lem is  serious  but  we're  not  putting  out 
a  fire." 

National  research  moves  slowly  and 
much  of  the  public  relations  work  will 
be  based  on  the  findings,  it  is  believed. 
While,  this  research  is  getting  under 
way,  the  routine  of  setting  up  facilities, 
raising  money  and  putting  the  project 
into  motion  will  be  a  big  undertaking. 

Sarnoff  asks  tv  trade 
to  pull  out  PR  stops 

A  massive  public  relations  campaign 
supported  by  all  elements  of  the  tele- 
vision business  was  called  for  last  week 
by  Robert  W.  Sarnoff,  NBC  chairman 
of  the  board. 

Mr.  Sarnoff  made  the  keynote  ad- 
dress at  the  NAB's  annual  convention. 

He  urged  that  the  campaign  plan- 
ning begin  at  once.  The  project  should 
receive  financial  support  from  "all 
those  with  a  stake  in  the  medium,"  in- 
cluding networks,  stations,  talent  agen- 
cies, program  producers  and  syndica- 
tors,  and  other  suppliers  and  services. 

The  project  should  be  organized  as 
a  "distinct  new  effort"  to  be  specially 
financed  and  staffed,  Mr.  Sarnoff  said. 
He  thought  it  might  be  begun  under 
the  auspices  of  the  NAB,  but  it  would 
have  to  have  broader  support  than  that 
now  available  to  the  NAB. 

First  a  Survey  •  As  the  first  big 
phase  of  the  campaign,  Mr.  Sarnoff 
suggested  a  major  survey  of  public  at- 
titudes toward  television. 

"Such  a  survey  of  radio  in  the  40s 
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"Nothing  endures  but  personal  qualities. 


These  words  from  the  pen  of  Walt  Whitman 
account  for  the  great  music  which  has  endured 
the  years.  Each  composition  reflects  the 
personal  qualities  of  its  composer.  This  same 
reflection  could  easily  be  applied  to  quality  radio 
and  television  stations  of  today  .  .  .  the  dedicated 
efforts  of  those  behind  the  scenes  to  constantly 
build  and  maintain  a  quality  image. 
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gave  it  more  than  80%  endorsement, 
more  even  than  churches  which  oc- 
cupied the  second  highest  rung  of  pub- 
lic favor,"  said  Mr.  Sarnoff.  "I  am  con- 
fident that  television  would  get  equally 
high  marks." 

The  need  for  an  all-television  public 
relations  campaign  arises  from  grow- 
ing criticism  of  the  medium.  The  criti- 
cism has  become  so  widespread  and 
persistent,  he  said,  that  a  "climate  is 
being  created  for  more  government 
regulation  of  broadcasting." 

"Proposals  for  legislative  measures," 
Mr.  Sarnoff  said,  "are  prefaced  with 
sweeping  references  to  inferior  quality 
of  programming.  Congressional  hear- 
ings are  on  tap  to  consider  what  can  be 
done  about  programs  which  bear  the 
stigma  of  popular  appeal. 

"The  danger  of  government  inter- 
vention in  the  programming  process  is 
very  real.  Yet  it  is  only  one  offshoot 
of  a  broader  danger — the  creation  of 
an  unflattering  image  of  broadcasting 
which  could  undermine  its  public  ac- 
ceptance. This  image  is  being  painted 
with  many  brushes  in  many  places:  in 
social  gatherings;  in  speeches  and  arti- 
cles; in  print  attacks,  such  as  Fortune's 


The  possibility  of  expanding  the  vhf 
television  band  became  more  than  a 
hope  last  week. 

It  was  announced  at  the  NAB  con- 
vention that  the  Dept.  of  Defense  had 
agreed  to  explore  an  exchange  of  fre- 
quencies which  might  provide  many 
new  vhf  channels  for  television  assign- 
ment. 

What  was  not  announced  was  this: 
The  military,  which  now  holds  large 
blocks  of  vhf  space,  has  privately  indi- 
cated a  belief  that  an  exchange  is 
feasible. 

The  agreement  to  negotiate  was 
reached  March  13  at  a  meeting  of  FCC 
Chairman  John  C.  Doerfer,  FCC  Comr. 
Frederick  W.  Ford,  who  is  the  com- 
mission's liaison  officer  with  the  Dept. 
of  Defense,  and  Paul  Goldsborough, 
director  of  telecommunications  policy 
for  the  Dept.  of  Defense. 

The  military's  willingness  to  attempt 
an  accommodation  marked  an  abrupt 
change  from  its  historic  policy  of  in- 
flexible secrecy  on  spectrum  assign- 
ments. Until  March  13  the  FCC  had 
been  repeatedly  rebuffed  in  efforts  to 
talk  with  the  military  about  the  subject. 

It  was  speculated  that  the  military's 
turn-about  was  a  result  of  Congression- 
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recent  exercise  in  gamesmanship;  in  the 
egging  on  of  dissidents  within  our  own 
house;  in  the  continued  repetition  of 
slogans  intended  to  make  television 
viewing  a  symbol  of  inferior  status. 

"It  is  this  last  approach  which  I  con- 
sider the  most  direct  threat  to  our 
service.  If  the  average  viewer  is  con- 
stantly told,  without  contradiction,  that 
he  is  guilty  of  a  shameful  act  in  watch- 
ing his  favorite  programs,  then  he  might 
begin  to  approach  his  set  the  way  the 
small  boy  approaches  the  cookie  jar. 

"As  a  medium  which  draws  its 
strength  and  prestige  from  its  uni- 
versality of  appeal,  broadcasting  could 
find  itself  artificially  downgraded  in  the 
eyes  of  its  two  main  supporters — its 
audience  and  advertisers." 

Local  Angle  •  The  campaign  to 
counter  anti-television  propaganda 
must  start  with  the  individual  broad- 
caster, Mr.  Sarnoff  said.  In  his  own 
community  the  broadcaster  is  in  direct 
touch  with  centers  of  local  influence 
and  with  his  own  representatives  in 
state  and  federal  legislatures. 

But,  said  Mr.  Sarnoff,  "the  thrust 
against  us  is  so  widespread  and  per- 
vasive that  broader  action  is  also  need- 


al  and  broadcasters'  pressure  for  discus- 
sion of  frequency  use.  A  further  indica- 
tion of  an  easing  of  military  policy 
came  in  the  assurance  to  the  NAB  last 
week  by  the  chief  of  Army  research  and 
development  that  the  Army  has  no 
designs  on  tv  channels  (see  page  58). 

Defense  'Ready  To  Talk'  •  The  most 
optimistic  report  yet  submitted  on  mili- 


Comr.  Ford:  frequency  trader 


ed.  It  calls  for  the  inauguration  of  a 
massive  communications  effort — an  ef- 
fort which  can  be  successful  only  if 
all  elements  of  our  industry  band  to- 
gether for  centralized  and  coordinated 
action." 

He  asked  NAB  delegates  to  con- 
sider three  elements  of  a  public  rela- 
tions plan: 

1.  The  commissioning  of  the  survey 
of  public  attitudes  toward  television. 

2.  The  use  of  "our  own  facilities  to 
create  wider  understanding  of  our 
medium  and  how  it  functions  in  every- 
one's interest." 

3.  The  establishment  of  a  special  or- 
ganization to  plan  and  guide  the  cam- 
paign. 

"Meeting  the  challenge  decisively  on 
a  national  basis  will  require  greater  fi- 
nancial support  than  the  industry  now 
provides  in  the  information  area,"  Mr. 
Sarnoff  said.  "But  this  should  give  us 
no  cause  to  flinch.  In  10  years  television 
broadcasting  has  become  a  business  of 
$1.3  billion  annually.  In  another  10 
years,  it  should  more  than  double  that 
figure — provided  it  acts  now  to  assert 
its  stature  and  assure  the  proper  climate 
for  growth." 

IN  SIGHT? 

tary  willingness  to  "negotiate"  with 
FCC  for  new  spectrum  space  for  tele- 
vision was  given  to  the  NAB  conven- 
tion last  week  by  FCC  Comr.  Ford. 

Comr.  Ford,  the  FCC's  liaison  officer 
with  the  Defense  Dept.,  said  he  was 
advised  Friday  (Oct.  13)  that  Defense 
was  ready  to  talk  frequency  trading. 

He  called  it  "encouraging"  but  not 
necessarily  proof  of  "immediate  solu- 
tion" of  television's  spectrum  problems. 
He  did  say,  however,  that  within  a  few 
months  it  should  be  possible  to  say 
whether  the  negotiations  were  making 
progress. 

Comr.  Ford  thought  the  "ideal"  ob- 
jective for  television  would  be  38  chan- 
nels immediately  above  ch.  13.  Count- 
ing the  present  12,  this  would  make  50 
tv  channels. 

Trade  Talk  •  Mr.  Ford  acknowledged 
that  a  lesser  number — say  35  in  all — 
would  be  worth  considering.  But  he 
felt  that  a  really  limited  number  would 
be  another  matter.  What  FCC  has  to 
trade  for  new  tv  space  presumably  is 
the  upper  reaches  of  the  current  uhf 
band. 

Ch.  14  starts  at  470  mc  under  the 
current  allocations  and  ranges  up  to 
890  kc,  upper  limit  of  ch.  83. 

Mr.  Ford  also  proposed  that  Con- 
gress enact  a  law  requiring  that  all  tele- 
vision sets  traded  in  interstate  com- 
merce   be    capable    of   receiving  all 
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Dept.  of  Defense  agrees  to  explore  frequency 
exchange  which  could  provide  more  v  channels; 
military  privately  admits  exchange  feasible 


Will  he 
take  away  an 

American 
steelworker's 
job? 

Meet  Vladimir  Petrov,  Russian  steelworker.  He 
earns  about  56  rubles  a  day. 

American  steelworkers  earn  about  $24.00  a 
day . . .  four  times  as  much  as  steelworkers  of 
Western  Europe,  over  four  times  as  much  as 
Vladimir,  and  seven  times  as  much  as  Japanese 
steelworkers. 

So  what? 

So  this:  Many  foreign  countries  have  zoomed 
their  output  of  steel  -  they're  selling  it  all  over 
the  world— and  in  increasing  amounts  even  in  the 
U.S.A.  For  instance,  more  barbed  wire  is  being 
imported  here  from  abroad  than  American  mills 
are  producing. 

Soaring  costs  in  this  country  are  hurting  the 
American  steelworker  as  he  tries  to  compete  with 
his  counterparts  all  over  the  world . . .  European 
and  Japanese  steel  producers  are  even  now  under- 
selling American  steel  right  here  in  this  country. 
Some  American  steelworkers  have  already  lost 
their  jobs  just  for  this  reason;  foreign  steel- 
workers have  gotten  their  jobs. 

Certainly  it  will  not  help  America  if  the  spread 
between  U.S.  and  foreign  wages  is  increased.  It 
will  only  serve  to  export  jobs. 

Isn't  it  time  to  stop  this  inflationary  rise  in 
wage  costs  that  is  undermining  the  job  security 
of  American  workers? 


This  message  is  being  brought  to  you  by 

REPUBLIC  STEEL 

as  a  member  of  the 
AMERICAN  IRON  AND  STEEL  INSTITUTE 


REPUBLIC  STEEL'S  management,  in  order  to  keep  the 
company  growing  and  so  help  protect  the  jobs  of  its 
present  employees,  has  been  alert  to  the  ever-present 
competition  (wholesome  and  healthy)  from  other 
materials  as  well  as  from  foreign  labor.  Therefore, 
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Republic  now  produces  plastic  pipe  as  well  as  steel; 
aluminum  windows  as  well  as  steel;  titanium  as  well  as 
stainless  steel.  Republic  makes  the  world's  widest  range 
of  standard  steels  and  steel  products,  including  barbed 
wire,  farm  fencing,  and  other  wire  products. 


television  channels,  regardless  of  what 
these  may  be  when  the  negotiations 
with  the  Defense  Dept.  are  completed. 
He  said  he  had  been  told  by  manufac- 
turers that  adding  all-channel  reception 
would  increase  the  cost  of  receivers  by 
$35  or  $40. 

Panel  Session  •  Mr.  Ford  spoke  at 
the  NAB  convention's  FCC  panel  dis- 
cussion. He  amplified  his  remarks  later, 
in  answer  to  questions. 

On  the  allocations  question,  Comr. 
Lee  said  during  the  panel  session  he 
felt  that  "long-range"  decisions  are  nec- 
essary. He  said  transition  to  uhf  over 
a  five-to-seven-year  period  would  be  the 
correct  solution — but  he  pointed  out 
that  he  didn't  expect  endorsement  of 
this  plan  by  current  vhf  operators. 

Lt.  Gen.  Arthur  G.  Trudeau,  Army 
research  -  development  chief,  told  the 
NAB  convention  March  18  that  com- 
plete information  of  military  commu- 
nications operations  will  be  given  the 
FCC.  He  added,  "If  it  will  allay  your 
fears,  we  do  not  seek  to  expand  military 
bands  by  this  action." 

Six  ways  of  working  out  "a  national 
compatible  tv  system"  have  been  pre- 
sented to  the  Pentagon  by  the  FCC, 
Gen.  Trudeau  said. 

The  six  solutions  referred  to  by  Gen. 
Trudeau  in  his  NAB  speech  last  week 
are  the  alternatives  suggested  by  FCC 
Comr.  Frederick  W.  Ford  last  De- 
cember. 

In  a  speech  to  the  Houston,  Tex., 
Radio  &  Tv  Executives  Assn.  at  that 
time,  Comr.  Ford  set  up  six  possible 
alternatives  for  the  FCC  in  solving  the 
tv  allocations  problem.  They  were: 

(1)  Do  nothing,  (2)  change  present 
vhf  standards  to  permit  more  stations 
to  be  assigned  to  cities  where  competi- 
tive facilities  are  limited,  (3)  deinter- 
mixture,  (4)  add  more  channels  in  the 
vhf  spectrum  between  the  present  low 
band  tv  (chs.  2-6)  and  high  band  tv 
(chs.  7-13),  (5)  add  more  vhf  channels 
in  the  spectrum  area  above  ch.  13,  and 
(6)  shift  all  tv  to  uhf. 

Gen.  Trudeau  referred  to  these  as 
having  been  presented  to  the  Army,  Air 
Force  and  Navy  for  comment  on  mili- 
tary impact. 

In  probably  the  first  public  review  of 
the  Army's  electronic  communications, 
Gen.  Trudeau  said  every  effort  is  made 
to  avoid  interference  with  civilian  tv 
service,  with  some  operations  conducted 
at  night.  The  maneuvers  are  engineered 
to  be  compatible  with  services  in  various 
frequency  bands.  These  policies,  he  said, 
reflect  "our  recognition  of  broadcasting 
as  an  essential  service  of  the  public 
welfare." 

Gen.  Trudeau  said  the  Army  believes 
the  national  allocation  problem-  must 
be  resolved  to  clarify  national  frequency 
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planning  in  the  general  30-1000  mc 
region.  He  described  tests  designed  to 
bring  efficiency  in  frequency  manage- 
ment of  equipment. 

Electronics  Needs  •  Preparedness  re- 
quires "means  to  move,  shoot,  commu- 
nicate and  defend  ourselves  regardless 
of  enemy  aircraft  or  missiles,"  Gen. 
Trudeau  said.  He  anticipated  a  tenfold 
increase  in  Army  electronics  require- 
ments by  1970. 

Research  in  the  field  of  frequency 
control  devices  and  techniques  will  be 
helpful  in  conserving  the  spectrum,  he 
said,  adding  that  equipment  will  be 
small  and  light  in  weight.  New  power 
sources  will  include  nuclear  energy, 
solar  energy  and  fuel  batteries. 

Looking  into  the  future,  he  said  fixed 
satellites  22,000  miles  from  the  earth 
over  given  points  will  be  tested  when 
the  Army  sends  up  its  12-foot,  high- 
visibility  balloon  to  act  as  a  reflector  for 


Gen.  Trudeau:  no  expansion 


electro-magnetic  radiation  experiments. 
These  new  systems  include  ionospheric 
and  tropospheric  scatter  methods  of 
transmission,  with  high-power  output 
and  narrow  beam  transmission. 

Spectrum  Needs  •  Rapid  advances  in 
radio  and  electronic  techniques  for  the 
space  age  will  require  "an  enormous 
number  of  radio  frequencies,"  Gen. 
Trudeau  said,  describing  the  radio  fre- 
quency congestion  as  "one  of  the  most 
serious  problems  facing  the  military." 
He  continued,  "We  cannot  wait  until  a 
national  emergency  occurs  to  develop 
and  procure  equipment,  or  to  train  the 
men  who  will  have  to  operate  it.  .  .  . 
In  fact,  the  radio  spectrum  can  be  con- 
sidered one  of  our  critical  national  re- 
sources. 

"Some  persons  think  that  the  military 
has  its  equipment  in  a  few  discreet  fre- 
quency bands.  This  concept  encourages 
many  rumors  that  the  military  is  en- 


croaching into  the  area  outside  of  the 
assigned  frequency  bands.  I  can  clarify 
this  misunderstanding  by  stating  simply 
that  the  military  has  some  type  of  equip- 
ment operating  in  practically  every  fre- 
quency band  of  the  spectrum." 

Gen.  Trudeau  said  broadcasters  "per- 
form a  very  important  job  of  leadership 
— leadership  for  the  minds,  the  attitudes 
and  the  spirit  of  our  nation.  Your  media 
has  certainly  done  a  splendid  job  in 
affording  the  Army  much  valuable  sta- 
tion time  and  in  presenting  the  new  ad- 
vancements of  science  and  technology 
for  the  benefit  of  your  audiences. 
Through  these  means  of  disseminating 
this  challenging  information  about  our 
rapidly  changing  world,  I  think  much 
of  the  credit  goes  to  you  for  stimulating 
the  national  response  we  have  had  in  the 
last  few  years  towards  a  more  critical 
view  of  some  of  our  educational,  sci- 
entific and  military  progress. 

"In  addition,  I  think  that  your  con- 
tributions to  protect  our  freedom  of 
speech  are  highly  commendable.  I 
heartily  endorse  your  efforts  in  all  of 
these  areas  and  I  am  sure  that  the  Army 
stands  behind  me  on  that.  We  will  as- 
sist you  in  any  way  we  can  in  the  future 
and  always  regret  our  inability  to  do 
more." 

At  a  news  conference  Wednesday, 
Gen.  Trudeau  said  he  did  not  believe 
defense  needs  require  a  reallocation  of 
the  spectrum.  He  said  the  military 
would  not  ask  for  more  frequencies  than 
it  can  use,  reiterating  that  care  is  taken 
to  avoid  interference  with  commercial 
frequencies. 

Gen.  Trudeau  presented  plaques  to 
NAB  tv  and  radio  members  for  their 
role  in  acquainting  the  public  with  the 
role  of  the  military  in  national  life. 

Spectrum  Battle  •  A  Congressman 
and  a  high  civil  defense  official  fought 
the  battle  of  the  spectrum  last  week 
before  an  amazed  broadcaster  audience. 

The  winner:  Rep.  William  G.  Bray 
(R-Ill.). 

The  loser:  John  S.  Patterson,  deputy 
director,  Office  of  Civil  &  Defense 
Mobilization. 

Caught  in  the  middle:  The  broadcast- 
ing industry. 

Both  combatants  agreed  there  ought 
to  be  a  thorough  investigation  of  the 
radio  spectrum  to  find  if  it's  efficiently 
used;  if  the  military  is  hogging  more 
channels  than  it  needs,  and  if  parts  of 
the  facility  now  assigned  to  broadcast- 
ing are  in  danger. 

Rep.  Bray  flexed  his  Congressional 
muscles  under  Mr.  Patterson's  nose 
when  the  subject  got  around  to  the 
hiding  of  a  secret  report  on  what  should 
be  done  about  investigating  the  spec- 
trum. 

Mr.  Patterson  was  in  a  bad  spot  as 
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Rep.  Bray:  puts  Defense  on  defensive 


he  stumbled  away  from  direct  answers 
to  the  Congressman.  He  tried  to  ex- 
plain why  the  report  of  a  temporary 
committee  to  the  President  was  the 
most  concealed  document  around 
Washington. 

The  platform  battling  became  down- 
right embarrassing  to  the  broadcaster 
spectators  when  Rep.  Bray  charged  that 
OCDM  had  given  him  the  fastest  run- 
around  he  could  recall  by  concealing 
the  report  of  the  committee. 

Persistently  foiled  by  Mr.  Patterson's 
bureaucratic  dodging,  Rep.  Bray  held 
up  an  article  from  Broadcasting  and 
read  portions  dealing  with  the  still- 
secret  contents.  In  a  hopeless  jam,  Mr. 
Patterson  said  the  matter  is  "under  ad- 
ministrative review."  He  said  if  the 
President  wants  it  kept  secret,  he  was 
satisfied  this  was  the  thing  to  do. 

The  two  went  into  the  problem  of 
setting  up  a  committee  to  make  a 
thorough  study  of  the  spectrum,  as  ad- 
vised in  the  secret  report.  Mr.  Patterson 
explained  the  President's  request  for 
legislation  (SJRes  76)  to  set  up  a  five- 
man,  one-year  commission  to  be  named 
by  the  President. 

Rep.  Bray  chided  him  for  letting  an 
important  matter  of  this  type  become 
susceptible  to  the  charge  of  White 
House  or  military  domination,  explain- 
ing the  people  through  Congress  should 
have  a  voice  in  naming  the  members. 

Mr.  Patterson  suggested  it  would  be 
hard  to  get  experts  to  give  away  a 
year  of  their  lives  for  $75  a  day.  He 
startled  the  audience  by  adding  that  he 
didn't  see  what  business  it  was  of  this 
broadcaster  meeting  to  discuss  this  sub- 
ject. 

The  two  disagreed  again  on  the  need 
for  FCC's  continuing  investigation  of 
the  25-890  mc  band.  Rep.  Bray  thought 
it  should  be  held  up  while  the  whole 
spectrum  study  matter  is  being  dis- 
cussed. Mr.  Patterson  saw  no  reason 
to  defer  the  FCC  study.    Asked  for 
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Patterson:  not  broadcasters'  business 


comment  from  the  floor,  Comr.  Robert 
T.  Bartley,  of  the  FCC,  said  the  25-890 
study  is  a  paper  hearing  now  but  added 
that  it  has  many  purposes.  One  of 
these  is  to  provide  material  for  the 
international  radio  conference  sched- 
uled later  this  year. 

Rep.  Bray  pointed  out  in  his  pre- 
pared talk  that  no  major  agency  has 
ever  reviewed  or  evaluated  the  needs 
or  uses  of  the  government  frequency 
assignments.  He  noted  the  "vast 
amounts  of  equipment"  acquired  by  the 
military,  adding,  "I  am  certain  that  if 
all  the  equipment  were  turned  on  at 
once  there  would  be  so  much  inter- 
ference between  various  pieces  of  equip- 
ment that  jamming  by  the  enemy  might 
be  unnecessary." 


The  success  or  failure  of  uhf  tele- 
vision will  depend  on  many  factors 
other  than  the  technical,  Dr.  George 
Town,  executive  director  of  the  Tele- 
vision Allocations  Study  Organization, 
said  last  week. 

Dr.  Town's  observation,  implying 
that  political,  economic  and  social  fac- 
tors will  determine  the  future  of  uhf 
tv,  was  made  to  reporters  after  he  and 
his  associates  had  presented  a  summary 
of  TASO  results  to  the  NAB  engineer- 
ing conference. 

The  findings  of  the  two-and-a-half 
year  technical  study  on  uhf-vhf  tele- 
vision (Broadcasting,  March  16)  were 
officially  turned  over  to  FCC  Chairman 
John  C.  Doerfer  at  the  opening  engi- 
neering session  of  the  trade  association. 

A  separate  statement,  urging  the 
transfer  of  all  tv  to  uhf  was  submitted 


He  reminded  that  much  equipment 
has  been  produced  for  use  in  emergency 
on  parts  of  the  spectrum  assigned  non- 
government users  on  the  theory  these 
users  would  cease  operating  in  war. 
"No  agency  has  made  a  comparative 
analysis  to  determine  whether  even  in 
wartime  some  of  the  civilian  uses  might 
not  be  more  important  than  the  military 
uses  which  are  planned,"  he  said. 

Rep.  Bray  argued  the  allocation  of 
spectrum  use  is  the  business  of  Con- 
gress, stating  an  impartial  investigation 
"would  slay  the  ghost  of  any  suspicion 
or  concern  over  hoarding  or  unneces- 
sary demands  for  frequency  space  by 
the  military."  At  least  some  of  the  mem- 
bers of  a  spectrum  study  group  should 
be  named  by  Congress,  he  said,  so  the 
project  isn't  subject  to  charges  of  being 
slanted  toward  the  military  or  White 
House. 

Mr.  Patterson  reassured  broadcasters 
there  is  no  desire  to  appropriate  non- 
government frequency  space  for  gov- 
ernment or  military  use.  He  said  the 
White  House-OCDM  plan  for  a  spec- 
trum study  is  designed  to  learn  if  na- 
tional management  of  the  spectrum  can 
be  improved. 

Asked  during  the  question-answer 
exchange  if  the  lower  half  of  the  vhf 
television  band  is  coveted  by  the  gov- 
ernment or  military,  Mr.  Patterson  said, 
"I  have  never  heard  any  military  de- 
mand for  these  channels.  I  would  know 
if  requests  were  made." 

He  called  broadcasting  one  of  the 
nation's  best  assets  in  time  of  armed  at- 
tack. "The  key  to  recovery  and  personal 
survival  is  communications,"  he  said. 


with  the  TASO  report  by  the  uhf  Com- 
mittee for  Competitive  Tv. 

Additional  statements  may  be  sub- 
mitted by  other  groups  making  up  the 
sponsoring  organizations,  it  is  under- 
stood. 

In  general  TASO  found  that  uhf  was 
inferior  to  vhf  television  in  almost  all 
respects.  Uhf  showed  comparable 
characteristics  with  vhf  in  areas  where 
the  terrain  was  level,  and  surpassed 
vhf  in  its  resistance  to  man-made  and 
natural  interference. 

Worth  Saving  •  Dr.  Town  emphasized 
that  the  TASO  report  shows  that  uhf 
has  a  potential  for  good  service  "under 
proper  conditions."  These  are  limited 
coverage  and  level  terrain,  he  pointed 
out.  "There  are  enough  good  areas  to 
make  uhf  worth  continuing,"  he  stated. 

Broadcast  engineers,  however,  mostly 
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ENGINEERING  WONT  CURE  UHF 

Political,  economic,  social  factors  act 
to  decide  fate  of  uhf  tv,  says  TASO  head 


Heavy  manuscript  •  Smiles  wreath  the  faces  of  participants  in  highlight 
engineering  ceremony  when  Dr.  George  R.  Town,  executive  director.  Tele- 
vision Allocations  Study  Organization  (r),  hands  completed  TASO  report 
to  FCC  Chairman  John  C.  Doerfer  (1).  In  center  rear  is  Raymond  F.  Guy, 
NBC  senior  staff  engineer,  who  was  chairman  of  the  TASO  session  at 
NAB  engineering  conference  (and  who  played  a  leading  role  in  the 
original  1950  hearings  on  uhf  for  television,  see  box  below). 


shook  their  heads  as  the  disappointing 
results  were  unfolded.  Some  of  their 
remarks  in  response  to  reporters'  ques- 
tions were  brutally  frank: 

•  "Uhf  is  no  damned  good." 

•  "Will  a  broadcaster  be  satisfied 
with  a  30-mile  service  when  his  vhf 
competition  gets  a  good  60  miles  or 
more?" 

•  "There's  nothing  wrong  with  uhf 
— except  vhf." 

Dr.  Town  called  for  the  continuance 
of  two  TASO  projects,  still  incomplete. 
These  are  a  full-scale  analysis  of  the 
voluminous  technical  data  accumulated 
by  TASO  and  a  study  on  directional 
antennas. 

Other  highlights  of  the  TASO  panel: 

•  Uhf  receivers  suffer  from  internal 
noise,  but  this  is  not  inherent.  Research 
and  development  probably  can  over- 
come this  equipment  fault. 

•  Fngineers  were  less  critical  of  pic- 
ture quality  than  householders.  On  the 
average,  engineers  rated  a  picture  as 
better  by.  20%  than  the  layman. 

•  Despite  power  compensations  for 
high  band  vhf  transmitters  over  low 
band  vhf  stations  (316  kw  to  100  kw 
maximum  power  with  tower  heights  of 
1,000  ft.  above  average  terrain),  there 
is  still  a  "significant"  difference  in  field 
strength  measurements.  Signal  strength 
of  low  band  vhf  stations  is  higher  for 
longer  distances ,  than  high  band  vhf 
outlets.  .,:  - 

•  There  were  more  cases  of  receiver 
misalignment,  both  vhf  and  uhf,  than 
of  bad  antenna  installations.  Surpris- 
ingly, more  receivers  suffered  from 
this  disability  the  closer  they  were  situ- 


ated to  the  transmitting  antenna. 

•  A  new  concept  of  figuring  theoreti- 
cal coverage,  worked  out  by  U.  of 
Texas  engineers,  results  in  closer  mat- 
ing with  actual  on-the-air  measure- 
ments. The  new  estimated  coverage 
map  looks  more  like  a  topographic  map 
than  the  usual  estimated  coverage  map 
with  circles. 

•  Directional  antennas  seem  to  hold 
out  promise  for  use  in  future  tv  allo- 
cations. 

•  Visual  power  should  be  increased 
from  the  present  two  to  one  to  four 
to  one. 

Besides  Dr.  Town,  the  following 
TASO  members  participated  in  the 
panel: 

Dr.  William  L.  Hughes,  Iowa  State 


College;  Dr.  Charles  E.  Dean,  Hazel- 
tine  Corp.;  Harold  G.  Towlson,  man- 
ager of  engineering,  Broadcast  Trans- 
mitter Section,  General  Electric  Co., 
and  Lucien  E.  Rawls,  L.H.  Carr  & 
Assoc.,  Washington  consulting  engi- 
neering firm. 

Raymond  F.  Guy,  NBC  senior  staff 
engineer,  was  chairman  of  the  session. 

MAKE  TV  ALL  UHF 
Says  u  group's  dissent 
to  TASO  report  to  FCC 

Delete  the  vhf  band  and  make  tele- 
vision all  uhf.  This  is  the  position  of  the 
organization  representing  uhf  broad- 
casters in  a  separate  report  filed  with 
the  TASO  report  submitted  last  week 
to  the  FCC. 

The  Committee  for  Competitive  Tv, 
one  of  the  five  groups  sponsoring 
TASO,  emphasized  that  the  tv  alloca- 
tions problem  is  primarily  political, 
social  and  economic,  rather  than  tech- 
nical. 

The  technical  information  gathered 
by  TASO,  CCT  said,  was  known  be- 
fore this  investigation.  The  report 
merely  shows,  CCT  stated,  "that  if  the 
final  allocations  plan  anticipates  [using] 
vhf  there  will  be  a  relatively  few  sta- 
tions in  the  country — each  of  which 
will  serve  multiple  markets." 

U-V  Differences  •  The  CCT  report 
emphasized  that  the  significant  differ- 
ences between  high  band  vhf  and  low 
band  uhf  are  not  very  great — about 
5  db.  Coverage  of  uhf  stations,  while 
not  as  great  as  vhf,  is  still  good,  the 
report  stated.  In  the  low  uhf  band  a 
40-mile  coverage  is  the  equivalent  of 
5,000  sq.  mi.,  it  pointed  out,  while  a 
city  like  Los  Angeles  occupies  only 
454.8  sq.  mi. 

The  problem  of  uhf  receivers,  CCT 
said,  is  bound  to  be  overcome  with  "in- 


Faint 

"It  will  be  most  unfortunate  if 
television  must  go  into  the  uhf 
band."  Those  words  were  spoken 
more  than  eight  years  ago  of  Ray- 
mond F.  Guy,  then  NBC  alloca- 
tions director,  when  he  presented 
the  RCA  findings  on  its  experi- 
mental uhf  Bridgeport,  Conn., 
operation  to  the  FCC. 

This  was  the  only  comment 
NBC  or  RCA  would  make  at  that 
time.  Spokesmen  told  the  FCC 
that  they  preferred  to  let  the 
voluminous  technical  data  speak 
for  itself. 

The  comment  was  made  at  the 
FCC's  hearing  in  October  1950  on 


echo 

the  question  of  opening  up  the 
uhf  band  for  commercial  tv. 

The  next  month  RCA  sub- 
mitted revised  data  on  the  Bridge- 
port experiment.  It  was  no  secret 
that  RCA  was  under  heavy  FCC 
pressure  to  revise  its  original  find- 
ings. Other  witnesses,  represent- 
ing other  broadcast  and  manufac- 
turing interests,  had  lauded  uhf's 
potential  for  telecasting. 

From  then  on,  there  was  no 
question  that  uhf  would  be  opened 
for  commercial  tv.  This  happened 
in  April  1952,  on  the  issuance  of 
the  Sixth  Report  &  Order,  ending 
a  four-year-long  tv  freeze. 
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HERITAGE 
PRODUCTIONS 

proudly  announces 

CAMPY'S 
CORNER 


260  5-minute  shows,  featuring 
CAMPY,  CHRIS  SCHENKEL, 
and  greats  from  the  sports  or 
entertainment  world.  CAMPY 
looking  into  the  coming  baseball 
season  with  WILLIE  MAYS, 
CASEY  STENGEL  or  TALLU- 
LAH  BANKHEAD  (you  read 
right)  ;  Perhaps  CAMPY  and 
SUGAR  RAY  cutting  up  the 
fight  game ;  maybe  CAMPY  and 
PHIL  SILVERS  reminiscing; 

 whoever  the  guest  or 

guests  ....  an  inside,  vital  and 

exciting  story  and  IMPACT 

for  your  station  as  you've  never 
known  IMPACT!  Whether  for 

the  human  interest  the 

coming  sports  picture  as  it's 
never  been  described  ....  or 
simply,  the  fabulous  warmth  of 
the  old  thirty  nine  ....  you 
ought  to  take  a  good,  long  listen. 
The  62  stations  NOW  SOLD 
OUT  for  52  weeks  did. 


THANK  YOU  "PERSON  TO  PERSON' 


May  we  show  you  just  how  exciting  radio  really  can  be?  Contact: 

HERITAGE  PRODUCTIONS 

45  W  54  Street  New  York  City 

Circle  5-2166 
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Picture  QW 

*What's  your  WOODquotient ? 


WOOD-AM  devotes  more  time  to  news  than  5-county  Pulse  surveys  show  WOOD-AM 
any  other  station  in  Grand  Rapids.  How  with  the  greatest  share  of  audience  for 
many  minutes  per  day?     248    263     197       how  many  consecutive  years?    10    6  3 

(g<IZ  si  3tviMX>  :fivp  yoxyat  spuddSQ)  (9S  Jof  isjtf  Uddq  svy 

<JOOA\  1n9  '9  JOfpateans  svy  Hjuo  }spid) 


WOOD-AM  personalities  have  double  impact 
because  they  are:  listened  to  by  martini 
drinkers — stereophonic — appearing  both 
on  radio  and  WOOD-TV. 

Ua»D/  am  Rtfsom  piq  ■sajyi  jiy) 


Which  Grand  Rapids  station  has  the  only 
easily-remembered  frequency? 

(dOOM  s? 

.,£  I  °}PVJl„  s-MOM?  UpoqA^at}  —  uoi)D)S  j)0  J 
Ud(t3„  d\uo  am  si  QOOM  /•«<>«?  noR  4yyv) 


How  to  rate  your  WOODquotient: 

0  right  —  Where  were  you  last  night? 
1-2  right  —  Let  the  Katz  man  fill  you  in. 

3  right  —  T.B.E.  —  (Time  Buyer  Extraordinaire) 

4  right  —  Just  renewed  your  schedule,  eh! 


WOOD-AM  is  first — morning,  noon,  night,  Monday  through  Sunday 
April  '58  Pulse  Grand  Rapids — 5  county  area. 


WOOD 




TV 


WOODIand  Center,  Grand  Rapids,  Michigan 

WOOD-TV  —  NBC  for  Western  and  Central  Michigan: 

Grand  Rapids,  Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing. 

WOOD  —  Radio  —  NBC. 
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evitable  refinements  in  technology."  In 
this  regard,  CCT  observed,  the  TASO 
report  is  already  outdated  since  "re- 
ports of  the  excellent  performance  of 
parametric  amplifiers  at  uhf  have  been 
released." 

Stressing  TASO's  acknowledgment 
that  uhf  is  superior  to  vhf  in  freedom 
from  various  types  of  man-made  and 
natural  interference,  CCT  said  that 
further  investigations  seeking  to  permit 
more  vhf  stations  (either  through  the 
use  of  directional  antennas  or  the  ex- 
tension of  the  present  vhf  band)  is  a 
"narcissus-like  approach." 

"The  information  submitted  by  this 
TASO  report,"  CCT  concluded  "con- 
tains the  basis  for  an  allocations  plan 
whereby  a  competitive  television  sys- 
tem could  be  established  in  the  uhf 
band."  This  could  be  done,  CCT  stated, 
by  assigning  the  top  23  uhf  channels 
for  translator  purposes  to  permit  the 
delivery  of  city-grade  signals  to  com- 
munities unable  to  support  a  regular 
station. 

Labor  panel  surveys 
strategy  of  strikes 

When  and  how  to  take  a  strike  were 
explored  by  leaders  in  the  labor-man- 
agement field  at  a  jam-packed  labor 
clinic  at  the  NAB  convention  last  week. 

The  session  on  Monday  attracted  an 
overflow  audience  of  close  to  500,  in- 
cluding 150  who  listened  by  closed 
circuit  in  another  room  while  some  350 
of  their  colleagues  sat  in  on  the  ques- 
tion-and-answer  session. 

C.  Maynard  Smith,  Atlanta  attorney; 
William  C.  Fitts,  CBS  vice  president 
for  labor  relations,  and  Ward  Quaal  of 
WGN  Chicago,  chairman  of  the  NAB 
labor  relations  advisory  committee, 
were  panelists  at  the  meeting.  Charles 
H.  Tower,  manager  of  the  broadcast 
personnel  and  economics  department 
of  NAB,  was  moderator  of  the  meeting. 

When  to  take  a  strike  was  one  of  the 
chief  questions.  The  panelists  felt  that 
when  union  demands  are  unreasonable, 
when  they  include  "featherbedding" 
proposals,  when  they  would  have  poor 
economic  results  for  the  company  and 
when  they  would  discourage  automa- 
tion they  should  be  met  firmly. 

The  Congressional  picture  was  de- 
scribed as  confused.  Little  hope  was 
held  out  for  legislation  that  would  ma- 
terially help  management.  It  was  pointed 
out  that  the  U.S.  Chamber  of  Com- 
merce had  estimated  that  185  House 
members  and  55  Senators  owed  their 
election  to  union  support — and  that 
therefore  they  could  not  be  expected  to 
back  management's  position  in  current 
labor  bills. 

Station  officials  were  asked  to  sup- 
port changes  in  the  law  that  would  ban 
secondary  boycotts. 
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(This  is  one  of  a  series  of  full  page  ads  appearing  regularly  in  the  NEW  YORK  TIMES) 


Radio  is  More  Important  than  ever... but  so  is 
the  Growing  Difference  between  Stations! 


Radio's  basic  strength  is  its  ability  to  talk  to  huge  masses  of  people 
frequently,  persuasively  and  economically.  Radio's  unique  advantage  is 
its  ability  to  reach  your  customers  when  they  are  available  to  no  other 
medium.  But  there  are  all  kinds  of  stations.  The  real  power  of  "the  companion 
medium"  is  yours  only  when  you  are  selective  in  choosing  between  ordinary 
and  great  radio  stations.  The  difference  is  big  and  growing  all  the  time. 
In  most  major  markets  one  station  stands  out  unmistakably  as  the  great 
station.  It's  the  one  investing  substantially  in  top  facilities  and  outstanding 
personnel.  Its  expert  programming  covers  the  entire  range  of  listener 
interest .  .  .  with  features  thoughtfully  produced,  professit 
Its  responsible  management  permits  i 


nally  presented, 
lival  gimmicks,  shoddy 


giveaways,  advertising  in  bad  taste  or  in  indigestible  overdoses.  Great 
stations  amass  huge  audiences.  Great  stations  earn  the  confidence  of  the 
community  for  themselves  and  for  their  advertisers.  This  is  the  combination 
that  produces  results.  The  stations  listed  here  are  the  great  stations  in  18 
important  markets.  So  efficient  is  their  coverage,  you  need  add  only  30 
selected  stations,  out  of  the  more  than  3,000  stations  now  broadcasting,  to 
achieve  effective  nationwide  reach.  This  technique  of  concentrating  on  48 
top  stations  is  called  "The  Nation's  Voice."  A  call  to  any  Christal  office  will 
bring  complete  information,  documented  with  data  developed  by  Alfred  Politz 
Research,  showing  how  the  strategy  of  concentration  on  leadership  stations 
can  quickly  put  radio's  vitality  to  work  solving  your  sales  problem. 


WTMJ 

Milwaukee 

WHAM 

Rochester 

WGY 

Schenectady 

KWKH 

Shreveport 

WSYR 

Syracuse 

WTAG 


HENRY  I.  CHRISTAL  CO.,  INC. 

NEW  YORK  •  CHICAGO  •  DETROIT  •  BOSTON  •  SAN  FRANCISCO  •  ATLANTA 
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Out  and  in  •  Roger  W.  Clipp  (1),  Triangle  Stations,  retired  as  chairman  of 
the  NAB  Tv  Code  Review  Board  last  week  and  welcomed  his  successor, 
Donald  McGannon,  Westinghouse  Broadcasting  Co.  The  occasion  was  a 
meeting  of  the  new  board  March  15  at  the  NAB  convention  in  Chicago. 


FORM  NEW  FM  TRADE  GROUP 

Chicago-born:  Fm  Assn.  of  Broadcasters 


TV  CODE  TEETH' 
New  code  board  set 
to  'bite'  violators 

NAB's  Tv  Code  Review  Board  is  op- 
erating under  a  get-tougher  attitude  that 
is  headed  toward  punishment  of  stations 
that  consistently  violate  its  rules. 

The  board  was  re-formed  last  week 
at  the  NAB  Chicago  convention  when 
three  new  members  took  office  under 
the  chairmanship  of  Donald  McGan- 
non, Westinghouse  Broadcasting  Co. 

For  some  time  the  board  has  been 
disturbed  by  multiple  spotting,  up-cut- 
ting of  network  programs  and  violations 
of  the  rule  on  intimate  personal  prod- 
ucts. An  extensive  monitoring  campaign 
has  shown  that  some  stations  frequently 
ignore  the  code  provisions  against  these 
practices.  The  personal  products  prob- 
lem has  centered  around  a  hemorrhoid 
treatment. 

After  two  meetings  last  week,  the 
new  code  board  indicated  it  may  cite 
several  stations  to  the  NAB  Television 
Board  by  recommending  loss  of  the 
code  seal.  Stations  violating  the  rules  are 
given  warnings  and  in  some  cases  have 
voluntarily  withdrawn  from  the  code 
when  repeated  violations  have  been 
brought  to  their  attention. 

Roger  W.  Clipp,  Triangle  Stations, 
ended  his  chairmanship  of  the  code 
board  March  16  in  an  address  to  NAB's 
Tv  Assembly.  He  said  307  stations  and 
all  three  tv  networks  are  subscribers 
plus  a  score  of  tv  film  firms  represented 
by  the  Alliance  of  Television  Producers. 
The  ATP  film  companies  and  some  non- 
member  firms  are  affiliate  subscribers. 

97%  Comply  •  Mr.  Clipp  said  moni- 
toring logs  cover  40,123  hours  viewing 
time.  They  showed  that  3%  of  all  tv 
programs  exceeded  the  commercial  time 
limits  of  the  code  by  20  seconds  or 
more,  with  97%  complying  fully.  The 
logs  showed  a  few  spots  apparently  vio- 
lating the  liquor  advertising  ban,  the 
offending  stations  stopping  the  practice 
voluntarily.  Cases  where  beer  commer- 
cials were  adjacent  to  children's  pro- 
grams were  corrected. 

Tv  program  content  will  be  de- 
nounced "more  violently  in  proportion 
to  revenue  lost  by  magazines  and  news- 
papers," Mr.  Clipp  predicted. 

New  code  board  members,  besides 
Chairman  McGannon,  are  Mrs.  A.  Scott 
Bullitt,  KING-TV  Seattle;  Joseph  Her- 
old,  KBTV  (TV)  Denver,  and  Gaines 
Kelley,  WFMY-TV  Greensboro,  N.C. 
Joseph  Hartenbower,  KCMO-TV  Kan- 
sas City,  continues  in  service.  Retiring 
besides  Chairman  Clipp  are  Mrs.  Hugh 
McClung,  KHSL-TV  Chico,  Calif.,  and 
Richard  A.  Borel,  WBNS-TV  Colum- 
bus, Ohio. 
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A  new  trade  association,  Fm  Assn. 
of  Broadcasters,  emerged  from  conven- 
tion week  in  Chicago. 

Pre-convention  meetings  of  Fm  De- 
velopment Assn.,  predecessor  to  FMAB, 
produced  two  days  of  provocative  pro- 
gramming with  emphasis  on  stereo  and 
its  broadcasting  potential. 

A  brief  but  fast-moving  fm  discus- 
sion at  the  opening  of  NAB  program- 
ming Monday  (March  16)  was  the  best- 
attended  meeting  within  the  memory  of 
fm  broadcasters,  having  an  audience  of 
more  than  500.  They  talked  in  gener- 
ally optimistic  terms  about  fm's  future 
while  recognizing  the  practical  prob- 
lems of  the  medium's  growth. 

FMAB  is  headed  by  Larry  Gordon, 
WBNY-FM  Buffalo,  N.  Y.  Mr.  Gordon 
was  active  in  the  old  FMDA,  of  which 
Jack  Kiefer,  KMLA  (FM)  Los  Angeles, 
was  retiring  president.  Officers  of 
FMAB  besides  President  Gordon  are 
Fred  Rabell,  KITT  (FM)  San  Diego, 
vice  president;  Frank  Knorr  Jr.,  WPKM 
(FM)  Tampa,  Fla.,  secretary,  and  Har- 
old I.  Tanner,  WLDM  (FM)  Detroit, 
treasurer. 

The  association  quickly  set  up  organ- 
ization plans.  A  permanent  office  will 
be  maintained  at  1  Park  Ave.,  New 
York,  with  plans  for  a  fulltime  execu- 
tive director.  A  mailing  campaign  for 
members  was  started  at  once.  About 
100  fm  stations  voiced  interest  in  joining_ 
the  association.   A  flexible  dues  struc- 


ture will  be  set  up,  with  a  sliding 
dues  scale.  The  immediate  goal  is  200 
members.  Each  station  is  to  contribute 
three  spot  announcements  daily  to  an 
overall  sales  campaign  to  be  sold  to  an 
account  for  the  benefit  of  the  partici- 
pants. Funds  will  go  to  set  up  associa- 
tion facilities.  About  50  stations  had 
been  signed  to  the  plan  by  mid-week. 

Plain  Talk  About  Stereo  •  A  real 
stereo  slugfest  developed  at  the  March 
14  FMDA  meeting  when  a  half-dozen 
developers  of  assorted  stereo  systems 
threw  parliamentary  procedure  out  the 
window  and  plain-talked  their  way 
through  technical  and  commercial  as- 
pects of  their  methods  of  producing 
realistic  stereophonic  sound. 

A.  Prose  Walker,  NAB  engineering 
manager  who  is  active  in  the  current 
industry  study  of  stereo  through  Na- 
tional Stereophonic  Radio  Committee, 
warned  of  the  danger  in  promoting  and 
selling  fm  stereo  equipment  to  the  pub- 
lic before  FCC  adopts  standards — 
equipment  that  might  soon  become 
obsolete.  NSRC  will  investigate  more 
than  a  score  of  stereo  systems,  a  tech- 
nical routine  that  will  probably  take 
a  year  or  more. 

The  technical  discussion  brought  up 
such  practical  problems  as  multiplex 
band  limitations  and  servicing  problems. 
At  least  one  stereo  system  will  require 
servicemen  with  doctor's  degrees,  it 
was  suggested.  A  warning  was  sounded 
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Broadcasting  has  never  had  so  many  opportunities  to  do  so  much 


Given  the  eyes  and  ears  of  175,000,000  people  in  every 
walk  of  life  ...  the  eagerness  of  minds  through  every 
pulsing  second  of  each  day... where  are  the  limits 
to  opportunity? 

There  are  no  limits. 

Broadcasting  has  already  made  our  children  famil- 
iar with  the  images  of  Khrushchev,  Von  Braun,  John 
XXIII,  DeGaulle,  Castro,  Mikoyan,  the  dynamic 
meaning  of  the  United  Nations,  London,  Paris,  Wash- 
ington, Moscow,  the  mechanics  of  the  atom,  the  music 
of  Pat  Boone  and  Bernstein. 

For  ninety  minutes,  1,253,000  people  sat  spell-bound 
in  one  community- San  Francisco- watching  a  heart 
operation  on  an  eleven  year  old  boy.  Through  broad- 
casting millions  know  the  look  and  sound  of  Hamlet 


and  Billy  Graham.  An  educational  program  goes  on 
at  dawn  -  and  stores  sell  out  of  books  it  discusses. 

Now  cancer,  heart  disease,  mental  illness  .  .  frontiers 
from  neutrons  to  galaxies ...  the  ever-changing  cross- 
currents of  human  relations  here  and  abroad  chal- 
lenge us  to  serve  our  fellow  men  -  with  program 
material  more  gripping  than  we  could  ever  invent. 

In  our  cameras  and  microphones  we  have  the  living 
documentation  of  our  times  ...  the  most  direct  and 
powerful  means  of  illuminating,  selling,  entertaining, 
inspiring  oar  youths,  our  homes,  our  communities. 

That's  why  the  Westinghouse  Broadcasting  Company 
believes  that  television  and  radio  alone  among  com- 
munication media  have  such  a  magnificent  potential 
to  serve  the  American  people. 


®€)® WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 

^1™^^^^'?^*^  Cleveland  KYW  'Fort  Wayne  WOWO  Chicago  WIND  Portland  KEX 
TELEVISION.    Boston  WBZ-TV   Baltimore  WJZ-TV   Pittsburgh  KDKA-TV  Cleveland  KYW -TV  San  Francisco  KPIX 


FMAB  is  formed  •  A  new  trade  association  was  set  up  during  convention 
week  at  Chicago,  growing  out  of  Fm  Development  Assn.  Its  name  is  Fm 
Assn.  of  Broadcasters.  President  of  FMAB  is  Larry  Gordon,  WBNY-FM 
Buffalo,  who  was  elected  president  at  the  March  15  organization  meeting. 
Officers  and  directors  are  (seated,  1  to  r),  Frieda  Hennock,  attorney,  director; 
President  Gordon;  Fred  Rabell,  KITT  (FM)  San  Diego,  vice  president;  Frank 
Knorr  Jr.,  WPKM  (FM)  Tampa,  Fla.,  secretary;  Harold  I.  Tanner,  WLDM 
(FM)  Oak  Park,  Mich.;  treasurer;  (standing,  1  to  r),  H.  Stilwell  Brown,  North- 
east Radio  Corp.,  director;  T.  Mitchell  Hastings  Jr.,  Concert  Network,  di- 
rector; William  Tomberlin,  KMLA  (FM)  Los  Angeles,  director.  William  B. 
Caskey,  WPEN-FM  Philadelphia,  director,  was  absent  when  photo  was  taken. 


that  inferior  stereo  broadcasts  might 
give  the  medium  a  bad  name  because 
of  the  quality  attained  quickly  in  re- 
recorded and  specially  recorded  stereo 
phonograph  records. 

The  FMDA  "F-Emmy"  award  was 
presented  to  Mr.  Kiefer.  It  was  accepted 
in  his  absence  by  Mr.  Tomberlin,  who 
explained  Mr.  Kiefer  was  unable  to 
attend  because  of  illness. 

In  opening  the  Monday  NAB  discus- 
sion, John  F.  Meagher,  NAB  radio  vice 
president,  said  591  fm  stations  are  on 
the  air  with  another  134  about  to  join 
this  group.  This  compares  to  540  on 
the  air  and  64  cps  a  year  ago.  He  said 
740,145  fm  sets  of  all  kinds  had  been 
produced  in  1958,  according  to  Elec- 
tronic Industries  Assn.,  plus  an  esti- 
mated 250,000  imports. 

Everett  Dillard,  WASH  (FM)  Wash- 
ington, a  panel  member,  advocated  sep- 
arate am-fm  programming  for  joint  op- 
erations. Mr.  Rabell  described  stereo 
as  confusing.  "I  don't  know  whether 
stereo  is  a  freak  or  a  broadcasting 
medium,"  he  said.  Michael  R.  Hanna, 
WHCU-FM  Ithaca,  N.  Y.,  chided  the 
FCC  for  enticing  broadcasters  into  the 
fm  band  in  1946.  "The  FCC  had  the 
applications  at  the  [1946  NAB]  conven- 
tion and  offered  to  fill  them  in,"  he 
said.  "A  lot  of  us  lost  a  lot  of  money." 

All  the  new  sideband  services  for  fm 
stations  may  simply  be  "new  ways  to 
lose  money,"  Mr.  Hanna  suggested.  He 
urged  FCC  "to  put  actions  where  its 
mouth  was  in  1946." 

Ben  Strouse,  panel  moderator,  con- 
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tended  fm  is  a  class  medium  in  major 
markets,  differing  from  am.  Merrill 
Lindsay,  WSOY-FM  Decatur,  111.,  said 
there's  no  basic  programming  differ- 
ence between  fm  and  am  broadcasting. 

FCC  Comr.  Robert  E.  Lee  said  the 
Air  Force  has  reaffirmed  the  need  for 
the  CONELRAD  alert  system  (Broad- 
casting, March  16),  with  the  system  of 
silencing  broadcasting  as  a  homing  aid 
needed  for  the  nation's  defense  at  least 
another  decade.  He  read  a  letter  affirm- 
ing this  from  James  H.  Douglas,  secre- 
tary of  the  Air  Force. 

The  fm  panel  members  agreed  there 
is  need  for  station  representation  in  the 
fm  field.  Mr.  Strouse  said  the  reps 
aren't  interested  because  of  the  low 
rates  of  fm  stations,  with  some  stations 
adding  they  were  raising  their  rates. 

Permanent  committee 
on  radio  music  urged 

Suggestion  that  radio  establish  a  per- 
manent copyright  committee  to  mini- 
mize future  music  licensing  problems 
was  made  last  Monday  (March  16)  by 
Robert  T.  Mason,  WMRN  Marion, 
Ohio.  Mr.  Mason  is  chairman  of  the 
All-Industry  Radio  Music  Licensing 
Committee  set  up  at  the  1958  NAB  con- 
vention on  a  temporary  basis  for 
ASCAP  negotiations. 

Reporting  to  an  NAB  radio  assembly 
in  Chicago,  he  described  the  compli- 
cated spadework  required  of  the  com- 
mittee since  its  formation,  and  said 


that  a  permanent  setup  would  obviate 
such  tasks  in  future  negotiations. 

It  was  "the  sense"  of  Judge  Sylvester 
J.  Ryan  of  the  U.S.  Court  for  Southern 
District  of  New  York,  who  presided 
over  the  March  4  sessions  between  in- 
dustry negotiators  and  ASCAP  (Broad- 
cast, March  16)  that  there  should  be 
a  permanent  committee,  according  to 
Mr.  Mason. 

He  also  reported  that  in  these  par- 
ticular negotiations,  a  recommendation 
was  being  considered  that  would  effect 
a  9%  reduction  in  the  existing  license 
fee.  The  old  contract  expired  Dec.  31, 
1958.  The  new  contract  will  be  retro- 
active to  last  Jan.  1. 

Mr.  Mason  reported  that  over  3,000 
radio  stations  already  have  renewed 
licenses  with  BMI.  March  11  was  ex- 
piration date  of  those  old  contracts. 

Increasing  retail  use 
on  tv  related  by  TvB 

The  increasing  use  of  television  by 
retailers  was  highlighted  in  a  presenta- 
tion made  by  the  Television  Bureau  of 
Advertising  at  the  NAB  convention  in 
Chicago  last  week  before  an  audience 
of  retailing,  agency,  advertiser  and  sta- 
tion executives. 

TvB's  film  presentation,  "Plus  Over 
Normal,"  was  introduced  by  George 
Huntington,  TvB  vice  president  and 
general  manager,  in  the  absence  of 
Norman  E.  Cash,  bureau  president,  who 
has  been  ill.  Other  TvB  executives  who 
spoke  during  the  session  were  Howard 
Abrahams,  vice  president  of  retail  sales; 
William  MacRae,  director  of  station 
relations,  and  Stanford  Meigs,  director 
of  the  Chicago  office. 

Mr.  Huntington  cited  case  histories 
of  retailers  who  were  skeptical  about 
tv's  effectiveness  for  "direct  sales"  and 
of  "its  high  cost  and  lack  of  availabil- 
ity." In  each  instance,  Mr.  Huntington 
related,  when  the  retailer  tried  tv,  he 
changed  his  opinion  of  the  medium. 

TvB  released  its  "Second  Index  of 
Department  Stores  Using  Television" 
during  the  session.  Mr.  Huntington 
noted  the  index  shows  that  249  stores 
now  are  using  tv,  as  compared  with 
162  establishments  when  the  first  index 
was  issued.  As  an  example  of  the  grow- 
ing confidence  in  tv  by  retailers,  Mr. 
Huntington  reported  that  Sears,  Roe- 
buck's investment  in  tv  increased  by 
49%  in  1958  over  1957. 

"You  won't  hear  much  talk  about 
tv's  continued  growth  anymore,"  Mr. 
Huntington  asserted.  "Growth  is  im- 
portant .  .  .  until  you're  full  grown  .  .  . 
and  then  it's  the  strength  that  counts. 
.  .  .  Today,  its  a  question  of  which  and 
how  much  television  and  how  do  you 
get  more  television.  And  how  do  you 
best  use  television." 
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A  RATIONALE  FOR  REGULATION 

Doerfer  says  it's  necessary  because 
of  broadcasting's  power  to  influence 


Regulation  of  broadcasting  is  neces- 
sary not  only  because  frequencies  are 
limited  but  also  because  radio-tv's  po- 
tency is  virtually  unlimited,  FCC  Chair- 
man John  C.  Doerfer  declared  last 
week. 

He  made  the  assertion  in  a  speech 
on  "the  Commission's  role"  in  pro- 
gramming, delivered  at  the  Tuesday 
luncheon  session  of  the  NAB  conven- 
tion. 

Mr.  Doerfer's  speech  traced  the  evo- 
lution of  government  regulation  of 
broadcasting  in  an  overall  look  at  "the 
commission's  role"  in  programming. 

Regulation,  he  said,  "stems  from  the 
potential  power  inherent  in  broadcast- 
ing, i.e.,  the  power  to  influence  the 
minds  of  men  and  the  concomitant 
scarcity  of  the  available  frequencies." 
He  told  the  convention  that  "the  con- 
junction of  potentially  great  persuasive 
powers  and  the  insufficiency  of  desir- 
able spectrum  space  has  been  the  main- 
spring of  all  actions:  legislative,  ad- 
ministrative or  court,  which  has  quali- 
fied those  freedoms  generally  enjoyed 
by  the  journalist,  the  artist  and  the 
minister." 

Procedures  Reviewed  •  He  reviewed 
FCC's  practices  regarding  consideration 
of  program  plans,  performance,  and 
complaints  received  about  stations'  pro- 
gramming. For  specific  law  violations 
or  failure  to  program  in  the  public  in- 
terest, he  pointed  out,  the  Commission 
may  refuse  to  renew  a  station's  license. 

But,  he  continued,  "is  not  the  threat 
of  a  refusal  to  renew,  expressed  or  im- 


plied, a  form  of  censorship  and  an  in- 
terference with  free  speech?"  The  an- 
swer, he  said,  "apparently  is  no.  The 
power  to  select  another  competing  ap- 
plicant, even  at  the  time  of  renewal,  is 
not  censorship." 

Chairman  Doerfer  also  had  a  word 
for  critics  of  FCC's  requirement  that 
applicants  file  "statistics,  percentages 
and  classifications"  regarding  their  pro- 
gramming. These,  he  said,  "may  be 
crude  tools  to  properly  appraise  a  li- 
censee's performance."  But  they  are 
intended,  he  asserted,  "to  be  more  of  a 
method  of  test-checking  a  mass  of  diffi- 
cult data  and  to  alert  the  Commission 
as  to  the  advisability  for  further  investi- 
gation." 

He  said  that  "no  license  has  been  lost 
or  even  jeopardized  that  I  know  of  by 
reason  of  a  mere  examination  of  a  re- 
port or  statement.  There  is  ample  due 
process  in  the  form  of  issues  and  hear- 
ing, as  you  all  know,  long  before  defini- 
tive action  is  taken." 

A  Reminder  •  Another  function  of 
this  data,  he  continued,  is  to  remind 
the  broadcaster  that  he  may  not  dele- 
gate his  program  responsibilities  and 
that  he  comes  up  for  renewal  every 
three  years. 

But,  he  acknowledged,  "whether 
these  are  sufficient  reasons  to  maintain 
the  present  practice  or  the  proposed 
form  in  the  face  of  comments  to  the 
contrary,  I  cannot  say.  My  purpose  was 
to  relate  a  bit  of  the  background  and 
reasons  for  the  Commission  taking  pro- 
grams into  consideration  in  its  various 


Doerfer:  the  reasoned  approach 

licensing  functions.  It  must  be  looked 
at  more  in  the  light  of  a  selection  proc- 
ess than  any  overt  attempt  to  usurp  an 
ungranted  power." 

FCC's  insistence  that  stations  be 
"fair"  in  handling  controversial  sub- 
jects is  "essentially  an  extension  of  the 
same  function,"  Mr.  Doerfer  said.  He 
offered  this  evaluation  of  what  it  takes: 

"Any  station  licensee  who  is  aware 
of  the  needs  of  his  community,  or  the 
area  he  serves,  should  know  or  develop 
a  sense  of  understanding  of  that  which 
ranges  from  the  mildly  controversial  to 
that  which  is  highly  debatable  or  hotly 
discussed.  He  should  have  or  develop  a 
sense  of  perspective.  He  should  be  par- 
ticularly zealous  to  provide  a  fair  pres- 
entation of  those  matters  in  which  he 
may  have  a  personal  financial  interest, 
bias  or  prejudice. 

".  .  .  There  is  no  all-inclusive  for- 


Nine  ways  to  better  broadcasting 


Harold  E.  Fellows,  president  and  chairman  of  the 
board  of  NAB,  last  week  presented  a  nine-point  "cate- 
chism" which  he  said  broadcasters  ought  to  live  by. 

If  all  broadcasters  abided  by  his  nine  rules,  Mr. 
Fellows  said,  a  "great  future"  would  be  assured  for  tele- 
vision and  radio.  Here,  in  his  text,  are  the  rules: 

The  modern  broadcaster  should  subscribe  to: 

1.  A  realistic  understanding  that  the  function  of  a 
broadcasting  station  is  to  serve  the  public— and  that  its 
economic  progress  will  be  in  ratio  to  the  scope  and 
sensitivity  of  that  service. 

2.  A  firm  and  unwavering  resolve  to  fulfill  obligations 
to  the  advertisers — for  their  reciprocal  support  will  assure 
a  full  and  rewarding  system  of  free  broadcasting. 

3.  An  acknowledgment  of  the  equal  rights  of  clients 
through  an  honest  policy  of  equal  treatment  in  charges 
for  advertising  and  supplementary  promotional  services. 

4.  An  adherence  by  action,  not  by  lip  service,  to  decent 


standards  underpinning  everything  that  goes  on  the  air: 
information,  entertainment,  comment,  and  the  sponsor's 
message. 

5.  A  respect  for,  but  not  subservience  to,  the  continu- 
ing inquiry  of  government  at  all  levels  of  jurisdiction. 

6.  A  militant  attitude  toward  criticism — heeding  it, 
whatever  the  source,  when  it  is  honestly  inspired  and 
fairly  given;  resisting  or  ignoring  it  if  the  motivation  is 
selfish  or  the  method  unjust. 

7.  An  enlightened  attitude  in  employee  relations  which 
will  encourage  reward  and  advancement  for  those  demon- 
strating talent,  productivity,  and  loyalty. 

8.  A  continuing  effort  to  achieve  better  educational 
programs  training  young  people  for  careers  in  broad- 
casting, and  recognition  by  the  industry  of  those  insti- 
tutions contributing  to  this  endeavor. 

9.  Resolution  to  set  aside  incidental  matters  of  com- 
petitive impulse  in  joining  together  on  issues  of  major 
and  critical  concern  to  the  survival  of  a  free  system. 
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mula;  it  is  only  in  the  crucible  of  ex- 
perience over  the  years  that  the  Com- 
mission can  develop  precedents  which 
shall  afford  more  definite  guides.  In 
the  interim  it  is  mostly  a  matter  of 
common  sense  and  an  abiding  faith  in 
the  principles  of  free  speech  shared  by 
the  judges  and  the  judged.  This,  in  the 
last  analysis,  is  the  best  guarantee 
against  arbitrary  or  punitive  action." 

Three  Decisions  •  The  chairman  did 
not  mention  the  Lar  Daly  decision  by 
name  in  his  formal  address,  but  dis- 
cussed it  under  questioning  at  a  news 
conference.  Actually,  he  noted,  there 
were  three  decisions.  In  one  case  tv 
newscasts  showed  Chicago  Mayor 
Richard  J.  Daley,  then  running  for  re- 
nomination,  as  he  greeted  a  foreign  dig- 
nitary, and  in  another  the  mayor  and 
his  wife  were  shown  launching  a  charity 
drive.  On  these  two,  FCC  voted  4  to  3 
that  campaigner  Lar  Daly  was  entitled 
to  equal  time,  but  in  the  third  case — 
where  Mayor  Daley  and  another  candi- 
date were  shown  filing  nomination 
papers — all  seven  commissioners  ruled 
that  Mr.  Daly  should  have  equal  time. 

Chairman  Doerfer,  in  the  minority 
on  both  divided  decisions,  explained 
that  in  both  of  these  he  felt  the  news- 
casts contained  no  political  material 
within  the  sense  of  Section  315.  On 
the  third  case,  he  said  he  felt  showing 
two  candidates  filing  political  papers 
did  have  political  connotations,  but  that 
under  certain  circumstances  even  this 
need  not  necessarily  be  true.  For 
instance,  he  said,  if  the  candidates  were 
shown  as  part  of  a  get-out-the-vote 
campaign  his  attitude  might  be  dif- 
ferent. 

In  his  news  conference  he  called  for 
repeal  of  Section  315  (see  page  32). 

Mr.  Doerfer  addressed  the  Tuesday 
luncheon  and  general  assembly.  A.S. 
Cowan  of  the  Australian  Federation  of 
Commercial  Broadcasting  Stations  ex- 
tended thanks  for  NAB's  cooperation 
and  assistance  to  his  group.  Another 
feature  was  the  presentation  by  James 
W.  Rachels  Jr.,  Columbus  (Ga.)  high 
school  student,  of  his  prize-winning 
Voice  of  Democracy  script.  G.  Richard 
Shafto,  WIS-AM-TV  Columbia,  S.C., 
convention  co-chairman,  presided. 

Fellows'  contract 
runs  out  in  June  '60 

NAB  President  Harold  E.  Fellows 
will  know  before  the  1960  convention 
(also  in  Chicago)  whether  it  will  be  his 
last  as  head  of  the  industry  trade  asso- 
ciation. The  decision  rests  between  Mr. 
Fellows  and  an  eight-man  committee 
that  is  working  on  the  problem  of  what 
to  do  when  the  current  five-year  presi- 
dential contract  runs  out  in  June  1960. 

Last  week  the  contract  committee 
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Tv  board  elections  •  Two  new  directors  were  elected  to  the  NAB  Tv  Board 

of  Directors  at  the  NAB  convention  last  week.  They  are  Clair  R.  Mc- 
Collough  (second  from  left,  above),  Steinman  Stations,  and  W.  D.  Rogers 
Jr.  (third  from  left).  KDUB-TV  Lubbock,  Tex.  Both  had  served  previously 
on  the  board. 

C.  Wrede  Petersmeyer  (r),  Corinthian  Stations,  and  Willard  E.  Walbridge 
(1),  KTRK-TV  Houston,  were  re-elected  tv  directors.  Messrs.  McCollough 
and  Rogers  succeed  Henry  B.  Clay.  KTHV  (TV)  Little  Rock,  Ark.,  and  J. 
J.  Bernard,  KTVI  (TV)  St.  Louis. 

Continuing  on  the  board  until  the   1960  convention  are  Joseph  E. 
Baudino,  Westinghouse  Broadcasting  Co.;   John  E.   Fetzer,  WKZO-TV 
Kalamazoo,  Mich.;  Payson  Hall,  Meredith  Publishing  Co.;  C.  Howard 
Lane,  KOIN-TV  Portland,  Ore.;  Dwight  W.  Martin,  WFAB-TV  Baton 
Rouge,  La.;  James  D.  Russell,  KKTV 
(TV)  Colorado  Springs,  Colo.;  G.  Rich- 
ard Shafto.  WIS-TV  Columbia,  S.C.; 
Alfred  Beckman,  ABC-TV;  William  B. 
Lodge,  CBS-TV,  and  David  C.  Adams, 
NBC-TV  New  York. 
At  a  reorganization  meeting  March 
18,   the   new   television   board  elected 
G.  Richard  Shafto,  WIS-TV  Columbia. 
S.C.,  chairman  and  Payson  Hall.  Mere- 
dith Stations,  vice  chairman. 


met  during  the  NAB  Chicago  conven- 
tion to  lay  out  planning.  Some  of  the 
members  contacted  delegates  during  the 
week.  In  general,  they  indicated,  the 
membership  feels  Mr.  Fellows  has  done 
a  good  job  as  association  president. 
Their  feeling,  based  on  first  contacts, 
was  that  he  would  be  difficult  to  re- 
place, judging  by  current  indications, 
and  that  he  is  not  ready  for  retirement 
at  age  60  (as  of  this  past  weekend). 

The  contract  group  will  meet  again 
just  before  the  June  NAB  board  meet- 
ing in  Washington.  Members  are  Radio 
— J.  Frank  Jarman,  WDNC  Durham, 
N.  C,  co-chairman;  Robert  T.  Mason, 
WMRN  Marion,  Ohio;  Frederick  A. 
Knorr,  WKMH  Dearborn,  Mich.,  and 
Alex  Keese,  WFAA  Dallas.  Television 
— C.  Howard  Lane,  KOIN-TV  Port- 


land, Ore.,  co-chairman;  G.  Richard 
Shafto,  WIS-TV  Columbia,  S.  C;  Pay- 
son    Hall.     Meredith    stations,  and 
Dwight  W.  Martin,  WAFB-TV  Baton 
Rouge,  La. 

Mr.  Fellows  enters  the  fifth  and 
final  year  of  his  current  contract  next 
June  when  his  pay  advances  $5,000 
under  an  escalator  clause  to  $75,000  a 
year  plus  $12,000  expenses.  The  pact 
provides  that  he  will  enter  a  consultancy 
arrangement  in  June  1960  unless  the 
contract  committee  offers  him  a  revised 
deal.  Some  of  Mr.  Fellows'  friends 
have  voiced  the  belief  he  would  be 
willing  to  continue  in  an  active  presi- 
dential role.  The  committee  has  until 
next  Dec.  31  to  offer  a  new  contract 
for  his  consideration. 
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HIGH 
FIDELITY 


1   !|   II  : 


Here  is  Jrwe  high  fidelity  radio  transmission. 

It  was  developed  b}-  Collins  Radio  Company, 
pioneer  of  high  fidelity  broadcast  equipment. 
Collins  transmitters  cannot  be  described  —  they 

must  be  experienced.  You  can  actually  prove  their 
superior  performance  by  listening.  Clear,  sharp,  low- 
distortion  signals  .  .  .  your  proof  that 
HfefHHH      Collins  gives  today's  ultimate  in  high 

fidelity  broadcast  transmission, 
t       H     For  complete  information  about  the 

Collms  21 K.  20V.  550A,  and  300J  high 
fidelity  transmitters,  call  or  write  Collins 
Radio  Co..  Broadcast  Sales  Division, 
Second  Ave.  S.R..  Cedar  Rapids.  Iowa. 


COLLINS  RADIO  COMPANY 


CEDAR  RAPIDS 
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BATTLE  OF  THE  TAPE  TITANS 

Ampex,  RCA  roll  out  sales  armaments 
to  win  tv  recorder  orders  in  Chicago 


A  battle  of  television  tape  recorders 
swirled  in  Chicago  during  the  NAB 
convention.  The  crescendo  of  selling 
claims  threatened  to  overwhelm  broad- 
casters— to  their  delight.  They  are  the 
ultimate  benefactor. 

Both  RCA  and  Ampex  unlimbered 
heavy  sales  promotion  to  woo  the  pros- 
pective multi-million  dollar  broadcast 
market. 

Both  companies  stressed  equipment 
for  color  tv  tape  recordings.  They  also 
showed  interchangeability  of  tape  re- 
corded on  a  machine  of  one  company 
and  played  on  the  machine  of  another 
company.  And  they  both  hit  hard  at 
the  improvements  they  have  incorpor- 
ated in  their  respective  machines. 

The  battle  appeared  to  be  a  standoff 
when  the  convention  ended  Wednesday 
night. 

RCA  Sells  25  Units  •  RCA  announced 
it  had  sold  25  units,  with  25  other 
orders  on  a  tentative  basis.  About  one- 
third  of  these  orders  are  for  equipment 
including  color. 

Ampex  reported  it  had  taken  23 
"firm"  orders.  None  included  color.  It 
also  estimated  that  by  the  end  of  this 
month  there  would  be  328  vtr  machines 
in  operation  at  stations  throughout  the 
country.  The  23  orders  represent  $1.3 
million  worth  of  business,  Ampex  said. 

Neal  McNaughten,  Ampex  profes- 
sional products  division  manager,  said 
production  of  the  Ampex  vtr  machine 
had  been  increased  from  one  model 
per  day  to  two.  This  has  necessitated 
an  increase  in  production  space,  it  was 
announced. 

Both  companies  stoutly  insisted  that 
their  machines  could  use  tape  record- 
ings made  on  any  other  machine.  Both 
successfully  demonstrated  this  quality 
to  viewers  who  crowded  their  exhibits 
in  the  downstairs  Exhibit  Hall  at  the 
Conrad  Hilton  Hotel. 

The  successful  showing  of  inter- 
changeability is  considered  the  opening 
element  in  the  era  of  program  syndica- 
tion on  tape,  it  was  stressed. 

Maintenance  Consideration  •  The  in- 
terchangeability feature  of  the  tape  re- 
cording apparatus  has  raised  a  major 
consideration  in  the  manufacture  and 
maintenance  of  the  machines.  These 
are  engineering  standards. 

This  was  the  subject  of  a  panel  dis- 
cussion Wednesday  morning  at  the 
engineering  conference. 

The  experts  discussed  standards  pro- 
posed by  the  Society  of  Motion  Picture 
&  Television  Engineers,  covering  main- 
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tenance,  adjustment  and  operation. 
Also  discussed  were  problems  associ- 
ated with  tape  program  production, 
scheduling  and  syndication. 

The  prediction  that  broadcasters  may 
eventually  adopt  tape  as  the  preferred 
means  of  producing  high  quality  and 
low-cost  television  entertainment  was 
made  by  Ross  H.  Snyder,  Ampex  video 
products  manager.  He  lauded  the  co- 
operation among  engineers,  manufac- 
turers and  broadcasters  in  achieving 
the  standardization  required  to  meet 
the  interchangeability  feature. 

Bill  Michaels,  WJBK-TV  Detroit 
managing  director,  cautioned  that  tape 
recording  was  not  "the  panacea  for  all 
our  daily  operating  aches  and  pains." 
Agreeing  that  it  was  the  industry's  most 
dramatic  and  potentially  useful  piece  of 
equipment,  Mr.  Michaels  said  it  was 
never  intended  to  be  the  answer  to  all 
problems  of  programming,  manpower, 
engineering  and  operating  expenses 
"tied  up  into  a  neat  little  package." 

Mr.  Michaels  also  stressed  that  there 
was  an  erroneous  belief  that  tape  re- 
cording cut  expenses.  Expenses  do  go 
up,  he  said,  but  so  does  income,  and 
"it's  the  type  of  expense  we  enjoy  add- 
ing, if  there  is  such  a  thing." 


The  Operating  Factor  •  Expenses  in 
running  a  tape  recorder  run  about 
$550  per  week  (at  20  hours  weekly 
operating  schedule),  Virgil  Duncan, 
WRAL-TV  Raleigh,  N.C.,  chief  engi- 
neer, told  the  audience.  Mr.  Duncan 
also  emphasized  the  need  for  keeping 
the  tape  and  the  machine  in  the  clean- 
est possible  shape. 

Other  panelists  were  Edward  Ben- 
ham,  KTTV  (TV)  Los  Angeles;  Robert 
M.  Morris,  ABC,  and  J.  L.  Berryhill, 
KRON-TV  San  Francisco.  Raymond 
Bowley,  Westinghouse  audio-engineer- 
ing director,  was  the  coordinator. 

Upgraded  elements  and  accessories 
comprised  mostly  the  refinements  in  the 
machines.  They  included: 

For  RCA,  a  master  erase  head,  a  tape 
footage  indicator,  an  electronic  head- 
wheel  quadrature  adjustment  control 
and  air  lubricated  tape  guides. 

For  Ampex,  a  new  erase-cue  kit,  a 
program  timer  and  an  audio  amplifier. 
The  Redwood  City,  Calif.,  company, 
whose  introduction  of  Videotape  re- 
cording three  years  ago  sparked  televi- 
sion's latest  technical  studio  equipment 
advance,  also  illustrated  its  machine's 
versatility  by  showing  a  tape  recorder 
installed  in  a  custom-built  "cruiser"  mo- 
bile unit.  Recordings  made  at  Boulder 
Dam  while  the  mobile  unit  was  moving 
were  also  shown. 

The  price  of  both  the  RCA  and 
Ampex  machines  are  considered  com- 
petitive. 

RCA's  price  is  $49,500  for  its  black- 


RCA's  television  tape  recorder  •  It  has  engineering  advances  which  the 
company  said  came  from  its  laboratories  and  military  development  division 
It  is  shown  being  operated  by  C.H.  Colledge  (1),  general  manager,  RCA 
Broadcast  &  Television  Equipment  Div.  Watching  is  E.C.  Tracy,  manager, 
Broadcast  Equipment  Marketing  Dept. 
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and-white  model.  Color  costs  $13,500 
extra.  Ampex's  black-and-white  model 
is  marked  at  $45,000,  with  color  cost- 
ing an  additional  $19,500. 

Tv  tape  use  standards 
to  be  set  by  committee 

Establishment  of  a  video  tape  usage 
advisory  committee,  headed  by  Harold 
P.  See,  KRON-TV  San  Francisco,  was 
announced  last  week  at  the  NAB  con- 
vention. 

The  committee  was  established  to 
draw  up  uniform  operating  practices  for 
the  new  recording  system.  These  would 
be  concerned  with  roll  time,  cue-up 
time,  and  commercial  insertion  stand- 
ards in  order  to  maintain  practices  for 
advertisers,  agencies,  producers  and  sta- 
tions. One  major  objective,  according  to 
Mr.  See,  will  be  to  coordinate  operating 
standards  between  film  and  tape — since 
for  some  time  to  come  film  and  tape 
will  be  used  together. 

In  addition  to  Mr.  See,  members  of 
the  committee  are:  Ken  Tredwell 
WBTV  (TV)  Charlotte,  N.C.;  Norman 
P.  Bagwell,  WKY-TV  Oklahoma  City, 
Okla.;  Bill  Michaels,  WJBK-TV  Detroit, 
Mich.,  as  management  representatives; 
Stokes  Gresham  Jr.,  WISH-TV  Indian- 
apolis, Ind.;  R.  T.  Bowley,  Westinghouse 
Broadcasting  Co.;  Virgil  Duncan 
WRAL-TV  Raleigh,  N.C;  Howard  A.' 
Chinn,  CBS-TV,  as  engineering  repre- 
sentatives. 


HOW  TO  MAKE  VTR  PAY  OFF 

For  stations,  video  tape  machines  can 
make  new  business,  ease  labor  shifts 


Station  operators  who  own  or  plan 
to  buy  video  tape  recording  equipment 
can  make  it  pay  off  in  two  big  ways: 
improving  operations  and  developing 
new  business. 

That  was  the  gist  of  messages  com- 
municated last  week  to  NAB  delegates 
by  Ampex  Corp.,  RCA,  broadcasters 
and  an  advertising  agency  official. 

Ampex  held  a  special  seminar  Mon- 
day in  which  Robert  Breckner,  vice 
president  at  KTTV  (TV)  Los  Angeles, 
and  Al  Cantwell,  BBDO  New  York, 
told  broadcasters  how  to  develop  new 
business  from  tape. 

Mr.  Breckner  reported  that  KTTV 
has  enjoyed  profit  in  "the  six  figure" 
bracket  since  it  started  syndicating 
Divorce  Court  through  Guild  Films  last 
September  (now  in  17  markets).  Other 
properties  include  Peter  Potter's  Juke- 
box Jury,  through  National  Telefilm 
Assoc.,  and  a  Paul  Coates  strip  series. 

Mr.  Cantwell  reported  on  case  his- 
tories of  clients  at  BBDO  (Philco,  U.S. 
Steel,  Armstrong  Circle  Co.,  General 
Foods)  who  have  used  taped  com- 
mercials (Broadcasting,  March  2). 
Video  recording  has  "the  safety  of  film 
and  flexibility  of  live  and  is  cheaper 
than  either,"  he  said,  and  has  enjoyed 


Ampex's  new,  two-level  VTR- 1000  •  First  exhibited  at  the  NAB  conven- 
tion, it  includes  all  improvements  such  as  the  new  erase-cue  kit  and  tape 
t.mer.  The  overhead  assembly  houses  the  tv  monitor,  switching  panel  and 
audio  monitor. 
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"tremendous  acceptance"  by  advertisers. 
He  noted  that  among  the  major  three 
tv  networks  programming  some  223 
hours  weekly,  26%  was  tape  and  23% 
on  film.  Within  a  few  years,  he  pre- 
dicted, 80%  of  all  commercials  will  be 
taped. 

"Once  stations  become  equipped  with 
this  equipment,"  Mr.  Cantwell  prom- 
ised, "advertisers  and  agencies  will  leap 
into  tape."  With  such  facilities,  he 
pointed  out,  local  stations  can  pre-sell 
local  personalities,  and  agencies  and 
their  clients  "need  no  longer  buy  a  pig 
in  the  poke."  With  respect  to  talent, 
there  is  "no  reason  stations  can't  get 
into  the  commercials  end"  under  exist- 
ing contract  scales  of  the  American 
Federation  of  Tv  &  Radio  Artists,  he 
claimed. 

Tape-equipped  stations  also  will  re- 
ceive greater  "consideration"  from  ad- 
vertisers who  are  faced  with  skimming 
the  top  markets  for  spot  buys,  Mr. 
Cantwell  stressed. 

During  a  question-and-answer  period, 
Junius  R.  Fishburn,  Chicago  sales  man- 
ager of  Metropolitan  Broadcasting  Co., 
expressed  belief  that  it's  to  the  ad- 
vantage of  stations  to  make  greater  use 
of  video  tape  for  programming  needs. 
He  said  that  Ampex  is  missing  a  bet  by 
not  selling  station  representatives  on  its 
recording  equipment. 

But  what  about  some  90  stations 
presently  equipped  with  vtr?  How  are 
they  utilizing  the  technique  in  their 
respective  markets?  The  following 
"testimonials"  on  uses  were  given  by 
station  operators  on  a  tape  played  at 
the  Ampex  convention  exhibit. 

•  Robert  Hart,  sales  manager,  KLZ- 
TV  Denver — "It  has  been  a  real  bo- 
nanza to  the  station  but  most  specifical- 
ly the  sales  department.  It  opened 
doors  commercially  to  many  places  that 
we  had  not  been  in,  the  last  few  years. 
Our  first  and  primary  sale  was  to  the 
American  Furniture  Co.,  where  we 
shot  13  one-minute  commercials.  They 
were  put  in  use  the  next  day  and,  inci- 
dentally, are  still  in  use." 

•George  Stevens,  general  manager, 
KOTV  (TV)  Tulsa,  Okla.— "In  attract- 
ing new  advertisers,  frequently  KOTV 
is  able  to  go  to  advertisers  not  using 
television  to  tailor  a  commercial  for 
them.  When  they  see  the  commercial, 
if  they  think  it  sells  merchandise,  fre- 
quently we  are  able  to  get  new  custom- 
ers for  our  medium." 

•  Carl  Berquist,  operations  manager, 
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AUTOMATIC  SPOTS  FOR  RADIO 

New  gear  makes  announcement  cueing  easy 


WFLA-TV  Tampa,  Fla. — "Early  morn- 
ing and  late  evening  are  a  universal 
problem,  not  only  for  the  station  man- 
agers but  for  sales,  programming  and 
everyone  concerned  with  the  station. 
Although  the  rates  make  these  hours 
very  attractive  to  the  local  sponsors, 
those  sponsors  usually  want  live  spots 
which  means  holding  expensive  studio 
crews  and  adding  to  the  cost  to  such 
an  extent  that  it  prices  it  right  out  of 
the  market.  However,  fringe  time  looks 
better  all  the  time  since  we  have  tape 
spots.  .  .  ." 

•  Tom  Thompson,  program  director, 
KGUL-TV  Houston — "We  had  a  studio 
show  scheduled  at  1  p.m.  Sundays  and 
a  very  popular  bowling  show  on  an- 
other basis  at  2:30  p.m.  Only  one 
crew  was  available  at  this  time,  so  we 
taped  the  studio  shows  on  Saturday 
morning  when  there  was  plenty  of  help 
and  did  the  bowling  show  live.  Saves 
trouble  and  overtime,  too.  .  .  .  The 
video  tape  recorder  [also]  performs  a 
very  valuable  function  on  holidays.  We 
tape  all  live  shows  during  the  preced- 
ing week  and  it  saves  a  very  substantial 
amount  in  double  time  pay."  Station 
also  uses  tape  interviews  with  personal- 
ities who  cannot  be  present  when  the 
program  is  scheduled. 

(For  the  WBTV  [TV]  story  on  tape, 
see  page  102). 


A  new  working  tool — to  make  spot 
announcement  handling  as  simple  as 
push-button  technology  will  permit — 
greeted  broadcasters  at  the  NAB  con- 
vention last  week. 

The  newly  developed  equipment  took 
two  forms.  One  was  a  wide,  13-in. 
belt  tape  with  space  for  101  spots 
shown  by  Gates  Radio  Co.  The  other 
was  a  unique  automatic  tape  control 
with  30-second  to  45-minute  tapes  en- 
cased in  plastic  cartridges  shown  by 
Collins  Radio  Co. 

Both  systems  are  aimed  at  overcom- 
ing the  need  for  searching  through 
regular  hour-long  professional  tape  for 
the  right  spot  at  the  right  time. 

The  Gates  system,  called  a  spot  selec- 
tor, handles  spot  announcements, 
themes  and  short  programs  up  to  90 
seconds.  The  machine  can  accom- 
modate 101  spot  recordings.  These  are 
recorded  on  a  vertical  playing,  single, 
13-in.  wide  tape  belt.  An  index  control 
knob  on  the  front  of  the  apparatus 
selects  each  spot.  The  index  is  num- 
bered from  1  to  10,  and  each  unit  is 
further  subdivided  by  letters  A  to  K 


(the  last  number,  10,  is  subdivided  A 
to  L).  This  knob  is  moved  to  the  cor- 
rect spot  by  number  and  letter  and 
locked  into  place.  A  push  of  the  on- 
air  button  starts  the  commercial  or 
theme  immediately.  The  machine  auto- 
matically rewinds  and  sets  up.  The  unit, 
designed  for  rack  or  desk  mounting,  is 
8%  x  19  x  leVi-in.  It  contains  six 
tubes.  Price  is  $850  per  unit,  with 
delivery  promised  by  July.  By  Wednes- 
day night  at  the  NAB  convention,  about 
55  units  had  been  sold  to  interested 
broadcasters. 

Tape  Cartridge  •  A  more  radical 
break  in  handling  short  copy  is  Col- 
lins Radio's  automatic  tape  control. 
The  tape  itself  is  enclosed  in  a  plastic 
cartridge.  This  is  inserted  in  the  tape 
control  machine  and  a  push  button 
feeds  the  message  into  the  control  con- 
sole channel. 

The  cartridge  contains  a  spool  of  tape 
on  which  announcements,  mood  music, 
themes,  etc.,  running  anywhere  from 

30  seconds  to  45  minutes,  can  be 
recorded.  The  units  are  made  by  Sound 
Electronic  Labs.,  and  use  lubricated 
tape  on  an  endless  loop  arrangement. 
The  tapes  rewind  themselves  automati- 
cally after  use. 

The  cartridges  are  used  in  conjunc- 
tion with  the  Collins  automatic  tape 
control  playback  unit.  They  are  stored 
like  film  or  records  when  not  in  use. 

Price  for  the  playback  unit  is  $525: 
for  the  recording  unit,  $350  and  for 
a  remote  control  panel  $19.75.  Also 
available  is  an  automatic  master  switch 
handling  three  playbacks,  $110,  or  four 
playbacks,  $135. 

The  cartridges  range  in  cost  from 
$1.95  each  in  quantities  of  100  for  40- 
or  70-second  tapes,  to  $9.95  each  for 

31  minutes  of  play. 

The  equipment  was  developed  by 
Automatic  Tape  Control  Inc.,  Bloom- 
ington,  111.  Leslie  C.  Johnson,  WHBF- 
AM-FM-TV  Rockford  and  WJBC-AM- 
FM  Bloomington,  both  Illinois,  is  presi- 
dent of  this  firm.  The  development  was 
proved  out  for  six  months  at  WHBF- 
TV. 

Collins  reported  it  had  sold  45  sta- 
tions during  the  convention.  Each  sta- 
tion bought  at  least  two  playback  units 
and  a  recorder,  in  addition  to  the  tape- 
pack  cartridges,  the  business  amount- 
ing to  more  than  $100,000,  Collins 
said. 

A  machine  similar  to  the  Gates  end- 
less belt  tape  was  shown  by  RCA. 
but  no  price  was  given  for  this  equip- 
ment. 

The  technique  of  cueing  a  regu- 


Orthicon  saver  •  The  first  NAB  engineering  award  was  made  to  John  T. 
Wilner  (r),  radio-tv  engineering  vice  president,  Hearst  Corp.,  by  A.  Prose 
Walker,  NAB  engineering  manager,  at  the  NAB  convention  last  week.  Mr. 
Wilner  won  the  new  honor  for  his  efforts  in  developing  the  image  orthicon 
saver  which  has  become  an  accepted  device  in  broadcasting.  It  has  resulted 
in  untold  savings  to  television  stations.  In  1958,  Mr.  Wilner  said,  the  Hearst- 
owned  WBAL-TV  Baltimore,  with  four  image  orthicon  cameras,  saved 
$17,000  through  using  the  device  which  prolongs  the  life  of  the  tubes.  The 
award  will  be  made  to  any  broadcast  engineer  or  person  actively  engaged  in 
broadcasting  or  to  a  member  of  the  federal  government  engaged  in  broad- 
casting engineering  for  an  invention,  the  development  of  a  technique,  a  con- 
tribution to  the  broadcasting  engineering  art  or  for  engineering  leadership. 
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Network  A  32.8 
Network  B  23.3 
NetworiTc  136 

WIN!  EW-TV  13.5 

Independent  D  _  8.9 
Independent  E  7.3 
Independent  F     "  5.9 

^4gain ,  as  in  every  monthly 

report  since  the  inception 
ofArbitron,  f^NEtV-TF is  rated 

NEW  YORK'S  LEADING 
INDEPENDENT 
TELEVISION  STATIO 

•  Average  Q.arter-Hour  Snares.  Sign-On  To  Sign-Off.  Entire  Wee,  For  Those  Hours  Each  Station  Breasts 


WN  EW-TV 


METROPOLITAN 
BROADCASTING 
CORPORATION 
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Gates  spot  selector  contains  tape  belt  inside  above  unit 


Collins  gear  uses  tape  cartridge  that  slides  in  slots 


Iar  tape  transport  was  brought  up  to 
date  by  Schafer  Custom  Engineering, 
Burbank,  Calif.  Schafer  showed  a  new 
device  called  a  Spotter.  This  unit — 

Tv-tape  editing: 

Tv-tape  is  great,  but  when  are  we 
going  to  be  able  to  edit  it  as  we  edit 
motion  picture  film? 

That's  been  a  standard  question  of 
producers  of  tv  programs  and  com- 
mercials ever  since  a  workable  system 
of  recording  sight-and-sound  programs 
on  magnetic  tape  was  first  demonstrated 
by  Ampex  Corp.  at  the  NAB  conven- 


comprising  a  control  head,  tape  re- 
corder, rack  and  accessories — is  used 
to  put  a  subaudible  tone  on  tape, 
and  enables  the  operator  to  automatic- 


tion  in  1956,  also  held  in  Chicago. 

Last  week,  three  years  (and  three 
conventions)  later,  NBC-TV  answered 
the  question  with  a  resounding  "Now." 
The  answer,  like  the  announcement, 
came  on  the  first  day  of  the  NAB  con- 
vention in  Chicago.  But  it  didn't  come 
from  Chicago.  It  came  from  Holly- 
wood, where  the  editing  process  was 


ally  position  the  tape  for  the  announce- 
ment. Up  to  99  such  cueing  indicators 
may  be  used  with  this  machine.  The 
unit  sells  for  $2,495,  or  can  be  leased. 


conceived  and  developed  by  a  commit- 
tee comprising  Oscar  Wick,  recording 
supervisor  for  the  network;  two  record- 
ing engineers:  Russell  Nies  and  Lou 
Briel,  and  Bob  Smith,  a  kinescope  edi- 
tor. 

Single  Frame  Editing  •  Announcing 
the  breakthrough  in  the  vtr  editing 
problem,  Thomas  W.  Sarnoff,  vice 
president  in  charge  of  production  and 
business  affairs  for  NBC's  Pacific  Div., 
stated  that  "after  three  years  intensive 
research,  we're  able  to  announce  that 
we  have  licked  double-system  editing  to 
the  point  where  we  can  edit  down  to 
a  single  frame.  Naturally,  we  can  still 
electronically  on  tape  do  all  dissolves, 
wipes,  matts  and  other  optical  effects 
that  are  normally  done  in  live  tele- 
vision." 

How  is  this  "editing  down  to  a  single 
frame"  accomplished?  Broadcasting 
posed  the  question  to  Mr.  Wick.  He  re- 
plied that  since  tape  can't  be  examined 
frame-by-frame  as  film  can  be,  NBC- 
TV  recording  engineers  now  make  a 
16  mm  kinescope  of  the  program  or 
commercial  they  are  taping  simultane- 
ously with  the  tape.  The  kinescope  is 
edited  in  the  traditional  film  editing  pro- 
cedure; the  tape  is  then  edited  to  match. 

Matching  is  done  by  recording  one- 
second  beeps  on  the  sound  tracks  of 
both  kinescope  and  tape.  A  man's  voice 
counts  the  seconds,  from  one  to  60, 
omitting  all  five's  or  multiples  of  five. 
A  woman's  voice,  at  each  five-second 
gap  following  the  end  of  the  first  min- 
ute, inserts  the  word  "one,"  changing 
to  "two"  after  the  second  minute  has 
ended,  and  so  on.  This  provides  for 
tape  the  equivalent  of  frames  on  film. 
When  the  kinescope  is  edited  and  a  cut 
is  made  at  four  frames  past  one  minute 
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NBC-TV  method  gets  film  type  results 


Completely  Cover  Michigan's  Rich 
with  a  City  Grade  signal! 


WILX-TV,  an  NBC  affiliate,  is  the  only-repeat-only 
station  covering  the  three  key  Michigan  cities  of  Jackson, 
Lansing  and  Battle  Creek  with  a  City  Grade  signal! 


FULL  POWER 
Video— 316,000  watts 
Audio— 174,000  watts 
Antenna  height— 983 


WILX-TV  has  the  Right  coverage  in  the  Right  spot 

TOTAL  STATE  EXCLUDING  METROPOLITAN  DETROIT  B  SIGNAL  AREA 


Population 
Households 
TV  Households 
Farm  Population 
Retail  Sales 


43.4% 
44.7% 
44.0% 
34.1% 
47.3% 


Retail  Food  Sales  47.3% 

Retail  Drug  Sales  48.6% 

Retail  Automotive  Sales  50.3% 

Retail  Filling  Stations  46.3% 

Gross  Farm  Income  39.9% 


Only  WILX-TV,  an  NBC  affiliate,  can  so  thoroughly  cover  and  deliver  this  rich  out-state 
market!  Just  check  those  figures  again! 


Michigan's  Golden  Triangle  is  a  major  market. 
In  total  population  it  ranks  just  below  the  10th 
largest  metropolitan  area1  and  in  TV  homes, 
ranks  just  below  the  27th  market  area  *  *  in  the 
nation. 

'BASED  ON  SRDS  CONSUMER  MARKET  DATA 
**BASED  ON  TELEVISION  AGE  100  TOP  MARKETS 


prime  time  now  available! 

RIGHT  NOW.  .  .  is  the  time  to  contact 

VENARD,  RINTOUL  &  McCONNELL,  INC. 
for  complete  market  information 


WILX-TV  1  r 

SERVING  MICHIGAN'S  battle 

■  W  GOLDEN  TRIANGLE    CREEK  \ 


CHANNEL 
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tacts- 


325,000  WATTS 


CKLW-TV 


GUARDIAN  BLDG.  •  DETROIT  26,  MICH. 


in  Bridge. 


it's  Goren 


//i  7V  a/7<y  /te<//o  . . . 

IT'S 

BROADCASTING 
YEARBOOK! 


Around  millions  and  millions  of  card 
tables,  the  "we's"  and  the  "they's"  play 
their  bridge  hands  according  to  Goren, 
that  ace  authority  on  the  strategy  of  bid- 
ding what  you  can  make  and  making  what 
you've  bid.  Similarly,  around  the  confer- 
ence tables  of  broadcast  advertising,  the 
authority  is  BROADCASTING  YEARBOOK, 
ace  source  of  strategic  information  on  tele- 
vision and  radio.  Each  year,  this  compre- 
hensive reference  volume  is  the  working 


partner  of  the  broadcast  media's  top  peo- 
ple. They  demand  accurate  facts,  figures, 
analyses  such  as  only  BROADCASTING 
YEARBOOK  can  give  them.  To  lay  your 
cards  on  their  conference  tables,  be  sure 
they  see  your  advertising  in  these  infor- 
mation-packed pages.  It's  opportunity- in 
spades -to  reach  over  16,000  subscrib- 
ers. Publication  date:  August.  Deadline 
for  proofs:  July  1.  Final  closing:  July  15. 
Still  time  to  play  your  hand-BUT  HURRY! 


and  32  seconds,  it  is  now  simple  enough 
to  locate  the  1'32"  place  on  the  tape 
by  the  audible  measurements  and,  by 
use  of  a  rule  calibrated  to  translate 
film's,  24  frames  per  second  to  vtr's  15 
inches  per  second,  to  find  the  same 
exact  spot  on  the  tape.  Such  exactness 
is  important,  Mr.  Wick  stated,  to  keep 
sound  and  picture  in  synch  after  a 
number  of  cuts  and  splices  have  been 
made. 

While  the  time  signals  are  being  re- 
corded on  the  video  tape  and  on  the 
work  print  kinescope,  the  program 
sound  (dialog,  music,  sound  effects)  is 
recorded  on  a  separate  tape.  After  the 
editing  is  complete,  this  sound  track 
is  recorded  on  the  final  vtr,  whose  time 
signals  are  automatically  erased  as  the 
new  sound  is  recorded. 

Multiple  Audio  Tracks  Next  •  Since 
immediate  playback  is  one  of  the  ad- 
vantages of  video  tape  over  film,  the 
program  or  commercial  is  recorded  on 
a  second  tape  simultaneously  with  the 
first  tape  and  kine.  However,  Mr.  Wick 
noted,  work  is  now  under  way  on  a 
process  of  recording  both  time  cues 
and  program  sound  on  the  tv-tape  with 
separate  tracks.  Perfection  of  this  proc- 
ess will  eliminate  the  need  for  tieing 
up  an  extra  tape  recorder. 

A  major  advantage  of  a  separate 
sound  track,  Mr.  Wick  explained,  is 
that  in  the  vtr  process  the  sound  is 
physically  recorded  9Vz  inches  ahead 
of  the  accompanying  picture.  This 
makes  editing  difficult  when  the  picture 
and  the  sound  track  have  already  been 
recorded  on  a  single  video-tape.  The  dif- 
ficulty is  removed  when  the  sound  is 
taped  separately,  he  said,  commenting 
that  as  far  as  he  knows  NBC-TV  is  the 
only  network  now  doing  this. 

Another  advantage  of  separate  sound 
recording  is  that  new  sound  can  be  over- 
layed  over  the  original  sound,  he  said. 

Broadcast  Pioneers 
give  varied  honors 

Walter  A.  Wade,  founder-president 
of  Wade  Adv.,  was  posthumously  in- 
stalled in  the  Broadcast  Pioneers'  Hall 
of  Fame  last  Tuesday.  The  citation  was 
accepted  by  his  son,  Geoffrey  Wade  II. 
president  of  the  agency  bearing  his 
name,  at  the  Pioneers'  annual  dinner 
meeting  in  Chicago. 

Other  special  citations  were  ten- 
dered to  Raymond  F.  Guy,  NBC  com- 
munications engineer;  Goar  Mestre, 
CMQ  Tv  Network,  Havana,  Cuba; 
Don  McNeill,  ABC  radio  personality, 
and  James  C.  Petrillo,  president  of  the 
Chicago  Federation  of  Musicians. 

The  elder  Wade  was  honored  for  his 
contributions  to  the  development  of 
radio  and  to  Chicago  as  a  "major  ad- 
vertising center,"  including  his  identifi- 
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with  Radio  Press" 


This  quote  is  from  only  one  of  many  complimentary  letters  received  from  our  sub- 
scriber stations;  in  this  case  Duncan  Mounsey,  Executive  Vice  President  and 
General  Manager  of  WPTR,  Albany. 

And  these  stations  have  come  to  recognize  the  advantages  of  exclusive-in-the- 
market  RADIO  PRESS  service: 


•  Complete  foreign,  national  and  Washington  coverage ...  at  low  cost ...  all  in  one 
quality  package. 

•  Seven-days-a-week  service,  with  round-the-clock  standby  for  fast  breaks;  top 
quality  transmission. 

•  Highest  professional  standards,  backed  by  full-time  news  bureaus  and  experi- 
enced correspondents  around  the  world. 

•  Stability  of  operation  and  policy  in  the  face  of  an  uncertain  period  in  radio. 


Here's  what  some  other  RADIO  PRESS  subscribers  say: 

"We  have  made  capital ...  not  only  of  spot  news  but  also  of  your  recent  interviews  with  Errol 
Flynn  and  Ernest  Hemingway ...  the  sponsors  of  our  newscasts  have  commented  quite 
favorably ...  we  freely  credit  the  excellent  service  you  are  giving  us." 

WWDC,  Washington,  D.  C. 

"...your  excellent  'voiced'  news  service  has  gained  favorable  comment  among  our 
listeners."  WGN,  Chicago,  III. 

For  free  audition  record  and  further  details,  call,  write  or  wire: 


1PRESS 


Y.  22,  N.  Y.,  PL  3-3822  •  George  Hamilton  Combs,  Pres.;  Stewart  Barthelmess,  Vice-Pres. 


RADIO  PRESS  subscribers  as  of  March  2,  1959 

WGN.  Chicago  •  WFIL,  Philadelphia  .  WHDH,  Boston  •  WWSW,  Pittsburgh  .  KWK,  St.  Louis  •  WWDC 
Washington  •  WERE,  Cleveland  .  WITH,  Baltimore  .  WPBC,  Minneapolis  .  WEMP,  Milwaukee  .  WSAI,  Cincinnati 
WAKE,  Atlanta  .  WICE,  Providence  .  WKLO,  Louisville  .  WCOL,  Columbus  .  WCCC,  Hartford  •  WIBC 
Ind.anapohs  .  WING,  Dayton  .  WGH,  Norfolk  •  WBBF,  Rochester  .  WPTR,  Albany  .  WAKR,  Akron  •  WNDr' 
Syracuse  .  WEZL,  R.chmond  .  KFRE,  Fresno  •  WRUN,  Utica  •  WNHC,  New  Haven  •  WNBF,  Binghamton  .  WIZE 
Springfield  .  WDZ,  Decatur  •  WFBG,  Altoona  •  WADS,  Ansonia  •  WDEW,  Westfield  •  WICH  Norwich  •  WTWn' 
St.Johnsbury  .  WSGA,  Savannah  .  WCBG,  Chambersburg  .  WGSA,  Ephrata  •  WWCO,  Waterbury  .  WOTW  Nashua 
WTAX,  Springfield  •  WKMH,  Dearborn  .  WKMF,  Flint  •  WKHM,  Jackson  •  WSAM,  Saginaw  .  WELL  Battle  Creek 
WIKE,  Newport    .    WMBR,  Jacksonville    •    WEOK,  Poughkeepsie    .    WGGH,  Marion    .     KBIS,  Bakersfield 
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1970:  BRIGHT  RADIO  HORIZON 

Panel  adds  warning  in  probe  of  future 
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Tranquilizers  •  RCA's  automatic  switcher  can  handle  10  events,  with  each 
event  taking  up  to  10  minutes,  59  seconds.  Tied  into  slide,  film  and  studio 
apparatus,  the  equipment  brings  calm  to  the  frenetic  station  break  periods  of 
a  tv  station's  operations,  more  commonly  known  as  the  "panic"  period. 

Visual  Electronics'  program  automation  machine  (r)  is  computer-like  in  its 
appearance  and  functioning.  In  unitized  construction,  the  automatic  switcher 
can  be  operated  on  a  timed  and  untimed  basis. 


cation  with  the  WLS  Chicago  National 
Barn  Dance  for  Miles  Labs'  Alka-Selt- 
zer  and  other  programs.  The  younger 
Wade  suggested  that  if  his  father  were 
alive  today,  he  would  show  disfavor  for 
"triple-spotting,  lack  of  separation  be- 
tween competitive  products,  triple-spot- 
ting, 'Tea-For-Two  Cha-Cha,'  and  triple- 
spotting." 

Stakes  His  Life  on  Free  Radio  •  Mr. 
Mestre  was  honored  for  "staking  his 
life  on  the  principle  that  radio  must 
be  free." 

Mr.  Guy  was  lauded  for  his  leader- 
ship in  technical  developments  the  past 
39  years,  while  Mr.  McNeill  was  singled 
out  for  "sweetening  the  morning  air" 
on  his  ABC  radio  Breakfast  Club  for 
26  years. 

Mr.  Petrillo  reminisced  over  his  ca- 
reer as  president  of  the  international 
American  Federation  of  Musicians, 
claiming  to  have  helped  radio  in  the 
early  days  and  expressing  pride  that 
"we  never  have  called  a  chain  [broad- 
casting] strike  in  radio  and  television." 
Mr.  Petrillo  also  reiterated  charges  that 
"canned"  music  served  to  put  musi- 
cians out  of  work. 


NAB  last  Wednesday  (March  18) 
tried  to  give  its  radio  members  a  help- 
ing hand  in  figuring  1970  income.  It 
was  part  of  the  NAB  Chicago  conven- 
tion in  a  panel,  "Radio  in  1970 — A 
Look  at  the  Future." 

Overall,  a  bright  picture  was  offered, 
but  there  also  were  words  of  warnings 
about  mathematical  delusions  and  fac- 
tors within  the  industry  that  could  upset 
the  applecart. 

Dr.  Irving  Schweiger,  associate  pro- 
fessor of  marketing,  Graduate  School  of 
Business,  U.  of  Chicago,  said  the  gross 
national  product  ($438  billion  in  1958) 
should  rise  48%  to  $625  billion  in 
1970.  In  addition,  he  expects  that  total 
disposable  income  ($312  billion  in 
1958)  will  reach  $456  billion  in  1970. 

Population  Factor  •  However,  Dr. 
Schweiger  reminded  that  population 
growth  over  the  same  period  would 
restrict  the  per  capita  income  increase 
to  around  20%. 

The  gross  national  product  usually 
grows  at  a  3%  per  annum  rate  and 
since  World  War  II  has  increased  to  a 
near  4%  rate,  he  said,  adding  however 
that  this  rate  should  level  down  to 
nearer  3%  again. 

He  said  that  the  proportion  for  ad- 
vertising expenditures  should  keep  pace, 
though  not  reaching  the  percentage  of 
1929,  the  best  statistical  year  for  ad- 
vertising, according  to  Dr.  Schweiger. 

Dr.  Hyman  Goldin,  chief  of  the 
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economics  division  of  the  FCC,  ques- 
tioned comparison  with  1929,  pointing 
out  that  reliable  data  on  advertising 
were  not  generally  available  then. 

Dr.  Schweiger  explained  that  the 
character  of  the  consumer  market  was 
undergoing  a  face-lifting.  He  said  the 
median  family  income  of  $5,000  in 
1958  will  increase  to  $6,700  by  1970, 
and  the  present  number  of  families 
with  incomes  of  over  $10,000  yearly 
would  triple  to  11.3  million  families. 

Other  expectations  of  the  U.  of  Chi- 
cago professor: 

•  The  intellectual  or  "egghead"  mar- 
ket will  differ.  Whereas  in  1940  24% 
of  the  population  completed  high 
school,  in  1970  high  school  graduates 
will  amount  to  58%.  In  addition  the 
number  of  people  completing  at  least 
one  year  of  college  (10%  in  1940)  will 
increase  to  19% . 

•  The  age  distribution  will  change 
greatly  as  will  the  concentration  of 
population.  By  1970,  63%  of  the  pop- 
ulation will  live  in  168  major  centers. 

•  The  consumer  market  will  also 
be  changed  by  a  higher  degree  of  so- 
phistication, more  leisure  time  avail- 
able, an  increased  interest  in  quality 
products,  and  a  much  greater  number 
of  auto  radios  due  to  the  trend  toward 
suburban  living. 

Dr.  Schweiger  said  that  the  alloca- 
tion of  radio  dollars  in  1970  probably 
would  be  60%  local,  30%  spot  and 


10%  network.  He  also  predicted  that 
the  number  of  radio  stations  would  in- 
crease from  the  present  3,500  to 
around  5.500.  This  touched  off  a  dif- 
ference of  opinion  with  the  others. 

Dr.  Goldin  reminded  that  the  prob- 
lem of  allocations  must  be  considered. 
Ward  Quaal,  WGN  Chicago,  said  such 
an  expansion  would  create  havoc  in 
radio.  He  declared  that  the  dictate  of 
Congress  to  the  FCC  in  the  Communi- 
cations Act  was  that  "radio  should 
serve  the  most  with  the  most."  The  by- 
product of  such  an  expansion  would  be 
deterioration  of  program  quality  and 
a  technical  loss,  he  added. 

Competition  •  Dr.  Goldin,  on  the 
other  hand,  said  the  FCC  feeling  is  that 
competition  is  the  "life  blood"  of  the 
industry.  He  said  that  in  recent  years 
the  number  of  radio  stations  had  ex- 
panded many  times  more  than  was 
thought  economically  feasible  several 
decades  ago. 

Mr.  Quaal  persisted  that  "you  don't 
improve  program  content  by  increas- 
ing the  number  of  stations.  It  goes  up 
to  a  certain  point  and  then  it  cuts  off. 
If  we  would  religiously  adhere  to  engi- 
neering standards  we  would  render  a 
better  service." 

Dale  G.  Moore,  KBMN  Bozeman, 
Mont.,  said  that  he  expected  cable  serv- 
ices to  cut  into  the  radio  industry  by 
1975.  For  the  immediate  future,  he 
saw  radio  climbing  to  a  point  whereby 
1965-70  would  be  a  brilliant  era. 

Mr.  Quaal,  who  expects  "wrist 
radios"  and  250  million  receivers  by 
1970,  said  that  radio  by  1970  will  be 
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"Last  time  I  ever  try  my  hand  in 
Kentucky  without  WAVE -TV" 


The  helpingest  hand  in  advertising  in  Kentucky  and 
Southern  Indiana  .  .  .  that's  us.  The  more  you  compare 
balanced  programming,  audience  ratings,  coverage,  cost- 
per-thousand,  or  trustworthy  operation,  the  more  you'll 
prefer  WAVE-TV. 

Jack  Paar  gave  us  his  blessing.  \         And  tha*        nd  for 


WAVE-TV 
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CHANNEL  3  •  Maximum  Power 
LOUISVILLE 

NBC  SPOT  SALES,  Exclusive  National  Representatives 


Forgotten  but  not  forlorn 


The  Society  of  Television  Pioneers 
meets  annually  during  the  NAB  con- 
vention, but  its  procedures  are  in 
sharp  contrast  to  those  of  the  NAB. 
Here,  almost  in  its  entirety,  is  the 
major  speech  delivered  at  a  break- 
fast meeting  of  the  tv  pioneers  last 
week.  The  speaker  was  W.  D.  (Dub) 
Rogers,  KDUB-TV  Lubbock,  Tex., 
president  of  the  Television  Pioneers. 

"I  would  like  to  tell  you  first  what 
the  society  has  accomplished  during 
the  last  year  since  we  met  in  Los 
Angeles. 

"Nothing. 


"The  result  has  been  encouraging: 

"1.  We  have  rarely  been  men- 
tioned in  the  press. 

"2.  We  have  not  been  investigated 
by  Congress. 

'Almost,  we  are  like  a  secret  so- 
ciety. Nobody  knows  about  us  but 
us.  We  can  correct  this. 

"We  can  take  a  position  on  some- 
thing, and  I  guess  that  is  the  biggest 
decision  that  faces  us  today  .  .  . 

"I  cannnot  speak  for  my  fellow 
officers  and  board  members,  but  as 
for  me,  give  me  nothing.  Which  re- 
minds me  that  it's  about  time  for 
the  treasurer's  report." 


patterned  after  newspapers  with  pro- 
grams "departmentalized  just  like  to- 
day's newspapers."  He  said  news 
and  public  affairs  would  be  the  domi- 
nant programming  fare.  Businesswise, 
radio  will  prosper  along  with  tv,  ac- 
cording to  Mr.  Quaal. 

However,  he  affixed  a  "big  if":  the 
people  in  the  industry  "intent  on  a 
quick  buck"  through  rate  card  cutting 
and  other  unethical  practices  can  do 
much  harm.  They  could  exterminate 
others  as  well  as  themselves  Mr.  Quaal 
warned. 

The  panel  was  moderated  by  Charles 
H.  Tower,  manager  of  the  broadcast 
personnel  and  economics  department 
of  the  NAB. 

Exhibitors  bemoan 
de-glamored  conclave 

Purveyors  of  programming  services 
took  a  dim  view  of  the  physical  facili- 
ties at  last  week's  NAB  annual  con- 
vention. 

An  informal  poll  of  film,  recording 
and  other  suppliers  at  the  de-carnival- 
ized  conclave  produced  an  assortment 
of  complaints  and  the  revelation  that 
hospitality  suite  traffic  was  generally 
"soft."  For  many  exhibitors  it  fell  be- 
low the  socializing  at  the  1957  Chicago 
convention  and  at  last  year's  Los  An- 
geles sessions. 

The  nub  of  most  complaints:  (1) 
With  most  suites  scattered  all  over  the 
Conrad  Hilton  and  Sheraton-Black- 
stone  Hotels,  broadcasters  circulated 
less  with  more  time-consuming  efforts; 
(2)  the  lack  of  a  central  cocktail  func- 
tion which  filmers  might  have  been  pre- 
pared to  underwrite  meant  many  broad- 
casters were  unable  to  see  their  sup- 
plier contacts  and  friends.  Exhibitors 
generally  agreed  that  NAB's  action  de- 
glamorizing  this  year's  convention  "put 
a  damper  on  things." 

Burned  •  Typical  comments:  "This  is 
ridiculous — we  take  a  room  and  we're 
way  out  in  left  field.  It's  a  shame  to  be 
treated  this  way  by  an  industry  that 
needs  us.  And  why  should  broadcasters 
have  to  travel  over  hell's  40  acres  to 
see  us?  We  won't  be  back  next  year." 

"We  were  generally  satisfied  with  the 
traffic  though  it  was  less  than  we  had 
on  the  West  Coast  in  1958.  People 
found  it  more  difficult  to  reach  us. 
Actually,  broadcasters  complained  more 
than  we  did.  They  must  have  worn  out 
a  lot  of  shoe  leather." 

Some  service  people  reported  that 
elbow-bending  traffic  dropped  off  during 
the  not  too  late  evening  hours.  Core 
of  the  complaints  about  uneasy  accessi- 
bility to  suites  centered  around  elevator 
service. 

At  least  one  programming  supplier 
threatened  to  cancel  its  NAB  associate 


membership  because  of  the  physical 
setup  at  the  convention.  And  another, 
a  non-member,  related  how  it  found 
it  difficult  to  enter  Exhibition  Hall  in 
the  Hilton  to  pick  up  some  equipment 
on  a  loanout  basis  because  of  what  it 
characterized  as  "NAB's  independent 


The  radio  station  that  editorializes 
enjoys  added  prestige,  augments  its 
personality,  sinks  deeper  roots  in  the 
community  and  fulfills  a  moral  obliga- 
tion. That  is  the  feeling  of  broadcasters 
who  do  editorialize  and  who  partici- 
pated in  a  panel  Tuesday  (March  17) 
at  the  NAB  Chicago  convention. 

Simon  Goldman,  WJTN  Jamestown. 
N.Y.,  explained  that  his  station  steers 
clear  of  national  issues  unless  these 
have  a  direct  bearing  on  a  local  or  re- 
gional problem. 

Dan  Kops,  WAVZ  New  Haven, 
Conn.,  pointed  out  that  stations  need 
not  editorialize  every  day,  being  un- 
like newspapers  which  are  compelled 
to  fill  out  an  editorial  page  each  day. 

Alex  Keese,  WFAA  Dallas,  raised 
the  question  of  a  broadcast  operation 
under  joint  ownership  with  newspapers. 
He  said  that  WFAA  and  WFAA-TV 
do  not  editorialize,  claiming  the  broad- 
cast operations  are  less  equipped 
than  the  sister  Dallas  News  to  do  this 
particular  service.  The  News,  he  point- 
ed out,  has  eight  men  devoted  to  edi- 
torials plus  staff  experts  in  every  field. 

Mr.  Keese  conceded  that  radio  and 
tv  should  assert  its  leadership,  but  said 
there  was  danger  if  a  group  that  con- 
trols all  three  news  media  should  adopt 
a  single  view  on  an  issue.  "That  could 
get  us  into  trouble,"  he  declared. 

Robert  L.  Pratt,  KGGF  Coffeyville, 
Kan.,  said  that  in  joint  media  setups, 
a  completely  separate  person  should 
decide    radio    editorializing  matters. 


attitude."  The  absence  of  lobby  dis- 
plays listing  exhibitors'  rooms  was  criti- 
cized by  another  supplier.  Some  broad- 
casters bemoaned  that,  while  the  female 
contingent  may  have  been  as  large  as 
at  previous  conventions,  it  was  spread 
out  among  suites  last  week. 


There  is  a  moral  obligation  to  editori- 
alize, he  maintained. 

Mr.  Pratt  also  stressed  that  the  most 
important  ingredients  are  facts:  "No 
matter  what  subject  you  are  editorializ- 
ing about,  dig  up  the  facts  and  you  will 
have  a  good  editorial,  but  if  you  fail, 
the  editorial  is  incomplete." 

Mr.  Kops  cautioned  about  meaning- 
less editorials  "against  sin."  People  just 
don't  listen,  he  said.  He  suggested  that 
a  station  take  inventory  of  its  city  and 
determine  what  conditions  and  situa- 
tions should  be  singled  out. 

Mr.  Pratt  warned  against  editorials 
that  involve  the  station  personally.  One 
example  he  criticized  was  editorials  by 
radio-tv  against  subscription  television. 

Mr.  Goldman  partially  disagreed  and 
offered  the  counter  example  of  news- 
papers editorializing  after  a  recent 
strike  in  which  claims  were  made  about 
the  power  of  the  press  in  contrast  to 
other  media.  This  definitely  needed  an 
answer,  he  said. 

Mr.  Kops  similarly  opposed  restric- 
tions. If  a  subject  is  fit  for  editorializing 
in  other  media,  it's  appropriate  for 
radio,  he  said. 

All  of  the  panel  participants  are  radio 
members  of  the  NAB  committee  on 
editorializing. 

John  F.  Meagher,  NAB  radio  vice 
president,  who  conducted  the  Wednes- 
day radio  assembly,  said  that  the  ad  hoc 
committee's  report  on  editorializing 
would  be  in  the  hands  of  NAB  members 
very  soon. 


WHY  THEY  EDITORIALIZE 

Radiomen  discuss  pro,  con  of  on-air  views 
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is  a 
wonderful 

- 

thing 

ARB  and  NIELSEN  agree  - 

TULSA'S  FINEST  PARTICIPATIONS'  AND 
ADJACENCIES   ARE   ON  KTUL-TV! 

V  KTUL-TV's  prime  viewing  time,  5.00  p.m.  to  midnight  (Monday  through 

Friday),  tops  all  channels  in  first  place  quarter  hours, 

V  KTUL-TV's  MGM  Theatre  captures  the  la 

V  KTUL-TV's  News  outrates  all  other  news 

V  KTUL-TV's  Popeye  Theatre  tops  all  local 


late  evening  movie  audience. 

;  — •  ne 


You'll  find  your  Avery-Knodel  representative 
and  Jim  Black,  our  national  sales  manager, 
mightily  agreeable  too  —  when  it  comes  to 
pin-pointing  the  schedule  that  works,  best 
for  you! 
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THAT  RAB-ID  PITCH  FOR  RADIO 

Sweeney,  Hardesty  lay  'em  in  the  aisles 
with  breezy,  but  hard-hitting,  radio  session 


The  team  of  Sweeney  &  Hardesty 
chose  St.  Patrick's  Day  to  drive  the 
snakes  out  of  broadcasting. 

They  performed  at  a  Radio  Advertis- 
ing Bureau  session  during  the  NAB  con- 
vention in  Chicago  March  17. 

Kevin  Sweeney,  RAB  president,  had 
named  it  "The  Meeting  You  Won't 
Enjoy  but  Don't  Dare  Miss  If  You 
Want  to  Stay  in  the  Radio  Business." 

Assisted  by  RAB  Vice  President  John 
F.  Hardesty,  Mr.  Sweeney  traced  ra- 
dio's inability  to  keep  up  with  the 
growth  of  all  advertising.  Example: 
newspapers  and  tv  each  have  added 
$1.3  billions  in  billings  since  1948, 
while  radio's  annual  income  increased 
a  scant  $54  million  in  the  same  period. 
RAB  declared  that  radio  bags  only 
9%  of  the  $6.8  billion  dollars  annually 
spent  for  consumer  advertising. 

Radio  last  year,  according  to  Mr. 
Sweeney,  experienced  a  .6%  drop  in 
billings  (local,  national  spot,  network 
combined)  whereas  newspaper  was  off 
5%  and  magazines  5.5%. 

Messrs.  Sweeney  and  Hardesty 
turned  to  paradoxical  evidence  of  ra- 
dio's growing  strength.  Three  new 
RAB  presentations  were  capsuled  to 
demonstrate  radio  growth  in  numbers, 
listening  habits  of  actual  customers  in 
product  studies,  the  influence  of  radio 
on  consumers  making  purchases,  and 
the  heavy  concentration  of  adult  listen- 
ers in  summertime  as  opposed  to  tele- 
vision viewers. 

The  Unexpected  •  Any  complacency 
that  might  have  set  in  in  the  radio  audi- 
ence was  doused  by  the  ensuing  Sweeney 
question: 

"If  radio's  so  damned  good,  why 
ain't  it  rich?" 

The  RAB  president  answered  his  own 
question.  First,  he  belittled  some  of 
radio's  selling  habits.  He  took  to  task 
(1)  the  independent  sales  argument  of 
"Yaaaa,  your  mother's  in  the  numbers 
racket  and  your  father  is  a  network 
affiliate";  and  (2)  the  affiliates  counter 
sales  pitch,  "Help  stamp  out  rock-and- 
roll  stations." 

Mr.  Sweeney  charged  that  "radio  can 
shoot  ahead  10%  in  1959  if  radio  ends 
its  own  civil  war."  To  emphasize  the 
point,  Mr.  Hardesty  reappeared  on  the 
platform  in  a  Confederate  uniform  to 
the  tune  of  "Dixie."  Shortly  thereafter, 
it  was  the  "Battle  Hymn  of  The  Re- 
public" with  Union  General  Kevin 
Sweeney  attired  in  the  blue. 

The  RAB  head  labeled  radio  as  "a 
good  medium  badly  sold,"  and  to  docu- 


ment the  charge  offered  three  just- 
completed  studies  among  advertisers. 

Study  No.  1  is  a  monitored  survey  of 
advertising  in  two  cities.  In  one  (in  the 
East)  there  were  a  total  of  1,459  ad- 
vertisers in  all  three  media  (radio,  tv, 
newspapers)  with  only  224  using  radio. 
In  the  other  city  (Midwest)  there  were 
982  advertisers  with  just  165  using 
radio  only. 

To  further  understand  this,  RAB  re- 
searched the  selling  personnel  of  the 
three  media  and  found  the  number  of 
salesmen  in  each  media  was  propor- 
tionate to  the  use  of  each  media. 

Study  No.  2  is  based  on  depth  inter- 
views with  local  advertisers  to  ascertain 
how  good  a  selling  job  each  media  does. 
Eight  cities  were  studied  where  radio 
stations  outnumber  newspaper  5.5  to  1, 


equally  low  standards  in  selling  national 
advertisers.  Like  the  local  study,  it 
touched  on  number  of  presentations, 
content  of  presentations  and  promo- 
tional mailing  pieces — in  which  radio 
and  outdoor  advertising  proved  strong 
competitors  for  bottom  ranking. 

Then  Some  Prescriptions  •  Following 
the  statistical  report,  Mr.  Sweeney  sug- 
gested ways  for  solving  radio's  selling 
problems.  In  quest  of  national  business, 
stations  should: 

(1)  Go  to  the  national  advertisers 
with  specific  plans  for  specific  amounts 
of  dollars  to  be  spent  in  their  area. 

(2)  Sell  the  local  manager  or  broker 
of  the  national  advertiser. 

Mr.  Sweeney  emphasized  these  two 
steps  were  all-important  to  supplement 
RAB's  current  stepped-up  national  sell- 
ing effort. 

In  the  quest  for  local  business,  sta- 
tions were  urged  to  (1)  call  on  the  local 
advertiser  direct  at  a  high  level  if  the 
agency  refuses  to  consider  radio;  (2) 
insist  that  station  salesmen  know  and 
use  the  arguments  for  radio  on  each 


Hardesty  (I)  and  Sweeney  in  Civil  War  uniforms  invite  radio  to  Appomattox 


and  outnumber  tv  station  3.5  to  1. 
Nevertheless,  when  asked  which  medium 
called  on  them  most  frequently  with 
a  presentation  of  new  facts,  newspapers 
were  picked  2  to  1  over  television,  and 
tv  led  radio  by  10%.  An  even  greater 
margin  was  reported  to  the  question  on 
which  medium  makes  the  most  "inter- 
esting and  informative"  presentations. 

Mr.  Sweeney  added  that  the  study 
revealed  nearly  one-third  of  the  local 
advertisers  interviewed  are  never  called 
on  by  radio  stations;  and  that  two- 
thirds  see  less  than  two  radio  presenta- 
tions a  month. 

The  RAB  head  quoted  two  adver- 
tisers' comments  on  the  radio-against- 
radio  selling:  "You  boys  must  have  a 
friendship  pact  with  the  newspapers;" 
and  "All  radio  stations  have  to  say  is 
they'll  sell  it  cheaper  than  their  com- 
petitor." 

Study  No.   3   of  RAB  pointed  to 


sales  call;  and  (3)  stop  the  "Civil  War" 
and  start  telling  customers  that  all  radio 
stations  are  better  than  other  media. 

The  RAB  presentation  pointed  out 
that  the  association  locally  is  intensify- 
ing efforts  to  remove  roadblocks  in  the 
way  of  use  of  radio  for  co-op  plans 
among  the  big  categories  of  co-op  ad- 
vertisers; and  that  factual  reports  on 
local  advertiser  use  of  radio  plus  re- 
search and  promotional  aids  are  being 
offered. 

Throughout  the  entire  Tuesday  ses- 
sion, Messrs.  Sweeney  and  Hardesty 
dramatized  their  points  by  unrolling  a 
50-foot  "crying  towel"  from  the  balcony, 
by  having  pretty  models  pass  out 
handkerchiefs  to  those  whose  emotions 
reach  the  point  of  eye-dabbing,  and 
also  by  calling  on  the  same  ladies  to 
distribute  bandaids  in  the  audience  to 
delegates  whose  feelings  might  be 
bruised  or  cut  by  the  frank  report. 
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AS  WE  BEGIN  OUR  SECOND  DECADE  of  opera- 
tion, we  are  particularly  proud  of  the  recognition 
which  we  have  received  from  our  efforts  to  be  of  serv- 
ice to  the  South  Florida  community.  1,296  citations 
have  been  awarded  WTVJ  for  civic  service  during 
10  short  years. 

BY  EVERY  MEASURE,  WTVJ  IS  FLORIDA'S 
LEADING  STATION! 

•  Largest  total  coverage  and  the  only  unduplicated 
network  coverage! 

•  Consistently  #1  in  every  rating  survey  taken  in  the 
fabulous  South  Florida  market  by  ARB  and  Nielsen. 

BROADCASTING,  March  23,  1959 


1-  Freedoms  Foundation  George  Washington 
Honor  Medal— Public  Service  Programming. 

2.  Radio  &  TV  News  Directors  Association- 
Continuous  Daily  Editorial. 

3.  Encyclopedia  Britannica-University 
of  Missouri— Best  News  Film. 


See  your  PGW colonel 


WTVJ 

SOUTH  FLORIDA 
CHANNEL  4 

Represented  Nationally  by: 
Peters,  Griffin,  Woodward,  Inc. 


THE  MEDIA 


DOES  TV  MOLD  CANDIDATES  IMAGE? 

Tv's  impact  on  voters'  minds  surveyed  by  C&W  research  team 


What  is  tv's  effect  in  establishing  a 
political  candidate's  personality  or 
image  in  the  mind  of  the  voter? 

This  is  a  question  of  immense  magni- 
tude and  one  that  has  tickled  the  fancy 
of  many  a  person  in  tv  or  in  the  busi- 
ness of  running  for  and  winning  public 
office. 

A  new  report,  which  may  be  con- 
sidered a  "first"  of  its  kind,  is  being 
released  on  the  subject  today  (March 
23)  by  an  advertising  agency — Cun- 
ningham &  Walsh,  New  York. 

C&W  nibbled  on  one  segment  of  the 
broad  conundrum  of  tv's  effects  in 
political  elections.  To  wit:  "how  tv  cre- 
ates the  image  of  a  candidate." 

No  Conclusions  •  The  study  shies 
from  conclusions  but  presents  a  com- 
plex of  findings,  observations  and  sam- 
plings. 

The  report  does  plant  one  tentative 
thought:  An  aspirant  for  political  office 
who  fails  to  take  tv  into  consideration — 


whether  or  not  to  use  it,  how  much  to 
use  it  and  how  well  or  how  poorly  he 
projects  his  personality  in  the  medium 
— may  be  asking  for  trouble  at  the 
voting  booth. 

Among  the  findings: 

•  Television  rates  equally  with  news- 
papers as  the  "most  important"  news 
source  about  candidates.  (Friends, 
family  and  associates  ranked  next,  fol- 
lowed by  radio  as  a  substantial  third, 
magazines,  campaign  literature  and 
speeches,  in  that  order). 

•  The  candidate  is  seen  on  tv.  Only 
one  out  of  seven  voters  surveyed  did 
not  see  either  candidate  on  tv  during  the 
campaign.  Others  saw  one  or  both,  with 
two  out  of  three  seeing  both  men. 

•  Voters  during  the  campaign  defi- 
nitely did  favor  one  candidate  (Rocke- 
feller) more  than  the  other  (Harriman) 
because  of  television. 

Tv  Reaches  Voting  Age  •  In  releas- 
ing the  study,  John  P.  Cunningham. 


C&W's  board  chairman,  said  it  con- 
firmed that  "television  has  come  of  age 
politically." 

He  reminded  that  since  the  1952 
national  conventions,  the  importance 
of  tv  as  a  "political  communication" 
has  grown  "considerably."  Tv,  he  said, 
has  become  a  "major  source  of  infor- 
mation for  voters." 

The  report  at  the  outset  splits  tv  into 
"two  basic  aspects":  (1)  as  a  medium  to 
pass  on  information  and  (2)  as  a  "vital 
presence"  in  the  home.  The  first  is  com- 
mon to  many  media,  said  C&W  re- 
searchers, but  the  second  is  a  unique 
function  for  a  mass  medium. 

The  C&W  study  covered  one  segment 
(before  and  after)  of  last  November's 
gubernatorial  race  in  New  York.  In  that 
election,  Nelson  A.  Rockefeller,  the 
GOP  candidate,  swept  the  polls,  deal- 
ing a  crushing  defeat  to  incumbent 
W.  Averell  Harriman.  Results  ran 
contrary   to   the    general  Democratic 
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Selling  the  Rochester,  New  York,  market 


trend  across  the  country. 

At  the  time,  several  responsible  ob- 
servers indicated  that  Gov.  Rockefel- 
ler's ability  to  project  himself  on  the 
tv  screen  played  an  important  part  in 
rolling  up  his  big  plurality.  Sylvester  L. 
(Pat)  Weaver  Jr.,  former  NBC  head 
and  now  a  tv  consultant,  aided  Gov. 
Rockefeller  in  a  tv  advisory  role 
(agency  was  Marschalk  &  Pratt  division 
of  McCann-Erickson). 

Survey's  Method  •  In  the  main,  the 
survey  concentrated  on  the  voter's  per- 
sonal impression  of  the  candidate.  In- 
terviewed were  about  200  voters  in  each 
of  these  areas:  Buffalo,  Rochester,  Syra- 
cuse and  suburban  Nassau  County  adja- 
cent to  New  York  City.  Questioning 
was  before  election  Oct.  30-31  and  im- 
mediately afterward  Nov.  5-6.  Pre- 
selected were  10  interviewing  clusters, 
six  within  city  limits  and  four  in 
suburbs.  Places  where  either  party  or 
one  ethnic  group  dominated  were 
avoided. 

In  all,  818  interviews  were  com- 
pleted in  October.  Voters  were  asked 
what  candidate  they  favored  at  that 
time  and  their  exposure  to  candidates 
on  tv  during  October.  In  the  next  inter- 
viewing wave,  the  voter  was  asked  the 
sources  used  for  information  about  the 
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How  tv  altered  voter  impression  of  the  candidates 


Percentages  add  across  to  100c, 
answered  question. 


id  are  based  on  voters  who 


candidate,  who  he  voted  for,  exposure 
to  the  candidates  on  the  weekend  before 
election  and  impression  of  the  men  on 
tv.  Of  the  original  818,  C&W  research- 
ers were  able  to  reinterview  618.  Of 
those,  537  had  voted  and  this  group 
formed  the  basis  for  the  report. 

The  study  takes  pains  to  qualify  the 
approach,  noting  that  only  one  area  of 
a  voter's  experience  is  observed  (his 
awareness  and  exposure  to  mass  media, 
that  is  tv)  and  that  the  report  is  an 
"experiment,"  a  step  in  a  "new  direc- 
tion" toward  understanding  tv's  effect 
among  people. 

Included  in  the  pertinent  findings  and 
observations  scored  in  the  agency 
study: 

•  Voters  emphasized  the  sense  of 
personal  contact  tv  permitted  them  with 
the  candidate,  allowing  them  to  "par- 


ticipate" in  political  events  as  they 
happened. 

•  During  October  before  the  first  in- 
terview, 6  out  of  1 0  voters  said  they  had 
seen  one  or  the  other  or  both  of  the 
candidates  at  least  once.  On  the  week- 
end before  election,  substantially  more 
voters  said  they  saw  Gov.  Rockefeller 
than  saw  the  then  Gov.  Harriman. 
(C&W  points  out,  however,  that  Mr. 
Rockefeller  appeared  in  paid  political 
telecasts  more  frequently  than  Mr.  Har- 
riman at  that  time,  as  he  did  during  the 
entire  campaign.  Or,  the  survey  results 
may  have  reflected  a  growing  interest  in 
Mr.  Rockefeller  at  the  last  stage  of  the 
campaign,  C&W  indicated.) 

•  What  C&W  thought  was  the  "crux" 
of  the  study:  the  impression  gained  of 
the  candidates.  Here  the  agency  found 
results  "overwhelmingly  favorable"  for 


GREATER  COVERAGE  in  the  thriving  13-county  market  surrounding  Rochester,  N.  Y.,  is  just  one  important 
reason  why  more  and  more  advertisers  select  WROC-TV  for  successful  selling  campaigns  and  new-product  tests. 
In  this  rich,  up-state  New  York  area,  with  its  heavy  concentration  of  highly-skilled  industrial  and  specialized 
agricultural  workers,  more  than  a  million  people  spend  over  $2  billion  annually  for  products  and  services. 

Nielsen  (NCS  #3,  Spring  1958)  shows  WROC-TV  continues  to  provide  advertisers  with  considerably  greater  coverage 
of  this  two-channel  market  than  its  competitor . . . 

WROC-TV  Coverage  Advantage 

Total  Homes  Reached  Monthly   +  26.5%  Daytime— Viewer  Homes  Daily  -f  38.8% 

Total  Homes  Reached  Once-a-week      +  20.8%  Nighttime— Viewer  Homes  Daily  -f-  28.8% 

For  further  information  about  availabilities  on  WROC-TV,  Rochester's  first  and  most  powerful  station, 
call  Peters,  Griffin,  Woodward. 
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Gov.  Rockefeller  and  "more  reserved" 
for  Mr.  Harriman. 

Handsome  •  The  report  had  this  to 
say  about  personality  and  image  in 
that  particular  campaign: 

•  "Voters  saw  Mr.  Rockefeller  as  a 
dynamic,  personable,  handsome  man, 
a  man  with  a  great  deal  of  personality. 
During  the  campaign  their  attitude  to- 
ward him,  because  of  television,  defi- 
nitely became  'more  favorable';  there 
was  almost  a  complete  lack  of  any 
negative  impression  .  .  . 

".  .  .  Impressions  of  Mr.  Harriman, 
on  the  other  hand,  were  restrained  and 
qualified.  There  was  .  .  .  little  change 
in  voters'  attitudes  toward  him  because 
of  television  .  .  .  little  of  the  excitement 
evinced  for  Mr.  Rockefeller.  Voters' 
remarks  add  up  to  a  picture  of  a  man 
who  is  capable  and  sincere  but  inclined 
to  be  stiff  and  uninteresting." 

Tv,  said  the  report,  stands  with 
newspapers  as  a  universal  source  of 
information  for  voters  about  candidates 
but  adds  "the  unique  dimension  of  per- 
sonality." 

Survey  Statistics  •  A  brief  sample  of 
the  statistics  provided: 

•  On  sources  of  information  about 
candidates,  40%  said  newspapers  were 
the  most  important  source,  38%  said 
television,  10%  said  family,  friends  and 
associates  and  5%  said  radio.  Sources 
mentioned:  newspapers  85%;  television 
77%;  family,  friends,  etc.  45%,  and  ra- 
dio 39%. 

•  Newspapers  reach  a  peak  as  a 
source  of  information  in  the  31-40  age 
group  and  then  decline.  Tv  is  strongest 
with  the  youngest  group  of  voters 
(21-30).  Radio  noted  as  a  source 
showed  up  particularly  strong  among 
older  voters. 

•  Voters  generally  were  favorable  in 
opinions  on  the  effect  tv  had:  86% 
said  tv  had  positive  effects  and  only 
9%  said  tv  had  negative  effects  while 
13%  saw  little  or  no  effect. 

•  Use  of  media:  Voters  in  all  areas 
surveyed  had  ample  opportunity  to  see 
either  candidate  on  tv;  but  Mr.  Rocke- 
feller appeared  in  paid  time  about  twice 
as  often  and  twice  as  long  as  Mr. 
Harriman,  and  Mr.  Rockefeller  main- 
tained a  schedule  of  relatively  frequent 
appearances  up  through  the  eve  of 
election  while  Mr.  Harriman's  appear- 
ances on  the  last  weekend  were  at  a 
minimum. 

•  While  six  out  of  seven  saw  one 
or  both  candidates  on  tv  during  the 
campaign,  53%  of  the  voters  reported 
seeing  Mr.  Rockefeller  and  40%  re- 
ported seeing  Mr.  Harriman.  Also  21% 
reported  seeing  a  program  supporting 
Mr.  Rockefeller  and  17%  backing  Mr. 
Harriman. 

•  Generally  the  remembrance  factor 
(what  they  remembered  of  either  candi- 


date on  tv)  was  up  for  Mr.  Rockefeller 
compared  to  Mr.  Harriman.  They  re- 
membered the  occasion  of  appearance 
rather  than  the  content. 

•  Greatest  single  event  "by  far"  is 
having  a  panel  on  tv  with  both  candi- 
dates and  seen  by  voters  as  on  Right 
Now  sponsored  by  the  League  of  Wom- 
en Voters  on  WCBS-TV  New  York. 

•  In  Voters'  Impressions,  57%  were 
inclined  to  be  more  favorable  toward 
Mr.  Rockefeller  during  the  campaign 
and  only  11%  toward  Mr.  Harriman. 

•  Top  factor  in  those  "more  favora- 
ble" toward  Mr.  Rockefeller  was  "Per- 
sonality" (52%). 

New  NBC  format 
modifies  radio  image 

NBC  Radio  is  beefing  up  its  sched- 
ule with  more  changes  in  a  bid  to 
further  improve  programming  service 
to  its  affiliates  and  listeners. 

The  basic  ingredients:  (1)  a  new 
120-minute  afternoon  variety  show  (It's 
Network  Time,)  Monday  through  Fri- 
day, 2-4  p.m.  EST,  replacing  half  a 
dozen  soap  operas;  (2)  two  55-minute 
dramatic  shows,  making  up  the  morning 
schedule,  with  one  of  them  replacing 
Bert  Parks'  Bandstand.  The  changes  are 
expected  to  become  effective  in  the  near 
future. 

Announcing  the  new  plans  in  Chica- 
go, where  he  addressed  the  Broadcast 
Ad  Club  luncheon  Thursday  (March 
19),  Matthew  J.  Culligan,  executive 
vice  president  in  charge  of  NBC  Radio, 
emphasized: 

•  The  realignment  retains  the  net- 
work's present  total  of  75  programming 
hours  weekly. 

•  It  has  the  endorsement  of  the  NBC 
Radio  Affiliates  Committee. 

The  new  NBC  Radio  image  will 
look  like  this:  drama  in  the  morning, 
variety  in  the  afternoon;  News  on  the 
Hour  and  five-minute  Stardust  segments 
at  the  half  hour;  the  NBC  Image  series 
and  Monitor,  which  will  be  extended 
across  the  board  for  the  summer  (8-10 
p.m.  nightly)  and  replace  Nightline. 

New  Lineup  •  Here's  how  the  day- 
time looks  as  affected  by  the  changes: 
10:05-11  EST,  My  True  Story;  11:05- 
noon,  a  new  drama  to  be  announced; 
2-4  p.m.,  It's  Network  Time,  replacing 
Don  Ameche's  Real  Life  Stories,  One 
Man's  Family,  The  Affairs  of  Dr. 
Gentry,  Five  Star  Matinee,  Woman  in 
My  House  and  Pepper  Young's  Family. 

Transcontinent  Corp. 
to  take  over  Marietta 

Transcontinent  Television  Corp.  and 
Marietta  Broadcasting  Inc.  last  week 
announced  the  signing  of  an  agreement 


which  would  combine  the  two  firms 
under  Transcontinent  ownership  and 
operation  (At  Deadline,  Feb.  16).  The 
transaction  is  one  of  the  largest  of  its 
kind  in  broadcasting  history,  with  the 
combined  value  of  the  properties  merged 
in  the  neighborhood  of  $30  million. 

Under  the  new  set-up,  65.19%  of 
the  expanded  Transcontinent  Television 
Corp.  will  be  owned  by  present  TTC 
stockholders.  David  C.  Moore  is  presi- 
dent of  TTC.  The  remainder  of  the 
giant  corporation  will  be  owned  by 
former  Marietta  Broadcasting  owners 
Jack  Wrather  (who  owned  63.64%  of 
Marietta)  and  station  representative  Ed- 
ward Petry  Co.  (which  owned  the  re- 
maining 36.36%).  Transcontinent  stock 
will  be  exchanged  for  Marietta  stock  to 
effect  the  deal. 

Transcontinent  stations  included  in 
the  agreement:  WGR-AM-TV  Buffalo, 
N.  Y.;  WROC-TV  Rochester,  N.  Y; 
60%  of  WNEP-TV  Scranton-Wilkes- 
Barre,  Pa.,  and  50%  of  WSVA-AM- 
TV  Harrisonburg,  Va.  Marietta  sta- 
tions included  in  the  agreement  are 
KFMB-AM-TV  San  Diego,  Calif.,  and 
KERO-TV  Bakersfield,  Calif. 

One  year  following  its  formation  in 
1955,  Transcontinent  purchased  50% 
of  WSVA-AM-TV  and  WHAM-TV 
changing  the  call  of  the  latter  to  WROC- 
TV.  In  1957,  the  WGR  Corp.,  formed 
six  years  ago  by  certain  principals  of 
Transcontinent  and  consisting  of  WGR- 
AM-TV,  was  merged  with  TTC.  In  the 
autumn  of  last  year  Transcontinent  ac- 
quired 60%  of  WNEP-TV. 

Radio  World  Wide  acts 

Radio  World  Wide,  a  cooperative 
venture  growing  out  of  network  radio's 
troubles,  is  about  to  assume  legal  status. 

Nearly  three-score  broadcasters  took 
part  in  a  March  17  meeting  during  the 
NAB  Chicago  convention,  listening  to 
plans  for  RWW  and  offering  ideas  of 
their  own. 

Herbert  L.  Krueger,  WTAG  Worces- 
ter, Mass.,  presided  at  the  Chicago 
meeting.  He  announced  a  development 
had  been  subscribed.  Each  participating 
station  will  contribute  30  times  its 
highest  one-minute  announcement  rate 
toward  the  legal  action. 

Subscriber  Roll  •  A  minimum  goal 
of  25  subscribers  apparently  was  not 
quite  met  at  the  convention  but  this 
didn't  disturb  the  backers.  Those  who 
signed  will  meet  in  New  York  within 
a  few  weeks.  The  original  group  that 
handled  the  exploratory  work  will  be 
enlarged. 

It's  Legal  •  Reed  T.  Rollo,  Washing- 
ton attorney  and  counsel  for  several 
members  of  the  group,  reported  that 
his  research  showed  no  legal  problems 
to  stand  in  the  way  of  RWW's  plans. 
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announcing  an  entirely  NEW 

3-SPEED  TRANSCRIPTION 
TURNTABLE 


The 


CB-500 


To  meet  the  exacting 
demands  in  the  broadcasting 
of  transcribed  music,  GATES  offers 
an  entirely  new  commercial  transcription  turn- 
table. This  exclusive  new  design  reduces 
the  rumble  to  such  a  degree  lhat  pro- 
duction line  turntables  now  exceed 
earlier  laboratory  standards. 


Rumble  or  noise  reduction  has  been  accomplished 

in  turntables  before,  but  with  the  sacrifice  of  other 

needed  features.  The  GATES  CB-500  turntable  will 

come  up  to  speed  at  33  V3  RPM  in  1  /8  turn  and  at  45  RPM 

in  1  /6  turn.  This  is  equivalent  or  superior  to  other  recognized 

quality  turntables  which  in  most  cases  have  higher  rumble  content. 

Speed  change  is  exact  and  functionally  correct.     All  3  speeds  shift 
across  a  single  indexed  plate.  The  operator  may  start  his  turntable  in  three 
modes:  (1)  slip  cueing,  (2)  start  switch,  and  (3)  by  moving  the  speed  shift  lever 
from  neutral  to  the  speed  desired.  Any  starting  method  is  free  of  jumping  or 
grabbing. 

Yes,  you  will  want  to  know  more  about  this  exciting  new  turntable.  Write  today  for 
Bulletin  108-B  which  provides  test  comparisons  of  leading  friction  drive  turntables  and 
describes  each  outstanding  feature  of  the  new  GATES  CB-500. 

GATES  RADIO  COMPANY 

Suhtidiory  of  Harrit-lntertrpe  Corporation 
QUINCY,  ILLINOIS 
°ffic«  Internoiioncl  division. 

NEW  YORK,  HOUSTON,  ATLANTA,  WASHINGTON,  D.C.     13  EAST  40th  STREET,  NEW  YORK  CITY 
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"Sunny" 
Knows 


"Sunny"  knows  WSUN 
delivers  more  radio  homes, 
at  the  lowest  cost  per  home 
of  any  station  in  the  heart 
of  Florida.* 


WSUN  is  programmed 
for  service  .  .  .  and  for 
sales,  and  has  been  making 
friends  in  Florida  for  31 
years. 


620  KC 


Tampa 


St.  Petersburg 


National  Rep: 
VENARD,  RINTOUL  &  McCONNELL 

Southeastern  Rep: 
JAMES  S.  AYRES 

*  NCS  2 


CBS-TV  SEES  AN  UPBEAT  YEAR 

Network  officials  at  affiliates  meeting 
plot  optimistic  course  for  good  1959 


A  decidedly  upbeat  business  note 
marked  the  annual  conference  of 
CBS-TV  affiliates  and  top  network  offi- 
cials in  Chicago  March  14-15. 

While  1958  was  "the  year  of  the 
doldrums,"  Sales  Administration  Vice 
President  William  H.  Hylan  told  the 
approximately  350  station  and  network 
executives,  the  current  year  is  shaping 
up  as  "the  year  of  opportunity." 

A  year  ago  recession-conscious  ad- 
vertisers were  putting  off  decisions  about 
what  and  how  much  television  to  buy, 
he  recalled.  This  year,  he  said,  the  de- 
mand is  such  that  CBS-TV  faces  the 
"dilemma"  of  finding  available  periods 
even  before  it  knows  what  vacancies 
will  occur  in  the  coming  season's  lineup. 

Wide  Range  •  Mr.  Hylan's  report 
was  one  of  a  series  ranging  across 
business  prospects,  the  Washington  situ- 
ation, technical  developments,  affiliate 
relations,  news  coverage,  sales  promo- 
tion and  publicity,  as  well  as  a  report 
by  Network  President  Louis  Cowan, 
programming  plans  by  Executive  Vice 
President  Hubbell  Robinson  Jr.,  a  spe- 
cial report  on  nighttime  tv  and  a  high- 
light address  by  CBS  President  Frank 
Stanton  denouncing  FCC's  extension  of 
the  equal-time  political  rule  to  news 
broadcasts  (Broadcasting,  March  16.) 

Dr.  Stanton  also  tipped  plans  for  a 
far-reaching  campaign  to  carry  tele- 
vision's story  to  the  public,  holding  up 
a  71-page  draft  of  a  CBS  committee 
report  and  promising  details  in  the 
near  future.  There  was  speculation  that 
the  project  would  include  on-the-air 
editorials  but  Dr.  Stanton  said  after- 
ward that  this  was  not  anticipated  ex- 
cept as  it  might  be  necessary  in  the 
network's  all-out  fight  against  the  FCC 
application  of  the  equal-time  require- 
ment to  newscasts. 

A  comprehensive  rundown  on  the 
Washington  situation  and  the  implica- 
tions of  pending  legislation  and  investi- 
gations were  presented  by  Richard  S. 
Salant,  CBS  Inc.  vice  president. 

William  B.  Lodge,  CBS-TV  Network 
vice  president  in  charge  of  affiliate  re- 
lations and  engineering,  covered  a  wide 
range  of  developments: 

•  Videotape — CBS-TV  has  logged 
50,000  hours  of  recording  and  play- 
back, has  bought  more  than  900  rolls 
of  tape  (of  which  only  about  10% 
have  been  discarded  as  worn  out),  and 
by  DST  time  will  be  logging  900  ma- 
chine hours  a  week  (more  than  half  for 
network  delay   purposes).   Quality  is 


improving;  splicing  is  still  somewhat 
ticklish  but  is  being  done  successfully 
on  an  every-day  basis.  Tape  has  be- 
come a  normal  part  of  networking. 

•  Better  cameras — It  may  not  be 
justified  for  stations  individually,  but 
CBS-TV  "may  find  it  desirable  to 
change  over  to  a  new  type  of  live 
camera."  After  looking  at  results  from 
4V/2-inch  image  orthicon  used  by  BBC 
and  the  Canadian  Broadcasting  Corp., 
CBS-TV  is  "fairly  well  convinced  that 
the  improvement  is  great  enough  to 
warrant  a  major  re-equipping  program." 
Laboratory  model  of  the  latest  Marconi 
Mark  IV  camera  is  expected  within  60 
days. 

•  Community  antenna  systems — 
Translating  general  principles  into  spe- 
cifics is  "very  difficult."  CBS-TV  en- 
dorses three  principles — protection  of 
program  property  rights,  no  charge  for 
television  reception,  and  continued  op- 
eration of  television  stations  wherever 
the  market  will  support  them — "but  we 
don't  know  how  to  apply  them  in  prac- 
tice." 

•  Color — "For  our  own  welfare,  and 
as  an  obligation  to  our  affiliates,  we 
are  very  definitely  'keeping  our  foot  in 
the  door.'  "  But  at  the  moment,  color 
is  a  potential  rather  than  actual  adver- 
tising medium.  If  television  in  color- 
equipped  homes  is  watched  twice  as 
much  as  in  non-color  homes,  then  cur- 
rent color  circulation — about  1  %  of  tv 
homes — would  boost  a  25  rating  only 
to  a  25.25.  So  at  present,  audience  sta- 
tistics "give  little  reason  for  a  build-up 
in  the  volume  of  color  programming  by 
a  station  or  by  a  network."  CBS-TV 
will  have  four  color  programs  between 
March  27  and  April  24,  and  any  adver- 
tiser "who  considers  color  important" 
can  get  it. 

•  Uhf  affiliates — There's  a  "surpris- 
ing" amount  of  business  on  CBS-TV's 
20-odd  uhf  affiliates:  Six  have  rate 
cards  of  $400  or  more;  seven  deliver 
more  than  37%  ARB  share  of  audi- 
ence, ten  carried  more  than  75%  of  the 
total  network  schedule  in  1958,  eight 
carried  more  than  $500,000  in  gross 
network  billings  apiece  last  year,  and 
gross  network  billings  on  the  uhf  affili- 
ates during  the  year  totaled  $10  million. 

•  Longer  lineups — To  determine  and 
dramatize  the  value  of  longer  station 
lineups,  CBS-TV  studied  the  costs  and 
audiences  of  programs  which  on  one 
week  are  sponsored  on  a  larger  number 
of  stations  than  are  used  by  the  alter- 
nate-week advertiser.  A  total  "of  252 
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Czech  This  If  You  Dig  Kolaches 

(A  True  Story  About  Iowa  Radio  With  a  Sokol  Finish) 


Once  upon  a  recent  smiling  noon  hour  Smil- 
ing Dean  Landfear,  M.C.  of  our  Voice  of 
Iowa  smiling  audience  participation  show, 
gave  5,000-watt  voice  to  a  lady.  She  told  the 
folks  to  hurry  on  down  to  an  upcoming  Bake 
Sale  and  grab  kolaches. 

(This  could  have  been  messy  but  the  distaff 
bakers  had  the  foresight  to  protect  said 
kolaches  with  smiling  wax  paper.) 


When  the  prune,  apricot  and  cherry  pits  had 
cleared  away  3,240  kolaches  were  missing. 

(This  was  good  because  people  paid  good 
money  for  them,  which  is  more  than  we  can 
say  for  the  commercial.) 

Proceeds  went  to  the  local  Sokol  (a  Czech 
gymnastic  association  whose  purpose  is  body 
and  character  building.  We  don't  know  about 
character,  but  kolaches  sure  build  body). 
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It  was  a  pleasure 
greeting  our  many 
old  friends  and 
making  new  ones  at 
the  NAB  convention 
last  week.  We  have 
increased  our  nation- 
wide listing  of  fine 
broadcast  properties 
and  cordially  invite 
you  to  call  or  visit  our 
nearest  office  for  fur- 
ther details. 

UlackbiMm  &  Qmtpcmif 


nighttime  and  240  daytime  broadcasts 
was  examined.  The  findings:  At  night, 
the  average  alternate-week  "long  line- 
up sponsor"  spent  4%  more  than  his 
average  "short  line-up"  co-sponsor — 
but  reached  7%  more  homes.  In  day- 
time, the  average  "long  line-up"  spon- 
sor spent  17%  more  but  reached  28% 
more  homes  than  his  "short  line-up" 
colleague. 

Carl  S.  Ward,  vice  president  and  di- 
rector of  affiliate  relations,  analyzed 
triple-spotting  and  program  clipping 
data  compiled  by  Broadcast  Advertisers 
Reports  in  25  medium  and  small  mar- 
kets (Broadcasting,  March  16,  9).  He 
said  CBS-TV  stations  were  involved 
less  frequently  than  affiliates  of  other 
networks — the  average  CBS  program 
was  adjacent  to  "overtime  breaks"  4.8 
times  in  the  25  markets  during  the 
measured  week,  against  7.1  in  the  case 
of  NBC-TV  programs  and  10.1  for 
ABC-TV,  according  to  his  analysis. 
But  "the  great  majority"  of  affiliates 
and  the  network  itself  are  bound  to 
suffer  if  even  this  level  of  abuse  is 
continued,  he  warned. 

News  Coverage  •  Sig  Mickelson,  vice 
president  and  general  manager  of  CBS 
News,  reviewed  the  Berlin  crisis,  which 
he  called  "overwhelmingly  important," 
and  said  the  time  has  come  when  the 
networks  must  keep  "maximum  infor- 
mation' moving  to  the  public. 

George  Bristol,  operations  director 
for  sales  promotion  and  advertising,  re- 
ported that  $3,736,829  worth  of  pro- 
motion and  advertising — including  on- 
the-air  promotion — is  devoted  by  the 
network  to  its  sponsors'  programs  each 
week. 

Paley,  Stanton  tie 
in  salaries  at  CBS 

CBS  Inc.'s  top  two  officers  came  off 
even  in  salaries  during  1958,  the  com- 
pany reports  to  its  stockholders  in  a 
proxy  statement  in  advance  of  the  an- 
nual meeting  April  15.  William  S. 
Paley,  chairman,  and  Dr.  Frank  Stan- 
ton, president,  each  earned  $327,- 
884.86. 

Mr.  Paley  earned  somewhat  more  in 
fringe  benefits,  the  company  alloting 
$35,584  for  his  pension  plan  against 
$24,625  for  Dr.  Stanton. 

Other  salaries  of  top  CBS  officials 
noted  in  the  proxy  statement,  and  the 
amounts  set  aside  for  their  pension 
plans,  were: 

Louis  G.  Cowan,  president  of  CBS- 
TV,  $111,825  and  $13,996;  Merle  S. 
Jones,  president  of  the  CBS  Television 
Station  Div.,  $107,669  and  $14,483; 
Arthur  Hull  Hayes,  president  of  CBS 
Radio,  $81,154  and  $11,701;  Arthur  L. 
Chapman,  president  of  CBS-Hytron, 
$81,154  (no  pension  plan);  Goddard 


Job  security 

CBS-TV  last  week  claimed  su- 
periority in  all  sorts  of  things,  in- 
cluding working  conditions  for 
close  relatives  of  agency  and  ad- 
vertiser people. 

To  get  a  line  on  the  CBS-TV 
"corporate  image"  in  the  minds 
of  top  agencies  and  advertisers, 
network  officials  told  their  affili- 
ates' convention  (see  page  88), 
Audits  &  Surveys  Co.,  an  inde- 
pendent firm,  was  hired  to  query 
104  influential  executives  in  30 
major  agencies,  plus  35  leading 
advertiser  executives. 

If  a  close  relative  of  yours 
were  offered  the  same  job  at  the 
same  salary  at  all  three  tv  net- 
works, which  would  you  advise 
him  to  accept? 

Of  those  who  replied,  CBS-TV 
reported,  81%  named  CBS,  13% 
named  ABC  and  8%  named 
NBC. 

The  reasons  of  those  nominat- 
ing CBS-TV?  "Stability,"  said 
CBS-TV. 


Lieberson,  president  of  Columbia  Rec- 
ords, $59,999  and  $8,115,  and  Henry 
C.  Bonfig,  vice  president  for  marketing 
services,  $50,961  (no  pension  plan). 

Mr.  Paley  owns  855,997  shares  of 
CBS  stock;  Dr.  Stanton  148,727  shares. 

Changing  hands 

ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

•  Transcontinent  Television  Corp.  and 
Marietta  Broadcasting  Inc.:  Combined 
into  $30  million  new  Transcontinent 
set-up  (see  story,  p.  86). 

•  WJAR-AM-TV  Providence,  R.I.:  Ap- 
plication for  $6  million  sale  filed  with 
FCC  (see  story,  p.  94). 

•  WSAI-AM-FM  Cincinnati,  Ohio:  Sold 
to  Consolidated  Sun  Ray  Inc.  (Closed 
Circuit,  March  16)  by  Sherwood  Gor- 
don for  almost  $2  million.  Sun  Ray 
owns  WPEN  Philadelphia  and  the  re- 
cently purchased  WALT  Tampa,  Fla. 
(awaiting  FCC  approval).  R.  C.  Crisler 
&  Co.  handled  the  sale.  WSAI  is  on 
1360  kc  with  5  kw,  directional  antenna, 
night.  WSAI-FM  is  on  102.7  mc  with 
14.7  kw. 

•  KLEO  Wichita,  Kan.:  Sold  to  Lee 
Vaughn  and  Merritt  Owens  by  Harry 
Patterson  and  William  O'Connor  for 
$210,000  including  liabilities,  for  two- 
thirds  interest.  The  sale  was  handled 
,  by  Blackburn  &  Co.  KLEO  is  on  1480 


NEGOTIATIONS 

FINANCING 

APPRAISALS 


EAST 

James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 

Washington  Building 
Sterling  3-4341 


SOUTH 
Clifford  B.  Marshall 
Stanley  Whitaker 
Healey  Building 
Atlanta,  Georgia 
JAckson  5-1576 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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kc  with  5  kw,  day,  1  kw,  night,  direc- 
tional antenna  different  pattern  day  and 
night,  and  is  affiliated  with  NBC.  (This 
is  a  corrected  version  of  the  sale  of 
KLEO  which  by  error  was  previously 
listed  under  its  old  call  letters  KANS.) 

•  WEER  Warrenton,  Va.:  Sold  to  Radio 
Associates  Inc.  by  George  Oleson  and 
Arthur  Kellar,  who  retain  WEEL  Fair- 
fax, Va.,  for  565,000.  Radio  Associates 
is  owned  by  Thomas  Strothman,  Fran- 
cis Lambert  and  George  G.  Gatley.  The 
sale  was  handled  by  Allen  Kander  & 
Co.  WEER  is  on  1570  kc  with  500  w, 
day. 

Rival  affiliates 
wooed  by  ABC-TV 

ABC-TV  last  week  issued  an  implied 
invitation  to  stations  with  primary  CBS- 
TV  and  NBC-TV  affiliations  to  switch 
to  ABC. 

The  pitch  came  during  ABC-TV's 
"'Go  Right  to  the  Top"  presentation  for 
affiliates — secondary  and  basic — at  the 
Sheraton  Blackstone  Hotel  in  Chicago 
March  15.  A  heavy  turnout  greeted  a 
battery  of  ABC-TV  executives  in  a  re- 
prise of  the  network's  earlier  New  York 
production  (Broadcasting,  March  16). 

Oliver  Treyz,  ABC-TV  president, 
cited  A.  C.  Nielsen  data  purporting  to 
show  that  if  either  of  the  other  two 
networks  were  to  insert  a  handful  of 
ABC-TV  top-rated  programs  into  their 
schedules,  they  would  stand  to  increase 
substantially  their  share-of-audience 
figures. 

Mr.  Treyz  directed  his  remarks  at 
broadcasters  in  two-  and  three-station 
markets.  He  reiterated  the  competitive 
picture  in  24  markets  in  which  all  three 
networks  have  "equal  facilities"  and  for 
which  ABC-TV  claims  to  have  raised  its 
average  evening  ratings  for  half-hour 
time  periods  to  a  point  of  being  a  close 
No.  3. 

Affiliates  seemed  generally  enthusias- 
tic about  ABC-TV's  1959-60  program- 
ming plans,  though  the  network  tended 
to  gloss  over  daytime  tv  in  its  presenta- 
tion (as  it  did  in  New  York).  Govern- 
ment and  press  representatives  also  at- 
tended the  relatively  open  conference. 

Daytime  tv  came  up  for  discussion 
at  the  ABC-TV  Station  Affiliates  Assn. 
meeting  March  15,  devoted  largely  to 
business  matters,  including  election  of 
new  officers  (see  separate  story).  About 
50  members  reviewed  ABC-TV  pro- 
gramming for  1959-60  and  took  up 
other  issues,  including  triple-spotting, 
audience  ratings  and  other  topics.  The 
business  meeting  was  a  followup  to  the 
affiliates'  session  in  Las  Vegas,  Nevada, 
in  late  February  (Broadcasting,  March 
2). 


Multiplying 
opportunities 


The  1959  NAB  convention  recorded  some  important 
history  for  everyone  associated  with  the  industry. 

From  our  sideline  outpost,  it  was  a  pleasure  to  greet 
so  many  old  and  new  friends.  We  left  Chicago  with 
considerable  information  of  value  to  prospective 
buyers  or  sellers  of  broadcasting  properties. 

A  post-convention  contact  with  us  now  may  be  very 
timely  in  your  future  planning. 

It's  been  our  business  over  many  years  to  blaze  the 
trails  for  TV-Radio  executives  who  want  the  facts. 


ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale  of 
Important  Radio  and  Television  Stations 


WASHINGTON     1625  Eye  Street  N.W.     NAtional  8-1990 
NEW  YORK        60  East  42nd  Street        MUrray  Hill  7-4242 
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ANOTHER  TV  PROBE 
Rep.  Brown  to  air 
small  business  access 

A  House  subcommittee  last  week  an- 
nounced plans  to  conduct  an  investiga- 
tion "to  see  if  small  business  is  getting 
a  fair  opportunity  to  advertise"  on  tele- 
vision. The  five-man  subcommittee  of 
the  Small  Business  Committee  is  headed 
by  Rep.  Charles  H.  Brown  (D-Mo.), 
who  was  in  the  advertising  and  radio 
fields  before  his  election  to  Congress  in 
November  1956. 

Specifically,  Rep.  Brown  said  the  in- 
vestigation would  cover  these  points: 

"1.  Under  the  broad  language  of  ex- 
isting federal  laws  pertaining  to  broad- 
casting, what  practices  and  policies  have 
developed  which  affect  small  business? 

"2.  What  program  and  time  periods 
on  television  are  reserved  exclusively 
for  the  larger  national  network  adver- 
tisers? 


"3.  What  programs  and  time  periods 
on  television  are  available  to  smaller 
regional  and  local  advertisers? 

"4.  Are  present  laws  and  administra- 
tive procedures  adequate  to  assure  small 
business  a  fair  chance  to  advertise  on 
television? 

"5.  What  might  be  done  to  improve 
the  existing  laws  in  this  field?" 

The  investigation  will  be  "painstaking 
and  factual,"  Rep.  Brown  said.  "The 
subcommittee  staff  will  first  compile  a 
survey  of  current  time-selling  practices 
in  the  tv  industry  and  will  contact  small 
business  firms  and  advertising  agencies 
regarding  their  experiences  in  pur- 
chasing television  advertising."  Hearings 
will  follow,  he  said,  although  they  will 
not  be  in  the  immediate  future. 

Other  members  of  the  subcommittee 
are  Reps.  Joe  L.  Evins  (D-Tenn.),  Sid- 
ney R.  Yates  (D-Ul.),  Howard  W.  Robi- 
son  (R-N.Y.)  and  William  H.  Avery 
(R-Kan.).  The  inquiry  was  ordered  as  a 
result  of  complaints  from  small  advertis- 


DETROIT?  PITTSBURGH? 
NEWARK? 


NO, 


"KNOE-LAND" 

North    Louisiana,  South 


(embracing    industrial,  progressive 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 


Drug  Sales  $  40,355,000 

Automotive  Sales  $  299,539,000 
General  Merchandise  $  148,789,000 
Total  Retail  Sales  $1,286,255,000 


Population  1,520,100 
Households  423,600 
Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $  300,486,000 

KNOE-TV  AVERAGES  79.4%  SHARE  OF  AUDIENCE 

According  to  December  1958  ARB  we  average  79.4%  of  audience  from  Sign  On  to 
Sign   Off  7   days  a   week.   During   363   weekly   quarter   hours   it   runs   80%   to  98%. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 


CBS • ABC 

A  James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 


Photo:  The  Crossett  Compai 
— Crossett,  Arkansas. 


t-oducers  of  lumber,  paper,  chemicals  and  charcoal 


ing  agencies  and  businesses  received  by 
Rep.  Wright  Patman  (D-Tex.),  parent 
committee  chairman. 

Rep.  Brown  asked  for,  and  was  given 
the  assignment  of  heading  the  investiga- 
tion. From  1945-55,  he  headed  Brown 
Radio  Productions  Inc.,  Memphis  and 
St.  Louis.  During  much  of  the  same 
period,  the  38-year-old  congressman 
headed  his  own  agency  Brown  Bros. 
Adv.,  also  with  offices  in  Nashville  and 
St.  Louis. 

He  also  managed  KYTV  (TV)  Spring- 
field,  Mo.,  during  its  first  months  on  the 
air  in  1954,  was  with  KWTO  Spring- 
field, and  Gardner  Adv.  in  St.  Louis 
from  1942-45. 

In  its  investigation  of  tv  advertis- 
ing availabilities,  the  subcommittee  will 
use  staff  members  of  the  parent  Small 
Business  Committee  and  will  not  have 
its  own  staff,  as  such.  Bryan  Jacques  is 
the  committee's  staff  director  and  Ever- 
ette  Maclntyre  is  the  chief  counsel. 

Court  hears  Justice, 
FCC  on  ch.  2  shift 

The  FCC  and  the  Justice  Dept. 
threshed  over  their  differences  as  to 
what  ought  to  be  done  in  the  Spring- 
field-St.  Louis-Terre  Haute  deintermix- 
ture  rulemaking  in  arguments  Thurs- 
day (March  19)  before  the  U.S.  Court 
of  Appeals  for  the  District  of  Colum- 
bia. 

The  court's  decision  upholding  the 
FCC  shift  of  ch.  2  from  Springfield. 
111.,  to  St.  Louis  and  Terre  Haute,  Ind., 
was  returned  last  October  by  the  U.S. 
Supreme  Court  after  an  appeal  by 
Sangamon  Valley  Tv  Corp.,  unsuccess- 
ful applicant  for  ch.  2  at  Springfield. 
The  high  court  returned  the  case  to 
the  lower  court  for  reconsideration  in 
the  light  of  Capitol  Hill  testimony — ■ 
not  available  to  the  lower  court  at  the 
time  it  made  its  March  1958  decision 
— that  KTVI  (TV)  St.  Louis  made 
ex  parte  representations  to  the  FCC  in 
the  deintermixture  case. 

The  Justice  Dept.  followed  its  brief 
filed  last  month  (Broadcasting,  Feb. 
9)  in  holding  that  the  alleged  ex  parte 
activities,  though  made  in  a  rulemaking 
instead  of  an  adjudicatory  case,  are 
grounds  for  ordering  a  full-scale  hear- 
ing by  the  FCC.  Justice  also  is  asking 
for  another  proceeding  to  determine  if 
any  FCC  member  contacted  by  KTVI 
should  be  disqualified  in  the  proposed 
full-scale  hearing.  Justice  noted  that 
some  of  the  KTVI  contacts  with  FCC 
members  took  place  after  cut-off  dates 
imposed  by  the  FCC's  own  rules  in 
the  case. 

FCC's  new  assistant  general  counsel 
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Hothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 
unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 
sign  off  —  365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 
adult  —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 
(pop.  983,000)  WVNJ  dominates  in 
audience  —  in  quality  of  audience  — 
and  in  prestige. 

IN  VALUE:  It  delivers  the  greater  New  York 
audience  for  less  than  31c  per  thousand  homes  — 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market. 


radio  station  of  %i\z  $ehiarlt  Pettis 

otional  rep:  Broadcast  Time  Sales  •  New  York,  N.  V.   •   MU  4-6740 
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home  of  great  *59's... 
set  for  a  record '59 

Two  great  cars  for  '59,  BUICK 
and  CHEVROLET,  mean  great 
things  right  now  for  this 
World's  largest  General  Mo- 
tors plant  city.  They're  made 
in  Flint  .  .  .  and  backed-up  by 
AC  Spark  Plug,  Fisher  Body, 
and  Ternstedt  ...  all  going 
full  speed.  Sell  this  big,  rich 
market  .  .  .  and  all  of  North- 
east Michigan,  too  ...  on 
W  F  D  F. 

NBC  Affiliate  ...  910  on  the 
dial 

Represented  nationally  by 

the  KATZ  AGENCY 


WFDF 

DIAL  910 


for  litigation,  Max  Paglin,  said  the 
language  of  the  FCC  rule  confining 
representations  to  those  made  on  the 
record  and  setting  up  a  cut-off  date  for 
representations  was  not  what  the  FCC 
had  intended.  The  representations  made 
by  KTVI  were  not  improper,  were  in 
keeping  with  the  Administrative  Pro- 
cedures Act  and  are  traditional  in  such 
"informal"  rulemakings  as  the  ch.  2 
deintermixture,  he  said. 

Intervenor  KTVI  said  the  FCC  rules 
for  rulemaking  procedures  do  no  more 
than  paraphrase  the  applicable  part  of 
the  Administrative  Procedure  Act. 

Sangamon's  Side  •  Sangamon  Valley 
said  it  agrees  with  the  Justice  position, 
but  also  feels  the  FCC  should  recon- 
sider the  merits  between  it  and  WMAY- 
TV  Springfield,  which  was  granted  the 
ch.  2  permit  in  Springfield  by  the  FCC 
before  the  deintermixture  shift.  The 
Sangamon  Valley  ch.  2  application  had 
been  denied  at  the  same  time. 

WMAY-TV,  although  it  opposed  the 
shift  of  ch.  2,  said  it  does  not  believe 
any  impropriety  is  involved  in  the 
KTVI  talks  with  the  FCC. 

Judges  hearing  the  argument  last 
week  were  Henry  W.  Edgerton,  Charles 
Fahey  and  Walter  M.  Bastian. 

Contested  Outlet  sale 
goes  to  Commission 

Application  for  the  sale  of  about 
55%  of  the  Outlet  Co.,  owner  of 
WJAR-AM-TV  Providence  and  the 
Outlet  Co.  department  store  in  that 
city,  was  filed  at  the  FCC  last  week  in 
the  face  of  a  preliminary  injunction  by 
the  Superior  Court  of  Rhode  Island  re- 
straining the  sale  (Broadcasting,  March 
9). 

A  group  representing  five  blocks  of 
Outlet  Co.  stock,  held  by  the  Industrial 
National  Bank  of  Providence  asked  an 
FCC  okay  on  the  sale  to  New  York 
realtor  William  Zeckendorf  and  Denver 
broadcaster  John  C.  Mullins  for  a  total 
of  $12,480,400.  The  stockholders  said 
they  will  appeal  the  injunction. 

Store  Disposal  •  It  was  revealed  in 
the  application  that  the  purchasers  plan 
to  resell  the  department  store  for  a 
"minimum"  of  $4  million  dollars  and 
reap  a  "tax  refund  and  saving"  of  more 
than  $2  million,  resulting,  in  effect,  in 
an  outlay  of  about  $6  million  for  the 
Providence  radio-tv  properties.  Pro- 
posed purchaser  of  the  Outlet  Co.  de- 
partment store  is  Roger  L.  Stevens, 
New  Yofk  realtor  and  Broadway  pro- 
ducer, who  originally  was  a  part  of  the 
Zeckendorf-Mullins  purchase  syndicate 
(Broadcasting,  Jan.  26;  Dec.  15,  8, 
1958),  but  withdrew  in  mid-December. 

The  Zeckendorf-Mullins  group,  91065 
Corp.,  is  owned  100%  by  Tv  Denver 


Hurry  up  &  wait 

Sometimes  it  doesn't  pay  to  be 
too  conscientious  in  bureaucratic 
Washington.  Take  the  case  of 
FCC  Chairman  John  Doerfer  and 
Comr.  T.  A.  M.  Craven  who 
passed  up  the  NAB  banquet 
Wednesday  night,  highlight  of  the 
annual  broadcasters'  convention, 
to  return  to  Washington  for  a 
Thursday  appearance  before  the 
Senate  Commerce  Committee. 
The  other  commissioners  left  Chi- 
cago on  the  first  plane  Thursday 
morning  and  had  a  government 
car  waiting  at  the  Washington  air- 
port to  rush  them  to  the  Capitol. 

The  end  result — late  Thursday 
morning  the  hearing  was  post- 
poned until  Friday.  Committee 
Chairman  Warren  Magnuson  CD- 
Wash.)  was  at  home  with  three 
broken  bones  in  his  foot,  which 
is  in  a  cast;  Sen.  John  Pastore 
(D-R.  I.),  No.  2  Democrat  and 
chairman  of  the  communications 
subcommittee,  was  in  his  home 
state,  and  No.  3  Sen.  Mike  Mon- 
roney  (D-Okla.)  had  a  Pentagon 
conference. 
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Inc.,  licensee  of  KBTV  (TV)  Denver, 
which  is  controlled  by  Mr.  Zeckendorf. 

The  contract  gave  the  purchasing 
group  an  option  to  meet  the  price  of- 
fered by  any  other  purchaser.  Stock  in- 
volved is  55,230  shares  of  common  stock 
out  of  a  total  of  99,420  shares  at  $120 
per  share. 

Objecting  •  The  sale  was  contested  by 
Joseph  Samuels  (Dody)  Sinclair,  general 
manager  of  WJAR-AM-TV  and  grand- 
son of  the  founder  of  the  stations  and 
department  store. 

The  sales  contract  provides  that  the 
buyers  must  obtain  70%  of  the  Outlet 
Co.  stock  and  that  the  contract  must  be 
approved  by  FCC  within  six  months. 

Hansen  to  retire 

Victor  R.  Hansen,  head  of  the  Jus- 
tice Dept.'s  Antitrust  Div.,  has  told  At- 
torney General  William  Rogers  that  he 
plans  to  resign  in  the  near  future.  No 
date  has  been  set  for  Mr.  Hansen  to 
leave  Justice  nor  have  any  formal  steps 
to  this  end  been  taken. 

Mr.  Hansen,  who  has  been  antitrust 
chief  the  past  three  years,  wants  to  re- 
turn to  his  native  California.  He  al- 
ready has  disposed  of  his  Washington 
home  and  Mrs.  Hansen  has  returned  to 
the  West  Coast.  He  said  he  has  not  dis- 
cussed a  successor  with  Mr.  Rogers 
but  indicated  that  the  choice  of  Robert 
A.  Bicks,  assistant  antitrust  chief, 
would  be  a  "very  fine  appointment." 
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Buildings ...  Color. ..  and 


■  I   i  ! 


NATIONAL  STEEL 


Now  you  can  have  a  modern  building  in  beautiful  factory-applied 
color — a  major  new  advance  in  pre-engineered  buildings  brought 
to  you  by  National  Steel  through  its  Stran-Steel  Division. 
Now  for  that  new  store,  manufacturing  plant,  warehouse  or  farm 
structure,  you  can  select  a  fine  building  made  of  steel,  with  the 
special  elegance  of  one  or  more  lustrous  Stran-Satin  colors:  blue, 
green,  rose,  bronze,  white  or  gray. 

Yes,  National  adds  the  magic  of  color  to  the  many  features  and 
functions  that  have  already  made  Stran-Steel  buildings  a  main- 
stay of  commerce,  industry  and  agriculture.  For  here  are  easily 


insulated  buildings  that  cost  less  to  heat  or  cool.  Handsome 
buildings  that  are  low  in  first  cost,  low  in  maintenance,  too. 
Pre-engineered  buildings  in  factory-applied  colors*  are  typical  of 
the  many  continuing  advances  that  National  Steel  brings  to 
American  industry  through  its  six  major  divisions:  Great  Lakes 
Steel  Corporation,  Weirton  Steel  Company,  Stran-Steel  Corpora- 
tion, Enamelstrip  Corporation,  The  Hanna  Furnace  Corporation, 
National  Steel  Products  Company. 
*For  descriptive  literature,  write 
Stran-Steel  Corporation,  Detroit  29,  Michigan. 


NATIONAL  STEEL  CORPORATION,  GRANT  BUILDING,  PITTSBURGH,  PA. 
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1958  EIA  REPORT 
All  sets  at  new  high, 
industry  5th  largest 

There  were  96  million  home  radio 
sets,  47  million  auto  sets  and  49.7  mil- 
lion tv  sets  in  use  in  the  U.  S.  at  the  end 
of  1958,  Electronic  Industries  Assn.  re- 
ports in  its  annual  Electronics  Industry 
Fact  Book,  now  being  distributed. 

This  compared  with  95  million,  35 
million  and  46.1  million  respectively  in 
1957,  EIA  said. 

Factory  sales  for  the  entire  electronics 
industry  totaled  $7.94  billion,  up  from 
$7.8  billion  in  1957,  EIA  said,  but  fac- 
tory billing  of  tv  sets  was  $686  million, 
down  $145  million  from  1957,  while 
radio  sets  were  down  from  $350  million 
to  $326  million. 

EIA  said  the  electronics  industry  held 
its  place  as  the  fifth  largest  manufac- 
turing industry  and  that  electronics  in- 
dustry business  totaled  $13.3  billion 
when  distribution,  servicing  and  broad- 
casting revenues  are  added.  The  in- 
crease of  $140  million  in  electronics 
manufacturing  was  attributed  to  in- 
creased sales  of  military  and  industrial 
products. 

Tv  Set  Slide  •  The  tv  set  produc- 
tion figure  for  1958  was  4,920,428, 
about  23%  less  than  1957's  6,399,345. 
Retail  tv  set  sales  dropped  23%,  from 
6,560,220  to  5,140,082.  Radio  set  pro- 
duction was  11,747,000,  a  drop  of  2.8 
million  from  1957. 

The  manufacture  of  tv  sets  for  Janu- 
ary showed  an  increase  over  sets  pro- 
duced in  December  1958,  EIA  also  re- 
ported last  week,  while  radio  set 
production  showed  a  decline.  Sales  of 
both  items  dropped  from  December 
levels,  however. 

January  tv  production  totaled  437,- 
026  sets  (35,841  with  uhf  tuners),  com- 
pared to  414,850  in  December  and 
433,983  in  January  1958.  There  were 
501,704  tv  sets  sold  in  January,  con- 
siderably less  than  the  649,514  receivers 
purchased  in  December  and  581,486  a 
year  ago. 

Radio  set  output  for  the  first  month 
of  1959  totaled  1,124,737,  including 
420,052  car  radios,  EIA  reported.  Last 
December,  1,525,744  radios  (including 
558,767  for  cars)  were  produced,  while 
the  figure  was  1,026,527  (including 
349,679  for  automobiles)  for  January 
1958.  Consumers  purchased  700,490 
radios  in  January,  excluding  auto  sets, 
compared  with  1,044,838  in  Decem- 
ber 1958  and  534,640  a  year  ago. 

Fm  Output  •  Fm  radio  production  in 
January  totaled  30,235  sets.   No  com- 
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parative  figures  for  a  year  ago  are 
available. 

Factory  sales  of  both  receiving  and 
tv  picture  tubes  increased  in  January 
while  transistor  sales  declined,  EIA  an- 
nounced. Over  31  million  receiving 
tubes  were  sold  in  January,  worth  $26.8 
million,  compared  with  28.5  million 
(value  $25.1  million)  in  December  and 
26.8  million  (value  $23.2  million)  in 
January  1958. 

Picture  tube  sales  reached  784,906, 
worth  $15.2  million  in  the  first  month 
of  1959,  compared  with  649,031  (value 
$12.6  million)  in  December  and  621,- 
910  (value  $12.3  million)  a  year  ago. 
Sales  of  transistors  declined  in  January 
to  5,195,317  units  (value  $13.6  million) 
from  the  5,627,700  units  (value  $16.6 
million)  sold  the  previous  month.  Just 
under  3  million  transistors  were  sold 
in  January  1958. 

New  Ampex  stock 

The  Securities  &  Exchange  Commis- 
sion announces  that  Ampex  Corp., 
Redwood  City,  Calif.,  has  filed  a  regis- 
tration statement  proposing  to  offer 
204,191  common  shares  to  current 
stockholders  of  record  at  the  rate  of 
one  new  share  for  each  10  shares  held. 
Principal  underwriters  are  Blyth  &  Co. 
and  Irving  Lundborg  &  Co.  with  the 
price  per  share  to  be  determined  later. 
The  registration  statement  also  includes 
an  additional  206,250  shares  to  be  is- 
sued to  holders  of  warrants  attached  to 
Ampex'  5%  sinking  fund  debentures. 
Part  of  the  proceeds  of  the  sale  will  be 
used  as  initial  capitalization  for  a  new 
subsidiary. 

Collins  Radio  report 

Collins  Radio  Co.,  Cedar  Rapids, 
Iowa,  reports  earnings  of  $986,227  on 
sales  of  $48,159,000  in  the  six  months 
ended  Jan.  31. 

After  deduction  of  preferred  divi- 
dends paid  in  the  amount  of  $122,422, 
earnings  were  57  cents  a  common 
share.  In  the  comparable  period  a  year 
ago,  Collins  reported  an  operating  loss 
of  $171,021  on  sales  of  $49,488,000. 
The  company's  backlog  at  Jan.  31  had 
increased  to  $175  million  from  $131 
million  at  the  July  31,  1958  fiscal  year- 
end.  The  backlog  of  commercial  orders 
stood  at  $20  million  compared  with 
$17  million  at  the  yearend. 

Sylvania  now  merged 

The  projected  merger  of  Sylvania 
Electric  Products  Inc.  into  General  Tele- 
phone Corp.  to  form  General  Telephone 
&  Electronics  Corp.  (Broadcasting, 


Feb.  16,  Jan.  12;  Nov.  17,  1958),  is 
final.  Sylvania,  now  a  wholly-owned 
subsidiary  of  GT&E,  continues  opera- 
tions as  a  separate  entity.  Elected  to  of- 
fice in  the  parent  corporation  at  the 
board  of  directors'  March  5  meeting: 
Donald  C.  Power,  former  GTC  presi- 
dent, chairman,  and  Don  G.  Mitchell, 
who  continues  as  chairman  of  Sylvania, 
president. 

Most  miniature  yet: 
new  micro-module 

RCA  and  the  U.  S.  Army  Signal 
Corps  showed  off  their  latest  trick  in 
electronic  miniaturization  last  week: 
the  micro-module.  Although  far  from 
ready  for  civilian  application,  it  repre- 
sents another  step  in  the  engineers'  de- 


Next:  wristwatch  radios 


termination  to  decrease  the  size  while 
increasing  efficiency  of  electronic  gear. 

In  essence,  a  micro-module  is  a 
series  of  wafers  encased  in  plastic  (see 
cut).  It  measures  3/10  of  an  inch  on 
each  face.  Each  wafer  is  designed  to  do 
the  job  now  performed  by  a  conven- 
tional component  (resistors,  transistors, 
diodes,  etc.),  while  the  assembled  micro- 
module operates  as  a  complete  circuit 
(amplifiers,  oscillators,  etc.). 

Immediate  applications  will  be  in 
military  gear,  including  such  missile  ap- 
plications as  satellites  as  well  as  such 
tactical  equipment  as  improved  helmet 
radios  that  replace  earlier  walkie-talkie 
devices. 

Future  civilian  applications  might 
include  "wrist  watch"  radios  and  "pic- 
ture on  the  wall"  television.  RCA 
emphasized  it  would  be  at  least  two  or 
three  years  before  work  was  even  be- 
gun in  those  areas. 

RCA  is  the  prime  contractor  to  the 
Signal  Corps  on  the  micro-module  pro- 
gram, which  began  with  a  two-year, 
$5  million  budget  which  officials  hope 
to  expand  to  a  four-year,  $13  million 
project. 
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One  of  a  series  of  salutes  to  successful 
Radio  and  TV  stations  across  the  nation 
.  . .  and  to  the  Northwest  Schools  gradu- 
ates who  have  contributed  to  their 


KtW0 


Casper  Wyoming 


Salute  to  KTWO-TV-the  first 
TV  station  in  Central  Wyoming 
and  the  first  inter-connected 
station  in  Central  Wyoming  . . . 
located  in  Casper— Wyoming's 
first  market  and  largest  city. 


BOB  BERGER,  General  Manage 


KTWO-TV  started  telecasting  on  March  1st, 
1957,  with  a  power  of  208  watts  and  an  an- 
tenna height  of  5120  feet  above  9ea  level.  In 
January  1958  power  was  increased  to  28,500 

watts  and  antenna  height  moved  to  7797  "Both  of  these  men  do  outstanding 
feet.  KTWO-TV  is  an  affiliate  of  NBC  and  work  and  we  are  quite  pleased  to  have 


Here  is  what  Bob  Berger 
says  about  his  experi- 
ence with  Northwest 
Schools  Graduates: 


ABC. 


them  on  our  staff. 


WILLARD  DAMOURS 
Willard  Damours,  Northwest  graduate,  has  been  employed 
at  the  station  since  original  air  date  and  is  now  transmitter 
engineer,  in  sole  charge  of  transmitter  operations. 


DONALD  MacCAMBRIDGE 
Another  grad,  Donald  MacCambridge  joined  KTWO-TV 
on  December  1  5,  1  958  as  a  trainee  .  .  .  has  now  become 
a  full-fledged  director. 


For  further  information 

tin  Northwest  training  and  graduate* 


liable  in  your  area,  write,  phone  or  wire 


NORTHWEST  SCHOOLS 


1221  N.W.  21st  Avenue,  Portland  9,  Oregon 
Phone  CApitol  3-7246 
737  N.  Michigan  Avenue,  Chicago  •  6362  Hollywood  Blvd.,  Hollywood 
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FATES  &  FORTUNES 


Advertisers 

•  William  H.  Gaines,  formerly  sales 
manager  of  Kay  Daumit  division  of  Col- 
gate-Palmolive Co.,  appointed  general 
sales  manager  of  Charles  Antell  division 
of  B.  T.  Babbitt,  N.Y. 

•  James  B.  Ash,  formerly  assistant  man- 
ager of  public  relations,  Lukens  Steel 
Co.,  Coatesville,  Pa.,  appointed  public 
relations  director  of  Curtiss  Candy  Co. 
(Baby  Ruth,  other  candies),  Chicago. 

•  K.  N.  Jolly,  assistant  to  chairman, 
named  director  of  corporate  relations 
of  Campbell  Soup  Co. 

•  William  Eldridge,  formerly  account 
executive  for  packaged  goods,  Leo  Bur- 
nett Co.,  named  product  manager  in 
household  products  division,  Colgate- 
Palmolive  Co. 

•  Stuart  V.  d'Adolf,  formerly  of  New 
Haven  (Conn.)  Journal  -  Courier,  to 
press  section  of  public  relations  depart- 
ment, Borden  Co..  N.Y. 

Agencies 

^  •  William  D.  Tyler, 

with  Benton  &  Bowles 
*  1       since  1958  as  vp  in 

charge  of  creative 
services,  elected  exec- 
utive vp. 

•  Courtenay  Moon, 
vp  and  radio-tv  direc- 
Mr.  Tyler  tor,  and  Bob  Foot- 

man, account  execu- 
tive, both  of  Guild,  Bascom  &  Bonfigli. 
S.F.,  join  Johnson  &  Lewis,  S.F.,  as 
principals  and  vps. 

•  Tom  Maloney,  account  supervisor, 
Dancer-Fitzgerald-Sample,  Bristol,  Pa., 
to  Brown  &  Butcher,  N.Y.,  as  vp  with 
Thiokol  Chemical  Corp.,  Bristol,  Pa., 
account.  Also  to  B&B:  Tom  Johnston, 
account  executive,  and  Roy  Weber, 
copy  director. 

•  Rena  L.  Nelson,  copywriter  on 
Oscar  Mayer  (meats)  and  Quaker  Oats 
account  at  Wherry,  Baker  &  Tilden, 
Chicago,  and  previously  copy  chief. 
Grant  Adv.,  that  city,  elected  vp  of 
WB&T. 

•  Norman  Wingert,  head  of  produc- 
tion; Joe  Geyer,  art  director,  and 
George  Violante,  copy  chief,  elected 
vps  of  Schwab,  Beatty  &  Porter,  N.Y. 

•  Edward  G.  Comstock,  senior  vp  of 
Cunningham  &  Walsh,  N.Y.,  to  agen- 
cy's executive  committee. 

«  Harry  M.  Billerbeck,  vp,  media  di- 
rector and  director  of  H.  B.  Humphrey 
Alley  &  Richards  Inc.,  recently  merged 


with  Reach,  McClinton  &  Co.,  has  re- 
signed, effective  April  1 . 

•  Charles  H.  Brower,  president  of 
BBDO,  will  receive  plaque  given  each 
year  by  Rutgers  U.  to  alumnus  who  has 
"served  his  community,  professional 
field  and  the  university  with  distinc- 
tion," at  alumni  dinner,  April  4. 

•  Wickliffe  W.  Crider,  supervisor  in 
radio-tv  department  of  Young  &  Rubi- 
cam,  N.Y.,  named  vp. 

•  David  L.  Howlett,  public  relations 
director  in  Chicago  office  of  Western 
Adv.,  elected  vp  in  charge  of  publicity 
and  public  relations. 

•  George  McGarrett,  formerly  of 
NBC-TV  as  executive  producer,  ap- 
pointed program  supervisor  in  tv  de- 
partment of  Lennen  &  Newell  Inc., 
N.Y.  Mr.  McGarrett  was  previously 
with  Young  &  Rubicam  as  program 
manager  of  radio  department  and  with 
CBS  as  commercial  program  manager. 

•  Robert  Ross,  formerly  account  ex- 
ecutive of  Tatham-Laird,  Chicago,  to 
Arthur  Meyerhoff  &  Co.,  that  city,  in 
executive-administrative  capacity  and 
as  member  of  plans  board. 

•  William  F.  Force,  45,  copy  group 
supervisor,  BBDO,  N.Y.,  died  following 
heart  attack  March  18  in  New  York. 

•  Allan  Kaufman,  copy  chief  of  John- 
son &  Lewis,  S.F.,  to  Weiner  &  Gossage, 
that  city. 

•  Stan  M.  Goldstein,  formerly  of 
Food  Fair  Stores  Inc.,  Phila.,  to  Arndt, 
Preston,  Chapin,  Lamb  &  Keen  Inc., 
that  city,  as  creative  director  of  tv-radio. 
Donald  C.  Hoefler,  formerly  editor 
of  Electronics  magazine,  to  public  re- 
lations staff  of  agency. 

•  Roswell  H.  Eaton,  formerly  direc- 
tor, secretary  and  treasurer  of  Henri, 
Hurst  &  McDonald,  Chicago,  named 
treasurer  and  member  of  executive  com- 
mittee of  Henderson  Adv.,  Greenville, 
S.C.  Peter  M.  Soutter  and  J.  B.  Ma- 
jette  Jr.,  both  formerly  of  BBDO, 
N.Y.,  join  Henderson  as  account  ex- 
ecutives. 

•  Marshall  Hawks,  radio-tv  director 
of  Emery  Adv.,  Baltimore,  elected  vp, 
and  Mrs.  Grace  C.  Tavenner,  assist- 
ant treasurer,  named  treasurer. 

•  Al  Buffington,  formerly  vp  in 
charge  of  production,  Fidelity  Films, 
Hollywood,  to  Beckman  •  Koblitz  Inc., 
L.A.,  as  creative  director. 

•  Jon  Ross,  partner  of  Ross/ Reisman/ 
Naidich  Inc.,  L.A.,  has  left  to  form  new 


agency,  Jon  M.  Ross  Adv.,  with  offices 
at  1717  N.  Highland  Ave.,  Hollywood 
28.  Telephone:  Hollywood  9-2205. 
Murray  Naidich  and  Emil  Reisman 
will  continue  to  operate  Ross/ Reisman/ 
Naidich  at  7805  Sunset  Blvd.,  LA.  46. 

Networks 

•  Joseph  F.  Hladky 
Jr.,    president  of 
KCRG-TV  Cedar 
Rapids,  Iowa,  elected 
chairman  of  ABC-TV 
Stations  Affiliates 
i    Assn.  Other  officers: 
Breni   Kirk,  station 
f™"    manager,  KUTV 
Mr.  Hladky        (TV)  Salt  Lake  city; 

Utah,  vice  chairman;  Donald  D.  Davis, 
president  of  KMBC-TV  Kansas  City, 
secretary;  Howard  Maschmeier,  gen- 
eral manager,  WNHC-TV  New  Haven, 
Conn.,  treasurer.  Mr.  Hladky  succeeds 
Joseph  C.  Drilling,  vp  and  general 
manager,  KJEO-TV  Fresno,  Calif. 

•  Julius  Barnathan,  ABC-TV  director 
of  research,  elected  ABC  vp. 

•  Henry  R.  Poster  appointed  manager 
of  sales  promotion  for  CBS  Radio  Spot 
Sales.  Leon  Luxenberg,  formerly 
presentation  writer  in  CBS  Radio  ad- 
vertising and  promotion  department,  re- 
places Mr.  Poster  as  director  of  net- 
work sales  presentations.  Joel  Azer- 
rad,  previously  of  NBC-TV  and  Co- 
lumbia Records,  appointed  art  director 
of  CBS-TV  Spot  Sales. 

•  David  Fuchs,  copywriter  in  CBS-TV 
sales  promotion  and  advertising  depart- 
ment past  three  years,  appointed  man- 
ager of  sales  presentations  for  CBS-TV. 
Leonard  Broom,  copywriter  in  same 
department  since  1956,  appointed  man- 
ager, program  promotion,  N.Y. 

•  George  A.  Heinemann,  director  of 
programs,  WRCA-TV  New  York,  ap- 
pointed manager  of  public  affairs  for 
NBC. 

•  Milt  Fishman,  assistant  director  of 
radio  and  tv  news  for  ABC's  western 
division,  promoted  to  director. 

•  Robert  R.  Pauley,  account  execu- 
tive of  ABC  since  1957,  named  net- 
work's eastern  sales  manager. 

•  Eddy  Manson,  recording  artist  and 
conductor,  signed  as  musical  director 
and  composer  for  CBS-TV's  forthcom- 
ing series  Wonderful  World  of  Little 
Julius. 

•  David  Brown,  formerly  executive 
producer  of  NBC-TV's  Haggis  Baggis, 
named  producer  of  CBS-TV's  Captain 
Kangaroo. 

BROADCASTING,  March  23,  1959 


UK 

Mr.  Summen/ille    Mr.  Carino 

•  Howard  (Slim)  Summerville,  gen- 
eral manager  of  WWL-TV  New  Or- 
leans, has  been  granted,  leave  of  absence 
at  his  request  because  of  health.  Law- 
rence Carino,  general  sales  manager 
of  WWL-TV,  named  acting  manager, 
and  John  L.  Vath,  with  WWL  since 
1954,  named  general  manager  of  WWL 
Radio.  Mr.  Summerville,  who  had  been 
general  manager  of  radio-tv,  gave  up 
his  duties  with  WWL  Radio  several 
weeks  ago  because  of  demands  upon 
his  health.  Mr.  Carino  was  formerly 
general  manager  of  KTNT-AM-F M-T V 
Seattle-Tacoma,  Wash. 

•  William  H.  Hansher,  technical  as- 
sistant to  President  Hulbert  Taft  Jr. 
of  Radio  Cincinnati  Inc.,  named  vp  in 
charge  of  engineering.  Dorothy  S. 
Murphy,  company  treasurer,  and  Ken 
Church,  vp  in  charge  of  radio  opera- 
tions and  director  of  sales  for  radio-tv, 
named  directors  of  corporation.  Radio 
Cincinnati  includes  WKRC-AM-FM- 
TV  Cincinnati,  and  WTVN-AM-TV 
Columbus,  both  Ohio;  WBRC-AM-FM- 
TV  Birmingham,  Ala.;  WBIR-AM-FM- 
TV  Knoxville,  Term.;  WKYT  (TV) 
Lexington,  Ky. 

•  James  P.  Storer,  national  merchan- 
dising manager  of  Storer  Broadcasting 
Co.'s  New  York  sales  office,  named 
national  sales  manager  of  WIBG  Phila- 
delphia. Roy  M.  Schwartz,  WIBG 
promotion  manager,  adds  duties  of  pro- 
gram manager.  Genii  Macaulay 
named  assistant  promotion  manager. 

HHH|     •  Frank  Knorr  Jr.. 

HHH    owner    of  WPKM 
(FM)    Tampa,  Fla., 
I^H^^H    will  be  appointed  sta- 
^HpHIB    tion    manager  of 
WALT,  that  city,  con- 
^      ^         '     tingent    upon  FCC's 
X  approval  of  WALT's 

sale  to  Consolidated 
Mr.  Knorr  Sun  Ray  Inc.  (WPEN- 

AM-FM  Philadelphia),  according  to 
William  B.  Caskey,  executive  vp  of 
WPEN  (Broadcasting,  March  9). 

•  Gene  Tibbett  has  resigned  as  execu- 
tive vp  and  general  manager  of  WRMA 
Montgomery,  Ala.,  to  become  partner 
(subject  to  FCC  approval)  and  general 
manager  of  WLAU  Laurel,  Miss. 

•  Leon  Ridings,  sales  manager  of 
WBIR-AM-FM  Knoxville,  Tenn.,  adds 


Uncle  Eddy 

MEATH 

Starts  Rochester  listeners 
off  with  a  Morning  Smile 
that  lasts  all  day  1 


Musical  Clock 


6:00  to  9:30  A.M.  MONDAYS  thru  SATURDAYS 


He's  not  a  comedian,  not  a  wise-cracker,  not  the 
frantic  D.  J.  type  of  guy.— Just  a  likeable,  happy, 
warm-hearted  young  man  who  has  an  almost  magi- 
cal ability  to  make  folks  face  each  day  with  a  smile  on 
their  face— and  a  song  in  their  heart.  His  ten-year 
ratings  never  have  been,  nor  ever  will  be,  topped  in 
Rochester! 

Ed  is  a  master  of  the  "soft  sell"  that's  extremely 
hard  to  resist.  Availabilities  on  his  show  don't  crop 
up  very  often,  but  you're  welcome  to  join  our  waiting 
list.  Write  or  phone! 


BASIC  CBS 

AM-TV 

ROCHESTER 


REPRESENTATIVES:  EVERETT  McKINNEY,  INC. 
NEW  YORK    .    CHICAGO    •    LOS  ANGELES    •    SAN  FRANCISCO 
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Ferguson 


duties  of  station  director.  Doc  John- 
ston, staff  announcer,  elevated  to  radio 
program  director,  replacing  Bob  Agee, 
to  radio  sales  staff.  Bill  Dooley,  mem- 
ber of  WBIR-TV  production  staff, 
named  account  executive,  replacing 
Ted  Brosseau,  to  Knoxville  branch  of 
Nelson  Chesman  Adv. 

•  James  H.  Fergu- 
son, general  sales 
manager  of  Spring- 
field Television  Broad- 
casting Corp.,  elected 
vp  for  sales  of  its  sta- 
tions, which  include 
WWLP  (TV)  Spring- 
field, WWOR-TV 
Worcester,  both 
Massachusetts,  and  WRLP  (TV) 
Brattleboro,  Vt. -Greenfield,  Mass.- 
Keene,  N.H.  Mr.  Ferguson  joined 
Springfield  in  1953  at  WWLP. 

•  Ward  L.  Quaal,  vp  and  general  man- 
ager of  WGN-AM-TV  Chicago,  re- 
elected president  of  Quality  Radio 
Group  Inc.  William  D.  Wagner, 
WHO-AM-FM  Des  Moines,  Iowa,  ap- 
pointed secretary-treasurer  and  Frank 
Gaither,  general  manager  of  WSB  At- 
lanta, Ga.,  elected  to  board  as  vp.  Con- 
tinuing on  board  until  1960:  John  H. 
DeWitt  Jr.,  president,  WSM  Nashville, 
Tenn.;  Ralph  Evans,  executive  vp, 
WHO  Davenport;  Donald  H.  McGan- 
non,  president,  Westinghouse  Broad- 
casting Corp.  (for  KDKA  Pittsbuigh, 
Pa.;  KEX  Portland,  Ore.;  WBZ  Boston, 
Mass),  and  Mr.  Quaal.  Directors  re- 
elected to  serve  through  1961:  Gustav 
K.  Brandborg,  vp  and  general  man- 
ager, KVOO  Tulsa,  Okla.;  John  B. 
Tansey,  general  manager,  WRVA 
Richmond,  Va.,  and  Mr.  Gaither.  Roy 
I.  Bacus,  commercial  manager  of 
WBAP  Fort  Worth,  Texas,  elected 
member.  Also  elected:  John  de- 
Russey,  WCAU  Philadelphia  (replac- 
ing John  L.  Vath,  sales  manager, 
WWL  New  Orleans) . 

•  William  Driver,  36,  engineer  of 
WOOD-TV  Grand  Rapids,  Mich.,  died 
March  1 6  following  major  heart  surgery 
in  Ford  Memorial  Hospital,  Detroit. 

•  Sidney  H.  Leipzig,  55,  member  of 
Broadcast  Pioneers  and  formerly  direc- 
tor of  WOV  New  York  artists'  bureau, 
died  March  16  in  New  York. 

•  Joseph  B.  GriES,  local  sales  manager 
of  WBRE-AM-FM  Wilkes-Barre,  Pa., 
named  general  manager  in  charge  of 
local  sales,  WBRE  and  WSCR  Scranton, 
Pa.,  as  well  as  station  manager  of 
WSCR.  Meyer  Bergsman  succeeds 
Mr.  Gries  as  local  sales  manager  of 
WBRE. 

•  Tom  W.  Mahaffey,  assistant  adver- 


tising-promotion director,  WJXT  (TV) 
Jacksonville,  Fla.,  named  advertising- 
promotion  director,  succeeding  Phil 
McMahon. 

Representatives 

•  Robert  M.  Hoffman,  director  of 
promotion  and  planning,  WOR-AM-TV 
New  York  past  1 1  years,  named  direc- 
tor of  marketing  and  research  of  Tele- 
vision Advertising  Representatives  Inc. 

Programming 

•  Norman  Louvau,  formerly  general 
sales  manager  of  KRON-TV  San  Fran- 
cisco, joins  Screen  Gems  Inc.,  N.Y.,  as 
general  manager  of  station  operations. 
Mr.  Louvau,  explained  President  Ralph 
M.  Cohn,  will  be  responsible  for  ne- 
gotiating for  purchase  of  stations  and 
ultimate  supervision  of  their  operations. 
SG  intends  to  buy  maximum  allowable 
number  of  stations,  added  Mr.  Cohn. 

•  J.  L.  Van  Volken- 
burg,  former  presi- 
dent, CBS  Television 
and  now  president  of 
Pacific  Ocean  Park, 
Los  Angeles,  has  been 
named  to  board  of  di- 
rectors of  Videotape 
Productions  Inc.,  New 
York.  Mr.  Van 
stock  interest  in 
Videotape,  which  is  equally  owned  by 
Ampex  Corp.,  Minnesota  Mining  & 
Manufacturing  Corp.  and  Howard  S. 
Meighan,  former  CBS  West  Coast  vp. 
Pacific  Ocean  Park  is  half  owned  by 
CBS  and  half  by  L.A.  Turf  Club. 

•  Boyd  W.  Lawlor,  merchandising 
sales  manager,  Community  Club  Serv- 
ices Inc.,  named  general  sales  manager. 
Len  Hornsby,  formerly  with  Radio 
Advertising  Bureau,  appointed  sales  de- 
velopment manager. 

•  John  Fegely  Gilbert,  64,  owner 
and  director  of  School  of  Radio  Tech- 
nique, N.Y.,  died  March  13  at  his  home 
in  Bernardsville,  N.J. 

•  Milford  Fenster,  formerly  of  RKO 
Teleradio  Pictures  as  director  of  central 
film  procurement  for  RKO  stations,  to 
executive  staff  of  MCA-TV. 

•  Herschell  G.  Lewis,  formerly 
president  of  Lewis  &  Martin  Films  Inc., 
Chicago,  resigns  to  become  vp  of 
newly-created  industry  program  divi- 
sion of  Fred  A.  Niles  Productions,  that 
city.  Robert  Johnson,  producer  of 
L&M,  assumes  presidency  of  firm. 

•  Herman  Levy,  head  of  Universal- 
International's  advertising  department, 
joins  Allied  Artists  Productions,  Holly- 
wood, as  advertising  manager. 


Mr.  Van  Volkenburg 

Volkenburg  has 


Equipment  &  Engineering 

•  Maurice  L.  Levy, 
director  of  consumer 
products  department 
since  1955,  named  vp 
of  consumer  products 
engineering,  Emerson 
Radio  &  Phonograph 
Corp.,  Jersey  City, 
N.J.;  Martin  Rich- 
mond, works  man- 
ager of  department, 
promoted  to  vp  of 
consumer  products 
manufacturing. 

•  Donald  J.  Plunk- 
ett,  with  Capitol 
Records  past  six  years 
as  New  York  director 
of  recording,  ap- 
pointed president  of  Fairchild  Record- 
ing Equipment  Corp.,  N.Y. 


Mr.  Richmond 


•  Robert  S.  Caruthers,  formerly 
deputy  director  of  research  and  engi- 
neering for  International  Telephone  & 
Telegraph  Corp.,  elected  vp  and  tech- 
nical director  of  the  ITT  Labs  in  Nut- 
ley,  N.J. 

Allied  Fields 

•  Paul  E.  Menneg,  manager  of  client 
services,  Communications  Counselors 
Inc.,  N.Y.,  elected  vp. 

•  Edwin  C.  Mills,  77,  general  man- 
ager of  American  Society  of  Composers 
&  Publishers  during  its  1941  battle  with 
radio,  died  following  heart  attack  in  Los 
Angeles  March  14.  Mr.  Mills  joined 
ASCAP  in  1919  as  chairman  of  ad- 
ministrative committee  and  several 
years  later  was  named  general  man- 
ager. He  left  the  society  in  1929  to 
become  president  of  Radio  Music  Co. 
and  rejoined  ASCAP  in  1932  as  gen- 
eral manager.  He  resigned  in  1942  to 
become  director  of  Songwriters  Pro- 
tective Assn.  and  later  became  public 
relations  and  copyright  advisor  on  West 
Coast. 

•  John  S.  Rose  resigns  as  executive 
secretary  to  Los  Angeles  County  district 
attorney  to  re-establish  his  own  public 
relations  counseling  firm,  John  S.  Rose 
&  Assoc.,  at  8693  Wilshire  Blvd.,  Bev- 
erly Hills.  Telephone  number:  Olympia 
2-0765. 

Government 

•  Paul  Goldsborough,  director  of  tele- 
communications policy  in  office  of  As- 
sistant Secretary  of  Defense  for  Supply 
&  Logistics,  retires,  effective  March  30. 
He  will  be  replaced  by  William  Hat- 
ton,  retired  International  Telephone  & 
Telegraph  vp. 
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PAINTING  ON  LIGHT'  FOR  TV 

Artist  Andre  Girard  readies  CBS-TV  film 


Modern  technology  and  an  artist's 
imagination  have  been  joined  in  a  tv 
film  innovation,  "painting  on  light." 

French-born  religious  artist  Andre 
Girard,  after  a  year  of  experimentation 
in  his  Nyack,  N.Y.,  home,  has  found 
a  way  to  "breathe  life"  into  paintings 
shown  on  television. 

Mr.  Girard  noticed  that  fixed  pictures 
on  the  tv  screen  exhausted  the  eye's 
attention  in  a  few  seconds  while  the 
same  paintings  on  gallery  walls  did  not 
fatigue  the  eye  even  after  several  min- 
utes. So,  he  set  out  to  correct  the  sit- 
uation. 

Mr.  Girard  calls  his  method  "painting 
on  light"  because  a  light  source  is 
used  to  create  brilliant  luminosity  in 
film  backgrounds.  This  appears  to  make 
figures  come  alive  and  provides  a  three- 
dimensional  effect  in  both  color  and 
black  and  white. 

The  public  test  will  come  Easter  Sun- 
day when  CBS-TV  will  colorcast  the 
first  of  two  completed  films,  "The  Pas- 
sion and  Resurrection,"  produced  and 
sponsored  by  the  National  Council  of 
Catholic  Men. 

One  Man  Studio  •  Working  from 
sketches  on  paper  strips,  the  58-year- 
old  artist  painted  mural-like  scenes  il- 
lustrating the  New  Testament  text  of 
the  four  gospels  on  100-ft.  strips  of 
70  mm  film.  These  were  mounted  on 
cylinders  and  passed  in  front  of  a  beam 
of  light.  The  moving  strips  were  photo- 
graphed in  35  mm  Eastman  color  as 
Mr.  Girard  controlled  the  speed  of  the 
cylinders.  Since  each  scene  is  painted 
according  to  the  length  of  time  it  is  to 
be  seen  on  the  screen,  the  artist  was  also 
scenarist,  film  editor  and  director.  The 
art  work  itself  is  a  combination  of 
sketching  into  the  film  emulsion  and 
painting  over  the  emulsion. 

Although  Mr.  Girard  painted  and 
adjusted  his  home-made  equipment  with 
both  color  and  monochrome  set  viewers 
in  mind,  there  are  differences  in  total 
effect.  Color  viewers  have  the  advantage 
of  seeing  the  artist's  luminous  colors, 
sometimes  almost  garish,  sometimes  a 
few  brush  strokes,  sometimes  simple 
ink  line  sketches,  but  always  creating  a 
mood  or  displaying  an  emotion. 

In  monochrome,  the  shining  white- 
ness of  backgrounds  and  figures  etched 
in  the  white  glow,  add  a  starkness 
unique  to  black  and  white  tv.  A  more 
mysterious  mood  is  effected. 

In  editing  of  the  film,  scenes  hold 
longer  where  there  is  greater  art  detail. 
The  sense  of  time  passage  is  quickened 
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'Painting  on  light'  not  easy 


Artist  Girard  inspects  70mm  film 


Excerpt  from  new  tv  art 


with  a  flashing  of  less  detailed  portions. 
Narration  by  Msgr.  John  J.  Dougherty, 
American  tv  representative  to  the  Pon- 
tifical Commission  for  Cinema,  Radio 


and  Television,  and  a  violin  score 
played  by  Daniel  Guilet,  enhance  the 
film  movement. 

"The  Passion  and  Resurrection,"  set 
for  the  special  network  showing  March 
29  (2:30-3  p.m.  EST),  will  be  followed 
by  the  second  film,  "The  Sermon  on  the 
Mount,"  later  this  spring,  according  to 
Martin  H.  Work,  executive  producer 
and  director  of  the  NCCM. 

New  Art  Form  •  Does  the  "painting 
on  light"  method  have  a  future?  Mr. 
Girard  and  Richard  J.  Walsh,  radio-tv 
director  for  the  NCCM,  believe  this  is 
only  the  stepping  stone  to  many  artistic 
tv  presentations.  Both  were  afraid  the 
method  may  be  commercially  abused 
before  further  technical  advances  are 
made.  It  is  a  new  art  form  for  tv  and 
the  standards  should  be  kept  high,  Mr. 
Walsh  maintained.  Among  possible  fu- 
ture adaptations,  Mr.  Walsh  suggested 
the  method  could  be  used  for  illustrating 
musical  compositions,  either  in  toto  or 
as  segments  in  a  tv  musical  show. 

Both  of  the  new  NCCM  films  repre- 
sent a  new  interpretation  of  Mr.  Gi- 
rard's  religious  paintings  of  the  past 
40  years,  which  were  presented  in  live 
tv  productions  of  the  Look  Up  and 
Live  and  Lamp  Unto  My  Feet  programs 
on  CBS-TV  in  1957  and  1958.  CBS, 
impressed  by  the  stature  of  the  new 
films,  is  contributing  toward  the  cost 
of  the  Easter  presentation. 

VTR  sports  angles 
exhibited  by  Ampex 

Editing  televised  sports  programs  and 
the  outlook  for  a  new  era  in  tv  record- 
ing of  major  events  were  outlined  at 
a  Chicago  news  conference  March  13 
by  Neal  McNaughton,  manager  of  Am- 
pex Professional  Products  Div.  Major 
tv  networks  and  officials  of  the  Squaw 
Valley  Winter  Olympics  are  studying 
use  of  Ampex  VTR  for  the  1960  games, 
with  the  view  of  offering  an  edited  pack- 
age for  U.S.  and  international  telecasts. 

Mr.  McNaughton  told  newsmen  that 
"Videotape  has  come  of  age  insofar  as 
sports  are  concerned  and  its  use  now 
seems  to  be  unlimited."  He  cited  video 
recordings  of  horseracing,  football, 
coaching  procedures  and  for  judging 
horse  races. 

Utilization  of  Ampex  VR-1000  equip- 
ment by  the  Los  Angeles  Rams  to  scout 
the  San  Francisco  49ers  during  an  actual 
football  game  was  demonstrated  to 
newsmen,  who  also  saw  the  VTR  rec- 
ord of  a  delayed  taped  telecast  of  the 
1958  U.  of  California-Stanford  NCAA 
football  contest. 

Mr.  McNaughton  pointed  out  that 
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with  Ampex  facilities,  racing  fans  can 
view  the  taped  recording  of  an  event 
seconds  after  it  happens  (Yonkers  race- 
way in  New  York  can  post  results  of 
close  races  immediately),  compared  with 
a  previous  average  of  seven  minutes  for 
a  decision. 

Officials  for  the  1960  Winter  Olym- 
pic Games  are  high  on  VTR  in  assist- 
ing judges  to  make  almost  instant  deci- 
sions in  disputed  competition  and  for 
eliminating  repetition  of  certain  events, 
with  a  view  to  offering  a  more  compact 
and  digestible  tv  package,  it  was 
claimed.  The  Squaw  Valley  winter  Olym- 
pics organization  was  represented  by 
Jack  Geyer,  its  publicity  director. 

New  MBS  series 

MBS  is  offering  its  affiliates  a  new 
series  of  five-minute  Inside  Report  pro- 
grams to  augment  the  network's  week- 
end schedule  of  five-minute  Operation 
Newsbeat  programs.  Five  experts  in 
various  fields  of  news  coverage  are 
being  featured  in  a  total  of  16  weekly 
programs  which  the  affiliates  may  re- 
schedule to  fit  their  particular  weekend 
programming  patterns,  announced  Blair 
A.  Walliser,  MBS  executive  vice  presi- 
dent. 

Reporters  and  their  news  topics  for 


the  series  are:  Dr.  W.  W.  Bauer,  direc- 
tor, Bureau  of  Health  Education,  Amer- 
ican Medical  Assn.,  "Health";  George 
Fielding  Eliot,  syndicated  columnist, 
"Space  Age";  Ernest  K.  Lindley,  Wash- 
ington bureau  chief  for  Newsweek 
Magazine,  "Washington";  Arnold  Mi- 
chaelis,  interviewer,  "VIP's,"  and  Earl 
Wilson,  syndicated  columnist,  "Broad- 
way." Messrs.  Eliot,  Michaelis  and 
Wilson  present  four  broadcasts  each  on 
Saturdays  and  Sundays,  while  Dr. 
Bauer  and  Mr.  Lindley  are  each  sched- 
uled for  two  weekend  reports. 

Vatican  sets  up  unit 

Pope  John  XXIII  has  created  a  per- 
manent section  of  the  Holy  See  to  co- 
ordinate Catholic  action  in  radio,  tv  and 
motion  pictures. 

The  unit,  a  reorganized  and  broad- 
ened Pontifical  Commission  for  Motion 
Pictures,  Radio  &  Television  (set  up  by 
Pope  Pius  XII  in  1948),  will  be  headed 
as  before  by  The  Most  Rev.  Martin  J. 
O'Connor,  of  Scranton,  Pa.  Bishop 
O'Connor,  rector  of  the  Pontifical  North 
American  College  in  Rome,  in  effect 
becomes  Catholic  chief  of  mass  media. 

Pope  John,  in  an  Apostolic  letter,  says 
that  he  intends  to  seek  improvement  in 
those    media    that    frequently  attack 


"Christian  morals  and  the  very  dignity 
of  man." 

The  Pontifical  letter  extends  his 
"paternal  and  insistent  warning"  to  all 
those  responsible  for  radio,  television 
and  movie  productions.  These  persons, 
he  said,  should  always  "follow  the  dic- 
tates of  a  delicate  .  .  .  conscience.  .  .  ." 

Community  Club  shows 
plans  at  sales  meeting 

New  concepts  and  operational  plans 
of  Community  Club  Services  Inc.  were 
highlighted  at  its  first  annual  sales  con- 
clave last  week  in  Chicago. 

Community  Club  Services  sets  up 
CCA  merchandising  plans  for  sub- 
scriber stations  and  advertisers  whereby 
local  community  groups  receive  bene- 
fits based  on  proof-of-purchase  of  prod- 
ucts specified  in  the  campaign. 

Breakdown  of  the  country  into  seven 
equal  sales  regions  under  individual 
directors,  and  a  program  of  standardiz- 
ing all  Community  Clubs  Awards  mer- 
chandising plans  for  stations  were  dis- 
cussed. The  latter  move  is  to  permit 
flexibility  of  staff  assignments  and  also 
to  present  a  set  method  of  operation  for 
each  and  every  subscriber  station.  Only 
state  not  entirely  in  this  pattern  is  Wis- 
consin, where  state  lottery  laws  pre- 
vent weekly  awards.  For  stations  there, 
it  was  said,  CCA  has  developed  a  sys- 
tem of  buying  back  the  bonus  points. 

Charles  H.  Mullin,  American  To- 
bacco Co.,  discussed  the  recent  mass 
purchase  of  CCA  merchandising  plans 
by  his  company  and  the  goals  of  Amer- 
ican Tobacco  through  CCA. 

It  was  announced  that  CCA  had 
signed  three  newspapers  to  a  merchan- 
dising plan  that  parallels  the  radio  one. 

The  three-day  session  was  presided 
over  by  John  Gilmore,  Community 
Club  Services  president,  and  Executive 
Vice  President  William  M.  Carpenter. 
Among  other  speakers  were  Boyd  W. 
Lawlor,  just  promoted  to  general  sales 
manager,  and  Len  Hornsby,  new  sales 
development  manager  (see  Fates  & 
Fortunes,  page  98). 

Polk  awards  made 

Long  Island  U.,  Brooklyn,  N.  Y., 
announced  on  March  6  the  winners 
of  11th  annual  George  Polk  Memorial 
Awards  for  "distinguished  achievements 
in  journalism"  in  1958,  including  fol- 
lowing in  radio-tv:  Chet  Huntley,  com- 
mentator, and  Reuven  Frank,  producer, 
for  foreign  reporting  over  NBC-TV; 
Gabe  Pressman,  WRCA-TV  New  York, 
for  television  reporting  in  New  York 
area;  Jay  McMullen,  writer-producer, 
for  radio  documentary  by  CBS  News; 
Marya  Mannes,  radio-tv  critic,  The  Re- 
porter, for  magazine  reporting. 


WBTV  (TV)  pre-tapes  weekend  shows 


The  shifting  of  manpower  for 
more  useful  functions,  already  a 
staple  process  in  radio  programming, 
is  being  applied  to  television  at 
WBTV  (TV)  Charlotte,  N.C.,  thanks 
to  video-tape  recording. 

Since  it  received  a  prototype  RCA 
vtr  machine  Sept.  5,  1958,  WBTV 
has  been  pre-taping  all  weekend  lo- 
cal shows  (save  news,  weather, 
sports)  in  advance,  freeing  some  per- 
sonnel for  other  duties  and  virtually 
"darkening"  its  studios  on  Saturday 
and  Sunday.  It  now  plans  to  adopt 
an  eight-hour  day  for  crew  members 
by  pre-taping  the  following  day's 
shows  (on  a  schedule  of  roughly  4 
p.m. -midnight). 

The  same  labor-saving  technique 
has  been  adopted  by  KRON-TV  San 
Francisco.  Harold  P.  See,  general 
manager,  says  the  technique  of  video- 
taping is  not  completely  congruous 
with  "automation."  KRON-TV  also 
tapes  its  next  day's  programs  cover- 
ing the  sign  on  to  4  p.m. 

Second  Gear  •  WBTV  was  sched- 
uled to  receive  a  second  conven- 
tional-type RCA  tape-recorder  with 
the  close  of  last  week's  NAB  con- 
vention, again  with  provision  for 
color  tv.  RCA  currently  has  seven 
prototype  models  in  use,  with  six 


of  them  owned  by  NBC. 

With  its  second  unit,  WBTV  plans 
to  tape  the  following  morning's 
shows  on  the  night  before.  It  car- 
ries CBS-TV  network  afternoon  and 
evening  programs  on  weekdays  and 
weekends.  Among  pre-taped  pro- 
grams are  a  studio  wrestling  show, 
a  religious  panel  and  other  local 
fare.  The  wrestling  feature  is  tele- 
vised on  Saturday  (6-7  p.m.).  News, 
weather  and  sportscasts  naturally 
are  handled  live.  WBTV  operates 
from  7-12:30  a.m. 

The  majority  of  the  station's  lo- 
cal shows  are  video-recorded  in 
monochrome,  Thomas  E.  Howard, 
WBTV  vice  president-engineering 
and  general  services,  reports.  He 
adds  that  WBTV's  technical  staff 
will  be  slightly  increased,  rather 
than  diminished,  because  of  the  new 
operational  plans. 

Charles  H.  Crutchfield,  executive 
vice  president  and  general  manager 
of  WBT-WBTV,  feels  that  video- 
tape provides  another  avenue  for 
better  utilization  of  labor  manpower. 

Among  features  of  the  advanced 
RCA  video  recorder  equipment  are 
a  master  erase  head,  built-in  facili- 
ties and  a  cue  track  (see  page  70) . 
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MYCALEX 

CORPORATION  OF  AMERICA 


SUPRAMICA@  555 


the  world's  most  nearly  perfect 
precision-moldable  electronic  insulation 


SEE 

MYCALEX  products 
at  Booth  2741-2743 

1959  IRE,  New  York  Coliseum 


gives  AVCO  twice  the  channel  capacity 
. . .  in  far  less  space! 

This  amazingly  compact  AVCO  oscillator  circuit,  built  for  a  Signal  Corps  radio 
receiver  .  .  .  32.5-57.5  mc  .  .  .  was  made  possible  by  the  insulating  qualities  of  its 
SUPRAMICA  ceramoplastic  base. 

Over  a  temperature  range,  in  this  application,  from  -67°F  to  -f-I67°F  and,  in 
other  uses,  at  operating  temperatures  as  high  as  700°F,  SUPRAMICA  555  shows  no 
change,  no  warpage.  It  has  complete  dimensional  stability.  The  fragile  silver  ribbon! 
circuit  is  molded  precisely  and  permanently  in  place.  Numerous  tuning  crystals— 
and  their  problems— are  eliminated.  Frequency  drift  is  reduced  to  an  absolute 
minimum.  Channel  capacity  is  doubled.  i 

Other  advantages  of  SUPRAMICA  555:  the  base  can  be  reproduced  exactly  ; 
electrical  loss  is  negligible;  moisture  absorption  is  nil;  dielectric  strength  is  high. 

Mycalex  Corporation  of  America  makes  a  complete  line  of  precision-moldable 
and  machinable  glass-bonded  mica  and  ceramoplastic  insulation  materials  to  solve 
electronic  design  problems  at  operating  temperatures  up  to  1550°F.  To  learn  how 
we  can  serve  you,  write  today. 

General  Offices  and  Plant:  123-A  Clifton  Blvd.,  Clifton,  N.  J. 
Executive  Offices:  30  Rockefeller  Plaza,  New  York  20,  N.  Y. 
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MOST 
WANTED! 


Jack  Woods 

Throughout  WOC  Radio- 
land  these  afternoons,  the 
most-wanted  sound  for  hire 
is  WOC's  matinee  dandy, 
Smilin'  Jack  Woods. 

He's  an  irrepressible  scala- 
wag from  out  of  Chicago. 
We  taught  him  that  good 
listening  comes  first  at 
WOC,  and  he's  been  stealing 
listeners  (and  selling  prod- 
ucts) ever  since. 

Check  your  PGW  Colonel  or 
our  Pax  Shaffer  for  the  price 
on  Jack's  head.  Let  us  put 
your  notch  on  his  gun. 


•If 

w 

Col.  B.  J.  P|lro$r 
President 

Ernest  C.  Sanders 

Manager 

Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward. 
Inc.,  Exclusive  National 
Representatives 

THE  QUI  NT  CITIES 

DAVENPORT 
BETTENDORF  • 

ROCK  ISLAND  j 
MOLINE              /  ILL. 
EAST  MOLINE  ' 

A 

AM  I  FM 

New  re-run  plan 
offered  by  NTA 

National  Telefilm  Assoc.,  New  York, 
is  offering  to  sell  to  tv  stations  its  re-run 
programming  under  a  system  called  Pro- 
gram Security  Plan  which,  the  company 
claims,  will  enable  outlets  to  acquire 
"a  wide  variety  of  programming  with- 
out extensive  financial  commitments." 

Michael  M.  Sillerman,  president  of 
NTA  program  sales,  announced  last 
week  that  under  PSP  a  tv  station  ac- 
quires exclusive  rights  in  its  market  for 
two  or  more  packages  without  the  usual 
requirement  of  buying  the  programs 
outright  or  making  "substantial  cash 
payments."  The  station  chooses  its  pro- 
grams and  is  given  a  specified  period 
of  time  to  sell  or  telecast  them.  Mr.  Sil- 
lerman added  that  stations  also  are 
given  discounts  in  proportion  to  their 
total  PSP  billings. 

The  films  are  being  distributed 
through  Famous  Films,  the  re-run  unit 
of  NTA  that  is  under  the  jurisdiction  of 
NTA  program  sales.  The  Famous  Films 
packages  total  more  than  400  hours  of 
programming  and  cover  such  series  as 
Sheriff  of  Cochise,  China  Smith,  Orient 
Express,  Holiday  and  Passerby,  among 
others. 

Los  Angeles  schools 
buy  KCOP  (TV)  time 

Commercial  KCOP  (TV)  Los  Ange- 
les began  carrying  weekday  educational 
sessions  for  27  local  school  districts 
March  2.  The  time  and  facilities  are 
purchased  from  KCOP  for  $750  a 
week,  covering  a  half -hour  session  each 
afternoon  at  2:30.  The  schools  provide 
the  program  material. 

In  financing  the  project  the  school 
districts  use  money  from  state  school 
funds.  A  possible  1  million  students 
can  see  the  classes  in  school  each  day. 

If  the  KCOP  series  is  successful,  the 
area's  schools  may  become  the  largest 
buyer  of  tv  in  Los  Angeles,  it  is  antici- 
pated. The  etv  programs  eventually  may 
have  commercial  sponsorship  as  the 
school  board  has  no  objection  to  ads 
appropriate  for  teenagers. 

Daytime  tv  'specials' 

CBS-TV  is  preparing  a  series  of  at 
least  six  one-hour  daytime  "specials" 
designed  to  help  the  fair  sex  with  some 
of  its  problems.  Entitled  Woman.',  it 
is  to  be  presented  on  a  special  pre- 
emption basis,  with  a  production  budget 
in  the  neighborhood  of  $60,000,  a  figure 
more  in  keeping  with  major  nighttime 
network  shows. 

The  first  program,  "Do  They  Marry 
Too  Young?,"  is  scheduled  for  May. 
Tape,  film,  and  live  studio  presentation 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

CBS-TV 

March  27  (8-9  p.m.)  High  Adventure 
with  Lowell  Thomas,  General  Motors 
through  Cunningham  &  Walsh. 

March  29  (9-9:30  a.m.  New  York  only, 
2-2:30  p.m.  all  except  N.Y.)  The  Passion 
and  the  Resurrection,  sustaining. 

NBC-TV 

March  23-27  (2-2:30  p.m.)  March  30, 
31,  April  1,  (4-4:30  p.m.)  Truth  or  Con- 
sequences, participating  sponsors. 

March  23-27,  30,  31,  April  1  (2:30-3) 
Haggis  Baggis,  participating  sponsors. 

March  23  (9:30-11  p.m.)  Hallmark  Hall 
of  Fame,  Hallmark  through  Foote,  Cone 
&  Belding. 

March  24  (8-9  p.m.)  Perry  Como  Spe- 
cial, Pontiac  through  MacManus,  John  & 
Adams. 

March  25,  April  1  (8:30-9  p.m.)  The 
Price  Is  Right,  Speidel  through  Norman, 
Craig  &  Kummel  and  Lever  through  J. 
Walter  Thompson. 

March  25,  April  1  (9-9:30  p.m.)  Kraft 
Music  Hall,  Kraft  through  J.  Walter 
Thompson. 

March  26  (9:30-10  p.m.)  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

March  26  (10:30-11  p.m.)  Masquerade 
Party,  Lorillard  through  Lennen  &  Newell. 

March  27  (7:30-8  p.m.)  Northwest 
Passage,  sustaining. 

March  27  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

March  28  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

March  29  (4-5  p.m.)  Magic  With  Mary 
Martin,  Gen.  Foods  through  Young  &  Rubi- 
cam. 

March  29  (8-9  p.m.)  Music  With  Mary 
Martin,  Timex  throuah  Doner  &  Peck. 

March  30  (10-10:30  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Len- 
nen &  Newell  and  Pharmaceuticals  through 
Parkson. 

March  31  (8:30-9  p.m.)  Jimmie  Rodgers 
Show,  Liggett  &  Myers  through  McCann- 

Erickson. 


are  to  be  used,  with  a  tv  personality  as 
yet  unnamed  to  preside.  Woman!  is 
under  the  guidance  of  Jules  Fleming, 
who  will  have  at  his  disposal  the  re- 
sources of  the  public  affairs  dept.  of 
CBS  News  and  the  CBS-TV  network 
program  dept. 

KGVO  resolves  issue 

KGVO  Missoula,  Mont.,  has  settled 
an  argument  about  live  broadcasts  of 
the  bi-weekly  meetings  of  the  Missoula 
City  Commission  by  discontinuing  cov- 
erage of  the  Commission,  reports 
KGVO. 

The  point  of  controversy  between  the 
station  and  the  Commission  lay  in 
whether  or  not  the  entire  one  to  two 
hour  meetings  should  be  covered.  The 
Commission,  through  Missoula  Mayor 
Alan  Bradley,  said  "yes."  KGVO  said 
"no."  In  a  letter  to  the  mayor,  Station 


be  wise 

K-MAR  ize 

your  advertising  dollar ; 
prevent  it  from  shrinking! 
KMAR — Winnsboro,  La. 

Si  Willing,  Manager  ^ntln«£&°  s<aes 


$ 
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Manager  John  F.  Graham  noted  that 
it  is  the  radio  station's  responsibility  to 
edit  the  news  as  it  sees  fit,  as  the  broad- 
casting media  do  with  presidential  news 
conferences.  KGVO  had  been  covering 
the  Commission  proceedings  for  the 
past  year,  said  Mr.  Graham. 

•  Program  notes 

•  Screen  Gems  Inc.,  N.Y.,  has  released 
to  tv  a  package  of  40  two-reel  comedies, 
starring  the  Three  Stooges,  to  supple- 
ment the  earlier  tv  group  of  78  Stooges 
shorts  distributed  last  fall.  In  addition, 
SG  also  is  offering  to  tv  100  shorts  from 
the  Columbia  Pictures  Library,  starring 
such  comics  as  Buster  Keaton,  Andy 
Clyde,  El  Brendel,  Sterling  Holloway, 
Leon  Errol,  Billy  Gilbert  and  Hugh 
Herbert. 

Screen  Gems  also  has  announced 
its  purchase  of  the  Brothers  January, 


Uncle  Miltie  on  stage  •  Milton 
Berle,  with  inscribed  silver  service 
tray  memento  in  hand,  receives  a 
standing  ovation  at  the  March  7 
dinner-show  of  the  Academy  of 
Television  Arts  &  Sciences.  Comic 
Berle  was  honored  with  the  first 
"Close-Up"  award  that  ATAS  will 
present  annually  to  a  person  promi- 
nent in  tv  achievement. 

In  the  entertainment  provided, 
Mr.  Berle  was  placed  on  "trial"  in 
comedy  and  musical  skits  on  the 
stage  of  the  Grand  Ballroom  of  the 
Waldorf-Astoria  in  New  York, 
some  1,000  ATAS  members  and 
guests  attending.  Among  the  many 
tv  stars  who  took  part  were  Phil 
Silvers,  Jack  Leonard  (visible  in 
background  in  his  role  as  trial  jury 
foreman),  Jan  Murray,  Steve  Allen, 
Arnold  Stang,  Tallulah  Bankhead, 
Hal  March,  Dorothy  Collins  and  Al 
Kelly.  The  lampoon  proceedings 
were  filmed  with  segments  shown 
later  on  the  NBC-TV  Today  show. 


half-hour  tv  series  planned  for  syn 
dication,  which  will  be  produced  under 
the  supervision  of  Robert  Sparks,  direc 
tor  of  syndicated  film  production.  Don 
aid  Gold  and  Jonah  Seinfield  will  write 
the  series  and  also  act  as  associate  pro- 
ducers. 

•  NBC-TV's  film  version  of  Fibber  Mc- 
Gee  &  Molly,  planned  for  next  season, 
will  star  Bob  Sweeney  and  Cathy  Lewis, 
both  of  whom  have  a  background  in 
situation  comedy.  Bill  Asher  will  pro- 
duce and  direct  the  show,  to  be  writ- 
ten by  Bill  Davenport.  Serving  as  con- 
sultants are  Don  Quinn,  originator  of 
the  radio  series  (which  starred  Jim 
and  Marian  Jordan),  and  Jim  Jordan  Jr. 

•  Paramount  Pictures  has  embarked  on 
its  first  tv  film  production  with  Third 
Platoon,  which  the  studio  is  co-pro- 
ducing with  Jaguar-Caron  Productions, 
owned  by  Alan  Ladd  and  Aaron  Spell- 
ing. Mr.  Spelling  wrote  the  pilot  script 
and  will  serve  as  producer  and  script 
supervisor  of  the  series,  with  Mr.  Ladd 
as  executive  producer.  A  Paramount 
spokesman  described  the  co-production 
arrangement  as  "strictly  a  one-shot 
deal."  The  company's  tv  programming 
activities  are  reeularly  carried  on 
through  its  subsidiary,  Paramount-Sun- 
set, which  has  made  several  pilots  of  tv 
series  to  be  syndicated  by  videotape. 

•  Telerama  Inc.  has  been  organized 
with  headquarters  in  Hollywood's  Capi- 
tol Records  Bldg.  as  sales  and  distribu- 
tion arm  for  Telerama  Ltd.  of  London. 
Production  plans  include  four  39-in- 
stallment  tv  series:  one  based  on  the 
international  Boy  Scout  movement,  one 
based  on  the  Thames  River  Police  and 
two  others.  Richard  Morley,  a  founder 
of  the  Alliance  of  Television  Film  Pro- 
ducers, is  president  of  Telerama  Inc. 
and  will  also  act  as  executive  producer. 
Other  officers:  Fred  C.  Forsman,  vice 
president  and  treasurer,  and  Morgan 
Stock,  drama  professor  at  Stanford  U., 
secretary.  Mr.  Forsman  identified  in 
the  company  announcement  as  "a 
grandson  and  heir  to  the  Pillsbury 
fortune,"  has  gone  to  London  to  set  up 
production. 

•  The  pilot  of  The  Many  Loves  of  Dobie 
Gillis,  produced  by  Martin  Manulis  for 
20th  Century-Fox,  has  been  purchased 
by  CBS-TV.  Philip  Morris  Inc.  (ciga- 
rettes), New  York,  will  sponsor  the 
initial  39  segments  of  the  half-hour 
comedy  series  written  by  Max  Shulman. 
The  series  is  slated  for  telecasting  in 
September  (Tues.  8:30  p.  m.). 

ABC-TV  two  weeks  ago  bought  20th 
Century-Fox'  Adventures  in  Paradise, 
hour-long  dramas  of  the  south  seas  by 
James  A.  Michener.  Mr.  Manulis  plans 


My  Mommy 
Listens  to  KFWB 
More  mommies,  more  daddies, 
more  everybodies  listen  to 
KFWB  around  the  clock  in  Los 
Angeles... confirmed  by  Pulse 
and  Hooper. 

Buy  KFWB  .  . .  first  in  Los  An- 
geles. It's  the  thing  to  do. 
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6419  Hollywood  Blvd.,  Hollywood  28  /  HO  3-5151 
ROBERT  H.  PURCEU.  President  and  Gen.  Manager 
MILTON  H.  KLEIN,  Sales  Manager 
Represented  nationally  by  JOHN  BLAIR  (  CO. 


Christmas  With  CCA 

In  a  recent  letter  to  Mr.  William  M.  Car- 
penter, Executive  Vice  President  of  Com- 
munity Club  Services,  Inc.,  Mr.  Leo  Hoarty, 
Manager  of  Radio 
Station  WBOF,  said 
the  following: 
"Once  there  was  a 
time  when  I  won- 
dered about  Christ- 
mas. It  was  a  de- 
lightful holiday,  but 
I  had  to  look  for- 
ward to  a  bleak  and 
tough  January.  Feb- 
ruary was  a  bit  bet- 
ter; we  could  chop 
down  the  tower  for 
George  Washington's 
lirthday.  It  took 
real  action"  to  get 
merchants  advertis- 
ing after  they  saw 
our  Christmas  bill. 
Now  I  know  what  to  do  at  Christmas.  I 
spend  the  morning  with  the  kiddies  and 
the  afternoon  adding  up  all  my  Community 
Club  Awards  contracts  (non-cancellable) 
which  will  enable  me  to  relax  in  Florida 
knowing  that  January,  February  and  March 
will  be  bigger  than  the  fat  November, 
December  we  just  finished. 
What  more  could  I  ask  than  a  promotion 
which  sells  for  me,  the  sponsors,  and  gains 
listeners.  All  we  had  to  do  was  work,  but 
ve  always  had  plenty  of  that.  Commu- 
nity Club  Awards  makes  the  work  pay  off 
and  I  heartily  urge  you  to  sell  it  to  every- 
one but  my  competitor.'* 


Mr.  Hoarty 


COMMUNITY  CLUB 
AWARDS 

PENTHOUSE  SUITE 

527  Madison  Avenue 
New  York  22,  N.  Y. 
Phone:  PLaza  3-2842 
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says  Mai  Kasanoff,  Promotion  Director 

KGBT-TV 

HARLINGEN,  TEXAS 

"The  way  sponsors  flocked  to  our 
Popeye  Theatre  was  absolutely 
fantastic,"  says  KGBT-TV's  Pro- 
motion Director.  He  writes: 

"We  started  out  with  just  one 
sponsor.  To  sell  him  on  the  value 
of  the  program  we  suggested  a 
contest  requiring  the  audience  to 
send  in  labels.  Result:  we  received 
over  2  million  labels,  and  the 
sponsor's  sales  went  up  10%!  At 
the  end  of  2  weeks  five  more 
sponsors  jumped  on  the  Popeye 
bandwagon." 

And  that's  not  all!  KGBT-TV 
rolled  up  daily  ratings  of  22  to  25 
against  competition's  4's  and  5's. 
Popeye's  cumulative  ARB  rating 
hit  40.2— the  highest  of  any  show 
in  the  market!  Now,  KGBT-TV  is 
adding  the  Warner  Bros,  cartoons 
to  keep  audience  interest  at  its 
height.  KGBT-TV  is  the  latest  in 
a  long  line  of  stations  to  cash  in  on 
U.A.A's  two  great  cartoon  pack- 
ages. Make  your  station  next! 

j.a.a 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


Pigskin  powwow  •  Television  rights  to  the  1959  National  Collegiate  Ath- 
letic Assn.  football  schedule  go  to  NBC.  This  will  be  the  fifth  consecutive 
season  (eighth  time  in  nine  years)  that  the  network  has  gained  tv  proprietor- 
ship of  the  national  Game  of  the  Week.  NCAA  members  voted  153  to  11 
in  approving  the  1959  plan,  with  the  majority  of  the  dissenting  votes,  as  in 
the  past,  coming  from  the  Western  Conference.  Taking  part  in  negotiations 
last  Monday  (March  9):  Tom  S.  Gallery  (standing  c),  NBC  sports  director; 
Howard  Grubbs  (seated  r),  chairman  of  NCAA  tv  committee;  Paul  W. 
Brechler,  Rix  N.  Yard  (standing  1  and  r)  and  Asa  S.  Bushnell  (seated  1), 
all  members  of  the  NCAA  executive  committee. 


to  put  this  series  into  production  this 
summer.  Two  other  pilots  from  the 
studio  are  being  edited:  Whodunit  (mur- 
der mysteries)  and  5  Fingers  (spy  series). 

•  CBS  Films  reports  more  than  $300,- 
000  in  sales  on  its  new  U.S.  Border 
Patrol  series,  paced  by  the  purchase  of 
Genessee  Brewing  Co.,  Rochester, 
N.Y.,  through  Marschalk  &  Pratt  divi- 
sion of  McCann-Erickson,  N.Y.,  for  al- 
ternate-week showing  in  Rochester, 
Binghamton,  Albany-Schenectady,  Sy- 
racuse, Buffalo  and  Watertown,  all  New 
York.  Genessee  will  alternate  with 
Amoco  gasoline  which  earlier  bought 
the  series  in  59  markets. 

•  Ziv  Television  Programs,  N.Y.,  re- 
ports Sea  Hunt  has  been  renewed  to 
date  in  143  markets  out  of  186  carry- 
ing the  first  year  of  the  series,  with 
gasoline  companies,  brewers,  banks  and 
food  companies  prominent  among  the 
advertisers  renewing. 

•  New  Australian  television  stations 
BTQ  Brisbane  and  ADS  Adelaide  have 
purchased  Wire  Service  from  ABC 
Films.  The  hour-long  adventure  series 
is  reportedly  the  first  U.S.  film  product 
used  by  these  outlets. 

•  Flamingo  Telefilm  Sales  Inc.,  New 


York,  is  adding  a  new  series,  Juvenile 
Hearing,  now  in  production  with  Dave 
Wolper  as  executive  producer  and  Art 
Baker  as  interviewer.  The  program  is 
based  on  actual  juvenile  delinquency 
cases  and  youngsters  involved  will  ap- 
pear. 

•  WPIX  (TV)  New  York  has  acquired 
U.S.  tv  rights  to  filmed  interviews  with 
Adolf  Hitler's  sister  and  associates  from 
Associated  Rediffusion  of  England. 
WPIX  will  run  the  series  and  .subse- 
quently it  will  be  made  available  to 
other  U.S.  stations. 

•  International  Racing  Network,  Day- 
tona  Beach,  Fla.,  has  been  granted 
broadcast  rights  to  all  racing  events  at 
the  new  Daytona  International  Speed- 
way. Broadcasts  start  April  4  with  a 
twin-bill  100-mile  U.S.  Auto  Club 
championship  race  and  a  100-mile  race 
for  sports  cars  of  unlimited  engine  size. 
The  network  was  organized  by  Dick 
Huffman,  president,  and  Pat  Purcell. 
vice  president.  Mr.  Huffman  is  man- 
ager of  WNDB-AM-FM  Daytona 
Beach,  and  Mr.  Purcell  is.  executive 
manager  for  the  National  Assn.  for 
Stock  Car  Auto  Racing  Inc.  Broadcasts 
are  being  made  available  to  radio  sta- 
tions throughout  the  eastern  U.S.  ex- 
clusively in  each  city.  Operations  are 
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expected  to  expand  to  the  West  Coast 
by  1960. 

•  Decca  Records  Inc.  and  its  Coral- 
Brunswick  subsidiary  have  moved  their 
New  York  office  from  50  W.  57th  St. 
to  445  Park  Ave.;  telephone  Plaza 
2-1600. 

•  Guild  Films,  N.Y.,  has  acquired 
Wonders  of  the  World  and  Vagabond, 
travel-adventure  series.  Wonders,  in 
color,  has  been  shown  in  "a  few  areas," 
and  Vagabond  ran  twice  in  Los  An- 
geles, the  first  time  entitled  Wanderlust. 
Guild  has  made  these  properties  avail- 
able to  Inter  World  Tv  Films.  N.Y.,  for 
foreign  distribution. 

•  GianTView  Television  Network, 
Ferndale,  Mich.,  has  released  a  12-page 
handbook  offering  guidance  on  planning 
closed-circuit  tv  programs.  The  hand- 
book covers  costs  and  how  to  use  closed- 
circuit.  Latest  models  of  projection 
equipment  for  mass  audience  closed- 
circuit  reception  are  pictured  and  de- 
scribed. Copies  are  available  from 
GianTView,  901  Livernois  Ave.,  Fern- 
dale  20,  Mich. 

•  Cambridge  Productions  Inc.,  Minne- 
apolis, announces  that  it  has  merged 
several  film  production  and  recording 
entities  into  ERA  International  Film  & 


Recording  Enterprises.  The  new  com- 
pany will  produce  tv  series,  commer- 
cials, newsreels,  travelogs,  religious 
films,  educational  films,  feature  movies 
and  phonograph  records.  Address:  Box 
3646,  Loring  Station,  Minneapolis  3. 

•  Two  new  network  film-tv  series  have 
been  announced  by  Harold  Hackett, 
president  of  Official  Films  Inc.,  and 
M.  Bernard  Fox,  president  of  Ben  Fox 
Productions  Inc.  Anchorage,  an  action- 
adventure  series  featuring  a  journalist 
and  his  family,  will  make  its  locale  at 
California  yacht  anchorages.  Criminal 
Attorney  will  be  an  action-suspense 
hour  focusing  on  the  private  and  pro- 
fessional life  of  a  New  York  lawyer. 

•  KDKA-TV  Pittsburgh  is  making  ex- 
tensive use  of  tv-tape  to  promote  its 
impending  telecasts  of  the  Pittsburgh 
Pirates'  baseball  games.  Play-by-play 
man  Bob  Prince  has  been  at  spring 
training  headquarters  in  Ft.  Meyers, 
Fla.,  where  he  has  video-taped  inter- 
views with  ballplayers  and  coaches 
through  the  facilities  of  WFLA-TV 
Tampa. 

•  Jack  Bailey,  NBC  and  Queen  for  a 
Day  are  defendants  in  a  $50,000  dam- 
age suit  filed  in  Los  Angeles  Superior 
Court  by  the  Red  Ball  Transfer  and 


Storage  Co.  The  complaint  alleges  that 
Redball  lost  business  and  its  reputation 
was  harmed  when  Mr.  Bailey,  Queen 
for  a  Day  m.c,  interviewed  a  lady  who 
complained  that  Red  Ball  had  lost  her 
furniture,  and  quipped,  "Red  Ball  isn't 
on  the  ball." 

•  MCA  TV  Ltd.,  New  York,  has  an- 
nounced that  the  Paramount  Pictures 
library  has  been  sold  in  a  total  of  37 
markets  to  date  and  sales  have  topped 
the  $55  million  mark  since  the  library 
was  placed  on  sale  less  than  a  year  ago. 
MCA  purchased  the  features  from 
Paramount  for  $50  million.  Latest  sales 
were  to  KFJZ-TV  Fort  Worth;  WBNS- 
TV  Columbus,  Ohio;  WMTW  (TV) 
Portland-Mt.  Washington,  Me.;  WLOS- 
TV  Asheville;  WNEP-TV  Scranton- 
WAST-TV  Albany;  WTVJ  (TV)  Mi- 
ami, and  KBTV  (TV)  Denver. 

•National  Educational  Television's 
Briefing  Session  (series  on  U.  S.  foreign 
and  domestic  policy)  begins  April  7 
on  U.  S.  educational  tv  stations,  the 
National  Educational  Television  & 
Radio  Center  has  announced.  Host- 
moderator  will  be  Edward  W.  Barrett 
dean  of  Columbia  U.'s  graduate  school 
of  journalism.  NETRC  and  NBC-TV 
share  production  costs  ($170,000)  for 
the  26  half-hour  programs. 
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The  link  that  serves 
South  Carolina's  largest  city 


PLAYBACK    QUOTES  WORTH  REPEATING 


* 
THE 

NUMBER  ONE  STATION 
COLUMBIA ,  SOUTH  CAROLINA 


Sear*. 
Roebuck  and  Co. 
Picks 
Jacksonville 


Sears,  Roebuck  and  Co.  has  picked 
Jacksonville  for  its  huge  new  multi- 
million  dollar  store— its  largest  re- 
tail store  in  the  South.  Sears'  new 
store  is  a  welcome  addition  to  the 
idly  expanding  North  Florida 
economy  and  it  is  evidence  of  Sears' 
faith  in  the  State  of  Florida's  Gate- 
way City. 

AND  JACKSONVILLE 

PICKS  WFGA-TV 
NBC  and  ABC  Programming 
Represented  nationally  by  Peters, 
Griffin,  Woodward,  Inc. 
(Third  Of  A  Series) 


Equal  time  critics 

Lar  (America  First)  Daly's  request  of 
equal  time  with  other  Chicago  mayor- 
alty candidates  (Broadcasting,  Feb. 
23)  has  evoked  newspapers  criticisms  of 
Sec.  315  in  the  Communications  Act. 

The  Chicago  American  says: 

There  is  probably  no  constitutional 
way  of  refusing  Lar  Daly  equal  time 
for  political  speeches.  Tv  executives 
can  hardly  be  granted  the  power  to 
decide  which  candidates  deserve  to  be 
heard  by  the  voters. 

News  editors,  however,  must  be  able 
to  decide  what  is  news  and  what  isn't — 
that  is  their  job — and  the  fact  that  Lar 
Daly  is  running  for  office  ceased  to  be 
interesting  long  ago.  The  tv  stations 
should  not  be  compelled  to  give  time 
needed  for  important  news  to  Daly's 
doings. 

An  editorial  in  the  Chicago  Daily 
News  remarks: 

Stupid  as  the  equal  time  provisions 
are  in  themselves,  we  doubt  that  they 
are  silly  enough,  under  a  fair  interpreta- 
tion, to  require  equal  time  for  news 
shots. 

It  is  simply  not  a  fact  that  every 
individual  is  as  newsworthy  as  every 
other  individual. 

It  is  not  good  morals  or  good  sense 
to  require  equal  treatment  by  any  me- 
dium for  persons  widely  unequal  in 
responsibility,  experience,  and  public 
interest. 

The  radio  stations  that  complied 
with  the  ridiculous  FCC  order  seriously 
offended  their  regular  audiences  and 
suffered  real  damage  in  the  loss  of  pay- 
ing time. 

Viewers  annoyed  by  Lar  Daly's  dis- 
ruption of  their  entertainment  should 
give  thanks  again,  as  many  must  have 
done  before,  that  the  press  in  this  coun- 
try, unlike  television,  is  not  licensed  by 
the  government. 


The  Washington  Post  commented: 
The  absurdity  of  requiring  equal 
time  on  the  air  for  all  candidates  for  a 
political  office  when  any  one  of  those 
candidates  is  heard  or  seen  in  a  news- 
cast is  brought  into  sharp  focus  by  the 
Lar  Daly  case.  .  .  .  The  source  of  this 
straight  jacket  imposed  on  radio  and 
television  news  is,  of  course,  Sec.  315 
of  the  Federal  Communications  Act.  .  .  . 

In  any  event,  the  ruling  stands  as  a 
gross  encroachment  upon  freedom  of 
information  in  a  democratic  country. 
The  broadcasting  industry  has  an  obli- 
gation to  fight  it  in  the  FCC,  in  the 
courts  and  in  Congress.  Rep.  Glenn 
Cunningham  has  offered  a  bill  to  draw 
the  proper  distinction  between  political 
broadcasts  as  such  and  the  appearance 
of  candidates  in  legitimate  newscasts. 
Certainly  that  step  will  have  to  be  taken 
if  the  Daly  ruling  is  not  changed  by 
the  FCC  or  the  courts.  But  Congress 
should  not  stop  there.  It  should  also 
recast  Sec.  315  so  as  to  require  fair 
play  among  the  major  candidates  with- 
out trying  to  thrust  minor  factions  and 
local  crackpots  into  the  major  political 
leagues. 

Canadian  hits  back 

Station  Break,  published  for  Cana- 
dian broadcasters  by  Walter  A.  Dales 
Writing  Services,  Winnipeg,  has  this  to 
say  about  print  media's  "constant  jibes 
at  the  'commercialism'  of  broadcasting." 

Reader's  Digest,  which  advertises  in 
Tide  that  it  provides  "an  advertising 
environment  of  highest  quality,  where 
you  will  find  only  products  acceptable 
to  all  readers,  only  advertising  that 
meets  the  highest  standards  of  reliabili- 
ty," carried  in  a  recent  single  issue  11 
full  pages  of  beer  advertising,  7  pages 
for  whiskey;  4  pages  for  wine;  2  pages 
for  gin,  and  one  full  page  for  rum.  This 
is  quite  acceptable  to  us  at  Station 
Break,  but  scarcely  acceptable  to  all 
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Digest  readers,  unless  they've  had  a 
cancellation  recently  from  our  Aunt 
Maude. 

Maclean's  Magazine,  where  the  edi- 
tors have  created  the  impression  that 
"commercialism"  annoys  them  some- 
thing awful,  is  no  better.  Page  after 
page  of  liquor  advertising,  personal 
hygiene  and  other  assorted  material 
published  for  pelf  proves  that  they  are 
annoyed  by  commercialism  in  broad- 
casting only — not  with  the  kind  of  com- 
mercialism in  which  they  share  the 
wealth. 

Ratings  and  cash  receipts 

Old  grads  of  the  New  York  U.  Grad- 
uate School  of  Business  returning  to 
their  campus  for  Dean's  Day  Home- 
coming heard  a  seasoned  salesman  ad- 
dress himself  to  the  assigned  topic,  "Tv 
Ratings — Bunk  or  Legitimate."  The 
salesman:  Manuel  Yellen,  vice  presi- 
dent and  director  of  sales,  P.  Lorillard 
Co. 

...  I  sometimes  wonder  whether 
Madison  Avenue  people  are  not  fight- 
ing among  themselves  for  the  highest  tv 
rating,  the  lowest  cost  per  thousand 
viewers  and  sometimes  forgetting  the 
purpose  of  all  advertising — greater  sales 
for  the  product. 

...  In  analyzing  the  work  of  sales- 
men I  learned  that  the  mark  of  a  suc- 
cessful salesman  is  determined  by  the 
number  of  orders  he  brought  in  each 
day  and  not  by  the  number  of  calls  he 
made  each  day.  .  .  . 

To  me,  a  television  show  is  just  an- 
other salesman  of  great  magnitude — 
one  that  is  able  to  cover  most  of  the 
country  within  the  short  period  of  a 
half -hour  or  an  hour.  His  tv  ratings 
tell  me  only  how  many  calls  he  has 
made  while  he  was  out  working. 

...  Of  course,  I  like  high  ratings, 
but  sensible  advertising  is  not  decimal 
advertising.  .  .  . 

The  art  of  journalism 

Journalism,  electronic  or  printed,  is 
more  than  mere  mechanics,  John  F. 
Graham,  manager  of  KGVO  Missoula, 
Mont.,  wrote  to  the  editor  of  the  Mon- 
tana Kaimin,  a  daily  published  by  Mon- 
tana State  U.  His  explanation  came 
when  the  paper  criticized  dismissal  of 
KGVO's  news  director  and  reported 
KGVO  was  reducing  news  coverage. 
Asserting  the  report  of  curbing  news 
was  incorrect,  Mr.  Graham  also  con- 
tinued to  note: 

However,  you  have  perhaps  observed 
that  journalism  as  a  craft  is  not  difficult 
to  learn.  Anyone  with  reasonable  in- 
telligence and  a  dexterity  with  words 
can  acquire  in  a  few  months  the  ability 
to  write  a  passable  news  story.  What 
establishes  journalism  as  an  honorable 
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One  big  market  in  Nebraska  is  in  the 
extreme  East.  The  other  is  Lincoln-Land 
—  66  counties  big,  and  well-heeled  (con- 
taining more  than  HALF  the  buying 
power  of  the  state!) 

Viewers  in  the  extreme  Eastern  market 
spend  a  lot  of  time  switching  from  one 
to  another  of  the  three  TV  stations  they 
have  available.  In  Lincoln-Land,  the  story 
is  ail  KOLN-TV.  It's  the  only  station  that 
covers  the  area. 

Ask  Avery-Knodel  for  all  the  facts  on 
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Outlet  for  South  Central  Nebraska  and 
Northern  Kansas. 
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"More  people  listen  to  the  6 
PM  News  on  WCKY  than  to 
any  other  program  on  any 
other  station  in  Cincinnati — 
699,500  people." 

We  didn't  say  it — Nielsen  did 
in  the  November-December 
1958  report.  We've  always 
known  that  Cincinnati  de- 
pends on  WCKY  for  news 
because  WCKY  is  first  and 
fast.  Whenever  news  breaks, 
WCKY  is  there  with  news 
tapes  and  on-the-spot  broad- 
casts with  the  WCKY  News- 
mobile.  If  it's  news,  it's  heard 
first  on  WCKY,  and  Cincin- 
nati knows  it! 

,  .  .  Your  sales  can  make  news 
too.  Call  Tom  Welstead  at 
WCKY'S  New  York  Office, 
or  AM  Radio  Sales  in  Chi- 
cago and  on  the  West  Coast. 
They'll  tell  you  about  the 
sales-power  of  WCKY'S 
News — 33  times  daily. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


profession,  superior  to  most  professions 
and  inferior  to  none,  is  the  strength  of 
character  the  journalist  brings  to  his 
work.  He  must  be  so  imbued  with 
courage,  integrity,  humility,  wisdom 
and  a  sense  of  justice  that  he  will  not 
be  cowed  by  threats  nor  cajoled  by 
flattery.  He  must  ever  resist  the  temp- 
tation to  regard  himself  as  God's  ap- 
pointed oracle;  he  must  dedicate  his  life 
to  learning.  And  he  must  possess  such 
an  incorruptible  sense  of  justice  that  he 
will  never  use  his  position  or  his  influ- 
ence to  protect  a  close  friend  nor  to 
attack  a  personal  enemy.  When  he 
attains  these  qualities  he  may  rightfully 
call  himself  a  journalist.  Patently  he 
will  never  attain  these  qualities  in 
months;  he  is  fortunate  who  has  at- 
tained them  in  a  multitude  of  years. 

53  so  far  on  CBS-TV  stage 

Louis  G.  Cowan,  CBS-TV  president, 
in  effect  declares,  "Who  says  drama  on 
tv  has  gone  down  the  drain?"  His  sen- 
timent is  carefully  worked  out  in  a 
statement  attached  to  a  printed  tv  script 
of  the  "Hamlet"  production  telecast  on 
the  du  Pont  Show  of  the  Month  on 
CBS-TV  (Feb.  24,  9:30-11  p.m.).  From 
Mr.  Cowan's  statement: 

.  .  .  The  printed  record  of  this  par- 
ticular broadcast  marks  the  midpoint  of 
one  of  television's  most  distinguished 
dramatic  seasons.  It  is  a  season  which 
finds  the  CBS  Television  network  of- 
fering perhaps  the  most  notable  original 
plays  and  adaptations  in  its  history. 

Of  the  53  dramatic  programs  pre- 
sented over  the  network  since  late  Sep- 
tember, 38  have  won  the  explicit  ad- 
miration of  the  critics  as  well  as  the 
enthusiasm  of  a  nationwide  audience. 
This  is  an  enviable  record  according  to 
any  theatrical  standards. 

.  .  .  These  dramatic  presentations 
reaching  on  the  average  some  25  million 
viewers  over  a  single  network,  surely 
make  an  impressive  case  for  television's 
contribution  to  the  imaginative  life  of 
the  nation.  This  contribution,  we  be- 
lieve, will  be  still  further  enlarged  by 
the  forthcoming  production  of  Ham- 
let  

Snipping  off  the  tv  snobs 

The  assortment  of  television  snobs 
current  today — those  who  belittle  the 
medium  while  gaining  personally  from 
it — got  short  shrift  recently  in  a  broad- 
cast editorial  by  Lawrence  H.  (Bud) 
Rogers  II,  president-general  manager 
of  WSAZ-TV  Huntington,  W.  Va. 
Citing  the  extreme,  he  related: 

The  worst  of  all,  I  believe,  is  the 
great  literary  figure  who  ridicules  tele- 


vision and  all  advertising  while  he  uses 
them  to  the  fullest  for  personal  gain. 

The  other  day  Carl  Sandburg  .  .  . 
Pulitzer  Prize  winner  .  .  .  elder  states- 
man of  letters  .  .  .  performed  like  a 
sideshow  faker  while  he  made  dire  pre- 
dictions about  television  commercials 
(Incidentally,  I  understand  he  just  fin- 
ished another  paid  performance  on  the 
competition  a  few  minutes  ago).  Any- 
way, last  week  we  and  about  a  hundred 
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Mr.  Rogers:  sharper  than  a  poet's  tooth 

other  NBC  television  stations  gave  Mr. 
Sandburg  a  half  hour  .  .  .  which  we 
took  from  the  sponsors  "in  the  public 
interest"  ...  to  address  the  Congress 
of  the  United  States  extolling  Abraham 
Lincoln.  Perhaps  many  of  you  were 
fortunate  enough  to  see  this  unusual 
program. 

What  he  did  in  addition  was  to  seize 
the  opportunity  for  a  follow-up  dinner 
speech  at  the  Library  of  Congress  in 
which  he  damned  television  and  its 
commercial  sponsors,  while  he  made 
funny  cracks  and  acid  comments  about 
Madison  Ave.  "Ulcer  Gulch,"  he  called 
it,  as  he  took  a  scholarly  poke  at  the 
darlings  of  the  public,  the  horse  operas. 
And  he  converted  this  into  national 
news  copy  on  the  wire  services,  where 
he  made  more  free  time  on  your  radio 
and  tv  stations. 

Personally,  I  think  his  remarks  were 
funny  .  .  .  and  we  are  all  broadminded 
enough  to  admire  clever  publicity,  even 
when  we're  the  butt  of  the  jokes.  But 
then  Mr.  Sandburg  heaped  insult  upon 
injury.  When  he  concluded  his  solemn 
tribute  to  the  Great  Emancipator,  and 
his  diatribe  against  us  as  "hucksters," 
he  urged  the  congressmen  and  his  na- 
tionwide news  audience  to  rush  right 
out  to  the  nearest  newsstand  and  buy 
the  new  paper-backed  edition  of  his 
Lincoln  book  for  only  $2.98. 
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PHILCO  TV  Microwave 

Provides  Maximum  System  Reliability 
for  Unattended  TV  Relaying! 


Here  is  a  completely  modern  microwave  system  . . .  especially  designed 
to  meet  the  needs  of  community  TV  operators  for  thoroughly 
dependable  operation. 

Philco  television  microwave  systems  provide  economical  trans- 
mission of  NTSC  compatible  color  or  monochrome  TV  signals  .  .  . 
plus  full  audio  ...  for  relaying  "off-the-air"  television  programs 
over  both  short  and  long  distances  with  excellent  picture  quality 
and  reliable  performance. 

Only  Philco's  TLR  microwave  system  provides  true  multihop 
operation  for  extremely  long  hauls.  Heterodyne  relay  equipment  .  .  . 
a  true  repeater  .  .  .  contains  advanced  circuitry  exclusive  with  Philco. 
This  true  repeater  has  been  field  proven  in  systems  up  to  15  hops. 

All  components  of  the  TLR  system  mount  in  standard  19"  racks. 
Heavy  duty  power  supplies  provide  1  full  watt  output  to  insure 
outstanding  unattended  service.  Unitized  circuit  construction  simpli- 
fies maintenance.  Built-in  test,  metering  and  alarm  circuits  combine 
with  automatic  stand-by  to  assure  continuous  operation. 

Performance  satisfaction  of  your  Philco  microwave  system  is 
assured  by  Philco's  thorough,  personal  service  available  on  a  turnkey 
basis,  which  includes  .  .  .  site  surveys,  system  planning,  complete 
installation  and  preventive  maintenance. 

Philco  engineers  will  be  happy  to  help  you  with  your  particular 
microwave  requirements.  Please  contact  us  for  further  information. 
Look  ahead  .  .  .  and  you'll  choose  Philco. 


•  Highly  reliable,  unat- 
tended one-watt  oper- 
ation 

•  Field  proven  in  ex- 
tended multihop  ap- 
plications 

•  True  repeater  permits 
top  quality,  long  haul 
operation 

•  Highest  power  in  the 
industry 

•  Full  voice  channel 
multiplexing 

•  Philco  offers  complete 
turnkey  service  .  .  . 
surveys  .  .  .  installa- 
tion .  .  .  maintenance 


TLR-6  TRANSMITTER 

Write  for  cata- 
log sheets  which 
describe  the 
Philco  TV 
Microwave 
System. 


At  Philco,  opportunities  are  unlimited  in  electronic  and  mechanical  research  and  engineering. 


PHILCO. 


Government  &  Industrial  Division 
Philadelphia  44,  Pennsylvania 

In  Canada:  Philco  Corporation  of  Canada  Limited,  Don  Mills,  Ontario 
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In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated  Business 
Publications 


I    Program  Guide  For 

Ifm-sca  licensees 

5       Present  and  Prospective 


j  The  only  background  music  on  tape 
5  that  isn't  also  on  transcriptions 
o  available  to  any  broadcaster  is 


6  s^Sz- 


•Trade  Mark 

5  Exclusive  franchise  territories  for  this  5 

0  exclusive  tape  program  service  now  J 

0  being  allocated.  No  franchise  fees.  5 

2  No  percentages.  For  franchise  par-  5 

2  ticulars,  availabilities  and  audition  —  2 

0  0 

0  mail_ coupon  today  for  complete  particulars.  J 

*  MAGNE-TRONICS,  Inc.  • 

\  49  West  45th  Street,  New  York  36,  N.  Y.  • 

0  Please  rush  complete  particulars  on  exclusive  q 

g  franchise  plan  for  FM-SCA  and  wire  services.  q 

5  5 

0  NAME   5 

5  5 

0  STATION   J 

§  0 

0  STREET   0 

2  5 

0  CITY  STATE   5 

0tO.S4O.O.O»OlO.O.O.O4O«!.O.O.O.O.O.O.O.0 
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FANFARE 


No  watchmaker  but  a  'thinking'  clockwatcher       No  cavities,  Ma;  not  many  teeth  either 


NBC-TV  'spooferino' 

NBC-TV  has  spoofed. 

To  remind  viewers  that  the  Sunday 
night  Steve  Allen  Show  started  a  half- 
hour  earlier  last  week  (March  15),  the 
network  is  using  10  filmed  spots  which 
include  parodies  of  the  familiar  Viceroy 
(the  "thinking  man")  and  Crest  tooth- 
paste ("Look,  Ma,  no  cavities")  commer- 
cials. Neither  is  a  sponsor  of  the  Allen 
program,  but  permission  to  parody  was 
obtained  from  their  agencies,  Ted  Bates 
(Viceroy)  and  Benton  &  Bowles  (Crest). 

The  Viceroy  "spooferino"  features 
comedian  Tom  Poston  of  the  Allen  cast 
as  a  watchmaker  with  instruments  more 
suitable  for  boiler  making.  Mr.  Poston 
admits  that  he  is  "a  thinking  man  .  .  . 
thinking  about  the  Steve  Allen  Show 
going  on  one-half  hour  earlier." 

Starring  in  the  Crest  take-off  is  a  little 
girl  who  runs  toward  the  camera  shout- 
ing, "Look  Ma,  look,  Ma,  look  what  I've 
got."  With  a  broad  smile,  she  reveals  no 
teeth  (and  no  cavities)  and  a  card  which 
advertises  the  new  Allen  showtime. 

The  air  promotion  began  March  12 
and  is  scheduled  to  continue  several 
weeks. 

Tv  servicemen  served 

Three  hundred  tv  servicemen,  distrib- 
utors and  their  families  were  feted  by 
KOCO-TV  Oklahoma  City  at  its  Tech- 
nician's Tv  Fair.  The  open  house,  held 
in  KOCO-TV's  newly  completed  $500,- 
000  facilities,  marked  the  first  salute 
of  its  kind  to  tv  servicemen  in  Okla- 
homa, according  to  the  station. 

The  300  technicians  came  from  79 
cities  in  the  44  counties  represented  in 
KOCO-TV's  coverage  area,  the  station 
reports. 

'World's  greatest  d.j.' 

After  six  weeks  of  on-the-air  audi- 
tions, KDAY  Santa  Monica,  Calif., 
listeners  have  chosen  Jerry  Lewis  as  the 
"World's  Greatest  Disc  Jockey."  He 


beat  out  Tab  Hunter,  Jeff  Chandler, 
Bob  Crosby  and  other  headliner  enter- 
tainers who  were  heard  on  KDAY  dur- 
ing the  contest  period. 

During  the  promotion,  KDAY  phone 
calls  doubled  to  over  300  a  day  while 
mail  rose  from  40  to  200  pieces  a  day. 

New  business  attributed  to  the  hunt 
for  the  "World's  Greatest  D.J."  includes 
Gallo  wines  through  BBDO,  Newport 
cigarettes  through  Lennen  &  Newell, 
Barker  Bros.  (Los  Angeles  department 
store)  through  Mays  &  Co.,  Readers 
Digest  magazine  through  Schwab  & 
Beatty,  Ralston  Purina  through  Guild, 
Bascom  &  Bonfigli,  Zee  paper  products 
through  Cunningham  &  Walsh,  Chicken 
of  the  Sea  tuna  through  Erwin  Wasey, 
Ruthrauff  &  Ryan,  Dennison's  chile  con 
carne  through  Young  &  Rubicam, 
Burgermeister  beer  through  BBDO, 
Santa  Fe  wines  through  Cole-Fisher  & 
Rogow  and  Brilliant  Shine  through 
Harlan  &  Steedman. 

Frank  Pollack,  KDAY  air  personal- 
ity, was  contest  coordinator. 

WBAL-TV  hosts  agencymen 

More  than  100  agencymen  were  in- 
troduced to  the  new  WBAL-TV  Balti- 
more schedule  over  breakfast  March  12 
at  a  local  hotel. 

Station  Manager  Brent  O.  Gunts  out- 
lined WBAL-TV's  increased  news  serv- 
ice: As  of  Monday  (March  30),  a  news 
bureau  will  be  established  in  the  edi- 
torial offices  of  affiliate  Baltimore 
News-Post.  Station  staffers  will  have 
access  to  the  same  news  sources  as  the 
newspapers'  reporters  and  accompany 
them  in  the  coverage  of  events. 

Local  Sales  Manager  J.  Donald  Howe 
announced  new  full-length  movies  for 
the  Saturday  night  lineup. 

Henry  Hines,  WBAL-TV  sales  pro- 
motion-advertising manager  told  the 
breakfasters  about  the  station's  ad  cam- 
paign: "Always  the  Best  Show  in 
Town."  Mr.  Hines  showed  how  this 
theme  would  be  used  in  print  media, 
billboards  and  on-the-air  promotions. 
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•  Drumbeats 

•  Scheidemantle,  Rattelsdorser,  Kara- 
markovich — the  13-letter  names  poured 
into  KDKA  Pittsburgh  in  response  to 
the  station's  Friday,  March  13,  contest 
awarding  phonograph  records  to  listen- 
ers with  13-letter  surnames.  More  than 
500  called  in,  states  KDKA.  Studios 
were  draped  in  black  for  the  occasion. 

•  WTOP-TV  Washington's  early  Satur- 
day morning  science  series,  Ask  It 
Basket,  changes  its  name  to  Space  Age 
April  4,  its  seventh  anniversary.  Doro- 
thy Looker  and  Evelyn  Davis,  co-pro- 
ducers of  the  teen-age  show,  point  out 
that  young  people  recently  have  become 
more  interested  in  scientific  questions 
concerning  space,  and  the  program  will 
concentrate  in  this  area. 

•  KCJF  Festus,  Mo.,  has  offered  to  help 
interested  stations  set  up  community 
radio-day  projects  similar  to  one  just 
completed  by  KCJF  for  the  4-H  Clubs 
of  Jefferson  County,  Mo.  Four-H'ers 
took  over  station  operation  for  one 
day's  broadcasts,  climaxing  national  4-H 
Club  Week. 

•  In  three  weeks  time  more  than  22,000 
young  viewers  joined  the  Captain  Jim 
"Popeye  Club"  of  WIIC  (TV)  Pitts- 
burgh as  part  of  their  participation  in 
the  weekday  Popeye  Club  show.  The 
club's  membership  card  includes  a 
"special  secret  code"  and  a  list  of 
safety  rules. 

•  A  "scramble  word"  contest  run  by 
WOAI  San  Antonio  drew  3,572  entries 
in  11  days.  Mail  poured  in  from  26 
states  and  Mexico. 

•  KJCK  Junction  City,  Kan.  in  an 
"Oldest  Radio  Contest,"  turned  up  a 
1921  model,  and  some  50  other  am 
antiques.  A  new  transistor  radio  was 
awarded  the  winner,  and  clock  radios 
went  to  runner-up  sets  from  1922,  as 
well  as  to  three  of  those  who  guessed 
the  age  of  the  oldest  radio. 

•  Iowa  Gov.  Herschell  C.  Loveless  pro- 
claimed March  15  as  KRIB  (Mason 
City)  Day  in  Iowa  as  part  of  that  sta- 
tion's commemoration  of  "the  new 
KRIB."  The  celebration  included  a 
day-long  birthday  party  at  the  station, 
hosted  by  Charles  Loufek,  KRIB  gen- 
eral manager;  Bob  Hale,  station  pro- 
gram director,  and  the  staff.  KRIB  was 
sold  last  year  to  Western  Broadcasting 
Co.  (William  F.  Johns  Jr.,  president). 

•  WRIP  Rossville,  Ga.,  has  enlisted  29 


.  .  .  the  Beaumont-Port  Arthur-Orange 
market  is  90th  in  the 
Nation*  .  .  .  5th  in  Texas*  in 
automotive  sales.  And  only 
KFDM-TV  delivers  this  entire  area 
of  over  1  million  prosperous 
Texans.  For  Auto  Sales 
.  .  .  Buy 
KFDM-TV 
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cabs  as  "Yellow  Alert  Newsmobiles." 
The  taxis,  equipped  with  two-way  com- 
munication, scout  newsbreaks  for  the 
station. 


•  Five  New  Englanders  visited  Erin, 
courtesy  of  WBZ  Boston-WBZA  Spring- 
field,  Mass.  A  two-week  contest  drew 
14,324  letters  stating  why  listeners 
wanted  the  visit.  Highlight  of  the  win- 
ners' six-day  stay  was  a  Dublin  broad- 
cast which  featured  the  fortunate  five 
and  was  heard  on  WBZ  and  WBZA 
St.  Patrick's  Day  from  8:30  to  9  p.  m. 

•  WTAR-TV  Norfolk,  Va.,  plugged  the 
Rescue  8  series  with  filmed  interviews 
of  area  fire  chiefs. 

Off  and  running  on  KSRV 

Sportscasters  Bob  Dye  and  Bob 
Humphreys  of  KSRV  Ontario,  Ore., 
have  a  new  specialty:  chariot  races. 
The  Roman-type  events  are  being  spon- 
sored over  KSRV  by  local  advertisers 
as  they  take  place  in  the  area.  The 
chariot  card  consists  of  12  two-chariot 
races  and  takes  about  IV2  hours  to  run 
and  broadcast. 


A  mannerly  WILD  party 

There  was  standing  room  only,  and 
very  little  of  that,  at  WILD  Boston's 
rock  and  roll  concert  for  teenagers. 
Invitations  were  to  be  issued  to  all  who 
sent  in  three  labels  of  a  prepared  pizza 
brand.  When  10,500  labels  came  in 
from  3,500  music  lovers,  the  station 
had  to  turn  down  all  but  the  1,500 
aspirants  with  the  earliest  postmarks. 
The  concert  was  staged  in  the  ballroom 
of  the  Sherry  Biltmore  Hotel,  emceed 
by  WILD  disc  jockey  Joe  Smith.  Hotel- 
men  were  pleased  with  the  youngsters' 
restraint  in  dress  and  conduct. 

Dodge  buys  KLAC's  Sunday 

Every  Sunday  will  be  D-Day  on 
KLAC  Los  Angeles  as  the  Dodge  Deal- 
ers Assn.  of  Southern  California  takes 
exclusive  sponsorship  of  programs  from 
9  a.m.  to  7  p.m.  for  52  straight  weeks, 
starting  March  29. 

The  contract  for  Dodge  cars  and 
trucks  advertising  amounts  to  more 
than  $200,000,  according  to  John  Cody, 
vice  president  of  Grant  Adv.,  agency 
for  the  association.  Of  that  sum  $156,- 
000  goes  for  time  on  KLAC,  the  bal- 
ance for  programming  and  program 
promotion.  Another  $200,000  or  more 
is  scheduled  for  overall  advertising  and 
promotion  by  the  Dodge  Dealers  Assn. 
during  the  year. 

Horn  honks  for  KSON  tunes 

San  Diego  residents  are  learning  that 
the  horn  honking  outside  may  not  be 
the  signal  for  the  family's  teenage 
daughter  to  go  flying  out  the  door  but 
instead  may  be  worth  $100  from  KSON 
that  city.  The  station's  news  depart- 
ment station  wagon,  now  called  KSON's 
"Good  Neighbor  Liner,"  patrols  the 
city  and  periodically  stops  and  the  horn 
is  honked  in  front  of  some  home.  If 
the  resident  can  identify  the  last  tune 
played  on  the  station  within  30  seconds, 
$100  in  cash  is  awarded. 

Listeners  speak  up 

Who  are  the  people  who  listen  to 
KSTT  Davenport,  Iowa,  on  Sunday 
evenings  around  8:00  p.m.?  Here's  who: 
they're  kids  doing  homework  and 
teachers  marking  papers;  they're  an 
overweight  family  doing  exercises  in 
time  to  the  music;  they're  people  baking 
cakes;  they're  young  men  packing  for 
the  Army;  they're  tv  viewers  whose 
sets  are  out  of  order.  These  are  but  a 
few  of  the  estimated  150  replies  KSTT 
personality  Tom  Elkins  received  during 
a  three-hour  period  when  he  wondered 
one  Sunday  on  the  air  why  anyone 
would  be  listening  to  him  rather  than 
watching  the  big  tv  shows  on  at  the 
same  time. 


The  way  up  •  As  part  of  ABC- 
TV's  "Go  Right  to  the  Top"  pro- 
motion (Broadcasting,  March 
16),  aluminum  ladders  symbolic 
of  the  selling  theme  have  been  cir- 
culated among  advertising  people. 
Here  in  the  BBDO  elevator  Fred 
Barrett  (c),  agency  vice  president 
and  media  director,  carries  his, 
accompanied  by  Janice  Murray 
(1)  and  Karolyn  Brenner  of  the 
BBDO  New  York  staff. 
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FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

March  12  through  March  18:  Includes  data  on  new  stations,  changes  in  exist- 
ing stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes 
and  routine  roundup. 


Abbreviations: 

DA— directional  antenna,  cp — construction 
permit.  ERP— effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant.— antenna,  aur.— aural,  vis. — 
visual,  kw— kilowatts,  w — watt,  mc— mega- 
cycles. D— day.  N— night.  LS— local  sunset, 
mod. — modification,  trans. — transmitter,  unl. 
—unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
— special  service  authorization.  ST  A — special 
temporary  authorization.  * — educ.  Ann. — 
Announced. 


New  Tv  Stations 

ACTIONS  BY  FCC 
Pembina,  N.  D.— Community  Radio  Corp. 
Granted  ch.  12  (204-210  mc);  ERP  21.05  kw 
vis.  10.5  kw  aur.;  ant.  height  above  average 
terrain  340  ft.,  above  ground  340  ft.  Esti- 
mated construction  cost  $144,100,  first  year 
operating  cost  $141,000,  revenue  $150,000. 
P.  O.  address  %  R.  Lukkason,  Box  1110, 
Grand  Forks,  N.  D.  Studio  location  Pembina. 
Transmitter  location  approximately  seven 
miles  west  of  Pembina.  Geographic  coordi- 
nates 48°  59'  42"  N.  Lat.,  97°  24'  26"  W.  Long. 
Trans. -ant.  RCA.  Legal  counsel  Lyon,  Wilner 
&  Bergson,  Washington.  Consulting  engineer 
C.  J.  Thomforde,  Grand  Forks.  Applicant  is 
licensee-owner  of  KNOX  Grand  Forks  and 
71%  owner  of  KNOX-TV  there.  Ann.  March 
12. 

Logan,  Utah— Cache  Valley  Bcstg.  Co. 
Granted  vhf  ch.  12  (204-210  mc);  ERP  2.95 
kw  vis.,  1.48  kw  aur.;  ant.  height  above 
average  terrain  -760  ft.,  above  ground  250 
ft.  Estimated  construction  cost  $49,600,  first 
year  operating  cost  $30-40,000,  revenue  $30- 
50,000.  P.  O.  address  1393  N.  Main  St.,  Logan. 
Studio-trans,  location  1393  N.  Main  St.  Geo- 
graphic coordinates  41°  45'  0"  N.  Lat.,  111° 
50'  03"  W.  Long.  Trans-ant.  Philco.  Con- 
sulting engineer  Clayton  &  Evans,  Salt  Lake 
City.  Principals  include  Herschel  Bullen 
(pres. -41.6%),  Logan  real  estate  broker,  and 
Reed  Bullen  (sec.-treas.-31.5%),  gen.  mgr., 
KVNU  Logan.  Applicant  is  licensee  of 
KVNU.  Cp,  granted  Feb.  27,  1958,  was  al- 
lowed to  expire.  Ann.  March  12. 

APPLICATION 
Salem,  Ore. — Oregon  Television  Inc.,  vhf 
ch.  3  (60-66  mc);  ERP  1  kw  vis.,  0.5  kw 
aur.;  ant.  height  above  average  terrain  386 
ft.,  above  ground  132  ft.  Estimated  con- 
struction cost  $204,635,  first  year  operating 
cost  $125,000,  revenue  $100,000.  P.  O.  ad- 
dress 735  Southwest  20th  Place,  Portland  5. 
Studio  and  trans,  location  3  miles  west  of 
center  of  Salem.  Geographic  coordinates  44° 
56'  29"  N.  Lat.,  123°  05'  26"  W.  Long.  Trans, 
and  ant.  RCA.  Legal  counsel  Koteen  &  Burt. 
Consulting  engineer  A.  Earl  Cullum  Jr.  Ap- 
plicant corporation  is  100%  owned  by 
George  Haggarty.  Applicant  also  owns 
KPTV  (TV)  Portland,  Ore.  Ann.  March  13. 

Translators 

Citizens  Tv  Inc.,  Milton-Freewater,  Ore. 

— Granted  cp  for  new  tv  translator  station 

on  ch.  71  to  translate  programs  of  KHQ- 

TV  ch.  6  Spokane,  Wash. 

New  Am  Stations 

APPLICATIONS 

Punta  Gorda,  Fla. — Lindsay  Bcstg.  Co. 
1350  kc,  500  w  D.  P.  O.  address  1017  Wabash 
Ave.,  Marion,  Ind.  Estimated  construction 
cost  $17,600,  first  year  operating  cost  $36,000, 
revenue  $38,000.  Applicant  is  Richard  E. 
Lindsay,  who  formerly  had  interest  in 
WMRI-AM-FM  Marion,  Ind.  Ann.  March  18. 

Dedham,  Mass. — Transcript  Press,  Inc. 
1550  kc.  1  kw  D.  P.  O.  address  420  Washing- 
ton St.  Estimated  construction  cost  $33,428, 
first  year  operating  cost  $65,000,  revenue 
$70,000.  Equal  owners  are  Frank  W.  Massey 
and  Richard  W.  Davis  who  are  newspaper 
publishers.  Ann.  March  12. 

Houston,  Mo. — Robert  F.  Neathery  1250 
kc,  500  w  D.  P.  O.  address  Box  553,  West 
Plains,  Mo.  Estimated  construction  cost  $9,- 
676,  first  year  operating  cost  $24,800,  revenue 
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$28,500.  Applicant  owns  KWPM-AM-FM 
West  Plains,  Mo.,  and  has  interests  in  KALM 
Thayer,  KUKU  Willow  Springs,  KBHM 
Branson,  all  Missouri,  and  KAMS-FM 
Mammoth   Spring,   Ark.   Ann.  March  18. 

Bristol,  Tenn. — John  K.  Rogers  1550  kc, 
1  kw  D.  P.  O.  address  423  Spruce  St.  Esti- 
mated construction  cost  $19,381,  first  year 
operating  cost  $68,000,  revenue  $85,000.  Ap- 
plicant is  part  owner  motion  picture  theatre. 
Ann.  March  18. 

Clinton,  Tenn.— Clinton  Bcstg.  Co.  1570 
kc,  250  w  D.  P.O.  address  Box  3062,  Greene- 
ville,  Tenn.  Estimated  construction  cost 
$21,850,  first  year  operating  cost  $36,000, 
revenue  $45,000.  Applicants  include  Paul 
Metcalfe,  Clifford  Spurlock  (42%.  each)  and 
others.  Mr.  Metcalfe  is  majority  owner 
WGRV  Greeneville,  and  Mr.  Spurlock  is 
minister.  Ann.  March  17. 

Dishman,  Wash.— Bar  None  Inc.  1430  kc, 
1  kw.  D.  P.  O.  address  Box  1,  Dishman. 
Estimated  construction  cost  $14,673,  first 
year  operating  cost  $29,208,  revenue  $35,000. 
Equal  owners  are  Leo  Billings,  owner  radio- 
tv  correspondence  school;  Lauren  E.  Buck, 
employe  drug  manufacturing  firm;  and 
Lawrence  F.  Jacobs,  medical  doctor.  Ann. 
March  16. 

Seattle,  Wash.— Paul  R.  Heitmeyer  1440 
kc,  1  kw  D.  P.  O.  address  600  Hollywood 
West,  Detroit  3.  Estimated  construction  cost 
$20,798,  first  year  operating  cost  $60,000, 
revenue  $72,000.  Mr.  Heitmeyer  is  associated 
with  business  brokage.  Ann.  March  13. 


Existing  Am  Stations 

ACTIONS  BY  FCC 

WGUY  Bangor,  Me.— Granted  change  of 
operation  from  1230  kc,  250  w,  U,  to  1250 
kc,  D;  remote  control  permitted;  engineer- 
ing condition.  Ann.  March  12. 

KEED  Springfield,  Ore.— Granted  applica- 
tion to  specify  station  location  as  Eugene 
as  well  as  Springfield.  Ann.  March  12. 

WLPM  Suffolk,  Va.— Granted  change  of 
facilities  from  1450  kc,  250  w,  U.  to  1460 
kc,  500  w-N,  1  kw-LS.  DA-N;  engineering 
conditions.  Ann.  March  12. 

WIVI  Christiansted,  V.  I.— Granted  change 
of  operation  from  1040  kc.  250  w.  U,  to  970 
kc,  1  kw,  U;  engineering  condition.  Ann. 
March  12. 

APPLICATIONS 
WJHO  Opelika,  Ala.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  (1400  kc)  Ann.  March  17. 

WTNT  Tallahassee,  Fla.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  (1450  kc)  Ann.  March  13. 

WRWH  Cleveland,  Ga.— Cp  to  increase 
power  from  500  w  to  1  kw  and  install  new 
trans.  (1350  kc)  Ann.  March  13. 

WACE  Chicopee,  Mass. — Cp  to  increase 
power  from  1  kw  to  5  kw  and  install  new 
trans.  (730  kc)  Ann.  March  13. 

WSNJ  Bridgeton,  N.  J.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  (1240  kc)  Ann.  March  17. 

KOB  Albuquerque,  N.M.  —  Application 
amended  for  770  kc  ,  50  kw,  Unl.  DAN,  in 
accordance  with  Commission's  requirement 
in  its  order  and  opinion,  adopted  Sept.  5, 
1958.  Ann.  March  16. 

WPAY  Portsmouth,  Ohio — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  (1400  kc)  Ann.  March  16. 

KRWC  Forest  Grove,  Ore. — Cp  to  increase 
power  from  1  kw  to  5  kw,  change  ant. -trans, 
and  studio  location,  delete  remote  control 
operation  of  trans.,  changes  in  ant.  system 
(increase  height),  changes  in  ground  sys- 
tem, install  new  trans,  and  change  station 
location  to  Beaverton,  Ore.  (1570  kc)  Ann. 
March  13. 

WNAR  Norristown,  Pa. — Cp  to  increase 
power  from  500  w  to  50  kw,  change  ant.- 
trans.  location,  install  DAD,  changes  in 
ground  system  and  install  new  trans.  (1110 
kc)  Ann.  March  13. 

WGRV  Greeneville,  Term.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  in- 
stall new  trans.  (1340  kc)  Ann.  March  16. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Shreveport,  La.— Good  Music  Inc.,  Granted 
96.5  mc,  11  kw.  P.O.  address  Box  727.  Esti- 
mated construction  cost  $4,200,  first  year 
operating  cost  $5,000,  revenue  $7,000.  Appli- 
cant is  licensee  of  KBCL  Bossier  City,  La. 
Ann.  March  12. 

Palmyra,  Pa.— William  N.  Reichard  Grant- 
ed 92.1  mc,  760  w.  P.O.  address  707  Arlington 
St.,  Tamaqua,  Pa.  Estimated  construction 
cost  $11,503,  first  year  operating  cost  $20,000, 
revenue  $25,000.  Applicant  is  employe  of 
auto  dealer.  Ann.  March  12. 

Port  Arthur,  Tex. — Triangle  Bcstg.  Co., 
Granted  93.3  mc,  3.2  kw.  P.O.  address  Good- 
hue Hotel  Bldg.,  Box  430.  Estimated  con- 
struction cost  $11,470,  first  year  operating 
cost  $9,600,  revenue  $15,000.  Harry  Diehl, 
sole  owner,  is  in  electronic  parts.  Ann. 
March  12. 

APPLICATIONS 
Colorado  Springs,  Colo. — KVOR  Inc.  92.9 
mc,  1  kw.  P.O.  address  512  S.  Tejon.  Esti- 
mated construction  cost  $8,295,  first  year  op- 
erating cost  $6,000,  revenue  $10,000.  Appli- 
cant owns  KVOR  Colorado  Springs.  Ann. 
March  18. 

Elizabeth,  N.J.— Camden  Bcstg.  Co.,  105.9 
mc,  .37  kw.  P.O.  address  Box  131,  Cresskill, 
N.J.  Estimated  construction  cost  $1,600,  first 
year  operating  cost  $5,400,  revenue  $13,000. 
Applicant  Donald  J.  Lewis  is  general  mana- 
ger Multiplex  Services  Corp.  Ann.  March  18. 

Port  Jefferson,  N.Y.— John  R.  Rieger  Jr. 
95.9  mc,  0.74  kw.  P.O.  address  20  Lake 
End  Rd.,  Merrick,  N.Y.  Mr.  Rieger  is  owner 
WLIR  (FM)  Hicksville,  N.Y.  Ann.  Feb.  2. 

Opportunity,  Wash. — KZUN  Die,  96.1  kc. 
3.32  kw.  P.O.  address  Box  123.  Estimated 
construction  cost  $11,430,  first  year  operating 
cost  $5,000,  revenue  $6,000.  Applicant  owns 
KZUN  Opportunity.  Ann.  March  18. 


Existing  Fm  Stations 

ACTIONS  BY  FCC 

KSJO-FM  San  Jose,  Calif  .—Granted  SCA 
to  engage  m  functional  music  operation  on 
multiplex  basis. 

WTCX  (FM)  Petersburg,  Fla.— Granted 
SCA  to  engage  in  functional  music  operation 
on  multiplex  basis;  condition. 

WLNA-FM  Peekskill,  N.  Y.— Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis;  condition. 

KEGA  (FM)  Eugene,  Ore.— Granted  mod. 
of  cp  to  specify  station  location  as  Spring- 
field as  well  as  Eugene. 

WPJB-FM  Providence,  R.  I.— Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis. 


Ownership  Changes 

ACTIONS  BY  FCC 
KUEQ    Phoenix,    Ariz.— Granted  assign- 
ment of  license  to  Dynamic  Communications 
Inc.    (Carson    E.    Cowherd);  consideration 
$261,319. 

KNLR  North  Little  Rock,  Ark.— Granted 
transfer  of  control  from  Chester  H.  Pierce 
to  L.  R.  Luker;  consideration  $64,059. 

KIMN  Denver,  Colo.— Granted  (1)  re- 
newal of  license  and  (2)  assignment  of  li- 
censes and  cp  to  Mile  High  Stations  Die; 
consideration  $175,000.  Assignee  president, 
Cecil  L.  Heftel,  has  interest  in  KLO  Ogden, 
Utah,  and  is  officer  without  stock  in  KGEM 
Boise,  and  KLLX-AM-TV  Twin  Falls,  both 
Idaho. 

WMFJ  Daytona  Beach,  Fla. — Granted 
transfer  of  negative  control  from  Emil  J. 
Arnold  to  John  Creutz;  consideration  $2,000 
for  50%  interest. 

WKTG  Thomasville,  Ga. — Granted  assign- 
ment of  license  to  James  S.  Rivers,  d/b  Ra- 
dio Station  WKTG;  consideration  $60,000 
plus  assignor  agreement  not  to  engage  in 
radio  business  in  Thomas  County  for  4^2 
years.  Mr.  Rivers  owns  or  has  interest  in 
WMJM  Cordele,  WTJH  East  Point,  WDOL 
Athens,  WJAZ  Albany,  and  WCAL  Way- 
cross,  all  Georgia,  Comr.  Bartley  abstained 
from  voting. 

WBRO  Waynesboro,  Ga. — Granted  assign- 
ment of  license  to  Collins  Corp.  of  Georgia 
(F.  K.  Graham,  president);  consideration 
$35,000.  One  assignee  stockholder,  M.  F. 
Brice,  is  half  owner  of  WVOP  Vidalia,  Ga. 

WCUM-AM-FM  Cumberland,  Md. — Grant- 
ed assignment  of  licenses  to  Allegheny 
County  Bcstg.  Corp.  (Hollis  M.  Seavey  and 
wife);  consideration  $125,000. 

WKDL  Clarksdale,  Miss.— Granted  trans- 
fer of  control  from  Joseph  G.  Rachuba  and 
John  B.  Craddock  to  Farley  Salmon  Jr.,  and 
William  Salmon;  consideration  $29,964. 

KYSS   Missoula,  Mont. — Granted  assign- 
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HARRY  LE  BRUN,  Vice-President  and  General 
Manager,  WLW-A,  Atlanta,  Georgia.  WLW- 
A  is  the  fourth  Crosley  station  to  install  a 
Dresser-ldeco  tower.  The  others  are  WLW-I, 
Indianapolis,  lnd.;  WLW-D,  Dayton,  Ohio; 
WLW-C,  Columbus,  Ohio 


"Taller  tower  by  Dresser-ldeco 
helps  reach  683,000  more  viewers. 

"New  1042'  tower  increases  our 
coverage  32%,"  says  Harry  Le  Brun 
of  Atlanta's  WLW-A. 


"Here's  how  a  taller  tower  is  paying  off  for  WLW-A.  Our  new 
1042'  Dresser-ldeco  tower  with  travelling  wave  antenna  blankets 
1 17  counties  in  Georgia,  Alabama,  Tennessee  and  North  Carolina. 
That's  43  more  than  could  be  covered  with  the  smaller  585'  tower 
it  replaced.  And  now  WLW-A  reaches  almost  three-quarters  of  a 
million  more  Georgians  than  before.  In  Georgia  alone,  WLW-A's 
enlarged  market  has  a  buying  income  of  $3.7  billion,  seventy 
percent  of  the  state's  total.  Its  audience  of  2,880,700  viewers  ac- 
count for  over  two-thirds  of  Georgia  retail  store  sales." 

WLW-A  had  good  reasons  for  selecting  a  Dresser-ldeco  tall 
tower  when  they  decided  to  expand  coverage.  "We  wanted  a 
completely  dependable  tower  for  equipment  as  vital  as  our 
antenna,"  reports  Harry  Le  Brun,  "and  no  one  matches  Dresser- 
Ideco's  experience  in  tall  towers.  It's  easy  to  see  the  results  of  this 
experience.  We  were  impressed  with  Dresser-Ideco's  careful  atten- 
tion to  detail  at  every  stage  of  the  job's  development.  They  did  an 
excellent  job,  we  haven't  had  a  bit  of  trouble.  Believe  me,  it  pays 
to  deal  with  a  top-notch  tower  designer-builder." 

Dresser-ldeco  has  built  over  half  the  lOOO'-plus  television 
towers  in  service  today.  It  will  pay  you  to  talk  to  Dresser-ldeco 
about  your  plans  to  grow  bigger  with  a  taller  tower. 


WLW-A's  new  1042' 
Dresser-ldeco  tall  towe 


Dresser-ldeco  Company 

Division  of  Dresser  Industries,  Inc. 


TOWER  DIVISION,  DEPT.  T-93 
875  MICHIGAN  AVE.,  COLUMBUS  8,  OHIO 


One  hundred 
eleven* 
national 
and 

regional 
spot 

advertisers 
know 

Terre  Haute 
is  not  covered 
effectively 
by  outside 
TV 


WTH1-TV  —10 

TERRE  HAUTE,  INDIANA 

Represented  Nationally  by  Boiling  Co., 
Angeles  -San  Francisco  -  Boston  •  New  York  ■  Chicago  • 


CBS 
ABC 


CRASH  THE  DENVER 
MARKET  WITH  KOSI 


In  Denver  the  influence  station  is 
KOSI.  Because  KOSI  has  listener 
loyalty— and  the  folks  with  money 
to  spend.  They  respond  to  KOSI 
advertisers— and  buy  merchandise  and 
services!  No  double  spotting! 
So  contact  PETRY  about  the  prize 
Denver  buy— that  will  win  sales 
awards  for  you— KOSI!  10%  discount 
when  buying  KOSI-and  KOBY, 
San  Francisco! 

For  Greenville,  Mississippi  —  it's 
WGVM. 

KOSI/ 


5,000  watts 
in  Denver 


Mid- America  Broadcasting  Co. 


ment  of  cp  from  Gerald  Colkitt,  H.  B. 
Murphy,  Wallace  K.  Reid  and  Harold  C. 
Singleton  to  Mr.  Reid,  A.  James  Arrighi  and 
Robert  D.  Chamberlain,  d/b  Treasure  State 
Bcstg.  Co.;  consideration  $1,625.  Mr.  Reid  is 
also  one-third  owner  of  KORD  Pasco,  Wash. 

KBMI  Henderson,  Nev.— Granted  assign- 
ment of  license  to  Maxwell  E.  Richmond 
(WPGC-AM-FM  Morningside,  Md.,  and 
WMEX  Boston,  Mass.);  consideration  $32,000. 

WBNC  Conway,  N.  H. — Granted  assign- 
ment of  license  to  William  R.  Sweeney 
(WERI  Westerly,  R.  I.);  consideration  $40,- 
000  plus  assignor  agreement  not  to  engage 
in  broadcasting  business  in  Conway  for  5 
years. 

WADP  Kane,  Pa.— Granted  assignment  of 
license  and  cp  to  Kane  Bcstg.  Corp.  (Gordon 
L.  Hanks,  president);  consideration  $26,000. 

WPRO-AM-FM-TV  Providence,  R.  I. — 
Granted  assignment  of  licenses  to  Capital 
Cities  Tele.  Corp.;  consideration  $6,508,808 
subject  to  adjustments;  conditioned  that  no 
conversion  rights  for  debentures  to  common 
stock  existing  in  favor  of  John  B.  Poole, 
pursuant  to  his  agreement  of  Feb.  3,  1959,  to 
purchase  debentures  of  licensee,  be  exer- 
cised until  information  with  respect  thereto 
is  filed  with  the  Commission  at  least  60 
days  prior  to  the  date  of  such  conversion. 
Assignee  is  licensee  or  permittee  of  WROW- 
AM-FM  and  WTEN  (TV)  Albany.  N.  Y., 
WCDB  (TV)  Hagaman,  N.Y.,  WCDC  (TV) 
Adams,  Mass.,  WTVD  (TV)  Durham,  N.C., 
and  has  interest  in  WDNC-AM-FM  Durham. 
Comr.  Bartley  abstained  from  voting. 

KABR  Aberdeen,  S.D. — Granted  assign- 
ment of  license  to  Frank  E.  Fitzsimonds 
(KXGO  Fargo;  KXJB-TV  Valley  City; 
KXMC-TV  Minot,  and  KBMB-TV  Bismarck, 
all  North  Dakota,  and  KXAB-TV  Aberdeen, 
S.D.);  consideration  $80,000. 

WTRO  Dyersburg,  Tenn.— Granted  trans- 
fer of  control  from  William  E.  Davis  and 
Pinknev  B.  Cole  Jr.,  to  John  M.  Latham, 
et  al.;  consideration  $65,000.  Mr.  Latham  is 
one-third  owner  of  WLAY  Muscle  Shoals,  Ala. 

KERC  Eastland,  Tex.— Granted  assign- 
ment of  license  to  Circle-S  Inc.  (William  H. 
Shriner,  president);  consideration  $22,000. 

KASL  Newcastle,  Wyo. — Granted  acquisi- 
tion of  positive  control  by  Stella  S.  Parrott 
through  return  of  50%  of  stock  from  Floyd 
L.  and  Doris  Sparks;  no  monetary  consider- 
ation. 

APPLICATIONS 

WLAY  Muscle  Shoals,  Ala. — Seeks  assign- 
ment of  license  from  Gregory  Bcstg.  Corp. 
to  Slatton  Quick  Inc.  for  $85,000.  Purchasers 
are  Wagner  P.  Thielens  Jr.  (51%),  Columbia 
U.  professor;  C.  H.  Quick  (24V2%),  who  has 
interests  in  WSUH  Oxford  and  WCRR  Cor- 
inth, both  Mississippi,  and  John  L.  Slatton 
(24W,),  one-third  owner  WJBB  Haleyville, 
Ala.  Ann.  March  13. 

KCUB  Tucson,  Ariz. — Seeks  assignment  of 
license  to  Boffard  Bcstg.  Corp.  from  Gordon 
Bcstg.  of  Tucson,  for  $200,000.  Sole  owner 
will  be  RalDh  R.  Boffard.  Mr.  Boffard  is 
owner  Bob  Ford  Radio  Ltd.  in  Johannes- 
burg, South  Africa.  Arm.  March  13. 

KXRJ  Russellville,  Ark. — Seeks  transfer  of 
20%  interest  of  Joe  D.  Shepherd  to  C.  R. 
Home,  present  80%  owner,  for  $19,000.  Mr. 
Home  also  has  interest  in  KWCB  Searcy, 
Ark.  Ann.  March  13. 

KTVR  (TV)  Denver,  Colo.— Seeks  transfer 
of  50%  positive  control  of  KTVR  Die.  from 
Radio  Hawaii  Die.  to  Gotham  Bcstg  Corp. 
for  approximately  $160,000.  After  transfer, 
Gotham  will  be  sole  owner  of  KTVR.  Ann. 
March  13. 


WHYS  Ocala,  Fla.-^Seeks  assignment  of 
license  from  Marion  County  Bcstg.  Dae.  to 
Associated  Bcstrs.  Die.  Associated  will  oper- 
ate WHYS  on  lease  agreement  paying  $550 
monthly.  Nine  equal  stockholders  in  Asso- 
ciated include  present  WHYS  owner  W.  H. 
Martin,  who  also  is  licensee  WYSE  Lake- 
land, Fla.  Ann.  March  13. 

WAXE  Vero  Beach,  Fla. — Seeks  assign- 
ment of  license  from  WNTM  Die.  to  R.  M. 
Chamberlin  for  $65,000.  Mr.  Chamberlin, 
with  his  wife,  owns  WRGR  Starke,  Fla.  Ann. 
March  17. 

WGOA  Winter  Garden,  Fla.— Seeks  as- 
signment of  license  from  E.  V.  Price  to 
John  Bradford  Cook  Jr.  for  $58,000.  Mr.  Cook 
is  owner  WKKO  Cocoa,  Fla.  Ann.  March  13. 

WABW  Annapolis,  Md.— Seeks  transfer  of 
negative  control  of  WASL  Broadcasting  Inc. 
from  William  and  James  G.  Calomiris  (who 
each  own  25%)  to  Max  Reznick  (present 
50%  owner).  Messrs.  Calomiris  are  assum- 
ing $25,000  indebtedness  of  corporation.  Ann. 
March  17. 

WWIN  Baltimore,  Md.— Seeks  transfer  of 
minority  interest  of  Belvedere  Bcstg.  Corp. 
from  J.  Harry  West  to  Thomas  F.  McNulty 
for  $23,000.  After  transfer  Mr.  McNulty  will 
own  50.1%.  Ann.  March  18. 

WCRR  Corinth,  Miss.— Seeks  transfer  of 
control  of  Rebel  Radio  Inc.  from  C.  H. 
Quick,  J.  R.  Adams  and  John  O.  Leslie  to 
George  W.  Scott  Jr.  and  Carl  Welch  for 
$8,650  and  assumption  of  corporate  liabilities 
not  exceeding  $39,929.  Mr.  Scott  (74%)  is 
distributor  oil  products  and  Mr.  Welch 
(26%)  is  manager  WCRR.  Ann.  March  13. 

WLEM  Emporium,  Pa. — Seeks  transfer  of 
control  of  Emporium  Bcstg.  Co.  from 
Cameron  Manufacturing  Corp.  to  James  A. 
Spotts  (53.9%  )  and  Dean  L.  Close  (44.1%) 
for  $35,000.  Messrs.  Spotts  and  Close  are 
presently  WLEM  employes.  Ann.  March  16. 

WFRA  Franklin,  Pa.— Seeks  assignment  of 
license  from  Robert  H.  Sauber  to  North- 
western Pennsylvania  Bcstg.  Inc.  which  is 
owned  by  Mr.  Sauber  (60%),  Samuel  A. 
Breene  (28%)  and  F.  Earle  Magee  Jr.  Mr. 
Sauber  also  has  interest  in  WTIV  Titusville, 
Pa.  Others  are  lawyers.  Ann.  March  12. 

WERI  Westerly,  R.I.— Seeks  assignment  of 
license  from  Radio  Westerly  Die.  to  Dr. 
Augustine  L.  Cavallaro,  oral  surgeon.  Con- 
sideration $100,000.  Ann.  March  13. 

WJOT  Lake  City,  S.C. — Seeks  assignment 
of  license  from  Lake  Bcstg.  Corp.  to  Lake 
City  Bcstg.  Corp.  for  $51,500.  Purchasers  in- 
clude Russell  George  Busdicker  (35%),  Clay- 
ton B.  Hannon  (25%),  Alvin  Strasburger 
(20%)  and  others.  Mr.  Busdicker  is  manager 
WOIC  Columbia,  S.C.  and  Messrs.  Hannon 
and  Strasburger  are  retail  merchants.  Ann. 
March  13. 

KTXO  Sherman,  Tex.— Seeks  assignment 
of  license  from  KTAN  Bcstg.  Co.  to  O'Con- 
nor Bcstg.  Corp.  which  is  owned  by  same 
people.  No  consideration  involved.  Ann. 
March  12. 

KZUN  Opportunity,  Wash.— Seeks  as- 
signment of  license  from  Robert  L.  Swartz, 
Arthur  R.  MacKelvie  and  Howard  G.  Olsen 
d/b  The  Voice  of  the  Spokane  Valley  to 
same  principals  doing  business  as  KZUN 
Die.  Ann.  March  18. 

KHON  Honolulu,  T.H. — Seeks  assignment 
of  license  from  South  Pacific  Bcstg.  Ltd.  to 
KHON  Bcstg.  Die.  Application  is  for  assign- 
ment of  license  only,  no  physical  properties 
involved.  No  consideration  involved.  New 
licensee  will  be  H.  G.  Fearnhead,  v.p.  and 


ALLIED  always  has  the  BROADCAST  TUBES  you  need 


IMMEDIATE  DELIVERY  OH 

RCA  7038  {  

tubes  for  broadcast  station  use. 
Ilk  to  us  for  immediate  expert 
shipment  from  the  world  a ;  largest 
stocks  of  electronic  supplies- 
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.  See  your  allied 
'  452-page  1959  Buy- 
ing Guide  for  sta- 
i  tion  equipment  and 
1  supplies.  Get  what 
vou  want  when  you 
!  want  it.  Catalog 
copies  are  available 
on  request. 

ALLIED  RADIO 

T00  N-Western  Ave.,  Chicago  60,  III. 
Phone:  HAymorket  1-6800 
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America's  giant  new  missiles 
take  shape  on  rails  of  steel 

Another  example  of  how  railroad  progress  goes  hand  in  hand  with  U.  S.  progi 

One  of  the  most  exciting  and  dramatic  developments  in  America  today 
is  to  be  found  in  the  skies  above  Cape  Canaveral  —  as  our  mighty  missile's 
thrust  into  outer  space,  exploring  the  frontier  of  the  future. 

America's  progressive  railroads  are  essential  to  almost  every  phase  of 
missile  production  .  .  .  hauling  tremendous  loads  of  raw  materials,  steel, 
electronic  equipment,  assemblies  and  subassemblies.  No  other  form  of 
transportation  can  do  these  great  jobs  with  the  efficiency  and  economy 

of  the  railroads.  -        — "~Jr  _  ^kTia. 

The  railroads  are  vital  to  America's  defense  and  to  the  growth  of  its  railroad  progress.-  Ingenious  machines  such  as 
pmnnm„  T,  .  u  »■  j       ■  |  ,       giuwm  or  us        this  air-pressure  ballast  tamper  help  to  assure  smooth 

economy.  The  country  -  you  -  couldn  t  do  without  them.  rides  for  passengers  and  freight. 


AMERICA  MOVES  AHEAD  WITH  THE  RAILROADS 

Association  of  American  Railroad*,  Washington,  D.  C. 


ESSENTIAL  TO  THE  NATION'S  ECONOMY 
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Planning 
a  Radio 
Station? 


wee/fares 


This  valuable  planning  guide 
will  help  you  realize  a  greater 
return  on  your  equipment  in- 
vestment. Installation  and 
maintenance  procedures,  out- 
lined in  this  new  brochure,  will 
show  you  how  to  get  long 
equipment  life  and  top  per- 
formance for  your  station. 


For  your  free  copy  of  this  brochure, 
write  to  RCA,  Dept.  RD-22, Building 
15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 

RADIO  CORPORATION 
Of  AMERICA 


Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Herbert  Sharfman  is- 
sued initial  decision  looking  toward  affirm- 
ing Commission's  Oct.  22,  1958,  grant  of  ap- 
plication of  Jack  L.  Goodsitt  for  new  am  sta- 
tion (WTOJ)  to  operate  on  1460  kc,  1  kw,  D, 
Toman,  Wis.,  and  setting  aside  Dec.  22, 
1958.  action  which  postponed  effective  date 
of  grant  pending  hearing  on  protest  by 
Tomah-Mauston  Bcstg.  Co.,  Inc.  (WTMB), 
Tomah.  Ann.  March  12. 

Hearing  Examiner  Charles  J.  Frederick 
issued  initial  decision  looking  toward  grant- 
ing application  of  Irving  Braun  for  mod.  of 
to  change  facilities  of  station  WEZY 
Cocoa,  Fla.,  from  1480  kc,  1  kw,  D,  to  1350 
kc,  1  kw-N.  500  w-D  DA-N.  Ann.  March  18. 

Hearing  Examiner  Charles  J.  Frederick  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  Radio  Mid-Pom,  Inc.,  for 
new  am  station  to  operate  on  1390  kc,  1  kw. 
D,  in  Middleport-Pomeroy,  Ohio.  Ann.  March 
18. 

Hearing  Examiner  Isadore  A.  Honig  issued 
initial  decision  looking  toward  waiving  sect. 
3.24(b|(7)  of  rules  and  granting  application 
of  KWEW  Inc.,  for  increase  of  daytime 
power  of  station  KWEW  Hobbs,  N.M.,  from 
1   kw   to   5   kw,   continuing    operation  on 

180  kc,  DA,  with  1  kw-N.  Ann.  March  17. 

OTHER  ACTIONS 

Joseph  F.  Sheridan,  Ukiah,  Calif. — Desig- 

ated  for  hearing  application  for  new  am 
station  to  operate  on  900  kc,  250  w,  D;  made 
KLX  Oakland,  a  party  to  proceeding. 

By  order,  on  request  by  Bakersfield  Bcstg. 
Co.  (KBAK-TV,  ch.  29),  Bakersfield,  Calif.. 
Commission  consolidated  in  single  oral  argu- 
ment on  April  16,  at  2:15  p.m.,  proceedings 
on  KBAK-TV 's  protests  to  grants  of  applica- 
tions of  Pacific  Bcstrs.  Corp.  and  Kern 
County  Bcstg.  Co.  for  new  tv  stations  to 
operate  on  chs.  39  and  17,  respectively,  in 
Bakersfield;  allowed  each  of  parties  20  min- 
utes to  present  argument.  Ann.  March  12. 

By  further  notice  of  inquiry.  Commis- 
sion enlarged  scope  of  its  proceedings  look- 
ing into  possible  wider  uses  for  fm  subsid- 
iary communications  authorizations  to  in- 
clude specific  data  on  subject  of  stereo- 
phonic broadcasting  by  fm  stations. 

Comments  received  in  response  to  original 
notice  of  inquiry  reveal  growing  interest  in 
stereophonic  multiplexing  on  part  of  fm 
broadcasters,  as  well  as  various  manufactur- 
ing, trade  associations,  and  listener  groups. 
Inasmuch  as  development  of  stereophonic 
broadcasting  is  related  to  use  of  fm  channels 
for  transmission  of  non-broadcast  material, 
such  as  storecasting  and  background  music 
services  offered  under  subsidiary  communi- 
cations authorizations  on  subscription  basis, 
Commission  invites  submission  of  data  and 
opinions  by  June  10  on  aspects  of  stereo- 
phonic multiplexing.  Ann.  March  12. 


Routine  Roundup 


Commission  has  revised  its  Radio  Equip- 
ment List,  Part  A,  showing  transmitters, 
translators  and  monitors  acceptable  as  of 
February  6  for  use  in  the  tv  broadcast  serv- 
ice, provided  operation  is  in  accordance 
with  Commission's  rules  and  listed  tech- 
nical specifications  are  not  exceeded.  "Type 
acceptance"  is  required  for  such  listing  of 


transmitters,  and  "type  approval"  for  trans- 
lators and  monitors. 

Two-page  list  is  not  available  for  general 
distribution,  but  copies  may  be  inspected  at 
Commission's  Washington  office  and  field  of- 
fices. Industries  and  others  interested  in  re- 
producing list  may  arrange  with  the  Tech- 
nical Research  Division.  Office  of  Chief  En- 
gineer, for  loan  of  copy  for  that  purpose. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  March  13 
KBJT  Fordyce,  Ark. — Granted  assignment 
of  cp  to  KBJT  Inc. 

WROM  Rome,  Ga. — Granted  involuntary 
assignment  of  license  to  Dean  Covington, 
Mrs.  Edward  N.  McKay,  and  Charles  E. 
Doss,  partnership,  d/b  as  Coosa  Valley  Ra- 
dio Co. 

KFEQ  St.  Joseph,  Mo.— Granted  mod.  of 
license  to  operate  trans,  by  remote  control 
using  DA-D  and  N  (DA-2);  conditions. 

WSYR  Syracuse,  N.Y. — Granted  mod.  of 
license  to  operate  main  trans,  by  remote 
control,  using  DA  (DA-2);  conditions. 

KIXL-FM  Dallas,  Tex.— Granted  cp  to  de- 
crease ERP  to  20.5  kw,  ant.  height  to  460  ft. 
and  install  new  trans.;  remote  control  per- 
mitted; condition. 

KINT  El  Paso,  Tex.— Granted  mod.  of  cp 


cp  to  side-mount  fm  ant.  on  new  no.  6  tower 
of  WDAS;  conditioned  upon  full  compliance 
with  the  terms  of  consent  decree  entered 
Dec.  5,  1958,  by  U.  S.  District  Court  for  the 
Eastern  District  of  Pennsylvania  in  civil 
action  no.  21138. 

WONE-FM,  Dayton,  Ohio — Granted  mod. 
of  cp  to  change  type  trans. 

WMPS-FM  Memphis,  Tenn.  —  Granted 
mod.  of  cp  to  change  ERP  to  6.6  kw;  ant. 
height  390  ft.;  change  type  ant.  and  specify 
studio  location;  condition. 

WDAS-FM,  Philadelphia,  Pa. —  Granted 
mod  of  cp  to  change  type  ant.,  type  trans, 
and  make  changes  in  ant.  system;  ERP  20 
kw,  ant.  200  ft 

KGNO  Dodge  City,  Kans.— Remote  con- 
trol permitted  while  using  non -directional 
ant. 

KXAR  Hope,  Ark. — Granted  extension  of 
authority  to  operate  specified  hours. 

Actions  of  March  12 

KQTY  Everett,  Wash.— Granted  assign- 
ment of  license  to  Walter  N.  Nelskog. 

KQDY  Minot,  N.D.— Granted  assignment 
of  license  to  D.  Gene  Williams,  et  al. 

KUDI  Great  Falls,  Mont. — Granted  acqui- 
sition of  negative  control  by  Paul  Crain 
through  purchase  of  stock  from  Walter  N. 
Nelskog. 

KPEN  (FM)  Atherton,  Calif. — Granted 
mod  of  cp  to  change  ERP  to  3o  kw;  ant. 
height  to  1,080  ft.;  change  trans,  location 
and  type  trans.;  waived  sect.  3.205  of  rules 
to  permit  studio  to  be  located  outside  city 
where  station  is  located  and  at  site  other 
than  trans,  site. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KRAK 
Stockton,  Calif,  to  Sept.  1;  WDVL  Vinland. 
N.J.  to  April  30;  WETC  Wendell-Zebulon, 
N.C.  to  June  30;  WELZ  Belzoni,  Miss,  to 
April  30;  KINT  El  Paso,  Tex.  to  May  1;  KIXZ 
Amarillo,  Tex.  to  Sept.  22;  KBJT  Fordyce, 
Ark.  to  July  6;  KINK  Phoenix,  Ariz,  to  June 
15;  KPEN  (FM)  Atherton.  Calif,  to  June  21; 
WKDN-FM  Camden,  N.J.  to  July  23;  WSJG 
i  FM )  Miami.  Fla.  to  June  27;  WYNS  (FM) 
Towson.  Md.  to  July  3;  KBBI  Los  Angeles, 
Calif,  to  June  20;  WLOA-FM  Braddock,  Pa. 
June  1;  KGEE-FM  Bakersfield.  Calif,  to  June 


West  Virginia  property — 
single  station  market — 
500  watt  daytimer — ideal 
owner-operator  situation. 
$55,000 — 30%  down — 
balanceoutover5years. 

Contact  the  WASHINGTON,  D.  C.  OFFICE,  1737  De  S 


Chicago] 


the  office  nearest  you 


HAMILTON  •  STUBBLEFIELD  •  TWINING  and  Associates, Inc. 
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are  7-2754 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-131 

WASHINGTON,  D.  C. 
P.  O.  BOX  7037        JACKSON  5302 
KANSAS   CITY,  MO. 
Member  AFCCE 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bfdg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 

Washington  4,  D.  C. 

Member  AFCCE 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 
Member  AFCCE 


RUSSELL    P.  MAY 

711  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Slclom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,   N.  W., 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box   2468,   Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San   Francisco  28,  California 
Diamond  2-5208 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230    Executive  3-5851 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


Vandivere  &  Cohen 

Consulting    Electronic  Engineers 
617  Albee  Bldg.      Executive  3-4616 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


ervice  Director 


7 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 
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J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications— Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


FREQUENCY 
MEASUREMENT 

AM-FM-TV 
WLAK  Electronics   Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-1431.  5-5544 


contact 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.W. 
Washington  6,  D.  C. 

for  availabilities 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
16  S.  Kearney       Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be  Seen  by  85,000*  Readers 
—among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians—applicants for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


SUCCESSFUL 

BROADCASTERS 


Choose 

Stainless 
TOWERS 


Gordon  Sherman,  General  Manager 


WM  AY 

SPRINGFIELD.  ILLINOIS 


Mel  Feldman,  Chief  Engineer 
And  for  good  reasons,  too: 
*  Stainless   EXPERIENCE  in  design 


and  fabrication 

*  RELIABILITY  of  Stainless  installa- 
tions 

*  LOW  MAINTENANCE  COSTS  of 
Stainless  towers 

Ask  today  tor  tree 
literature  and  in- 
formation. 

Stainless,  inc. 

NORTH  WALES  •  PENNSYLVANIA 


SUMMARY  OF  COMMERCIAL  BROADCASTING 


CP 

Not  on 

116 
142 
103 


Commercial 
Non-commercial 


Compiled  by  BROADCASTING  through  March  18 

ON  AIR 

Lie.  Cps 

3,301  41 

549  42 

4481  71 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  March  18 
VHF  UHF 

439  80 
32  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Feb.  28,  1959 


Licensed  (all  on  air) 
CPs  on  air  (new  stations) 
CPs  not  on  the  air  (new  stations) 
Total  authorized  stations 
Applications  for  new  stations  (not  in  hearing) 
Applications  for  new  stations  (in  hearing) 
Total  applications  for  new  stations 
Applications  for  major  changes  (not  in  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 

tv  stations  which  are  no  longer  on  the  air 


TOTAL  APPLICATIONS 

For  new  stations 


TOTAL 

5193 


AM 

FM 

TV 

3,297 

545 

4481 

42 

46 

68- 

119 

134 

106 

3,458 

725 

666 

490 

44 

43 

130 

24 

63 

620 

68 

106 

519 

38 

40 

45 

0 

15 

564 

38 

55 

1 

1 

0 

0 

0 

'There  are 

licences. 
-  There 


addition, 


but  retain  theii 


addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

"  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 

'There  has  been,  in  addition, 


uhf  educational  tv  station  granted  but  now  deleted. 


26  and  KGFM  (FM)  Edmonds,  Wash,  to 
July  30.       Actions  0f  March  11 

KHQL-TV  Sterling,  Colo.— Granted  cp  to 
replace  expired  permit  for  tv  station 

KOFE  Pullman,  Wash.— Granted  author- 
ity to  sign-off  at  6  p.m.  for  months  of  April 
through  August. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WYZZ. 
(FM)  Wilkes-Barre,  Pa  to  March  31; 
WMUB-TV  Oxford,  Ohio  to  May  24.  KLFY- 
TV  Lafayette,  La.  to  Sept.  24. 

Actions  of  March  10 

Granted  licenses  for  following  fm  stations: 
WMKZ  Jackson,  Mich;  WLNA-FM  Peek- 
skill,  N.Y.;  condition;  WIFI  (FM)  Glenside, 

P  WBOE  Cleveland,  Ohio — Granted  license 
covering  decrease  of  ERP  to  9  kw  and 
changes  in  ant.  system. 

WFSU-FM  Tallahassee,  Fla.— Granted  li- 
cense covering  change  of  type  trans.,  in- 
crease tower  height  and  make  changes  in 

anKHFMe(FM)  Albuquerque,  N.M. — Granted 
license  covering  change  of  ERP  to  1,5 i  kw 
trans   and  studio  location  and  ant.  height. 

KCLE-FM  Cleburne,  Tex.— Granted  license 
covering    change    of    frequency,  increase 


ERP  to  6.35  kw,  installation  new  type  trans, 
and  type  ant.,  increase  ant.  height. 

WFMU  (FM)  East  Orange,  N.J.— Granted 
license  covering  change  ant. -trans,  location; 
remote  control  permitted 
|  WCRT  Birmingham,  Ala.  —  Granted  li- 
cense covering  increase  power  from  1  kw  to 
5  kw  and  installation  new  trans. 

WETU  Wetumpka,  Ala. — Granted  license 
covering  increase  power  from  1  kw  to  5  kw 
and  installation  new  trans.;  remote  control 
permitted.  _      ,   ,  ,.  

WKKH  Rockwood,  Tenn. — Granted  license 
covering  increase  in  power. 

KMMJ  Grand  Island,  Neb.— Granted  li- 
cense covering  installation  new  type  trans, 
as  aux.  trans,  at  present  main  trans,  site. 

KSFO  San  Francisco,  Calif. — Granted  li- 
cense covering  changes  in  ground  system. 

WDAE-FM  Tampa,  Fla. — Granted  license 
covering  installation  new  type  ant.;  ERP 
64  kw,  ant.  435  ft. 

WNAB  Bridgeport,  Conn.  —  Granted  li- 
cense covering  changing  ant. -trans,  loca- 
tion, making  changes  in  ant.  (increase 
height)  and  ground  system. 

WRC  Washington,  D.C.— Granted  license 
covering  installation  new  trans.;  condition. 

KFDX-TV  Wichita  Falls,  Tex.  —  Granted 
(Continued  on  Page  127) 


WANTED 

Promotion  Manager  for  Group 
of  Well  Established  Radio 
Stations. 


Apply,  Box  977H,  BROADCASTING 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Cheeks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

•  SITUATIONS  WANTED  204  P«  word — $2J00  minimum  •  HELP  WANTED  25tf  per  word — $2.00  minimum. 

•  DISPLAY  ads  $20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

•  All  other  classifications  30<f  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C 
Applicants :  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions, 

etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Bxoadcastikg  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or 


RADIO 

Help  Wanted — (Cont'd) 

Help  Wanted — (Cont'd) 

Help  Wanted — Management 

Sales 

Announcers 

Man  holding  first  ticket  for  assistant  man- 
ager position.  Must  know  sales,  mainte- 
nance. Salary,  commission,  expenses,  share 
of  profits.  250  MBS,  No.  Carolina.  Write  fully 
stating  1958  earnings.  Box  241K,  BROAD- 
CASTING. 

Manager-announcer  wanted  for  small  day- 
time station  in  South  Carolina.  Name  salary. 
Box  275K,  BROADCASTING. 

Sales  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 

Manager  with  strong  sales  background. 
Family  man  in  late  30Ys  or  40's.  Single  sta- 
tion. AM  market  with  fm  under  construc- 
tion. Write  Richard  Beattv,  WOHI,  East 
Liverpool,  Ohio,  or  phone  Fulton  5-9500. 


Sales 


Maine  radio  station  requires  ambitious  hard 
working  man  combining  talents  of  live  wire 
salesman  and  top  announcer.  We  want  a 
man  who  can  assume  responsibility.  Some 
air  work.  Emphasis  on  sales.  Guarantee  over 
$5,000  plus  commissions.  No  prima  donnas. 
Box  724H,  BROADCASTING. 

Sales  manager  major  central  Ohio  market. 
Top  money  and  future  for  man  who  loves 
to  sell.    Box  123K.  BROADCASTING. 

Excellent  salary  plus  commission  for  high- 
caliber  radio  salesman  in  250,000  population 
market.  Good  working  and  living  conditions 
and   room   to   grow!    Box   223K,   BROAD - 


Springfield,  Mass.,  5000  watter  wants  a  sales- 
man. Only  those  who  can  take  over  as 
assistant  manager  need  apply.  Box  235K, 
BROADCASTING. 

Wanted:  A  jet-propelled  salesman.  You  are 
a  successful  radio,  tv  or  space  salesman 
with  a  driving  ambition  to  work  your  way 
into  an  executive  position  of  responsibility 
with  a  growing  advertising  promotional 
firm.  You  are  well-organized,  self-starting, 
with  a  flair  for  effective  letter  writing.  You 
are  in  your  30's,  married,  and  welcome  the 
challenge  of  an  opportunity  limited  only  by 
your  own  ability,  enthusiasm  and  drive.  If 
you  are  the  man  we  are  looking  for,  you 
will  move  up  in  our  organization  with  the 
speed  of  your  own  momentum.  Send  all 
vital  statistics,  including  salary  require- 
ments to:  Box  271K,  BROADCASTING. 

Established  Texas  station  needs  versatile, 
experienced  salesman  -  announcer.  Start 
$400.00  plus  bonus.  Box  283K,  BROAD- 
CASTING. 

Sales  representative  wanted  for  new  West- 
port,  Connecticut,  radio  station.  Quality 
market  with  good  future.  Call  CApital 
7-5133,  or  write  P.O.  Box  511,  Westport,  Con- 
necticut. 


California,  KCHJ,  Delano.  Serves  1.300,000. 
Increasing  sales  staff. 

Salesman  for  Fort  Collins  in  foothills  of 
Rocky  Mountains  midway  between  Denver, 
Colorado  and  Cheyenne,  Wyoming.  Excel- 
lent salary  and  incentive  commission.  Send 
your  record  of  sales  performance  and  ohoto 
to  Radio  KCOL,  Fort  Collins,  Colorado  and 
join  the  "Rush  to  the  Rockies". 


Independent  station,  with  top  Pulse  rating 
all  day  long,  would  like  to  correspond  or 
talk  in  person  to  a  reliable  experienced 
radio  time  salesman,  relative  to  a  permanent 
sales  position.  Best  of  working  conditions 
and  the  nicest  town  in  California  to  live, 
near  Kings  Canyon  &  Sequoia  National 
Parks.  Good  schools  including  college. 
Character  and  record  must  bear  investiga- 
tion. KONG,  Visalia,  California. 

Experienced  salesman,  radio.  If  you  are  ag- 
gressive, interested  in  making  top  money  in 
substantial  market  with  solid  radio-tv  oper- 
ation, we  want  you.  Opportunity  excellent 
for  permanent  man  who  can  produce.  Guar- 
antee and  commission  commensurate  with 
your  ability.  No  others  need  apply.  Contact 
Jack  Chapman,  KTSM-Radio,  El  Paso, 
Texas. 

Salesman — 216,000  wealthy  and  progressive 
agricultural  market.  Experienced  only. 
Must  produce.  First  phone  and  board  work 
helpful.  Adult  programming,  local  and  re- 
gional. Ideal  community  life.  Family  man 
preferred.  KWSO,  Wasco,  California. 

Experienced  radio  salesman  with  ideas  and 
follow  through  to  sell  for  leading  regional 
station  in  highly  competitive  market.  Send 
resume,  proven  record  and  references  to 
Gene  Conrad,  WERC,  R.D.  #4,  Robinson 
Road,  Erie,  Pennsylvania.  9-9647. 

Radio  time  salesman:  WFRL.  Freeport,  Illi- 
nois, needs  full-time  professional  radio  time 
salesman  to  fill  vacancy  which  guarantees 
minimum  earnings  and  offers  up  to  40% 
commission  on  sliding  pay  scale.  $400  per 
month  guarantee  for  three  months  to  start. 
Send  full  details  including  monthly  billing 
for  past  six  months  to  Dave  Taylor.  Inter- 
view necessary. 

Two  highly  qualified  salesmen  to  join  ex- 
panding 8-station  radio-tv  chain.  Age  21-36. 
Opportunities  to  advance  to  management. 
Excellent  draw,  15%  commission.  For  Nor- 
folk, Va.  and  Wilmington,  Del.  Send  back- 
ground, history  of  billings  and  photo  to  Tim 
Crow,  Rollins  Broadcasting,  414  French 
Street,  Wilmington,  Del. 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 


251H,  BROADCASTING. 


Expanding  under  new  owners.  Want  aggres- 
sive man  to  sell  good  station  against  good 
competition.  You  can't  coast  in  this  job. 
Contact  Ray  Cheney,  KRES,  St.  Joseph, 
Missouri. 


Staff  announcer  for  independent  Pennsyl- 
vania station.  48-hour  week,  large  market, 
excellent  salary  plus  over-time,  vacations. 
Desire  an  experienced  man  looking  for  a 
permanent  job  in  a  chain  organization  with 
an  opportunity  for  advancement.  Tape  and 
resume  required.  Box  455H,  BROADCAST- 
ING. 

California  station  wants  announcer  who  is 
unable  to  vent  his  humorous  personality 
on  air  where  now  employed.  Top  pay.  Box 
942H.  BROADCASTING'. 

Announcer  with  first  phone.  Good  salary, 
excellent  opportunity  for  advancement  with 
top  Montana  station.  Box  176K,  BROAD- 
CASTING. 

Experienced  morning  man  who  can  also  sell 
part-time.  No  drunks,  drifters,  hillbillies. 
E.  Carolina,  250  MBS.  Tell  all  including 
salary  requirements.  Box  242K,  BROAD- 
CASTING. 

Experienced  staff  announcer  for  5  kilowatter 
in  small  north  Georgia  town.  Old  established 
station.  Variety  programming,  not  top  100. 
Give  details,  photo,  audition  tape,  salary 
requirements.   Box  243K,  BROADCASTING. 


Beginners,  graduates,  semi-experienced. 
Why  haven't  you  landed  that  job?  Qualified 
program  director  records  helpful  criticism 
directly  on  your  audition  tape.  Learn  why 
your  tape  fails  where  others  succeed.  Five 
dollars.  Box  251K,  BROADCASTING. 


Announcer-first  phone,  no  maintenance. 
Two  weeks  vacation,  health  insurance,  new 
studios  and  equipment  mobile  units  air  and 
auto.  Adult  programming,  start  $433.00, 
need  immediately.  Phone  Mr.  Jae,  KHMO 
Hannibal,  Mo..  Number  3450. 

Looking  for  a  future?  Your  opportunity  to 
connect  with  growing  organization.  Need 
good  combo  man.  Maintenance  expected. 
Also  announcer-salesman.  Call  MO  4-4324 
KOPY,  Alice,  Texas,  immediately. 

Announcer  with  first  phone.  Chance  for 
man  light  on  experience  to  become  long  on 
ability.  Good  small  town  living.  Ideal  for 
outdoorsman.  Send  tape,  resume,  salary  re- 
quirements.  KRXK,  Rexburg,  Idaho. 

Combo  man.  First  phone  necessary.  Contact 
E.  H.  Whitehead,  KTLU,  Rusk,  Texas. 

Have  immediate  opening  in  one  of  the  na- 

ti?r\!s  fastest  growing  cities,  Huntsville, 
Alabama.  Must  have  production  minded 
man  with  ability  to  run  top  fifty  operation. 
State  salary  expected  in  letter  of  applica- 
tion, together  with  recent  snapshot,  tape, 
and  resume.  M.  D.  Smith,  WAAY,  Hunts- 
ville, Alabama. 

Washington  D.C.  area's  number  one  station 
auditioning  exceptional,  fast,  modern  an- 
nouncers. Send  tape.  WEAM. 

Wanted  immediately  staff  announcer  with 
personality  and  knowledge  of  popular  music. 
Salary  open.  Write  or  call  Ken  Gordon. 
WFTR,  Front  Royal,  Virginia. 

Massachusetts— Top  rated,  fast  growing  1  kw 
daytimer  needs  immediately  experienced 
announcer  with  superb  ability  to  sell  on  the 
air.  Fast  paced  adult  radio.  Music  and  news 
format.  Must  have  top  ability  and  voice. 
Excellent  opportunity.  Best  references  re- 
quired. Rush  tape  and  resume  to  R.  E. 
Adams,  Gen.  Mgr.,  WKOX  Radio,  Framing- 
ham,  Mass. 

Woman  announcer.  Now  auditioning  for 
woman  announcer  who  can  write  good  copy 
and  aid  in  sales  calls.  Send  full  information 
background  references,  photo,  taoe.  Person- 
nel Dept.,  WLAC  Radio,  Nashville  3,  Ten- 
nessee. 

Wanted.  Announcer  with  all-around  ex- 
perience to  handle  music-news  and  sports 
format.  Immediate  opening.  Send  tape 
photo  and  resume  to  WPIK,  Alexandria, 
Virginia. 


Technical 


Engineer-announcer  wanted  for  small  day- 
time station  in  South  Carolina.  Name  salary 
Box  276K,  BROADCASTING. 

Chief  engineer  to  double  as  announcer.  Must 
be  neat  and  good  worker.  Prefer  single  man 
KTNC  Falls  City,  Nebraska. 

Beginner  wanted,  with  first  phone  and  de- 
sire to  announce.  $75.00  a  week.  Send  tape, 
resume  to  WCRA,  Effingham,  Illinois. 
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Situations  Wanted — (Cont'd) 


Situations  Wanted —  ( Cont'd ) 


Technical 


Opening  beginning  this  summer  for  main- 
tenance-supervisor engineer  for  radio- 
television  studios  and  other  electronic 
equipment  in  new  quarters  on  college  cam- 
pus. Contact  Donald  Kleckner,  Bowling 
Green  State  University,  Bowling  Green, 
Ohio. 


Production-Programming,  Others 


Cooking  school,  food  editor  for  tv-radio  and 
newspapers.    Box  170K,  BROADCASTING. 


News  director  at  radio  and  tv  network  sta- 
tions medium  size  midwest  market.  Prefer 
journalism  graduate  with  radio  and/or  tv 
news  experience.  Send  complete  info  and 
picture.  Box  199K,  BROADCASTING. 


Secretary.  All-around  girl.  Excellent  pay. 
Box  233K,  BROADCASTING. 


Experienced  local  news  reporter  needed  for 
New  Mexico  1000  watt  daytimer.  Gather  and 
announce  three  times  a  day,  attend  meet- 
ings, become  part  of  community.  Send 
qualifications,  tape  experience,  past  em- 
ployers, family  status,  salary  requirements 
to  Box  270K,  BROADCASTING. 


News  director  radio  and  tv.  Midwest.  Affili- 
ated with  NBC  television  and  MBS  radio. 
Excellent  opportunity  for  man  who  is  cap- 
able of  directing  8  man  team.  Send  full  de- 
tails. Box  272K,  BROADCASTING. 


Copy  writer— Wonderful  opportunity  for  a 
creative  writer.  Every  aid  available.  Plenty 
of  talent  to  work  with.  We  specialize  in 
production  commercials.  Should  be  able  to 
take  charge  of  department  with  co-writer. 
Highest  salary  offered.  Beautiful  community 
on  shores  of  Lake  Erie.  Funland  summer 
and  winter.   WJET,  Erie,  Pa. 


Wanted,  instructor  and  administrator  with 
college  training  and  broadcasting  experi- 
ence. National  Academy  of  Broadcasting, 
3338  16th  Street,  N.W.,  Washington,  D.C., 
Decatur  2-5580. 


RADIO 


Situations  Wanted — Management 


Station  manager.  Capable  all  phases,  in- 
cluding sales.  Proven  record.  Box  956H, 
BROADCASTING. 


General  manager-medium  small  southern 
station.  Eighteen  years  experience  all  phas- 
es -  announcing  -  programming  -  sports  - 
sales  -  first  phone.  Manager  7  years.  Active 
church  and  civic  life.  Top  industry  and 
personal  references.  Salary  and  percentage, 
preferably  ownership  basis.  Box  222K, 
BROADCASTING. 


At  liberty:  Manager.  Programming  sour- 
sales  low — prestige  nil — copy  doesn't  sell — 
production  poor — listening  audience  light — 
station  needs  complete  renovating.  Know 
all  phases  of  broadcasting — Past  record 
speaks  with  loud  voice.  Box  245K,  BROAD- 
CASTING. 


General  manager  who  has  topped  industry 
sales  records  seeks  new  opportunity  for 
revenue  expansion.  Twenty-five  years  ex- 
perience. Specialist  in  operations  and  sales 
productivity.  Box  247K,  BROADCASTING. 


Attention:  So.  Calif orina  radio,  tv  agencies: 
What's  your  needs?  Like,  have  done,  can  do: 
Manager,  programming,  sales,  announce.  Tv- 
writer  -  producer  -  director  -  commercial  ah- 
nouncer-news,  weather-farm-sports.  11  years 
radio  and  tv.  2  years  district  sales  manager 
national  firm.  35,  family.  Nowhere  to  go  but 
up  in  salary  and  position.  Write  Box  249K, 
BROADCASTING. 


Manager:  16  years  experience.  Also  net- 
work, agency,  and  tv  background.  Best  ref- 
erences all  employers.  Have  doubled  billing 
in  several  major  markets.  Box  280K, 
BROADCASTING. 


Wanted:  Manager-salesman  for  new  day- 
timer  opening  soon  in  North  Carolina. 
Small  market  experience  helpful.  Also  an- 
nouncers, engineers,  copywriters.  Write  Box 
286K,  BROADCASTING. 


Sales  manager-general  manager,  15  years  in 
radio  station  sales,  local,  regional,  national. 
Thorough  knowledge  all  phases  station  op- 
eration. Highest  radio  industry  references. 
Box  294K,  BROADCASTING. 


Management 


General  manager,  13  years  radio  experience, 
all  phases.  Strong  on  sales,  university 
graduate,  family  man,  former  station  own- 
er. Have  proven  program  plan  and  sales 
ideas.  Box  298K,  BROADCASTING. 


Sales 


Salesman/announcer.  Love  challenging  sales 
problems.  Write  copy.  Operate  board.  Box 
957H,  BROADCASTING. 


Intelligent,  energetic,  creative,  idea  man  suc- 
cessfully selling  radio  time — wants  major 
market  nut  to  crack.  Objective?  Box  253K. 
BROADCASTING. 


New  Mexico,  Arizona,  California.  Salesman- 
announcer.  Lots  of  experience  and  ability. 
Family  man.  References,  tape.  Box  256K, 
BROADCASTING. 


Hard  working  announcer-air  personality- 
writer.  Eight  years  radio-tv  experience. 
Would  like  opportunity  in  sales  or  manage- 
ment. Box  260K,  BROADCASTING. 


Salesman  looking  for  good  solid  market, 
don't  mind  competition.  Selling  and  man- 
aging for  last  five  years.  News  and  live 
sports  3  years,  staff  announcer  5  years.  Col- 
lege degree,  38,  family.  Box  299K.  BROAD- 
CASTING. 


Announcers 


Negro  announcer/dj.  Intelligent.  Versatile. 
Good  background.  Salesman.  Handle  con- 
trols. Box  958H,  BROADCASTING. 


Female,  announcer  plus.  Good  background. 
Women's  programs,  plus.  Reliable.  Versatile. 
Box  959H,  BROADCASTING. 


Attention  New  Jersey  —  eastern  Pennsyl- 
vania! Announcer-dj  with  first  phone,  ex- 
cellent voice,  would  like  to  relocate.  No 
maintenance.  Presently  employed  as  dj  at 
5  kw.  Box  135K,  BROADCASTING. 


News -special  events -plus.  Announcer-pro- 
ducer-writer. Radio  and  tv.  Box  148K, 
BROADCASTING. 


Pacific  northwest:  Experience,  youth,  abil- 
ity. DJ-copywriter  for  over  year  in  Seattle 
station.  College  grad,  single,  third-phone. 
Looking  for  chance  to  grow  with  progres- 
sive station.  Box   155K.  BROADCASTING. 


Announcer-dj,  three  years  experience,  now 
employed  pd,  in  small  operation,  desire 
larger  market,  very  dependable,  prefer  La., 
Ala.,  Miss.,  Fla.  Box  220K,  BROADCAST- 
ING. 


Hillbilly  dj  with  that  "something  special." 
Sober,  dependable,  family  man.  Write  Box 
224K,  BROADCASTING. 


Oklahoma,  southwest:  Top  man  in  small 
market  wants  to  become  bottom  man  in 
larger  market.  Presently  morning  man,  pd. 
copy,  newsman,  janitor.  Family,  college, 
young,  some  tv.  Box  228K,  BROADCAST- 
ING. 


Gospel  programs.  Announcer  -  producer- 
packager.  Capable  handling  commercial 
staff  duties.  Box  229K,  BROADCASTING. 


Old  pro.  Broad  education  and  experience 
announcing  and  programming.  Seeking  sta- 
tion where  imagination  is  valued  over  cute- 
ness.  Multi-station  market  only,  with  tv 
opportunity.    Box  230K,  BROADCASTING. 


Country  music  dj  available  immediately. 
Top  personality,  age  29,  reliable,  energetic, 
creative,  top  radio  promotion,  production 
manager,  worker,  recording  artist.  Presently 
employed.    Box  231K,  BROADCASTING. 


Sports  minded  stations.  Terrific  sportscaster 
announcer,  salesman.  First-phone.  6  years 
experience.  California  preferred.  Other 
areas  considered.  Box  234K,  BROADCAST- 
ING. 


Single,  mature  announcer,  five  years  ex- 
perience, desires  music  and  sports.  Prefer 
south.  Now  program  director.  Best  refer- 
ences. Box  235K,  BROADCASTING. 


Experienced  announcer,  married,  30.  Pres- 
ently with  major  midwest  network  opera- 
tion. Desire  affiliation  with  metropolitan 
network  station.  No  top  40  please.  Box 
240K,  BROADCASTING. 


Announcers 


Staff  announcer:  9  months  commercial  ex- 
perience, 2  years  college  training.  Hard 
sell,  strong  on  news,  experience  with  all 
types  of  programming  including  remotes, 
and  some  network.  Operate  board.  Reliable, 
conscientious,  sober,  loyal.  Currently  em- 
ployed, over  21.  Would  like  to  get  some  sales 
experience.  Prefer  to  locate  in  Alaska,  but 
will  consider  offer  from  any  location.  Box 
239K,  BROADCASTING. 


Attention  New  England.  Top  rated  dj  pres- 
ently employed  Massachusetts  second  largest 
market,  programming  and  afternoon  show, 
desires  better  position.  College,  program- 
ming ideas,  best  references.  Box  250K, 
BROADCASTING. 


Newsman-announcer.  Twenty  years  experi- 
ence. Over  ten  years  with  present  station. 
Highest  qualifications.  Box  254K,  BROAD- 
CASTING. 


Exceptionally  capable  and  convincing  dj,  ra- 
dio and  tv  news  and  commercial  announcer, 
over  two  years  with  small  CBS  outlet  met- 
ropolitan city  of  200,000.  Seeks  greater  chal- 
lenge, single,  age  26.  Copy  and  programming 
potential.  Prefers  midwest,  immediately 
available.  Box  257K,  BROADCASTING. 


Young  announcer.  Mature  voice.  Skillfully 
trained.  College  background.  Sincere  pitch. 
Available  in  June.  Tape  sent  immediately. 
Box  262K,  BROADCASTING. 


Southwest-mature  program  director.  Audi- 
ence builder.  Tired  of  ra trace:  seeking  secu- 
rity.  Box   264K,  BROADCASTING. 


Broadcasting  school  graduate  wishes  first 
position.  Willing  and  co-operative,  married, 
family,  veteran.  Box  266K,  BROADCAST- 
ING. 


Announcer-dj.  Any  type  show.  Can  operate 
own  board.  Competent  on  news  too.  Top 
references.  Tape,  resume  on  request.  Box 
278K,  BROADCASTING. 


Announcer.  Authoritative  voice.  Desire  ad- 
ditional experience.  Salary  secondary  to 
position.  Eager  to  work  hard  to  prove 
ability.   Box   281K,  BROADCASTING. 


Versatile  dj,  experienced,  adult  staff  an- 
nouncer. College  degree.  Box  282K,  BROAD- 
CASTING. 


All-around  staff.  Play-by-play,  dj,  special 
events.  Five  years  experience.  Desire  oppor- 
tunity for  advancement.  Married,  family. 
Salary  must  warrant  move.  Box  288K, 
BROADCASTING. 


Top  potential  for  your  organization.  Experi- 
enced energetic  first  phone  maintenance 
engineer,  who  also  does  good  straight 
smooth  announcing  job.  Experienced  mod- 
ern personality  music-news  operation.  Con- 
scientious, with  know  how  of  production 
spots.  Family.  Box  290K,  BROADCASTING. 


Radio-tv  newscaster.  Dramatic  delivery  that 
commands  attention.  Writes  professional 
copy.  Network  experience.  Major  markets. 
Box  291K,  BROADCASTING. 


Announcer:  9  years  experience,  7  years  in 
same  competitive  market.  4  years  experi- 
ence in  sales,  reliable,  can  furnish  best 
references.  Presently  employed  as  assistant 
manager  to  successful  station.  All  inquiries 
considered.  Box  295K,  BROADCASTING. 


Personality  dj-plus-play-by-play  sports. 
Ten  years  all  phases  radio-tv,  college  de- 
gree, married.  Production  and  program 
minded.  Seek  good  situation  that  offers 
stability.  Box  296K,  BROADCASTING. 


Presently  employed  sports  announcer-direc- 
tor, married,  26,  desires  better  position.  Box 
297K,  BROADCASTING. 


Versatile  announcer,  topnotch,  successful, 
stable.  Presently  met  market.  Desires  happy 
environment.  Box  300K,  BROADCASTING. 


Oklahoma  and  southwest.  Announcer, 
young.  Eager  to  learn.  Tape.  References. 
All  letters  answered.  Box  301K,  BROAD- 
CASTING. 
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Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Personality  dj,  staff  and  news.  Radio  tv  ex- 
perience. Availaole  immediately.  Box  302K, 
BROADCASTING. 

Experienced  news  and  play-by-play  sports. 
Settled.  38.  sober.  Year  tv.  Anywhere.  Box 
303K.  BROADCASTING. 

No  tv — have  face  for  radio.  Announcer — 7 
years  experience.  All  phases.  Available 
now.  Phone — Chicago,  Avenue  3-5734. 

Experienced  dj,  announcer,  news,  21,  mar- 
ried, car,  draft  free,  employer  recommend- 
ed. Available  immediately.  Joe  Baker.  5509 
Claude  Street.  Hammond,  Indiana. 

Announcer  —  family  man,  clear,  crisp, 
authoritative  voice.  Alert  newscaster.  Good 
sell.  Intent  on  doing  best  job  possible.  Dave 
Dunn.  2053  N.  Avers.  Chicago  47.  Illinois. 
Humboldt  9-7216. 

Have  first  phone,  l12  years  schooling.  Desire 
dj  or  newscasting  position.  One  year  experi- 
ence in  television  i  traffic  office  I.  John  Kirby. 
5629  Tahama  St..  Sacramento,  Calif.  ED  2- 


Staff  announcer.  Good  selling  deliver. 
Young,  opened  minded,  hard  working  in- 
dividual. Single.  Noel  Mizell.  814  Orchard 
Drive,  Rolla,  Missouri. 

Staff  announcer  experienced.  News,  com- 
mercials, disc  shows,  but  no  hot  shot  or 
punch  artist.  Jack  J.  Quirk,  1410  Byron  St.. 
Chicago,  Illinois. 


Technical 


Supervisory  or  chief  position.  Prefer  full- 
timer.  Experienced.  No  unsavorv  habits. 
Good,  clear  voice.  All  inquiries  answered 
Box  153K,  BROADCASTING. 

We're  losing  our  chief  engineer  due  to  a 
reorganization  of  the  station.  He's  a  solid 
man  and  we  hate  to  lose  him.  In  addition 
to  his  general  radio  ability  he  also  has  ex- 
perience in  major  market  tv  studio  opera- 
tion. If  you  need  a  good  man,  we'll  recom- 
mend him  highly.  Box  22.5K.  BROADCAST- 
ING. 

Experienced  chief  engineer  desires  position 
in  daytime  station  in  Florida.  Strong  on 
maintenance  and  construction  limited  an- 
nourcing.  Box  248K.  BROADCASTING. 

Transmitter  position,  2  years  experience, 
school  graduate.  1st  radiotelephone.  Box 
258K,  BROADCASTING. 

Chief  engineer  presently  employed,  mid- 
west. Construction  and  directional  experi- 
ence. 6  years  in  radio.  Capable  announcer. 
Desire  permanent  position.  Management  ex- 
perience. Box  267K,  BROADCASTING. 

1st  phone  man  with  five  years  experience 
in  radio  and  tv.  Also  some  construction  and 
maintenance.  Available  at  two  weeks  notice 
Box  289K.  BROADCASTING. 

Engineer  1st  radiotelephone.  Prefer  west  or 
south.  Consider  television.  P.O.  Box  1082 
Erie.  Penna. 

Production-Programming,  Others 

Young,  married,  aggressive,  experienced 
college  man  looking  for  midwestern  posi- 
tion as  "pd"  or  news  director.  8  years  ex- 
perience as  announcer,  engineer,  dj.  news- 
man and  copywriter,  tv  experience.  S120/wk 
with  growing,  reputable  station.  Not  top  30 
CAlTINGSramming !    B°X    221K'  BROAD- 

Single  copywriter,  4  years  experience  de- 
sires position  in  south  or  midwest.  Experi- 
ence includes  straight  and  production  copv 
Box  228K.  BROADCASTING. 

Experienced  radioman:  Six  years,  assistant 
manager,  program  director,  announcer,  en- 
gineer. Employed  as  commercial  manager 
Desire  program  director  position  in  south- 
west.   Box  238K.  BROADCASTING. 

Program  director-announcer,  4  years  experi- 
ence. 3  years  present  position.  2  vears  pro- 
gram director.  College,  family,  looking  for 
advancement.  Solid  background  and  repu- 
tation.  Box  255K.  BROADCASTING. 

Eight  years  as  am-tv  air  personality-writer. 
Would  like  news  director-newscaster  posi- 
tion in  small-medium  market  am-tv.  Jour- 
nalism  degree.  Box  261K.  BROADCASTING 
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Production-Programming,  Others 

Quality  only — 19  years  radio — all  phases- 
local  and  net — plus  5  years  tv  talent  and  di- 
recting. Desire  medium  market  pd  or  east- 
ern metro  announcing-news.  No  hotshot  dj 
or  small  combo — just  good,  solid  work  in 
congenial  operation.  Box  268K.  BROAD- 
CASTING. 

Young  man.  Excellently  trained.  2  vears  col- 
lege. Can  type.  Bex  269K,  BROADCASTING. 

Production  manager.  Professionalize,  tight- 
en your  production;  eleven  years  radio, 
television;  six  television  producer-director, 
all  commercial;  detail  man.  Box  273K. 
BROADCASTING 

Program  director  with  5  years  deejay,  news, 
sales,  programming  experience.  Top  30 
markets  only.  Top  references.  Box  274K. 
BROADCASTING. 

Newscaster.  mature,  first  ticket.  Take 
charge  or  assist.  PD  if  necessarv.  Writer, 
boardman.  workhorse.  Waldo  Brazil,  510 
16th  St..  Oakland.  California.  Twin  Oaks 
3-9928. 

TELEVISION 

Help  Wanted — Technical 

Full  power  midwest  vhf  station  needs  studio 
and  transmitter  maintenance  men.  Experi- 
enced only.  Must  have  first  phone.  Box 
189K,  BROADCASTING. 

We  have  a  staff  opening  at  the  present  time 
for  a  studio  engineer  with  the  following 
minimum  qualifications :  Familiar  with  oper- 
ating studio  test  equipment,  have  high  de- 
gree of  initiative,  fair  camera  operating 
technique,  minimum  one  year  experience  in 
tv  maintenance,  and  over  26.  Send  full  par- 
ticulars including  photo  to  Gene  Phelps 
KPTV,  735  S.W.  20th  Place.  Portland,  Ore- 
gon. 

TELEVISION 

Situations  Wanted — Management 

Don't  sell  —  celebrate!  Profits,  efficiencv, 
prestige  —  or  money  back.  Box  955A 
BROADCASTING. 

General  manager,  with  20  years  background 
in  radio  and  tv.  Experienced  all  phases. 
Strong  on  sales — personally  handle  national 
and  regional  accounts.  Five  years  in  present 
position.  Box  192K,  BROADCASTING. 

Manager  or  commercial  manager:  7  success- 
ful years  in  these  capacities.  16  vears  televi- 
sion radio  experience.  Also  network  and 
agency.  Best  references  all  previous  employ- 
ers. Box  279K.  BROADCASTING. 

Announcers 

TV  announcer;  experienced,  live,  film,  com- 
mercials. Ready  for  top  market.  Box  896H. 
BROADCASTING. 

News  announcer.  Good  sounding.  Serious 
appearing.  Desire  initial  television  oppor- 
tunity: location  unimportant.  Radio  experi- 
ence. Box  287K.  BROADCASTING. 

Technical 

Chief  engineer — 9  years  experience.  Plan- 
ning, construction  and  operation.  Past  five 
years  assistant  chief  engineer.  Proven  abil- 
ity, excellent  references.  Box  974H.  BROAD- 
CASTING. 


BROADCASTING. 


Production-Programming,  Others 

Experienced  announcer-director-cartoonist, 
college  grad.  Offers  top  rated  children's 
show,  weathercast,  and  other  talents  to  pro- 
gressive tv  operation.  Box  259K.  BROAD- 
CASTING. 


FOR  SALE 


Equipment 


Presto  6-N  disc  recorder,  88-A  amplifier. 
Gray  103o-L  pickup  arm.  complete,  S600; 
Gates  30  control  board,  5  microphone,  2 
turntable  and  8  remote  inputs,  5  cue  pots, 
ready  to  go,  S500;  Gates  6-C  line  amplifier, 
S1C0:  Jensen  GP  802  speaker.  S50;  Altec 
lansing  coaxial^  speaker.  S100;  RCA  44-BX 
microphone.  S*5:  all  fob.  cod.  Box  304K. 
BROADCASTING. 

One  GE  250-watt  am  transmitter.  Excellent 
condition  with  tubes.  SI, 000.00  cash.  One 
bay  am-fm  antenna  type  BY-2A,  Ideco  169 
ft.  self-supporting  tower  including  lighting. 
You  dismantle  and  pick  up.  First  reasonable 
offer  will  be  accepted  Available  immedi- 
ately. Call,  wire  or  write.  Edward  Jansen, 
KASK,  Ontario.  California. 

Used  audio  and  remote  control  equpiment. 
Complete  Gates  remote  control  system 
RCM12  w/accessories  S89o:  4-RMC  repro- 
ducers w/Universal  Diamond  Stylus  EL-2B 
equalizers  S250;  1  spare  head  S25:  2-W.E. 
9B  reproducers  w/KS  13386  equalizers  S70: 
1  Gates  GR-90  remote  single  channel  ampli- 
fier S77.50.  KERG  Radio,  Eugene,  Oregon. 

1  kw  transmitter  complete.  In  excellent 
operating  condition.  Contact:  KPLI.  3638 
8th  Street.  Riverside.  California.  Tel.: 
Overland  3-6200. 

Tapak  portable  battery  operated  tape  re- 
corder. Complete.  New  S329.  Used  only 
twenty  hours.  S125.  WHDL.  Olean,  New 
York. 


Excellent  Gates  BC1E  1  kw  transmitter. 
Antenna  tuning  equipment.  Rust  remote 
control.  Package  or  individually  priced  to 
sell.  Going  5  kw.  WEEB.  Southern  Pines, 
N.C. 


General  Electric  BT-3-A  3kw  fm  transmit- 
ter in  excellent  condition.  Best  offer  over 
S4.0C0.00.  Also  available  other  fm,  am.  tv 
transmitters  and  equipments.  Technical 
Systems  Corp.  (Dept.  LDi.  12-01  43rd  Ave.. 
L.I.C.  1.  N.Y. 


WANTED  TO  BUY 


Stations 


CP  or  station  in  difficulty,  sought  by  re- 
sponsible operator.  Box  902H.  BROAD- 
CASTING. 


Qualified  and  financially  able  party  will  buy 
station  or  cp  with  good  potential.  Write 
confidentially  and  in  detail.  Box  100K, 
BROADCASTING. 


In  TEN  years  as  GENERAL  and  SALES  MANAGER 
of  WNOR,  Norfolk,  Va. 

(1)  Built  station  business  from  zero  to  §450,000  yearly. 

(2)  Made  over  S800,000  profit  for  owner. 

(3)  Increased  station  value  over  ONE  MILLION  DOLLARS. 

Interested  in  management  with  part  ownership  or  management 
with  salary  plus  commissions  or  share  of  profits. 

EARL  HARPER 
1000  Manchester-Norfolk,  Va.  Madison  2-1930 


WANTED  TO  BUY 


Help  Wanted — (Cont'd) 


FOR  SALE 


Stations —  ( Cont'd ) 


Equipment 


Reliable  group  $100,000.00  cash  or  down  for 
a  station  anywhere  in  eastern  section.  Guar- 
anteed confidential.  Box  150K,  BROAD- 
CASTING. 

Cash  for  cp  or  $10-  $15M  down  existing 
station.  Successful  manager,  financially  re- 
sponsible. Consider  partnership.  Box  160K, 
BROADCASTING. 


Radio  broadcaster  will  buy  or  participate  in 
Florida  east  coast  cp  or  station.  Address  Box 
514 — Delray  Beach,  Florida. 

Radio  stations  in  the  mid-west.  Send  details 
to  L.  L.  Gould,  Mid-America  Broadcasting 
System,  Inc.,  P.O.  Box  297,  Highland  Park, 
Illinois. 


Equipment 


DuMont  video  switching  and  mixing  equip- 
ment, type  TA-178-B.  Box  206K,  BROAD- 
CASTING. 

Power  supply  RCA-MI-11301  B  for  RCA 
consolette  76C.  Instruction  book  for  opera- 
tion of  RCA  consolette.  Box  227K.  BROAD- 
CASTING. 

10  kw  fm  amplifier  without  power  supply, 
new  or  excellent  condition.  Box  237K. 
BROADCASTING. 


Want  5  kw  used  transmitter,  will  buy  out- 
right or  trade  1  kw  if  standby  desired.  Box 
284K,  BROADCASTING. 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 
are  located  in  Washington,  Hollywood,  and 
Seattle.  For  details,  write  Grantham  School. 
Desk  2.  821— 19th  Street,  N.  W.,  Washing- 
ton, D.  C. 

FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  FLeetwood  2-2733.  El  kins 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Slnee  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 

June  24,  Sept.  2,  Oct.  28,  1959,  January  6. 
March  2,  1960.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 

First  phone  license  in  six  weeks.  Guaran- 
teed instruction.  Next  class — April  6.  Elkins 
Radio  License  School  of  Atlanta,  1139 
Spring  Street,  N.W.,  Atlanta  9,  Georgia. 

BUSINESS  OPPORTUNITY 

Operate  area  radio-tv  talent  search:  cook- 
ing schools,  special  promotions.  If  you  want 
permanent  money-making  opportunity  it's 
yours  if  you  can  sell.  Box  171K,  BROAD- 
CASTING. 


MISCELLANEOUS 


Personalized  bingo  cards  for  radio,  televi- 
sion and  newspaper  promotions,  with  IBM 
controls.  Size  3%  x  5%  $2.50  per  1000.  Bingo 
Time  U.S.A.  Box  906,  Denver  1,  Colorado. 
Phone  Acoma  2-7539 

RADIO 

Help  Wanted — Management 


STATION  MANAGER 

To  direct  sales  and  programming  at 
5000  watt  radio  station  medium  mid- 
west market.  Substantial  salary  plus 
excellent  commission  makes  excep- 
tional, permanent  position  for  expe- 
rienced proven  man.  Send  summary 
of  experience  and  recent  picture  to: 
Box  200K,  BROADCASTING 


FIELD  ENGINEER 

3  to  5  years  experience  in  TV  broad-  i 

casting,  either  as  design  or  station  . 

engineer.  Familiar  with  testing  and  j 

all  technical  procedures  in  trouble-  j 

shooting  electronic  equipment.  Prior  I 

experience   as   field   engineer  and  I 

willingness  to  travel  extensively  de-  | 
sired. 

Excellent  opportunity  with  rapidly  j 

expanding  company.  All   benefits.  | 

Reply  stating  education,  experience  ■ 

and  salary  desired,  to:  Box  8  169,  , 
125  W.  41  St.,  New  York. 


Production-Programming,  Others 


PRODUCER-PERSONALITY 
FOR  CALIFORNIA  RADIO 

Tape  editing,  writing,  producing  of 
production  announcements  for  pro- 
motion and  commercial  purposes  are 
must.  Rush  complete  details,  includ- 
ing salary  requirements,  photo,  and 
tape  of  spot  announcements  written 
and  produced  by  you  in  addition  to 
portion  of  record  show  to: 

Box    265K,  BROADCASTING 


RADIO  PROGRAM  DIRECTOR 


For  top  eastern  50  kw  net  affiliate  in  mil- 
lion market.  Applicant  must  be  thoroughly 
experienced  and  presently  employed  as  P.D. 
or  Asst.  P.D.  in  good  sized  market  and 
operation.  Must  know  music,  have  history 
of  successful,  saleable  program  production, 
be  a  good  coordinator  and  able  to  perform 
administrative  functions  of  department  ef- 
fectively and  efficiently,  and  not  afraid  of 
hard  work  and  long  hours  necessary  to  con- 
duct a  top-notch  program  operation;  have 
big  ideas  at  practical  cost.  We'll  start  you 
at  five  figures.  Complete  background  and 
recent  picture  in  first  letter.  Send  no  tapes. 

performer.   Replies  confidential. 

Box  293K,  BROADCASTING 


Situations  Wanted — Announcers 


?  QUESTION 


j  Do  you  have  some  daytime  hours  to 
\S  hand  over  to  responsible  couple  who 
£  know  music  and  records  from  first  hand 
?  experience,  can  sing,  amuse,  create 
\S  [ingles,  do  show  interesting  to  broad 

§ segment  adult  audience?  Presently  lo-  & 
cated  East,  go  anywhere  for  right  set-  ? 
^  up.  Reasonable  money  important  but  y 
£  secondary  to  opportunity.  Ay 
|  Box  277K,  BROADCASTING  | 

^O^O^  e^x^t  v5>"-  y?^-  '^C- 

Production-Programming,  Others 


TOP  RADIO  AND  TV 
NEWSMAN 


International  and  local  news  is  my 
business.  7  years  reporter,  writer, 
editor,  news  and  public  affairs  direc- 
tor. Excellent  voice  and  presence  fre- 
quent network  feeds.  Finest  references. 
Age  32.  Now  employed  New  England 
major  eastern  market  only. 

Box  285K,  BROADCASTING 


FOR  SALE: 
To  educational  Broadcasters 

One  6A1  RCA  6-bay  high  band  antenna 
used  on  Channel  11.  In  satisfactory  serv- 
ice for  four  years  in  dry  desert  climate 
until  September,  1958  when  replaced  by 
higher  gain  antenna. 
Address  inquiries  to  Leavenworth  Wheel- 
er, Chief  Engineer,  KIVA-TV,  P.O.  Box 
1671,  Yuma,  Arizona. 


EMPLOYMENT  SERVICE 


F 


j  WJ 


Looking  for  .  .  . 

QUALIFIED  BROADCASTERS? 
A  BETTER  JOB? 
Employers  and  Applicant*  Contact 
DISK  JOCKEY 
PLACEMENT  CENTER,  INC. 
Agency  Specializing  in 
BROADCASTING  •  ADVERTISING 
PERSONNEL 
PAUL  BARON,  Managing  Director 
100  Wnt  42nd  Street,  New  York  36,  N.Y. 
Wisconsin  7-6322  (Phone  for  appointments) 
(Enclose  return  postage  with  tapes) 


MISCELLANEOUS 


ATTENTION  RADIO  STATION  OWNERS  AND 
GENERAL  MANAGERS,  NOW  NATIONAL  SALES. 

NOW!  DYNAMIC  ...  NEW  LEADERSHIP 
IN  MARKETS  RARELY  COVERED 
NOW  NEW  NATIONAL  REPRESENTATION  FORMING 
FOR  RURAL,  SMALL  AND  MEDIUM  MARKETS 

That  will  assure  you  to  hove  your  share  of 
national  sales.  Now  the  national  spot  picture 
is  yours  with  this  new  pulsating  and  dynamic 
national  representation  now  forming  that  will 
exclusively  sell,  promote  and  extend  all  efforts 
and  facilities  in  research  to  guarantee  your 
share  of  national  sales  and  prestige.  Plus  to 
assist  you  in  any  form  to  increase  further 
profits  by  offering  consultation  on  format, 
programming,  promotion,  merchandising  and  re- 
search to  make  it  even  more  a  must  for  you 
to  take  part  of  the  national  spot  picture.  Here's 
your  opportunity  to  participate  on  how  you 
can  take  part  for  your  share  of  national  spot 
sales.  Be  among  the  first  to  participate,  the 
first  to  benefit  from  national  representation 
now  forming,  offering  pulsating  leadership  in 
this  hitherto  under-developed  markets.  Poten- 
tial .  .  .  ?  Greatest!  Lucrative  .  .  .  ?  You  Bet! 
Call,  telegram,  or  write  to: 

1472  Broadway,  Suite  3G8 
New  York  36,  N.  Y.  Bryant  91883 

There  will  be  attractive  national  spot  packages 
that  will  lure  national  advertisers  to  your  radio 
station  now  with  new  and  a  dynamic  national 
representation  now  forming. 


Dollar  for  Dollar 

you  can't  beat  a  classified 
ad  in  getting  top-flight  per- 
sonnel. 
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mod.  of  cp  to  change  ant.  system  and  make 
minor  equipment  changes;  ERP  vis.  100  kw, 
aur.  69.2  kw,  ant.  1,000  ft. 

WJHL-TV  Johnson  City,  Tenn.— Granted 
extension  of  completion  date  to  April  28. 
Actions  of  March  9 

Granted  licenses  for  following  am  sta- 
tions: WFRB  Frostburg,  Md„  and  specify 
type  trans.,  conditions;  KFDF  Van  Buren. 
Ark.,  and  specify  type  trans.;  WGOK  Mo- 
bile, Ala. 

WKAQ-FM  San  Juan,  P.R.— Granted  li- 
cense for  fm  station. 

WRXO-FM  Roxboro,  N.C.  —  Granted  li- 
cense for  fm  station. 

WOBN  Westerville,  Ohio — Granted  license 
for  noncommercial  educational  fm  station. 

WRJR  Lewiston,  Me. — Granted  license  for 
noncommercial  educational  fm  station. 

WJVA  South  Bend,  Ind. — Granted  license 
covering  increase  in  power  and  installation 
new  trans. 

WSB-FM  Atlanta,  Ga.  —  Granted  license 
covering  change  in  ERP  to  49  kw,  change 
ant.  height  and  installation  new  type  ant. 

KCVL  Colville,  Wash.— Granted  authority 
to  sign-off  at  6  p.m.,  PST,  for  period  April 
through  August. 

WNMP  Evanston,  HI.  —  Remote  control 
permitted. 

Action  of  March  6 
KD  JI    Holbrook,    Ariz.  —  Remote  control 
permitted. 

ACTIONS  ON  MOTIONS 

By  Hearing  Examiner 
Jay  A.  Kyle  on  March  12 

Scheduled  prehearing  conference  for  April 
9  in  proceeding  on  am  applications  of  Farm- 
ville  Bcstg.  Co.,  Farmville,  N.C,  and  WYSR 
Inc.  (WYSR),  Franklin,  Va. 

By  Hearing  Examiner 
Thomas  H.  Donahue  on  March  12 
Granted  petition  by  Vernon  G.  Ludwig  for 
extension  of  time  from  March  12  to  March 
25  to  file  reply  findings  in  proceeding  on  his 
application  and  that  of  Pan  American  Radio 
Corp.,  for  am  facilities  in  Tucson  and  Ben- 
son, Ariz. 

By  Hearing  Examiner 
Charles  J.  Frederick  on  March  12 

Received  in  evidence  exhibits  31  and  36  of 
WVNJ  Newark,  N.J.,  and  closed  hearing  rec- 
ord in  matter  of  applications  of  Newark 
Bcstg.  Corp.  and  WMGM  Bcstg.  Corp.,  for 
fm  facilities  in  Newark,  N.J.,  and  New  York, 
N.Y. 

By  Hearing  Examiner 
Isadore  A.  Honig  on  March  12 

Granted  informal  request  by  Radio  KYNO, 


The  Voice  of  Fresno  (KYNO),  Fresno,  Calif., 
for  continuance  of  further  hearing  from 
March  13  to  March  24  in  proceeding  on  its 
am  application. 

Commission  on  March  13  granted  motion 
by  Herman  B.  Rosen  and  extended  time  to 
March  31  to  file  comments  on  notice  of  pro- 
posed rule  making  to  change  tv  table  of 
assignments  in  Honolulu,  Wailuku  and  Hilo, 
all  Hawaii. 


Granted  motions  by  Broadcast  Bureau 
and  Birney  Imes  Jr.  (WMOX),  Meridian, 
Miss.,  for  corrections  of  transcript  of  oral 
argument  in  proceeding  on  applications  of 
WMOX  and  Mississippi  Bcstg.  Co.,  Carthage, 
Miss. 

By  Hearing  Examiner  Millard  F.  French 
on  March  13 

Scheduled  prehearing  conference  on 
March  23  at  9  a.m.  in  proceeding  on  am  ap- 
plications of  Granite  City  Bcstg.  Co.,  Mount 
Airy,  N.C,  and  Cumberland  Publishing  Co. 
(WLSI),  Pikesville,  Ky. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  March  13 

Granted  petition  by  Intrastate  Bcstrs.  for 
leave  to  amend  am  application  to  make  it 
clear  that  main  studio  of  proposed  station  is 
to  be  in  Pomona,  Calif.,  in  lieu  of  Pomona- 
Claremont. 


On  request  by  applicant,  extended  time 
to  March  25  to  file  reply  findings  in  proceed- 
ing on  applications  of  Tomah-Mauston 
Bcstg.  Inc.  (WTMB),  Tomah,  Wis.,  for  cp 
and  mod.  of  cp. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  March  16 
Scheduled  prehearing  conference  in  pro- 
ceedings   on    following    am  applications: 
April  3—  Radio  St.  Croix  Inc.,  New  Rich- 
mond, Wis.,  et  al.  (23  applications);  April  6 
— Moyer  Radio,  Providence,  R.I.,  et  al. 
By  Hearing  Examiner  Jay  A.  Kyle 
on  dates  shown 
Continued  hearing  from  March  25  to  May 
12   in  proceeding   on   am   applications  of 
Tempe  Bcstg.  Co.,  Richard  B.  Gilbert,  David 
V.  Harman,  all  Tempe,  Ariz.  Action  March  9. 

Scheduled  prehearing  conference  for  2 
p.m.,  March  20,  in  proceeding  on  am  appli- 
cations of  Malrite  Bcstg.  Co.  and  Dale  Wind- 
nagel,  Tiffin  and  Oak  Harbor,  Ohio.  Action 
March  11. 

By  Hearing  Examiner  J.  D.  Bond 
on  March  11 
Granted  to  extent  specified  in  order  sug- 
gested corrections  to  transcript  as  submitted 


STATIONS 


FOR  SALE 


KCHS 

Truth -or-Cor.sequences 
New  Mexico 
Selling  at  "Dutch  Auction".  Now 
$36,000   going   down   $1,000  per 
week.  Attractive  terms.  Write  for 
particulars,  but  better  hurry. 


Fla. 

Single 

250w-F 

55M 

terms 

La. 

Single 

250w-D 

35M 

terms 

Ala. 

Medium 

lkw-D 

65  M 

terms 

Md. 

Single 

500 w-D 

65  M 

cash 

W.Va 

Small 

250w-F 

30  M 

cash 

III. 

Single 

500w-D 

80  M 

terms 

Ky. 

Medium 

lkw-D 

175M 

terms 

Pa. 

Sm-med 

lkw-D 

100  M 

terms 

Fla. 

Medium 

500w-D 

60  M 

terms 

N.C. 

Medium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98  M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Metro 

500w-D 

75M 

terms 

S.E. 

Major 

5kw-D 

250 M 

cash 

Fla. 

Large 

250-w 

250  M 

terms 

East 

Large 

250w-D 

450M 

terms 

S.W. 

Large 

clear 

225  M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

PAUL  H. 

C  H 

A  P  M  A  N  COMPANY 

atlanta 

1 182  w.  peachtree 
new  york 
1270  ave.  of  americas 


MEDIA  BROKER! 

Chicago 
205  w.  wacker 
santa  barbara 

33  w.  micheltorena 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


NORMAN  &  NORMAN 

INCORPORATED 

Brokers  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.    Davenport,  Iowa 


Ours 
fit  yo 


STATIONS  FOR  SALE 

personal  service,  designed  to 


finances,  your  qualifications  and 
your  needs. 

If  you  are  in  the  market  for  either  an 
AM,  FM  or  TV  station  anywhere  in  the 
country  be  sure  to  contact  us  at  once. 
JACK  L.  STOLL  &  ASSOCIATES 
6381  Hollywood  Blvd. 
Los  Angeles  28,  Calif. 
Hollywood  4-7279 
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by  Donald  W.  Huff  and  Equitable  Pub.  Co., 
Lansdale,  Pa.,  in  proceeding  on  their  am 
applications,  and  unless  written  objections 
are  filed  by  any  party  within  five  days  to 
transcript  corrections  ordered  upon  exam- 
iner's initiative,  as  set  out  in  asterisk-iden- 
tified items,  record  shall  be  corrected. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  March  11 

Upon  request  by  Continental  Bcstg.  Corp. 
(WHOA),  San  Juan,  P.R.,  continued  con- 
ference from  March  31  to  April  14  in  pro- 
ceeding on  its  am  application  and  that  of 
Jose  R.  Madrazo,  Guynabo,  P.R. 
By  Hearing  Examiner  Herbert  Sharfman 
on  March  11 

On  oral  request  by  Tomah-Mauston  Bcstg. 
Co.  Inc.  (WTMB),  Tomah,  Wis.,  and  without 
objection  by  protestant  and  Broadcast  Bu- 
reau, continued  from  March  12  to  March  16 
time  for  filing  reply  findings  of  fact  and 
conclusions  in  proceeding  on  its  am  appli- 
cations. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  March  11 

Granted  petition  by  Fairview  Bcstrs., 
Rensselaer,  N.Y.,  for  continuance  of  pre- 
hearing conference  from  March  20  to  March 
27  in  proceeding  on  its  am  application  and 
that  of  Sanford  L.  Hirschberg  and  Gerald 
R.  McGuire,  Cohoes-Watervliet,  N.Y. 
By  Hearing  Examiner  Forest  L.  McClenning 
on  March  10 

Granted  petition  by  Coral  Television 
Corp.  for  extension  of  time  for  filing  replies 
to  petitions  of  Publix  Television  Corp.  and 
South  Florida  Amusement  Inc.,  for  enlarge- 
ment of  issues  to  include  issue  on  financial 
qualifications  of  Coral;  extended  time  to 
date  ten  days  after  release  of  order  by  Com- 
mission ruling  upon  pending  petitions  of 
Publix  and  South  Florida  in  Miami-Perrine. 
Fla.,  tv  ch.  6  proceeding. 
By  Hearing  Examiner  Elizabeth  C.  Smith 
on  March  10 

Granted  joint  petition  by  Harold  Lampel. 
Garden  Grove,  Calif.,  applicant,  and  Harry 
Maizlish,  d/b  KRHM  Bcstg.  Co.,  respondent, 
for  extension  of  time  from  March  13  to  July 
9  to  file  proposed  findings  of  fact  and  con- 
clusions and  for  reply  findings  from  April  3 
to  July  30  in  proceeding  on  Lampel's  fm 
application. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  March  11 

Granted  informal  request  by  Miners  Bcstg. 
Service  Inc.,  for  continuance  of  hearing 
from  April  7  to  April  14  in  proceeding  on 
its  application  and  that  of  Valley  Bcstg. 
Co.,  for  am  facilities  in  Lehighton  and 
Kingston,  both  Pennsylvania. 

PETITION  FOR  RULEMAKING  FILED 

Electronic  Industries  Association,  Wash- 
ington, D.C.  (3-11-59)— Requests  amendment 
of  rules  to  clarify  present  wording  with 
respect  to  frequency  response  in  vicinity  of 
color  pass  band  and  to  change  method  of 
measuring  aur.  power  of  trans,  to  direct 
measurement.  Ann.  March  16. 
PETITION  FOR  RULEMAKING  DISMISSED 

WWLP  Springfield,  and  WRLP  Greenfield, 
Mass.  (7-2-58)— Requested  amendments  in  al- 
locations plan  by  making  following  changes: 
Hanover,  N.H.,  delete  ch.  27,  add  ch.  33- 
Lebanon,  N.H.,  add  ch.  27;  Manchester 
N.H.,  delete  ch.  48.  Exeter,  add  ch.  48.  Dis- 
missed by  letter  dated  March  3,  1959.  Ann. 
March  16. 

PETITION  FOR  RULEMAKING  DENIED 
WREC-TV  Memphis,  Tenn.  (10-8-58)— Re- 
quested changes  in  offset  carrier  require- 
ments wherein  ch.  3  at  Memphis  would  be 
changed  from  minus  to  zero  (even)  offset- 
ch.  3  at  Louisville,  Ky.,  would  be  changed 
from  minus  to  zero  (even)  offset,  and  ch  3 
at  Harrisburg,  111.,  would  be  changed  from 
zero  (even)  to  minus  offset.  Denied  by 
report  and  order  adopted  Feb.  18,  1959.  Ann. 
March  6. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:  KBMW  Breckenridge,  KLTF 
Little  Falls,  KOZY  Grand  Rapids,  KTRF 
Thief  River  Falls,  KUOM  Minneapolis, 
KXRA  Alexandria,  WCCO  Minneapolis 
WEVE  Eveleth  and  WHLB  Virginia,  all 
Minnesota;  KBMY  Billings,  KLTZ  Glasgow 
WMON  Great  Falls,  KOLL  Libby,  KOYN 
Billings,  KXLF  Butte,  KXLJ  Helena,  KXLK 
Great  Falls,  KXLL  Missoula,  KXLO  Lewis- 
town  and  KXLQ  Bozeman,  all  Montana  - 
KCJB  Minot,  KNOX  Grand  Forks,  WDAY 
Fargo,  KQDY  Minot  and  KOVC  Valley  City 
all  North  Dakota;  KORN  Mitchell  and 
KOTA  Rapid  City,  both  South  Dakota; 
KGHF  Pueblo  and  KOA  Denver,  both 
Colorado;  WSPT  Stevens  Point  and  WRAC 
Racine,  both  Wisconsin;  WTAQ  La  Grange 
and  WKRS  Waukegan,  both  Illinois;  KWMT 
Fort  Dodge,  Iowa  and  KWK  St.  Louis,  Mo. 
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NOTICE  TO  EDITORS— For  more  than  30  years,  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 
ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors)  free  use  of  the  text  of  each  advertisement  in  this  series. 


The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  its  public-service  advertising  in  behalf  of  the  nation's 
health  and  safety. 


Why  every  family  should  have  a  family  doctor . 


Every  family  should  select  and  become 
acquainted  with  a  doctor  before  illness 
strikes.  Yet,  many  families  wait  until  sick- 
ness or  emergency  requires  a  last-minute 
decision  about  the  doctor  they  will  call. 

A  family  doctor,  usually  a  general  practi- 
tioner or  an  internist,  can  care  for  about 
85  percent  of  the  illnesses  your  family  is 
likely  to  have  and  should  you  need  spe- 
cialized care,  he  can  arrange  it. 

Perhaps  the  best  way  to  select  your  doc- 
tor is  through  your  local  medical  society  or 
community  hospital.  They  will  give  you 
the  names  of  several  physicians — and  you 
may  choose  one  of  them  with  assurance 
that  you  will  be  in  good  hands. 

Then,  call  the  doctor  you  have  chosen. 
Make  an  appointment  and  go  to  see  him 
for  a  friendly  talk— about  fees,  night  calls, 
the  hospitals  he's  associated  with,  and 


whatever  else  is  on  your  mind. 

Then  ask  yourself  these  questions:  did 
you  like  him  .  .  .  feel  at  ease  with  him  .  .  . 
would  you  trust  him  during  those  critical 
situations  which  illness  often  creates? 

These  questions  are  of  great  importance, 
for  without  mutual  friendship  and  under- 
standing, a  warm  doctor-patient  relation- 
ship can  never  exist. 

What  are  the  advantages  of  having  a 
regular  doctor?  For  one  thing,  he  will  get 
to  know  you  and  your  family  intimately — 
your  "medical  history,"  your  response  to 
certain  drugs,  your  normal  blood  pressure, 
your  emotional  reactions,  and  other  facts 
which  may  be  very  helpful  whether  your 
trouble  is  minor  or  serious. 

He  can  also  give  you  the  benefits  of 
preventive  medicine.  For  example,  if  you 
have  young  children,  he  will  want  to  see 


them  at  intervals  to  check  their  health— 
and  to  keep  their  protection  against  com- 
municable diseases  up  to  date. 

For  others  in  your  family,  he  can  be  a 
health  counselor. 

For  instance,  if  you're  bothered  at  times 
by  seemingly  trivial  complaints— indiges- 
tion, headache,  nervousness,  or  fatigue— 
you  might  hesitate  to  go  to  a  doctor  whom 
you  do  not  know.  But  with  a  family  doc- 
tor, you'd  feel  free  to  talk  over  any  condi- 
tion that  upsets  you  now  and  then. 

Select  your  family  doctor  now.  Keep  his 
name,  address,  telephone  number  and  office 
hours  posted  in  a  spot  known  to  everyone 
in  your  family. 

REMEMBER,  the  continuing  supervi- 
sion of  a  family  doctor  can  help  your  chil- 
dren grow  up  strong  and  well— and  help 
you  live  a  long  and  healthy  life. 


Metropolitan  Life  Insurance  Company 

(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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OUR  RESPECTS  TO  . . . 


George  Thomas  Shupert 


The  new  attitude  toward  television 
at  Metro-Goldwyn-Mayer,  a  name  his- 
torically associated  with  lavish  celluloid 
productions  and  big-name  stars,  resem- 
bles a  lovefest. 

Every  department  of  the  famous 
Culver  City  motion  picture  studio  is 
being  oriented  to  tv.  And  to  head  up 
this  tv  operation,  MGM  attracted  from 
the  presidency  of  ABC  Films  Inc., 
George  T.  Shupert,  a  tv  pioneer  and  a 
top  pro  in  tv  film  sales. 

Mr.  Shupert,  a  wiry  man  with  a  crop 
of  silver  hair,  is  MGM's  vice  president 
in  charge  of  tv,  elected  to  the  post 
several  weeks  ago. 

Of  MGM's  new  spirit,  Mr.  Shupert 
notes  that  at  the  company's  huge  Culver 
City  studio,  "from  Sol  Siegel  [MGM's 
studio  boss]  to  the  studio  guide,  they're 
plugging  television." 

The  Transcontinental  •  Mr.  Shupert 
might  be  described  as  a  man  of  two 
worlds  —  New  York  and  Hollywood. 
For  in  recent  weeks  he  has  been  in  both 
places  boning  up  on  what  MGM  has  in 
the  planning  stage  and  contributing  his 
knowledge  about  the  television  medium. 

Just  now,  MGM  Vice  President  Shu- 
pert is  simmering  down  to  what  he  ex- 
pects will  become  a  one-week  stand  out 
of  every  four  in  Hollywood,  the  bulk  of 
his  time  spent  at  his  New  York  office 
in  the  Loew's  Bldg.  at  Times  Square. 

Mr.  Shupert  dresses  conservatively, 
thinks  and  acts  like  a  businessman  and 
is  reserved.  But  when  a  visitor  shows 
a  genuine  interest  in  tv,  Mr.  Shupert  is 
sure  to  unwind,  ticking  off  a  mass  of 
anecdotal  detail  about  the  medium, 
from  its  birth  to  its  current  billion- 
dollar  stature. 

He  knows  the  story  of  tv  intimately 
because  he  played  a  role  in  its  develop- 
ment. Yet,  even  as  a  pioneer  of  the 
medium,  Mr.  Shupert  always  had  at 
least  one  leg  deep  in  reels  of  film. 

Basically  Showmanship  •  "There's 
not  as  much  difference  between  the 
production  (knowhow)  of  a  motion  pic- 
ture and  television  as  most  'tv  experts' 
say  there  is,"  Mr.  Shupert  says,  adding, 
"Basically  each  is  showmanship." 

There's  no  doubt  in  his  mind  that 
MGM  has  few  peers  in  film  production. 
And  tv's  a  part  of  it — MGM-TV  is 
MGM  at  Culver  City,  not  an  island 
unto  itself." 

Mr.  Shupert  warns,  too,  that  in  tv 
syndication  and  program  sales,  an  op- 
eration to  be  successful  (that  is,  profita- 
ble) must  have  a  production  arm.  And, 
he  faels  he  cannot  stress  nearly  enough, 
MGM  has  this. 
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George  Thomas  Shupert  commutes 
daily  when  in  New  York  from  his  home 
in  suburban  Mount  Kisco,  a  long  train 
ride.  His  neighbors  include  What's  My 
Line?  Bennett  Cerf  (also  Random 
House)  and  Arlene  Francis.  He's  lived 
there  the  past  15  years. 

Two  incidents,  not  as  well  known  as 
his  accomplishments  in  the  1940s  with 
Paramount  Television  Productions  Inc. 
or  with  ABC  Films  more  recently, 
show  Mr.  Shupert  in  still  another  light. 

Eye  for  the  Future  •  He  left  his  own 
investment  security  business  in  Detroit 
in  the  late  30s,  went  back  to  New  York 
City  and  attended  the  World's  Fair,  a 
suitable  locale  for  assessment  of  the 
future.  With  typical  logic  Mr.  Shupert 
considered  that  three  fields  held  the 


Mr.  Shupert:  showmanship  is  the  key 

most  promise:  aviation,  television  and 
motion  pictures  (industrial  films). 

He  has  made  good  in  two  of  them 
but  has  left  aviation  for  others. 

In  1952  Mr.  Shupert  effectively 
bounced  himself  out  of  a  possible  exec- 
utive post  with  United  Artists  by  hon- 
estly appraising  UA  as  not  being  yet 
ripe  for  the  blossoming  tv  business.  UA 
respected  his  recommendation  and  got 
out  of  tv  quickly  and  started  a  spectac- 
ular recovery  in  motion  pictures  (and 
now  is  in  tv  up  to  its  ears).  But  in  the 
process  Mr.  Shupert  by  his  own  action 
eliminated  the  post  he  could  have  filled. 

When  Mr.  Shupert  went  to  college 
(U.  of  Michigan)  it  was  to  study  to  be 
a  dentist  like  his  dad.  (Other  vital 
statistics,  born  July  24,  1904,  at  Alpena, 
Mich.)  But  he  quit  after  two  years  and 
in  1924  became  a  bond  salesman.  By 
1938  he  had  his  own  investment  buying 
business  (a  broker's  broker),  operating 


what  was  the  largest  over-the-counter 
house  trading  in  securities  in  Detroit. 

After  the  World's  Fair,  Mr.  Shupert 
was  in  Detroit  with  Industrial  Films 
Inc.  as  a  salesman,  but  in  the  spring 
of  1940  he  returned  to  New  York  to 
convince  the  majors  they  ought  to  go 
into  industrial  films.  Paramount  Pic- 
tures listened  and  Mr.  Shupert  was  in 
the  industrial  film  division  in  February 
1940  (meantime,  holding  in  his  pocket 
a  $17,000  order  from  Ford  Motor  Co. 
for  a  motion  picture).  Then  came  the 
war  and  film  stock  was  frozen. 

Goodbye  to  All  That  •  But  Mr.  Shu- 
pert was  off  in  a  new  direction  (and  one 
he  always  had  dreamed  of  following): 
tv.  In  1942  he  became  assistant  to  Paul 
Raibourn,  Paramount's  chief  of  tv  ac- 
tivities. (Stations  then  were  KTLA  [TV] 
Los  Angeles  and  WBKB  [TV]  Chi- 
cago.) He  soon  learned  the  ropes  of 
application  filing  with  FCC  and  what 
"prepare  for  hearing"  means  in  the 
broadcast  world.  Next  phase  was  Para- 
mount Television  Productions  Inc. 
where  he  was  a  vice  president.  He 
learned  how  to  make  up  a  rate  card  (no 
precedent  then  except  for  radio).  In 
1 946,  he  helped  put  the  first  sponsored 
show  on  KTLA  (Lincoln-Mercury),  for 
which  such  names  as  Cecil  de  Mille, 
Bob  Hope.  Jerry  Colonna  and  others 
showed  up  just  for  the  novelty  and 
asked  no  payment  for  their  services. 

By  1948,  Mr.  Shupert  worked  with 
one  of  the  first  film  networks — Para- 
mount Television  Network — which  also 
was  instrumental  in  developing  the 
kinescope  recorder.  In  September  1951 
he  joined  Ed  Small  in  distributing  fea- 
ture films  (again  one  of  the  first  to  do 
so).  They  had  26  titles — "top  features," 
says  Mr.  Shupert,  who's  still  the  enthu- 
siastic salesman  he  was  when  he  joined 
ABC  Films  in  1953  as  a  vice  president. 

Mr.  Shupert  married  his  high  school 
sweetheart,  Evlyn  La  Londe,  in  Febru- 
ary 1928  at  Ann  Arbor,  Mich.  They 
have  three  children:  Mrs.  J.  D.  Quimby 
of  Clayton,  N.  Y.;  Mrs.  James  Shepherd 
of  New  York,  and  George  T.  Shupert 
Jr.  who  is  in  the  Navy  submarine  serv- 
ice in  San  Diego;  and  three  grand- 
children. 

As  many  executives  who  must  travel 
frequently  for  long  distances,  Mr.  Shu- 
pert is  an  avid  reader.  As  for  motion 
pictures:  "I'm  a  pushover."  He  is  a 
former  president  of  American  Televi- 
sion Society  and  one  of  its  founders; 
was  the  second  president  of  the  Radio 
&  Television  Executives  Society  and 
also  belongs  to  the  Lambs  Club. 
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TVs  own  image 

IF  nothing  else  had  happened  in  Chicago  last  week,  the 
two-paragraph  resolution  adopted  by  television  broad- 
casters mounting  an  "information"  campaign  against  tv's 
critics  made  the  NAB  annual  convention  ^.worthy. 

Other  things  did  happen  in  Chicago,  n.  the  least  of 
which  were  the  pronouncements  from  FC°  and  other 
public  figures  which,  for  better  or  worse,  helped  dispel  the 
fog  about  the  trend  of  regulation  in  the  basically  important 
areas  of  programming  and  allocations.  Because  the  sessions 
were  restricted  to  ownership-management  they  were  more 
sober  and  thought-provoking  than  others  in  recent  memory. 

Far  more  significant  than  its  carefully  turned  phrases  was 
the  resolution  on  the  "information"  campaign.  It  was  the 
culmination  of  months,  if  not  years,  of  effort  by  veteran 
telecasters  plus  new  and  enlightened  leadership,  to  combat 
the  derisive  barrages  of  competitive  media,  abetted  by  mis- 
guided or  vindictive  mouthings  of  politicians  and  the  so- 
called  intelligentsia,  designed  to  cripple  or  destroy  tv  as  a 
free  medium. 

The  unanimous  action  came  after  NBC's  board  chairman, 
Robert  W.  Sarnoff,  had  called  for  it  in  his  resounding 
keynote  address.  The  timing  was  perfect.  Further  delay, 
or  any  effort  to  attempt  to  effect  it  with  existing  manpower 
or  tools  would  have  been  foredoomed. 

It  was  not  an  action  of  the  NAB,  in  convention  assem- 
bled. It  was  taken  by  tv  broadcasters,  as  a  separate  body, 
meeting  as  a  division  of  the  NAB.  It  does  not  call  upon 
the  NAB,  made  up  as  it  is  of  both  radio  and  television 
membership,  to  implement  the  campaign,  but  provides  that 
it  shall  be  separately  staffed  operated  and  financed  "in 
liaison  with"  NAB. 

But  the  authorization  of  this  nationwide  "image"  project 
is  only  the  necessary  first  step.  A  strong  committee,  headed 
by  C.  Wrede  Petersmeyer,  Corinthian  Stations  president, 
is  to  submit  its  proposals  for  design,  financing  and  imple- 
mentation to  the  Television  Board  of  the  NAB  by  April  30. 
Once  approved,  the  task  will  be  to  sell  to  all  segments  of 
television  (suppliers,  manufacturers,  syndicators,  station  rep- 
resentatives, and  others)  on  the  major  effort.  The  networks 
need  no  goading  because  they  have  been  sorely  aware  of 
the  opposition  campaign  and  CBS,  in  fact,  already  is  spend- 
ing a  substantial  budget  for  a  foundation  survey  of  public 
attitudes  toward  tv. 

So  the  voices  in  the  wilderness  of  a  few  years  ago  are 
now  supported  by  an  anvil  chorus.  There  is  a  massive  job 
of  organization  and  follow  through  before  there  can  be  the 
massive  retaliation  against  those  out  to  get  television. 

No  one  in  television  has  any  doubt  about  where  the 
public  stands.  It  is  for  television,  as  every  unbiased  survey 
ever  made  has  shown.  No  popular  consumer  magazine  can 
make  the  newsstand  sales  it  needs  without  giving  attention 
to  television.  Newspapers  that  do  not  carry  television  logs 
and  comment  are  either  decadent  or  monopoly-controlled. 

The  story  is  there.  It  needs  telling.  A  good  start  was 
made  in  Chicago  last  week. 

31 5  s  last  legs 

IF  they  succeed  in  obtaining  repeal  of  the  political  broad- 
casting law,  broadcasters  will  owe  a  great  debt  to  three 
people,  the  President  of  the  United  States,  the  chairman  of 
the  Federal  Communications  Commission  and  a  political 
failure  named  Lar  Daly. 

Those  three  have  given  significant  momentum  to  the 
campaign  against  Sec.  315  of  the  Communications  Act. 
The  debt  owed  Mr.  Daly  is  obvious.  He  was  a  candidate 

130 


with  utterly  no  future,  a  laughingstock.  Yet  the  FCC, 
quite  properly,  we  believe,  decided  that  Sec.  315  required 
Chicago  television  stations  to  give  him  time.  If  the  FCC 
had  decided  otherwise,  it  would  have  been  misreading  the 
law.  By  applying  it  correctly,  the  FCC  created  the  perfect 
illustration  of  one  of  the  law's  imbecilities. 

The  debt  owed  Mr.  Eisenhower  and  Mr.  Doerfer  is  also 
obvious.  The  President's  description  of  Sec.  315  as  being 
"ridiculous"  was  apt.  It  must  have  effect  on  members  of 
the  Congress.  Mr.  Doerfer's  call  for  repeal  of  Sec.  315 
must  also  be  treated  with  respect.  As  the  chief  officer  in 
charge  of  administering  the  Communications  Act  he  is  in 
the  most  expert  position  to  observe  its  imperfections. 

But  however  influential  the  President  and  Mr.  Doerfer 
may  be,  repeal  of  Sec.  315  will  not  come  about  auto- 
matically now  that  they  have  spoken.  It  will  be  extremely 
difficult  to  persuade  the  perpetual  candidates  on  Capitol  Hill 
to  relinquish  their  grip  on  political  broadcasting. 

Repeal  of  Sec.  315  will  be  achieved  only  by  the  most 
energetic  work  by  broadcasters.  They  must  exercise  their 
most  persuasive  influences  among  members  of  Congress. 
The  job  will  be  among  the  most  trying  they  have  faced. 

Frank  Stanton,  CBS  president,  realistically  appraised  the 
ludicrous  restrictions  of  Sec.  315  and  the  difficulty  of  re- 
moving them  in  his  speech  to  CBS-TV  affiliates  in  Chicago 
(Broadcasting,  March  16).  It  was  Dr.  Stanton's  letter  to 
the  White  House  that  induced  the  President's  comment. 

The  equal  time  provision  is  but  one  of  several  imbecilities 
in  Section  315.  The  whole  section  is  a  nightmarish  example 
of  the  government's  trying  to  substitute  a  law  for  independent 
editorial  judgment. 

It  is  possible,  of  course,  that  Congress  may  be  spared 
the  necessity  of  grappling  with  the  problem.  The  Supreme 
Court  now  has  before  it  the  WDAY-TV  Fargo,  N.D.,  libel 
case  arising  from  the  operation  of  Sec.  315.  It  is  our 
wishful  thought  that  the  Supreme  Court  may  declare  the 
law  unconstitutional. 

But  the  possibility  of  Supreme  Court  solution  to  the 
problem  should  not  lull  broadcasters.  They  should  move 
at  once  on  Capitol  Hill  to  exploit  the  advantages  which 
Messrs.  Eisenhower,  Doerfer  and  Daly  have  provided. 


Drawn  for  BROADCASTING  by  Sid  Hix 


"My  favorite  program?   Twenty-six  men." 
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How  it  feels  to 

be  enjoyed  and  a  giant 

Maybe  you  think  you  have  troubles.  But 
what  if  you  were  a  giant?  And,  what  if  you 
had  to  go  around  broadcasting  pictures  and 
sound  through  the  air?  You'd  be  in  quite  a 
dither  now,  wouldn't  you? 

But  KPRC-TV,  The  Houston,  Texas  tele- 
vision Giant  manages  to  be  pretty  philo- 
sophical about  it  all.  He  figures  being  a  Giant 
by  career  has  its  problems  just  like  any  other 
business,  and  you  just  have  to  adjust  to  them. 

Of  course  it  gets  a  bit  lonesome  at  times. 
There  being  so  few  giants  around  these  days 
to  talk  to.  But,  he  lives  for  his  work.  Fact  is, 
in  this  respect  he's  a  little  bit  neurotic.  He 
has  a  sort  of  compulsion  complex,  you  might 
say.  Feels  he  has  to  carry  and  sell  the  best 
products  and  services  in  the  whole  wide 
world.  Won't  rest.  Won't  let  any  of  us  rest. 

You  take  KPRC-TV  programming.  First 
off,  he  developed  a  very  special  breed — very, 
very  varied  entertainment  with  fresh,  well- 
placed  commercials.  Then,  he  was  one  of  the 
first  stations  in  the  nation  to  invest  in  a 
video-tape  recorder— figured  that  was  one 
way  to  retain  the  freshness.  So  everybody 
loved  his  programming.  But,  did  he  sit  back 
on  his  laurels  and  relax?  Not  him.  First  thing 
you  know,  he  came  up  with  a  way  to  quick- 
cook  participating  spot  announcements. 

It's  hard  to  guess  what  he'll  be  up  to  next. 
But  that's  The  Houston  Giant  for  you. 


GIANT  CO 


PETRY  &  CO.,  NATIONAL  REPRESENTATIVES 


tells  and  sells  more 


people  for  less  cost  per 


thousand  than  any  other 


radio  station  In  the 


Greater  Denver  Market 


*  DECEMBER,  1958  PULSE 

Radio  homes  reached  by  each 

station  in  thousands  .  .  . 


No 


1 

mmu  music  and  news  station  in 


Network  Station  A 


Network  Station  B 


KIMN 


denver 


entertaining  and  selling  In  159,000  homes  woehiy 


I 


Independent  Station  D 


Independent  Station  £ 


Independent  Station  F 


Independent  Station  G 


Independent  Station  H 


Network  Station  C. 


Independent  Station  I 


Independent  Station  J 


156A 


Kin* 

5000  WATTS  AT  950  KC 
KEY  STATION 

INTERMOUNTAIN  NETWORK 

REPRESENTED  NATIONAL!-" 
BY  AVERY-  KNODEL,  INC. 


Cecil  Heftel,  Presidt 


MARCH  30,  1959 


ABC  adds  20  from  folding  Don  Lee;  Smith  finalizes  MBS  buy  Page  27 

Radio-tv  to  shut  down  across  nation  in  April  1 7  alert  drill  Page  46 
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FIRST  IN 

MERCHANDISING 

WXEX-TV 

serving  the  rich  market  of  Richmond,  Petersburg  &  Central  Va. 


1.  COMMUNITY  CLUB  AWARDS 

IN-STORE  FOOD  DISPLAYS 

3.IN-ST0RE  DRUG  DISPLAYS 

4  IN-STORE  FOOD  SAMPLINGS, 
DEMONSTRATIONS,  COUPONING 

Tom  Tinsley,  President 


5.  STORE  WINDOW  DISPLAYS 

6.  GROCERY  BAR  PROMOTIONS 

7.  PERSONAL  CALLS  ON  JOBBERS, 
WHOLESALERS,  RETAILERS 

NBC-TV  BASIC 


8.  MAILINGS  TO  RETAILERS 

9.  REPORTS  TO  ADVERTISERS 

10.  PROMOTIONAL  SPOTS 

11.  NEWSPAPER  ADS 

Irvin  Abeloff,  Wee  Pres. 


National  Representatives:  Select  Station  Represeniatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans  McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 


A  "hold"  can  become  a  "pull",  you  know. 
Toward  the  marketplace,  if  desired.  But 
first,  it  must  really  exist.  (And  it  can  exist 
only  on  a  foundation  of  time-tested  mutual 
station-viewer  loyalty. ) 

How  have  we  earned  this  special  kind  of 
loyalty?  Through  our  programming,  de- 
signed for  friendly,  adult  minds.  Through 
our  greater  than  average  interest  in  public 
service,  news  and  sports.  Through  the  com- 
munity participation  of  our  veteran  staff 
members.  Through  our  abhorrence  of  the 


frenetic  announcer,  the  noisy  gimmick,  the 
triple  spot. 

How  is  it  expressed?  Ah!  on  92%  of  the 
TV  sets  in  fruitful  farmland,  country  es- 
tate, suburb  and  city  of  our  area,  dials  stay 
tuned  longest  to  Channel  7.  Says  Pulse,  with 
consistently  superior  ratings.  And  that's 
92%  of  an  annual  3y3  billion  dollar  pur- 
chasing appetite. 

Ah !  again !  Picture  your  product  thus  jet- 
assisted  in  a  quiet  way.  Consult  George  P. 
Hollingbery  today. 


WHIO-TV 


CI 


ONE  OF  AMERICA'S  GREAT  AREA  STATIONS 

Reaching  and  Holding  2,881,420  People  —  in  41  Counties  of  3  States 
dayton,  ohio 


Edward  Petry  &  Company,  Inc. 

now  representing 

WKMH 

DEARBORN  •  DETROIT 

John  Carroll,  Managing  Director 

For  full  details  call  Edward  Petry  &  Company,  Inc. 

NEW  YORK  CITY  Murray  Hill  8-0200       ST.  LOUIS  Chestnut  1-7191 

BOSTON  Hubbard  2-6440       ATLANTA  Jackson  4-8861 

CHICAGO  Whitehall  4-0011       DALLAS  Riverside  1-9454 

DETROIT  . .  .Woodward  3-0125       LOS  ANGELES  Tucker  3171 

SAN  FRANCISCO. ....   Yukon  2-3631 
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Lancaster 
Harrisburg 
York 

is  ONE  TV  market 

when  you  use 


WGAL-TV 


v- 


1    /  \A\ 


AMERICA'S    1  Oth    TV  MARKET 


Representative:  The  MEEKER  Company,  Inc.  •   New  York 


CHANNEL S 
LANCASTER,  F>A. 
UsTBC  and  CBS 

In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersburg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEINMAN  STATION  -  Clair  McCollough,  Pres. 


Chicago   •   Los  Angeles  •   San  Francisco 
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Return  to  radio  •  A.C.  Nielsen  Co. 
plans  to  start  issuing  network  radio  top 
ten  again,  after  two-year  layoff.  Only 
now  they'll  deal  with  advertisers,  not 
programs,  and  probably  will  be  top 
twenties  rather  than  top  tens.  Ideal  is 
to  rank  advertisers  according  to  num- 
ber of  commercial  minutes  delivered 
via  all  their  radio  network  buys,  with 
no  breakdown  as  to  what's  on  any 
specific  network.  Nielsen  stopped  issu- 
ing top  ten  programs  on  ground  that 
radio  network  time  was  no  longer  being 
bought  on  program  basis. 

Buckley's  future  •  With  top-level  reor- 
ganization of  Metropolitan  Broadcast- 
ing Corp.,  through  assumption  of  presi- 
dency by  board  chairman  John  W. 
Kluge,  there's  speculation  about  future 
status  of  Richard  D.  Buckley,  whom 
Mr.  Kluge  replaced  as  president  but 
who  continues  in  charge  of  WNEW  divi- 
sion. Mr.  Buckley,  10%  stockholder, 
has  three  years  to  go  on  his  contract 
but  may  settle  and  sell  his  interest 
to  enable  him  to  acquire  stations  on 
his  own.  Metropolitan  stations,  in  addi- 
tion to  WNEW-AM-TV,  are  WTTG 
(TV)  Washington  and  WHK-AM-FM 
Cleveland. 

CBS  survey  •  CBS-TV  still  isn't  talking 
about  $100,000  study  of  public  atti- 
tude toward  television  that  Frank  Stan- 
ton mentioned  briefly  at  affiliates'  con- 
vention two  weeks  ago  (Broadcasting, 
March  23),  but  it's  now  possible  to  add 
this  information  to  little  already  known. 
Project  will  investigate  attitudes  to- 
ward radio  as  well  as  television,  and  it 
will  really  be  two  studies,  both  alike 
but  conducted  separately  by  Columbia 
U.  and  by  Elmo  Roper  commercial  re- 
search house.  Reason  for  two  studies: 
to  make  results  shatterproof  against 
inevitable  rock-throwing  by  print  media. 

Though  newspapers  as  rule  do  not 
wait  to  look  before  they  leap  on  tele- 
vision, they've  rallied  behind  CBS  Presi- 
dent Frank  Stanton's  stand  against 
FCC's  Lar  Daly  decision  with  strength 
and  unity  that  are  impressive.  CBS  au- 
thorities say  that  although  they  made 
no  general  effort  to  collect  press  clip- 
pings, they  have  received  copies  of  edi- 
torials from  some  100  prominent  dailies 
in  all  sections  of  U.S. — without  excep- 
tion endorsing  position  taken  by  Dr. 
Stanton  (and  echoed  by  President  Ei- 
senhower) that  it's  ridiculous  and  dan- 
gerous to  extend,  as  FCC  did,  political 
equal-time  rule  to  newscasts  (Broad- 
casting, March  16,  23).  Volume  of  edi- 
torial support  was  still  mounting  Friday. 


Sponsor  identification  •  It  appears  that 
despite  mass  circulation  which  many 
western  tv  shows  provide,  advertisers 
receive  relatively  low  sponsor  identifica- 
tion. Agency  executives  poring  over 
possible  program  buys  for  fall  note 
Trendex  figures  on  nighttime  shows 
which  reveal  low  index  of  sponsor  iden- 
tity for  several  westerns  (even  for  those 
fully  sponsored  by  single  advertiser), 
despite  healthy  ratings. 

Advertisers  identified  by  name  with 
title  of  programs  show  up  well  in  per- 
centage of  viewers  correctly  identify- 
ing sponsor  or  product.  For  six  night- 
time shows  with  sponsor  mentioned  in 
title  (Alcoa  Theatre,  GE  Theatre, 
Kraft  Music  Hall,  Schlitz  Playhouse, 
U.  S.  Steel  Hour  and  Voice  of  Fire- 
stone) correct  identification  of  spon- 
sors ranged  about  60-70%  (compared 
to  westerns'  17-40%  range). 

Double  jeopardy  •  Announced  tv  ad- 
vertising investigation  by  House  Small 
Business  Subcommittee  will  find  itself 
encroaching  upon  jurisdiction  of  Rep. 
Oren  Harris'  Commerce  Committee, 
observers  are  predicting.  Rep.  William 
Avery  (R-Kan.),  member  of  both  com- 
mittees, has  discussed  this  possibility 
with  both  Reps.  Harris  and  Charles 
Brown  (D-Mo.),  chairman  of  small 
business  group.  Rep.  Avery  said  he 
would  not  sit  idly  by  if  Small  Business 
inquiry  attempts  to  go  over  ground 
already  covered  by  other  committees 
and  feared  this  would  happen  in  option 
time  field.  Rep.  Harris  is  adopting 
"wait-and-see"  attitude  but  promised  to 
take  action  if  his  jurisdiction  is  chal- 
lenged. 

House  Commerce  Committee  has  fre- 
quently felt  other  committees  were  in- 
vading its  jurisdiction.  Proponents  of 
antitrust  exemption  for  professional 
sports,  unhappy  because  Rep.  Emanuel 
Celler  (D-N.Y.)  and  his  Judiciary  Com- 
mittee are  sitting  on  their  bills,  are 
discussing  introduction  of  new  measure 
drafted  in  such  language  that  it  would 
be  referred  to  Commerce  Committee. 
This  could  be  done  by  amending  Fed- 
eral Trade  Act  (under  Rep.  Harris)  in- 
stead of  antitrust  laws  under  (Rep.  Cel- 
ler). Rep.  Celler  has  recognized  danger 
and  last  December  wrote  Rep.  Harris, 
author  of  sports  exemption  bill,  asking 
that  Commerce  Committee  keep  hands 
off. 

Another  examiner  •  Judge  Horace 
Stern,  special  hearing  examiner  in  re- 
hearings  of  Miami  ch.  10  and  Boston 


ch.  5  cases,  is  not  likely  to  preside  at 
apparently  forthcoming  Orlando  ch.  9 
rehearing,  though  reasons  for  rehear- 
ing are  identical  with  other  two  (i.e., 
to  develop  ex  parte  claims  made  in 
Capitol  Hill  testimony).  FCC  sources 
indicate  (1)  case  probably  will  be  heard 
in  Orlando,  (2)  it  won't  last  as  long  as 
Miami  and  Boston  hearings  and  will 
deal  with  only  single  alleged  presenta- 
tion made  to  single  FCC  member 
(Mack).  Thus  it  will  be  less  ramified 
and  more  commensurate  with  judicial 
experience  of  regular  FCC  hearing 
examiner. 

WAGA  bidding  •  Decision  will  be 
reached  this  week  by  Storer  Broadcast- 
ing Co.  on  its  sale  of  WAGA  Atlanta  to 
make  way  for  its  acquisition  of  KPOP 
Los  Angeles  (Broadcasting,  March  16). 
It's  understood  some  20  entities  have 
made  inquiries,  half  dozen  of  which 
met  Storer  requirement  for  all  cash 
transaction.  It's  expected  station  will  go 
to  best  qualified  highest  bidder  at  $800,- 
000  to  $1  million. 

NAB  under  study  •  Kept  entre  nous 
was  action  of  joint  NAB  Radio  and  Tv 
Boards  at  its  meeting  in  Hollywood 
Beach,  Fla.,  last  Feb.  2-6,  approving 
$15,000  appropriation  for  depth  study 
of  NAB  organization.  Presumably  sur- 
vey would  be  undertaken  by  manage- 
ment consultant  group,  such  as  Booz, 
Allen  &  Hamilton,  McKinsey  &  Co., 
etc.,  prior  to  end  of  year. 

Survey  was  authorized  by  board  after 
members  had  questioned  efficiency  of 
operations  and  whether  it  was  spending 
its  $1  million  budget  in  manner  that 
best  conduced  to  interests  of  both  radio 
and  television.  Tv  Board  members,  it's 
understood,  raised  question  whether  tv 
membership  was  getting  its  50%  worth 
out  of  organization  and  whether  it  is 
properly  staffed  in  light  of  existing 
broadcast  structures. 

Tv  safari  •  Rogan  Jones,  president  of 
KVOS-AM-TV  Bellingham,  Wash, 
(with  primary  coverage  in  Vancouver, 
Canada)  leaves  this  week  for  Africa  to 
complete  plans  for  establishment  of  tv 
stations  in  Accra,  Ghana  and  Lajos, 
Nigeria.  Mr.  Jones  would  hold  minority 
interest  in  each  operation  which,  he 
indicates,  can  be  established  for  ap- 
proximately $40,000  each,  as  film  sta- 
tions. Plans  already  have  been  made 
with  African  authorities  and  leading 
local  businessmen,  he  reports.  He  will 
be  gone  about  two  months. 
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an 


other  WJBK-TV  FIRST 


in  the  nation's 


th 


market! 


Recent  installation  of  its  own  and  exclusive  weather  station 
atop  its  New  Center  area  studios  is  another  audience-building 
first  for  WJBK-TV —  CBS's  address  for  1,900,000  television 
homes.  Actual  instrument  readings  are  on  camera  at  the  time 
of  broadcast  giving  up-to-the-second,  authoritative  weather 
information  to  Detroit  and  southeastern  Michigan.  Viewers 
can  keep  current  with  the  weather  by  watching  WJBK-TV's 
6:25  PM  and  11:15  weathercasts  nightly. 

Strong  programming  balanced  between  CBS  and  outstand- 
ing local  features,  complete  Video  Tape  and  full  color  facili- 
ties, have  made  WJBK-TV  Detroit's  dominant  station  over 
its  ten-year  history.  Represented  by  the  Katz  Agency. 

Storer  Television 


Famous  on  the  local  scene 

WJBK-TV 


CHANNEL 


100,000  Watts  •  CBS  Affiliate  •  1057-foot  tower 
N.Y.  Sales  Office:  623  Madison  Ave..  N.Y.  22  •  PLaza  1-3940 
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WEEK  IN  BRIEF 


Supporting  fhe  media  buy  assures  sales  •  The  most 
critical  period  in  a  broadcast  media  campaign  is  the 
short  time  between  the  final  buy  and  the  air  date.  This 
is  when  marketing  and  merchandising  support  must  be 
marshalled  to  guarantee  the  product  will  be  on  the 
counter  when  the  customer  arrives.  David  Wermen, 
president,  Wermen  &  Schorr,  talks  about  it  in  the  Phillies 
story  in  this  week's  Monday  Memo.  Page  21. 

New  hand  at  Mutual  •  Malcolm  Smith  group  completes  purchase  of 
Mutual  from  Scranton-Roach  interests,  goes  to  work  to  return  network 
to  normalcy — and  they  hope  even  better.  Page  27. 

The  man  for  Mutual  •  Exclusive  profile  on  Malcolm  E.  Smith  Jr.,  fast- 
rising  businessman  who's  capped  his  record-import  complex  with  a  radio 
network.  Page  28. 

End  of  Don  Lee  •  Pacific  Coast  network  will  expire  April  26,  with  score 
of  stations  moving  to  ABC  Radio  along  with  eight  hours  of  commercial 
programming.  Page  30. 

The  shopper's  listening  habits  •  RAB's  Sweeney  discloses  new  pilot 
studies  which  pin  radio  listening  habits  of  buyers  of  specific  products  in 
given  markets.  Page  35. 

How  to  beef  up  a  promotion  •  Eastman  Kodak  does  it  by  buying  a 
little  more  network  tv  to  add  to  regular  sponsorship.  It  gets  five  straight 
days  to  tell  its  story  to  viewers  and  hits  all  three  tv  networks  in  the 
process.  Page  36. 

Nationwide  silence  •  All  U.S.  broadcasting  stations  (am,  fm,  tv)  will 
go  silent  April  17,  11:30  a.m.-12  noon  (EST)  except  am  stations  taking 
part  in  Conelrad  homing-proof  communications  operation.  Page  46. 

Closed  circuit  in  Chicago  •  AWRT  delegates  hear  views  on  radio, 
geographical  advertising  approaches  and  intramedia  competition — and 
from  the  local  critics.  Radio,  like  Eve,  has  "three  faces"  and  is  "refining 
and  developing"  its  product,  they're  told.  Page  53. 

Toll  tv  tryouts  •  FCC  invites  pay  tv  test  applications  (again)  and  wins 
congressional  support  by  narrow  11-10  margin.  But  some  congressmen 
up  in  arms,  claiming  any  subscription  tv  tests  means  foot  in  door  for 
advocates  of  pay  tv.  Rep.  Harris  defends  Commerce  Committee  en- 
dorsement. Page  62. 

Political  libel  test  •  Supreme  Court  hears  argument  on  liability  of  stations 
for  defamation  under  Sec.  315.  WD  AY-TV  Fargo,  N.D.  and  NAB  con- 
tend no  censorship  provision  of  section  confers  immunity  against  libel 
suits;  Farmers  Union  says  it  isn't  so.  Page  66. 

ASCAP's  talks  extended  •  Court  order  sets  interim  fees  at  old  rates  till 
May  31  as  negotiations  continue  between  All-Industry  Radio  Music 
License  Committee  and  ASCAP's  negotiators.  Mason  says  chances  of 
agreement  are  "much  better."  Court  rules  ASCAP  doesn't  have  to  issue 
interim  licenses  to  Washington  State  stations.  Page  71. 
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0#What  single- 
•  station  buy 
gets  you  103  counties, 
221,810  tv  homes? 

A#Your  one  buy 
•  on  KELO-TV 
gets  you  its  booster  tv 
hookups  KDLO-TV 
and  KPLO-TV.  One 
rate  card!  Lowest  cost- 
per-thousand! 

Source  for  the  above  big 
figures  is  NCS  No.  3. 

The  same  Nielsen  report 
shows  you  that  Joe 
Floyd's  KEL-O-LAND 
hookup  gets  you  into  5 
states — South  Dakota, 
Minnesota,  Iowa,  Ne- 
braska, North  Dakota. 

Advertising's 
biggest  pull  is 

KEL-O-LAND 

CBS  •  ABC 

KELO  tv 

SIOUX  FALLS;  and  boosters 

KDLO  tv 

ABERDEEN-HURON-WATERTOWN 

KPLO  tv 

PIERRE-VALENTINE-CHAMBERLAIN 
General  Offices:  Sioux  Falls,  S.D. 
JOE  FLOYD,  President 
Evans  Nord,  Gen.  Mgr. 
Larry  Bentson,  Vice-Pres. 

REPRESENTED  BY  H-R 

In  Minneapolis  by  Wayne  Evans  &  Assoc. 


BROADCASTING,  March  30,  1959 


7 


The  Modern  American  Family 

ONE  OF  THE  SPECIES: 


The  Blue-serged  Mad  Dasher 


An  incessant  toiler  and  spender  —  and  always  in 
a  hurry  —  he  relies  on  Bartell  Family  Radio  for 
information,  entertainment,  guidance,  because  he 
regards  it  as  a  large  service  organization  friendly 
to  his  best  interests.  He  likes  the  warm  personali- 
ties, sports  capsules,  thoughtful  editorials,  gay 
music.  And  he  responds  to  an  attractive  advertis- 
ing message.  He  is  typical  of  the  BUYERSHIP 
audience  which  Bartell  radio  had  developed  over 
almost  a  dozen  years  of  family  programing. 


BARTELL 

fnmnv 

RADIO 

COAST  TO  COAST 


Bartell 

Family 
Radio 
Reaches 

More 
Different 
Kinds 
Of  People 


L920  m  miiiuBumtl-J  1  I  I 

I  T^JTT*  R     1340  'n-"nRn,B 

Lgso  m  BiRmincNnm- 


Bartell  it  .  .  .  and  sell  it.    Sold  Nationally  by  ADAM  YOUNG  INC. 
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AT  DEADLINE 

LATE  NEWSBREAKS  APPEAR  ON  THIS  PAGE  AND  NEXT  •  DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  PAGE  27 


Tv  public  relations 
committee  underway 

First  steps  toward  drawing  plans  for 
industry-wide,  nation-wide  public  rela- 
tions campaign  on  behalf  of  television 
taken  Friday  at  organizational  meeting 
of  special  committee  named  during 
NAB  convention  (Broadcasting,  March 
23). 

Committee,  headed  by  C.  Wrede 
Petersmeyer  of  Corinthian  Broadcast- 
ing, held  first  of  series  of  meetings  to 
prepare  "initial  proposals  on  the  de- 
sign, financing  and  implementation"  of 
campaign  for  submission  to  NAB  tv 
board  by  April  30. 

Members  declined  to  discuss  details 
but  it  was  understood  meeting  dealt 
primarily  with  "nature  of  the  prob- 
lem" to  be  met.  Five-hour  session  was 
called  productive  and  participants  were 
confident  they  would  meet  April  30 
deadline  for  submission  of  preliminary 
plans  for  aggressive  campaign.  It  was 
understood  question  of  hiring  outside 
public  relations  counsel  to  help  direct 
campaign  was  discussed  but  not  de- 
cided. 

Eight  members  of  nine-man  com- 
mittee were  on  hand:  Chairman  Peters- 
meyer; Kenneth  W.  Bilby,  NBC;  Roger 
W.  Clipp,  WFIL-TV  Philadelphia;  Mi- 
chael Foster,  ABC;  Donald  H.  McGan- 
non,  Westinghouse  Broadcasting;  Ward 
Quaal,  WGN-TV  Chicago;  Charles  S. 
Steinberg,  CBS-TV  New  York,  and 
Robert  D.  Swezey,  WDSU-TV  New 
Orleans.  Jack  Harris,  KPRC-TV  Hou- 
ston, was  unable  to  attend  but  sent  his 
views  on  problem. 

Group  was  joined  by  NAB  Presi- 
dent Harold  E.  Fellows,  NAB  Tv  Vice 
President  Thad  H.  Brown  Jr.  and  Rich- 
ard S.  Salant  of  CBS  Inc.,  who  had  told 
NAB  convention  meeting  which  cre- 
ated this  committee  that  results  of 
$100,000  survey  CBS  is  conducting  on 
what  people  think  about  television  will 
be  made  available  to  industry-wide  pub- 
lic relations  project.  In  Broadcasting's 
account  of  appointment  of  committee, 
Mr.  Salant  was  incorrectly  identified  as 
CBS  representative  rather  than  Mr. 
Steinberg. 

Posner  buys  WXIX  (TV) 

CBS  Inc.,  which  announced  it  would 
close  down  its  uhf  WXIX  (TV)  Mil- 
waukee, said  late  Friday  station  would 
be  sold  instead.  Buyer:  WXIX  Inc., 
whose  president,  Gene  Posner,  also  is 


president  of  WMIL  Milwaukee.  Sale  is 
subject  to  FCC  approval.  Terms  were 
not  announced.  CBS-TV  affiliation  in 
Milwaukee  on  April  1  goes  to  Storer 
Broadcasting  Co.'s  vhf  WITI-TV. 
WXIX  goes  independent. 

Two  agencies  merge 

Merger  of  Burke  Dowling  Adams  and 
St.  George  &  Keyes  with  offices  in  New 
York,  Chicago  and  Los  Angeles,  and 
total  billing  in  excess  of  $16  million 
annually,  announced  over  weekend. 
New  agency:  Adams  &  Keyes,  with 
Atlanta  operations  of  BDA  continuing 
to  be  operated  under  old  name.  Broad- 
cast billing  of  combined  agencies  esti- 
mated in  vicinity  of  $5  million. 

Stanley  J.  Keyes  Jr.,  president  of  St. 
George  &  Keyes,  will  be  chairman  of 
new  agency  with  offices  in  New  York, 
while  B.D.  Adams,  president  of  BDA, 
becomes  agency's  president  with  head- 
quarters in  Atlanta. 

Merger  talks  have  been  underway  for 
"several  months"  with  "virtually  no 
conflict  in  accounts,"  Messrs.  Keyes 
and  Adams  stated  jointly.  Both  agencies 
were  started  in  December  1939.  Of- 
ficers, besides  Messrs.  Keyes  and 
Adams,  include  Edward  C.  Hoffman, 
executive  vice  president;  Alfred  a! 
Anthony,  senior  vice  president  and  cre- 
ative director;  Thomas  Dixcy,  senior 
vice  president  and  secretary;  Jack 
Hardy,  senior  vice  president  and  gen- 


Liquor  rides  again 

Liquor  advertising  will  return 
to  Boston  radio  April  1  when 
Nuyens  Vodka  commercials  will 
be  heard  on  WBOS  Brookline,  ac- 
cording to  Laurence  Singal,  gen- 
eral manager  of  Federal  Liquors 
Ltd.  and  Nuyens  et  Cie.  Agency 
is  Sackel  Co.,  Boston.  Sol  Sackel, 
agency  head,  said  firm  is  "happy 
to  renew  our  battle  against  the 
hypocrisy  of  banning  liquor  com- 
mercials from  the  air."  He  said 
"a  great  many  stations  through- 
out the  country  have  offered  to 
accept  the  Nuyens  sponsorship; 
we  hope  to  expand  our  efforts." 
WCRB  Boston,  which  carried 
Nuyens  commercials  last  autumn, 
cancelled  contract  "at  the  insist- 
ence of  the  NAB."  Sackel  agency 
said. 


eral  manager;  James  H.  Cobb,  James  J. 
Freeman,  Thomas  A.  Gullette,  William 
D.  Sloan  and  Robert  Black,  vice  presi- 
dents. (Messrs.  Sloan  and  Black  are  in 
western  division.)  BDA's  accounts  in 
broadcast  media  include  Delta  and 
Scandinavian  airlines  and  Southern 
Bakeries.  St.  George  &  Keyes  is  in 
household  furnishings  and  products 
field,  has  handled  Fiat  auto,  Revere 
Copper  &  Brass,  Wedgwood  china  and 
Concord  Watch  Co.  among  others. 

Sackett  sells  KROW 
to  McLendon  Corp 

KROW  Oakland,  Calif.,  sold  Friday 
by  Sheldon  F.  Sackett,  West  Coast 
broadcaster  and  newspaperman,  to  Mc- 
Lendon Corp.  for  $800,000.  Few  days 
earlier  another  Oakland  station,  KLX, 
was  sold  to  Crowell-Collier  for  $750,- 
000  (see  Changing  Hands,  page  55). 

Gordon  McLendon,  president  of  pur- 
chaser, said  KROW  would  be  held  by 
new  subsidiary,  McLendon  Pacific  Corp. 
Transaction  must  be  approved  by  FCC. 

Station  is  licensed  to  KROW  Inc., 
wholly  owned  by  Mr.  Sackett.  It  oper- 
ates on  960  kc  with  1  kw.  Mr.  Sackett 
said  Friday  he  would  file  application  for 
increase  in  power  to  5  kw. 

Mr.  Sackett's  radio  holdings  now  con- 
fined to  KOOS  Coos  Bay,  Ore.  He  owns 
13  newspapers  in  California.  Earlier 
this  month  he  sold  KVAN  Vancouver- 
Portland,  Ore.  to  Don  W.  Burden  for 
$1  down  and  $580,000  payable  over 
10-year  period  (At  Deadline,  March 
16). 

McLendon  Corp.  owns  KLIF  Dallas, 
KILT  Houston,  KTSA  San  Antonio, 
KEEL  Shreveport  and  WAKY  Louis- 
ville. 

Hugh  Norman  was  broker  in  KROW 
deal. 

WHDH  earnings 

Improvement  in  earnings  "attribut- 
able entirely  to  television  operations" 
reported  by  Boston  Herald-Traveler 
Corp.  (WHDH-AM-TV  Boston).  Con- 
solidated net  profit  for  1958  for  news- 
paper and  radio-tv  properties  was  given 
as  $1,173,755  ($2.99  per  share)  com- 
pared with  1957  figures  of  $813,335 
($2.16  per  share).  Both  newspaper  and 
radio  earnings  were  lower  in  1958  than 
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previous  year,  annual  report  stated.  Re- 
port said  first  full  year  of  tv  operations 
was  "gratifying"  and  station  has  shown 
"fair  profit."  Herald-Traveler  also  re- 
ported it  hoped  to  move  radio  and  tv 
operations  to  new  studio  and  office 
building  on  Wm.  T.  Morrissey  Blvd. 
next  fall.  WHDH  radio  fell  behind,  re- 
port stated,  time  sales  suffering  from 
general  business  recession  and  introduc- 
tion of  ch.  5  television  outlet.  Rehear- 
ing on  Boston  ch.  5  comparative  case 
— because  of  allegations  of  behind-the- 
scenes  wire  pulling — has  just  been  con- 
cluded. 


KPOP  sale  filed 

Application  filed  Friday  for  sale  of 
KPOP  Los  Angeles  by  John  Frank 
Burke  Sr.  and  family  to  Storer  Broad- 
casting Co.  for  $900,000  (Broadcast- 
ing, March  16).  KPOP,  5  kw  on  1020 
kc  (limited  with  clear  channel  KDKA 
Pittsburgh),  has  application  pending  for 
50  kw  daytime.  Price  includes  SVi-acre 
transmitter  property  plus  site  adjacent 
to  KCOP  (TV)  transmitter  on  Mount 
Wilson.  KPOP,  specializing  in  Negro 
and  Spanish  programming,  had  $153,- 
000   profit   for    1955-56   fiscal  year, 


$153,000  for  1956-57  year  and  $183,- 
000  for  1957-58  fiscal  year,  and  listed 
$79,470  profit  from  July  1958-January 
1959.  Storer  balance  sheet  as  of  Dec.  31 
listed  total  assets  of  $30,025,424  of 
which  $6,112,422  was  current  assets 
and  $11,782,270  investments  and  other 
assets.  Current  liabilities  were  $3,662,- 
009,  long  term  debt  $748,010  and 
earned  surplus  $17,413,102.  Net  in- 
come for  1957  and  1958  after  taxes 
$6,380,668  and  $1,580,684,  respec- 
tively. If  FCC  approves  sale,  Storer 
would  have  to  dispose  of  one  of  its 
am  properties. 


WEEK'S  HEADLINERS 


Mr.  McDermott 


Thomas  McDermott,  vp  in  charge  of 
radio  and  tv  programming  and  member  of 
board  of  directors,  Benton  &  Bowles,  N.Y., 
elected  senior  vp  of  agency.  Mr.  McDer- 
mott's  elevation  said  to  be  part  of  general 
upgrading  of  top  executives  at  agency,  set 
off  by  election  of  William  D.  Tyler,  vp  in 
charge  of  creative  services,  to  executive  vp 
(Broadcasting,  March  23).  Mr.  Mc- 
Dermott joined  B&B  in  1942,  became  as- 
sistant to  director  of  tv  and  radio  in  1949,  elected  vp  in  charge 
of  radio  and  tv  programming  in  1953  and  became  member 
of  board  last  year.  Among  nighttime  programs  handled  by 
Mr.  McDermott's  department  in  agency:  The  Loretta  Young 
Show,  December  Bride,  The  Ann  Sot  hern  Show,  The  Rifle- 
man, The  Danny  Thomas  Show  and  Zane  Grey  Theatre. 

W.  Howard  Chase  has  resigned  as  president  of  Communi- 
cation Counselors  Inc.,  public  relations  affiliate  of  McCann- 
Erickson,  to  form  new  public  relations  organization,  Howard 
Chase  Assoc.,  which  will  open  in  New  York  April  13.  Mr. 
Chase  began  with  M-E  in  1955  as  vice  president  and  direc- 
tor of  intra-agency  public  relations  department,  taking  over 
presidency  of  CCI  at  its  formation  in  1956. 

Charles  S.  Steinberg,  director  of  infor- 
mation services  for  CBS-TV,  promoted  to 
vp,  information  services.  Previously,  Mr. 
Steinberg  had  been  director  of  press  infor- 
mation for  CBS  Radio  and  earlier  had 
been  associated  with  Warner  Bros,  for  14 
years  in  various  publicity  posts.  Mr.  Stein- 
berg, who  has  Ph.D.  from  New  York  U.'s 
Graduate  School  of  Education,  is  author 
of  The  Mass  Communicators,  book  on 
communications  and  public  relations,  published  last  year 
by  Harper  &  Bros.,  New  York.  He  is  CBS-TV's  representa- 
tive on  industry  committee  organized  to  prepare  public  rela- 
tions campaign  on  behalf  of  television. 

Boiling  Co.,  New  York,  station  representative,  announced 
Friday  (March  27)  new  assignments  and  appointments: 
G.  Richard  Swift,  executive  vice  president,  named  presi- 
dent of  Boiling's  television  division;  G.  William  Bolling 
III,  who  has  been  in  charge  of  company's  West  Coast  opera- 
tions for  seven  years,  transfers  to  New  York  in  triple-title 
role  as  vice  president,  assistant  to  the  president  and  presi- 


Mr.  Steinberg 


dent  of  radio  division;  Henry  J.  O'Neill  and  Lloyd  A.  Ras- 
kopf,  account  executives,  named  New  York  sales  manager 
for  television  and  New  York  sales  manager  for  radio,  respec- 
tively. 

Lionel  F.  Baxter,  vp  and  managing  di- 
rector  of   WIBG-AM-FM  Philadelphia, 
named  to  head  newly-created  post  of  na- 
tional director  of  radio  operations  of  Storer 
*   £-      Broadcasting  Co.  Mr.  Baxter  will  continue 
I     his  duties  as  WIBG  managing  director 
until  his  successor  is  appointed.  He  entered 
§L     W^^B     broadcasting  as  vp  and  general  manager  of 
WSFA-AM-TV  Montgomery,  Ala.  Prior 


Mr.  Baxter 


WIBG,  Mr.  Baxter  was  manager  direc- 


tor of  WBRC-AM-TV  Birmingham,  Ala.  He  was  named 
managing  director  of  WIBG  in  May  1957  and  vp  of  Storer 
following  July. 

Harold  Day  appointed  by  ABC-TV  to  newly  created  direc- 
torship of  daytime  sales.  With  network  since  1942,  Mr.  Day 
most  recently  served  as  western  division  manager  of  ABC- 
TV  network  sales. 

Howard  Kany,  manager  of  CBS  Newsfilm  since  1953, 
appointed  to  newly  created  position  of  director  of  inter- 
national business  relations,  CBS-TV  Stations  Div.,  effective 
Wednesday  (April  1).  Mr.  Kany  also  will  continue  as  super- 
visor of  CBS  Newsfilm's  foreign  and  domestic  sales,  but  he 
will  transfer  from  CBS  News  to  CBS  Films  Inc. 

John  F.  Hardesty,  vp  and  general  man- 
ager of  Radio  Advertising  Bureau,  has  re- 
signed effective  May  15  to  become  vp  of 
Hamilton,  Stubblefield,  Twining  &  Assoc., 
radio-tv  station  broker  (Closed  Circuit, 
March  23).  Mr.  Hardesty  will  make  his 
KT  headquarters  in  San  Francisco  and  will  be 
B^Wp^  responsible  for  sales  in  11  western  states. 
™^  ^  Alaska  and  Hawaii.   He  joined  RAB  for 

Mr.  Hardesty  first  time  in  1951  as  local  promotion  direc- 
tor and  left  in  1954  to  serve  for  two  years  as  eastern  sales 
manager  of  Westinghouse  Broadcasting  Co.  In  January 
1956  he  rejoined  RAB  as  vp-general  manager.  Mr.  Hardesty 
began  his  career  in  radio  as  member  of  guest  relations  staff 
of  WJSV  Washington  (now  WTOP)  and  later  handled  sales 
promotion  and  sales  posts  at  WOL  Washington. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  &  FORTUNES 
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SINCERE 

CONGRATULATIONS 


both  to  the  Storer  Broadcasting  Company  and  to 
CBS  Television,  on  the  affiliation  of  WITI-TV  with 
the  Columbia  Television  Network  —  an 
affiliation  which,  beginning  April  1,  brings  CBS 
programming  to  the  entire  Milwaukee  market. 

Blair  Television  Associates  is  proud  to  continue 
representation  of  this  outstanding  facility. 


JOHN  blair,  President 

RICHARD  L.  FOOTE,  Executive  Vice  President 


WEST  TEXAS 

TELEVISION  NETWORK 


W.  D.  "Dub"  Rogers,  President  and  Gen.  Mgr, 
R.  S.  "Bud"  Nielsen,  General  Sales  Manager 
John  Henry,  National  Sales  Manager 


DATEBOOK 


A  CALENDAR  OF  MEETINGS  AND  EVENTS 
IN    BROADCASTING    AND    RELATED  FIELDS 

('Indicates  first  or  revised  listing) 

MARCH 

March  28-April  3 — Weeklong  observance  of 
Golden  Anniversary  of  Broadcasting  and  50th  An- 
niversary of  Sigma  Delta  Chi,  San  Jose  State  Col- 
lege, San  Jose,  Calif.  SDX  "Deadline  Dinner" 
April  2  will  honor  founding  of  broadcasting  in 
1909  at  San  Jose  State. 

March  30 — Deadline  for  filing  copies  of  direct 
testimony  in  FCC's  inquiry  into  allocation  of  fre- 
quencies between  25  mc  and  890  mc.  Number 
of  copies  to  be  filed:  1  notarized  original,  and  20 
copies. 

March  30 — du  Pont  Awards  Dinner,  Mayflower 
Hotel,  Washington. 

APRIL 

April  1 — Assn.  of  National  Advertisers  work- 
shop at  Hotel  Pierre,  New  York.  Topic:  "How  to 
Get  More  Productive  Advertising  Through  Man- 
agement-Oriented Research."  Henry  Schachte,  ex- 
ecutive v.p.,  Lever  Bros.  Co.,  and  chairman  of 
ANA  board  of  directors,  will  be  keynote  speaker. 
April  1-2 — Art  Directors  Club  of  New  York,  4th 
Visual  Communications  Conference,  Waldorf-As- 
toria, New  York. 

April  1-30 — International  Radio  Consultative 
Committee  (CCIR),  9th  plenary  assembly,  Hotel 
Biltmore,  Los  Angeles.  This  organization,  which  rec- 
ommends international  standards  for  radio  com- 
munication, will  take  up  such  questions  as  tele- 
vision recording,  stereophonic  broadcasting,  space 
frequencies  and  tropospheric  scatter  relays. 
April  3-4 — Oregon  Assn.  of  Broadcasters,  U.  of 
Oregon,  Eugene. 

April  3-5 — Mississippi   Broadcasters  Assn.,  an- 
nual meeting,  Buena  Vista  Hotel,  Biloxi. 
April  4 — National  Headliner  Club  awards  lunch- 
eon, Atlantic  City,  N.  J. 

April  4 — United  Press  Intl.  Broadcasters  of 
Minnesota  Assn.,  Spring  Meeting,  Radisson  Hotel, 
Minneapolis. 

April  5-8 — National  Retail  Merchants  Assn., 
sales  promotion  division,  Eden  Roc  Hotel,  Miami 
Beach. 

April  6-9 — National  Premium  Buyers,  26th  an- 
nual exposition,  Navy  Pier,  Chicago.  Premium  Ad- 
vertising Assn.  of  America  will  meet  April  7, 
same  site. 

April  7 — Trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  friend,  Thurman  A.  Whiteside,  for  con- 
spiracy to  defraud  U.S.  Presiding:  Judge  Burnita 
S.  Matthews,  U.S.  District  Court,  Washington, 
D.C. 

April  8 — Deadline  for  comments  to  FCC  on  day- 
time radio  stations'  request  to  operate  from  6 
a.m. -6  p.m.  or  sunrise-sunset,  whichever  is  longer. 
Docket  12,729. 

*  April  10 — U.  of  Missouri  conference  on  more 
effective  advertising,  with  agency  executives  par- 
ticipating, Columbia,  Mo. 

April  10-11 — Republican  National  Committee 
meets  at  Sheraton  Park  Hotel,  Washington.  Host 
city  for  the  1960  nominating  convention  will  be 
picked. 

April  10-11 — West  Virginia  Broadcasters  Assn. 


spring  meeting,  Press  Club,  Charleston.  Speakers: 
FCC  Comr.  Robert  E.  Lee;  Al  N.  Sears,  national 
president,  Sales  Executives  International;  Adam 
Young,  president,  Adam  Young  Inc.;  Chuck  Tower, 
NAB  labor  relations  department,  and  Robert 
Mason  of  WMRN  Marion,  Ohio,  chairman  of 
the  All  Industry  Radio  Music  License  Committee. 
April  12-13 — Texas  Assn.  of  Broadcasters,  spring 
meeting,  Commodore  Perry  Hotel,  Austin.  Mem- 
bers of  Legislature  will  be  April  13  luncheon 
guests. 

April  12-15 — Assn.  of  National  Advertisers,  annual 
west  coast  meeting,  Santa  Barbara  Biltmore, 
Santa  Barbara,  Calif. 

April  12-19 — Technical  symposium  on  aircraft 
and  space  communications  sponsored  by  Electronic 
Industries  Assn.,  McCarren  Field,  Las  Vegas,  Nev., 
during  First  World  Congress  of  Flight. 
April  19-25 — Biennial  Congress,  International 
Chamber  of  Commerce,  Sheraton  Park  and  Shore- 
ham  Hotels,  Washington. 

April  20 — Radio  Advertising  Bureau  sales  clinics 
at  Tulsa,  Okla.,  and  Minneapolis,  starting  nation- 
wide series  that  ends  May  22.  RAB  will  present 
30  how-we-sold-it  stories  and  exhibits. 
April  20-23 — American  Newspaper  Publishers 
Assn.,  annual  meeting,  Waldorf-Astoria  Hotel, 
New  York. 

April  23 — Oral  argument  before  FCC  en  banc 
on  Miami  ch.  10  case  involving  charges  of  behind- 
the-scenes  wirepulling.  Initial  decision  by  Ex- 
aminer Horace  Stern  recommended  grant  to  Pub- 
lic Service  Television  Inc.  (National  Airlines)  be 
revoked  and  allegations  of  ex  parte  representa- 
tions by  applicants  be  weighed  against  them  in 
new  comparative  hearing.  Docket  No.  9321  et  al. 
April  23 — Georgia  Assn.  of  Broadcasters,  man- 
agement conference,  Dinkier  Plaza  Hotel,  Atlanta. 
April  23-24 — Assn.  of  National  Advertisers  two- 
day  workshop  on  advertising  expenditures,  West- 
chester-Biltmore,  Rye,  N.Y. 
April  23-25 — Western  States  Advertising  Agencies 
Assn.,  ninth  annual  conference,  Oasis  Hotel,  Palm 
Springs,  Calif. 

*  April  23-25 — American  Assn.  of  Advertising 
Agencies,  annual  meeting  at  The  Greenbrier,  White 
Sulphur  Springs,  W.  Va.  Annual  elections,  other 
business  in  closed  sessions  April  23.  April  24.. 
presentation  on  "The  Revolution  in  Rising  Expecta- 
tions" by  correspondents,  editors  and  publishers 
of  Time  Inc.  magazines.  Award-winning  tv  com- 
mercials, chosen  by  Art  Directors  Club  of  New 
York,  and  advertising  films  from  Venice  film 
festival  will  be  shown  both  April  24  and  25. 
Creative  session  April  25  on  safeguarding  creativ- 
ity in  today's  advertising  agency,  with  discussions 
by  Anthony  C.  Chevins,  Cunningham  &  Walsh; 
John  A.  Sidebotham,  Young  &  Rubicam,  and 
David  Ogilvy,  Ogilvy,  Benson  &  Mather,  all  New 
York.  Rep.  Bob  Wilson  (R-Calif.)  to  discuss  legis- 
lative threats  to  advertising  and  what  advertising 
needs  to  do.  Other  speakers  to  be  announced.  An- 
nual banquet  April  24. 

April  24 — Ohio  Assn.  of  Broadcasters,  Sheraton 
Gibson  Hotel,  Cincinnati. 

April  24-25 — New  Mexico  Broadcasters  Assn., 
Bishop's  Lodge,  Santa  Fe. 

*  April  25 — Spring  meeting  of  Associated  Press 
Broadcasters  of  Idaho  and  Utah,  Hotel  Boise, 
Boise. 

April  26-29 — National  Assn.  of  Transportation 
Advertising  convention,  The  Greenbrier,  White 
Sulphur  Springs,  W.  Va. 

April  26-29 — U.S.  Chamber  of  Commerce  an- 
nual meeting,  chamber  hdqrs.,  Washington. 
April  27-28 — Potts-Woodbury  Adv.  Agency  Ra- 
dio-Tv  Farm  Clinic,  Bellerive  Hotel,  Kansas  City. 
Invited  radio  and  tv  farm  directors  and  farm 
products  manufacturers  will  be  guests. 
April  27-May  2 — Journalism  &  Broadcasters 
Week,  School  of  Journalism  &  Communications, 
U.  of  Florida,  Gainesville.  (April  27  is  Broad- 
casters Day). 

April  29 — Comments  due  on  FCC  proposal  to 
prohibit  networks  from  representing  tv  stations 
other  than  their  own  in  spot  representation  field. 
Docket  No.  12,746. 

April  29-30 — International  Advertising  Assn.  con- 
vention, Hotel  Roosevelt,  New  York. 
April  30-May  2 — Alabama  Broadcasters  Assn., 
Buena  Vista  Hotel,  Biloxi,  Miss. 
April  30-May  3 — American  Women  in  Radio  & 
Television,  annual  national  convention,  Waldorf 
Astoria  Hotel,  New  York. 

April  30-May  3 — 4th  district,  Advertising  Fed- 
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JERRY  SPRAGUE— WINS  THE  WINN  ALL  EXPENSE  PAID  TRIP 


'°  '59  KENTUCKY 

DERBY! 


AND  10  ADDITIONAL 
PRIZES  $25.00  EACH 


V-A.  total  of  10,842  national  spots  were  scheduled  on  WINN  from  midnight 
August  31,  1958  through  February  28,  1959.  Jerry  Sprague  of  Cunningham 
&  Walsh,  whose  guess  was  10,800,  was  the  winner.  His  guess  was  the  closest 
of  the  429  entries.  132  time  buyers  placed  a  total  of  10,842  national  spots 
in  the  six-month  period  on  WINN — more  than  any  other  radio  station  in 
Louisville. 

Yes,  more  national  spots,  at  rate  card  rates,  are  placed  on  WINN  every 
month,  for  the  past  19  months,  than  any  other  Louisville  station. 


WINN 


GLEN  HARMON 

.  General  Manager 


1240  ON  THE  DIAL 
LOUISVILLE,  KENTUCKY'S 
POPULAR  MUSIC 
STATION 


AVERY  KNODEL 

National  Representative 


LOCAL  PRODUCTS: 


PASSPORTS... 
>and  WMAL-TV 


ABC   IN  THE 


NATION'S  CAPITAL 


Passports  open  doors  to  foreign 
countries.  WMAL-TV  opens  doors 
to  homes  for  advertisers. 

Passports  mean  entertainment  for 
cosmopolitan  travelers.  WMAL-TV 
means  entertainment  for  working, 
buying  metropolitan  area  residents. 

Passports  take  pictures  abroad. 
WMAL-TV  broadcasts  another 
kind  of  picture — the  changing  face 
of  the  news,  the  constant  faces  of 


local  personalities  like  Del  Malkie, 
Joseph  McCaffrey,  Morrie  Siegel 
and  Jerry  Strong,  the  diverse  faces 
of  ABC  entertainment. 

Passports  cost  little,  WMAL-TV 
far  less,  on  an  individuals-reached- 
effectively  basis.  For  your  passport 
to  Greater  Washington,  apply  to 
WMAL-TV,  where  programming  is 
arranged  to  give  advertisers  sensibly 
priced  one-minute  spots  in  all  time 
classifications. 


yNashington  Means  American  Leadership 


wmal-tv 

Channel  7      Washington,  D.  C. 

An  Evening  Star  Station  represented  by  H-R  Television,  Inc. 


YEARS  OF 
AUDIENCE  LEADERSHIP 


For  more  than  three  continuous  years... covering 
sixteen  consecutive  ARB  Rating  Periods... 
KCRA-TV  has  enjoyed  audience  leadership 
in  the  prosperous,  growing  SACRAMENTO, 
CALIFORNIA  TELEVISION  MARKET. 

This  KCRA-TV  audience  leadership  means 
more  viewers . . .  more  sales  impressions . . . 
greater  results  for  your  advertising  dollar. 


ARB  RATING  PERIODS 

KCRA-TV 

STATION  ' 

B"   STATION  "C" 

Nov.  7-  Nov.  13,  1955 

32.3 

30.3 

31.1* 

Feb.  8 -Feb.  14,  1956 

34.2 

29.7 

29.7* 

June  2-June8,  1956 

35.7 

35.6 

25.2s 

Nov.  15  -  Nov.  21,  1956 

43.8 

36.1 

22.1* 

Feb.  8 -Feb.  14,  1957 

49.1 

32.4 

21.7* 

•   March  18 -April  14,  1957 

46.5 

31.0 

24.7° 

May  8 -May  14,  1957 

49.7 

34.5 

19. 5* 

Oct.  14 -Oct.  20,  1957 

58.7 

35.3 

6.2 

Oct.  29 -Nov.  4,  1957 

48.8 

40.4 

11.4 

Dec.  1- Dec.  7,1957 

49.0 

39.8 

13.8 

Feb.  8 -Feb.  14,  1958 

49.2 

40.9 

11.0 

May  12  — May  18,  1958 

48.0 

42.3 

16.1 

Sept.  9 -Sept.  15,  1958 

53.5 

35.8 

14.1 

•   Oct.  4-  Oct.  31,  1958 

50.7 

37.6 

12.2 

•   Nov.  8-  Dec.  5,  1958 

50.6 

35.6 

15.2 

•  Jan.  5 -Feb.  1,  1959 

44.8 

30.2 

14.9 

(*)  Denotes  total  audience  share  of  stations  VC  8  D".  Station 
*D"  went  off  the  air  after  May  8  thru  14, 1957  rating  period. 
•  Denotes  four  week  rating  periods. 


KCRA-Tv 

SACRAMENTO 


Represented  by  Edward  Petry  &  Co. 


CALL  YOUR  PETRY  MAN 

for  availabilities  on 
KCRA-TV,  the  flourishing 
Sacramento  Audience 
Leadership  Station. 


eration  of  America,  Tides  Hotel  &  Bath  Club,  St. 
Petersburg,  Fla. 

MAY 

May  1 — National  Radio  Month  opens. 

May  1 — National  Law  Day. 

May  1-3 — Texas  Assn.  of  Sigma  Delta  Chi,  Hotel 

Galvez,  Galveston.  Annual  meeting. 

May  4-6 — Assn.  of  Canadian  Advertisers,  annual 

conference,  Royal  York  Hotel,  Toronto,  Ont. 
May  4-8 — Society  of  Motion  Picture  &  Tv  Engi- 
neers, semi-annual  convention,  Fontainebleau  Ho- 
tel, Miami  Beach,  Fla.  Theme  will  be  "Films 
and  Television  for  International  Communications." 

*  May  4-9 — Advertising  Research  Foundation 
seminar  in  operations  research,  Cleveland.  Eleven 
daytime  and  two  evening  lectures  of  three  hours 
each  in  bVz  days.  Further  information  from  ARF. 
*May  6 — National  Aeronautical  Electronics  Con- 
ference, Biltmore  and  Pick-Miami  Hotels,  Dayton, 
Ohio.  A  panel  on  worldwide  communications  sys- 
tems is  scheduled. 

May  6 — National  Academy  of  Television  Arts  & 
Sciences,  11th  annual  Emmy  awards  presentation 
on  NBC-TV,  10-11:30  p.m.  (EST). 
May  6-9 — Ohio  State  U.  Institute  for  Education 
by  Radio-Tv,  Deshler-Hilton  Hotel,  Columbus,  Ohio. 
May  7-8 — Kentucky  Broadcasters  Assn.,  Shera- 
ton-Seelbach  Hotel,  Louisville. 
May  7-9 — 5th  district,  Advertising  Federation  of 
America,  convention.  Hotel  Frederick,  Hunting- 
ton, W.Va. 

May  12— Wisconsin  Fm  Clinic,  Center  Bldg.,  U. 
of  Wisconsin,  Madison. 

May  13-15 — Pennsylvania  Assn.  of  Broadcasters, 
Bedford  Springs.  Frank  Palmer,  WFBG-AM-TV 
Altoona  will  direct  panel  on  reduction  of  operating 
costs  and  Ralf  Brent,  WIP  Philadelphia,  will  be 
chairman  of  panel  on  service  to  local  advertiser. 
Presidents  from  adjoining  state  associations  will 
attend. 

May  14 — Virginia  AP  Broadcasters,  spring  meet- 
ing, National  Press  Club,  Washington,  D.C. 

*  May  14 — Sigma  Delta  Chi  annual  banquet 
ceremony,  Ambassador  West  Hotel,  Chicago,  James 
A.  Byron,  news  director  of  WBAP  Fort  Worth  and 
president  of  fraternity,  will  present  bronze  medal- 
lions and  plaques  to  winners  of  1959  SDX  distin- 
guished service  in  journalism  awards  in  15  cate- 
gories. 

*  May  14 — U.  of  Michigan  Advertising  Conference. 

Agency  and  advertising  executives  will  appear  as 
panel  leaders.  Michigan  advertising  groups  are 
cooperating. 

May  16-17 — Illinois  News  Broadcasters  Assn., 
spring  meeting,  Southern  Illinois  U.,  Carbondale; 
also,  United  Press  Intl.  business  meeting. 

*  May  20-22 — Electronic  Industries  Assn.  35th 
convention,  Sheraton  Hotel,  Chicago.  Fred  R.  Lack, 
past  EIA  director,  will  receive  1959  EIA  Medal  of 
Honor. 

May  20-22 — Assn.  of  National  Advertisers,  spring 

meeting,  Edgewater  Beach  Hotel,  Chicago. 

May  21-23 — Montana  Radio  Stations  Inc.,  Great 

Falls. 

May  21-23 — Electronic  Industries  Assn.,  annual 
convention,  Sheraton  Hotel,  Chicago. 
May  24-27 — Associated    Business  Publications, 
annual  meeting  and  management  conference,  Sky- 
top  Lodge,  Skytop,  Pa. 

May  28-31 — Second  Annual  Radio  Programming 
Seminar  and  Pop  Music  Disc  Jockey  Convention, 

Americana  Hotel,  Miami,  Fla.  Speakers  will  in- 
clude Matthew  J.  Culligan,  NBC  Radio  executive 
vice  president,  and  Gordon  McLendon,  head  of 
McLendon  station  group.  Storz  stations  are  spon- 
soring seminar  with  Bill  Stewart,  Kilpatrick  Bldg., 
Omaha,  Neb.,  as  convention  coordinator. 

JUNE 

June  1-3 — National  microwave  symposium,  Pro- 
fessional Group  on  Microwave  Theory  &  Tech- 
niques, Boston  Section,  Paine  Hall,  Harvard  U., 
Cambridge,  Mass. 

June  3-5 — Armed  Forces  Communications  &  Elec- 
tronics Assn.,  annual  convention,  Sheraton-Park 
Hotel,  Washington,  D.C. 

June  7-10 — Advertising  Federation  of  America, 
annual  convention,  Hotel  Leamington,  Minneapolis. 
June  9-11 — National  Community  Television  Assn. 
annual  convention,  Mayflower  Hotel,  Washington, 
D.C. 

June  12-16 — National  Federation  of  Advertising 
Agencies,  annual  convention,  Chatham  Bars  Inn, 
Chatham,  Mass. 


6  (DATEBOOK) 
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the  Knorr  Big/| 


BATTLE  CREEK 

The  Nation's  Cereal  Center 


SAGINAW 


Automotive  Accessories 


FLINT 

Automotive  Production 

J. 


1~5 


k 


JACKSON 

Diversified  industry 

* 


IT.Orr  BROADCASTING  CORP 


now  represented  by 


MWREN-OUINN 

rOPDOPATIOKI  W 


CHICAGO 
35  E.  Wacker  Drivi 
Franklin  2-1370 


CORPORATION 

LOS  ANGELES 
1741  Ivor  Ave. 
Hollywood  4-6146 


SAN  FRANCISCO 
110  Sutter  St. 
Yukon  6-4112 
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The  face  that  launched  a  million  sales 


In  millions  of  homes,  this  smiling 
face  means  business-big  business 
for  OLYMPIA  BEER  in  47  west 
coast  markets.  It's  a  million  dollar 
smile  for  sales- minded  advertisers 
everywhere -advertisers  such 
as  BLUE  PLATE  FOODS,  HOLSUM 
BAKERIES  and  FISHER  FOODS 
SUPERMARKETS.  It's  Thomas 
Mitchell,  Academy  Award  winner, 
"Tony"  Award  winner,  "Emmy" 
Award  winner,  Thomas  Mitchell  as 

GLENCANNON 

Now  he  brings  all  his  winning  ways 
into  full  play  for  you  as  he  turns 
his  brilliant  talents  towards  high 
comedy  on  the  high  seas  in  an 
hilarious  half -hour  series.  Author- 
critic  Barnaby  Conrad  described 
GLENCANNON  as  one  of  the  most 
widely  known  and  beloved  rogues  in 
fiction.  Almost  a  billion  reader 
impressions  via  67  GLENCANNON 
stories  in  the  Saturday  Evening 
Post  describe  this  great  character  as 
beloved,  indeed —more  important, 
pre-accepted.  It  adds  up  to  an  ideal 
selling  climate  for  you -a  selling 
climate  unique  to  situation  comedy, 
according  to  the  recent  Schwerin 
report  in  Television  Magazine.  And 
what's  more,  Thomas  Mitchell  is 
on  deck  to  sell  for  you  personally. 
Just  say  the  word-GLENCANNON! 
For  details,  phone,  wire  or  write 

NTA  Program  Sales 

A  Division  of  National  Telefilm  Associates,  Inc., 

Coliseum  Tower,  IO  Columbus  Circle,  N.  Y.  19,  lUdson 2-7300 


nnouncing... 


The  Central  South's  Most  Important  Advertising 
Development  Since  The  Advent  of  Telecasting 


Now  that  WSM-TV  is  telecasting  from  the  Central  South's 
tallest  tower  (1408  feet  above  average  terrain),  all  previous 
information  about  and  strategy  for  selling  the  Nashville 
Market  is  obsolete. 


HERE  ARE  THE  FACTS: 

The  New 
Nashville  Market 

Total 
(New  Tower) 

Gain 
(New  Tower) 

Population 

1728,800 

550,300 

Effective 
Buying  Income 

$2,074,487,000.00 

$573,556,000.00 

Retail  Sales 

$1,519,052,000.00 

$417,878,000.00 

( Market  Data  —  Sales  Management ) 

ALL  THIS 

AND  A  40.5  SHARE  TOO 

(FEB.  ARB) 

To  evaluate  quickly,  by  buying  WSM-TV  you  can  now  reach 
over  a  half-million  new  people,  who  add  over  half  a  billion 
dollars  in  effective  buying  income,  who  actually  spend  nearly 
half  a  billion  dollars  annually.  In  short,  the  new  WSM-TV 
Tower  has  increased  the  potential  of  the  Nashville  Market 
by  better  than  one-fourth.  kp 


Isn't  it  time  to  re-evaluate  your  market 
strategy  in  the  Central  South  ? 


WSM-TV 

Nashville,  Tennessee 

Represented  by  Retry 
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MONDAY  MEMO 

from  DAVID  WERMEN,  president,  Wermen  &  Schorr  Inc.,  Philadelphia 


Supporting  the  media  buy  boosts  sales 


What  is  the  most  critical  period  in  a 
broadcast  media  campaign? 

Is  it  selection  of  the  vehicle?  Choice 
of  markets?  Cycling  of  campaign  time? 
Selection  of  availabilities?  Preparation 
of  commercial  theme?  Production  of 
commercials?  Awaiting  consumer  buy- 
ing reaction  and  ratings? 

All  of  these  are  important,  of  course, 
but  at  Wermen  &  Schorr  we  believe  the 
most  critical  period  occurs  between 
the  time  the  media  buy  is  made  and  first 
air  date.  Why?  Because  that's  the  time 
when  an  advertiser  and  agency  must 
sell  "against"  the  buy,  and  in  most  in- 
stances the  time  is  so  short  that  every 
hour  is  precious. 

To  us,  selling  "against"  the  buy  takes 
many  forms.  First  the  client's  own  sales 
organization  must  be  informed  and 
sold — whirled  up  as  it  were.  Next, 
broker  and  jobber  organizations  must 
get  the  same  treatment.  Then  it  must 
be  passed  along  to  the  buyer  at  the  re- 
tail level  together  with  a  selling  mes- 
sage. Every  customer  and  prospect  on 
our  client's  list  must  feel  the  potential 
impact  of  the  media  buy  to  the  point 
where  he  will  order  full  stocks  of  the 
client's  products.  He  must  also  see  that 
his  retail  outlets  are  not  only  fully 
stocked,  but  displaying  the  product 
prominently  as  well. 

Be  Prepared  •  No  matter  how  astute 
the  media  buy,  no  matter  how  exciting 
the  vehicle,  no  matter  how  outstanding 
the  commercial  message,  if  the  product 
isn't  on  the  shelf  you  don't  make  a 
sale. 

We  have  found  that  a  dynamic  pre- 
selling  campaign  can  open  up  new  mar- 
kets, add  an  entire  new  category  of 
retail  establishments  for  a  product,  se- 
cure important  display  space  in  win- 
dows, on  counters,  and  at  end  aisles, 
gain  distribution  for  a  new  item  or  a 
new  size  in  the  line,  and  open  doors  to 
jobbers  and  retailers  who  had  given  the 
client's  salesman  a  cold  "no"  a  scant 
six  weeks  before. 

The  Three  Bees  •  What's  the  secret? 
Actually  there  isn't  any.  We  rely  on  a 
formula  of  Three  Bees — be  timely,  be 
complete,  be  brief.  For  example.  We 
decided,  based  on  excellent  sales  re- 
sults the  preceding  year,  to  buy  as  much 
baseball  on  radio  and  television  for 
Phillies  Cigars  as  availability  and  budg- 
et would  permit.  In  each  case  the  nego- 
tiations were  long  and  complicated.  Our 
radio  and  television  people  had  to 
dicker  with  club  owners,  last  year's 
sponsors,  station  sales  organizations, 
other  advertising  agencies  and  station 


production  people  for  lines  and  facili- 
ties. But  as  soon  as  agreements  had  been 
finalized,  telephone  calls  and  follow-up 
letters  went  to  every  Phillies  sales  rep- 
resentative in  the  area  giving  him  the 
complete  story:  air  date,  number  of 
games,  names  of  personalities  doing  the 
play-by-play,  station  list,  dates  of 
games,  etc. 

Wires  giving  the  story  in  brief  were 
sent  to  every  jobber  in  the  territory 
whether  or  not  he  stocked  Phillies. 
These  wires  urged  him  to  see  his  Phillies 
representative  for  the  full  story.  Car- 
bons of  these  wires  then  went  to  the 
salesmen  together  with  a  suggested 
sales  pitch.  Mailings  were  made  to  key 
retailers,  publicity  and  ads  were  placed 
in  regional  trade  papers  and  as  soon  as 
arrangements  could  be  made,  a  com- 
plete sales  clinic  was  held  in  the  terri- 
tory with  the  play-by-play  announcer 
present  if  possible. 

Has  it  worked?  Over  a  hundred  new 
distributors  have  been  added  and  prod- 
uct sales  are  so  far  ahead  of  last  year 
that  the  figures  stagger  the  imagination. 

What  Did  It?  •  No,  it  wasn't  all 
baseball.  Phillies  has  sponsored,  or  co- 
sponsored  in  the  last  six  months,  all  on 
NBC-TV,  the  election  night  returns  on 
the  full  network,  the  NCAA  game 
of  the  week  on  the  full  network,  the 
Sugar  Bowl,  Senior  Bowl,  the  NCAA 
college  football  game  of  the  week,  the 
NBA  Pro-basketball  game  of  the  week, 
and  Jackpot  Bowling  Friday  nights  fol- 
lowing the  fights. 

Starting  this  season,  Phillies  adds 
Baseball  Game  of  the  Week  on  NBC- 
TV  and  regional  radio  every  Saturday 


and  Sunday.  But  this  fabulous  lineup 
could  not  have  introduced  two  new 
cigar  shapes  and  made  them  the  best 
sellers  in  their  category  if  the  merchan- 
dise had  not  been  in  the  stores  when 
the  consumers  asked  for  them.  Selling 
"against"  put  them  there. 

Another  new  cigar  from  Phillies  is 
on  the  way.  We're  calling  it  a  "Cheroot" 
and  the  selling  theme  will  be  western. 
Already  the  wheels  are  turning  to  make 
sure  every  cigar  counter  from  Portland, 
Me.,  to  Portland,  Ore.,  has  Cheroots  on 
hand  when  the  first  commercial  hits  the 
airwaves  early  in  May. 

Different  clients  have  different  sell- 
ing problems,  of  course,  but  we  have 
found  that  the  pre-selling  of  air  media 
has  been  effective  in  all  cases. 

Retailer  Knows  the  Score  •  The  pat- 
tern is  the  same  with  account  after  ac- 
count. If  everyone  along  the  busy 
channel  of  distribution  is  told  the 
simple  who,  why,  what,  when  and  where 
of  an  air  media  buy  in  a  dramatic  way, 
the  sales  results  must  be  dramatic,  for 
radio  and  television  are  dramatic  ad- 
vertising media  and  the  retailer  knows 
it — far  better  than  many  of  us  think. 
We  make  it  a  rule  at  Wermen  &  Schorr 
for  account  executives  and  radio  and 
television  contact  men  to  present  to 
the  client  a  suggested  timetable  of 
merchandising  activities  that  will  pre- 
cede an  air  date.  Moreover,  that  time- 
table must  be  specific  as  to  the  area  of 
responsibility  of  client,  agency,  and 
media  as  well  as  just  when  the  function 
will  be  carried  out. 

Elementary?  Perhaps!  But  good  sell- 
ing most  often  is. 

Dave  Wermen,  40-odd  years  ago  as  an 
errand  boy  for  a  major  store  in  Phila- 
delphia, was  intrigued  by  the  work  of 
the  late  Harry  Feigenbaum,  then  ad- 
vertising manager  for  the  firm.  Young 
Dave  spent  spare  moments  in  the  adver- 
tising office  writing  bits  of  copy  and 
learning  the  facts  of  hard-sell  retailing. 
When  Mr.  Feigenbaum  opened  his  own 
agency,  Dave  Wermen  became  the  first 
employe.  Eventually  he  became  account 
executive  and  still  later  a  full  partner, 
when  the  name  was  changed  to  Feigen- 
baum &  Wermen.  Harry  Feigenbaum 
died  in  1958  and  J.  Leonard  Schorr, 
vice  president,  became  equal  partner. 
The  name  was  changed  to  Wermen  & 
Schorr  this  year  and  the  company 
moved  to  new  and  enlarged  quarters  at 
1616  Walnut  St.  in  Philadelphia.  The 
agency  has  a  multi-million  dollar  bill- 
ing through  its  26  accounts. 
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THE  ONLY  ONE 

THAT  GIVES  YOU 
ALL  THREE 


:  RS,HEAD  « 

•GREENVILLE 


s.  c. 


GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only  WFBC-TV,  "The 
Giant  of  Southern  Skies/' 
gives  you  dominant  cov- 
erage in  these  three  met- 
ropolitan markets. 

Ask  the  Station  or 
WEED  for  latest  market 
data,  surveys  and  avail- 
abilities. 
Represented  Nationally  by 
WEED  TELEVISION  CORP. 


CHANNEL  4 

WFBC-TV 

GREENVILLE,  S.  C. 

NBC  NETWORK 


RADIO  AFFILIATE,  "THE  PIEDMONT  GROUP 
WFBC  -  GREENVILLE    WORD  -  SPARTANBURG 


Support  from  all  but  two 

editor: 

In  your  article  on  a  copyright  bill 
before  the  New  Mexico  legislature 
[Broadcasting,  March  9],  it  was  stated 
that  "some"  of  the  broadcasters  within 
the  state  were  supporting  this  bill.  I 
would  appreciate  a  correction,  as  this 
bill  was  pressed  by  the  legislative  com- 
mittee of  the  New  Mexico  Broadcasters 
Assn.  at  the  request  of  broadcasters. 
Only  two  broadcasters  opposed  the  bill 
in  its  present  form. 

The  bill  is  considerably  watered 
down,  but  NMBA  feels  it  is  a  good 
starting  point. 

James  A.  Duncan 

(KSIL  Silver  City) 

President 

New  Mexico  Broadcasters  Assn. 

Fragrant  advertising 

editor: 

I  have  just  hung  our  copy  of  the 
March  1 6  issue  out  to  air  (to  use  a  ter- 
rible pun). 

So  many  people  came  in  the  office 
today  and  said,  "What  is  that  horrible 
smell,"  that  such  drastic  action  was 
necessary. 

Seriously,  we  think  the  perfumed  page 
stunt  (must  have  been  WGAL-TV)  is 
one  that  will  never  be  forgotten.  We  at 
WLRN  will  never  forget  WGAL-TV 
anyway,  as  they  helped  our  station  estab- 
lish new  studios  by  donating  two  Fair- 
child  turntables,  with  cabinets  and  tone 
arms,  to  our  rebuilding  project. 

For  the  generosity  of  WGAL-TV,  and 
for  the  excellence  of  your  magazine, 
we  of  this  college  station  are  grateful. 
John  B.  P.  Hood 
Manager,  WLRN,  Lehigh  U. 
Bethlehem,  Pa. 

editor  : 

I  have  just  torn  out  page  3  and  4  of 
the  March  16  issue  and  it  is  now  under 
water. 

But  the  rose  lingers.  Wow! 
Galen  O.  Gilbert 
Manager 

KTLQ  Tahlequah,  Okla. 
Magazine  versus  television 


Your  recent  article  in  the  March  16 
issue  was  indeed  enlightening  [story 
about  Newsweek  anti-tv  campaign].  We 
just  wonder  how  long  this  "knocking  of 
tv"  is  going  to  continue.  The  longer  this 
bickering  continues  between  print  and 
broadcast  media  the  faster  people  are 
going  to  loose  faith  in  all  media  adver- 
tising. 

All  media  has  a  place  in  our  society. 


OPEN  MIKE. 


Each  has  its  own  characteristics  which 
the  other  does  not  have.  Therefore  an 
advertiser  will  always  be  in  need  of  a 
certain  media  for  his  specific  campaign 
or  message  .  .  . 

When  magazines  continue  to  attack 
television  in  this  manner  it  is  indeed 
showing  a  sign  of  weakness.  As  George 
Huntington  of  TvB  so  aptly  put  it,  "it 
is  indeed  presumptuous  of  them  to  in- 
sult their  reading  public."  People  will 
always  do  what  they  like  to  do. 

Peter  T.  Childs 

Broadcast  Manager 

The  Branham  Co. 

San  Francisco 

Radio  defense  plan 

editor: 

Would  like  8  or  10  reprints  of  March 
16  "Radio  Defense  Plan  at  Last?"  story 
for  distribution  to  key  state  civil  de- 
fense offices.  Terrific  story  and  wel- 
come news. 

Ralph  J.  Robinson 
Vice  President-Manager 
WACE  Chicopee,  Mass. 

Disagrees  with  TASO's  Dr.  Town 

editor  : 

.  .  .  You  covered  thoroughly  the 
TASO  report  on  the  future  of  uhf — 
bleak  was  the  word  (page  51,  March 
16).  In  our  judgment  this  is  not  true 
and  we  again  use  the  people's  opinion 
as  statistical  proof.  Harrisburg  is  now 
a  three  station  market — served  by  an 
11-year-old  vhf  station  in  Lancaster, 
Pa.,  with  transmitter  located  22  miles 
from  Harrisburg. 

We  are  one  uhf  channel — 27 — in  the 
capital  city.  The  other  is  WHP,  ch.  55. 
We  both  operate  with  a  million  watts  of 
power  and  have  been  on  the  air  close  to 
six  years.  In  prime  viewing  time,  ARB 
indicates  the  following  share  of  audi- 
ence Sunday  through  Saturday  6-10 
p.m. :  Four  week  average — WTPA  34.6, 
WHP-TV  21.9,  WGAL-TV  39.1  (the 
"v").  Is  this  not  proof  that  people  are 
interested  in  two  things  .  .  .  ( 1 )  Clarity 
of  picture  ...  (2)  Programs.  .  .? 

The  purported  depreciation  of  a  uhf 
station  beyond  40  miles  is  of  small  con- 
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sequence,  for  isn't  the  ultimate  pur- 
pose of  the  allocations  system  to  pro- 
vide more  stations  in  more  commu- 
nities without  interference?  .  .  .  Uhf 
should  be  judged  not  on  its  failures, 
but  on  its  successes.  That  is  our  story. 

Donald  D.  Wear 

General  Manager 

WTPA  (TV)  Harrisburg,  Pa. 

[EDITOR'S  NOTE:  The  March  16  story 
quoted  the  conclusions  of  TASO's  executive 
director,  Dr.  George  Town,  about  uhf,  not 
ours.] 

One-rate  theme  not  new 

editor: 

WITH  notes  with  a  great  deal  of  in- 
terest the  movement  toward  a  one-rate 
structure  and  heartily  endorses  it.  WITH 
has  had  a  single  rate  for  its  full  1 8  years 
of  existence  .  .  .  agencies  and  adver- 
tisers over  the  years  have  appreciated 
this  one-rate  standard  very  much. 

R.C.  Embry 

Vice  President 

WITH  Baltimore 

EDITOR : 

.  .  .  Last  May,  when  we  assumed 
ownership  of  the  station,  we  initiated 
what  we  felt  might  be  a  new  concept, 
that  of  a  single  rate  for  local  and  na- 
tional advertisers.  It  was  and  is  our  feel- 
ing that  there  have  been  abuses  of  the 
"two-rate"  concept  and  we  were  eager 


to  begin  operations  ...  in  a  positive 
manner. 

Richard  B.  Baker 

Executive  V.P.  and  Gen.  Mgr. 

WMET  Miami  Beach,  Fla. 

No  juke  box  radio 

EDITOR : 

I  would  .  .  .  like  to  take  this  oppor- 
tunity to  express  my  wholehearted 
agreement  with  William  D.  Hayward's 
suggestion  (Open  Mike,  March  9)  to 
throw  the  "audio  book"  at  the  video 
office  by  rebroadcasting  radio  programs 
of  1939-45  vintage.  I  think  the  idea  is 
excellent  and  that  it  will  help  to  re- 
mind people  that  a  radio  is  more  than 
just  a  juke  box.  .  .  . 

.  .  .  Let  me  thank  you  for  the  many 
hours  of  useful  and  informative  read- 
ing your  magazine  has  brought  me  ever 
since  I  saw  the  first  copy,  five  years  ago 
in  Iceland. 

I  credit  Broadcasting  with  having 
given  me  enough  knowledge  of  Amer- 
ican commercial  broadcasting  to  enable 
me  to  take  over  a  position  as  producer 
for   a   radio   station   in  Philadelphia 
(WCAU)  and  subsequently  branch  out 
on  my  own  as  a  packager.  .  .  . 
Christiern  G.  Albertson 
President,  Gabriel  Productions 
Philadelphia 


In  La  w. . . 

in  TV  and  Radio  . . . 

IT'S 

BROADCASTING 

it's  Blackstone 

YEARBOOK! 

A  lawyer  without  his  copy  of  Blackstone  is 
a  little  like  a  trombone  player  without  a 
trombone.  For  Sir  William  Blackstone's 
famous  "Commentaries  on  the  Laws  of 
England"  has  been  the  standard  legal  ref- 
erence and  textbook  in  its  field  for  gener- 
ations. Radio  and  TV  are  much  newer 
than  jurisprudence  -  but  in  their  field, 
too,  a  recognized  authority  has  emerged 
as  the  standard  source  of  information. 
BROADCASTING  YEARBOOK  is  read  each 
year  (and  saved  all  year)  by  thousands  of 


people  whose  jobs  in  broadcast  advertis- 
ing demand  a  ready,  accurate  source  of 
TV-radio  facts.  The  1959  BROADCASTING 
YEARBOOK-out  in  August-will  give 
some  16,000  of  them  the  most  compre- 
hensive round-up  on  the  dimensions  of 
today's  broadcast  media.  If  you  have 
something  to  tell  the  decision-makers, 
BROADCASTING  YEARBOOK  is  the  place 
to  testify  on  your  own  behalf.  Witness  the 
deadlines:  July  1  for  proofs;  July  15,  final. 
Call  or  wire  collect  to  reserve  space! 
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NOW 


Two  great  Carolina  stations  can  telecast  your  advertising 
message  simultaneously  with  one  purchase — increased 
economy  with  increased  coverage. 


WW  Ell 

57.4%  OF  CAROLINA  TV  HOMES  in 
one  buy  at  an  attractive  discount. 


WBTV,  Charlotte,  and 
WBTW,  Florence,  are  now 
linked  by  two-way  micro- 
wave, enabling  these  great 
area  stations  to  telecast 
simultaneously  and  giving 
advertisers  an  exciting 
double  buy  at  an  attractive 
bonus  discount. 

Extend  your  advertising 
on  either  Jefferson  Standard 
television  station  to  include 
the  other— or  buy  both 
stations  together.  You'll 
cover  almost  60%°  of  all 
television  homes  in  the 
Carolinas! 

Combination  buys  earn  15? 
discount  on  WBTW  rates, 
in  addition  to  all  other 
applicable  discounts- 
increased  economy  with 
increased  coverage. 
If  you're  already  using 
WBTV,  you  can  add  the 
rich,  balanced  agricultural- 
industrial  WBTW  market 
at  an  exceptionally  low 
cost-per-thousand. 

Here's  the  combination  for 

increased  Carolina  sales 

at  a  most  economical  rate 

WBTV-WBTW,  by 

microwave. 

°NCS  #3-March,  1958. 


One  call  to  CBS  TV  Spot  Sales  will  do  it! 
JEFFERSON    STANDARD     BROADCASTING  COMPANY 
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RESCUE  SQUAD  TAKES  OVER  AT  MBS 

Creditors  okay  deferments  of  old  debts  to  keep  network  going 


The  odds  on  Mutual  took  a  turn  for 
the  better  early  last  week  with  an- 
nouncement that  the  Malcolm  Smith 
group  had  purchased  the  network  from 
Scranton  Corp.  The  sale  cut  Mutual 
free  from  the  unsteady  fortunes  of  ex- 
bosses  A.L.  Guterma  and  Hal  Roach 
Jr. 

Mr.  Smith  and  his  associates,  in 
effect,  got  the  network  simply  by  being 
willing  to  take  on  its  debts.  The  most 
important  thing  they  brought  along  was 
their  ability  to  win  a  stay  of  creditor 
demands  for  what  appears  to  be  two 
years.  One  of  the  creditors  told  Broad- 
casting that  there  would  be  an  initial 
6-month  moratorium  in  which  no  credi- 
tors would  seek  payment,  and  after  that 
Mutual  would  have  an  additional  18 
months  to  satisfy  past  obligations.  The 
terms  were  conditioned  on  Mutual's 
meeting  current  obligations  promptly, 
beginning  March  31.  Some  time  before 
the  final  deadlines  the  new  owners  will 
have  to  get  up  enough  money  to  pay 
off  around  $1  million  in  obligations. 

While  the  sale  to  the  Smith  group 
gives  Mutual  a  breather,  it  does  not 
solve  all  ,the  problems  which  have 
plagued  the  network  in  recent  weeks. 
There  remains  a  considerable  fence- 
mending  job  to  preserve  its  prime  assets 
— affiliates — and  to  restore  confidence 
in  the  network's  ability  to  survive.  That 
job  was  made  the  more  complicated 
last  week  by  two  developments. 

The  first  was  Intermountain  Network 
confirming  that  it  was  pulling  40  of  its 
41  stations  out  of  Mutual  as  of  March 
31 — new  owners  or  no — in  favor  of 
affiliation  with  ABC  Radio  (the  ex- 
ception: KIMN  Denver).  This  was 
reported  in  Broadcasting  March  16, 
and  had  been  the  subject  of  continued 
dispute  since  then,  with  Mutual  main- 
taining that  Intermountain,  at  worst, 
would  be  a  dual  affiliate  with  the  lion's 
share  of  its  time  going  to  MBS. 

Disaffiliation  •  The  picture  became 
so  clouded  that  Intermountain  took  the 
unusual  step  of  going  on  closed  circuit 
to  its  affiliates  to  disavow  Mutual's  re- 
port. Lynn  Meyer,  president  of  Inter- 
mountain, told  Broadcasting  last  week 
that  "Mutual  apparently  refuses  to  be- 
lieve that  we  have  disaffiliated.  We  are 
sympathetic  to  their  problem,  but  we 
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have  definitely  affiliated  with  ABC 
Radio." 

The  disaffiliation  of  Intermountain 
was  further  emphasized  by  George 
Hatch,  chairman  of  Intermountain  and 
president  of  KALL  Salt  Lake  City,  its 
key  station.  When  Mr.  Smith  an- 
nounced his  takeover  to  affiliates,  he 
said  that  three  members  of  the  Mutual 
Affiliates  Advisory  Committee,  includ- 
ing Mr.  Hatch,  would  be  eligible  to 
serve  on  the  network's  board  of  direc- 
tors. This  was  interpreted  by  some 
newspapers  to  mean  that  Mr.  Hatch 
would  serve  in  that  capacity.  Mr.  Hatch 
sent  a  telegram  to  Mr.  Smith  last 
Wednesday,  with  copies  to  the  press, 
saying  that  "as  per  my  conversation 
with  Lindeman  (one  of  Mr.  Smith's 
associates)  in  Chicago,  it  is  impossible 
for  me  to  serve  on  the  Mutual  Broad- 
casting System  board  of  directors." 

The  second  complication  was  the 
planned  dissolution  of  the  Don  Lee 
regional  hookup  on  the  West  Coast. 
Twenty  Don  Lee  stations  affiliated  with 


ABC  and  others  planned  to  go  inde- 
pendent (see  page  30). 

The  Mutual  Deal  •  Mr.  Smith  and 
his  associates,  Richard  Davimos  and 
Enoch  Light,  entered  the  picture  March 
6  when  they  purchased  an  option  on 
the  network  from  Robert  Hurleigh, 
MBS  senior  vice  president  in  Washing- 
ton, for  $50,000.  They  exercised  that 
option  late  March  21.  In  the  meantime 
they  had  been  paying  $35,000  each 
week  to  AT&T,  Mutual's  major  credi- 
tor, to  keep  current  on  phone  bills. 

As  far  as  could  be  determined,  that 
was  the  only  cash  involved  to  date. 
When  Scranton  Corp.  stockholders  de- 
posed Hal  Roach  Jr.  from  control  of 
Mutual's  parent  company  a  little  over 
a  week  ago  (Broadcasting,  March 
23),  they  imposed  another  stipulation. 
Mutual  was  being  carried  as  an  asset 
on  Scranton 's  books,  and  although  they 
were  glad  to  be  free  of  the  network's 
obligations,  they  still  wanted  something 
to  put  on  the  books  in  its  place.  It's 
continues  on  page  30 


Malcolm  Smith,  Mutual  chairman:  for  story  of  the  man  who  salvaged  network,  turn  page 


The  man  who  salvaged  Mutual 


Mutual's  new  chairman,  Malcolm 
E.  Smith  Jr.,  was  born  June  18, 
1917,  in  New  York  City.  His  father 
was  (and  is)  in  real  estate  in  Long 
Island.  The  family  enterprises  cen- 
tered around  Smithtown,  named  for 
ancestor  "Bull"  Smith.*  Malcolm  Jr. 
went  to  the  local  schools  there,  at- 
tended Pomfret  prep  school  in  Con- 
necticut, skipped  college  and  went  to 
work. 

At  18,  in  1935,  he  took  his  first 
job  with  the  Huber  Hoge  advertis- 
ing agency,  where  he  received  his 
indoctrination  in  the  mail  order  busi- 
ness. He  started  as  a  general  assist- 
ant, later  became  an  account  execu- 
tive for  such  accounts  as  Doubleday 
and  Weiss  publishing  houses.  It  was 
with  Huber  Hoge  that  he  first  bought 
radio  time.  Even  today  he  considers 
himself  primarily  a  radio  specialist 
(in  his  remarks  to  Mutual  affiliates 
last  week  he  mentioned  having  pur- 
chased over  $20  million  in  radio 
time). 

Came  World  War  II,  and  in  1943 
Mr.  Smith  was  drafted  into  the 
Army.  His  military  career  was  some- 
thing short  of  meteoric — he  entered 
a  private  in  1943  and  came  out  a 
corporal  in  1946. 

Upon  his  discharge  Mr.  Smith  de- 
cided to  go  into  business  for  him- 
self. Mail  order  was  the  field  he 
knew  best,  so  he  found  himself  a 
product — kits  of  plastic  bags  that 
housewives  used  for  covering  foods, 
etc — bought  some  radio  time,  named 
his  firm  the  Radio  Offer  Co.  and  was 
in  business.  The  kits — like  almost 
everything  else  he's  touched  since 
then — sold  immediately  and  well. 

Record  Business  •  It  was  in  that 
period  that  Dick  Davimos  (now 
president  of  Mutual)  joined  him  as 
a  partner.  The  two  started  making 
phonograph  records  for  mail  order 
sale.  Their  first  venture  was  called 
"18  Top  Hits,"  a  package  of  three 
78  rpm  discs  with  three  songs  to  a 
side.  The  "18  Top  Hits"  sold  for 
$2.98 — and  sold  thousands. 

The   Smith-Davimos   team  then 

started-  Waldorf  Music  Hall,  which 

claims  to  be  the  largest  supplier  of 

low  priced  records.  These  are  sold 

through  chain  stores,  98  cents  for 

*  He's  the  one  whose  trade  with  the  In- 
dians for  the  land  was  conditioned  on 
"all  the  land  he  could  ride  around  in  one 
day  on  his  bull"   (Broadcasting,  March 

16). 


78s,  79  cents  for  45s  and  $1.98  for 

Ips. 

A  third  associate  entered  the  pic- 
ture when  Enoch  Light  joined  them 
as  musical  director.  Mr.  Light  was 
a  well  known  orchestra  leader  in  the 
30s,  whose  career  had  been  side- 
tracked by  an  automobile  accident 
which  laid  him  up  for  two  years. 
Since  Mr.  Light  joined  the  company, 
it  has  expanded  its  record  line  to  in- 
clude these  labels:  Colortone,  a 
cheaper  companion  to  the  Waldorf 
line  ($1.49  against  $1.98  for  lps), 
Audition  Records,  sold  exclusively 
through  F.  W.  Woolworth  Stores, 
the  C.  C.  Award  Record  Club  and 
Grand  Awards  Records,  a  quality 
line. 

The  Import  Business  •  Two  years 
ago  Mr.  Smith  went  into  the  import 
business,  forming  Harrison  Home 
Products  Co.  (named  for  its  head- 
quarters in  Harrison,  N.J.)  and  be- 
ginning by  distributing  Addiator,  a 
pocket-sized  adding  machine  from 
Germany  that  sells,  in  various  mod- 
els, $3.98  to  $29.  The  initial  distri- 
bution was  mail  order,  but  now  is 
handled  through  department  stores 
and  stationery  distributors.  Later  the 
company  added  AddiPresto,  another 
miniature  adding  device  from  Italy, 
and  Vivif,  an  artificial  minnow  for 
fishermen. 

Although  many  of  Mr.  Smith's 
products  got  their  start  in  mail  or- 
der, and  some  are  still  sold  that  way, 
he  disclaims  any  strong  association 
with  per  inquiry  advertising — which 
often  goes  hand-in-hand  with  mail 
order.  "Sure  we've  done  some  P.I. — 
you  have  to  sometime  in  this  busi- 
ness, but  I  can  assure  you  it's  never 
represented  over  1%  of  our  time 
buying." 

Victor  &  Richards  was  formed  as 
an  advertising  agency  to  service  the 
various  products  of  the  Smith-Davi- 
mos-Light  complex.  The  "Victor"  is 
Victor  Lindeman  Jr.,  executive  vice 
president,  and  the  "Richards"  is 
Richard  Davimos,  president.  Mr. 
Smith  is  copy  chief  of  the  agency, 
a  title  which  does  not  reflect  his 
standing  in  the  company  but  merely 
describes  a  job  he  often  does  for  it. 

Why  did  Mr.  Smith  want  to  get 
into  the  radio  network  business? 
He  thinks  it  can  be  profitable.  As 
for  the  fact  that  all  radio  networks 


have  lost  money  in  recent  years, 
he  thinks  it's  because  (1)  tv  si- 
phoned off  the  nighttime  audience 
and  (2)  network  policies  in  general 
have  been  uneconomical,  with  high 
overhead,  big  staffs  and  programs 
that  stations  didn't  want.  He  thinks 
Mutual's  format,  based  on  news, 
sports  and  special  events,  is  more 
in  line  with  what  stations  want  from 
a  network,  and  he  thinks  it  can 
make  money. 

Plans  for  Mutual  •  His  specific 
ideas  for  running  the  network 
haven't  been  worked  out  yet — he's 
spent  most  of  his  time  just  trying  to 
buy  it.  But  they  do  include  expan- 
sion of  service  and,  he  hopes,  ex- 
pansion in  number  of  advertisers. 
His  companies  will  be  among  those 
advertisers,  but  Mr.  Smith  is  not 
counting  on  them  to  make  the  dif- 
ference between  profit  and  loss. 

The  holdover  Mutual  executives 
who  made  the  deal  with  Mr.  Smith 
seem  genuinely  optimistic  with  the 
new  arrangement,  Blair  Walliser, 
MBS  executive  vice  president  under 
both  the  old  and  new  regimes,  said 
last  week  of  Mr.  Smith:  "He's  got 
guts." 

Although  Malcolm  Smith  dis- 
claims any  notion  that  he's  a 
wealthy  man,  he's  obviously  done 
well  for  his  41  years  (associate  Dick 
Davimos  is  36).  Despite  the  pressure 
of  his  many  business  activities  he 
generally  makes  it  home  every  night 
(a  two-hour,  50-mile  commute  via 
the  Long  Island  Railroad),  takes 
Fridays  off  as  well  as  the  weekends 
and  goes  to  Lake  Mattamuskwet, 
N.C.,  every  January  for  the  goose 
hunting. 

He  also  finds  time  to  participate 
in  civic  activities,  was  road  com- 
missioner for  Nissequoque,  L.  I., 
headed  the  Boy  Scout  drive  there 
last  year  and  is  a  member  of  the 
associate  vestry  of  St.  James  Epis- 
copal Church. 

His  major  leisure  activities  are 
tennis  ("pretty  bad"),  hunting 
("pretty  good")  and  his  family.  He 
and  his  wife  Jennifer,  whom  he  mar- 
ried in  1947,  have  four  children: 
Jennifer,  10;  Malcolm  III,  7;  Helen 
LeRoy,  6,  and  Cynthia  Carteret,  1. 
They  live  in  a  10-room,  ranch-style 
house  they  built  two  years  ago  in 
Smithtown. 
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A  good 

SALESMAN 
commands 
respect 


•  •  • 


and 
so  does  a 

good 
STATION! 


A  really  good  salesman  commands  respect  for 
himself,  his  product,  his  company.  Respect 
means  confidence  —  belief  —  SALES! 

The  same  is  true  of  radio  stations.  Some  do  command 
respect,  and  this  does  make  a  difference!  People  in  Iowa 
have  respected  WHO  for  generations.  They  respect  the 
advertising  they  hear  on  WHO  because  they  know  that  WHO 
sees  to  it  that  everything  we  broadcast  is  dependable, 
respectable  and  sound — news,  sports,  entertainment 
AND  COMMERCIALS. 

As  a  result,  more  Iowa  people  listen  to  WHO 
than  listen  to  the  next  four  commercial  stations 
combined.  And  they  BELIEVE  what  they  hear! 

You  undoubtedly  evaluate  the  stations  you  select 
as  closely  as  you  do  your  salesmen.  When  you 
want  a  top-notch  radio  station  in  Iowa,  ask  PGW 
about  WHO  Radio — Iowa's  greatest! 
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WHO 

for  Iowa  PIUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 


WHO  Radio  is  part  of  Central  Broadcasting  Company, 
which  also  owns  and  operates 
WHO-TV,  Des  Moines,  WOC-TV,  Davenport 


CONTINUED  from  page  27 
believed  that  the  Smith  group  would 
agree  to  give  Scranton  and  its  subsid- 
iary Hal  Roach  Studios  something 
over  a  million  dollars  in  advertising 
time  to  satisfy  the  Scranton  demand. 

A  major  question  which  neither 
Scranton  Corp.  nor  Mutual's  new 
owners  would  answer  was  "who  pays 
off  Armand  Hammer?"  Scranton  and 
Hal  Roach  Studios  had  bought  the  net- 
work from  Mr.  Hammer  last  September, 
in  return  for  stock,  cash  and  $400,000 
in  promissory  notes  payable  over  a 
three-year  period  (Broadcasting,  Feb. 
16). 

Smith's  Closed  Circuit  •  Mr.  Smith 
told  Mutual  affiliates  via  closed  circuit 
last  Monday  that  he  and  his  associates 
had  assumed  control  of  the  network, 
and  that  he  would  be  its  chairman  while 
Mr.  Davimos  would  be  president.  (Mr. 
Davimos  also  is  president  of  Victor  & 
Richards,  the  house  agency  for  the 
record  and  distribution  companies  in 
the  Smith  complex.) 

He  also  announced  that  broadcaster 
Theodore  Granik  (American  Forum  of 
the  Air  and  Youth  Wants  to  Know, 
both  syndicated  by  Westinghouse 
Broadcasting  Co.)  and  orchestra  leader 
Enoch  Light  would  be  members  of  the 
board.  Mr.  Light  is  musical  director 
of  the  Smith  record  companies  and  an 
associate  in  other  Smith  enterprises. 

In  what  was  announced  as  an  innova- 
tion in  network-station  relations,  Mr. 
Smith  said  the  three  top  elective  posts 
in  the  Mutual  Affiliates  Advisory  com- 
mittee would  automatically  be  eligible 
for  MBS  board  membership:  the  chair- 
man, vice  chairman  and  chairman  of 
the  resolutions  subcommittee.  Present 
incumbents  are  Victor  C.  Diehm, 
WAZL  Hazleton,  Pa.,  Carter  C.  Peter- 
son, WCCP  Savannah,  Ga.,  and  Mr. 
Hatch  of  KALL  Salt  Lake  City.  Pre- 
sumably Messrs.  Diehm  and  Peterson 
would  accept;  Mr.  Hatch  declined.  A 
spokesman  for  Mr.  Hatch  indicated  he 
would  resign  his  position  on  the  MAAC. 

Mr.  Hurleigh  and  Blair  Walliser,  Mu- 
tual executive  vice  president,  retain 
their  positions  on  the  board  and  their 
jobs  with  the  network.  Mr.  Davimos' 
presidency  will  pertain  principally  to 
policy  and  fiscal  matters,  while  Mr.  Wal- 
liser will  remain  in  operational  control 
(of  the  network. 

Intermountain's  Closed  Circuit  • 
Also  last  Monday,  Jack  Paige,  executive 
vice  president  of  Intermountain,  advised 
:  affiliates  about  the  network's  posture  in 
regard  to  Mutual  and  ABC.  In  essence, 
it  boiled  down  to  this: 

\.  Effective  March  31  Intermoun- 
tain's basic  affiliation  would  be  with 
ABC,  which  would  be  entitled  to  first 
i  call  on  all  programming  and  clearances. 

2.  Intermountain  would  also  carry 
:  any  commercial  time  that  others  sought 
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to  place  on  it,  subject  to  clearances.  (As 
Lynn  Meyer  put  it  to  Broadcasting  in 
New  York,  "We're  in  business  to  sell 
time.  If  someone  wants  to  buy  that  time, 
we'll  sell  it")  This  would  include  Mu- 
tual's Game  of  the  Day  baseball  broad- 
casts and  other  co-op  programs. 

3.  KIMN  Denver  would  remain  a 
basic  Mutual  affiliate.  KALL  Salt  Lake 
would  become  an  ABC  affiliate,  and  the 
Mutual  affiliation  there  would  shift  to 
KLUB. 

4.  KALL  would  continue,  for  a  fee, 
to  traffic  Mutual  programs  to  the  net- 
work's west  coast  affiliates. 

5.  "No  program  will  be  carried  by 
Intermountain  network  affiliates  except 
those  ordered  commercially  through  In- 
termountain network.  However,  all  serv- 
ice from  ABC  and  the  sustaining  service 
of  Mutual  is  available  to  all  affiliates 
wishing  to  carry  it.  We  are  today  mail- 
ing you  amendments  to  your  current  In- 
termountain contract,  making  provision 
for  all  of  the  above." 

Don  Lee  to  quit;  ABC 
gets  20  affiliations 

The  hour  of  2  a.m.  Sunday,  April 
26,  will  mark  the  beginning  of  Daylight 
Saving  Time  and  the  end  of  the  Don 
Lee  Broadcasting  System,  radio's  largest 
regional  broadcasting  network. 

At  that  time,  ABC  will  add  20  of 
Don  Lee's  34  affiliates  in  California, 
Oregon  and  Washington  to  its  own 
roster  of  Pacific  Coast  outlets,  to  bring 
the  total  to  46.  That  is  the  same  num- 
ber of  stations  in  those  states  which 
were  affiliated  with  Don  Lee  at  its 
peak  period.  With  the  Intermountain 
Network's  41  stations  which  joined 
ABC  March  15,  ABC  radio  network 
will  now  total  more  than  350  stations, 
coast-to-coast. 

ABC  is  also  acquiring  from  Don  Lee 
eight  hours  of  commercial  program- 
ming a  week  including  newscasts  by 
Frank  Hemingway,  Cliff  Engle,  John 
Holbrook  and  Virgil  Pinkley  and  Tello- 
Tests,  all  quarter-hour  Monday-Friday 
programs. 

Announcement  of  ABC's  acquisition 
of  Don  Lee  was  made  Thursday  in 
Los  Angeles  in  a  joint  statement  by 
Edward  DeGray,  vice  president  in 
charge  of  the  ABC  radio  network  and 
John  Poor,  vice  president  of  RKO 
Teleradio  Pictures  Inc.,  owner  of  Don 
Lee  and  its  key  stations,  KHJ  Los  An- 
geles and  KFRC  San  Francisco.  These 
stations,  which  on  March  16  inaugur- 
ated new  "radiant  radio"  programming, 
with  formats  changed  to  music,  news 
and  information,  will  not  join  ABC, 
which  already  owns  stations  in  both 
those  cities.  Like  others  among  the 
Don  Lee  affiliates,  KHJ  and  KFRC  are 
currently  affiliated  with  MBS.  If  their 
new  formats  are  as  successful  as  first 


reactions  of  listeners  and  advertisers 
indicate,  it  is  doubtful  that  they  will 
extend  their  Mutual  affiliation  agree- 
ments beyond  their  termination  next 
August. 

Don  Lee  stations  which  will  join 
ABC  on  April  26  are  these,  all  located 
in  cities  where  ABC  has  no  affiliates: 
KPAY  Chico,  KXO  El  Centra, 
KMYC  Marysville,  KYOS  Merced, 
KPRL  Paso  Robles,  KRDG  Redding, 
KSBW  Salinas-Monterey,  KGB  San 
Diego,  KVEC  San  Luis  Obispo,  KCOK 
Tulare-Visalia,  all  Calif.;  KWIM  Al- 
bany, KAST  Astoria,  KBND  Bend, 
KOOS  Coos  Bay,  KRXL  Roseburg, 
KSLM  Salem,  all  Ore.;  KPUG  Belling- 
ham,  KELA  Centralia-Chehalis,  KWLK 
Longview,  KGY  Olympia,  all  Wash. 

KTMS  Santa  Barbara  and  KWG 
Stockton,  both  Calif.,  are  currently 
affiliated  with  both  ABC  and  Don  Lee. 
KPOG  Portland  Ore.,  now  a  Don  Lee 
affiliate,  has  notified  the  network  that 
it  is  going  independent  in  mid-April. 
ABC  is  making  a  change  in  Portland, 
however.  On  April  1,  its  current  af- 
filiate, KGW,  moves  to  NBC  and 
KWJJ,  now  independent,  joins  ABC. 

Unresolved  at  week's  end  were  situa- 
tions in  markets  where  both  ABC  and 
Don  Lee  currently  have  individual  out- 
lets: KARM  (ABC)  and  KYNO  (Don 
Lee)  Fresno,  KPMC  (ABC)  and  KMAP 
(Don  Lee)  Bakersfield,  KCAL  (ABC) 
Redlands  and  KITO  (Don  Lee)  San 
Bernardino,  KFBK  (ABC)  and  KGMS 
(Don  Lee)  Sacramento,  all  Calif.; 
KASH  (ABC)  and  KORE  (Don  Lee) 
Eugene,  KFLW  (ABC)  and  KFJI  (Don 
Lee)  Klamath  Falls,  KYJC  (ABC)  Med- 
ford  and  KWIN  (Don  Lee)  Ashland- 
Medford,  all  Ore.;  KING  (ABC)  and 
KVI  (Don  Lee)  Seattle,  Wash.  (On 
June  13,  KING  will  join  NBC  and 
KOMO  will  become  ABC  in  Seattle.) 

Charles  W.  Godwin,  MBS  vice  presi- 
dent, who  also  was  in  Los  Angeles 
Thursday,  pointed  out  that  since  Feb- 
ruary 1958  Mutual  has  had  its  own 
direct  affiliation  contracts  with  individ- 
ual Pacific  Coast  stations  instead  of 
merely  a  blanket  affiliation  with  Don 
Lee  as  a  regional  network.  These  sta- 
tion contracts  are  still  in  effect,  Mr. 
Godwin  said,  stating  very  definitely 
that  Mutual  is  going  to  stay  in  business 
on  the  West  Coast.  The  chief  change 
effected  by  the  ABC  arrangement,  he 
commented,  is  that  the  MBS  affiliates 
will  no  longer  get  Don  Lee  business. 

WKST  swings  to  ABC 

WKST  New  Castle,  Pa.-Youngstown, 
Ohio,  will  change  its  affiliation  from 
MBS  to  ABC  April  20,  it  was  announced 
last  week  by  S.W.  Townsend,  WKST 
president,  and  Edward  J.  DeGray,  ABC 
vice  president.  WKST,  owned  and  op- 
erated by  WKST  Inc.,  operates  on  1  kw, 
1280  kc. 
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. . .  ON  A  BILLION-DOLLAR  TARGET! 


WSPD  Radio's  across-the-board  leadership  in 
the  billion-dollar  Toledo  market  continues  to 
give  advertisers  more  sales  ammunition  for  their 
dollar.  All-time  high  ratings  are  the  result  of 
WSPD's  forward  march  in  its  38-year  domination 
of  Toledo,  attained  by  consistently  aggressive  pro- 
gramming and  promotion. 

To  bulls-eye  Toledo's  billion  dollars,  depend 
on  the  one  station  to  score — and  keep  scoring! 
Ask  your  KATZ  man  for  details. 


Famous  on  the  local  scene" 


SHorer  IvaxTio  «s? 
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 BROADCAST  ADVERTISING  

TV  IS  KEY  TO  BIG  SPENDING 

TvB  charts  growth  budgets  in  three  media 


Broadcast  to  a 
CONCENTRATED 
MICHIGAN 
AUDIENCE 


Monday  Thru  Friday 

39 

12  00  Noon— 6:00  P.M. 
Monday  Thru  Fndiy 

WPON 

46.5 

Sta.  B 

24.1 

14.0 

Sta.  C 

1 1.9 

8.1 

Sta.  D 

10.0 

5.4 

C.  E.  Hooper,  May,  1958 


The  station  serving 


CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 
Associated  with  Lansing's 
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Keep  your  finger  on  the  pulse  of  21 
advertisers  who  ranked  among  the  top 
100  three-media  spenders  and  who  at 
least  doubled  their  advertising  budgets 
in  a  three-year  period.  You  will  find 
network  tv  a  key. 

That's  the  gist  of  Television  Bureau 
of  Advertising  President  Norman  E. 
Cash's  analysis  of  three-media  expendi- 
tures of  the  top  100  advertisers  as  com- 
piled by  Publishers  Information  Bu- 
reau. (These  figures  [based  on  the 
League  of  National  Advertisers  as  the 
source]  reported  expenditures  in  net- 
work tv,  Sunday  supplements  and  maga- 
zine advertising.  Spot  tv  and  news- 
papers are  omitted.) 

Points  made  by  Mr.  Cash: 

•  Without  the  $55,305,569  increase 
in  network  tv  in  1958,  total  expendi- 
tures for  the  100  top  advertisers  would 
have  declined  because  Sunday  supple- 
ments increased  only  $3,652,004  while 


magazines  declined  more  than  $14.8 
million. 

•  The  21  advertisers  with  budgets 
doubled-or-better  added  together  had 
a  133%  increase  in  their  three-media 
budgets  in  the  last  three  years,  spent 
about  $94  million  collectively  in  net- 
work tv  in  1958. 

•  Compared  to  other  top  100  adver- 
tisers: the  21  (all  but  one  are  network 
tv  advertisers)  recorded  71%  of  their 
three-media  budget  for  tv  while  the 
remainder  of  the  top  100  advertisers 
placed  56%  in  network  tv.  For  the 
total  100  advertisers,  58.6%  of  the 
three-media  dollars  went  into  network 
tv,  up  from  54.9%  a  year  ago. 

Sums  up  Mr.  Cash:  "There's  a  moral 
here  for  those  advertisers  whose  sales 
didn't  justify  any  budget  increases.  We 
think  everyone  should  take  a  very  close 
look  at  these  double-or-better  adver- 
tisers." 


Invested  talents 


NETWORK  TELEVISION,  SUNDAY  SUPPLEMENT  AND  MAGAZINE  BUDGETS 
OF  THOSE  FROM  THE  TOP  100  ADVERTISERS 
WHOSE  THREE-MEDIA  TOTAL  AT  LEAST  DOUBLED,  1955-1958 


Three-Media  Total  Budgets 


Network  Tv  Expenditures 


American  Home  Products 

Kellogg 

Sterling  Drug 

Brown  &  Williamson  Tobacco 
Pharmaceuticals  Inc. 
Eastman  Kodak 
Prudential  Insurance 
Ralston  Purina 
Sears,  Roebuck 
Kaiser  Industries 
Seven-Up 

Beech-Nut  Life  Savers 
Socony  Mobil  Oil 
American  Gas  Assn. 
Pan  American  World  Airways 
Libby,  McNeill  &  Libby 
Carter  Products 
Max  Factor 
Bulova  Watch 
Anheuser-Busch 
Chemstrand 
Total 


1955 

1958 

1958 

$11.9 

$26.7 

$20.5 

6.4 

13.4 

10.3 

5.0 

13.3 

9.9 

3.3 

11.8 

8.3 

5.0 

10.8 

10.2 

4.7 

10.2 

5.9 

2.1 

5.3 

3.8 

1.7 

4.0 

3.4 

0.5 

3.4 

1.6 

0.2 

3.4 

3.4 

1.4 

3.3 

1.4 

1.1 

3.2 

2.5 

1.1 

3.0 

1.7 

0.8 

3.0 

1.5 

1.2 

2.8 

1.0 

1.3 

2.7 

1.4 

1.3 

2.6 

2.3 

0.2 

2.6 

1.7 

0.1 

2.4 

1.7 

1.1 

2.3 

0.8 

2.3 

1.5 

$51.2 

$132.5 

$94.0 

77% 
77% 
74% 
70% 
94% 
58% 
72% 
85% 
47% 
100% 
42% 
78% 
57% 
50% 
36% 
52% 
88% 
65% 
71% 

65% 
71% 


DATE 

Thur.,  March  19 
Fri.,  March  20 
Sat.,  March  21 
Sun.,  March  22 
Mon.,  March  23 
Tue.,  March  24 
Wed.,  March  25 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  March  19-25  as  rated  by  the  multi-city  Arbitron  instant 
ratings  of  American  Research  Bureau. 

PROGRAM  AND  TIME 
Playhouse  90  (9:30  p.m.) 
77  Sunset  Strip  (9:30  p.m.) 
Gunsmoke  (10  p.m.) 
Maverick  (7:30  p.m.) 
Danny  Thomas  (9  p.m.) 
Rifleman  (9  p.m.) 
Wagon  Train  (7:30  p.m.) 

Copyright  1959  American  Reiearch  B 


NETWORK 

RATING 

CBS-TV 

21.9 

ABC-TV 

25.4 

CBS-TV 

30.4 

ABC-TV 

24.8 

CBS-TV 

27.8 

ABC-TV 

25.9 

NBC-TV 

32.5 
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A  WHBF  PLUS  SIGN    •    NO.  1 


Standing  at  right  is  Ted  Arnold,  WHBF  Stations'  Sales  Manager,  a  member  of  the  school  board,  shown  in  session. 


Community  leadership  by  staff  people 

enhances  WHBF  value — for  advertisers 


The  esteem  that  WHBF  enjoys 
in  its  home  town  community  — 
the  Quad-Cities  —  is  deeply  rooted. 
Since  1925  this  station  has  had 
the  advantage  of  constructive  man- 
agement by  community-minded  people.  In  ac- 
cordance with  this  philosophy,  WHBF  has  at- 
tracted a  staff  of  like  quality. 

Probably  no  other  organization  in  the  Quad- 
City  area  contributes  more  man  hours,  on  and 
off  the  job,  to  helping  and  cooperating  with  every 
worthwhile  project. 

The  result  of  such  community  leadership  and 
participation  has  accumulated  over  the  years  into 
a  tremendous  amount  of  acceptance  for  WHBF. 
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This  excellent  stature,  although  it  cannot  be 
worked  into  a  rate  card,  is  a  tangible  plus  that 
WHBF  advertisers  share  with  us  in  the  Quad- 
Cities. 


STRONG  &  PRODUCTIVE  FROM  DEEP  ROOTS 


WHBF 


Covering  Eastern  Iowa -Western  Illinois  •  RADIO  &  TELEVISION 


Represented  by  Avery-Knodel 


IT  TAKES  MORE  THAN 
A  FIG  LEAF  TO  COV 
THE  TWIN  CITIE: 


NOW  THE  MUTUAL 
AFFILIATE  FOR  THE 
MINNEAPOLIS- ST.  PAUL 
TWIN  CITIES  AREA 


NOW  OPERATING 
FULL  TIME... 

featuring  fresh, 
bright  "country 
music"  programming 


THE  NEW 


917  Lilac  Lane,  Golden  Valley,  Minneapolis  22 
5000  WattS...  1440  KC.    Phone:  Liberty  5-5601 

Represented  by  WEED  RADIO  CORPORATION 

New  York  •  Chicago  •  Dallas  •  Des  Moines  •  Detroit  •  San  Francisco  •  Hollywood  •  Boston  •  Atlanta 
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RAB  STUDIES  STALK  LISTENERS 

Food  merchants  try  out  new  research 
in  markets  to  nail  down  listener  hours 


Two  national  food  advertisers,  not 
identified,  will  undertake  studies  to  learn 
the  exact  listening  habits  of  customers 
of  specific  products  sold  in  super- 
markets. 

This  interest  sparked  among  the  ad- 
vertisers was  revealed  last  week  by 
Radio  Advertising  Bureau  President 
Kevin  B.  Sweeney  in  disclosure  of  new 
RAB  "pilot  studies"  on  the  "forgotten 
person  of  media  research" — the  actual 
purchaser  of  a  product. 

Mr.  Sweeney  made  public  the  start  of 
the  pilot  studies  (conducted  for  RAB 
by  Fact  Finders)  before  an  advertising 
agency-station  representative  audience 
attending  the  Radio  &  Television  Exec- 
utives Society's  windup  timebuying  and 
selling  seminar  held  in  New  York. 

Newcomers  •  The  advertisers  who 
will  undertake  these  studies  under  RAB 
auspices  are  reported  to  be  food  firms 
which  heretofore  have  not  used  radio 
in  the  particular  markets  in  question 
but  plan  to  do  so. 

In  Mr.  Sweeney's  portfolio,  the 
studies  will  be  recommended  as  a  way 
to  "pre-insure"  a  radio  campaign,  using 
the  medium  as  a  "method  of  increasing 
the  advertiser's  share  of  a  market." 

While  not  "original,"  the  RAB  prob- 
ing method  is  "upsetting  to  many  ad- 
vertisers with  pre-conceived  notions 
about  advertising  effectiveness,"  Mr. 
Sweeney  asserted. 

The  studies  so  far  are  preliminary 
and  were  conducted  among  supermarket 
shoppers  in  six  major  markets  who 
purchased  various  kinds  of  grocery 
products.  The  main  import  of  the  stud- 
ies, said  Mr.  Sweeney,  is  "that  relatively 
small  radio  schedules  bunched  within 
short  time  periods  can  reach  relatively 
large  slices  of  the  total  prospect  group 
in  the  market. 

The  RAB  president  then  elaborated 
on  morning  times. 

A  Finding  •  The  9-9:30  a.m.  and 
12-12:30  p.m.  slots  rank  higher  with 
supermarket  customers  than  the  "ad- 
mittedly precious  7-8  a.m.  period," 
Mr.  Sweeney  revealed. 

He  noted  that  two  half-hour  morn- 
ing time  segments  in  a  specific  market 
reached  42.4%  of  all  canned  tuna  fish 
buyers,  that  announcements  in  the  9- 
9:30  a.m.  period  alone  in  another 
market  reached  a  fourth  of  all  regular 
coffee  purchasers,  that  a  half-hour  net- 
work program  in  another  market  reached 
one  out  of  eleven  buyers  of  margarine, 
and  a  half-hour  program  (not  network) 
in  still  another  market  reached  one  out 


of  six  buyers  of  cake  mixes. 

In  Mr.  Sweeney's  terminology,  this 
is  "on-target  radio  buying.  .  .  .  The 
answer  for  advertisers  who  are  accus- 
tomed to  buying  big  circulation  but  no 
results." 

Per-moviegoer  barter 
offered  tv  stations 

The  "share  in  our  income"  approach 
to  broadcast  advertising  instead  of  buy- 
ing at  card  rates  is  being  used  by  As- 
sociated Producers  and  20th  Century- 
Fox  to  advertise  "The  Sad  Horse," 
theatrical  film  produced  by  Associated 
and  being  distributed  by  20th  Century- 
Fox. 

As  presented  to  tv  stations  in  major 
markets,  the  plan  offers  a  station  ex- 
clusive tv  advertising  for  "The  Sad 
Horse"  in  its  coverage  area.  The  sta- 
tion is  to  broadcast  10  trailers  for  the 
picture,  each  a  4Vi  -minute  featurette, 
as  frequently  as  it  thinks  right.  In  ex- 
change, the  station  receives  10%  of  the 
net  revenue  of  the  picture  in  the  market, 
that  is,  10%  of  what  20th  Century-Fox 
receives  in  rental  for  the  picture  from 
the  theatres  there. 

This  glorified  per-inquiry  deal  has 
been  accepted  by  stations  in  26  major 
markets,  according  to  Associated  Pro- 
ducers, which  reports  that  the  trailers 
are  being  broadcast  by  such  stations  as 
WPIX  (TV)  New  York,  WBKB  (TV) 
Chicago  and  KTTV  (TV)  Los  Angeles. 
The  cost  of  making  trailers,  each  intro- 
duced by  a  member  of  the  cast  of  "The 
Sad  Horse"  (David  Ladd,  Chill  Wills. 
Rex  Reason,  Patrice  Wymore)  exceed- 


ed $20,000,  "so  we  couldn't  afford  to 
buy  time,  too,"  a  company  spokesman 
explained.  On  the  other  side,  an  execu- 
tive of  one  of  the  stations  accepting  the 
deal  said,  "Unless  we  have  completely 
misjudged  the  picture's  potential  in  our 
area,  we'll  make  much  more  than  we 
would  by  selling  the  time  at  card  rates." 

CTSS  helper  on  way 
for  tv  spot  buyers 

Agency  buyers  will  be  receiving  a  new 
"helper"  this  week  from  CBS  Televi- 
sion Spot  Sales,  station  representative 
firm. 

The  mailing  is  designed  to  help  the 
buyer  to  plot  a  projected  rating  of  an 
"unduplicated"  audience  cumulatively 
for  a  series  of  announcements.  There 
are  two  "cume  charts"  each  having  a 
one-week  curve  and  a  four-week  curve 
that  tell  at  a  glance  the  net  or  cumula- 
tive ratings.  There  is  a  chart  for  day- 
time and  another  for  nighttime.  The 
former's  curves  range  from  3  to  36  an- 
nouncements per  week.  The  nighttime 
chart  ranges  1  to  8. 

The  charts  were  prepared  by  the  re- 
search department  under  the  supervi- 
sion of  Robert  Davis,  director  of  re- 
search, and  were  based  on  a  special 
Nielsen  duplication  study  -of  average- 
rated  spots  in  New  York,  Chicago  and 
St.  Louis. 

The  data  reflects  a  drive  by  CTSS  to 
emphasize  the  unduplicated  audience 
obtainable  by  saturation  use  of  spot  tv. 
Mr.  Davis  pointed  out  that  on  the  basis 
of  the  "cume"  material,  12  daytime 
spots  reach  40%  of  a  market  in  a  single 
week  and  70%  in  four  weeks,  while 
three  nighttime  spots  can  deliver  50% 
of  a  market  each  week  and  achieve 
an  85%  penetration  over  a  four-week 
period. 


TinCI   IT  TO  ST 

YELLOW 
PAGES 


OF  YOUR  TEtSf 


Television  carries  the  theme  •  Tv  spot  campaign  is  being  used  by  South- 
western Bell  Telephone  Co.,  St.  Louis,  throughout  its  five-state  area  to 
promote  its  Yellow  Page  directories.  Historical  and  legendary  characters 
are  used  in  broad  comedy  situations  to  effect  tie-in  between  the  tv  spots  and 
a  billboard  campaign  during  the  heavy  vacation  and  motoring  months. 
Agency  is  Gardner  Adv.,  St.  Louis. 
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New  tv  vehicle 

on  Ford  drawing  board 

Ford  Motor  Co.  may  be  out  with  a 
spanking  new  network  vehicle  next  tv 
season. 

Under  consideration:  a  proposal  to 
add  a  40-week  series  of  specials  on 
CBS-TV,  titled  Fabulous  40. 

In  the  current  plan,  which  J.  Wal- 
ter Thompson  reportedly  presented  to 
Ford  Motor  (JWT  is  agency  for  Ford 
Div.  and  will  handle  Ford's  new  "small" 
car),  the  automaker  would  revise  its 
entire  network  structure. 

The  new  series,  plus  the  "regulars"- — ■ 
Tennessee  Ernie  Ford  and  Wagon  Train 
on  NBC-TV — would  feature  the  Ford 
and  Mercury  cars  but  other  divisions 
probably  would  participate.  (Other 
Ford  cars  are  Lincoln-Continental, 
handled  by  Foote,  Cone  &  Belding,  and 
Edsel,  which,  along  with  Mercury,  is 
handled  by  Kenyon  &  Eckhardt) . 

The  plan  is  to  retain  Tennessee  Ernie 


Ford  and  Wagon  Train  (Ford  has  one 
half)  on  NBC-TV.  Said  to  be  in  doubt 
is  Ford  Motor's  backing  of  Ed  Sullivan 
(Edsel  and  Mercury  participate)  should 
the  new  proposal  go  through. 

Eastman  Kodak  push 

Eastman  Kodak  Co.,  Rochester, 
N.Y.,  launches  "the  most  intensive  one- 
week  promotion  of  photography  that 
has  ever  been  made"  next  June. 

Eastman  Kodak  will  be  on  the  fol- 
lowing programs:  June  13 — USGA 
open  golf  championship,  4:30-6  p.m. 
(NBC-TV);  June  14— Ed  Sullivan 
Show,  8-9  p.m.  (CBS-TV);  June  15— 
Walt  Disney  90-minute  special,  7:30- 
9  p.m.  (ABC-TV);  June  16 —  partici- 
pation (15  minutes)  in  /  Love  Lucy  at 
11  a.m.  (CBS-TV),  and  June  17— 
Adventures  of  Ozzie  &  Harriet,  8:30-9 
p.m.  (ABC-TV). 

All  the  business,  except  for  the  golf 
match,  is  handled  for  Eastman  by  J. 
Walter   Thompson,   New   York.  The 


NBC-TV  telecast  is  being  underwritten 
by  the  Textile  Div.  of  Eastman  Chem- 
ical Products  Inc.,  marketing  unit  for 
Eastman  Kodak's  man-made  fibers 
(Verel,  Kodel  and  Chromspun),  with 
Doherty,  Clifford,  Steers  &  Shenfield, 
New  York,  the  agency. 

With  strings  attached 

The  Colgate-Palmolive  Co.,  New 
York,  is  planning  to  invest  approxi- 
mately $12  million  on  CBS-TV  next 
fall  for  alternate  sponsorship  of  both 
the  Ed  Sullivan  Show  (Sun.,  8-9  p.m.) 
and  Perry  Mason  (Sat.,  8-9  p.m.).  But 
there's  an  "if." 

The  arrangement  between  CBS-TV 
and  Colgate  is  understood  to  hinge 
upon  the  fall  plans  of  the  Mercury 
Div.,  Ford  Motor  Co.,  currently  an 
alternate-week  sponsor  of  Sullivan 
(along  with  Eastman  Kodak,  which  is 
continuing).  There  have  been  reports 
that  Mercury  would  drop  its  associa- 
tion with  Sullivan  and,  in  that  event, 
Colgate  would  pick  up  that  time  period 
and  also  the  alternate-week  portion  of 
Mason.  If  Mercury  elects  to  continue 
with  Sullivan,  Colgate  reportedly  will 
shelve  the  entire  project.  Agency  for 
Colgate  is  Ted  Bates  &  Co.,  New  York. 

Wildroot  unsettled 

BBDO  account  people  last  week  still 
were  not  quite  sure  just  how  the  Wild- 
root  hair  dressing  was  washed  out  of 
their  hair.  Colgate-Palmolive,  which  has 
eight  agencies  handling  its  products, 
bought  Wildroot  last  December.  Two 
weeks  ago  C-P  startled  BBDO  by  pull- 
ing out  the  $3  million  account  effective 
tomorrow  (March  31).  As  of  last  week, 
it  had  not  yet  assigned  Wildroot  to  a 
new  agency. 

Colgate  said  it  pulled  the  account 
because  of  "conflicting  interests."  Lever 
Bros.,  a  competitor,  has  two  accounts 
in  the  BBDO  shop  but  these  are  house- 
hold cleansers.  Should  C-P  turn  to  its 
other  agencies  to  assign  Wildroot  it  can 
choose  from  D'Arcy,  McCann-Erickson, 
Ted  Bates,  Lennen  &  Newell,  Norman, 
Craig  &  Kummel,  Cunningham  &  Walsh, 
John  W.  Shaw  or  Charles  W.  Hoyt. 

Barter  deal  set 

A  barter  deal  for  $7.5  million-worth 
of  tv  time  (computed  at  stations'  end 
rate)  has  been  announced  by  Guild 
Films.  Lanolin  Plus,  Chicago,  for  Ry- 
butol  (vitamin  preparation  recently  ac- 
quired from  Rexall  Drug  Co.)  and 
Wash  'n'  Curl  products,  have  contracted 
for  Guild's  bank  of  time  made  available 
through  exchange  of  film  product.  Spot 
schedules  are  handled  through  Dunnan 
&  Jeffrey,  Lanolin's  agency.  Involved: 
!93  markets  over  two  years. 


Preview 

Ford's  best  friend  •  The  transition  from  thinking  man's  filter  into  thinking 
dog's  car  is  a  cute  play  on  Viceroy's  well-known  commercial.  For  the  past 
few  weeks  viewers  in  the  far  Southwest  have  been  chuckling  over  a  20- 
second  tv  spot  sponsored  by  Ford  Dealers  of  Southern  California  through 
J.  Walter  Thompson  Co.,  Los  Angeles.  Playhouse  Pictures  created  and 
produced  the  commercial,  with  Bill  Melendez  directing. 

The  script  reads: 
offstage  voice:  "Ah,  you  there,  what  are  you  doing?" 
dog:  "I'm  dusting  a  Ford!" 

offstage  voice:  "Oh,  are  you  a  Ford  owner?" 
dog:  'Wo,  I'm  a  dog!" 

offstage  voice:  "Do  you  think  everyone  should  be  a  dog?" 

dog:  "Well,  that's  something  everyone  should  decide  for  them- 

selves. But  I  do  think  everyone  should  be  a  Ford  owner. 
Don't  you?" 

sound:  Car  roaring  off. 

The  spot  is  being  telecast  in  eight  markets:  Las  Vegas,  Nev.;  Phoenix, 
Tucson  and  Yuma,  all  Arizona  and  Bakersfield,  Los  Angeles,  Santa  Barbara 
and  San  Diego,  all  California.  The  immediate  reaction  of  the  viewing  public 
to  the  spot  has  led  to  its  use  in  Seattle  by  the  Ford  dealers  there  and  similar 
use  in  San  Francisco  and  Salt  Lake  City  was  expected  last  week.  The  dog 
also  will  appear  nationally  in  a  series  of  tv  spots  to  be  sponsored  by  Ford 
Motor  Co.  through  J.  Walter  Thompson  Co.,  New  York. 
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My  Gawd,  she's  TALL!" 


YESSIR,  she  IS  tall-1-1  —  the  tallest  thing  man 
ever  made  in  North  Dakota — WDAY-TV's 
new  antenna,  1206  feet  above  the  ground  (1150 
feet  above  average  terrain!). 

As  you  know,  tower  height  is  extremely  im- 
portant in  getting  TV  coverage — more  important 
than  power,  though  WD  AY- TV  of  course  utilizes 
the  maximum  100,000  watts. 

So  WDAY-TV — with  new  Tower  and  new 
Power — will  soon  be  covering  96%  more 
of  North  Dakota-Minnesota's  best  country- 
side than  before — 60%  more  of  the  pros- 
perous Red  River  Valley's  families  than 
before ! 

Even  before  building  this  tremendous  new 
tower,  ratings  proved  that  WDAY-TV  is  the 
hottest  thing  in  the  Valley.  Soon  they'll  be 
better  and  better,  and  for  greater  and  greater 
distances ! 


ARB  —  December,  1957 
SHARE  OF  AUDIENCE 
Metropolitan  Area 

9:00  A.M.  —  6:00  P.M. 
Monday  -  Friday 

WDAY-TV 

77.2 

6:00  P.M.  —  10:00  P.M. 
Sunday  -  Sct'.'rday 

74.1 

10:00  P.M.  —  Midnight 
Sunday  -  Saturday 

81.1 

Ask  PGW  for  all  the  facts! 

WDAY-TV 

FARC 

4r 


FARGO,  N.  D.     •     CHANNEL  6 

Affilated  with  NBC  •  ABC 


PETERS,  GRIFFIN,  WOODWARD,  Inc. 
Exclusive  National  Representatives 
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CBS  Radio  Network  audiences  up  29%  since  PCR*  Share  of  audience 
up  26%.  Just  as  predicted:  good  programs  pius  strong  sequencing 
plus  high  station  clearance  (already  averaging  97%)  get  results. 
And  demonstrate  the  leadership  you  will  continue  to  profit  by— 
with  the  Program  Consolidation  Plan  on  the  CBS  RADIO  NETWORK. 


SINCE 
PCP 


*This  is  what  happens  when  full  network  programs  on  CBS  Radio  under 
PCP  (January  11-February  7,  1359)  are  compared  with  the  same  pro- 
grams pre-PCP  (September  21-December  20,  1958;  in  NRI  reports. 
All  averages  weighted  by  full  program  duration  and  frequency. 

Average  Audience 

Personalities  cMon..Fn.j 

UP  26% 

Daytime  Serials  (M0n..Fn.) 

UP  36% 

Nighttime  cMon..Fnj 

UP  25% 

Sunday 

UP  8% 

Two  agencies  affiliate 
in  Calif.,  Ohio,  Mich. 

Advertising  agencies  Meldrum  & 
Fewsmith,  Cleveland,  Ohio,  and  Barnes 
Chase  Co.,  San  Diego,  Calif.,  have 
affiliated. 

A  joint  statement  from  E.T.  Morris, 
president  of  Meldrum  &  Fewsmith  and 
James  B.  Lane,  Barnes  Chase  president, 
says  that  the  union  is  not  a  merger,  as 
each  unit  retains  its  autonomy.  The 
respective  companies  have  bought  stock 
interests  in  the  other  and  will  have 
representation  on  the  other's  board  of 
directors. 

The  purpose  of  the  association  is  a 
nationwide  expansion  of  the  operational 
scope  of  both  agencies.  Coordinated 
use  of  facilities  and  personnel  is 
planned. 

M&F,  with  an  office  in  Detroit  as 
well  as  Cleveland,  expects  to  top  $12 
million  in  billings  this  year.  Barnes 
Chase,  with  offices  in  Los  Angeles  and 
San  Francisco  as  well  as  San  Diego, 
exceeds  $3  million  in  annual  billings. 

Phoenix  ratecards 

All  but  one  of  the  13  radio  and  four 
tv  stations  in  Phoenix,  Ariz.,  are  in 
favor  of  a  single  rate  policy,  but  only 
a  third  of  them  currently  use  a  single 
rate  card,  according  to  a  study  made  by 
the  Advertising  Dept.  of  Arizona 
State  U. 

Stations  with  a  dual  rate  policy  ex- 
pressed reluctance  to  depart  from  tra- 
dition until  "everybody  else  does  it." 
The  study  shows  the  differential  be- 
tween local  and  national  rates  varies 
from  a  10%  to  33%  advantage  for  the 
local  advertiser. 

Robert  V.  Zacher,  advertising  pro- 
fessor, said:  "One  implication  of  the 
study  concerns  the  volume  of  local  ra- 
dio and  tv  handled  by  advertising  agen- 
cies. Many  stations  have  not  granted 
the  agency  commission  on  business 
placed  at  the  local  rate.  If  the  single 
rate  becomes  generally  accepted,  pre- 
sumably all  business  placed  .  .  .  would 
be  commissionable." 


Bill  injures  admen 

The  American  Assn.  of  Advertising 
Agencies  has  asked  Sen.  Karl  E.  Mundt 
(R-S.D.)  to  amend  his  bill  (S  550), 
aimed  at  the  "advance-fee  real  estate 
racket,"  to  eliminate  the  words  "adver- 
tising agencies."  AAAA  President  Fred- 
eric R.  Gamble  wrote  the  senator  that 
the  association  is  in  "complete  agree- 
ment with  the  purpose  of  the  bill,"  but 
it  is  "quite  disturbed"  about  the  ter- 
minology. 

Mr.  Gamble  suggested  substituting 


Commercial  rating 

The  Psychological  Corp.,  New 
York,  has  developed  a  new  effec- 
tiveness test  for  tv  commercials. 
Known  as  the  "Active  Response 
Test,"  its  aim  is  to  measure  both 
"psychological  participation"  in 
and  "disposition  to  act  in  favor  of" 
commercials.  Data  are  gathered 
through  phone  interviews  with  a 
percentage  of  2,500  people  in  15 
major  markets,  the  number  con- 
tacted to  be  determined  by  the 
program's  ratings. 

Among  the  factors  determining 
an  Active  Response  score:  effort 
expended  in  retaining  the  adver- 
tising, relevance  to  viewer  inter- 
ests, learning  of  new  facts,  emo- 
tional reaction  and  extent  to  which 
the  viewer  is  willing  to  act. 


the  term  "business  or  real  estate  bro- 
kerage service"  for  "interstate  property 
advertising  agency"  as  used  in  the  bill. 
"For  at  least  50  or  75  years,"  Mr.  Gam- 
ble stated,  "the  term  advertising  agency 
has  been  understood  in  American  busi- 
ness to  mean  an  organization  engaged 
in  the  business  of  developing,  servicing 
and  placing  advertising  of  products  or 
services  through  advertising  media.  .  .  ." 

The  Advertising  Federation  of  Amer- 
ica said  that  S  550  "goes  far  beyond 
anything  that  was  contemplated  by  its 
introducer.  The  advertising  industry 
should  take  a  long  look  at  this  bill  .  .  . 
and  should  be  represented  at  any  hear- 
ing on  the  bill." 

Daily  Pulse-taking 
replaces  survey  week 

The  Pulse  Inc.,  New  York,  an- 
nounced last  week  that  starting  on 
Wednesday  (April  1),  its  interviews  for 
radio  and  tv  in  major  markets  will  be 
conducted  365  days  a  year,  instead  of 
during  monthly  survey  weeks. 

Dr.  Sydney  Roslow,  director  of  The 
Pulse,  said  the  new  approach  had  been 
tested  for  more  than  a  year  and  a  half. 
He  added: 

"Interviewing  in  major  markets  365 
days  of  the  year  has  long  been  the  am- 
bition of  The  Pulse  Inc.  But  we  had  to 
make  sure  that  continuous  sampling 
would  yield  as  accurate  data  as  hereto- 
fore, and  superior  features  not  possible 
with  one-week  surveying.  By  our  new, 
everyday  surveying,  a  more  exact  meas- 
ure of  listener  and  viewer  interests  and 
total  audience  sizes  is  obtained." 


Commercial  recall 
service  set  forth 

Qualitative  Research  Inc.,  New  York, 
an  affiliate  of  Trendex  Inc.,  has  an- 
nounced the  availability  of  a  syndicated 
television  copy  research  service  cover- 
ing nighttime  commercials  in  programs 
on  the  three  tv  networks.  First  agencies 
to  subscribe  to  the  commercial  survey 
reports  are  Young  &  Rubicam  and 
McCann-Erickson,  according  to  Jack 
Boyle,  president  of  QRI. 

The  new  service  will  start  in  April 
and  includes  coverage  of  10  cities.  Tele- 
phone interviews  24  hours  after  the 
appearance  of  the  commercials  will  col- 
lect information  on  audience,  recall  of 
the  commercial,  brand  name  recall,  a 
measure  of  like-dislike  and  a  verbatim 
report  of  each  respondent's  recall  of 
sales  points  and  other  commercial  con- 
tent. 

Months  to  be  covered  the  remainder 
of  1959  are  April,  May,  October  and 
November.  Eight  monthly  reports  will 
be  distributed  in  1960.  They  are  sold 
on  a  per-commercial  basis,  with  rates 
based  on  the  total  number  of  reports 
ordered  for  each  regular  report  period. 
Prices  start  at  $55  per  report  for  as 
many  as  10  reports,  with  discounts  for 
larger  orders. 

First  cities  to  be  included  in  the 
coverage  are:  New  York,  Chicago, 
Philadelphia,  Boston,  Detroit,  Cleve- 
land, Baltimore,  St.  Louis,  Washington, 
D.C.,  and  Cincinnati. 

Benny  for  Lever? 

Agreement  reportedly  was  about  set 
last  week  on  Lever  Bros.'  sponsorship 
of  Jack  Benny  and  George  Gobel  shows 
to  alternate  in  the  Sunday,  10-10:30 
p.m.  position  on  CBS-TV  beginning 
late  September.  Mr.  Benny's  business 
representatives  are  to  be  in  New  York 
this  week  for  final  negotiations. 

Mr.  Benny's  program  currently  alter- 
nates with  Bachelor  Father  on  CBS-TV, 
Sunday,  7:30-8  p.m.,  sponsored  by  the 
American  Tobacco  Co.  with  whom  the 
comedian  has  been  associated  since 
1944.  Mr.  Gobel  recently  completed 
his  season  with  NBC-TV.  Richard  Dia- 
mond, Private  Detective,  sponsored  by 
P.  Lorillard,  is  expected  to  continue 
Sunday,  10-10:30  p.m.  that  night  on 
CBS-TV  until  the  Benny  shows  begin. 
Bachelor  Father  is  set  to  move  to  NBC- 
TV  in  June. 

Mr.  Benny  said  in  Washington  Thurs- 
day he  prefers  a  later  evening  period 
after  the  children  "who  control  the  set" 
are  off  to  bed.  He  has  consistently  held 
to  the  view  that  it  is  easier  for  talent  to 
do  a  weekly  show  than  one  less  often 
(Broadcasting,  Oct.  15,  1956).  He 
noted  the  viewer  also  is  more  used  to  a 
weekly  show  than  less  frequent. 
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Ml 


THAT'S  ALL  IT  COSTS  TO  STAY  IN  EUROPE! 

These  two  new  KLM  tour  plans  give  you  more  seeing  and 
more  saving.  For  $10  a  day  (standard  hotels)  or  $15  a  day 
(first  class  hotels) ,  all  Europe  is  your  playground.  With  59 
cities  to  visit,  your  choice  of  tours  is  almost  unlimited! 
You'll  see  the  sights  you've  heard  about,  and  plenty  you 
haven't.  It's  everything  you  could  want  in  a  trip  abroad, 
for  the  price  of  an  at-home  vacation.  Your  non-stop  KLM 
flight  from  New  York  to  Europe  is  budget-priced,  too. 
Example:  visit  6  European  cities  for  just  $502.20  round 
trip.  For  complete  details  of  these  and  the  many  other  KLM 
tours  available,  mail  the  coupon. 
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KLM  ROYAL  DUTCH  AIRLINES 

Tour  Dept.  BT-330 

430  Park  Avenue,  New  York  22,  N.  Y. 

Please  send  me  full  information  on 

□  "10-15"  tours  □  all  other  KLM  tours. 


My  Travel  Agent  is. 


•  Business  briefly 

Time  Sales 

•  Sinclair  Refining  Co.,  N.  Y.,  has 
started  a  repeat  of  last  year's  spot  radio 
campaign  which  reached  a  total  of  some 
10,000  spots  per  week.  This  year's 
promotion  for  a  new  motor  fuel,  Sin- 
clair Power-X  gasoline,  is  being  launched 
on  400  stations  in  spot  buys  plus  buys 
later  in  the  year  on  280  MBS  stations, 
130  Keystone  network  stations  and 
approximately  27  country  music  sta- 
tions. Sinclair's  "quickie"  (five  or  six 
seconds)  spots  are  expected  to  reach 
peak  of  9,000  per  week.  Agency: 
Geyer,  Morey,  Madden  &  Ballard  Inc., 
N.  Y. 

•  Gillette  Safety  Razor  is  starting  a  52- 
week  radio  spot  campaign  in  the  top 
125  markets.  Commercials,  mostly  min- 
utes, are  ad  libbed  by  local  personali- 
ties and  will  average  30-35  per  week. 
Agency:  Maxon  Inc.,  N.  Y. 

•  Knomark  Mfg.  Co.  (Esquire  shoe 
polish),  Brooklyn,  N.Y.,  has  launched 
a  spot  tv  campaign  in  36  markets  using 
a  total  of  540  announcements  per  week 
and  continuing  until  June  21.  Agency: 
Mogul  Lewin  Williams  &  Saylor,  N.Y. 

•  With  two  shows  remaining  in  its 
second  season,  du  Pont  is  renewing 
Show  of  the  Month  over  CBS-TV.  Be- 
ginning in  September,  nine  90  minute, 
probably  all  live  dramas  will  be  spon- 
sored. Agency:  BBDO,  N.Y. 

•  Sponsorship  for  the  50  Saturday  and 
Sunday  NBC-TV  major  league  baseball 
telecasts  this  season:  one-half  of  each 
game  by  Phillies  cigars  through  Wer- 
men  &  Schorr  (see  Monday  Memo, 
page  21);  Anheuser-Busch  Inc.,  one- 
half  of  each  game  on  regional  basis  in 
Midwest,  through  Gardner  Adv.;  Na- 
tional Brewing  Co.,  through  W.  B. 
Doner  &  Co.,  one-half  of  Saturday 
games  on  regional  basis  in  Southeast, 
and  Genessee  Brewing  Co.,  one-quarter 
of  the  Saturday  games  on  regional  basis 
in  New  York  State,  through  Marschalk 
&  Pratt.  Programs  will  not  be  carried 
by  stations  in  major  leagues  markets. 

•  Proctor  Electric  Co.  (electrical  ap- 
pliances), Phila.,  is  using  12  spots  per 
week,  mostly  daytime,  in  a  ten-week 
coast-to-coast  spot  tv  campaign  start- 
ing today  (March  30).  Agency:  Weiss 
&  Geller. 

•  Charles  Pfizer  &  Co.  (family  products 
dept.),  Brooklyn,  N.Y.,  will  sponsor 
ABC  Radio's  The  Frankie  Avalon 
Show,  (Sat.  7-7:30  p.m.)  which  pre- 
mieres April  1 1 .  The  program  brings  to 
network  radio  a  teenage  record  and 
film  star.  Pfizer  placed  the  order  di- 
rectly. 

•  Jos.  Schlitz  Brewing  Co.,  Chicago, 


buys  Revue  Productions'  Markham  with 
Ray  Milland  on  CBS-TV,  Sat.  10:30-1 1 
p.m.  EST,  following  Gunsmoke  starting 
May  2.  Client  is  dropping  Schlitz  Play- 
house April  3.  Agency:  J.  Walter 
Thompson  Co.,  Chicago. 

•  Paramount  Picture  Corp.,  N.Y.,  is 
investing  an  estimated  $100,000  on  a 
radio-tv  campaign  on  behalf  of  its  new 
feature  film,  "Tempest,"  starring  Van 
Heflin,  regarded  as  one  of  the  larger 
radio-tv  appropriations  for  a  single  pro- 
duction. Saturation  campaigns  of  two  to 
three  weeks  in  duration  will  be  set  in  40 
to  50  markets,  starting  in  late  March. 
Stations  also  will  be  offered  three- 
minute  trailers  and  radio  transcriptions 
for  use  during  "Tempest"  bookings. 
Agency:  Buchanan  Div.,  Lennen  & 
Newell,  N.Y. 

•  North  American  Philips  Co.  (Norelco 
electric  shavers),  N.Y.,  has  taken  on 
sponsorship  of  NBC  News — the  Hunt- 
ley-Brinkley  Report  (NBC-TV,  Mon.- 
Fri.  6:45-7  p.m.)  for  five  alternate 
Fridays  beginning  April  24  and  three 
Thursdays  between  April  30  and  June 
11.  Agency:  C.J.  LaRoche,  N.Y. 

•  Pontiac  Motor  Div.  of  General  Mo- 
tors Corp.  has  signed  with  ABC  for 
second  consecutive  year  sponsorship  of 
Notre  Dame  U.'s  1959  football  games 
to  be  heard  each  Saturday  Sept.  26- 
Nov.  28.  Sportcasters  for  the  10-game 
slate  will  be  Harry  Wismer  and  Joe 
Boland.  Agency  for  Pontiac  is  Mac- 
Manus,  John  &  Adams  Inc.,  Bloomfield 
Hills,  Mich. 

o  Lassie  (CBS-TV,  Sun.  7-7:30  p.m.) 
will  be  sponsored  again  next  year  by 
Campbell  Soup  Co.  which  has  been 
with  the  show  since  its  inception  in 
1953.  The  Jack  Wrather  Organization, 
which  owns  Lassie,  begins  production 
on  the  new  39-program  series  in  May 
with  Sherman  A.  Harris,  executive  pro- 
ducer, in  charge;  Robert  Golden  as 
producer,  and  Hugh  McCollum,  pro- 
duction supervisor.  Some  140  CBS-TV 
stations  will  carry  the  program  when  it 
resumes  next  September.  Agency  for 
Campbell:  BBDO. 

•  Procter  and  Gamble  Co..  alternate 
sponsor  of  ABC-TV's  The  Real  Mc- 
Coys since  Jan.  1,  took  over  full  spon- 
sorship on  Thursday  (March  26).  The 
family  comedy  series  is  a  vehicle 
for  P&G's  detergents,  shampoos  and 
baking  mixes,  via  Compton  Adv.  Inc. 

•  Philip  Morris  &  Co.,  N.Y.,  will  spon- 
sor the  Dobie  Gillis  series  over  CBS-TV 
(Tues.,  8:30-9  p.m.),  starting  in  Octo- 
ber. Agency:  Leo  Burnett  Co.,  Chicago. 

•  Grey-Rock  Div.  (brake  linings),  Ray- 
bestos  -  Manhattan  Inc.,  Stratford, 
Conn.,  in  its  first  use  of  network  radio, 
to  sponsor  six  Weekend  News  broad- 


casts each  weekend  on  ABC,  starting 
April  18.  Other  Weekend  sponsor  is 
R.  J.  Reynolds  Tobacco  Co.  Agency 
for  Grey-Rock  is  Gray  &  Rogers,  Phila. 

•  United  Artists  Corp.  N.Y.,  launches 
tv  campaign  said  to  be  heaviest  in  its 
history  for  a  feature  motion  picture- 
in  Easter  period  for  "Some  Like  It  Hot" 
(starring  Marilyn  Monroe,  Tony  Curtis 
and  Jack  Lemmon).  First  phase  of  the 
campaign  will  be  placed  on  "27  major 
stations"  in  14  markets.  Used  will  be 
six  trailers  10-30  seconds.  National 
promotion  budget  for  the  picture:  more 
than  $1  million.  Other  regional  tv  cam- 
paigns will  accompany  picture  in  sub- 
sequent premieres.  Monroe  Greenthal, 
N.Y.,  is  agency. 

•  Elgin  National  Watch  Co.,  Elgin,  111., 
buys  Rawhide  on  CBS-TV  Fri.,  7:30- 
8:30  (EST)  for  four  weeks  effective 
April  24  and  also  spot  radio  schedule  in 
20-35  markets  for  similar  length  of 
time,  with  stations  and  frequency  still 
to  be  set.  Purchases  supplement  Elgin's 
quarter-hour  segments  of  ABC-TV's 
American  Bandstand  for  three  weeks, 
starting  April  8.  Agency:  J.  Walter 
Thompson  Co.,  Chicago. 

Agency  appoinments 

•  Morton  House  Div.  (canned  foods) 
of  Otoe  Food  Products  Co.,  Nebraska 
City,  Neb.,  appoints  Compton  Adv., 
Chicago. 

•  Bantam  Cigar  Corp.,  N.Y.,  appoints 
Adrian  Bauer  &  Allan  Tripp  Inc.,  Phila. 

•  International  Ladies  Garment  Work- 
ers Union,  N.Y.,  appoints  Doyle  Dane 
Bernbach,  N.Y.  The  budget,  reported 
to  be  at  least  $1  million,  will  be  used 
to  promote  the  union  label  in  women's 
apparel. 

•  Salada-Shirriff -Horsey  Ltd.,  Toronto, 
names  Vickers  &  Benson  Ltd.,  that  city, 
to  handle  its  corporate  advertising  pro- 
gram, the  institutional  advertising  of  the 
Horsey  Div.  (Canada)  and  brand  adver- 
tising for  Crawford  caramel  spread  as 
well  as  a  new  product  to  be  introduced. 
Part  of  these  responsibilities  were  held 
by  McKim  Adv.  and  part  by  Bradley, 
Venning,  Hilton  &  Atherton,  both  To- 
ronto. 

•  Charles  Gulden  Inc.  (Gulden's  mus- 
tard), Rochelle  Park,  names  J.M.  Kes- 
slinger  &  Assoc.,  Newark,  both  New 
Jersey. 

•  CK  Foods  Inc.,  Duluth,  Minn.,  ap- 
points Olmstead  &  Foley  Inc.,  Minne- 
apolis, for  its  Jeno's  Italiano  foods.  J. 
Walter  Thompson,  Chicago,  continues 
to  handle  the  Chun  King  line  of  Ameri- 
can-Oriental foods. 
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WASHINGTON,  D.  C. 


of  ALL  radio  stations  operating  in 


WOOK  radio 
is  now  second 

in  total  audience 


from  6  a.m.  to  midnight  according 
to  the  latest  Pulse  survey,  January,  1959 

The  Washington  audience  is  keeping  its  ear  on  WOOK  Radio 
as  never  before.   The  latest  Pulse  Report  tells  the  whole  story 
of  WOOK's  major  gains  in  audience.   As  of  now,  only  one 
other  station  operating  in  Washington,  D.  C,  has  a  slight 
edge  on  WOOK  in  audience. 

Regional  and  national  advertisers  can  pat  themselves 
on  the  back  for  recognizing  WOOK  power  in  pro- 
gramming that's  been  beamed  to  Washington's  taste 
with  the  finest  music,  news  and  sports  in  the  nation. 
Now  that  we're  second  in  total  audience,  we're 
definitely  first  in  advertising  value.   Check  rates  and 
see  why  WOOK  can  easily  guarantee  the  lowest 
cost  per  thousand  listeners  in  the  rich, 

rich  Washington  market.  **S=L*  ^^^^^^--^^^^^\^J  v 

WOOK  RADIO 

1340 


THE  BEST  SPOT  ON  THE  DIAL  AT 


UNITED  BROADCASTING  CO. 
8th  AND  EYE  STREETS,  N.  W. 
WASHINGTON,  D.  C. 
REpublic  7-8000 


BROADCASTING,  March  30,  1959 


Go  right 


to  the  TOE  go  ABC-TV 

You're  going  where  the  growing  is  when  you  go  ABC-TV.  ABC's 
nighttime  audience  has  grown  by  1,100,000  homes  over  this  time  last 
year  (another  network  gained  only  55,000  homes  -  and  the  third  lost 
590,000!).  Some  of  the  more  important  reasons  are  right  on  these  pages.* 
These  pages  are  the  picture  of  efficiency,  too.  ABC  programming  pulls 
in  audiences  more  efficiently  than  either  of  the  other  two  networks. 
Average  cost  per  minute  for  1,000  homes  on  ABC  is  $2.78.  (The  other 
two  -  $3.13  and  $3.43,  respectively.)  ** 


ABC  TELEVISION 

*  National  Nielsen  Feb.  I  &  II  Report,  Average  Audience  Per  Minute.  Sun. -Sat.  7: 30-10: 30  PM  all  sponsored  eve- 
ning programs.  '  Nielsen  Cost  Per  Thousand  Commercial  Minutes  Delivered  Data,  Nov. -Dec.,  '58.  Evening  Once- 
A-Week  Programs,  based  on  Nielsen  average  audience  ratings  and  estimated  time  costs  and  published  talent  figures. 


ALL  STATIONS  IN  APRIL  17  DRILL 


Conelrad  interim  operation  set  for  1 ,200  am  outlets 


The  entire  U.S.  broadcasting  struc- 
ture, 5,070  stations,  will  go  silent  11:30 
a.m. -noon  (EST)  April  17  for  the  sec- 
ond Conelrad  drill. 

Only  the  1 ,200  am  radio  stations  tak- 
ing part  in  Conelrad  will  operate  during 
this  period.  All  television  and  fm  sta- 
tions will  go  off  the  air  in  the  first  broad- 
cast silence  since  the  first  major  test 
July  16,  1956. 

The  broadcast  silence  had  not  been 
officially  announced  until  the  weekend 
though  preliminary  planning  began 
several  weeks  ago  (Broadcasting, 
March  16). 

Many  am  stations  taking  part  in  the 
Conelrad  drill — part  of  a  series  of  civil 
defense  tests  to  run  during  the  spring 
and  summer — will  be  able  to  switch  to 
the  Conelrad  frequencies  (640-1240  kc) 
instantly  by  simply  pressing  a  button. 

A  half-hour  of  Conelrad-only  opera- 
tion will  cost  the  commercial  broad- 
casting industry  upwards  of  $250,000, 
according  to  unofficial  estimates.  Few 
broadcasters  aware  of  the  projected 
silence  have  offered  any  objections  to 
the  loss  of  revenue  or  upsetting  of 
schedules. 

Most  of  the  preliminary  work  for  the 
April  17  drill  was  completed  last  Thurs- 
day (March  26)  at  a  meeting  of  the  in- 
dustry-staffed National  Industry  Advis- 
ory Committee.  This  is  a  relatively  new 
organization  staffed  mainly  by  broad- 
casters. It  consists  of  national  program 


and  technical  groups  of  broadcasters 
with  rotating  chairmen;  White  House 
broadcast  correspondents  liaison  com- 
mittee with  rotating  chairmen;  state 
groups  in  over  30  states,  formed  in  the 
last  year  under  the  guidance  of  FCC  De- 
fense Commissioner  Robert  E.  Lee.  and 
a  just-sprouting  structure  of  local 
NIACs. 

All  am,  fm  and  tv  stations  will  be 
notified  in  April  by  the  FCC  of  the 
April  17  Conelrad  drill.  The  30-min- 
ute  program  silence  is  mandatory,  with 
the  1,200  Conelrad  stations  carrying 
special  programming  to  be  provided 
by  Office  of  Civil  &  Defense  Mobiliza- 
tion. Some  fm  stations  participating 
only  as  backup  networking  will  per- 
form special  post-attack  roles. 

While  Conelrad  includes  automatic 
alerting  procedure  so  all  U.S.  stations 
will  be  aware  of  a  drill  or  emergency, 
it  is  not  planned  to  use  the  alerting  sys- 
tem. Instead  every  station  will  receive 
official  FCC  instructions  plus  OCDM 
material  and  local-regional  program- 
ming from  the  NIAC  committees 
around  the  nation.  About  30  states  have 
now  formed  NIAC  broadcaster  commit- 
tees to  direct  civil  defense  activities. 

FCC's  routine,  developed  in  cooper- 
ation with  NIAC,  is  designed  to  tell  the 
public  the  Conelrad  drill  is  a  test  and 
not  an  emergency.  All  broadcast  sta- 
tions will  announce  at  the  start  of  the 
drill  (11:30  a.m.  EST  and  ranging  to 


8:30  PST)  that  normal  programming 
will  be  halted  for  a  half-hour  for  a 
Conelrad  test.  Specified  language  will  be 
provided. 

Conelrad  procedure  calls  for  all  sta- 
tions to  cut  off  and  on  for  specified  brief 
intervals  before  transmitting  a  1,000 
cycle  tone.  This  informs  a  large  num- 
ber of  other  communications  services 
that  Conelrad  is  underway.  A  sec- 
ond announcement  directs  the  public  to 
tune  to  640  and  1240  kc.  Tv  stations 
will  carry  a  civil  defense  emblem  during 
the  preliminary  routine. 

National  programming  is  being  pre- 
pared for  the  drill,  including  use  of 
facilities  capable  of  putting  the  Presi- 
dent on  the  air.  It  had  not  been  decided 
at  the  weekend  whether  President  Eisen- 
hower would  address  the  public.  One 
reason  cited  was  the  fear  the  public 
might  construe  his  air  appearance  as  a 
sign  of  an  actual  emergency. 

After  FCC's  preliminary  routine  has 
been  followed,  Conelrad  stations  will  go 
into  a  talk-up  procedure  for  several 
minutes.  This  will  consist  of  a  series  of 
statements  explaining  there  is  no  emer- 
gency and  advising  the  public  to  keep 
tuned  to  the  Conelrad  frequencies. 
NIAC  insisted  on  this  as  a  safeguard 
against  panic. 

Leo  A.  Hoegh,  OCDM  director,  will 
open  national  programming  with  a  five- 
minute  explanation  of  the  drill  and  the 
need  for  civil  defense  protective  meas- 


Conelrad  recognition  only  30% 


What  is  Conelrad,  640,  1240? 

Only  about  30%  of  the  people  in 
the  U.S.  can  identify  correctly  the 
radio  air  raid  warning  system,  ac- 
cording to  a  special  report  issued 
last  week  by  R.H.  Bruskin  Assoc., 
New  Brunswick,  N.J. 

The  report  was  based  on  a  study 
made  by  Bruskin  Jan.  19-29  in  125 
sampling  points  throughout  the  coun- 
try, consisting  of  2,525  personal  in- 
terviews. The  technique  used  was 
Bruskin's  new  "Association-Identifi- 
cation-Measure," in  which  respond- 
ents are  shown  playing  cards  con- 
taining commercial  themes,  incom- 
plete slogans  and  corporate  symbols 
and  are  asked  to  identify  them  with 


an  advertiser,  company  or  product 
(Broadcasting,  Dec.  8,  1958). 

In  the  study  for  Conelrad,  as  for 
all  clients,  respondents  were  asked 
initially  if  they  had  ever  heard  or 
seen  the  slogans  or  trade  marks  (this 
gives  the  association  score)  and  sub- 
sequently were  asked  to  identify  or 
explain  the  card  (this  gives  the  identi- 
fication score).  For  Conelrad,  the 
overall  association  score  was  38.7% 
and  the  identification  score,  30.6%. 

Men  rated  higher  than  women  in 
the  "AIM"  study,  scoring  44.2%  as 
against  33.1%  for  women  in  asso- 
ciation and  35.3%  as  against  25.9% 
in  identification.  In  age  categories, 
the  18-24  and  25-34  groups  ran  neck 


and  neck  for  top  position  in  both 
association  and  identification  scores, 
with  scores  descending  in  order  for 
35.44,  45-54  and  55  and  over.  The 
study  also  showed  that  the  higher 
the  income,  the  higher  the  score  for 
both  association  and  identification, 
with  the  $10,000-and-over  group 
placing  first  in  both  classifications. 
The  North  Central  region  proved  to 
be  the  most  knowledgeable  about 
Conelrad,  followed  by  the  Northeast, 
the  South  and  the  West  in  that  order. 

A  pilot  survey  made  in  New  York 
last  August  and  September,  using 
over  50  different  slogans,  gave  the 
highest  AIM  ratings  of  77%  to  Gil- 
lette ("How  Are  You  Fixed  For 
Blades")  and  of  71%  to  Westing- 
house  ("You  Can  Be  Sure  If  It's  .  .  ."). 
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PROGRAMMING 

means  more  vimer-iittentioii 


y 

/j  ? 
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\| 'I  Radiating  effect!  rham  area\w 


Consistent  programming — network  and  local — is  one  of  the  major  reasons  why  WRAL-TV  possesses 
the  top  rating  record  in  the  Raleigh-Durham  area. 

Viewers  like  what  they  get,  and  get  what  they  like,  on  this  full  power  Channel  Five  station. 

F'r  instance  .  .  .  Tempus  Fugit,  variety  show  .  .  .  Live  Championship  Wrestling  .  .  .  Miss  Jo 
Ann's  "Romper  Room"  .  .  .  Cap'n  Five  with  Popeye  .  .  .  Sports  by  Reeve  .  .  .  and  other  local-live 
"f'r  instances." 

In  the  most  densely  populated  section  of  its  coverage,  WRAL-TV  has  undu plicated  NBC  pro- 
gramming— from  TODAY  to  JACK  PAAR,  plus  choices  from  ABC. 

Lively  programming  with  a  fresh  approach,  appealing  formats  and  catchy  innovations  is  aided 
by  the  best  equipment  a  capable  staff  wants. 

WRAL-TV  is  tops  for  viewing — tops  for  buying.  Are  you  on? 


4-CAMERA  MOBILE  UNIT    •    VIDEOTAPE  RECORDER 

WRAL-TV 

FULL  POWER    CHANNEL  5    NBC  AND  LOCAL  COLOR 


LARGE  NEW  STUDIOS 

Serving  the  area  from 
Greensboro  to  the  coast, 
from  Virginia  to  the 
South  Carolina  line— a  total 
of  more  than  two  million 
population 


Fred  Fletcher,  Vice  Pres.  &  Gen.  Mgr 
Raleigh,  North  Carolina 


CAROLINA'S  Colorful  CAPITAL  STATION 


REPRESENTED  BY  H-R,  INC. 
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ures.  Cueing  procedure  will  permit  sta- 
tions to  drop  part  of  the  national  pro- 
gramming in  favor  of  local  civil  defense 
material  where  available. 

The  entire  Conelrad  engineering  tech- 
nique has  been  overhauled  since  the 
1956  drill  when  the  structure  was  found 
full  of  weak  spots,  dropouts  and  other 
flaws  inherent  in  a  new  and  compli- 
cated process.  Those  in  charge  of  the 
April  17  planning  believe  that  an  ex- 
tremely high  percentage  of  the  popula- 
tion will  be  able  to  hear  Conelrad  station 
clusters  as  well  as  individual  non-clus- 
ter signals  during  the  half-hour. 

New  facilities  at  the  remote  seat  of 
government  will  feed  programming  to 
ABC,  CBS,  NBC  and  MBS  radio  net- 
works. These  networks  will  be  backed 
by  microwave  and  regional  fm  hook- 
ups. It  is  believed  every  Conelrad  sta- 
tion will  be  within  reach  of  the  pro- 
gramming. 

No  am,  fm  or  tv  station  will  be 
permitted  to  return  to  the  air  before 
11:59:30  EST.  At  that  time  am  stations 
will  carry  a  prepared  announcement  and 
tv  stations  will  display  a  civil  defense 
emblem. 

Tests  to  Continue  Into  August  • 

Other  civil  defense  drills  will  be  held, 
winding  up  in  August  with  a  shift  of 
principal  government  offices  to  emer- 
gency sites,  but  these  do  not  affect  the 
broadcasting  industry. 

Dept.  of  Defense  recently  declared 
the  Conelrad  broadcast  procedure,  re- 
garded as  proof  against  homing  devices 
in  bombers  and  missiles,  is  necessary  to 
the  national  defense  for  years  to  come. 
Conelrad  will  be  the  only  means  of  com- 
munication available  to  the  public  in 
case  of  a  nuclear  attack,  with  battery 
portable  sets  and  autoreceivers  able  to 
receive  signals  from  stations  using  port- 
able generators  should  power  lines  be 
wrecked. 

Among  the  40  industry  and  govern- 
ment representatives  at  the  Thursday 
NIAC  meeting  were  David  Vorhes, 
CBS,  NIAC  technical  chairman;  Tom 
Phelan,  NBC;  A.  Prose  Walker,  NAB, 
permanent  vice  chairman;  David  Dris- 
coll,  CBS,  NIAC  program  chairman; 
Donald  Coe,  ABC;  Samuel  Sharkey, 
NBC;  Vincent  T.  Wasilewski,  NAB; 
Jack  Gertz,  MBS;  John  H.  Secondari, 
ABC;  Julian  Goodman,  NBC;  FCC  De- 
fense Comr.  Robert  E.  Lee;  FCC  Alter- 
nate Defense  Comr.  Robert  T.  Bartley; 
W.H.  Duplantis,  Howard  Handleman, 
W.A.  LaRue  and  Herbert  S.  Moore, 
OCDM;  James  D.  Secrest,  Electronic 
Industries  Assn.;  John  E.  Keller,  Dow, 
Lohnes  &  Albertson;  E.C.  Tracy,  RCA; 
L.G.  Walker,  Motorola  Inc.;  H.  Van 
Aken,  General  Electric  Co.;  P.M. 
Craig,  Philco  Corp. 


RADIO  WORLD  WIDE 

Cooperative  network 
sets  N.Y.  plans  meet 

Stations  interested  in  Radio  World 
Wide,  cooperative  network  program 
venture,  will  hold  a  planning  session  in 
New  York  during  mid-April. 

A  report  of  RWW's  activities  during 
the  NAB  Chicago  convention  was  sent 
out  late  last  week  by  Herbert  Krueger, 
WTAG  Worcester,  Mass.,  who  presided 
at  a  meeting  of  stations  (Broadcast- 
ing, March  23).  The  report  asked  sta- 
tions for  suggestions  on  the  most  con- 
venient date  for  a  meeting. 

RWW's  organizing  committee  has  re- 
ceived many  offers  to  contribute  30 
times  each  station's  highest  one-minute 
announcement  rate  to  get  the  project 
off  the  ground.  One  of  the  first  steps 
will  be  incorporation.  When  prelimi- 
nary details  are  taken  care  of,  interested 
stations  will  reach  group  decisions  on 
the  type  of  service  and  administration 
they  prefer. 

Opening  of  a  headquarters  office, 
presumably  in  New  York,  will  be  dis- 
cussed as  well  as  personnel. 

A  number  of  stations  not  previously 
mentioned  in  connection  with  RWW 
activities  voiced  interest  last  week. 
RWW  is  understood  to  have  received 
only  one  negative  letter  as  a  result  of 
the  Chicago  discussion.  This  came 
from  a  station  whose  manager  was 


New  high  •  Creighton  E.  Gatch- 
ell  (1),  vice  president-general 
manager  of  WGAN-TV  Portland, 
Me.,  is  shown  a  model  of  the  sta- 
tion's projected  tower  by  B.H. 
Kline,  president  of  the  construct- 
ing firm,  Kline  Iron  &  Steel  Co., 
Columbia,  S.C.  (Broadcasting, 
March  9;  Feb.  23).  The  1,619- 
ft.  tower  will  cost  $500,000. 


interested  but  couldn't  get  ownership 
support. 

An  autumn  target  date  for  RWW  is 
considered  a  good  guess  at  this  time. 
A  minimum  goal  of  25  subscribers  ap- 
parently hasn't  been  met  but  this  isn't 
disturbing  to  the  backers.  Some  talk 
has  been  heard  about  the  possibility  of 
a  merging  of  Quality  Radio  Network 
but  this  hasn't  developed  into  action. 
Both  RWW  and  QRN  seek  to  put  to- 
gether top  programming.  They  differ  in 
that  RWW  would  not  sell  time  but 
would  create  programming  that  sub- 
scriber stations  could  use  or  not  use  as 
they  saw  fit,  doing  their  own  selling 
individually. 

Among  stations  participating  in  the 
Chicago  meeting,  according  to  at- 
tendees, were  the  following: 

WTAG  Worcester,  Mass.,  WJR  De- 
troit, WHAS  Louisville,  WHAM  Ro- 
chester, WTIC  Hartford,  WGY  Sche- 
nectady, KWKH  Shreveport,  KFI  Los 
Angeles,  KTRH  Little  Rock,  Ark., 
WGAR  Cleveland,  WWL  New  Orleans, 
WFAA  Dallas,  WBT  Charlotte,  KSL 
Salt  Lake  City,  WRVA  Richmond, 
WCCO  Minneapolis,  WTOP  Washing- 
ton, WPTF  Raleigh,  N.C.,  WBEN 
Buffalo,  KFH  Wichita,  WSYR  Syra- 
cuse, WAPI  Birmingham,  WDAF  Kan- 
sas City,  KSD  St.  Louis,  WIS  Colum- 
bia, S  C.,  KROD  El  Paso,  WGN  Chi- 
cago and  KTRH  Houston. 

Among  others  who  had  participated 
in  prior  meetings  but  were  not  at  the 
Chicago  session,  according  to  partici- 
pants, were  WTMJ  Milwaukee,  WBAL 
Baltimore,  WOAI  San  Antonio,  WSM 
Nashville,  WKY  Oklahoma  City,  WMT 
Cedar  Rapids,  WGAN  Portland,  Me., 
WSB  Atlanta,  KIRO  Seattle,  WCSC 
Charleston,  S.C,  KHOW  Denver,  KHQ 
Spokane,  and  WOR  New  York. 

Arkansas  spring  meet 

The  Arkansas  Broadcasters  Assn.  de- 
cided to  open  its  membership  to  tele- 
vision stations  and  took  a  positive  stand 
on  air  editorials  at  the  association's 
spring  meeting  March  13-14  at  Little 
Rock.  The  85  broadcasters  named  a 
permanent  public  relations  committee 
under  LB.  Tooley,  KXAR  Hope  (chair- 
man). Named  with  him  to  set  up  an 
active  group  were  J.  A.  West  Jr.  KDMS 
El  Dorado,  and  Allen  Patterson,  KBTM 
Jonesboro. 

New  Georgia  daytimer 

WCPK  College  Park,  Ga.,  com- 
menced operation  March  21.  The  day- 
timer,  owned  and  operated  by  College 
Park  Broadcasting  Co.,  is  on  1570  kc 
with  10  kw.  Bob  Corley  is  general  man- 
ager, David  McLain  station  manager. 
WCPK's  coverage  includes  Hapeville 
and  East  Point,  Ga.,  not  far  from 
Atlanta. 
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V 


CAN'T 


J  Not  only  can  you  put  all  your  eggs  in  one  basket 
W    in  the  KERO-TV  market  —  it's  the  wise  thing  to  do! 
KERO-TV  is  the  only  single  advertising  medium  that 
reaches  all  of  the  more  than  a  million  prosperous 
people  who  live  well  and  buy  lavishly  in  the 
great  Southern  San  Joaquin  Valley  —  California's 
SUPER-market.  And,  KERO-TV  does  more  than 
just  reach  these  people.  It  delivers  your  sales  mes- 
sage with  full  impact.  Entertainment  and 
advertising  production  is  in  keeping  with 
the  size,  sophistication  and  spending 
power  of  the  audience.  KERO-TV  facili- 
M  ties  are  big-time  and  are  manned  with 
/  a  big-time  staff.  Presentation  of  both  the 
s4b>-     programs  and  the  commercials  can 
stand  the  scrutiny  of  the  most  criti- 
cal agency  and  client.  You  getthe 
Hull  treatment,  too,  with  mer- 
chandising and  marketing  aids. 
So  when  the  Petry  man  calls, 
^JP        *r  heap  the  KERO-TV  basket  high! 

KERO-TV 

..CALIFORNIA'S  SUPER-market 
BAKERSFIELD 
CHANNEL  10  NBC 


REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 


No 

Matter 
How  You 

Survey 
The 

Memphis 
Market... 


It's  Channel  3  First  By  All  Surveys 


In  Memphis  they  say  "There's  more 
to  see  on  Channel  3."  That's 
because  more  people  enjoy  WREC- 
TV's  combination  of  superior  local 
programming  and  the  great  shows 
of  the  CBS  Television  network.  It's 
the  right  combination  for  your 
advertising  message.  See  your  Katz 
man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads   in   competitively  rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 
Pulse 


A.R.B. 

t.  29-Nov.  25  '58      Nov.  '58 
(Metro    Area)       (Metro  Area) 


WREC-TV 
Sta.  B 
Sta.  C 


248 

94 
69 


293 

96 
29 


Nielsen 

;c.  7-Jan.  10  '59 
(Station  Area) 

259 

71 
81 


WREC-TV 

Channel   3  Memphis 


Represented  Nationally  by  the  Katz  Agency 


CO 
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Alfred  I.  duPont  Award  recipients:  KLZ-TV's  Terry,  WSNY's  Leighton.  NBC's  BrinkFey 


duPonts  to  KLZ-TV, 
WSNY,  Brinkley  today 

KLZ-TV  Denver,  WSNY  Schenec- 
tady and  NBC  newsman  David  Brink- 
ley  will  receive  the  16th  annual  Alfred 
I.  duPont  Awards  in  radio-tv  for  "meri- 
torious service  to  the  American  people" 
during  1958,  at  a  dinner  this  evening 
(March  30)  in  Washington. 

Dr.  Francis  Pendleton  Gaines,  presi- 
dent of  Washington  &  Lee  U.,  Lexing- 
ton, Va.,  and  chairman  of  the  duPont 
Awards  Committee,  announced  the  re- 
cipients of  the  honors,  $1,000  each  and 
award  plaques.  Under  terms  of  the 
awards  program,  it  was  announced, 
winners  have  the  opportunity  of  estab- 
lishing scholarships  or  fellowships  in 
the  communications  field,  in  their  names 
and  that  of  the  late  Alfred  I.  duPont, 
at  institutions  of  their  choice. 

KLZ-TV,  which  is  the  first  station 
to  win  two  duPont  Awards  (the  first 
came  in  1948),  won  the  foundation's 
large  station  award  this  year  for  giving 
"clear  evidence  in  its  programming 
policies  of  a  sense  of  obligation  to  par- 
ticipate intimately  in  community  life." 
Hugh  B.  Terry,  KLZ-TV  president  and 
general  manager,  will  accept  the  award 
for  the  station. 

WSNY's  citation  noted  its  "accept- 
ance of  responsibility  for  progressive 
leadership  in  a  time  of  trouble  and  un- 
certainty." The  Schenectady  station  con- 
tributed "a  thoughtful  and  strong  edi- 
torial voice  to  community  life,"  the 
committee  said.  Winslow  P.  Leighton, 
president  and  general  manager  of 
WSNY,  will  accept  the  award. 

Mr.  Brinkley  was  cited  for  "exempli- 
fying the  best  qualities  of  broadcast 
commentary,"  and  a  "special  quality  of 
personal  style  .  .  .  which  .  .  .  recalls  us 
to  sanity  and  to  an  awareness  of  our 
common  humanity." 

Dean  sees  mass  media 
splintering  audiences 

Many  publications,  "in  an  effort  to 
compete  with  mass  broadcasting  and 
print  supplements,  may  be  abdicating 
their  first  responsibility  to  serve  their 
primary  audience  with  depth  and  im- 
pact," an  agency  executive  warns. 

Sidney  W.  Dean  Jr.,  vice  president  of 
McCann-Erickson  and  a  director  of  the 
Audit  Bureau  of  Circulations,  told  a 
joint  conference  of  the  ABC  and  San 
Francisco  Advertising  Club  that  trends 
in  marketing  "segmentation"  are  estab- 
lishing new  objectives  for  media  plan- 
ning. He  spoke  on  "New  Marketing 
Frontiers  in  Media  Planning"  March 
18. 

As  an  example  of  such  trends,  Mr. 
Dean  pointed  out,  the  proportion  of 
exclusively    sponsored    nighttime  net- 


work tv  shows  dropped  from  80%  to 
46%  in  four  years,  "while  alternate 
and  multiple  sponsored  shows  have 
more  than  doubled.  Higher  fixed  costs 
and  relatively  inflexible  coverage  pat- 
terns now  require  television  planners  to 
give  greater  attention  to  the  composi- 
tion of  audiences  in  terms  of  buying 
influences  and  psychological  segmenta- 
tion." 

General  media  should  attempt  to  re- 
place higher-cost  types  of  selling  by  im- 
proving their  performance  through 
better  audience  segmentation  and  higher 
impact,  Mr.  Dean  asserted.  The  mass 
media  of  "common  denominator"  con- 
tent will  probably  continue  to  deliver 
audiences  at  minimum  net  costs,  he  pre- 
dicted, but  there  is  evidence  "the  edi- 
torial pendulum  may  be  swinging  too 
far  toward  mass  emphasis." 

Clear  channel  group 
to  pick  new  director 

Clear  Channel  Broadcasting  Service 
will  continue  to  maintain  its  Washing- 
ton headquarters  office  and  has  set 
machinery  in  motion  for  the  appoint- 
ment of  a  new  director. 

Members  of  the  CCBS  executive 
committee  have  been  instructed  to 
choose  a  successor  to  Hollis  Seavey, 
who  has  resigned  to  operate  WCUM 
Cumberland,  Md.,  which  he  recently 
purchased. 

Charged  with  selecting  a  successor 
is  the  executive  group  comprising  Ed- 
win W.  Craig,  WSM  Nashville,  Tenn., 
chairman;  Harold  Hough,  WBAP 
Fort  Worth;  James  D.  Shouse,  WLW 
Cincinnati;  Victor  A.  Sholis,  WHAS 
Louisville,  and  Ward  L.  Quaal,  WGN 
Chicago. 

CCBS  members  held  their  annual 
meeting  in  Chicago  March  15  prior  to 
the  NAB  Convention,  with  Mr.  Hough, 
CCBS  treasurer,  presiding  in  the  ab- 
sence of  Mr.  Craig.  The  organization 
accepted  Mr.  Seavey's  resignation  "with 
regret"  and  heard  a  review  of  the  long- 
pending  clear  channel  issue  in  which 
FCC  has  set  April  8  as  the  deadline 


for  replies.  Mr.  Seavey  has  served  as 
director  since  March  2,  1953. 

The  decision  to  appoint  a  successor 
and  retain  its  Washington  office  (in  the 
Shoreham  Bldg.)  scotched  speculation 
that  CCBS  might  leave  its  representa- 
tion solely  in  the  hands  of  its  law  firm, 
Kirkland,  Ellis,  Hodson,  Chaffetz  & 
Masters. 

Quality  Radio 
plans  new  push 

Quality  Radio  Group  Inc.,  founded 
a  few  years  ago,  will  attempt  a  renais- 
sance by  broadening  its  membership 
and  scope  of  activity. 

During  the  NAB  convention,  the 
organization  set  up  a  development  com- 
mittee headed  by  Gustav  K.  Brand- 
borg,  vice  president  and  general  man- 
ager of  KVOO  Tulsa,  Okla.  It  also 
includes  Frank  Gaither,  general  man- 
ager, WSB  Atlanta,  Ga.;  Stanton  P. 
Kettler,  executive  vice  president,  WGBS 
Miami,  Fla.,  and  Charles  A.  Wilson, 
advertising  and  sales  promotion  man- 
ager, WGN  Chicago. 

Quality  met  in  Chicago  March  16  to 
hold  elections  (Broadcasting,  March 
23)  and  discuss  plans  for  1959.  Stations 
represented  were  WSM  Nashville,  WHO 
Davenport,  KDKA  Pittsburgh,  KEX 
Portland,  Ore.,  WBZ  Boston,  WLW 
Cincinnati,  WRVA  Richmond,  Va., 
WBAP  Fort  Worth,  KCMO  Kansas 
City,  WCAU  Philadelphia,  WWL  New 
Orleans,  and  KVOO,  WSB,  WGBS  and 
WGN. 

WR EX-TV  to  ABC-TV 

WREX-TV  Rockford,  111.,  on  Sept. 
18  will  switch  its  primary  affiliation 
from  CBS-TV  to  ABC-TV,  it  was  an- 
nounced last  week  by  Louis  E.  Caster, 
president  of  WREX-TV  and  Alfred 
Beckman,  ABC  vice  president  in  charge 
of  tv  station  relations.  The  starting 
date  also  marks  the  sixth  anniversary 
of  the  station.  WREX-TV,  the  only  vhf 
station  in  Rockford,  operates  on  ch.  13. 
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AM  ST  mobile  unit 
ready  for  Boston  test 

The  first  step  in  developing  significant 
information  on  directional  antennas  in 
television  begins  today  (March  30) 
with  the  arrival  in  Boston  of  the  Assn. 
of  Maximum  Service  Telecasters'  mo- 
bile field  test  unit. 

The  unit  will  be  coordinated  with 
three  fixed  installations  using  field  test 
measuring  equipment  loaned  by  the  Na- 
tional Bureau  of  Standards  and  cali- 
brated by  the  FCC's  laboratory  divi- 
sion. 

The  directional  antenna  tests,  under- 
taken by  AMST  technical  units,  for  the 
Television  Allocations  Study  Organiza- 
tion, will  cover  WBZ-TV  Boston  and 
WKY-TV  Oklahoma  City.  It  is  ex- 
pected to  run  about  six  months. 

AMST,  representing  117  major  tv 
stations,  agreed  to  fight  "precipitous 
changes"  in  the  television  allocations  or 
"gradual  erosion"  of  the  present  system 
by  reduction  of  coverage  areas. 

The  position  was  taken  at  the  annual 
meeting  of  the  organization  at  its  Chi- 
cago meeting  two  weeks  ago  during  the 
annual  NAB  convention. 

Trouble  Averted  •  Lester  W.  Lindow, 


executive  director,  told  the  meeting  that 
television  broadcasters  would  be  "in 
serious  trouble"  if  AMST  had  not  been 
alert  and  energetic  in  opposing  pro- 
posals for  reduced  television  service. 
The  organization  was  formed  three 
years  ago. 

He  reported  that  AMST  had  partici- 
pated in  18  cases  involving  41  markets, 
last  year.  He  also  announced  that 
AMST  was  participating  in  the  FCC's 
current  study  of  the  25-890  mc  portion 
of  the  spectrum. 

Ernest  W.  Jennes,  counsel  for  AMST, 
urged  the  organization  to  formulate  a 
plan  for  tv.  "We  must  have  a  plan," 
he  said.  "We  must  be  prepared  to  fight 
vigorously  for  it.  There  is  too  much  to 
lose,  on  the  part  of  the  public  and  on 
the  part  of  the  telecasters,  and  the 
dangers  are  too  great  for  complacency." 

Two  new  members  were  elected  to 
the  AMST  board:  David  C.  Moore, 
Transcontinent  Television  Corp.,  and 
Edwin  K.  Wheeler,  WWJ-TV  Detroit. 

Continuing  •  Re-elected:  Charles  H. 
Crutchfield,  WBTV  (TV)  Charlotte; 
Donald  D.  Davis,  KMBC-TV  Kansas 
City;  Harold  Essex,  WSJS-TV  Winston- 
Salem;  Roger  W.  Clipp,  Triangle  Sta- 
tions; John  H.  DeWitt  Jr.,  WSM-TV 
Nashville;  Joseph  Epperson,  WEWS 
(TV)  Cleveland;  John  S.  Hayes  WTOP- 
TV  Washington,  D.C.;  Harold  Hough, 


WBAP-TV  Fort  Worth;  Alex  Keese 
WFAA-TV  Dallas;  C.  Howard  Lane 
KOIN-TV  Portland,  Ore.;  Carter  M 
Parham,  WDEF-TV  Chattanooga;  C 
Wrede  Petersmeyer,  Corinthian  Broad- 
casting; Ward  L.  Quaal,  WGN-TV  Ch 
cago;  Lawrence  H.  Rogers  II,  WSAZ 
TV  Huntington,  W.  Va.;  Harold  C 
Stuart,  KVOO-TV  Tulsa;  Robert  D 
Swezey,  WDSU-TV  New  Orleans;  Jack 
Harris,  KPRC-TV  Houston,  and  Mr. 
Lindow. 

All  officers  and  members  of  the  ex 
ecutive  committee  were  re-elected 
Officers  are  Mr.  Harris,  president;  Mr 
Crutchfield,  first  vice  president;  Mr 
Davis,  second  vice  president;  Mr.  Essex 
secretary-treasurer,  and  Mr.  Lindow 
assistant  secretary-treasurer  and  execu 
tive  director.  The  executive  committee 
is  Messrs.  Harris,  DeWitt,  Crutchfield, 
Essex,  Davis,  Hayes  and  Petersmeyer. 

Ohio  news  source  bill 

A  bill  (No.  260)  has  been  passed  by 
the  Ohio  Senate  adding  radio  and  tv 
to  the  law  protecting  newspapermen 
from  revealing  their  news  sources.  The 
bill,  passed  26-0,  was  introduced  by 
Ray  T.  Miller  Jr.,  president  of  WERE 
Cleveland  and  member  of  the  State  Sen- 
ate. It  now  is  before  the  House. 


INENT  STATION 


Court  ban  labeled 
anti-media  prejudice 

A  charge  of  "prejudice"  was  leveled 
at  the  American  Bar  Assn.  by  the  Na- 
tional Press  Photographers  last  week 
for  its  insistence  on  retaining  Canon  35. 

Joseph  Costa,  board  chairman  of 
NPP,  said  ABA  is  being  "prejudiced 
against  all  media"  and  called  for  the 
formation  of  a  group  of  newsmen  and 
attorneys,  looking  toward  revision  of 
the  ban  on  courtroom  coverage  by 
broadcasters  and  photographers. 

The  charge  came  during  a  short 
course  conducted  by  Northwestern  U's 
school  of  law  and  journalism  for  news- 
men interested  in  crime  news  analysis 
and  reporting.  The  sessions  were  held 
in  Evanston,  111.  March  23-28. 

Appearing  with  Mr.  Costa  as  lec- 
turers Tuesday  were  Robert  D.  Swezey, 
executive  vice  president  and  general 
manager  of  WDSU-AM-TV  New  Or- 
leans and  chairman  of  NAB's  freedom 
of  information  committee,  who  reported 
on  the  progress  of  radio-tv's  fight  to 
revise  Canon  35;  William  Garry,  news 
director  of  CBS  Chicago;  William  Ray, 
news  director  of  NBC  Central  Div.; 
Frank  J.  McGarr,  Chicago  attorney; 
Judge  Walter  V.  Schaefer,  Illinois  Su- 
preme Court,  and  Prof.  Baskett  P. 
Mosse,  Northwestern  U.  professor  of 


journalism.  They  discussed  "courtroom 
photography,  tape  recordings  and 
broadcasts." 

Canon  35  was  defended  by  Chief 
Justice  Schaefer  and  Mr.  McGarr,  for- 
mer assistant  U.S.  attorney,  and  scored 
by  newsmen  Garry  and  Ray. 

Judge  Schaefer  felt  that  "when  free- 
dom of  the  press  is  in  conflict  with  a 
man's  right  to  a  fair  trial,  the  decision 
is  an  easy  one.  The  fair  trial  will  pre- 
vail." In  some  instances,  he  held,  the 
press  actually  impairs  a  fair  trial. 

Mr.  McGarr  disagreed  with  Mr. 
Garry's  contention  that  radio-tv  can 
handle  court  coverage  with  "decorum," 
claiming  that  televised  Senate  rackets 
committee  hearings  bordered  on  the 
gaudy  side.  Mr.  Ray  reported,  on  the 
basis  of  past  experience,  that  there  can 
be  a  "great  deal  of  difference"  between 
taped  testimony  and  the  stenographic 
transcript  in  comparison  of  what  ac- 
tually was  said  during  a  court  trial. 

About  80  newsmen  from  22  states 
and  three  foreign  countries  attended 
the  week-long  sessions,  sponsored  by 
NU  under  a  grant  from  the  Ford  Foun- 
dation. The  course  was  designed  to  en- 
hance newsmen's  understanding  of 
crime  problems,  improve  their  rela- 
tionships with  law  enforcement  officers 
and  the  legal  profession  and  provide  a 
forum  for  an  exchange  of  information. 


CHICAGO  AWRT 

Spring  meet  discusses 
merits  of  rival  media 

Radio  today  is  many  things  to  many 
people.  It  is  becoming  more  local, 
identifying  itself  more  closely  with  the 
community  and  building  personalities 
as  air  salesmen.  And  it's  in  the  process 
of  refining  and  developing  its  product 
as  the  oldest  established  sound  medium. 

These  and  other  views  on  the  relative 
merits  of  mass  media  and  creative  ad- 
vertising approaches  sparked  the  March 
21  conference  of  American  Women  in 
Radio  &  Television's  Chicago  chapter. 
Over  150  AWRT  members  attended  the 
all-day  session  at  the  Ambassador 
West's  Guildhall. 

The  "Three  Faces  of  Radio"  were 
unveiled  at  an  opening  panel  moderated 
by  Clifford  J.  Barborka,  vice  president- 
manager  of  John  Blair  &  Co.'s  Chicago 
office.  It  comprised  Ward  L.  Quaal, 
vice  president-general  manager  of 
WGN-AM-TV;  Arthur  Thorsen,  pro- 
gram director  of  WBBM,  and  Bernard 
lacobs,  president-general  manager  of 
WFMT  (FM),  all  Chicago.  They  dis- 
cussed spot,  independent,  network,  local 
and  fm  radio. 

Live  Programming  •  Mr.  Thorsen 
stressed  the  value  of  maintaining  local 


REPEAT  ORDERS  in  the  nation's  14th  market,  as  anywhere  else,  are  the  best  evidence  of  television's 
selling  ability.  WGR-TV,  NBC  in  Buffalo,  is  proud  that  25  national  and  21  local  advertisers,  who  have  used 
the  station  continuously  since  it  started  in  1954,  have  renewed  for  52  weeks  of  1959. 

These,  and  newer  advertisers,  will  get  even  better  sales  results  in  1959,  as  WGR-TV  continues  to  provide 
better  service  for  more  viewers  in  the  mighty  and  prosperous  market  known  as  the  Niagara  Frontier. 

Two  recent  developments  that  emphasize  WGR-TV's  continuing  leadership  in  Buffalo  are  the  installation 
of  the  first  videotape  equipment  in  the  area  and  the  purchase  of  a  new  tower— 300  feet  taller— 
to  further  extend  its  coverage  in  Western  New  York. 

For  best  results  from  America's  most  powerful  selling  medium,  be  sure  to  call  Peters,  Griffin,  Woodward 
about  availabilities  in  Buffalo. 
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live  programming  at  considerable  ex- 
pense but  with  good  profit.  WBBM 
spends  about  $500,000  yearly  on  mu- 
sicians and  $250,000  on  talent  for  this 
type  of  operation,  he  said.  And  yet, 
he  added,  billings  have  risen  650% 
from  1931  to  1957  and  every  year  since 
1954  has  been  a  record-breaking  one. 

Costly  local  live  programming,  the 
program  director  said,  appeals  to  lis- 
teners who  abhor  "canned"  or  "for- 
mula" music,  builds  believable  air  per- 
sonalities and  tends  to  inspire  active, 
adult,  family  listening. 

Mr.  Quaal  cited  increases  in  radio 
set  usage  during  the  10-y ears'  of  tv's 
greatest  growth  (59  million  to  150  mil- 
Ion)  and  noted  radio  "is  becoming  more 
local  all  the  time." 

Mr.  Jacobs  reviewed  the  financial 
soundness  of  his  fm  operation,  em- 
phasizing that  WFMT  devises  and 
modifies  its  own  policy  without  regard 
to  unfriendly  pressures. 

A  second  panel  on  "who  gets  the  ad- 
vertising dollar"  featured  John  E. 
Flatley,  sales  representative  of  WBKB 
(TV),  Fred  Vosse  of  WIND,  both  Chi- 
cago, and  Thomas  W.  Burns,  general 
advertising  executive  of  the  Chicago 
Tribune.  Fred  A.  Niles,  head  of  his 
own  film  production  firm,  moderated. 

Mr.  Burns  said  that  tv  and  news- 
papers are  the  "perfect  complement" 


and  held  that  television  is  "essentially 
an  entertainment  medium,"  while  news- 
papers deliver  a  definitive  circulation. 
He  cited  Chicago  Tribune  and  Social 
Research  Inc.  surveys  showing  that  tv 
comes  first  in  "giving  pleasure"  and  the 
newspaper  is  "more  dependable  for  ad- 
vertisers." He  warned  that  television 
will  "never  get  the  retailers'  business" 
because  the  newspaper  is  "essentially  a 
shopping  medium"  providing  the  ad- 
vantages of  recall.  He  also  flailed  the 
"abuse  of  mood-matching"  among  pro- 
grams and  commercials  in  tv. 

The  cost-per-thousand  yardstick  may 
well  be  "the  greatest  injustice  to  news- 
papers," Mr.  Burns  contended,  adding 
that  if  comparisons  are  in  order  with 
tv,  it  must  be  established  whether  the 
commercial  is  actually  viewed  when  the 
receiver  is  on.  He  acknowledged  that 
newspaper  circulation  does  not  com- 
prise actual  home  subscriptions  alone. 

Mr.  Flatley  noted  that  12  years  ago, 
about  two-thirds  of  Procter  &  Gamble 
products  weren't  even  in  existence.  He 
cited  such  tv  success  stories  as  Elgin, 
Bulova  (watches),  P&G  and  Lestoil 
(detergent). 

Mr.  Vosse  cited  a  McCann-Erickson 
study  to  show  that  radio  reaches  more 
people  more  often  than  any  other 
medium  and  gives  the  advertiser  "re- 
petition, frequency  and  selectivity." 


What  the  Ad  Dollar  Will  Buy  •  If  a 

storage-and-moving  firm  had  $7,000  to 
spend  on  a  special  campaign,  what 
could  it  get  in  the  various  media  for  its 
money,  an  AWRT  delegate  inquired. 
The  answers:  In  the  Tribune:  about 
3,500  lines,  with  ads  run  twice  weekly, 
over  52  weeks;  on  independent  radio: 
23  announcements  weekly  for  three 
months;  on  WBKB:  (with  films  already 
made)  60-second  participations  in  three 
weekly  late  evening  feature  films  and 
two  weekly  in  daytime  shows  for 
seven  weeks,  or  five  one-minute  spots 
on  different  shows  for  13  weeks. 

Chicago  vs.  East  &  West  •  Partici- 
pating in  an  afternoon  panel  on  dif- 
ferent advertising  approaches:  Earle 
Dugan,  vice  president-account  super- 
visor, Foote,  Cone  &  Belding;  Charles 
R.  Standen,  senior  account  supervisor, 
Tatham-Laird;  Lee  J.  Marshall,  senior 
vice  president-account  supervisor, 
Keyes,  Madden  &  Jones,  and  Milton  S. 
Garfield,  Garfield-Linn  &  Co.  Tony 
Weitzel,  Chicago  Daily  News  colum- 
nist, was  moderator. 

Mr.  Dugan  said  that  Chicago  is 
geographically  located  to  buy  overall 
media  better  than  network  tv  program- 
ming, but  felt  the  city  lacked  "creative 
stimulus."  He  pointed  out  that  the  city 
can't  attract  or  hold  talent  necessary 
for  network  originations.  Mr.  Standen 
said  that  Chicago  is  leading  the  way  in 
creative  commercials  (Hamm's  [beer], 
Marlboro  [cigarettes],  Dial  [soap],  Clark 
[gasoline])  and  is  "emotionally  closer  to 
clients'  problems."  Mr.  Marshall:  By 
necessity  Chicago  agencies  develop  a 
pattern  of  media  selection  and  "go  out 
into  the  field"  to  implement  the  concept. 

A  Chicago  tv  critics'  panel  made  up 
the  concluding  session,  with  Janet  Kern, 
American;  Terry  Turner,  Daily  News; 
Robert  Anderson,  Tribune;  Marcia  Ro- 
land, Tv  Guide,  and  Alex  Dreier,  NBC 
newscaster.  Featured  luncheon  speaker 
was  Norman  Barry,  WMAQ-WMBQ 
(TV)  personality,  who  along  with  the 
majority  of  critics  questioned  the  valid- 
ity of  ratings.  The  critics  stressed  they 
wrote  for  their  readers  and  "not  for  the 
industry."  They  also  acknowledged,  as  a 
group,  that  tv's  news-ness  and  bulk 
crowd  out  coverage  of  noteworthy  ra- 
dio happenings. 

Tv  covers  Maine  solons 

Both  houses  of  the  Maine  State  Leg- 
islature in  Augusta  have  been  opened  to 
tv  and  press  cameramen,  WCSH-TV 
Portland  reports.  The  station  said  it 
has  been  using  sound  and  film  equip- 
ment to  cover  committee  meetings  and 
chamber  sessions  in  both  houses. 

Cameramen  must  get  prior  permis- 
sion for  coverage  and  are  required  to 
act  with  "discretion"  and  use  available 
lighting,  WCSH-TV  said. 


MMBJVEST 

Major  market  fulltime  regional  facil- 
ity. Very  profitable.  $175,000  down. 
Terms  to  be  negotiated. 

FLORIDA 

Desirable  market.  Good  profit  pic- 
ture which  will  enable  payout  out  of 
earnings.  29%  down. 

JVJEST 

Fulltime  facility  in  growing  single 
station  market.  Has  fine  profit  record. 
$25,000  down. 

SOUTH 

Daytime  facility  on  excellent  fre- 
quency in  medium  market.  Very  good 
profit  potential.  $15,000  down  will 
handle. 
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Changing  hands 


Taking  a  look  •  Transcontinent  Television  Corp.  President  David  Moore 
(1)  and  Marietta  Broadcasting  President  Jack  Wrather  discuss  the  west  coast 
stations  involved  in  the  new  combined  Transcontinent  $30  million  organiza- 
tion. (Broadcasting,  March  23). 


ANNOUNCED  •  The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

e  KLX  Oakland,  Calif.:  Sold  to  Cro- 
well-Collier  Corp.  (KFWB  Los  An- 
geles) by  Tribune  Building  Co.  (Oak- 
land Tribune  for  $750,000) .  KLX  is  on 
910  kc  with  5  kw,  directional  antenna, 
night.  Station,  founded  in  1922,  was  ac- 
quired by  the  Knowland  family  in  1933. 
In  addition  to  J.  R.  Knowland  Jr.,  who 
is  publisher  of  the  Oakland  Tribune, 
former  Republican  U.  S.  Sen.  William 
J.  Knowland  is  a  member  of  the  fam- 
ily. Crowell-Collier  in  1956  negotiated 
the  $16  million  purchase  of  the  Harry 
M.  Bitner-controlled  Consolidated  Tv 
&  Radio  Broadcasters  Inc.  properties 
(Indianapolis,  Grand  Rapids  and  Min- 
neapolis), but  this  fell  through  because 
of  the  financing  difficulty.  These  sta- 
tions are  now  owned  by  Time  Inc. 
Crowell-Collier  at  one  time  published 
Collier's,  Woman's  Home  Companion 
and  American  magazines. 

•  WRVM  Rochester,  N.Y.:  Sold  to 
State  Broadcasting  Co.  for  $350,000  by 
Harry  Trenner  and  Assoc.  State  is 
owned  by  Mr.  and  Mrs.  Frank  W. 
Miller  Jr.  Mr.  Miller,  president,  is  with 
Headley-Reed,  station  representative, 
and  Kelly-Smith,  newspaper  represen- 
tative, and  is  an  officer  of  Fall  River 
(Mass.)  Herald  News  (owner  of  WSAR 
Fall  River)  and  of  Schenectady  Union- 
Star.  George  M.  Millar,  formerly  vice 
president  of  WELL  Battle  Creek,  Mich., 
and  with  other  Knorr  Stations,  is  vice 
president  of  State  and  will  be  WRVM 
general  manager.  The  sale  was  handled 
by  Allen  Kander  &  Co.  WRVM  is  on 
680  kc  with  250  w.  day. 

•  KFIV  Modesto.  Calif.:  Sold  to  KFIV 
Inc.  by  Evert  Person,  Frank  McLaurin 
and  others  for  $242,500.  KFIV  Inc.  is 
owned  by  A.  J.  Krisik,  Rebecca  M. 
Krisik  and  Theodore  J.  Wolf,  who  will 
remain  as  general  manager  of  KFIV. 
The  sale  was  handled  by  Hamilton, 
Stubblefield,  Twining  &  Assoc.  KFIV 
is  on  1360  kc  with  1  kw,  directional 
antenna  night,  and  is  affiliated  with 
ABC. 

•  KCUE  Red  Wing,  Minn.:  Sold  to 
Kingsley  Murphy  and  Carroll  Craw- 
ford (KGDE  Fergus  Falls,  Minn.)  by 
Victor  and  Nicholas  Tedesco  for  $71,- 
500.  Mr.  Murphy  has  an  interest  in 
KRNT-TV  Des  Moines,  Iowa.  The  sale 
was  handled  by  Allen  Kander  &  Co. 
KCUE  is  on  1250  kc  with  1  kw,  day. 

•  KTXL  San  Angelo,  Tex.:  Sold  by 
Warren  J.  Fortier  to  Burkhart  Broad- 
casting Corp.  for  $55,000.  Kent  Burk- 
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hart,  KENS  San  Antonio  program  di- 
rector, owns  company  in  his  own  name. 
The  sale  was  handled  by  Hamilton, 
Stubblefield,  Twining  &  Assoc.  KTXL 
is  on  1340  kc  with  250  w. 

•  KBLT  Big  Lake,  Tex.:  Sold  to  Don 
Renault  by  James  Sample  and  Don- 
ald Boston  for  $26,300.  The  sale  was 
handled  jointly  by  Patt  McDonald  and 
Paul  Chapman  Co.  KBLT  is  on  1290 
kc  with  1  kw,  day. 

•  WHTB  Talladega,  Ala.:  Sold  to  Radio 
Alabama  Inc.  (Lem  Coley,  Charles  H. 
Whatley,  Sim  S.  Wilbanks  and  James 
W.  Whatley)  by  Joseph  L.  Wallis,  Alec 
O.  Thomson  and  Cecil  Hornady  for 
$25,000  cash.  Principals  in  the  purchas- 
ing corporation  also  have  interests  in 
WRFS  Alexander  City  and  WETV 
Wetumpka,  both  Alabama.  The  sale 
was  handled  by  the  Paul  H.  Chapman 
Co.  WHTB  is  on  1230  kc  with  250  w. 

APPROVED  •  The  following  transfers 
of  station  interests  were  approved  by 
the  FCC  last  week  (for  other  FCC  ac- 
tivities see  For  The  Record,  page  90): 

•  KXLA  Pasadena,  Calif.:  Sold  to 
Eleven  Ten  Broadcasting  Corp.  (Don- 
ald R.  Cooke,  national  station  repre- 
sentative) by  Pacific  Coast  Broadcast- 
ing Co.  (Loyal  K.  King)  for  $900,000. 
KXLA  is  on  1110  kc  with  10  kw, 
directional  antenna  different  pattern 
day  and  night. 

•  WPEO  Peoria,  111.:  Sold  to  Radio 
One  Corp.  (William  B.  Dolph  and 
Herbert  L.  Pettey)  by  Dandy  Broad- 
casting Corp.  for  $325,000,  plus  agree- 
ment that  assignors  will  not  engage  in 


radio  business  for  five  years  within  60 
miles  of  Peoria.  Messrs.  Dolph  and 
Pettey  have  also  purchased  KUDE 
Oceanside,  Calif,  (see  below).  Mr. 
Dolph  owns  15%  of  KJBS  San  Fran- 
cisco and  is  president  and  29%  owner 
of  WMT-TV  Cedar  Rapids,  Iowa.  Mrs. 
Pettey  owns  25%  of  KJBS.  WPEO  is 
on  1020  kc  with  1  kw,  day. 

•  KUDE  Oceanside,  Calif.:  Sold  to 
Dolph-Pettey  Broadcasting  Co.  by  Wal- 
ter N.  Nelskog  and  Darrell  R.  Ander- 
son for  $171,000,  plus  agreement  to 
employ  the  assignors  as  consultants  for 
three  years  at  $8,000  per  year  and  the 
assignors  will  not  engage  in  broadcast- 
ing in  the  metropolitan  area  for  five 
years.  For  Messrs.  Dolph  and  Pettey's 
interests  see  WEPO  Peoria  above. 
KUDE  is  on  1320  kc  with  500  w, 
directional  antenna  same  pattern  day 
and  night. 

o  WKIT  Mineola,  N.Y.:  Sold  to  VIP 
Radio  Inc.  (WWES-AM-FM  New 
Rochelle.  WVIR  Mount  Kisco  and 
WKSN  Saugerties,  all  New  York)  by 
Seymour  Weintraub  for  $165,000. 
WKIT  is  on  1520  kc  with  250  w,  day. 

•  WTSV-AM-FM  Claremont,  N.H.: 
Sold  to  Radio  Claremont  Inc.  (Norman 
Knight,  sole  stockholder,  owns  WHEB 
Portsmouth  and  has  purchased  WTSL 
Hanover,  see  below)  for  $165,000  by 
W.F.  Rust  Jr.  and  Ralph  Gottlieb. 
WTSV  is  on  1230  kc  with  250  w. 
WTSV-FM  is  on  106.1  mc  with  4.8  kw. 

o  WTSL  Hanover.  N.H.:  Sold  to  Radio 
Hanover  Inc.  (Norman  Knight,  see 
WTSV-AM-FM,  above)  by  W.F.  Rust 
and  Ralph  Gottlieb  for  $135,000. 
WTSL  is  on  1400  kc  with  250  w. 
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$25  million  profit 
for  CBS  last  year 

CBS  Inc.'s  annual  report  for  1958, 
mailed  to  stockholders  last  week,  high- 
lighted the  money-making  prowess  of 
the  network's  television  stations  divi- 
sion and  its  owned  radio  stations  and 
related  activities. 

The  report  reaffirmed  an  earlier  pre- 
liminary statement  placing  consolidated 
profits  from  CBS  Inc.  in  1958  (53 
weeks)  at  $24,482,812,  as  compared 
with  $22,193,367  in  1957  (52  weeks). 
Sales  for  1958  were  reported  at  $411,- 
800,203,  as  against  1957  sales  of  $385,- 
409,018  (Broadcasting,  March  2). 

Approximately  one-half  the  profit 
from  CBS-TV  activities  is  earned  by 
the  stations  division,  which  covers 
owned  stations,  CBS-TV  Spot  Sales  and 
CBS  Films  Inc.,  the  report  stated.  The 
division's  combined  revenues  were  said 
to  be  18%  over  those  of  1957. 

The  CBS  Radio  Division  as  a  whole 
was  profitable  in  1958,  the  report  said, 
but  pointed  out  that  its  profits  resulted 
from  the  operations  of  the  network's 
owned  stations  and  related  activities, 
including  CBS  Radio  Spot  Sales.  The 
report  acknowledged  that  the  radio  net- 
work operated  at  a  loss  in  1958. 

CBS  fellowships 

Winners  have  been  announced  for 
the  third  annual  CBS  Foundation  news 
and  public  affairs  fellowships  for  a  year 
of  study  at  Columbia  U.  They  are 
Marvin  L.  Kalb,  reporter-contact,  CBS 
News,  N.J.;  John  Merriman,  news 
editor,  CBS  News,  N.Y.;  Barry  R.  Nem- 
coff,  tv  news  editor,  WCAU-TV  Phila- 
delphia; Charles  V.  North,  tv  news  di- 
rector, KGGM-TV  Albuquerque,  N.M.; 
Charles  R.  Reeves,  news  director, 
WWVA  Wheeling,  W.Va.;  Jack  D. 
Summerfield,  assistant  general  manager, 
WGBH-FM-TV  Cambridge,  Mass.; 
James  L.  Wood,  radio-tv  news  staff, 
WSBT-AM-TV  South  Bend,  Ind.,  and 
John  A.G.  Tiffin,  CBS  News,  London. 

Media  reports 

•  Court  action  seeking  to  compel  CBS 
Inc.  to  give  him  access  to  its  stock 
books  and  to  delay  the  company's  April 
15  annual  meeting  until  he  had  had  a 
chance  to  study  them  was  started  in  New 
York  Supreme  Court  last  week  by  Bar- 
ney Young,  frequent  critic  and  current 
litigant  against  CBS.  He  contended  he 
wanted  to  show  a  conflict  of  interests 
on  the  part  of  Ralph  Colin,  member  of 
the  CBS  board  and  also  in  the  law  firm 
of  Rosenman  Goldmark  Colin  &  Kaye, 
counsel  to  Broadcast  Music  Inc.  CBS 
authorities  opposed  his  request  on 
grounds  that  he  was  trying  to  promote 


the  pending  $5  million  law  suit  brought 
by  Life  Music  Inc.,  of  which  he  is  a 
substantial  owner,  against  CBS,  NBC 
and  BMI.  Mr.  Young's  bid  to  see  the 
stock  books  was  set  for  argument  today 
(March  30)  before  Judge  Saul  Streit. 

•  WALB-TV  Albany,  Ga.,  is  operating 
with  new  facilities.  The  station  now 
telecasts  from  a  1,000-ft.  tower  with 
316  kw. 

•  KOTN-FM  Pine  Bluff,  Ark.,  has 
commenced  operation.  In  conjunction 
with  KOTN,  KOTN-FM  broadcasts 
about  six  hours  stereophonically  each 
day.  The  station  has  a  stereo  tape  re- 
corder and  is  building  a  library  of  local- 
ly-produced stereo  programs.  These  are 
supplemented  with  stereo  records. 
KOTN-FM  is  on  92.3  mc  with  3.2  kw. 

•  KWK  St.  Louis,  Mo.,  goes  on  a  24- 
hour  Monday  through  Saturday  sched- 
ule today  (March  30). 

•  KTVU  (TV)  San  Francisco-Oakland 
started  using  color  equipment  Thurs- 
day (March  26). 

•  Broadcast  Time  Sales,  radio  repre- 
sentatives, is  in  its  new  penthouse  office 
at  509  Madison  Ave.,  New  York,  with 
larger  working  space  than  in  its  former 
location  at  280  Madison  Ave. 

•  WIP  Philadelphia  has  created  an  in- 
dependent news  department  with 
Mitchell  Krauss,  sales  promotion  di- 
rector, as  head.  This  is  the  first  step  in 
expansion  of  WIP's  news  coverage  with 
the  number  of  weekly  newscasts  in- 
creased from  250  to  more  than  300, 
analytical  newscasts  scheduled  reg- 
ularly, acceleration  of  the  station's 
"news  tip"  plan  (listeners  calling  in 
news  items) ,  and  the  addition  of  a  news 
researcher  and  stringers  in  key  cities. 
WIP  is  separating  commercials  from 
newscasts  by  having  different  an- 
nouncers for  the  two  functions. 

•  WCNY-TV  Watertown,  N.  Y.,  in- 
creases its  Class  A  one-hour  rate  from 
$250  to  $300  next  month.  Other  classi- 
fications are  raised  proportionally.  Pres- 
ent WCNY-TV  advertisers  and  those 
signing  contracts  before  April  1,  will 
not  be  affected  by  the  rate  change  until 
Oct.  1,  providing  their  schedule  on 
WCNY-TV  has  not  lapsed.  Representa- 
tive is  Weed  Television  Corp. 

•  Fast  news  coverage  by  WKY  Okla- 
homa City  prepared  the  city's  Mercy 
Hospital  for  the  patients  flooding  in 
after  ammonia  fumes  escaped  in  the 
Wilson  &  Co.  plant  in  that  city  on 
March  24.  The  accident  killed  at  least 
five  persons.  The  hospital,  alerted  by 
the  station,  laid  in  an  additional  supply 
of  medicine  required  to  cover  the  emer- 
gency. In  addition,  WKY  fed  develop- 


ments of  the  story  to  18  radio  stations 
across  the  country.  The  station  claimed 
a  beat  on  the  story  and  awarded  $25 
for  the  top  news  tip  of  the  week  to  a 
tipster  who  notified  WKY. 

•  WTVJ  (TV)  Miami,  Fla.,  has  ar- 
ranged for  35  Miamians  to  take  a  three- 
week  tour  of  Washington,  Paris,  Copen- 
hagen, Leningrad,  Moscow,  Budapest 
and  Berlin.  WTVJ  Vice  President 
Ralph  A.  Renick  and  WTVJ  producer- 
director  Richard  R.  Renick  are  going 
along  with  the  tourists  to  take  films  for 
a  show  to  be  telecast  when  they  return 
next  month. 

•  KBTV  (TV)  Denver  has  announced 
the  purchase  of  a  700-film  Paramount 
Picture  package  costing  $800,000  from 
Music  Corp.  of  America.  The  movies 
will  run  Monday,  Wednesday-Saturday 
at  9:30  p.m.  on  the  ch.  9  outlet,  start- 
ing April  6. 

•  WSON  Henderson,  Ky.,  has  issued  a 
new  rate  card  listing  a  single  rate  for 
both  local  and  national  accounts.  The 
card  allows  15%  commission  to  rec- 
ognized agencies. 

•  Clarke  Brown  Co.  (radio-tv  repre- 
sentative), Dallas,  moves  today  (March 
30)  into  suite  1507  Southland  Center, 
there.  Telephone:  Riverside  2-5148. 

•  John  Blair  &  Co.  (radio  representa- 
tive), L.A.,  is  enlarging  its  quarters  at 
3460  Wilshire  Blvd.  by  about  50%. 
Blair  quarters  in  Los  Angeles  include 
Blair-Tv  and  Blair  Television  Assoc. 
(tv  representatives). 

•  Television  Bureau  of  Advertising  has 
signed  to  membership  its  first  tv  station 
from  outside  North  America.  The  sta- 
tion is  ATN  (TV)  Sydney,  Australia, 
which  is  owned  by  Amalgamated  Tele- 
vision Service,  Proprietary  Ltd. 

•  Rep  appointments 

•  WILX-TV  (ch.  10)  Onondaga,  Mich., 
appoints  Venard,  Rintoul  &  McCon- 
nel,  N.  Y.  Affiliated  with  NBC-TV, 
the  station  is  owned  by  its  president 
and  general  manager,  John  C.  Pomeroy, 
and  Edward  E.  Wilson,  vice  president. 

•  WBCB  Levittown-Fairless  Hills,  Pa., 
names  Bob  Dore  Assoc.,  N.Y. 

•  KTXO  Sherman,  Tex.,  names  Weed  & 
Co.  as  southwestern  representative. 

•  WKTV  (TV)  Utica-Rome,  N.Y.,  ap- 
points H-R  Television  Inc. 

•  WKMH  Dearborn,  Mich.,  appoints 
Edward  Petry  Co.,  effective  April  1, 
replacing  Headley  -  Reed.  The  station 
operates  with  5  kw  on  1310  kc. 
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TAMPA- ST.  PETERSBURG 

•  • .  market  on  the  move! 


Big  business  is  brewing  in  the  MARKET- ON -THE- 
MOVE  .  .  .  Tampa -St.  Petersburg!  Giant  industries,  like 
110  Year  Old  Jos.  Schlitz  Brewing  Co.,  are  dotting  the 
area  with  the  world's  most  modern  plants!  Over  800,000 
barrels  of  beer  a  year  will  flow  from  the  Schlitz  $20,000,000 
Tampa  plant — marking  the  first  time  a  premium  beer  will 
have  been  brewed  in  Florida!  As  progressive  industry 
pours  in,  it  compounds  the  amazing  business  growth  that 
has  put  Tampa-St.  Petersburg,  one  large  trading  area,  in 
the  TOP  30  MARKETS— now  30th  in  retail  sales,  27th 
in  automotive  sales,  29th  in  drug  sales! 

Capture  this  rich  market  with  the  STATION -ON- THE- 
MOVE  —  WTVT —first  in  total  share  of  audience*  with  34 
of  the  top  50  programs!  WTVT,  with  highest-rated  CBS 
and  local  shows,  blankets  and  penetrates  the  MARKET- 
ON  -  THE  -  MOVE  .  .  .  TAMPA-ST.  PETERSBURG. 

"Latest  ARB 


station  on  the  move .  •  * 

WTVT 

IPA  -  S 


TAMPA  -  ST.  PETERSBURG 
Channel  13 


The  WKY  Television  System,  inc. 


WKY-TV 

Oklahoma  City 


WKY- RADIO 

Oklahoma  City 


WSFA-TV 

Montgomery 


Represented  by  the  Katz  Agency 
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summertradio 


family  goes 


SPOT  RADIO  is  the  most  effective 
summer  medium  you  can  use  because 
Radio  goes  where  the  family  goes. 

Reach  people- wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 
Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 
The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.—  Richard  O'Connell  Inc. 

Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reilly  Inc. 
Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc. 


GOVERNMENT 


FCC  TO  TACKLE  ALLOCATIONS 

Full  Commission  scheduled  to  start  today  on  television  blueprint 


The  FCC  meets  today  (Monday)  to 
grapple  definitively  with  the  three-year- 
long tv  allocations  problem. 

Before  members  of  the  Commission 
will  be  a  staff-written  policy  document 
on  what  to  do  about  the  vexing  vhf-uhf 
problem. 

The  ultimate  answer  may  be  a  recom- 
mendation that  nothing  be  done  until 
the  outcome  of  present  exploratory 
talks  with  the  military  services  on  swap- 
ping frequencies. 

This  envisages  a  contiguous  band  of 
50  tv  channels  in  the  vhf  area  of  the 
spectrum. 

The  most  common  proposal  is  to  add 
38  additional  tv  channels  in  the  vhf  area 
above  ch.  13  (210-216  mc).  These  are 
now  virtually  all  assigned  to  military 
services. 

Basic  Considerations  •  For  Commis- 
sion consideration,  the  staff  memoran- 
dum makes  these  points: 

•  Maintain  the  basic  priorities.  These 
are  (1)  at  least  one  service  to  all  parts 
of  the  United  States,  (2)  at  least  one  sta- 
tion to  each  community,  (3)  at  least  two 
tv  services  to  all  parts  of  the  United 
States,  (4)  at  least  two  stations  for  each 
community,  and  (5)  allocate  unassigned 
channels  to  communities  on  the  basis  of 
population  size,  geography  and  num- 
ber of  tv  services  available.  This  order 
of  assigning  available  channels  was  de- 
termined in  1952  when  the  FCC  lifted 
its  allocation  freeze. 

•  The  present  12  vhf  channels,  alone, 
are  unacceptable  as  the  basis  for  a  na- 
tionwide, competitive  tv  service. 

•  The  present  plan  of  intermixing 
vhf  and  uhf  channels  in  the  same  com- 
munity has  not  worked. 

The  alternatives  are  listed  as  follows: 

•  Use  of  vhf  and  uhf  channels  has 
not  worked.  Intermixture  has  been  a 
bad  mistake.  Deintermixture  has  been 
tried,  but  does  not  hold  the  answer. 

•  Relaxation  of  present  standards 
would  not  add  enough  stations  to  over- 
come the  shortage  of  facilities.  Such 
proposals  as  reduced  mileage  separa- 
tions, the  use  of  directional  antennas 
and  other  techniques  for  squeezing  in 
more  assignments  to  critical  cities  would 
not  be  significant  in  the  overall,  na- 
tional picture. 

•  Move  all  tv  to  uhf.  Or  move  all  tv 
in  the  eastern  area  of  the  United  States 
to  uhf.  This  is  prospective  policy,  adopt- 
ed by  the  FCC  in  1956.  But  before 


taking  this  drastic  step,  there  is  one 
other  alternative. 

•  An  all  vhf  system  comprising  50 
consecutive  channels.  Since  this  is  un- 
der exploration  by  the  FCC  and  the 
Defense  Dept.,  it  would  be  wiser  to 
maintain  the  status  quo  pending  the  out- 
come of  these  talks. 

Frequency  Swapping  •  The  consent 
of  the  Defense  Dept.  to  explore  the 
swapping  of  frequencies  was  announced 
at  the  NAB  convention  two  weeks  ago 
by  FCC  Comr.  Frederick  W.  Ford,  mil- 
itary liaison  officer  of  the  Commission 
(Broadcasting,  March  23). 

Both  Comr.  Ford  and  Comr.  T.A.M. 
Craven  have  advocated  investigating  the 
possibility  of  extending  the  vhf  band. 

If  successful,  the  swap  would  be 
predicated  on  a  long-term  transition 
period  (seven  to  10  years  has  been  men- 
tioned). 

It  was  at  the  NAB  convention  also 
that  the  FCC  received  the  report  of  the 
Television  Allocations  Study  Organiza- 
tion. This  group  was  established  in  1956 
to  undertake  an  engineering  study  of 
vhf  and  uhf  propagation,  field  strength, 
transmissions,  antennas,  receiving  con- 
ditions, picture  analysis,  etc.  Its  basic 
conclusion  was  that  uhf  is  generally  in- 
ferior to  vhf  on  almost  all  counts  of 
coverage  (Broadcasting,  March  23). 

Status  Report  •  The  Commission's 
meeting  today  is  for  the  purpose  of 
drawing  up  a  hard  and  fast  "status  re- 
port" on  tv  allocations.  This  will  be 
ready  for  submission  to  Congress  when 
the  FCC  is  called  up  to  report  on  its  tv 
problems. 

It  is  known  that  both  the  Senate  and 


Endorses  Hyde 

FCC  Comr.  Rosel  H.  Hyde 
"has  served  the  radio  and  tele- 
vision industries  long  and  well" 
and  should  be  reappointed,  the 
Utah  Broadcasters  Assn.  has  told 
President  Eisenhower  and  the  U.S. 
Senate.  Sen.  Frank  Moss  (D-Utah) 
last  week  entered  into  the  Con- 
gressional Record  a  UBA  reso- 
lution praising  the  Idaho  Repub- 
lican and  urging  his  reappoint- 
ment by  the  President.  The  reso- 
lution also  was  sent  directly  to  the 
White  House.  Comr.  Hyde's  term 
expires  June  30. 


the  House  Commerce  committees  have 
asked  the  FCC  to  be  prepared  to  appear 
before  them  to  tell  what  it  has  done  on 
the  tv  allocations  questions. 

No  dates  have  been  set  yet  for  such 
appearances. 

The  allocations  report  is  known  to  in- 
clude various  charts  and  graphic  dis- 
plays to  illustrate  the  benefits  and  de- 
fects of  the  various  alternatives  for 
ameliorating  the  tv  allocations  matter. 

The  report  under  consideration  was 
the  result  of  a  year's  intensive  work  by 
a  special  staff  comprising  engineers  and 
economists.  The  group  held  periodic 
check  meetings  with  the  commissioners 
and  were  kept  advised  constantly  of  all 


Mack  trial  delays 
Miami  ch.  10  case 

The  FCC  last  week  postponed  the 
oral  argument  on  Miami  ch.  10  from 
April  23  to  May  21  after  Washington 
federal  chief  district  Judge  F.  Dickin- 
son Letts  expressed  fear  that  the  oral 
argument  might  prejudice  the  criminal 
trial  of  former  FCC  Comr.  Richard  A. 
Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  scheduled  April  7. 

Both  Mr.  Mack  and  Mr.  Whiteside 
are  accused  of  conspiring  to  influence 
the  award  of  Miami  ch.  10  to  National 
Airlines. 

Nicholas  P.  Chase,  attorney  for  Mr. 
Mack,  also  asked  that  the  trial  be  post- 
poned until  after  Congress  recesses.  He 
said  he  might  have  difficulty  securing 
senators  and  congressmen  to  appear 
and  testify  while  Congress  is  in  session. 
J.  Frank  Cunningham,  Justice  Dept. 
attorney  who  is  prosecuting  the  case, 
replied  that  he  did  not  consider  the 
testimony  of  any  senator  or  representa- 
tive "relevent  or  competent." 

Under  law  members  of  Congress 
may  not  be  subpoenaed  while  Con- 
gress is  in  session. 

Judge  Letts  agreed  with  Mr.  Cun- 
ningham and  refused  to  postpone  the 
trial. 

The  FCC  in  an  order  Thursday 
(March  26)  stated  it  did  not  wish  to 
take  any  action  "which  might  be  con- 
strued to  affect,  prejudice  or  interfere 
with  the  criminal  proceeding."  It  also 
said  that  "at  a  proper  interval"  prior 
to  May  21,  it  would  re-examine  the 
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scheduling  of  the  oral  argument  in  the 
light  of  the  status  of  the  trial. 

Also  concerning  the  oral  argument, 
FCC  earlier  in  the  week  informed 
National  Airlines'  attorney  Norman  E. 
Jorgensen  that  G.  T.  Baker,  president 
of  the  airline  company,  would  not  be 
permitted  to  appear  to  argue  in  behalf 
of  his  company.  Only  lawyers  are  per- 
mitted to  argue  in  oral  argument,  the 
Commission  said.  Mr.  Baker  filed  an 
appearance  to  participate  in  the  oral 
argument  some  weeks  ago. 

FCC  ready  to  rehear 
Orlando  ch.  9  grant 

The  FCC  last  week  notified  the  U.S. 
Court  of  Appeals  in  Washington  that 
it's  ready  to  hold  a  rehearing  of  the 
Orlando,  Fla.,  ch.  9  case  as  soon  as  it 
gets  the  word  from  the  court.  The  FCC's 
grant  of  ch.  9  to  WLOF  Orlando  in 
1957  was  supported  by  the  appeals  court 
in  May  1958,  but  the  U.S.  Supreme 
Court  remanded  the  case  to  the  lower 
court  last  October  (Broadcasting,  Nov. 
3,  1958)  for  reconsideration  in  view 
of  testimony  before  the  House  Legis- 
lative Oversight  Subcommittee  last  year 
alleging  ex  parte  presentations  were 
made  by  WLOF. 

The  FCC  had  anticipated  the  Su- 
preme Court  move  and  started  an  ini- 
tial inquiry  on  its  own  about  three  weeks 
before  the  high  court's  action  (Broad- 
casting, Oct.  6,  1958).  WKIS  Orlando, 
unsuccessful  applicant  for  ch.  9,  had  ap- 
pealed to  the  Supreme  Court  after  los- 
ing its  appeal  to  the  lower  court. 

The  Commission  said  last  week  its 
staff  inquiry  indicates  a  further,  eviden- 
tiary hearing,  with  WLOF  and  WKIS 
participating,  is  warranted  on  issues  sim- 
ilar to  those  in  the  Miami  ch.  10  and 
Boston  ch.  5  cases.  The  Commission 
added  that  it  awaits  the  appeals  court's 
pleasure  on  what  action  to  take.  A  staff 
investigator  of  the  House  group  had 
testified  last  June  that  Florida  attorney 
William  H.  Dial  contacted  former  FCC 
Comr.  Richard  A.  Mack  in  behalf  of 
WLOF  during  the  adjudication  period. 

FCC  monies  studied 

FCC  commissioners  were  heartened 
after  their  appearance  before  a  House 
Appropriations  subcommittee  dealing 
with  the  $11  million  Commission 
budget  for  the  fiscal  year  beginning 
next  July  1.  The  subcommittee  is 
headed  by  Rep.  Albert  Thomas  (D- 
Tex.).  All  commissioners  and  a  full 
complement  of  aides  attended  the  vir- 
tually all-day  session  last  March  11. 
Unofficial  FCC  sources  said  committee 
members  had  been  interested  and  seem- 
ingly sympathetic.  The  $11  million 
recommended  by  President  Eisenhower 


for  the  FCC  in  the  next  fiscal  year  com- 
pares with  $9.8  million  for  the  present 
fiscal  year.  The  President's  recommen- 
dation included  $2.3  million  for  broad- 
cast activities,  compared  to  this  year's 
$1.9  million. 

S.  D.  orders  study 
of  music  tax  bill 

A  South  Dakota  bill  to  impose  gross 
receipts  tax  on  performing  rights  socie- 
ties doing  business  in  that  state  (Broad- 
casting, March  9)  has  been  returned  to 
committee,  it  was  reported,  for  further 


study — a  maneuver  which  was  said  to 
have  effect  of  tabling  it  for  two  years. 
The  bill  also  would  have  required  elab- 
orate filings  of  data  on  copyrighted  ma- 
terial— so  elaborate  some  authorities 
felt  it  would  have  made  it  virtually 
impossible  for  such  licensing  organiza- 
tions to  operate  in  the  state. 

A  companion  measure  dealing  with 
royalties  on  musical  recordings  and 
transcriptions  also  was  sent  back  to 
committee.  Other  bills  dealing  with 
performing  rights  organizations  mean- 
while pend  in  New  Mexico  and  Texas 
state  legislatures,  although  the  Texas 
measure  is  reported  quiescent. 


9  ) 


TODAY'S 
FILM 

ARRIVALS 


They  pour  in  from  every  state  and  many 
lands,  from  major  film  centers  and 
rural  outposts  ...  A  single  delivery  may 
include  a  Hawaiian  teacher's  first 
documentary  and  a  $4,000,000  epic 
filmed  in  Hollywood. 
Here  in  Hollywood,  in  the  hub  of  the 
nation's  film  capital.  General  has  been 
^  privileged  to  serve  the  industry's 
top  film  makers  for  many  years  .  .  .  This 
invaluable  experience,  our  unmatched 
skill  and  personalized  service  are  today 
easily  available  to  enterprising  movie 
makers  the  world  over. 
Today's  exciting  Jet  Age  snaps  its 
fingers  at  time  and  space.  Wherever  you 
are,  whatever  your  needs,  General's 
fine  film  processing  facilities*  are  now 
but  a  few  short  hours  away. 


''  *Complete  16  and  35  mm,  b/w  and  color. 

GO  GENERAL 

FILM  LABORATORIES  CORP. 
1546  ARGYLE,  HOLLYWOOD  28,  CALIF.,  HO  2-6171 


Send  for  Bulletin  G,  which  describes  the  advantages  of  our  new  35/32  mm  technique.  Price  lists  and  general  information  gladly  supplied. 
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FCC  ISSUES  REVISED  PAY-TV  TEST 


Third  Report  would  allow  each  toll  system  to 
experiment  in  a  different  single  four-station 
market.  Congressional  criticism  nearly  blocks 
plan.  No  toll  test  application  is  in  sight 


A  working  agreement  between  FCC 
and  Congress  to  permit  limited,  con- 
trolled tests  of  subscription  tv  almost 
unworked  itself  last  week. 

•  FCC  announced  Monday  it  would 
consider  applications  for  a  three-year- 
long test  of  pay  tv. 

o  The  House  Commerce  Committee, 
which  for  more  than  a  year  has  been 
adamant  against  any  move  to  approve 
toll  tv,  even  tests,  approved  the  Com- 
mission's action  in  a  close  11-10  vote. 

•  Toward  the  end  of  the  week  criti- 
cism of  the  Commission's  action  and 
the  House  committee's  endorsement 
began  to  mount. 

•  The  grumbling  got  so  bad  that  on 
Thursday  Rep.  Oren  Harris  (D-Ark.), 
chairman  of  the  House  units,  defended 
his  committee's  action  on  the  floor  of 
the  House. 

Almost  forgotten  in  the  melee  were 
the  proponents  of  pay  tv. 

No  Application  Soon  •  None  of  the 
five  principal  advocates  reported  it  was 
ready  to  file  an  application.  All  said 
they  wanted  more  time  to  study  the 
Commission  notice. 

The  Commission's  announcement — 
termed  a  "Third  Notice" — reinstated 
its  October  1957  document  with  two 
major  revisions: 

(1)  Instead  of  allowing  pay  tv  tests 
in  up  to  three  cities  per  system,  the 
Commission  limited  each  system  to  one 
test  in  one  city. 

(2)  The  sale  of  decoding  and  other 
receiving  equipment  to  the  public  was 
forbidden.  In  its  1957  notice,  the  Com- 
mission had  made  no  decision  on 
whether  to  allow  or  prohibit  such  sale 
to  the  public. 

There  was  no  assurance,  however, 
that  the  FCC  was  about  to  grant  any 
application.  The  notice  last  week 
called  attention  to  the  fact  that  the 
Commission  has  promised  not  to 
authorize  any  test  operation  until  the 
adjournment  of  the  first  session  of  the 
86th  Congress.  This  is  the  Congress 
now  in  session. 

The  1957  document  set  out  detailed 
limits  for  a  controlled  three-year  test  of 
pay  tv  (Broadcasting,  Oct.  21,  Sept. 
23,  1957). 

It  limited  tests  to  those  cities  having 
four  or  more  tv  services.  This  condition 
was  repeated  in  last  week's  announce- 
ment. 

The  limitation  to  a  single  system  in 


only  one  city,  the  Commission  said,  was 
taken  to  provide  safeguards  against  "the 
premature  establishment"  of  a  broad 
scale  subscription  tv  service  before  a 
definitive  policy  decision  is  made. 

Five  Systems  •  Since  there  are  only 
five  acknowledged  pay  tv  systems  the 
one-to-a-market  guide  means  that  only 
five  cities  may  be  used  as  guinea  pigs 
in  the  test  demonstrations. 

These  five  cities  would  have  to  be 
among  20  markets  which  have  four  tv 
services.  These  20  are: 

Chicago,  Dallas-Fort  Worth,  Denver, 
Fresno  -  Tulare,  Harrisburg  -  Lancaster- 
Lebanon-Reading-York,  Hartford-New 
Britain-New  Haven  -  Springfield  -  Water- 
bury,  Los  Angeles,  Miami-Fort  Lauder- 
dale, Milwaukee,  Minneapolis-St.  Paul, 
New  York,  Philadelphia-Camden-Wil- 
mington,  Phoenix-Mesa,  Portland-Van- 
couver, St.  Louis,  San  Antonio,  San 
Francisco  -  Oakland,  Seattle  -  Tacoma, 
Washington  (D.C.)  and  Wilkes-Barre- 
Scranton. 

It  was  explained  that  a  pay  tv  opera- 
tor could  arrange  to  use  more  than  one 
station  in  a  single  market,  but  not 
simultaneously. 

The  FCC  stressed,  as  it  had  before, 
that  the  tests  must  not  be  permitted  to 
circumvent  the  general  public  interest 
obligations  of  the  stations  involved.  It 
also  emphasized  that  the  systems  could 
not  cause  interference  on  the  same  or 
adjacent  channels  or  degrade  the  video 
and  audio  signals  of  the  station  used. 

The  FCC  Third  Notice  was  approved 
by  six  commissioners.  Comrs.  Robert 
T.  Bartley  and  Robert  E.  Lee  con- 
curred; Comr.  Frederick  W.  Ford  did 
not  participate. 

In  1957,  Comr.  Bartley  dissented 
and  Comr.  Ford  did  not  participate. 
Comr.  Bartley  contended  then  that  the 
Commission  should  first  decide  general 
policy  on  subscription  tv  before  author- 
izing tests. 

Comr.  Lee  explained  he  still  feels  pay 
tv  should  be  limited  to  uhf  outlets. 

The  Commission's  statement  last 
week  repeated  some  of  the  text  of  the 
First  Report  but  revised  them  to  bring 
them  into  conformity  with  the  new 
conditions. 

Fear  Misconstruction  •  The  Congres- 
sional nip-ups  came  because  of  strong 
feelings  among  some  lawmakers  that 
FCC  does  not  have  the  power  to  author- 
ize toll  tv  and  also  the  fear  that  author- 


ization of  tests  might  be  considered  a 
foot-in-the-door  for  the  establishment 
of  pay  tv. 

Two  outspoken  critics  of  the  House 
committee's  resolution  were  Rep.  John 
B.  Bennett  (R-Mich.)  and  Rep.  Robert 
W.  Hemphill  (D-S.C).  Both  expressed 
the  fear  that  the  committee's  action 
might  be  construed  as  an  endorsement 
of  the  principle  of  pay  tv. 

Rep.  Hemphill  protested  the  resolu- 
tion on  the  floor  of  the  House  Thurs- 
day. He  said  test  authorizations  might 
open  the  door  to  permanent  pay  tv 
"and  pay  television  will  do  away  with 
the  public  service  features  of  televi- 
sion." He  said  he  is  "fearful  this  would 
mean  millions  of  sport  fans  would  be 
denied  in  the  future  the  privilege  of 
looking  at  sports  contests  without  added 
costs." 

There  are  seven  anti-pay  tv  bills 
pending  in  the  House  of  Representa- 
tives, and  one  (by  Sen.  William  Langer 
[R-N.D.]).  in  the  Senate.  Among  the 
seven  House  measures  is  a  joint  reso- 
lution (H.J.  Res.  130)  by  Rep.  Harris 
which  would  bar  pay  tv  except  for 
"technical"  tests. 

In  the  85th  Congress  there  were  two 
bills  to  bar  outright  toll  tv. 

These  were  by  Sen.  Strom  Thurmond 
(D-S.C.)  and  Rep.  Emanuel  Celler 
(D-N.Y.). 

House  Hearings  •  In  January  1958 
the  House  Commerce  Committee  held 
hearings  on  pay  tv  and  issued  a  resolu- 
tion urging  FCC  not  to  grant  pay  tv 
test  authorizations  until  Congress  could 
act  on  the  subject. 

Last  week's  resolution  by  the  bare 
majority  of  the  same  committee  held 
that  the  Commission's  Third  Report 


2-to-1  against 

Residents  of  congressional  dis- 
tricts in  Ohio  and  California,  ac- 
cording to  polls  by  their  con- 
gressmen, are  2-to-l  against  a 
government-authorized  test  of  pay 
tv. 

Rep.  John  E.  Henderson  (R- 
Ohio)  last  week  disclosed  that 
67.3%  of  the  5,000  voters  an- 
swering his  questionnaire  do  not 
believe  the  government  should 
permit  toll  tests.  Only  23.4% 
favored  tests  while  9.3%  of  the 
respondents  were  undecided. 

Constituents  of  Rep.  William 
S.  Mailliard  (R-Calif.)  voted  62% 
against  and  34%  for  pay  tv  tests, 
with  4%  undecided.  Both  polls 
were  taken  within  the  past  month. 


62  (GOVERNMENT) 
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Pay-tv  stocks 

The  stocks  of  leading  pay-tv 
companies  were  mixed  last  week 
following  FCC's  announcement 
that  it  was  ready  to  accept  ap- 
plications for  limited  tests. 

Zenith  opened  at  269Vi  and 
closed  at  255%  Monday,  the  day 
the  decision  was  announced  (at 
5  p.m.  after  the  New  York  Stock 
Exchange  had  closed).  By  the  Ex- 
change's closing  on  Tuesday,  the 
stock  had  picked  up  to  261  Vi  and 
at  the  closing  Thursday  was  at 
260% . 

Paramount  Pictures,  which 
owns  International  Telemeter, 
opened  and  closed  at  50  on  Mon- 
day, closed  at  50  again  Tuesday 
and  dropped  to  49Vi  by  Thurs- 
day's closing. 

On  the  American  Stock  Ex- 
change, Skiatron  opened  at  75/s 
and  closed  at  Ws  Monday, 
gained  to  8  at  Tuesday's  closing 
and  was  up  another  point  at  the 
close  on  Thursday. 


was  all  right  since  it  limited  the  tests 
for  any  pay  tv  system  to  a  single  city 
'•which  also  would  be  so  limited  that 
they  will  not  bring  about  the  virtual 
establishment  of  a  new  subscription 
television  service  on  some  extended  or 
permanent  basis  without  the  Congress 
having  had  an  opportunity  to  consider 
whether  or  not  to  enact  legislation  to 
amend  the  Communications  Act  of 
1934,  as  amended,  to  empower  the 
Commission  to  grant,  and  to  prescribe 
the  conditions  under  which  the  Com- 
mission would  have  the  power  to  grant, 
authorizations  for  such  extended  or 
permanent  operations." 

The  committee  said  it  had  come  to 
the  conclusion  that  actual  experience 
with  test  operations  "considerably  more 
limited  than  those  contemplated  by  the 
Commission  in  its  First  Report"  could 
be  helpful  to  Congress. 

Many  of  the  10  committee  members 
who  voted  against  the  resolution  in- 
sisted that  their  opposition  stemmed 
from  fear  that  the  public  might  con- 
strue their  action  as  endorsing  pay  tv. 

Harris  Replies  •  The  criticism  im- 
pelled Mr.  Harris  on  Thursday  to  enter 
a  defense  of  the  committee's  resolution. 

He  said  that  the  Commission  had 
"very  materially"  modified  the  condi- 
tions under  which  it  proposed  to 
authorize  pay  tv  tests  in  1957.  Not 
only  would  the  tests  be  limited  to  one 
per  market — which  limits  it  to  only 
five  cities,  Mr.  Harris  said,  but  stations 
participating  in  the  tests  would  be  re- 
quired to  continue  broadcasting  free 
television  as  prescribed  by  the  Com- 
mission's regulations  (a  minimum  of 
24  hours  per  week  for  stations  two 
years  old  or  older)-. 

Mr.  Harris  summarized  the  com- 
mittee's motives  in  adopting  last  week's 
resolution: 

•  It  would  seem  unwise  as  a  matter 
of  principle  to  prevent  tests  of  a  new 
development  "as  long  as  the  test  opera- 
tions themselves  are  not  contrary  to  the 
public  interest."" 

•  The  conditions  prescribed  by  the 
FCC  will  so  limit  subscription  tv  test 
operation  that  "they  will  not  bring 
about  the  virtual  establishment  of  a 
new  subscription  television  service  on 
a  permanent  basis"  before  Congress  has 
a  chance  to  determine  whether  toll  tv 
is  in  the  public  interest. 

He  continued: 

"Under  the  limitations  of  the  Third 
Report,  the  financial  risk  is  placed 
where  it  belongs,  namely,  on  the  pro- 
moters of  subscription  television,  and 
these  promoters  are  on  notice  that 
there  is  no  assurance  that  at  the  end  of 
the  test  period  of  three  years  they  will 
be  granted  authority  for  continued 
operation  of  subscription  tv.  On  the 
contrary,  the  promoters  are  on  notice 
that  the  Congress  reserves  to  itself  the 


right  to  determine  whether  or  not  to 
enact  legislation  to  amend  the  Com- 
munications Act  of  1934  as  amended  to 
empower  the  Commission  to  grant,  and 
to  prescribe  the  conditions  under  which 
the  Commission  would  have  the  power 
to  grant  authorization  for  extended  or 
permanent  operations." 

The  committee  chairman  concluded 
by  emphasizing:  "There  is  no  implica- 
tion whatsoever  in  the  Committee  ac- 
tion that  the  Committee  considers  sub- 
scription television  on  a  permanent 
basis  to  be  in  the  public  interest.  .  .  ." 

Mr.  Harris  told  reporters  that  the 
question  of  wired  subscription  tv  would 
be  taken  up  by  the  committee  as  a 
separate  matter. 

The  five  pay  tv  systems  are: 

•  Zenith  Radio  Co.'s  Phonevision 
(using  wire  lines  or  over-the-air  signals 
to  decode  the  scrambled  signal). 

•  International  Telemeter's  Tele- 
meter (Paramount  Pictures  Inc.),  which 
uses  a  coin  box  to  decode. 

•  Skiatron  Electronics  Corp.'s  Sub- 
scriberVision.  Franchise  for  this  is  held 
by  Skiatron  of  America  Inc.  (Matthew 
Fox).  System  uses  a  punch  card  to  ac- 
tivate decoding  mechanism. 

•  Teleglobe  Pay  Tv  System,  (trans- 
mits video  signal  unscrambled,  audio 
signal  via  telephone  lines  for  which 
charge  is  made). 

•  Blonder-Tongue  Labs.'  Bi-Tran. 
(uses  ingenious  dual  picture  transmis- 
sion with  key  transmitted  over  tele- 
phone lines  to  displace  free  broadcast 
with  pay  picture). 

A  Zenith  spokesman  said  the  com- 
pany had  no  comment  at  this  time. 

A  spokesman  in  New  York  for  In- 
ternational Telemeter  said  the  com- 
pany did  not  plan  to  comment  immedi- 
ately but  wanted  time  to  study  the  FCC 
announcement. 

Similarly,  Skiatron  Electronics  Corp. 
has  no  immediate  plans  to  file  an  appli- 
cation. A  spokesman  said  the  company 
wanted  to  consider  the  Commission's 
directive  before  making  any  move. 

Teleglobe's  Solomon  Sagall  welcomed 
the  decision  and  said  the  company  is 
ready  to  participate  in  such  tests  and  will 
announce  detailed  plans  shortly. 

An  official  of  Blonder-Tongue  Labs, 
said  the  company  has  no  plans  at  pres- 
ent to  apply,  but  added  it  may  consider 
an  application  in  the  future. 

KPTV  (TV)  owner  files 
for  Salem,  Ore.,  ch.  3 

Another  episode  in  the  fortunes  of 
ch.  3  Salem,  Ore.,  has  begun,  with 
George  Haggarty,  owner  of  KPTV 
(TV)  Portland,  filing  with  the  FCC  for 
the  Salem  facility.  Just  two  weeks  prior 
to  Mr.  Haggarty's  application  for  ch.  3 


the  Commission  decided  that  a  tv  sta- 
tion construction  permit  has  "five  lives 
only"  and  denied  the  bid  of  Oregon 
Radio  Inc.  for  a  sixth  extension  of  time 
to  construct  KSLM-TV  on  ch.  3 
(Broadcasting,  March  9).  A  few 
days  later,  the  FCC  deleted  the  outlet. 

Mr.  Haggarty  purchased  KPTV 
(TV)  from  Storer  Broadcasting  two 
years  ago,  for  $1.89  million  a  few 
months  after  Storer  had  tried  unsuc- 
cessfully to  buy  KSLM-TV.  At  the 
time,  in  1956,  the  FCC  turned  down 
the  Storer  application  for  KSLM-TV 
on  the  maximum  ownership  issue 
(Broadcasting,  Nov.  19,  1956).  Mr. 
Haggarty's  attorney  has  stated  that  the 
KPTV  owner  intends  to  program  some 
of  the  Portland  stations  shows  on  the 
Salem  channel  if  he  should  receive  the 
grant.  A  waiver  of  the  duopoly  rule 
will  be  necessary  for  the  grant  to  be 
made. 

KSLM-TV's  sixth  extension  of  time 
to  construct  on  ch.  3  was  originally 
recommended  for  a  refusal  by  Hearing 
Examiner  Charles  J.  Frederick  early 
last  year.  Examiner  Frederick  con- 
cluded that  "Oregon  Radio  has  not 
been  diligent  in  proceeding  with  con- 
struction of  .  .  .  KSLM-TV  as  author- 
ized in  its  construction  permit  .  .  . 
[and]  has  not  been  prevented  from 
completing  the  aforesaid  construction 
by  causes  not  under  its  control.  .  .  ." 
FCC  issued  the  initial  permit  for  ch.  3 
in  Salem  in  the  fall  of  1953,  with  con- 
struction to  be  completed  by  spring  of 
the  following  year. 
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Senators  give  views 
on  equal  time  issue 

The  FCC  goofed  in  applying  equal 
time  laws  to  straight  newscasts,  the  as- 
sistant majority  leader  of  the  Senate  and 
a  freshman  Republican  Senator  told  a 
meeting  of  the  Washington,  D.  C,  Chap- 
ter of  American  Women  in  Radio  &  Tv 
last  week. 

Both  Sens.  Mike  Mansfield  (D-Mont.) 
and  Kenneth  Keating  (R-N.Y.)  agreed 
that  Congress  should  revise  Sec.  315 
of  the  Communications  Act,  which 
guarantees  all  political  candidates 
equal  time.  The  third  member  of  a 
panel  on  "Broadcast  Beefs  in  Brief," 
Sen.  Hubert  Humphrey  (D-Minn.), 
stated  that  stations  should  be  required 
to  provide  free  time  to  political  candi- 
dates. 

He  maintained  that  a  station  grant  is 
an  outright  gift  of  valuable  property 
and  therefore  the  recipient  should  make 
its  facilities  available  free  to  candidates. 

All  three  senators  agreed  that  the 
electronics  media  has  become  the  one 
dominating  factor  in  the  success  or  fail- 
ure of  candidates  today.  "Without  any 
question,  I  owe  my  ability  to  sit  [in  the 
Senate]  to  radio  and  tv,"  Sen.  Keating 
said.  "There  is  no  medium  which  is  as 
effective  as  radio-tv." 

Sen.  Mansfield  said  that  radio-tv 
should  place  less  emphasis  on  headlines 
and  more  on  details  in  news  coverage. 
A  searching  analysis  is  what  the  people 
want,  he  said,  and  recommended  that 
more  women  commentators  be  used. 
"They  will  sound  better  that  the  rasping 
bombast  .  .  ."  now  offered  at  times,  he 
said. 

Sen  Humphrey  also  hit  news  shows 
which  give  only  the  headlines,  calling  it 
the  "lazy  man's  way."  Radio  and  tv's 


biggest  sickness  today  is  trying  to  be 
brief,  he  said.  He  criticized  networks 
for  "limiting"  panel  and  public  service 
shows  to  Sunday  afternoons  and  felt 
they  would  do  better  in  prime  time 
periods  than  many  commercials  shows. 

The  outspoken  Democrat  recognized 
that  the  principal  idea  of  networks  is 
to  make  money  and  said  that  maybe 
Congress  should  consider  the  feasibility 
of  enacting  a  gross  profits  tax,  although 
he  stated  he  was  not  recommending  such 
a  law. 

Lillian  Brown,  radio-tv  director  of 
George  Washington  U.,  served  as  mod- 
erator. Patti  Seabright,  WTOP  Wash- 
ington program  director,  is  president  of 
the  local  AWRT  chapter. 

Tax  aid  bill  offered 

Industries  fighting  for  their  existence 
in  public  elections  may  deduct  advertis- 
ing expenses  involved  in  such  an  elec- 
tion, if  a  bill  (HR  5193)  which  has 
been  introduced  by  Rep.  Aime  Forand 
(D-R.  I.)  becomes  law. 

The  bill  leaves  intact  Internal  Reve- 
nue prohibitions  against  the  deduction 
of  "lobbying"  and  certain  institutional 
advertisements.  It  does,  however,  over- 
turn a  Feb.  24  Supreme  Court  decision 
preventing  alcoholic  beverage  distribu- 
tors from  deducting  expenses  in  fighting 
dry  referendums  in  two  states. 

HR  5193  states  that  "no  expendi- 
ture which  otherwise  qualifies  as  an 
ordinary  and  necessary  business  ex- 
pense" shall  be  disallowed  if  it  in- 
volves advertising  opposing  or  advo- 
cating "measures  duly  submitted  to  an 
electorate  upon  any  issue  affecting  the 
business  of  the  taxpayer."  Rep.  Forand 
is  the  second-ranking  Democrat  on  the 
House  Ways  &  Means  Committee, 
which  passes  on  all  tax  legislation. 


BOSTON  WIND-UP 
Choate  testimony  in 
over  WHDH-TV  protest 

The  FCC's.  ch.  5  rehearing  record 
has  been  closed  by  Special  Hearing 
Examiner  Horace  Stern. 

Examiner  Stern  set  April  20  for  filing 
of  proposed  findings  and  conclusions 
and  May  1  for  oral  arguments. 

Entered  in  the  hearing  record  was 
the  entire  testimony  of  Robert  B. 
Choate,  publisher  of  the  Boston  Her- 
ald-Traveler, made  last  year  before 
the  House  Legislative  Oversight  Sub- 
committee. The  Herald-Traveler,  which 
owns  WHDH-TV  Boston  on  ch.  5  and 
WHDH-AM-FM,  had  objected  to  the 
Choate  testimony  being  entered  in  the 
record  for  comparison  with  Mr. 
Choate's  later  testimony  in  the  court- 
remanded  rehearing  (Broadcasting, 
Feb.  23)  on  grounds  the  parties  could 
have  been  questioned  Mr.  Choate  on 
his  earlier  testimony  during  his  appear- 
ance at  the  FCC  hearing. 

The  ch.  5  case  was  reheard,  on  re- 
mand from  the  U.  S.  Court  of  Appeals 
for  the  District  of  Columbia,  to  deter- 
mine the  substance  of  allegations  in 
testimony  before  the  House  Legislative 
Oversight  Subcommittee  of  ex  parte 
contacts.  The  hearing's  purpose  was 
to  find  if  improper  influences  were 
used  by  applicants  or  if  any  FCC  mem- 
ber who  voted  in  the  April  1957  grant 
to  the  Herald-Traveler  should  have  dis- 
qualified himself.  The  court  did  not 
upset  the  grant  itself. 

Other  applicants  are  Massachusetts 
Bay  Telecasters  Inc.,  Greater  Boston  Tv 
Corp.  and  Allen  B.  DuMont  Labs.  The 
Boston  Globe  is  intervenor. 

FCC  offers  amendment 
on  'ex  parte'  contacts 

The  FCC  last  week  sent  proposed 
legislation  to  Congress  which  would 
prohibit  all  types  of  ex  parte  contacts 
and  acceptance  of  honorariums  by  com- 
missioners. 

The  law  now  reads  that  no  person 
who  participated  in  preparing  a  case 
or  appeared  before  the  examiner  may 
make  any  additional  presentation  with- 
notice  to  all  parties.  The  FCC  proposal 
would  broaden  the  act  to  prohibit  any 
person  from  making  or  attempting  to 
make  presentations  outside  the  record. 
The  FCC  already  had  announced  that 
it  favored  the  amendments. 

Also,  the  Commission  recommended 
that  the  requirement  for  sworn  oaths 
be  eliminated  in  applications  for  con- 
struction permits,  licenses,  modifications 
and  renewals.  Instead,  the  FCC  favored 
a  warning  that  "willful  false  state- 
ments" are  subject  to  punishment  un- 
der the  criminal  code. 


Senatorial  privilege  •  Ready  to  discuss  "Broadcast  Beefs  in  Brief"  for  the 
Washington  chapter  of  American  Women  in  Radio  &  Tv  are  (1  to  r)  Sen. 
Kenneth  Keating  (R-N.Y.),  moderator  Lillian  Brown,  Sen.  Hubert  Hum- 
phrey (D-Minn.),  AWRT  Washington  President  Patti  Seabright  and  Sen. 
Mike  Mansfield  (D-Mont.). 
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The  Telechrome  Model  1008-A  Vertical  Blanking  Interval  Keyer  is  a  self- 
contained  portable  unit  that  makes  possible  transmission  of  television 
test  and  control  signals  between  frames  of  a  TV  picture.  Any  test  signal 
(multiburst,  stairstep,  color  bar,  etc.)  may  be  added  to  the  composite 
program  signals.  The  keyer  will  operate  anywhere  in  the  TV  system 
and  operates  from  composite  video,  sync,  or  H  &  V  drive.  The  test 
signals  are  always  present  for  checking  transmission  conditions  with- 
out impairing  picture  quality.  The  home  viewer  is  not  aware  of  their 
presence. 

These  continuous  reference  signals  may  be  used  in  connection  with 
various  Telechrome  devices  for  automatic  correction  of  video  level, 
frequency  response,  envelope  delay,  differential  gain  and  differential 
phase. 

IMPORTANT:  Checking  after  programming  is  costly  and  at  best  highly 
inefficient  since  conditions  constantly  vary.  The  Telechrome  Vertical 
Interval  Keyer  minimizes  post-program  checking  and  overtime  ex- 
penses. It  provides  instant  indication  of  deteriorating  video  facilities 
so  that  corrective  measures  can  be  undertaken  immediately  -  manually 
or  automatically  during  programming. 

Now  in  use  by  CBS,  NBC,  ABC,  BBC  ITA  (Brit.),  NHK  (Japan) 

Write  for  Specifications  &  Details 


Video  picture  with  multiburst  test  signal  in- 
serted, as  seen  on  picture  monitor. 


Test  signal  is  thin  line  between  frames.  All  test 
signals  can  be  transmitted  during  vertical  blank- 
ing portion  of  video  signal. 


1003-C  VIDEO  TRANSMISSION 
TEST  SIGNAL  GENERATOR 

Completely  self-contained,  portable.  Produces 
multi-frequency  burst,  stairstep,  modulated  stair- 
step, white  window,  composite  sync.  Variable 
duty  cycle.  Regulated  power  supply.  12W  stand- 
ard rack  mounting  or  in  carrying  case.  Integrates 
with  above  model  1008-A  Test  Signal  Keyer. 

1043-DR  VERTICAL  INTERVAL 
DELETER-ADDER 

Integrates  with  model  1008-A  to  recognize  in. 
coming  test  signals.  Deletes  incoming  test  sis- 
nals  and/or  adds  new  test  signals. 
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HIGH  COURT  HEARS  SEC.  315 

Farmers  Union  $150,000  libel  suit 
against  WDAY  draws  full  interest 


The  contention  that  Sec.  315  of  the 
Communications  Act  does  not  confer 
immunity  on  radio  and  television  sta- 
tions against  libel  suits  was  argued  be- 
fore the  U.  S.  Supreme  Court  last  Mon- 
day (March  23). 

Counsel  for  WD  AY-TV  Fargo,  N.D., 
and  for  the  NAB  urged  that  the  court 
find  that  the  equal  time  provisions 
make  broadcasters  immune  to  suits  for 
defamation. 

Or,  Douglas  A.  Anello,  NAB  chief 
attorney  argued,  Sec.  315  must  be 
found  unconstitutional.  Without  im- 
munity, he  maintained,  the  section  de- 
prives the  broadcaster  of  due  process. 

"It  is  unconscionable,"  he  stated, 
"that  Congress  force  a  broadcaster  to 
put  on  a  candidate  and  prohibit  any 
editing  of  his  speech  and  then  permit 
the  station  to  suffer  a  penalty  for  so  do- 
ing." 

Defamation  Charged  •  At  issue  is  the 
$150,000  libel  suit  brought  by  the 
Farmers  Union  against  WDAY  Inc. 
The  Farmers  Union  charges  it  was  de- 
famed by  A.C.  Townley,  a  splinter 
candidate  in  the  1956  senatorial  cam- 
paign in  North  Dakota.  Mr.  Townley 
accused  the  Farmers  Union  with  being 
communist  dominated  and  the  Republi- 
can and  Democratic  senatorial  candi- 
dates (Sen.  Milton  R.  Young  and  now 
Rep.  Quentin  Burdick)  being  lackeys 
of  the  Farmers  Union. 

A  state  district  judge  dismissed  the 
suit  on  the  ground  that  Sec.  315  con- 
ferred immunity  on  the  station.  Last 
year  the  North  Dakota  Supreme  Court 
upheld  this  dismissal. 

Sec.  315  or  its  equivalent  has  been 
a  part  of  federal  radio  regulation  since 
1927.  It  requires  a  station,  once  it  has 
permitted  its  facilities  to  be  used  by  one 
candidate,  to  offer  equal  opportunities 
to  all  other  candidates  for  the  same 
office.  The  rule  also  forbids  a  station 
from  censoring  a  candidate's  speech. 

A  key  point  in  the  argument  was  the 
FCC's  1948  Port  Huron  decision.  In 
this  the  Commission  held  that  the  no- 
censorship  provision  of  Sec.  315  was 
absolute,  and  consequently  a  broad- 
caster could  not  be  sued  for  libel. 

Questions  by  the  Court  •  Questions 
from  the  Supreme  Court  justices  cov- 
ered such  points  as: 

•  Whether  Congress  has  the  right  to 
force  a  broadcaster  to  carry  a  political 
speech. 

•  Whether  Congress  has  the  right  to 
exempt  broadcast  stations  from  libel 
suits  stemming  from  Sec.  315,  since 
libel  laws  are  a  state  function. 

•  Whether  the   no-censorship  pro- 


vision is  absolute  and  how  it  agrees 
with  the  criminal  code  provision  that 
no  obscenity  or  profanity  may  be 
broadcast. 

•  Whether  the  various  libel  laws  per- 
mit a  broadcaster  to  claim  that  he  was 
forced  to  broadcast  a  libel  and  whether 
this  may  not  be  a  defense. 

The  questions,  which  came  from  al- 
most all  members  of  the  high  tribunal, 
were  asked  mostly  by  Justices  Felix 
Frankfurter,  Hugo  L.  Black,  John  M. 
Harlan,  Charles  Evans  Whittaker  and 
Potter  Stewart. 

Edward  S.  Greenbaum,  attorney  for 
the  Farmers  Union,  raised  three  points. 
He  questioned  whether  Sec.  315  con- 
ferred immunity  on  broadcasters.  He 
doubted  that  such  immunity  applied  to 
third  parties  (the  Farmers  Union,  he 
declared,  not  being  a  candidate  did  not 
even  have  the  right  to  ask  for  equal 
time).  And,  he  noted,  Sec.  414  of  the 
Communications  Act  states  that  noth- 
ing in  the  Act  shall  conflict  with  com- 
mon law  rights  or  those  granted  by 
statute. 

Congress  has  been  asked  16  times  to 
revise  Sec.  315  to  protect  broadcasters 
from  libel  suits  and  has  not  done  so, 
Mr.  Greenbaum  declared.  This  means. 


'Nuff  said 

Enough  is  enough,  says  FCC 
Chief  Hearing  Examiner  James 
D.  Cunningham.  He  has  lowered 
the  boom  on  FCC  litigants' 
practice  of  filing  endless  plead- 
ings, responses,  answers,  rebuttals, 
surrebuttals,  etc. — all  of  which 
add  up  to  "multifarious  and  re- 
petitive" pleadings  that  are  un- 
necessary. In  a  memorandum 
opinion  and  order,  Mr.  Cunning- 
ham rejected  a  petition  by  Coral 
Television  Corp.  to  strike  a  por- 
tion of  a  reply  by  South  Florida 
Amusement  Co.  to  an  opposition 
by  Coral  to  a  South  Florida  mo- 
tion to  investigate  Coral's  finan- 
cial qualifications  and  antenna  site 
proposal  in  the  Miami  ch.  6  case. 
Mr.  Cunningham  pointed  out  that 
the  initial  round  of  motions  and 
replies  put  the  question,  and 
further  prolix  pleadings  were  un- 
necessary. Other  applicants  in  the 
case  are  WITV  (TV)  Miami  (ch. 
17)  and  Publix  Television  Corp. 


he  contended,  that  Congress  intended 
that  state  libel  laws  should  apply. 

He  asked  the  court  to  rule  that  sta- 
tions have  the  right  to  delete  libelous 
statements  or  defamation,  just  as  they 
have  the  right,  he  argued,  to  delete 
obscenity  or  profanity. 

If  this  is  not  done,  he  stated,  "any 
irresponsible"  person  can  secure  broad- 
cast time  and  utter  "reckless  and  libel- 
ous" statements. 

Unfair  to  Third  Parties  •  He  called 
the  argument  that  Sec.  315  confers  im- 
munity an  "extreme"  interpretation,  un- 
fair to  third  parties  who  are  defamed 
but  have  no  right  to  ask  for  equal  time. 
Such  a  ruling,  he  speculated,  might 
open  the  door  "to  future  Hitlers  and 
Stalins." 

Harold  W.  Bangart,  representing 
WDAY  Inc.,  related  that  when  the 
Townley  script  was  submitted  to  the 
station,  the  candidate  was  told  it  con- 
tained libelous  material.  When  he  re- 
fused to  delete  these  statements,  the  sta- 
tion asked  Mr.  Townley  to  submit  his 
demand  for  equal  time  in  writing.  It 
then  filmed  his  speech  (to  obviate  the 
dangers  of  ad  libs)  and  broadcast  it 
once. 

Mr.  Bangart  stressed  that  libel  laws 
applicable  to  newspapers  and  maga- 
zines cannot  be  extended  to  cover  radio 
and  tv.  Newspapers  and  magazines  are 
not  licensed,  he  said;  broadcasters  are. 

He  urged  that  the  court  rule  that 
Sec.  315  implied  immunity  from  libel 
liability  in  the  light  of  the  no  censor- 
ship stricture  in  the  regulation. 

NAB's  Mr.  Anello  made  these  points: 

•  Sec.  315  forces  a  station  to  provide 
its  facilities  to  all  candidates  as  soon  as 
it  permits  one  candidate  to  use  its  air 
time. 

•  Sec.  315  forbids  censorship. 

•  FCC  rulings  have  maintained  that 
no  censorship  means  just  that;  it  is  ab- 
solute and  a  station  may  not  even  delete 
obscenity  or  profanity  notwithstanding 
the  criminal  code  regulation. 

•  FCC  rulings  have  pronounced  sta- 
tions immune  to  libel  damages  for  re- 
marks made  by  candidates  appearing 
on  the  station  under  Sec.  315. 

•  Congress  has  acquiesced  in  the 
FCC  rulings  by  not  taking  any  action 
to  confer  immunity  on  stations. 

Sue  the  Candidate  •  A  person  who  is 
libeled  by  a  political  candidate,  Mr. 
Anello.  pointed,  out,,  does.  have,  a 
remedy.  He  can  sue  the  candidate. 

Mr.  Anello  emphasized  that  the  court 
could  agree  that  a  station  cannot  be 
sued  for  libel  because  of  the  no-censor- 
ship provision.  Or,  he  added,  Sec.  315 
could  be  declared  unconstitutional. 

This  would  not  be  a  bad  solution, 
Mr.  Anello  stated,  because  the  free 
competitive  forces  of  the  4,800  broad- 
cast stations  would  ensure  fairness. 
This  is  three  time  the  number  of  daily 
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IN  INLAND  CALIFORNIA       (and  western  nevada) 


KOH  O  RENO 

KFBK  O  Sacramento 

w  \ 

KBEE  0  MODESTO 
KMJ  O  FRESNO 

\  \ 

KERN  O  BAKERSFIEID 


BEELINE  — 

Beeline  radio  covers  3  of  the  top  farm  income  counties  in  the 
nation,  including  Fresno  County,  the  national  leader  If  you're 
interested  in  cotton-picking,  turkey-plucking  counties,  Fresno 
is  number  two  in  both.  For  an  added  fillip,  there's  Stanislaus 
County,  number  one  in  peaches,  number  two  in  dairy. 

Agriculture  is  a  big  business  —  and  a  very  profitable 
one.  Dip  into  this  rich  market  with  a  message  on  Beeline 
radio. 

Purchased  together,  Beeline  stations  give  you  more 
radio  homes  than  any  combination  of  competitors 
at  by  far  the  lowest  cost  per  thousand. 

(SR&D  &  Nielsen) 


Cotton  combine 
harvests  cotton 
in  the  Fresno  are; 


/UcClotciuf  B/u>fe£ea*ta*4  Cot^o*^ 


SACRAMENTO,  CALIFORNIA 
PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVE 
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newspapers,  he  observed,  and  they  are 
unregulated. 

Rebuttal  argument  was  made  by 
Harriet  F.  Pilpel  of  Mr.  Greenbaum's 
office.  She  contended  that  stations 
should  not  be  blanketed  with  immunity 
for  libel  since  they  have  means  of  pro- 
tecting themselves:  (1)  by  refusing  to 
permit  any  candidate  to  use  their  facili- 
ties, (2)  by  requiring  candidates  to  take 
out  bond  to  cover  any  damage  suits 
and  (3)  by  taking  out  libel  insurance. 

Tv  libel  precedent 
set  by  N.Y.  court 

Televised  defamatory  remarks  should 
be  governed  by  libel  laws  rather  than 
slander  laws  in  New  York  state,  it  has 
been  decided  as  a  legal  precedent 
established  in  the  $1.1  million  libel  suit 
by  restaurateur  Toots  Shor  against  his 
midtown  business  rival  Sherman  Bil- 
lingsley  of  the  Stork  Club. 

Mr.  Shor,  who  charged  Mr.  Billings- 
ley  with  libel,  slander  and  defamation 
of  character,  dropped  the  suit  March 
1 8  in  an  out-of-court  settlement  on  pay- 
ment of  $48,500  by  the  Seaboard 
Surety  Co.,  New  York,  which  had  is- 
sued a  policy  protecting  Mr.  Billingsley 
in  suits  developing  from  his  tv  shows. 

The  New  York  Supreme  Court,  after 
hearing  Mr.  Shor's  lawyers  argue  the 
distinctions  between  libel  and  slander, 
held  that  because  of  television's  capac- 
ity to  do  harm,  as  the  impact  of  a  writ- 
ten statement,  a  televised  verbal  utter- 
ance should  be  governed  by  the  laws  of 
libel.  The  case  grew  out  of  ad  lib  re- 
marks by  Mr.  Billingsley  during  his 
Stork  Club  program  on  ABC-TV  May 
8,  1955. 

Co-op  ad  tax  affirmed 

The  Treasury  Dept.  last  week  reiter- 
ated its  stand  that  all  money  charged  by 
a  manufacturer  to  a  purchaser  of  his 
product  (exclusive  of  transportation) — 
whether  or  not  some  of  the  price  is 
diverted  into  co-op  advertising — is  sub- 
ject to  the  federal  manufacturers'  excise 
tax,  where  applicable.  Such  additional 
costs  must  therefore  be  added  to  the 
total  cost  of  the  product  to  arrive  at 
the  base  price  for  excise  tax  purposes, 
the  Treasury  said. 

The  Treasury  took  this  position  in  a 
letter  to  Chairman  Wilbur  D.  Mills 
(D-Ark.)  of  the  House  Ways  &  Means 
Committee,  holding  to  its  December 
ruling,  which  became  effective  Feb.  1. 

Rep.  LeRoy  Anderson  (D-Mont.) 
introduced  a  bill  (HR  5594)  to  reverse 
the  Internal  Revenue  ruling.  However, 
spokesmen  for  the  House  Ways  &  Means 
Committee,  to  which  the  bill  was  re- 
ferred, have  announced  that  the  com- 
mittee contemplates  no  action  on  the 
measure. 
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Hill  pressure  charged 
in  Peoria  court  case 

Charges  of  Capitol  Hill  influence 
were  aired  last  week  in  argument  be- 
fore the  U.S.  Court  of  Appeals  in  Wash- 
ington on  the  Peoria,  111.,  deintermixture 
case.  WIRL-TV  Peoria  (ch.  25),  which 
lost  ch.  8  when  it  was  shifted  to  Moline, 
111.,  alleged  that  Sen.  Robert  S.  Kerr 
(D-Okla.),  who  controls  WEEK-TV 
Peoria  (ch.  43),  brought  pressure 
against  the  FCC  for  the  deintermixture 
and  was  helped  by  Sens.  A.S.  Mike 
Monroney  (D-Okla.)  and  Warren  G. 
Magnuson  (D-Wash.),  member  and 
chairman,  respectively,  of  the  Senate 
Commerce  Committee. 

The  court  is  reconsidering  its  March 
27,  1958,  affirmation  of  the  FCC  de- 
intermixture action  on  order  from  the 
U.S.  Supreme  Court,  which  remanded 
both  the  Peoria  and  Springfield,  111., 
deintermixture  cases  Oct.  20,  1958,  in 
the  light  of  testimony  last  year  before 
the  House  Legislative  Oversight  Sub- 
committee of  ex  parte  representations 
in  the  Springfield  case.  The  Springfield 
case  was  argued  the  previous  week 
(Broadcasting,  March  23). 

The  FCC,  backed  by  the  Justice 
Dept.,  held  last  week  that  the  Supreme 
Court  remanded  the  Peoria  case  only 
because  of  its  physical  relationship  to 
the  Springfield  deintermixture  case. 
Since  no  allegations  of  ex  parte  influence 
were  made  in  the  Peoria  case,  said  the 
FCC,  the  High  Court  merely  intended 
that  the  Peoria  case  be  held  in  abeyance 
by  the  lower  court  until  final  disposition 
of  the  Springfield  case;  i.e.,  should  the 
FCC  decide  not  to  go  through  with  the 
Peoria  deintermixture,  it  also  will  have 
a  chance  to  cancel  the  Springfield  dein- 
termixture action,  both  markets  being 
in  the  same  general  area.  Ch.  2  had 
been  moved  from  Springfield  to  St. 
Louis  at  the  same  time  Peoria  was  de- 
intermixed,  leaving  both  of  the  Illinois 
cities  all-uhf. 

Charges  Already  Heard  •  The  FCC 
and  intervenor  WEEK-TV  both  stressed 
that  the  appeals  court  already  had 
heard  WIRL-TV's  charges  of  Capitol 
Hill  pressure.  Also  supporting  the  FCC 
was  WTVH  (TV)  Peoria  (ch.  19),  one 
of  the  first  outlets  to  ask  for  deinter- 
mixture in  Peoria.  WMBD-TV  Peoria 
(ch.  31)  asked  the  court  not  to  take  any 
action  adverse  to  its  own  interests  as  a 
uhf  outlet. 

WIRL-TV's  influence  charges  were 
that  WEEK-TV,  controlled  by  Sen. 
Kerr,  filed  petitions  asking  for  deinter- 
mixture; that  Sen.  Monroney  once 
questioned  former  FCC  Chairman 
George  C.  McConnaughey  in  a  com- 
mittee hearing  about  the  need  for  de- 
intermixed  (uhf  or  vhf)  areas;  that  Sen. 
Magnuson  wrote  the  FCC  chairman 


approving  an  FCC  decision  to  order  ; 
WIRL-TV  to  delay  starting  construc- 
tion (for  ch.  8)  at  Peoria. 

The  Magnuson  letter,  made  public 
at  the  time  it  was  written  in  August 
1956,  urged  the  Commission  to  take 
steps  to  reverse  the  trend  toward  dein- 
termixture. "It  appears  to  me  that  the 
Commission  should  take  no  steps  to  per- 
mit introduction  of  first  or  second  vhf 
service  in  areas  which  now  have  oper- 
ating uhf  stations,"  Sen.  Magnuson 
wrote.  The  letter  again  was  released  to 
newsmen  last  week  following  the  WIRL- 
TV  charge. 

Sen.  Kerr  said  last  week  he  has  re- 
peatedly criticized  the  Republicans  and 
it's  unthinkable  that  he  unduly  in- 
fluenced the  GOP-controlled  FCC  or 
that  it  unduly  favored  him.  He  noted 
that  not  only  WEEK-TV  but  all  the 
parties  submitted  petitions. 

Sen.  Monroney  said  he  had  never 
talked  to  Sen.  Kerr  about  the  Peoria 
case  and  was  not  exactly  familiar  with 
the  situation  there  until  last  week.  He 
acknowledged  questioning  the  former 
FCC  chairman  generally  about  dein- 
termixture. 

FCC  general  counsel 
office  is  expanded 

The  FCC's  office  of  the  general  coun- 
sel has  been  expanded  with  the  creation 
of  three  new  divisions,  each  headed  by 
an  assistant  general  counsel,  according 
to  John  Fitzgerald,  general  counsel. 

A  new  administrative  law  and  trea- 
ties division  will  be  headed  by  Charles 
Escola,  legal  specialist  in  the  general 
counsel's  office  and  former  acting  gen- 
eral counsel  for  the  Kansas  Public 
Utilities  Commission. 

A  new  regulatory  division  will  be 
headed  by  Dee  W.  Pincock,  who  has 
been  legal  assistant  to  Comr.  Rosel  H. 
Hyde.  This  division  will  handle  rules 
and  regulations  and  allocations  enforce- 
ment. 

A  new  title  of  assistant  to  the  gen- 
eral counsel  goes  to  Hilburt  (Bud) 
Schlosberg,  who  has  been  at  the  FCC 
two  months  and  formerly  held  super- 
visory positions  in  the  Housing  &  Home 
Finance  Agency  general  counsel's  of- 
fice. Mr.  Schlosberg  will  handle  special 
assignments  for  Mr.  Fitzgerald  and  As- 
sociate General  Counsel  Edgar  Holtz. 

Charles  Smoot  will  head  the  legis- 
lative division,  which  formerly  also 
handled  rules,  allocations  and  treaties 
work. 

Rounding  out  the  general  counsel's 
office  is  Max  Paglin,  recently  appointed 
assistant  general  counsel  for  litigation. 
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Access  bill  condemned 
by  bar  group  In  NYC 

The  state  legislation  committee  of  the 
Assn.  of  the  Bar  of  the  City  of  New 
York  has  made  public  its  opposi- 
tion to  a  bill  before  the  New  York 
State  Legislature  that  would  relax  the 
ban  against  radio-tv-motion  picture  cov- 
erage of  any  court  or  administrative 
agency  proceeding. 

The  committee  said  adoption  of  the 
bill  "may  serve  to  impede  the  orderly 
administration  of  justice"  and  that  it 
runs  contrary  to  the  American  Bar 
Assn.'s  Canon  of  Judicial  Ethics.  The 
committee  also  pointed  out  that  the  bi 
contains  no  provision  for  permission  of 
coverage  by  the  accused  in  criminal 
cases  or  witnesses  in  civil  actions  or 
government  committee  hearings. 

The  bill  is  now  in  the  Senate  Codes 
and  Assembly  Judiciary  Committees. 
Introduced  by  State  Sen.  F.  Ogden 
Bush  (R-Walton)  and  Assemblyman 
Charles  D.  Henderson  (R-Hornell),  the 
bill  would  permit  the  use  of  cameras 
and  microphones  if  the  presiding  judge 
or  committee  chairman  gave  his  con- 
sent. 

News  privilege  bills 

The  American  Civil  Liberties  Union 
has  announced  that  none  of  the  pro- 
posed bills  in  the  New  York  state 
legislature  designed  to  establish  a  "re- 
porter's privilege"  was  satisfactory.  The 
bills  followed  the  brief  jailing  in  Janu- 
ary of  Marie  Torre,  tv  columnist  for 
the  New  York  Herald  Tribune,  for  re- 
fusing to  identify  the  source  of  an  item 
in  her  column.  ACLU  said  that  after 
a  15-month  study  it  had  found  no  solu- 
tion to  conflicts  between  freedom  of 
the  press  and  due  process  of  law,  aris- 
ing from  a  reporter's  refusal  to  dis- 
close confidential  sources  of  informa- 
tion. 

News  source  guards 

Further  legislation  to  safeguard  news 
sources  of  reporters  for  broadcast  and 
print  media  has  been  introduced  in  the 
Illinois  State  Legislature,  supplement- 
ing similar  bills  on  news  source  pro- 
tection. 

Rep.  Michael  Zlutnik  (D-Chicapo) 
offered  the  newest  measure,  contending 
radio,  tv  and  newspaper  reporters  should 
enjoy  the  same  relationship  with  their 
sources  as  that  between  lawyers  and 
clients  or  doctors  and  their  patients. 

•  Government  notes 

•  The  House  Tuesday  (March  24) 
passed  a  supplemental  appropriation 
bill  for  fiscal  1959,  ending  June  30, 
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Another  thriller-diller  from  WJRT- 


"Didl  goof,  Chief?" 

"Afraid  so,  Ponsonby.  Next 
time  someone  wants  the  most 
efficient  way  to  reach  Lansing, 
Flint,  Bay  City  and  Saginaw, 
send  'em  via  WJRT." 


Whooosh!  On  the  wings  of  a  Grade  "A"  or  better  signal, 
WJRT  messages  are  beamed  to  four  big  metropolitan  areas: 
Flint,  Lansing,  Saginaw  and  Bay  City.  It's  the  most  efficient 
way  there  is  to  reach  this  rich  mid-Michigan  market  and  its 
nearly  half  a  million  TV  households.  Here,  in  a  single- 
station  buy,  is  the  heart  of  Michigan's  other  big  market.  And 
here  is  your  chance  to  buy  it  all  in  one  swoop.  But  hurry; 
we're  selling  the  spots  off  it. 


WJR 


CHANNEL 


FLINT 


ABC  Primary  Affiliate 

Represented  by  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

New  York  •  Chicago  •  Detroit  •  Boston  •  San  Francisco  •  Atlanta 


which  earmarks  an  additional  $700,200 
for  the  FCC.  The  money,  $78,000  less 
than  requested  by  the  White  House,  is 
earmarked  exclusively  for  salary  in- 
creases voted  since  1959  appropriations 
were  approved  by  Congress. 

•  KMSP-TV  Minneapolis,  Minn.,  was 
granted  a  renewal  of  its  licenses  by  the 
FCC  on  March  25,  without  prejudice  to 
action  the  Commission  may  later  take 
in  the  light  of  two  factors.  The  first  of 
these  is  the  outcome  of  court  cases  in- 
volving National  Telefilm  Assoc.,  which 
became  part  of  National  Theatres  Inc. 
in  an  $11  million  stock  exchange 
(Broadcasting,  Feb.  23).  The  second 
factor  involves  the  results  of  the  FCC 
network  studies,  now  underway.  The 
court  suits,  one  brought  by  the  U.S. 
and  other  private  litigation,  include  is- 
sues of  compulsory  block-booking  of 
films  for  tv  and  restrictive  contract  time 
covenants. 

•  Gross  Telecasting  Inc.,  operating 
WJIM-AM-TV  Lansing,  Mich.,  was 
ordered  March  26  by  the  National  La- 
bor Relations  Board  not  to  interfere 
with  employes  in  connection  with  union 
activities.  The  company  had  entered 
into  a  stipulation  last  Jan.  21  with  Na- 
tional Assn.  of  Broadcast  Employes  & 
Technicians  in  regard  to  labor  organiza- 
tion activities.  NLRB  also  ordered  place- 
ment of  Daniel  Hefler  on  a  preferential 
employment  list  as  a  parttime  employe 
and  payment  to  him  of  $151.61  loss 
suffered  because  of  his  layoff. 

•  Western  Broadcasting  Corp.  of  Puerto 
Rico  won  an  initial  decision  for  ch.  12 
Aguadilla  from  FCC  Hearing  Examiner 
Millard  F.  French  on  March  26.  West- 
ern Broadcasting  is  owned  equally  by 
Hector  Reichard,  Winston-Salem  Broad- 
casting Corp.  and  a  partnership  com- 
posed of  Jose  A.  Bechara  Jr.,  A. 
Gimenez-Aguayo  and  Reynaldo  Bar- 
letta.  The  latter  partnership  originally 
had  applied  for  ch.  12  as  did  Abacoa 
Radio  Corp.  (Manuel  Pirallo),  which 
was  to  withdraw  from  the  contest  for 
out-of-pocket  expenses  (Broadcasting 
Feb.  9). 

•  Westinghouse  Broadcasting  Co.  and 
Lar  Daly,  both  holding  highly  divergent 
views  on  the  FCC's  Feb.  19  ruling  which 
required  Chicago  tv  stations  to  give  tv 
time  to  Mr.  Daly  under  Sec.  315,  were 
permitted  by  the  FCC  last  week  to  wait 
until  April  17  to  file  their  comments. 
WBC,  which  feels  the  FCC  ruling  was 
inconsistent  with  precedent  and  was  not 
supported  by  congressional  intent  or 
in  accord  with  the  First  Amendment 
(free  speech,  press),  said  it  didn't  have 
enough  time  to  prepare. 

•  Members  of  Congress  and  the  coun- 
try's newspapers  continued  to  dwell  last 
week  on  the  FCC's  equal  time  ruling  in 


the  Lar  Daly  case  (Broadcasting, 
March  23,  et  seq.).  Rep.  Glenn  Cunning- 
ham (R-Neb.),  who  introduced  a  bill 
exempting  newscasts  from  Sec.  315  of 
the  Communications  Act,  Rep.  William 
G.  Bray  (R-Ind.)  and  Sen.  Alexander 
Wiley  (R-Wis.)  all  placed  editorials 
criticizing  the  Commission's  action  in 
the  Congressional  Record. 

•  Agreements  between  the  American 
Federation  of  Musicians  and  four  giant 
record  manufacturers  setting  up  and 
administering  the  Music  Performance 
Trust  Funds  have  been  sustained  in 


Greenlight  for  funds 

The  Senate  has  approved  S  Res 
27  providing  $225,000  for  the 
1959  activities  of  its  Interstate  & 
Foreign  Commerce  Committee. 
The  resolution  includes  a  pro- 
vision authorizing  the  committee, 
headed  by  Sen.  Warren  Magnu- 
son  (D-Wash.),  to  continue  its  tv 
investigations. 


the  U.S.  District  Court  for  the  Southern 
District  of  New  York.  Judge  Edward 
T.  Gignoux  dismissed  suits  brought  by 
minority  stockholders  of  Columbia, 
Decca,  MGM  and  Victor  charging  the 
agreements  were  illegal  under  the  Taft- 
Hartley  Act.  The  AFM  and  the  record- 
ing firms  in  1948  set  up  the  trust  funds, 
which  to  date  have  collected  $30  million 
in  payments  based  on  volume  of  record 
sales.  The  money  is  used  to  employ 
musicians  in  free  public  performances. 

•  Rep.  James  H.  Morrison  (D-La.)  has 
introduced  HR  5254  to  prohibit  pay 
tv.  It  is  the  seventh  such  measure 
introduced  in  the  House  during  the 
86th  Congress,  all  of  which  have  been 
referred  to  the  Commerce  Committee. 
The  committee,  -which  during  1958  re- 
ceived over  250,000  pieces  of  mail  "99 
44/100%"  against  pay  tv,  still  has  a 
heavy  influx  of  anti-toll  mail.  Three  full 
mail  bags  came  in  on  one  day  last  week. 

•  A  radio  personality  was  arrested  last 
week  as  part  of  a  U.S. -Canadian  ring 
of  alleged  swindlers  in  newspaper  cross- 
word puzzle  contests.  Fitzgerald  Beaver, 
identified  by  the  FBI  as  a  d.j.  at  KWJJ 
Portland,  Ore.,  and  part  owner  of 
the  Bop  City  Record  Shop  that  city, 
won  a  $1,700  Portland  Oregonian  con- 
test late  last  year  as  part  of  the  alleged 
fraud.  Mr.  Beaver,  said  the  FBI,  at 
times  was  know  as  "Eager"  Beaver. 

•  The  FCC  has  granted  eight  translators 
to  Minneonto  Television  Inc.  The  sta- 
tions will  serve  Virginia,  Orr,  Kabeto- 
gama  and  International  Falls,  all 
Minnesota,  with  programs  from  ch.  3 


KDAL-TV  Duluth,  Minn.,  and  ch.  6 
WDSM-TV  Superior,  Wis.  The  grants 
are  conditioned  on  Minneonto  Televi- 
sion cancelling  its  construction  permit 
for  ch.  11  KIFS  (TV)  International 
Falls  before  constructing  the  translators. 

•  Tucumcari  Television  Co.  was  turned 
down  in  its  bid  for  a  tv  translator  on  ch. 
70  San  Jon,  N.M.,  in  an  initial  decision 
by  FCC  Hearing  Examiner  H.  Gifford 
Irion  March  24.  Among  the  reasons  for 
Mr.  Irion's  refusal  recommendation 
were  ones  involving  unauthorized  oper- 
ation of  the  station  and  the  "primary 
purpose''  for  its  existence.  The  facility 
was  to  be  used  to  translate  programs  of 
ch.  10  KFDA-TV  Amarillo,  Tex.,  al- 
though the  operation  would  probably 
also  have  been  used  in  connection  with 
Tucumcari's  community  antenna  sys- 
tem in  Tucumcari,  N.M.,  according  to 
the  initial  decision. 

•  After  being  granted  three  extensions 
of  time  on  its  1956  construction  permit, 
ch.  5  KDSJ-TV  Deadwood,  S.D.,  was 
advised  by  the  FCC  on  March  25  that 
unless  it  requests  a  hearing  within  30 
days  its  fourth  application  for  an  exten- 
sion of  time  to  construct  will  be  dis- 
missed and  the  permit  will  be  canceled. 
The  FCC  noted  that  any  hearing  con- 
cerning the  station  would  have  to  in- 
clude a  KDSJ-TV  application  for  modi- 
fication of  its  construction  permit.  The 
Commission  said  KDSJ-TV  had  not 
been  diligent  with  construction  and  that 
questions  have  been  raised  concerning 
the  station's  financial  and  technical 
qualifications. 

•  Prompted  by  a  petition  by  the  Joint 
Council  on  Education  Television,  the 
FCC  on  March  26  invited  comments  by 
April  30  on  whether  to  assign  ch.  10  to 
Appleton,  Minn.,  for  educational  use. 
Appleton  has  no  current  tv  channel  al- 
location, it  was  noted,  and  the  proposed 
assignment  would  require  no  other 
changes  in  the  present  tv  assignment 
table.  JCET  conceives  of  the  Appleton 
educational  outlet  as  a  link  in  a  planned 
etv  network  in  five  states. 

•  The  Senate  Commerce  Committee 
has  released  "no  comment"  state- 
ments from  the  Justice  Dept.  and  FCC 
on  a  bill  introduced  in  the  85th  Con- 
gress to  prohibit  radio-tv  stations  from 
owning  stock  in  BMI.  Sen.  John  Pas- 
tore  (D-R.I.),  chairman  of  the  Com- 
munications Subcommittee  which  held 
length}'  hearings  on  the  bill,  had  asked 
the  federal  agencies  for  comment.  Jus- 
tice stated  that  matters  brought  out  in 
the  hearing  "will  be  carefully  con- 
sidered in  connection  with  this  depart- 
ment's study  of  the  music  publishing 
field.''  The  bill,  sponsored  by  Sen. 
George  Smathers  (D-Fla.),  has  not 
been  re-introduced  in  86th  Congress. 
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MORE  TIME  FOR  ASCAP  TALKS 

Court  deadlines  new  agreement  at  May  31 


Time  for  the  All-Industry  Radio 
Music  License  Committee  and  officials 
of  ASCAP  to  work  out  a  new  license 
agreement  has  been  officially  extended 
to  May  31,  under  a  court  order  re- 
ported last  week  to  stations  supporting 
the  All-Industry  group. 

During  this  period,  the  order  pro- 
vides, the  stations  will  continue  to  pay 
ASCAP  according  to  rates  under  the 
old  licenses,  which  expired  Dec.  31. 
When  a  new  agreement  is  reached  or 
rates  fixed  by  the  court,  these  interim 
fees  will  be  adjusted  retroactively. 

In  a  report  last  week  to  stations  sup- 
porting the  All-Industry  committee, 
Chairman  Robert  T.  Mason,  of  WMRN 
Marion.  Ohio,  noted  that  negotiations 
were  renewed  March  4  at  the  court 
hearing  on  an  ASCAP  motion  for  in- 
terim fees  (Broadcasting,  March  9). 
He  said  "substantial  progress"  was 
made  toward  settlement  of  the  negotia- 
tions, and  that  "in  order  to  enable  the 
parties  to  continue  negotiations  for  a 
period  of  approximately  90  days,  we 
agreed  to  the  entry  of  an  order  relating 
to  the  interim  fees." 

Negotiating  on  9%  •  Earlier,  in  a 
report  during  the  NAB  convention,  Mr. 
Mason  had  told  broadcasters  that  in 
the  negotiations  a  recommendation  was 
being  considered  that  would  result  in 
a  9%  reduction  in  radio  station  pay- 
ments, as  compared  to  the  old  licenses 
(Broadcasting,  March  23).  Presuma- 
bly one  part  of  the  current  talks  cen- 
ters around  a  formula  for  achieving 
such  a  reduction. 

Mr.  Mason  said  in  his  letter  last 
week  that  while  substantial  progress 
has  been  made,  "this  does  not  mean 
that  all  issues  have  been  resolved." 
What  it  does  mean,  he  said,  is  "that 
the  possibilities  of  negotiating  a  settle- 
ment acceptable  to  the  industry  are 
much  better  today  than  they  were  a 
month  ago." 

Under  terms  of  the  court  order,  sta- 
tions must  pay  their  interim  fees  for 
January  and  February  not  later  than 
April  10.  and  for  each  subsequent 
month  on  the  20th  of  the  following 
month.  Stations  operating  under 
blanket  licenses  may  elect  to  pay  in- 
terim fees  on  a  per  program  basis  as 
provided  under  the  old  licenses — and 
vice  versa — but  must  notify  ASCAP 
of  their  choices  by  mail  by  April  10. 

Washington  Stations  Excepted  •  One 
feature  of  the  order,  signed  by  Judge 
Sylvester  J.  Ryan  of  the  U.S.  Court 
for  the  Southern  District  of  New  York. 

BROADCASTING,  March  30,  1959 


provides  that  it  "shall  not  be  construed 
as  directing  [ASCAP]  to  issue  interim 
licenses  to  radio  stations  located  in  the 
State  of  Washington.  .  .  ." 

This  relates  to  a  Washington  law  on 
copyrighted  works  which  requires  com- 
plex filing  procedures.  Both  ASCAP 
and  BMI  authorities  have  said  it  makes 
their  operation  in  that  state  extremely 
difficult  if  not  impossible.  For  in- 
stance, one  requirement  is  that  per- 
forming rights  societies  file  every  year 
a  complete  list  of  their  copyrighted 
works,  prices  for  their  use,  the  date 
each  work  was  copyrighted,  the  name 
of  the  author,  the  date  it  was  assigned, 
the  names  of  the  publisher  and  the  pres- 
ent owner,  and  the  addresses  of  "all 
partners  who  have  at  any  time  had 
any  interest  in  such  copyrighted  work." 

The  order  specifically  mentioned  nine 
Washington  stations,  all  seeking  new 
licenses,  to  whom  ASCAP  was  not  re- 
quired to  issue  interim  licenses.  They 
are  KING-AM-FM  and  KIRO-AM- 
FM  in  Seattle,  KITI  Chehalis,  KITN 
Olympia,  KOMO  Seattle,  KREM-AM- 
FM  Spokane,  KREW  Sunnyside, 
KTNT-AM-FM  Tacoma,  and  KXA 
Seattle. 

The  stations  to  whom  ASCAP  was 
required  to  issue  interim  licenses  under 
the  order  included  both  the  approxi- 
mately 685  stations  supporting  the  All- 
Industry  committee  and  more  than  110 
others  who  have  asked  ASCAP  for 
new  licenses  but  are  not  doing  so 
through  the  committee.  The  provision 
regarding  Washington  stations  may  be 
reversed  in  the  final  order. 

Film  money  embargoed 

A  temporary  restraining  order,  en- 
joining Hal  Roach  Studios,  Passing 
Parade  Films,  Scranton  Corp.  and  Guild 
Films  from  disbursing  any  monies  col- 
lected from  the  Telephone  Time  tv 
series  and  from  transferring  the  series 
or  any  of  its  episodes,  has  been  issued 
by  Judge  Ellsworth  Meyer  of  the  Los 
Angeles  Superior  Court.  At  the  same 
time,  Judge  Meyer  ordered  those  named 
to  show  cause  why  a  receiver  should 
not  be  appointed  for  the  series  and  set 
a  hearing  for  today  (March  30).  Jerry 
Stagg,  who  produced  the  Telephone 
Time  series  at  Hal  Roach  Studios,  is 
suing  the  defendants  for  $635,000  in 
damages,  charging  fraud  and  conspiracy 
(Broadcasting,  Feb.  23).  An  amended 
complaint  filed  March  20  adds  W-R 
Corp.,  Pathe  Labs,  A.  J.  Armstrong 


Co.,  Reldan  Trading  Corp.  and  Alex- 
ander Guterma,  one-time  board  chair- 
man of  Hal  Roach  Studios,  to  the  orig- 
inal list  of  defendants,  which  also  in- 
cluded Hal  Roach  Jr.,  president  of  the 
studios. 

Market  for  good  tv 

David  Susskind  assured  an  audience 
at  the  Academy  of  Television  Arts  & 
Sciences  forum  in  New  York  Wednes- 
day (March  25)  that  sponsors  can  be 
understanding,  sensitive  people  who 
will  buy  quality  programming  if  given 
the  opportunity.  He  said  if  they  are 
shown  only  "junk"  from  which  to 
choose,  they  have  to  choose  junk. 

Drawing  from  his  own  experience  as 
producer  of  live  tv  drama,  Mr.  Suss- 
kind pointed  out  that  when  he  has  gone 
directly  to  the  sponsors,  they  have  been 
interested  in  presenting  artistic  works. 
Greatest  resistance  comes,  he  asserted, 
from  their  agencies. 


COLORCAST  I  NG 

Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST): 

NBC-TV 

March  30-April  3  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

March  30-April  3  (4-4:30  p.m.)  Truth 
or  Consequences,  participating  sponsors 

March  30  (10-10:30  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell  and  Pharmaceuticals  Inc.  through 
Parkson. 

March  31  (8:30-9  p.m.)  Jimmie  Rodgers 
Show,  Liggett  &.  Myers  through  McCann- 
Erickson. 

April  l  (8:30-9  p.m.)  The  Price  Is 
Right,  Speidel  through  Norman,  Craig  & 
Kummel  and  Lever  through  J.  Walter 
Thompson. 

April  1  (9-9:30  p.m.)  Kraft  Music  Hall, 
Kraft  through  J.  Walter  Thompson 

April  2  (9:30-10  p.m.)  Ford  Show,  Ford 
through  J.  Walter  Thompson 

April  2  (10:30-11  p.m.)  Masquerade 
Party,  Lorillard  through  Lennen  &  Newell 

April  3  (7:30-8  p.m.)  Northwest  Pass- 
age, sustaining. 

April  3  (8-9  p.m.)  Ellery  Queen,  RCA 
through  Kenyon  &  Eckhardt. 

April  4  (8-9  p.m.)  Perry  Como  Show 
participating  sponsors. 

April  5  (7:30-8:30  p.m.)  Steve  Allen 
Snow,  RCA  through  Kenyon  &  Eckhardt 
Mutual  of  Omaha  through  Bozell  &  Ja- 
cobs and  duPont  through  BBD0 

April  5  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald 

April  6-10  (2:30-3  p.m.)  Haggis  Baggis,' 
participating  sponsors. 

April  6-10  (4-4:30  p.m.)  Truth  or  Con- 
sequences, participating  sponsors. 

April  6  (10-10:30  p.m.)  Arthur  Murray 
Party,  P.  Lorillard  through  Lennen  & 
Newell  and  Pharmaceuticals  through  Park- 
son. 

April  7  (8:30-9  p.m.)  Jimmie  Rodgers 
Show,  Liggett  &  Myers  through  McCann- 
Erickson. 

April  8  (8:30-9  p.m.)  The  Price  Is 
Right,  Speidel  through  Norman,  Craig  & 
Kummel  and  Lever  through  J.  Walter 
Thompson. 

April  8  (9-9:30  p.m.)  Kraft  Music  Hall, 
Kraft  through  J.  Walter  Thompson. 


Not  so  taxing  anymore 


That  hoary  American  institution 
and  source  of  inspiration  for  car- 
toonists and  bored  news  photog- 
raphers— long  lines  of  citizens  at  the 
taxpaying  window  around  April  15 
— is  now  a  part  of  the  past,  mostly 
because  of  a  free  assist  from  televi- 
sion and  radio. 

The  Internal  Revenue  Service  sums 
it  up  that  way  in  noting,  since  it 
began  leaning  heavily  on  the  two 
media,  a  hefty  reduction  not  only  in 
late  or  erroneous  income  tax  returns 
but  also  in  high-priced  government 
manpower. 

The  IRS  formula:  messages  to  the 
taxpaying  tv  and  radio  audience  from 
Feb.  1  to  April  1  which  emphasize 
the  advantages  of  early  filing,  point 
out  the  most  common  errors  and 
omissions  by  taxpayers  in  making 
their  returns  and  relay  special  local 
telephone  numbers  where  IRS  tax 
experts  can  give  advice  in  filling  out 
forms  or  on  individual  tax  problems. 

More  than  ever  aware  of  the  poten- 
cy of  tv  and  radio  in  helping  to  get 
its  big  job  done,  Internal  Revenue 
this  year  has  made  greater  obeisance 
to  the  two  media  with  filmed  tv 
spots  featuring  Hollywood  radio-tv 
and  motion  picture  personalities,  IRS 
Commissioner  Dana  Latham  and  an 
animated  "John  Q.  Taxpayer"  in  a 
variety  of  taxpaying  situations  light- 
ened with  humor. 

Seven  tv  spots  feature  Bob  Hope, 
Bing  Crosby,  Fess  Parker,  Robert 
Taylor,  Anthony  Quinn,  Lloyd  Nolan 
and  Ann  Blythe.  These  and  three  fea- 
turing Comr.  Latham  are  60  seconds 
each  and  were  produced  for  IRS 
under  contract  with  Paramount  Stu- 
dios. The  animated  tv  films  were  pro- 
duced for  IRS  by  Milner  Productions, 
Baltimore,  and  include  three  of  60 
seconds,  one  of  20  seconds  and  two 
or  three  of  10  seconds.  Another  20- 
second  spot  features  various  "guide" 
booklets  available  from  IRS. 

NBC-TV  has  ordered  five  of  the 
Hollywood  spots  and  all  the  animated 
films;  CBS-TV  is  using  four  of  the 
Hollywood  spots  and  all  the  anima- 
tions, and  ABC-TV  has  requested 
all  the  films,  plus  a  special  60-second 


Animation  to  live  •  A  cardboard 
cutout  of  Bob  Hope  combined 
with  an  animated  stagehand  was 
developed  and  produced  for  In- 
ternal Revenue  Service  by  Milner 
Productions,  Baltimore.  The  ani- 
mated character  walks  on  camera 
with  the  cutout,  sets  it  down  and 
walks  off  camera  as  the  cutout 
comes  alive  and  Mr.  Hope  de- 
livers the  IRS  public  service  mes- 
sage to  taxpayers  (produced  by 
Paramount). 

spot  featuring  Comr.  Latham  for  use 
on  John  Daly's  news  show.  IRS  has 
sent  250  prints  each  of  the  films 
to  its  nine  regional,  64  district  and 
some  900  local  offices  for  distribu- 
tion to  local  tv  stations. 

The  films  are  used  by  stations  as 
spots  or  as  inserts  in  half-hour  or 
one-hour  live  programs  arranged  be- 
tween stations  and  local  IRS  officials 
on  tax  problems.  There  are  such 
programs  on  stations  in  about  20  to 
25  large  cities,  usually  on  Sunday 
afternoons,  an  average  of  once  a 
month  during  the  Feb.  1 -April  1  pe- 
riod. They  feature  station  personali- 
ties and  tax  experts  who  answer  tele- 
phone inquiries  on  tax  problems. 

In  radio,  IRS  has  prepared  six  60- 
second  discs  each  of  messages  by 
Comr.  Latham  for  CBS  Radio  and 
NBC  Radio  and  is  producing  six 
quarter -hour  question -and -answer 
programs  for  Mutual  featuring  MBS' 
Robert  Hurleigh  and  IRS  tax  expert 
Wade  Hobbs.  Taxpayer  assistance 
kits  containing  announcement  scripts 
on  various  tax  problems  are  forward- 
ed to  IRS  offices  for  distribution  to 
local  radio  stations. 


'Time'  on  tv  westerns 

A  feature  story  about  television  with- 
out the  critical  hammering  that  tv  has 
come  to  expect  from  print  media  is  pub- 
lished in  the  current  (March  30)  issue 
of  Time. 

It's  a  cover  story  on  westerns,  and 


while  it  points  up  their  number,  it 
stresses  their  popular  appeal  and  notes 
that  they  have  given  the  public  "some 
of  the  most  exciting  new  faces — and  fig- 
ures— that  U.S.  show  business  has  pro- 
duced in  many  a  year." 

The  piece  is  not  free  of  criticism  or 
subtle   digs.    For  example:   "A  great 


many  of  the  shows  have  shoddy  plots, 
ludicrous  situations,"  and  are  filmed 
under  such  conditions  that  "it  hardly 
seems  the  sort  of  climate  in  which 
creativity  could  flourish  and  the  legend 
grow."  But  it's  not  the  slugging  attack 
typified  by  articles  a  few  months  ago 
in  two  of  Time's  associate  publications, 
Fortune  and  Life  among  other  maga- 
zines. "Despite  all  its  vulgar  errors  and 
commercial  excrescences,"  Time  con- 
cludes, "Television  has  given  the  west- 
ern story,  the  youngest  and  most  prodi- 
giously alive  and  kicking  of  the  world's 
mythologies,  a  fresh  chance  to  express 
itself,  and  to  change  with  the  times.  .  .  . 
In  its  finest  expressions  [the  western]  is 
an  allegory  of  freedom,  a  memory  and 
a  vision  of  the  deepest  meaning  of 
America." 

More  western  realism 

John  A.  Millington,  adviser-story  con- 
sultant to  producers  of  tv  westerns,  pre- 
dicts there  will  be  "a  big  improvement" 
in  the  authenticity  of  westerns. 

Speaking  as  public  relations  director 
of  Colt's  Patent  Fire  Arms  Manufac- 
turing Co.,  Hartford,  Conn.,  Mr.  Mil- 
lington told  the  National  Rifle  Assn. 
convention  in  Washington  that  Cali- 
fornia producers  "are  devoting  more 
time  to  production.  They  are  getting 
better  materials,  better  writers,  spend- 
ing more  money,  doing  more  research 
and  are  getting  more  authentic  stories." 

Trust  fund  case  heard 

The  suit  of  Hollywood  musicians  to 
have  pay  increases  for  phonograph  re- 
cordings negotiated  by  American  Fed- 
eration of  Musicians  paid  the  musicians 
instead  of  to  the  Music  Performance 
Trust  Funds  went  to  trial  Thursday 
(March  26)  before  Judge  Clarence  L. 
Kincaid  of  the  Los  Angeles  Superior 
Court.  Action  concerns  the  $1.8  million 
due  as  trust  fund  payments  by  the 
phonograph  record  companies  but  im- 
pounded by  court  order  in  Citizens  Na- 
tional Bank,  Los  Angeles.  Earlier  in  the 
week,  Judge  Kincaid  refused  to  recon- 
sider his  ruling  that  the  plaintiff  musi- 
cians, members  of  AFM's  Hollywood 
Local  47,  cannot  sue  AFM  for  damages 
and  his  dismissal  of  their  action  against 
AFM  (Broadcasting,  March  16). 

Attorneys  Harold  A.  Fendler  and 
Daniel  A.  Weber  for  the  plaintiffs  have 
deferred  their  appeal  of  Judge  Kin- 
caid's  ruling  until  the  conclusion  of  the 
remaining  action.  It  was  explained  that 
the  plaintiffs  want  their  action  in  the 
California  courts  to  be  tried  before  a 
suit  of  Samuel  R.  Rosenbaum,  trustee 
of  the  trust  funds,  against  musicians 
and  employers  in  N.Y.,  comes  to  trial 
there. 


72  (PROGRAMMING) 


BROADCASTING,  March  30,  1959 


Today'  in  Paris 

to  be  shown  on  tape 

NBC-TV's  Today  program  (Mon.- 
Fri.,  7-9  a.m.  EST)  will  originate  from 
Paris  via  video-tape  during  the  week 
of  April  27-May  1,  it  was  announced 
last  week  by  Jerry  A.  Danzig,  NBC-TV 
vice  president  of  participating  pro- 
grams. 

Mr.  Danzig  told  a  news  conference 
in  New  York  that  five  programs  would 
be  produced  in  Paris,  using  the  facilities 
of  the  recently-formed  Intercontinental 
Television,  and  involving  a  15-ton,  35- 
foot,  mobile  video-tape  unit. 

Dave  Garroway,  star  of  Today,  and 
regulars  Jack  Lescoulie  and  Charles 
Van  Doren  will  make  up  the  permanent 
cast  in  Paris,  while  Frank  Blair  will  re- 
main in  New  York  to  handle  the  news 
in  live  inserts.  As  each  two-hour  tape  is 
completed,  it  will  be  flown  back  to  New 
York  for  airing  on  the  subsequent  day. 

Intercontinental  Television,  which 
was  organized  to  provide  U.S.  producers 
with  taped  programs  from  abroad,  al- 
ready has  shipped  to  Paris  a  tape  unit 
containing  three  RCA  tv  cameras,  two 
tape  recorders,  special  audio  and  power 
facilities.  The  unit's  cost  was  reported 
at  more  than  $300,000. 

Mr.  Danzig  estimated  that  taping  the 
programs  will  cost  about  half  the 
amount  of  filming  them  and  would  give 
a  "needed  spontaneity  and  the  life-like 
quality  that  would  be  missing  with 
film." 

The  •"Today"  project  is  the  first  in 
which  Intercontinental  Television  is  in- 
volved but  David  Lown,  president,  re- 
ported the  company  has  signed  con- 
tracts to  service  programs  for  Don  Fed- 
derson  in  Paris,  Geneva  and  Rome; 
Elsa  Maxwell  in  Nice  and  Cannes,  and 
Arthur  Godfrey  in  Dublin  and  London. 

NAFBRAT  honors 
to  CBS-TV,  Murrow 

CBS-TV's  New  York  Philharmonic 
With  Leonard  Bernstein  has  won  Pro- 
gram of  the  Year  honors  in  the  Na- 
tional Assn.  for  Better  Radio  &  Tele- 
vision seventh  annual  awards.  Edward 
R.  Murrow  of  CBS  was  named  Man  of 
the  Year  for  his  "courageous  and  clear 
speech  to  the  Radio  &  Tv  News  Direc- 
tors Assn." 

Complete  list  of  winners  for  pro- 
grams broadcast  in  1958: 

Television  •  Drama — Hallmark  Hall 
of  Fame  (NBC);  Comedy— Lucille 
Ball-Desi  Arnaz  (CBS);  Americana— 
Real  McCoys  (ABC);  Adventure  and 
travel — Bold  Journey  (ABC);  Family 
situation — Father  Knows  Best  (CBS); 
Education  —  Continental  Classroom 
(NBC);  News — Chet  Huntley  Report- 
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ing  (NBC);  Interviews — Small  World 
(CBS);  Variety  music — Dinah  Shore 
(NBC);  Classical  music — New  York 
Philharmonic  With  Leonard  Bernstein; 
Quiz  program — What's  My  Line 
(CBS);  Public  service — NBC  Kaleido- 
scope; Children's  program — Captain 
Kangaroo  (CBS);  Teenagers'  program 
—  Youth  Wants  to  Know  (NBC);  Best 
new  program — Small  World  (CBS). 

Radio  •  Entertainment  —  Family 
Theatre  (MBS);  News — Erwin  Canham 
(ABC);  Education  and  information — 
Invitation  to  Learning  (CBS);  Popular 
music — Bandstand  (NBC);  Classical 
music — Metropolitan  Opera  (CBS); 
Children's  program — Story  Princess 
(MBS) ;  Teenagers'  program — Sym- 
phonies for  Youth  (MBS);  Agriculture 
program — National  Farm  &  Home 
Hour  (NBC);  Public  service— U.N. 
Programs;  Best  new  program—Hidden 
Revolution  (CBS). 

4-month  residuals 

Residual  fees  for  tv  filmed  programs 
collected  by  Screen  Actors  Guild  and 
distributed  to  members  in  the  four- 
month  period,  Nov.  1,  1958,  to  Feb. 
28,  1959,  totaled  $1,189,905,  John  L. 
Dales.  SAG  national  executive  secre- 
tary, reported  last  week.  The  total  of 
residuals  to  date  is  $8,691,758,  not  in- 
cluding fees  for  tv  use  of  post-'48  the- 
atrical films  nor  use  payments  on  tv 
commercials.  Residuals  to  actors  on  tv 


Draws  pelt-line 

Furs  are  furs,  whether  worn  as 
a  coat  or  stole  or  as  part  of  a 
dress  or  sweater,  the  Screen  Ex- 
tras Guild  has  announced.  This 
means,  SEG  explained,  that  pro- 
ducers of  films  for  tv  or  theatre 
are  going  to  have  to  pay  girls  with 
fur-trimmed  suits  and  sweaters 
the  dress  extra  rate  of  $29.04  per 
eight-hour  day,  rather  than  the 
general  extra  rate  of  $22.05. 

"The  modern  style  of  trimming 
all  sorts  of  clothes  with  fur  has 
gotten  our  women  extra  players 
in  a  tizzy  and  is  tricking  them 
into  violating  the  SEG  contract 
by  wearing  furs  when  they're  not 
being  paid  for  furs,"  Jeffrey 
Sayre,  SEG  president,  explained. 
"We  are  notifying  all  women 
members  of  the  Guild  that  when 
going  on  an  interview  or  report- 
ing for  work  on  a  call  requiring 
'smart,  modern  street  clothes,' 
they  must  not  wear  fur-trimmed 
clothes  unless  the  producer  is 
willing  to  pay  the  dress  extra 
rate." 


says  Jim  Allen,  Sales  Manage 

WBZ-TV 

BOSTON 

The  POPEYE  tidal  wave  has  hit 
Boston  and  swamped  the  competi- 
tion. "POPEYE'S  an  absolute 
knockout,"  writes  WBZ-TV  Sales 
Manager,  Jim  Allen. 

"Wherever  we  place  him, 
POPEYE  carries  off  top  rating 
honors  and  builds  strong 
audience  following.  We  run 
POPEYE  daily  at  5  P.M.,  Sun- 
day evening  at  6  P.M.,  and  six 
days  per  week  on  our  Big 
Brother  show.  His  ratings  are 
more  than  50%  higher  than 
even  such  network  standouts 
as  American  Bandstand.1' 

WBZ-TV  proves  there's  no  such 
thing  as  "over-exposure"  for 
POPEYE.  Many  stations  have 
been  running  him  for  years  with 
complete  sponsor  sell-outs. 
Why  not  cut  your  station  a  big 
slice  of  top-ratings  and  sponsor 
backing  with  reliable,  irresistible 
POPEYE? 

u.a.a. 

UNITED  ARTISTS  ASSOCIATED,  inc. 
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shows  are  running  at  the  rate  of  $3.5 
million  a  year,  33%  above  last  year's 
rate,  and  these  payments  "now  consti- 
tute a  most  significant  portion  of  actors' 
earnings  in  television,"  according  to 
SAG.  Under  the  standard  SAG  con- 
tracts, the  actor's  original  salary  covers 
the  making  of  a  tv  film  and  its  first  run, 
with  residual  fees  for  all  subsequent 
broadcasts. 

Stockholder  show 

A  stockholders'  meeting  is  coming 
to  network  radio. 

American  Machine  &  Foundry  Co. 
has  arranged  to  record  its  annual  gath- 
ering at  the  Roosevelt  Hotel,  New  York, 
on  April  21  and  will  present  the  high- 
lights over  NBC  Radio  that  night,  9:35- 
10  p.m.  NBC  reports  this  to  be  the 
first  such  national  broadcast.  Agency 
for  AMF  is  Cunningham  &  Walsh. 

The  company's  purpose,  as  stated  by 
board  chairman  Morehead  Patterson,  is 
to  "contribute  to  a  greater  understand- 
ing of  American  business  and  encour- 
age more  active  participation  by  every- 
one in  corporate  ownership." 

Youngsters'  etv  shows 

The  National  Educational  Television 
&  Radio  Center,  Ann  Arbor,  Mich., 
has  announced  it  plans  to  conduct  re- 
search and  experimentation  with  chil- 
dren's educational  tv  programming. 

The  project,  to  cost  about  $250,000, 
calls  for  development  of  105  new  quar- 
ter-hour programs  this  year.  A  daily 
15-minute  children's  strip  currently 
furnished  etv  stations  will  be  expanded 
to  30  minutes  by  1961. 

•  Program  notes 

•  The  Arthur  Godfrey  Show  on  CBS- 
TV  (Tues.,  9-9:30  p.m.  EST)  will  termi- 
nate with  the  May  12  program,  Mr. 
Godfrey  announced  last  Wednesday 
<  March  25).  His  CBS-TV  Monday 
through  Friday  Arthur  Godfrey  Time 
(10:30-11  a.m.  EST)  will  continue  as 
scheduled.  Mr.  Godfrey  explained  he 
would  confine  his  broadcast  activities 
to  his  daytime  programs,  except  for  an 
occasional  guest  appearance,  until  he 
takes  over  the  Person  to  Person  series 
in  the  fall.  A  replacement  for  the  Tues- 
day night  time  spot  has  not  been  named. 

•  George  Schaefer,  producer  and  direc- 
tor of  "Green  Pastures"  (Hallmark  Hall 
of  Fame,  NBC-TV),  and  who  has 
staged  28  plays  and  musicals  for  tv 
since  1953,  on  May  1  will  form  his 
own  organization  to  produce  tv  plays, 
legitimate  theatre  productions  and  mo- 
tion pictures.  Mr.  Schaefer's  last  tv  as- 
signment for  this  season  will  be  the 
direction  of  the  two-hour  musical  spec- 


tacular, Meet  Me  in  St.  Louis,  set  for 
April  26  on  CBS-TV. 

•  Taking  over  Kraft  Music  Hall  ( NBC- 
TV  Wed.  9-9:30  p.m.)  for  the  summer 
season  will  be  British  tv  comedian  and 
recording  star  Dave  King.  Arrange- 
ments have  been  made  through  Perry 
Como's  Roncom  Productions  Inc.  and 
Mr.  King's  American  tv  debut  will  take 
place  on  the  Como  Show  of  April  4. 
He  will  then  assume  Music  Hall  com- 
mand on  May  20.  J.  Walter  Thompson 
is  the  agency  for  Kraft  Foods  Div.  of 
National  Dairy  Products  Corp. 

o  CBS-TV,  in  an  agreement  with 
Samuel  Goldwyn  Productions,  next 
month  will  start  production  of  a  new 
one-hour  film  series,  Barbary  Coast,  at 
Goldwyn's  Hollywood  studios.  The  se- 
ries, based  on  the  1937  motion  picture 
of  the  same  name,  is  tentatively  sched- 
uled for  showing  in  the  fall.  It  is 
based  on  characters  created  by  Ben 
Hecht  and  Charles  MacArthur. 

•  Interstate  Television  Corp.,  Allied 
Artists  subsidiary,  Tuesday  (March  24) 
sent  letters  to  Samuel  Goldwyn  Produc- 
tions and  Goodson-Todman  Productions 
protesting  their  proposed  use  of  "Bar- 
bary Coast"  (see  above)  as  name  of 
forthcoming  tv  series.  ITC  pointed  out 
that,  in  association  with  ABC-TV,  it 
has  completed  the  pilot  for  a  series 
with  the  same  title,  produced  by  Ben 
Schwalb,  directed  by  Tay  Garnett  and 
starring  Larry  Pennell. 

•  The  National  Council  of  Catholic 
Men  has  selected  winners  for  its  newly 
established  Catholic  Television  Arts 
Awards  to  be  presented  at  its  Detroit 
convention  April  1-5.  They  are  Pulit- 
zer Prize  winning  author  Paul  Horgan 
for  his  four  part  film  series,  "Rome 
Eternal,"  which  appeared  on  NBC-TV's 


Catholic  Hour  (Sun.,  at  varying  inter- 
vals, 1:30-2  p.m.)  in  January  1958,  and 
was  rebroadcast  last  August;  Msgr.  John 
J.  Dougherty,  Immaculate  Conception 
Seminary,  Darlington,  N.J.,  for  con- 
tributions as  advisor  and  in  personal  ap- 
pearances on  religious  tv  shows,  and 
Andre  Girard,  French-<born  artist,  for 
developing  method  of  painting  directly 
on  film  (Broadcasting,  March  23). 

•  ABC-TV  buys  Top  Pro  Golf,  film 
series  syndicated  by  Walter  Schwim- 
mer  Inc.  and  owned  by  Glen  Films, 
starting  April  6  in  92  network  sta- 
tions, Mondays,  9:30-10  p.m.  Program 
is  spring-summer  version  of  All  Star 
Golf,  now  in  second  season  on  ABC- 
TV  and  slated  for  third  (1959-60)  with 
Reynolds  Metals  Co.  and  Miller  Brew- 
ing Co.  continuing  as  sponsors.  Sponsor 
negotiations  underway  for  summer  se- 
ries also  to  be  seen  in  Canada,  Hawaii, 
Japan  and  other  "non-continental"  U.S. 
markets. 

•  CBS-TV's  western  series,  Rawhide, 
(Fri.  8-9  p.m.  EST)  to  move  to  7:30-8:30 
p.m.  period  effective  May  1.  Moving  in 
on  former  time  will  be  return  of  The 
Invisible  Man  which  is  scheduled  for 
the  8:30-9  segment. 

•  Pintoff  Productions  Corp.,  New  York, 
has  opened  west  coast  studios  for  pro- 
duction of  animated  tv  commercials,  in- 
dustrial films  and  theatrical  motion  pic- 
tures at  1515  Crossroads  of  the  World, 
Hollywood. 

•  Sterling  Television  Co.,  N.Y.,  an- 
nounces new  sales  of  52  half-hour  Ab- 
bott &  Costello  films  to  WICC  (TV) 
Pittsburgh;  WFMY-TV  Greensboro, 
N.C.;  KVAR  (TV)  Phoenix;  WMAL- 
TV  Washington,  D.C.;  WCKT  (TV) 
Miami  and  CKNX-TV  Wingham,  Ont. 
Time  Out  for  Sports,  26  quarter-hour 
films,  has  been  purchased  by  WTOL- 


KOOL-TV  tells 

KOOL-TV  Phoenix,  Ariz.,  and 
the  local  light  opera  association  put 
on  the  state's  first  tv  spectacular 
March  15.  They  produced  The  Ari- 
zona Story,  a  90-minute  historical 
pageant. 

Production  costs  and  about  $1,- 
200-worth  of  air  time  were  under- 
written by  KOOL-TV.  The  sustain- 
ing show  also  was  telecast  by  KOLD- 
TV  Tucson,  Ariz. 

More  than  100  participants  ap- 
peared on  KOOL-TV's  four  live 
cameras  during  the  show;  it  took 
another  200  people  to  prepare  the 
production  in  the  station's  two  larg- 
est studios  and  outdoor  patio  studio. 

Advance  publicity  for  the  pageant 
was  handled  by  KOOL-TV.  Press 


'Arizona  Story' 

material  was  sent  out  during  the 
three  weeks  before  the  telecast; 
drafted  proclamations  were  sent  to 
all  the  state's  mayors  declaring 
March  15  as  Arizona  Story  Day; 
the  state's  superintendent  of  schools 
was  asked  to  call  the  presentation 
to  the  attention  of  students;  civic 
and  business  clubs  in  the  area  were 
sent  letters  reminding  members 
about  the  program,  and  on  the  Sun- 
day before  the  spectacular,  pastors 
in  all  local  churches  were  notified  to 
inform  their  congregations  of  the 
telecast. 

The  Arizona  Story,  produced  by 
Val  Rosing,  was  taped  and  kine- 
scoped.  Copies  will  be  made  avail- 
able to  Arizona  schools. 


74  (PROGRAMMING) 


BROADCASTING,  March  30,  1959 


TV  Toledo;  WUSN-TV  Charleston, 
S.C.;  KVAR  (TV)  Phoenix,  and 
WOW-TV  Omaha.  Crusade  in  the  Paci- 
fic, 26  half-hour  films,  sold  to  WTTG 
(TV)  Washington,  D.C.;  KTNT-TV 
Tacoma,  Wash.;  KUAM-TV  Agana, 
Guam,  and  renewed  by  WNEW-TV 
New  York. 

•  Jonathan  Yost  Assoc.  has  been  or- 
ganized by  Mr.  Yost,  former  producer 
for  Ted  Bates  &  Co.,  L.A.,  for  the  pro- 
duction and  distribution  of  video-tape 
properties.  Offices  are  at  152  N.  La 
Brea  Ave.,  L.A.,  Phone:  Webster 
3-8439.  Other  staff  members  include 
Frank  Crow,  writer;  William  Rotsler, 
designer  and  Hannah  Scheel,  associate 
producer. 

•  The  Buddy  Deane  Show,  which  origi- 
nates from  WJZ-TV  Baltimore,  goes  on 
ABC-TV  April  13  (Mon.-Fri.  noon-1 
p.m.).  Also  debuting  on  ABC-TV  that 
day  is  the  Gale  Storm  Show  (Mon.- 
Fri.  2:30-3  p.m.).  Music  Bingo,  for- 
merly seen  2:30-3  p.m.,  moves  to  1- 
1:30  p.m.  slot. 

•  Ted  Lloyd  Inc.,  radio-tv  program 
production  firm,  last  week  acquired 
from  Archie  Comic  Publications  Inc. 
the  tv-radio-motion  picture  rights  to 
the  'Archie"  comic  book-newspaper 
strip  cartoon  character.  Tv  pilot  will  be 
made  this  summer  under  the  title  The 
Adventures  of  Archie  Andrews,  a  week- 
ly half-hour  package  in  the  family 
comedy  category. 

•  Official  Films.  N.Y.,  announces  pro- 
duction of  five  new  series:  International 
Detective,  drawn  from  files  of  Burns 
International  Detective  Agency,  star- 
ring Arthur  Fleming;  Criminal  at  Large, 
based  on  radio  series  This  Is  Your  FBI, 
starring  Stephen  McNally;  What  Are 
the  Odds?  with  Bob  Warren  as  m.c; 
Mustang,  about  people  who  flew  that 
plane  during  World  War  II,  and  Snow 
Fire,  adventure  tales  featuring  a  white 
stallion. 

•  WBBM-TV  Chicago  has  dispatched  a 
three-member  crew  to  Athens,  Greece 
to  film  aspects  of  the  Greek  recovery 
program  involving  donations  of  equip- 
ment made  by  Chicagoans.  Comprising 
the  team  are  Miss  Harriet  Atlass,  public 
affairs  director  of  WBBM-TV;  Miss 
Lee  Philip,  women's  news  commenta- 
tor, and  CBS  cameraman  Morris  Bleck- 
man.  The  nine-day  tour  will  include  an 
interview  with  the  king  and  queen  of 
Greece.  WBBM-TV  will  offer  the  film 
to  other  CBS  stations,  schools,  civic 
organizations  and  institutions. 

•  Soundfiights  Into  Jazz,  a  30-program 
series  of  five-minute  performances,  will 
be  available  to  radio  stations  in  April 
through  Air  Force  Reserve  auspices. 
Each  program  features  a  jazz  luminary, 
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backed  up  by  m.c.  Jim  Lowe  and 
pianist-arranger  Elliott  Lawrence. 
Agency:  Benton  &  Bowles.  Stations 
should  address  requests  to  Headquar- 
ters, Continental  Air  Command,  Radio- 
Tv  Branch,  Mitchell  AFB,  New  York. 

•  A  tribute  to  three  dead  musicians 
from  KSYD  Wichita  Falls,  Tex.,  turned 
into  a  fund  raising  campaign.  Listeners 
who  telephoned  the  station  requesting 
the  addresses  of  the  musicians  so  they 
could  send  cards  of  sympathy  to  the 
musicians'  families,  were  asked  to  send 
a  donation  for  muscular  dystrophy 
work.  Jack  Anderson,  promotion  man- 
ager-d.j.  stayed  on  the  air  140  hours  and 
2  minutes  to  raise  money  for  the 
charity. 

•  WWJ-TV  Detroit  telecast  an  eye  op- 
eration March  9  from  a  local  hospital. 
The  colorcast,  presented  annually  as  a 
prelude  to  the  Michigan  Clinical  In- 
stitute meeting  in  Detroit,  is  put  on  with 
the  cooperation  of  Smith,  Kline  & 
French  Labs,  Philadelphia;  Michigan 
State  Medical  Society,  and  the  Wayne 
County  Medical  Society. 

•  A  special  kit  for  disc  jockeys,  com- 
prising humor  and  conversational  sug- 
gestions, is  one  of  the  services  offered 
by  Del  Clark,  Chicago  d.j.,  via  his  new  i 
firm,  DeBu  Features,  20  E.  Huron  St., 
that  City.  The  kit  is  offered  for  $5.25. 
The  organization  also  plans  to  give 
counseling  service  to  d.j.s  desirous  of 
holding  "record  hop"  shows  in  their 
particular  cities.  DeBu  will  help  organize 
and  promote  such  events,  flying  record- 
ing stars  to  the  shows. 

•  RCA  and  NBC-TV  have  won  a  cura- 
tors award  from  Lincoln  U.'s  Dept.  of 
Journalism,  Jefferson  City,  Mo.,  for 
the  former's  "wholesome  employment 
practices  and  for  NBC's  selection  of 
themes  and  personnel  for  This  Is  Your 
Life  and  its  operatic,  variety  and 
informational  programs."  Curators 
awards  are  presented  annually  for 
"significant  contributions  to  better 
human  relations." 

•  Second  annual  Bold  Journey  teacher 
awards  selections  were  announced 
March  23  at  the  National  Education 
Assn.'s  Travel  Fair  in  Washington. 
Various  tours,  including  a  trip  around 
the  world,  were  awarded  to  80  of  the 
nation's  teachers  who  were  chosen 
from  2,500  finalists.  Ralston  Purina  Co., 
St.  Louis,  sponsor  of  Bold  Journey  on 
ABC-TV,  makes  the  tours  possible 
through  a  grant  to  NEA's  division  of 
travel  service. 

•  The  KTTV  (TV)  Los  Angeles  Paul 
Coates  weekday  interview  program  will  L 
be  videotaped  and  syndicated  nationally 
starting  next  month. 


INTERNATIONAL 


CKEY  bucks  BBG 
on  matter  of  taste 

As  members  of  the  Canadian  Board 
of  Broadcast  Governors  (BBG)  argued 
at  Ottawa  that  independent  broadcast- 
ers had  a  responsibility  to  elevate  public 
taste,  Jack  Kent  Cooke,  owner  of 
CKEY  Toronto,  stated  March  18  that 
CKEY  would  not  reduce  its  heavy  con- 
tent of  popular  recorded  music  unless 
ordered  to  do  so  by  the  BBG. 

Mr.  Cooke  contended  that  in  concen- 
trating on  recorded  popular  music, 
sports  and  news,  CKEY  was  providing 
the  mass  audience  with  the  types  of 
programs  it  wanted  to  hear.  He  said 
these  recordings  were  "the  folk  music 
of  the  American  continent,"  and  that 
most  people  have  "narrow  tastes"  in 
music.  He  pointed  out  that  listeners  in 
the  Toronto  area  who  wanted  other 
types  of  programs  had  a  choice  of  22 
radio  and  five  television  stations. 

Mr.  Cooke  was  one  of  seven  broad- 
casters appearing  for  the  first  time  for 
station  license  renewal.  Formerly  such 
renewals  were  automatically  recom- 
mended by  the  Canadian  Broadcasting 
Corp.  to  the  Dept.  of  Transport.  Now 
the  BBG  will  review  programming  be- 
fore recommending  license  renewal. 
Besides  CKEY,  owners  of  CHUM  To- 
ronto, CKWS  Kingston,  Ont.,  CFPA 
Port  Arthur,  Ont.,  CKRN  Rouyn,  Que., 
and  CKNW  New  Westminster,  B.C., 
appeared  before  the  board  which  ques- 
tioned their  philosophy  on  broadcasting 
operations. 

Alan  Waters,  owner  of  CHUM, 
agreed  with  BBG  members  that  stations 
should  help  improve  the  general  cul- 
tural level  of  listeners. 

Carlyle  Allison,  vice  chairman  of 
the  BBG  and  former  editor  of  the  Win- 
nipeg (Man.)  Tribune,  opposed  Mr. 
Cooke's  theory  that  the  public  must  be 
given  what  it  wants  and  nothing  else. 
He  said  "a  newspaper  publisher  could 
sell  a  lot  more  papers  by  the  sensational 
treatment  of  news,  but  he  doesn't  be- 
cause he  wants  to  be  able  to  look  at 
himself  when  he  is  shaving  every  morn- 
ing." 

Mr.  Waters  told  the  BBG  that  he 
believed  there  was  uncertainty  among 
broadcasters  as  to  what  they  should  or 
should  not  do  and  asked  for  a  clarifica- 
tion of  the  regulations. 

Russian  trip  planned 

A  six-man  delegation  of  American 
electronic  specialists  will  spend  three 
weeks  in  Russia  in  the  near  future,  the 
Electronic  Industries  Assn.  has  an- 
nounced. The  visit  reciprocates  a  visit 


to  the  U.S.  by  a  group  of  Soviet  special- 
ists last  November. 

Ray  C.  Ellis,  vice  president  of  Ray- 
theon Mfg.  Co.  and  chairman  of  the 
International  Dept.  of  EIA,  will  head 
the  American  delegation.  Others  making 
the  trip  include  Frank  W.  Mansfield, 
General  Telephone  &  Electronics  Corp.; 
Julian  K.  Sprague,  Sprague  Electric 
Co.;  Dr.  Conrad  H.  Zierdt  Jr.,  General 
Electric  Co.;  Dr.  Imre  Molnar,  General 
Telephone  Labs,  and  Charles  P.  Mard- 
sen  Jr.,  National  Bureau  of  Standards. 
While  in  Russia,  they  will  be  guests  of 
the  State  Committee  for  Radio  Elec- 
tronics. 

BBG  approves  network 
in  Atlantic  provinces 

The  Canadian  Board  of  Broadcast 
Governors  has  approved  a  network  of 
independent  radio  stations.  The  sta- 
tions: CKCW  Moncton,  CFNB  Fred- 
erickton,   CFBC  St.  Johns,   all  New 


Brunswick;  CHNS  Halifax  and  CJCB 
Sydney,  both  Nova  Scotia,  and  CFCY 
Charlottetown,  P.E.I.  The  announce- 
ment of  this,  the  first  network  approved, 
was  made  by  BBG  Chairman  Dr.  An- 
drew Stewart  at  the  opening  session  of 
the  Canadian  Assn.  of  Broadcasters' 
convention  March  23  in  Toronto.  Dr. 
Stewart  says  that  the  BBG  probably 
would  approve  a  national  independent 
radio  network  if  it  were  applied  for. 

Japan  expects  to  have 
color  television  soon 

Matsutaro  Shoriki,  president,  Nippon 
Television  Network  Corp.,  Japan,  has 
proposed  a  plan  to  spread  colorcasting 
throughout  southeast  Asia. 

Mr.  Shoriki,  who  is  credited  with 
founding  the  country's  first  tv  station, 


predicted  the  Japanese  Government  will 
license  his  station  for  colorcasting  "very 
soon."  He  said  the  color  shows  should 
make  a  profit  from  the  start. 

Plans  are  to  popularize  color  tv  in 
the  same  way  monochrome  tv  was,  by 
displaying  sets  where  the  public  can 
view  them.  He  intends  to  purchase  a 
hundred  21-inch  color  sets  ($800  each) 
for  the  promotion. 

•  Abroad  in  brief 

•  Russia  will  have  7  million  radio  sets 
and  3.5  million  television  sets  by  1965, 
a  Russian  spokesman  has  predicted.  He 
claimed  the  Soviet's  broadcasting  in- 
dustry had  expanded  20-fold  during 
the  past  decade  and  would  triple  again 
under  Premier  Nikita  Khrushchev's 
seven-year  economic  program. 

Meanwhile,  Hungarian  news  agency 
MTI  says  that  the  Russians  are  plan- 
ning a  tv  network  to  link  East  Europe's 
communist  capitals  with  Moscow.  Work 


already  has  begun  on  a  relay  tower  to 
bring  U.S.S.R.  programs  to  Budapest. 
It's  expected  to  be  completed  by  1961. 
Other  tv  relay  towers  will  connect 
Moscow  with  Warsaw,  Prague  and  the 
capitals  of  Romania  and  Bulgaria. 
East  Germany  is  setting  up  tv  trans- 
mitters near  the  West  German  border. 
These  will  give  the  area  a  second  choice 
of  tv  channels. 

•  West  German  statistics  indicate  that 
the  country  will  have  3  million  tv  sets 
in  operation  by  August.  It  took  nearly 
five  years  to  sell  the  first  million  tv  sets; 
the  second  million  was  sold  in  about  1 3 
months. 

•  Poland  has  more  than  70,000  li- 
censed television  receivers.  An  addi- 
tional 35,000  to  40,000  sets  are  oper- 
ated without  a  permit. 


I  ^/Mtaxe  radio? 


ail 


Gentle  reminder  •  Radio  doesn't  come  free  everywhere  as  it  does  in  the 
United  States  and  in  Canada.  This  postal  cancellation  on  a  letter  from 
Switzerland  asks  in  French:  "Have  you  paid  your  radio  tax?" 
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FATES  &  FORTUNES 


Advertisers 

•  Richard  C.  But- 
ler, account  execu- 
tive of  A.  C.  Nielsen 
&  Co.,  named  broad- 
cast media  manager 
of  Lever  Bros.,  N.Y., 
effective  April  6. 
Joseph  W.  Daly, 
Lever  media  buyer 
since  1952,  named  as- 
sistant broadcast  media  manager. 

•  John  F.  Malone,  Cleveland  zone 
manager,  Pontiac  Motor  Div.,  General 
Motors  Corp.,  appointed  advertising 
manager,  effective  April  1,  with  head- 
quarters in  Detroit. 

•  J.  Howell  Turner,  director  of  em- 
ploye relations,  Standard  Oil  Co.  (of 
Indiana),  appointed  general  manager  of 
public  and  employe  relations.  He  suc- 
ceeds Dr.  William  J.  McGill,  who 
retires  April  15  after  34  years  with 
company.  F.  Roe  Weise  promoted  to 
assistant  to  general  manager. 

•  Perry  L.  Shupert,  vp  in  charge  of 
sales  and  advertising,  Miles  Labs  Inc., 
Elkhart,  Ind.,  named  treasurer  of  Ad- 
vertising Federation  of  America,  suc- 
ceeding David  H.  Kutner,  resigned. 


Mr.  Uptegrove 

O.  Nadler  and 


Agencies 

•  Deane  Uptegrove. 
president  of  H.  B. 
Humphrey,  Alley  & 
Richards  prior  to  its 
merger  with  Reach, 
McClinton  Inc.,  elect- 
ed senior  vp  of  RM 
and  appointed  chair- 
man of  creative  re- 
view board.  Harold 
A.  W.  Sage,  both  ac- 
count executives  in  New  York  office 
of  HA&R,  named  vps  of  RM. 

•  Ray  J.  Mauer,  vp  and  board  member 
of  Geyer,  Morey,  Madden  &  Ballard, 
N.Y.,  appointed  creative  director,  suc- 
ceeding Wirt  McClintic  Mitchell, 
now  chairman  of  creative  plans  board. 

•  Robert  W.  Castle,  with  Ted  Bates, 
N.Y.,  since  1957  and  before  that  with 
J.  Walter  Thompson  Co.,  elected  vp  of 
Bates. 

•  George  H.  Guinan,  formerly  vp  and 
account  supervisor,  Adams,  Burke 
Dowling  Inc..  N.Y.,  elected  vp  of  Don- 
ahue &  Coe,  N.Y.  Carl  Rigrod,  radio 
and  television  director  of  Donahue  & 
Coe,  since  1943,  elected  vp. 

•  Alan  Pottasch,  account  executive, 
and  Lawrence  C.  Puchta,  senior  ac- 
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count  executive,  Kenyon  &  Eckhardt, 
N.Y.,  elected  vps. 

•  Albert  Petcavage,  assistant  vp  and 
media  supervisor,  Ted  Bates  &  Co., 
N.Y.,  named  media  director,  Doyle 
Dane  Bernbach. 

•  Maurice  E.  (Doc)  Fidler,  general 
manager  of  WISL  Shamokin,  Pa.,  joins 
Radio  Advertising  Bureau,  N.Y.,  today 
(March  30)  as  regional  member  serv- 
ice manager.  Other  RAB  appointments: 
Patrick  Rheaume  and  Robert  Niet- 
man  promoted  to  senior  regional  mem- 
ber service  managers  to  head  two  new 
divisions,  which  include  half  of  RAB's 
925  members  but  have  no  specific  geo- 
graphical areas. 

•  John  S.  Williams,  senior  vp  of  Cun- 
ningham &  Walsh,  N.Y.,  resigns  to  join 
Henderson  Adv.,  Greenville,  S.C.,  as 
vp,  creative  director  and  member  of 
executive  committee. 

•  Norman  Frank,  director  of  radio 
and  television,  Lynn  Baker  Inc.,  N.Y., 
appointed  vp. 

•  Pamela  Wood,  copy  chief,  Silton 
Bros.,  Callaway  Inc.,  Boston,  elected  vp 
and  copy  director. 

•  Norman  Heller,  formerly  director 
of  copy  and  motivation  research, 
Dancer-Fitzgerald-Sample,  to  Compton 
Adv.,  N.Y..  as  associate  research 
director. 

•  Virginia  Caldwell,  media  director 
of  George  H.  Hartman  Co.,  Chicago, 
resigns. 

o  Alvin  A.  Achenbaum,  assistant 
director  of  research,  Grey  Adv.,  N.Y.. 
past  two  years,  promoted  to  research 
director. 

•  Jack  de  Mello,  general  manager  of 
KFOX-AM-FM  Long  Beach,  Calif., 
resigns  to  join  Vance  Fawcett  Assoc., 
Honolulu,  as  vp  on  April  6.  Mr.  de 
Mello  was  formerly  vp  and  general 
manager  of  KHVH-AM-TV  Honolulu. 

•  Robert  H.  Davis,  market  research 
director  in  Los  Angeles  office  of  Erwin 
Wasey,  Ruthrauff  &  Ryan,  promoted  to 
account  executive  on  Carnation  instant 
milk  account. 

•  Robert  C.  Barker,  with  Kenyon  & 
Eckhardt,  N.Y.,  since  1953  as  account 
executive,  appointed  account  supervisor. 

•  Lee  Baer,  previously  account  execu- 
tive, Grey  Adv.,  N.Y.,  to  Kenyon  & 
Eckhardt  in  similar  capacity. 

•  William  V.  Blackburn,  formerly 
account  executive  for  American  Dairy 
Assn.  at  Campbell-Mithun.  Chicago,  to 


Jerry  Austin, 
sidekick  of 
"Cannonball" 
Mike  Malone  — 
rugged  men 
usted  to 
maintain  the 
nation 's  com- 
al  lifeline. 
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Benton  &  Bowles,  N.Y.,  as  executive 
on  Crest  toothpaste  account. 

•  Edwin  D.  Kuhn,  formerly  account 
supervisor  on  major  food  accounts  at 
Cunningham  &  Walsh.  Chicago,  to 
Tatham-Laird,  that  city,  in  similar  ca- 
pacity on  Swanson  Products  Div.  (of 
Campbell  Soup  Co.)  account. 

•  Arthur  Wandtke  Jr.,  formerly  ad- 
vertising -  merchandising  manager  of 
Kaiser  Aluminum  Consumer  Products, 
Oakland,  Calif.,  to  Jack  W.  Runyon 
Co..  S.F.,  as  general  manager  and  ac- 
count supervisor. 

o  Bud  Cohen,  formerly  promotional 
copywriter  of  Kling  Studios  and  Chi- 
cago Daily  News,  appointed  premium 
manager  at  Tatham-Laird,  that  city. 
William  Focht  and  Cornell  Bleyer, 
members  of  account  service  department 
at  T-L.  appointed  account  executives. 

•  William  C.  Walker,  formerly  ad- 
vertising manager  of  Witco  Chemical 
Co.,  to  Hazard  Adv.,  N.Y.,  as  account 
executive. 

•  Larry  Benedict,  formerly  of  Dona- 
hue &  Coe.  to  Ogilvy,  Benson  &  Mather 
Inc..  N.Y..  as  account  executive. 

•  Jacques  Wajsfelner,  formerly  ac- 
count executive  of  Paris  &  Peart  Inc., 
N.Y..  to  James  Thomas  Chirurg  Co., 
Boston,  in  similar  capacity. 

•  Henry  J.  Taggart,  formerly  account 
executive  of  Fred  Wittner  Adv.,  N.Y., 
to  Ketchum,  MacLeod  &  Grove,  Pitts- 
burgh, in  similar  capacity. 

•  Paul  H.  Toepp,  formerly  of  Beltaire- 
Vincent-Hull  Inc.,  Detroit  agency,  to 
Harrison-Shea  Adv.,  that  city,  as  ac- 
count representative. 

•  Edgar  Hatcher,  formerly  of  G.  M. 
Basford  Co.,  as  account  executive,  to 
Benton  &  Bowles,  N.Y.,  as  account 
executive  on  IBM  account. 

•  James  D.  Grant,  formerly  of  New 
York  Daily  News,  named  regional  ac- 
count manager  of  Grant  Adv.,  handling 


Winning  IQ  •  Arthur  S.  Pardoll 
(1),  Foote,  Cone  &  Belding,  New 
York,  receives  congratulations  and 
a  17-inch  portable  tv  set  from 
James  C.  Conley,  general  sales 
manager  of  WCAU-TV  Philadel- 
phia, for  winning  the  station's 
"What's  Your  Movie  IQ?"  con- 
test. The  contest  was  run  in  con- 
junction with  the  promotion  of 
WCAU-TV's  Paramount  feature 
film  package.  Open  to  agency  ex- 
ecutives in  New  York,  Philadel- 
phia, Chicago,  Los  Angeles, 
Atlanta,  Detroit  and  San  Fran- 
cisco, the  contest  involved  identifi- 
cation of  some  20  stills  taken 
from  Paramount  films. 


Dodge  dealer  accounts  on  eastern  sea- 
board. 

•  John  Hughes,  formerly  timebuyer  of 
Cunningham  &  Walsh,  appointed  broad- 
cast buyer  in  media  department  of  Ken- 
yon  &  Eckhardt,  N.Y.  Arnold  Klug- 
erman,  formerly  market  research 
analyst  in  K&E's  New  York  office,  ap- 
pointed project  supervisor  in  research 
department  of  agency's  Los  Angeles 
office. 

•  Andrew  C.  Wetmore,  formerly  of 
Young  &  Rubicam  as  account  execu- 
tive, to  executive  staff  of  American 
Assn.  of  Advertising  Agencies,  N.Y. 

•  Roger  T.  Case,  who  headed  his  own 


agency,  Roger  T.  Case  Assoc.,  Long 
Beach,  Calif.,  joins  The  McCarty  Co., 
L.A.,  as  account  executive. 

•  Alfred  Collins,  formerly  vp  and 
creative  director  of  Gourfain  -  Loeff, 
Chicago,  and  Elmer  D.  Silha,  former- 
ly executive  vp  of  O'Neil,  Larson  & 
McMahon,  mail  order  and  direct  mail 
agency,  to  Olian  &  Bronner,  Chicago,  as 
account  executives. 

•  William  E.  Millhollen,  formerly 
of  Richard  A.  Foley,  Philadelphia  agen- 
cy, to  Gray  &  Rogers,  that  city,  as 
writer-producer  in  radio-tv  department. 

•  Richard  R.  Strome,  formerly  copy 
supervisor  of  Doherty,  Clifford,  Steers 
&  Shenfield  Inc.,  to  Ted  Bates  &  Co., 
N.Y.,  as  copywriter. 

•  Charles  Brandt,  formerly  of  Young 
&  Rubicam,  to  J.  M.  Mathes  Inc.,  N.Y., 
public  relations  department. 

•  Hoyt  L.  Beavers,  formerly  with  E.  I. 
du  Pont  de  Nemours,  to  director  of  sales 
promotion  department  at  W.  S.  Walker 
Adv.,  N.Y. 

•  Chester  P.  Holway,  formerly  copy 
chief  of  Maxon  Inc.,  Chicago,  to  Klau- 
Van  Pieterson-Dunlap,  dividing  his  time 
as  copy  supervisor  in  Milwaukee  head- 
quarters and  copy  director  of  Chicago 
branch. 

•  Boris  Weinstein,  formerly  of 
KDKA-TV  Pittsburgh,  and  with  MARC 
&  Co.,  that  city,  since  1958,  appointed 
public  relations  director. 

•  Irving  Wagner,  formerly  sales  anal- 
yst and  statistician,  Paragon  Oil  Co.,  to 
Kenyon  &  Eckhardt  Inc.,  N.Y.,  as 
senior  sales  analyst  in  media  research 
and  sales  analysis  unit. 

•  Hal  Silverman  and  Leslie  Foster 
join  Los  Angeles  office  of  Erwin  Wasey, 
Ruthrauff  &  Ryan  as  art  director.  Other 
new  staffers:  Laird  Koenig  and  Jim 
Creighton,  copywriters. 

•  Rubye  Mae  Griffith  returns  to 
Los  Angeles  office  of  Erwin  Wasey, 
Ruthrauff  &  Ryan  as  copy  chief  of 
radio-tv  department,  following  year's 
leave  of  absence. 

•  Patrice  Campbell,  previously  of 
Leo  Burnett  Co.,  Chicago,  appointed 
assistant  radio-tv  director  at  Powell, 
Schoenbrod  &  Hall,  that  city. 

•  Lee  Marko,  formerly  copy  chief  and 
creative  supervisor  of  promotion  de- 
partment, Ellington  &  Co.,  to  C.J.  La- 
Roche  &  Co.,  N.Y.,  as  creative  pro- 
motion supervisor  and  stylist  for  tv. 

•  Dr.  Millard  J.  Schweidel,  formerly 
of  Cortex  Enloe  agency,  N.Y.,  has 
joined  Shaller-Rubin  Co.,  N.Y.,  as 
medical  director. 

•  Dr.  Clark  Wilson,  in  west  coast 
marketing  and  research  for  more  than 
12  years,  appointed  marketing  and  re- 
search consultant  of  BBDO,  L.A. 
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•  Robert  H.  Lins  promoted  from 
copywriter  to  copy  supervisor  at  Leo 
Burnett  Co.,  Chicago. 

•  Douglas  J.  Gallow,  senior  market 
research  analyst,  Colgate  -  Palmolive 
Co.,  to  Sullivan,  Stauffer,  Colwell  & 
Bayles,  N.Y.,  as  executive  assistant  in 
research  department. 

•  Robert  W.  Doolittle,  formerly 
writer  of  Honig,  Cooper,  Harrington  & 
Miner,  L.A.,  to  N.  W.  Ayer's  San  Fran- 
cisco office  in  copy  department. 
George  B.  van  Inwagen,  since  1953 
with  Dickie  -  Raymond,  Boston,  to 
Ayer's  Philadelphia  copy  department. 

•  Dick  Hoffman,  formery  reporter  of 
Los  Angeles  Times,  to  public  relations 
staff  of  Stromberger,  LaVene,  Mc- 
Kenzie,  LA. 

Networks 

•  Eric  Sevareid,  CBS  Washington- 
based  news  commentator  begins  four- 
month  leave  of  absence  June  1.  He 
plans  to  spend  it  traveling  in  Europe, 
and  then  will  take  up  new  assignment 
at  network's  London  bureau. 

•  Edward  Bleier,  since  1957  vp  for 
business  development,  Tex  McCrary 
Inc.,  N.Y.,  and  formerly  account  exec- 
utive with  ABC-TV  and  WABC-TV 
New  York,  has  returned  to  previous 
position  with  ABC-TV. 

•  Newell  T.  Schwin,  manager  since 
February  1958  of  special  sales  projects, 
CBS-TV,  appointed  to  new  position  of 
director,  production  sales,  CBS-TV  op- 
erations department. 

•  Helen  Valentine,  editor-in-chief 
of  Charm  magazine  from  1950-58, 
named  consultant  for  Woman!  new 
series  of  hour  daytime  specials  sched- 
uled to  start  in  May  on  CBS-TV. 

•  Cynthia  Medley,  music  department, 
WMAL-AM-FM-TV  Washington,  to 
NBC  News,  Washington,  assigned  to 
Ask  Washington  program. 

Stations 

•  Don  Keyes,  vp  in  charge  of  national 
programming  of  McLendon  Corp.,  Dal- 
las, adds  duties  of  assistant  to  president. 

•  John  Reynolds,  61,  owner  of 
WKWK-A M-FM  Wheeling,  W.Va.,  and 
former  acting  secretary  of  Federal  Ra- 
dio Commission  and  its  successor,  FCC, 
from  1930  to  1941,  died  following  heart 
attack  weekend  of  March  21. 

•  Fred  Haggerty,  formerly  general 
manager  of  WSKI  Montpelier,  Vt,  to 
WFPG  Atlantic  City,  N.J.,  as  station 
manager. 

•  Carl    Vandagrift,    WOWO  Fort 
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Mr.  Hurley 


Wayne,  elected  president  of  Indiana 
Broadcasters  Assn.  succeeding  Joseph 
Higgins,  WTHI  Terre  Haute.  Other 
officers  elected  were  Dee  O.  Coe, 
WWCA  Gary,  vp-am;  Elmer  G.  Sul- 
zer,  WFIU  (FM)  Bioomington  and 
WORX  Madison,  vp-fm;  Neal  B. 
Welch,  WSBT-AM-TV  South  Bend, 
vp-tv;  Roy  L.  Hickox,  WLRP  New  Al- 
bany, secretary-treasurer;  E.  Berry 
Smith,  WFIE-TV  Evansville,  assistant 
secretary,  and  Ron  Ross,  WPTA  (TV) 
Fort  Wayne,  assistant  treasurer. 

•  John  J.  Hurley, 
treasurer  and  general 
manager  of  WNEB 
Worcester,  Mass., 
elected  president  and 
treasurer  of  station's 
licensee,  New  England 
Broadcasting  Co.,  suc- 
ceeding Paul  C.  Ly- 
tle,  who  died  March 
16.  Mr.  Hurley  was  in  legal  and  pro- 
gram departments  of  NBC,  Washing- 
ton, D.C.,  and  is  immediate  past  presi- 
dent of  Broadcasting  Executives  Club 
of  New  England. 

•  Ted  Oberfelder,  former  owner  and 
president  of  WKIX  Raleigh,  N.C.,  ap- 
pointed retail  sales  manager,  WINS 
New  York. 

•  Paul  L.  Raikes,  formerly  of  John 
Hancock  Life  Insurance  Co.,  Boston, 
named  promotion  director  of  WIRE 
Indianapolis. 

•  Murry  Salberg,  formerly  radio  and 
television  consultant  of  Marshall  & 
Coch,  N.Y.,  appointed  director  of  ad- 
vertising and  sales  promotion  of  WABC- 
TV  New  York. 

•  Samuel  R.  Elman,  general  manager 
of  WATR-AM-TV  Waterbury,  Conn., 
re-elected  president  of  Connecticut  State 
Network  for  5th  consecutive  time.  Net- 
work includes  WATR,  WNHC  New 
Haven,  WNAB  Bridgeport,  WICH  Nor- 


wich, WTOR  Tornngton,  WNLC  New 
London  and  WHAY  New  Britain. 

•  Ted  Richeson.  with 
KREM-TV  Spokane. 
Wash.,  since  1957, 
named  national  sales 
manager  of  KREM- 
AM-FM-TV,  in  charge 
of  national  and  re- 
gional sales. 
Mr.  Richeson  .  ToM  Harker  ^ 
tired  national  sales  director  for  Storer 
Broadcasting  Co.,  died  March  13  after 
prolonged  illness  in  Long  Beach,  Calif. 
Mr.  Harker  was  named  vp  of  Storer 
in  1949  and  was  previously  with  ABC 
and  Mutual  networks. 

•  Mervin  A.  Durea,  formerly  writer- 
director  of  motion  pictures  for  missile 
development  division  of  North  Ameri- 
can Aviation,  appointed  promotion 
manager  of  WLWC  (TV)  Columbus 
Ohio. 

•  Max  Musch  promoted  to  sales  pro- 
motion manager  of  WRCA-TV  New 
York.  Other  WRCA-TV  appointments: 
Benjamin  A.  Hudelson,  program  man- 
ager, and  Alvin  J.  Slep,  publicity-ex- 
ploitation manager.  WRCA-AM-FM 
appointments:  Joseph  E.  Murphy, 
merchandising  manager,  Michael  A. 
Lannon,  audience  -  sales  promotion 
manager,  and  John  R.  O'Keefe,  pub- 
licity-exploitation manager. 

•  Carl  Onken,  formerly  chief  engineer 
of  WTTV  (TV)  Bioomington,  Ind.,  to 
WJIM-TV  Lansing,  Mich.,  in  similar 
capacity.  WJIM-TV  additions:  Patricia 
Street  and  Albert  Potts,  continuity; 
Al  Greenfield,  Howard  Towner  and 
Lex  Young,  technical  operations; 
James  Kenney,  film  department,  and 
Robert  Blatt,  art  department.  To 
WJIM-AM  sales  department:  Richard 
Blanchard. 

•  Mike  Shapiro,  general  manager  of 
WFAA-TV  Dallas,  elected  president  of 
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Semiannual  meet  •  Plough  Stations  Inc.  executives  took  advantage  of  the 
NAB  Chicago  convention  to  hold  their  semiannual  business  meeting.  L  to  r: 
Charles  DeVois,  WMPS  Memphis;  Byron  Millinson,  WCAO  Baltimore; 
Harold  Krelstein,  Plough  president;  Fred  Harm,  WJJD  Chicago,  and  Roy 
Whisnand,  WCOP  Boston. 

Mr.  Krelstein  announced  that  the  company's  general  sales  were  12% 
above  the  same  period  last  year. 


Assn.  of  Broadcasting  Executives  of 
Texas,  succeeding  Howard  Fisher, 
Rogers  &  Smith  Adv.,  Dallas.  Other 
ABET  officers:  Dan  Hayslett,  KIXL- 
AM-FM  Dallas,  vp;  Mrs.  Barbara 
Seever,  Evans  Assoc.,  Ft.  Worth,  sec- 
retary, and  Mrs.  Wilda  Wilson,  Rat- 
cliffe  Adv.,  Dallas,  treasurer. 

•  James  E.  Gearhart  named  commer- 
cial manager  of  WMMM  Westport, 
Conn. 

•  Horace  Pumphrey  named  program 
director  of  WAPI  Birmingham,  Ala. 

o  Robert  D.  Willis,  formerly  promo- 
tion-publicity manager  of  WHTN-TV 
Huntington,  W.Va.,  to  WIIC  (TV) 
Pittsburgh  in  charge  of  publicity  de- 
partment and  assistant  to  public  rela- 
tions and  promotion  director. 

o  Rex  Jones  named  program  director 
of  WSAI-AM-FM  Cincinnati. 

•  Bob  McGonagle,  formerly  of 
WWRL  New  York  and  with  WBAB- 
AM-FM  Babylon,  N.Y.,  since  1958, 
named  head  of  news-special  events  de- 
partment. 

•  William  P.  Spollen,  graduate  of 
Northwest  Schools,  Portland,  Ore., 
named  chief  engineer  of  WSPN  Sara- 
toga Springs,  N.Y.  Other  Northwest 
graduates  and  their  appointments: 
Maurice  E.  Helle,  to  WHIZ-TV 
Zanesville,  Ohio,  as  director;  Elroy 
Cooper  to  KGON  Oregon  City,  Ore., 
as  announcer,  and  James  Kenney  to 
WJIM-TV  Lansing,  Mich. 

•  Fran  Corcoran,  publicity  director  of 
WBZ-TV  Boston  past  IVi  years,  named 
community  relations  director,  effective 
April  1. 

•  William  H.  Schwarz,  formerly  pro- 
gram director ..  of  WCCO  Minneapolis- 


St.  Paul,  to  KDKA-AM-FM  Pittsburgh 
as  program  manager. 

•  Richard  Roll,  formerly  director  of 
news,  WTVH  (TV)  Peoria,  111.,  to 
KENS-TV  San  Antonio,  Tex.,  as  direc- 
tor of  news  and  special  events. 

•  Jerry  Ross,  formerly  announcer  of 
WFIL-AM-FM-TV  Philadelphia,  to 
WHAT-AM-FM,  that  city,  as  assistant 
program  director. 

•  Larry  Cooper,  with  KMOX  St.  Louis 
since  1958  as  public  affairs  director, 
adds  duties  of  program  director.  Paul 
Douglass  named  sales  development 
manager. 

•  William  Hagemeyer  named  news 
director  of  WMMM  Westport,  Conn. 

•  Bill  Key,  formerly  acting  general 
manager  of  KCBD-TV  Lubbock,  Tex., 
to  KOCO-TV  Oklahoma  City  as  director 
of  engineering. 

•  Bill  Ames,  formerly  news  director  of 
KSL-TV  Salt  Lake  City,  Utah,  to 
WCHS-AM-TV  Charleston,  W.Va.,  in 
similar  capacity. 

•  Allan  Dale,  formerly  station  man- 
ager of  KEYS  Corpus  Christi,  Tex.,  to 
WOAI  San  Antonio,  as  head  of  pub- 
licity and  air  personality. 

•  Russell  Pierson,  formerly  director 
of  marketing,  Oklahoma  State  Depart- 
ment of  Agriculture,  to  WKY-AM-TV 
Oklahoma  City  as  farm  director. 

•  Curt  Hetherington,  announcing 
under  name  of  Curt  Alexander,  former- 
ly of  WILL-AM-FM  Urbana,  111.,  and 
WNDU-TV  South  Bend,  Ind.,  to  KICA- 
AM-TV  Clovis,  N.M.,  as  news  director 
and  air  personality. 

•  Mrs.  Ruth  Levy,  formerly  assistant 
advertising  manager,  Traid  Corp.,  En- 
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cino,  Calif.,  appointed  director  of  pub- 
licity-public relations,  KFWB  Los  An- 
geles. 

•  Sterling  Wright,  formerly  program- 
production  manager  of  WLOS-TV 
Asheville,  to  WSOC-TV  Charlotte,  both 
North  Carolina,  as  production  mana- 
ger and  assistant  program  director. 

•  Jack  Daniels,  formerly  of  Ziv  Tele- 
vision Programs,  N.Y.,  as  account  ex- 
ecutive, to  WABC-TV  New  York  in 
similar  capacity. 

•  George  R.  Pitt,  formerly  with  New 
York  Times  local  sales  staff,  appointed 
account  executive  of  WRCA-TV  New 
York. 

•  Joe  Franzgrote,  formerly  of  WNDU- 
TV  South  Bend,  Ind.,  and  WMBD-TV 
Peoria,  111.,  as  sales  promotion  man- 
ager, and  Gene  Talbot,  formerly 
branch  agency  manager  for  Marchant 
calculators,  Rockford,  111.,  to  WTVO 
(TV)  Rockford  as  account  executives. 

•  Jim  Sandner,  NBC  director  of  mer- 
chandising for  11  western  states  since 
1951,  named  account  executive  of  net- 
work's o&o  station,  KRCA  (TV)  Los 
Angeles. 

•  George  E.  Duffy,  formerly  adver- 
tising manager  for  duplicating  products, 
Minnesota  Mining  &  Mfg.  Co.  and 
junior  account  executive  at  Campbell- 
Mithun,  Minneapolis,  to  KSTP  St.  Paul- 
Minneapolis  as  account  executive. 

•  Tom  Brown,  air  personality  of  WHK- 
AM-FM  Cleveland,  adds  duties  of  ac- 
count executive.  New  account  execu- 
tives to  WHK:  Jack  March,  formerly 
of  WEWS  (TV)  Cleveland,  and  E.  D. 
White,  formerly  of  Meldrum  &  Few- 
smith  Adv.,  Cleveland. 

•  William  L.  Thompson,  formerly 
account  executive  of  NBC  Radio  Sales, 
Central  Div.,  to  WGN  Chicago  in 
similar  capacity. 

•  Donald  J.  Sherman,  formerly  as- 
sistant station  manager  and  sales  mana- 
ger of  WEBO  Owego,  to  WENE  Bing- 
hamton,  both  New  York,  as  account 
executive  in  local  sales. 

•  Jim  Osborn,  sales  manager,  WXIX 
Milwaukee,  to  WCBS-TV  New  York, 
as  salesman.  Don  Bowen,  salesman' 
WXIX,  named  assistant  to  Walter  M.' 
Stein,  director  of  sales  promotion  and 
research,  WCBS-TV. 

•  Hal  Caulfield  joins  KROW  Oak- 
land, Calif.,  as  sales  representative. 

•  David  Kaigler  joins  sales  staff  of 
WIBG-AM-FM  Philadelphia. 

•  John  G.  Conomikes,  in  sales  service 
department  of  KDKA-TV  Pittsburgh, 
appointed  sales  representative.  Randy 
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Hall,  formerly  d.j.  of  WCED  DuBois, 
Pa.,  under  name  of  Jay  Scott,  to  KDKA- 
AM-FM  as  air  personality. 

•  Chuck  Bergeson,  air  personality  of 
WJBK-TV  Detroit,  named  sales  repre- 
sentative. 

•  Jerry  Hendricks,  formerly  sales- 
man of  Charleston  (W.Va.)  Daily  Mail, 
to  sales  staff  of  WCHS,  that  city. 

•  Fred  Thomas,  account  executive  of 
KYA  San  Francisco,  joins  sales  staff  of 
KGO,  that  city. 

•  Eddie  Chase,  air  personality  of 
CKLW  Detroit-Windsor,  Ont.,  for  12 
years,  resigns. 

•  Don  Spencer,  graduate  of  Butler  U., 
Indianapolis  and  program  manager  of 
WAJC  (FM) ,  that  city,  to  WLWI  (TV) 
Indianapolis  as  announcer. 

•  Robert  W.  Porter,  formerly  of  WLS 
Chicago,  to  WLWD  (TV)  Dayton, 
Ohio,  as  announcer. 

•  Bob  Morse  to  WREB  Holyoke,  Mass., 
as  announcer. 

•  John  Ennis,  graduate  of  National 
Academy  of  Broadcasting,  Washington, 
D.C.,  to  WPTX  Lexington  Park,  Md., 
as  announcer. 

•  Margaret  McCutcheon,  formerly 
in  public  relations  department  of  Den- 
ver Chamber  of  Commerce,  to  KOA- 
AM-TV,  that  city,  as  promotion  as- 
sistant. 

•  Murray  Lockard,  formerly  announc- 
er of  KPTV  (TV)  Portland,  Ore.,  to 
KPAM-KPFM  (FM),  that  city,  as  sales 
representative  and  air  personality. 

•  Forrest  Morgan  and  Ed  Horne  to 
WGAN  Portland,  Me.,  as  announcers. 

•  Bob  Russell,  formerly  announcer  of 
KTHT  Houston,  to  KTSA  San  An- 
tonio in  similar  capacity. 

•  Joan  Hanauer,  formerly  of  INS,  and 
Bob  Stoepker,  previously  news  direc- 
tor of  WMTR  Morristown,  N.J.,  to 
news  staff  of  WNEW  New  York. 

•  Bill  Gibson,  formerly  announcer  of 
KEYS  Corpus  Christi,  Tex.,  to  KUAM- 
AM-TV  Agana,  Guam,  in  similar  ca- 
pacity. 

•  Lee  Alan,  formerly  of  WGH-AM- 
FM  Norfolk-Newport  News,  Va.,  and 
WJLB  Detroit,  to  WJBK-AM-FM  De- 
troit as  air  personality. 

•  Virginia  Rogers,  former  model,  to 
WJZ-TV  Baltimore  as  "weather  girl." 

•  Jim  O'Neill,  formerly  air  personality 
of  WKY  Oklahoma  City,  and  Pete 
Shore,  discharged  after  two  years  of 
Army  service,  join  WCAE  Pittsburgh 
as  air  personalities. 

•  Bob  Martin,  formerly  head  of  own 
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Film  maker  meets  the  Senator  • 

Sen.  Barry  Goldwater  (R-Ariz.) 
(1)  with  Earl  Rettig,  president  of 
California  National  Productions, 
NBC"s  tv  film  subsidiary,  in  Wash- 
ington. Sen.  Goldwater 's  remarks 
in  the  Congressional  Record  laud- 
ed CNP's  Flight  series.  Flight  was 
produced  in  cooperation  with  the 
Air  Force. 


record  distributorship  and  previously 
manager  of  band  leader  Stan  Kenton,  to 
WXYZ  Detroit  as  air  personality. 

•  Peter  Hahn  joins  WJR-AM-FM  De- 
troit as  newscaster. 

•  Johnny  Holliday,  formerly  of 
WRVM  Rochester,  N.Y.,  and  Bob 
Irwin,  formerly  of  WKDA  Nashville, 
Tenn.,  to  WHK-AM-FM  Cleveland  as 
air  personalities. 

•  Pen  Wilson,  formerly  reporter  of 
New  Orleans  Times  Picayune,  to  WWL- 
TV,  that  city,  as  reporter-photographer. 

•  John  Doremus,  formerly  air  person- 
ality of  WIND  Chicago,  to  WMAQ. 
that  city,  in  similar  capacity. 

•  Edward  A.  Reilly,  formerly  air  per- 
sonality of  WBRY  Waterbury,  Conn., 
to  WTRY  Albany-Troy-Schenectady, 
N.Y.,  as  host  of  Tri-Cities  Ballroom 
program. 

•  Clifton  Utley,  NBC  Chicago  com- 
mentator, retires  from  daily  programs 
on  WMAQ  and  WNBQ  (TV)  for  rea- 
sons of  health.  He  will  continue 
WMAQ  Sunday  commentary  with  his 
wife,  Frayn. 

•  Mark  E.  Ruisard.  42,  member  of 
WGN  Chicago  engineering  department 
for  17  years,  died  March  18  at  Hines 
Veterans  Hospital,  that  city. 

•  Ed  Cooper,  freelance  Chicago  an- 
nouncer, to  staff  of  WBBM,  that  city, 
effective  April  1. 

•  Ronn  Terrell,  formerly  air  per- 
sonality of  KTUL  Tulsa,  Okla.,  to 
WKDA  Nashville,  Tenn.,  in  similar  ca- 
pacity, replacing  Bob  Irwin,  who 
moves  to  WHK-AM-FM  Cleveland. 

•  Miss  Lorrie  Barofsky  joins  WAMP- 
WFMP  (FM)  Pittsburgh  as  assistant 
to  press-promotion  manager. 

o  Dale  Marr  joins  WXYZ-AM-FM 
Detroit  as  newscaster. 

«  Doug  Sutherland  joins  KALL  Salt 
Lake  City,  Utah,  as  full-time  air  per- 
sonality. 

•  Don  Hofmann,  formerly  staff  an- 
nouncer to  KAKE-AM-TV  Wichita, 
Kan.,  to  KSBK  Naha,  Okinawa,  as 
announcer  and  member  of  promotion 
department. 

•  Al  Pearce,  network  radio  star  for 
several  decades  (NBC's  Al  Pearce  and 
His  Gang),  to  KITO  San  Bernardino, 
Calif.,  as  d.j. 

•  Edwin  J.  Turner,  formerly  producer- 
director  of  WHAS-TV  Louisville,  Ky., 
to  WJZ-TV  Baltimore  in  similar  ca- 
pacity. 

•  Grant  Price,  formerly  news  editor 


of  KXEL  Waterloo,  to  WMT  Cedar 
Rapids,  both  Iowa,  as  newscaster. 

•  Jack  Guinan,  formerly  sports  direc- 
tor of  WGR  Buffalo,  N.Y.,  and  with 
WTOP-AM-FM  Washington  past  three 
years,  named  assistant  sportscaster  for 
WTOP  coverage  of  Washington  Sen- 
ators baseball  games. 

•  Jerry  Mitchell,  formerly  program 
director  of  WJOB  Hammond,  Ind.,  to 
announcing  staff  of  WLS  Chicago. 

Representatives 

•  Rodric  M.  Smith,  since  1956  auditor 
for  KPIX-TV  San  Francisco,  named 
business  manager  of  Television  Repre- 
sentatives Inc.,  N.Y.,  new  rep  firm  for 
Westinghouse  Broadcasting  Co.,  tv  sta- 
tions, starting  operations  July  1. 

•  John  W.  Dragomier,  formerly  of 
NBC-TV,  Chicago,  to  Chicago  office 
of  Venard,  Rintoul  &  McConnell  Inc., 
as  account  executive. 

•  George  R.  Swearingen  Jr.,  sales 
manager  for  CBS  Radio  Spot  Sales' 
Atlanta  office,  appointed  account  ex- 
ecutive in  New  York  office. 

•  John  H.  White,  formerly  director  of 
ABC  national  network  sales,  appointed 
account  executive  on  New  York  staff 
of  Blair-Tv. 

•  David  L.  Lambert,  formerly  sales- 
man of  WPIX  (TV)  New  York,  and 
Griffith  Ellis  Fulton,  formerly 
timebuyer,  Compton  Adv.,  N.Y.,  to, 
New  York  sales  staff  of  The  Katz 
Agency.  Noyes  Allen  Scott,  former- 
ly sales  service  manager  of  KRCA-TV 
Los  Angeles,  and  Robert  A.  Loeber, 
formerly  account  executive.  Mutual, 
to  Katz'  tv  sales  staff  in  Los  Angeles. 

•  E.  Allan  Jarrett,  formerly  local 
sales  manager,  WHEN-TV  Syracuse, 
N.Y..  joins  tv  sales  staff  of  Peters, 
Griffin,  Woodward  Inc.,  N.Y. 

Programming 

o  Leon  A.  Kreger,  supervisor  of  cre- 
ative marketing  services,  Wilding  Pic- 
ture Productions  Inc.,  Chicago,  elected 
vp  in  charge  of  division. 

•  Thomas  M.  Heyman,  formerly  presi- 
dent of  Resource  Fund  Inc.,  elected 
director,  vp  and  treasurer,  International 
Transmissions  Inc.,  N.Y.,  voiced  news 
service  for  radio-tv  stations. 

•  Victor  Blau,  vp  and  west  coast  chief 
of  Music  Publishers  Holding  Corp., 
music  subsidiary  of  Warner  Bros.  Pic- 
tures, Burbank,  Calif.,  to  head  con- 
solidated music  department  at  Burbank 
studios,  uniting  music  activities  of  mo- 
tion picture,  tv  and  music  publishing 
companies. 


•  Lindsey  Spight,  co-founder  and  re- 
tired Pacific  Coast  manager  of  John 
Blair  &  Co.  and  Blair-Tv,  elected  presi- 
dent of  Television  Communications 
Inc..  S.F.,  closed-circuit  tv  producers. 
Joseph  B.  Durra,  organizer  of  Ameri- 
can Television  Communications,  whose 
assets  were  absorbed  by  Television 
Communications  Inc.,  becomes  vp  of 
TC.  Albert  B.  Sturges,  formerly  of 
ABC.  San  Francisco,  named  production 
consultant. 

•  James  Shelby,  formerly  radio-tv 
director  of  MacFarland,  Aveyard  & 
Co.,  appointed  sales  director  of  Graphic 
Pictures,  Chicago. 

•  Herbert  L.  Miller,  previously 
sales  supervisor  of  California  National 
Productions,  and  Henry  Profenius, 
formerly,  Interstate  Television  Corp., 
to  Independent  Television  Corp.  as 
district  managers  in  syndicated  sales  in 
midwest  and  southeastern  divisions, 
respectively.  Ralph  Baron,  formerly, 
Bernard  L.  Schubert,  and  Charles  F. 
Whipple,  previously,  Screen  Gems,  to 
sales  staffs  of  eastern  and  midwest  di- 
visions, respectively.  New  ITC  account 
executives  are  Thomas  Gallagher, 
formerly  vp  of  Reliance  Varnish  Co., 
Detroit;  Tony  Wysocki,  formerly  of 
WKRG-TV  Mobile,  Ala.;  Peter  Har- 
kins,  previously,  Official  Films,  New 
Orleans;  Kenneth  Johnson,  formerly, 
Crosley  Broadcasting  Co.,  Indianapolis; 
Ray  Barnett,  previously,  The  Katz 
Co.,  L.A.;  and  Z.E.  Marvin,  formerly 
head  of  his  own  advertising  company, 
Texas. 

•  Roy  Hol  lings  worth,  formerly  of 
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Universal-International,  named  produc- 
tion coordinator,  commercial  division, 
Desilu  Productions,  Hollywood. 

•  Elliot  Schick,  formerly  director  of 
Filmack  Studios,  Chicago,  to  Fred  A. 
Niles  Productions,  that  city,  in  similar 
capacity. 

Equipment  &  Engineering 

•  Fred  R.  Lack,  past  director  of 
Electronic  Industries  Assn.,  will  be  pre- 
sented the  1959  EIA  Medal  of  Honor 
at  the  association's  35th  annual  con- 
vention, May  20-22  in  Chicago.  Mr. 
Lack  is  vice  president  of  EIA's  military 
products  division  and  is  a  retired 
Western  Electric  Co.  vice  president.  He 
was  active  in  setting  up  the  military 
unit.  1958  medal  winner  H.  Leslie 
Hoffman,  president  of  Hoffman  Elec- 
tronics Corp.,  will  present  award  to  Mr. 
Lack. 

•  Kent  J.  Worthen,  formerly  product 
planning  manager  of  General  Electric's 
microwave  equipment,  named  manager 
of  product  planning,  point-to-point 
communication,  GE's  communication 
products  department,  Lynchburg,  Va. 

•  George  H.  Gage,  formerly  commer- 
cial engineer,  internal  sales,  General 
Electric  Co.,  Syracuse,  N.Y.,  to  CBS- 
Hytron,  Danvers,  Mass.,  as  manager  of 
product  planning. 

•  Oliver  J.  Greenway,  formerly  of 
Westinghouse  Electric  Corp.,  Pittsburgh, 
appointed  general  manager  of  Com- 
munication Accessories  Co.,  Lee's  Sum- 
mit, Mo.,  subsidiary  of  Collins  Radio 
Co. 

•  John  M.  Meyer,  formerly  in  adver- 
tising and  promotion  department,  Wil- 
son Sporting  Goods  Co.,  Chicago, 
named  sales  promotion  manager,  parts 
and  accessories,  consumer  goods  divi- 
sion, Motorola  Inc.,  Chicago. 

•  Ralph  M.  Spang,  formerly  general 
manager  of  Hotpoint  Co.'s  home  laun- 
dry department,  to  Zenith  Radio  Co., 
Chicago,  as  comptroller. 

•  Rocco  R.  Reale,  assistant  manufac- 
turing manager  industrial  electronics 
division,  Allen  B.  DuMont  Labs,  Clif- 
ton, N.J.,  appointed  manufacturing 
manager.  Kenneth  F.  Petersen,  man- 
ager of  industrial  television  department, 
DuMont  Labs,  named  marketing  man- 
ager of  industrial  electronics  division. 

•  David  B.  Tolins,  advertising  super- 
visor of  Sylvania  Electronic  Tubes  since 
1956,  appointed  to  newly-created  post 
of  advertising  and  sales  promotion  man- 
ager of  semiconductor  division,  Syl- 
vania Electric  Products  Inc.,  Woburn, 
Mass. 

•  Dale  A.  Schonmeyer  appointed  ad- 
vertising and  sales  promotion  manager 
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of  Dage  Television  Div.,  Thompson 
Ramo  Wooldridge  Inc.,  Michigan  City, 
Ind. 

•  W.  Walter  Watts,  group  executive 
vp,  RCA,  elected  director  of  Electro- 
graphic  Corp.,  N.Y.,  electrotyping  and 
art  service. 

•  Robert  E.  Svoboda,  general  man- 
ager of  Amphenol  Distributor  Div., 
Amphenol-Borg,  Chicago,  elected  presi- 
dent of  Assn.  of  Electronic  Parts  & 
Equipment  Mfrs.  He  succeeds  Helen 
Staniland  Quam,  Quam-Nichols  Co., 
Chicago.  Other  elections:  Irving  Ross- 
man,  president  of  Pentron  Inc.,  Chi- 
cago, first  vp;  Warren  Stuart,  Belden 
Mfg.,  Chicago,  second  vp;  Kenneth 
Hathaway,  Ward  Leonard,  Chicago, 
treasurer,  and  Kenneth  C.  Prince, 
executive  secretary. 

•  Dr.  Irving  Wolff,  vp,  research, 
RCA  Labs,  appointed  chairman  of 
RCA  education  committee,  succeeding 
Dr.  Charles  B.  Jolliffe,  RCA  vp 
and  technical  director. 

•  Hugh  A.  Young,  formerly  of  Pack- 
ard-Bell Electronics  Corp.,  L.A.,  ap- 
pointed west  coast  technical  marketing 
consultant  for  Hallicrafters  Co.,  Chi- 
cago. 

•  Gene  Edwards,  manager  of  broad- 
cast transmitter  sales,  Gates  Radio  Co., 
subsidiary  of  Harris-Intertype  Corp., 
Quincy,  111.,  promoted  to  sales  engi- 
neering manager;  Edward  J.  Wilder, 
assistant  to  sales  manager,  to  western 
regional  sales  manager,  and  Robert 
W.  Kuhl,  sales  operations  manager,  to 
government  contracts  manager. 

•  Max  Schneiderman,  formerly  senior 
project  engineer  of  DuMont  Labs, 
named  manager  of  engineering,  oscillo- 
scope division,  Electronic  Tube  Corp., 
Phila.  Richard  T.  Rude,  formerly 
chief  engineer  of  instrument  division, 
to  engineering  manager  of  ETC's  spe- 
cial products  division. 

•  Daniel  Echo,  assistant  sales  man- 
ager of  industrial  tubes,  DuMont  Labs, 
Clifton,  N.J.,  promoted  to  manager  of 
industrial  tubes  sales  department. 

•  Donald  R.  Lea,  formerly  of  Comp- 
ton  Adv.,  named  marketing  director, 
electronic  components  division,  The 
Deutsch  Co.,  LA. 

Allied  Fields 

•  Joseph  R.  Rastatter,  formerly  di- 
rector of  public  relations,  Television 
Bureau  of  Advertising,  named  execu- 
tive associate  of  Irving  P.  Krick  Assoc., 
N.Y.,  public  relations  firm. 

•  Abby  Rand  and  Peggy  Walters, 
account  executive  and  office  manager, 
respectively  Rogers  &  Cowan,  N.Y., 
have  joined  Joe  Wolhandler  Assoc., 
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"More  people  listen  to  the  6  PM 
News  on  WCKY  than  to  any 
other  station  in  Cincinnati — 699,- 
500  people." 


CORRECTION 

Si^e~^i~^ed  this  ad 
the   Jan. -Feb.  N.elsen 
shows  a  36%  increase ,  « 
audience loHhe  WCKY  6 

PM  News.  The  new  figure 

is  953,600. 


We  didn't  say  it — Nielsen  did  in 
the  November-December  1958  re- 
port. We've  always  known  that 
Cincinnati  depends  on  WCKY 
for  news  because  WCKY  is  first 
and  fast.  Whenever  news  breaks, 
WCKY  is  there  with  news  tapes 
and  on-the-spot  broadcasts  with 
the  WCKY  Newsmobile.  If  it's 
news,  it's  heard  first  on  WCKY, 
and  Cincinnati  knows  it! 

.  .  .  Your  sales  can  make  news 
too.  Call  Tom  Welstead  at 
WCKY's  New  York  Office,  or 
AM  Radio  Sales  in  Chicago  and 
on  the  West  Coast.  They'll  tell 
you  about  the  sales-power  of 
WCKY's  News— 33  times  daily. 


WCKY 

50,000  WATTS 
OF  SELLING  POWER 


Cincinnati,  Ohio 


N.Y.,  public  relations  firm.  Miss  Rand 
becomes  head  of  tv  department  and 
Miss  Walters  is  office  manager. 

»  Mary  E.  Paul,  formerly  director  of 
research  of  WCCO-AM-TV  Minne- 
apolis, to  Charles  Harriman  Smith,  that 
city,  tv-radio  research  consultant,  as 
associate. 

•  John  Mine,  Associated  Press  radio 
editor  in  Baltimore,  Md.,  transferred  to 
AP  radio  department  in  New  York. 

•  Thomas  J.  Brophy,  associate  direc- 
tor of  New  York  U's  office  of  radio-tv 
since  1954,  appointed  director. 


International 

•  Harold  Robertson  Carson,  64, 
president  of  All-Canada  Radio  &  Tele- 
vision Ltd.,  Calgary,  Alta.,  largest  Ca- 
nadian station  representative  firm,  and 
vp  of  Taylor,  Pearson  &  Carson  Ltd., 
large  shareholders  in  group  of  Canadian 
radio  and  television  stations,  died 
March  17  in  St.  Paul,  Minn.,  while  en- 
route  to  Florida.  Mr.  Carson  had  been 
in  broadcasting  for  more  than  30  years, 
operating  stations  in  western  Canada 
including  CFAC  Calgary,  Alta.;  CJCA 
Edmonton,  Alta.;  CJOC  and  CJLH-TV 
Lethbridge,  Alta.;  CKWX  Vancouver, 
B.C.;  and  CKOC  Hamilton,  Ont.  He 


was  also  president  of  Quality  Records 
Ltd.,  Toronto,  Ont. 

•  George  G.  Gallagher,  sales  man- 
ager of  CJGX  Yorkton,  Sask.,  pro- 
moted to  manager. 

•  Jack  Henderson  appointed  manager 
of  CKDM  Dauphin,  Man.,  with  Gary 
Kirton,  production  manager,  and 
Martha  Fidler  as  national  sales  man- 
ager. 

•  Peter  V.  Lorne,  assistant  managing 
director,  McCann-Erickson  Advertising 
Ltd.,  London,  named  managing  direc- 
tor. He  succeeds  William  E.  Mc- 
Keachie,  who  continues  as  chairman. 
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IRE  SHOWS  NEWEST  AND  LATEST 


Advances  in  technical  wizardry  showcased 
for  more  than  60,000  convention  delegates 


Engineers  last  week  were  brought  up 
to  date  with  the  latest  in  broadcast 
research. 

The  "school"  was  the  Institute  of 
Radio  Engineers'  annual  convention- 
exhibit  which  drew  some  60,000  engi- 
neers to  New  York.  For  most  elec- 
tronics scientists,  however,  information 
at  IRE  was  designed  to  keep  in  tune 
with  the  space  age. 

Coming  in  the  aftermath  of  the  NAB 
Convention,  IRE  events  geared  to  in- 
dustrial and  military  applications  could 
provide  few  new  broadcast  develop- 
ments of  "revolutionary"  or  immediate 
character. 

But  inevitably  some  of  the  electronics 
advances  talked  about  or  shown  at  IRE 
will  be  applied  to  commercial  broad- 
casting. 

Some  of  the  Technical  Papers  •  On 

Tuesday  (March  24)  R.D.  Thompson, 
RCA  Labs,  spoke  on  fm  carrier  tech- 
niques used  in  RCA's  color  tv  tape  re- 
corder; J.R.  Popkin-Clurman  and  F. 
Davidoff  of  Telechrome  Mfg.  explained 
a  new  device — a  deleter-adder  unit — 
that  automatically  permits  any  vertical 
interval  test  signal  being  broadcast  simu- 
taneously  with  a  program  to  be  deleted 
and  a  new  test  signal  added,  and  Wil- 
liam Barnhart  of  Ampex  Corp.  told  of 
an  "Electro-Servo"  control  system  for 
correcting  rotational  errors  in  magnetic 
tape  recording. 

Two  other  papers  at  that  session:  by 
RCA  scientists  J.W.  Wentworth,  C.R. 
Monro  and  A.C.  Luther  Jr.  on  transis- 
torized video  switching  (remote  control 
switching  system  shown  at  NAB)  and 
by  RCA's  H.J.  Paz  on  the  use  of  trans- 
istors in  power  amplifiers  and  as  a  way 


to  low  distortion. 

Another  session  that  day  included  a 
paper  by  William  L.  Hughes,  research- 
er at  Iowa  State  College,  on  a  method 
of  making  major  simplifications  in  color 
tv  live  cameras  by  cutting  the  number 
of  tubes  from  three  to  two. 

Mr.  Hughes  during  the  week  ap- 
peared at  a  news  conference  to  elab- 
orate on  his  studies  of  color  redundancy 
field  by  field.  Implications  of  his  work, 
he  thought,  are:  current  color  tv  pickup 
and  recording  may  be  more  difficult  to 
operate  and  more  unstable  in  practice 
than  need  to  be;  this  also  is  apparent 
in  the  transmission  of  color  signals  over 
long  microwave,  and  adoption  of  field 
by  field  redundancy  could  be  compati- 
ble with  current  black  and  white. 

This  summer  he  expects  to  work 
with  two  additional  projects:  a  two- 
image  orthicon  color  camera,  and  an 
attempt  to  convert  a  monochrome 
camera  with  a  vidicon  on  the  side. 

Two  TASO  committee  papers  were 
delivered:  CM.  Braum  (Joint  Council 
of  Educational  Tv,  Washington)  and 
Mr.  Hughes  on  the  correlation  of  pic- 
ture quality  and  strength,  and  another 
on  forecasting  tv  service  fields  (Alfred 
H.  LaGrone,  U.  of  Texas).  (Results  of 
uhf  and  vhf  measurements  as  reported 
by  the  Television  Allocations  Study 
Organization  were  detailed  in  Broad- 
casting, March  16.) 

A  new  wireless  microphone  for  tv 
broadcasting  was  discussed  by  Peter  K. 
Onnigian,  KBET-TV  Sacramento,  Calif. 
The  microphone  is  transistorized,  uses 
wide-band  fm  and  has  no  external,  sep- 
arate antenna.  It  weighs  less  than  15 
ounces  with  batteries  and  approximates 


the  size  of  a  package  of  king-size  ciga- 
rettes. 

F.  Cecil  Grace,  Visual  Electronics 
Corp.,  explained  an  electronic  system 
for  automatic  program  switching  in  a 
tv  station  master  control  room  with 
changes  or  corrections  permissible  on 
any  stored  event  at  any  time.  The  auto- 
mation uses  beam  switching  tubes  with 
shift  register  circuitry. 

Other  sessions  dealt  with  scatter  sys- 
tem communication,  propagation  and 
antennas,  microwave  theory  and  tech- 
niques and  "communication  engineer- 
ing" (microwave  systems),  all  of  gen- 
eral interest  to  broadcasters  and  holding 
forth  developmental  research  gains. 

New  Machines,  Techniques  •  During 
convention  week,  EMI  Electronics  Ltd., 
England,  held  a  news  conference  draw- 
ing attention  to  its  representation  in  the 
U.S.  via  H.L.  Hoffman  Co.  of  West- 
bury,  N.Y.,  and  disclosing  plans  to  sell 
$30  mill  inn  worth  of  equipment  in  the 
U.S.  within  the  next  five  years.  Dis- 
played at  the  Hoffman  suite  in  the 
Henry  Hudson  Hotel  were  representa- 
tive products  of  EMI  including  kly- 
strons, orthicons  and  vidicons  among 
others  in  the  tube  line,  and  microwave 
devices  for  measuring  wave  lengths, 
radio  broadcast  systems  and  tv  and 
microwave  relay  systems. 

RCA  exhibitors  had  a  simultaneous 
showing  of  black-and-white  and  color 
pictures  in  a  split-screen  technique  to 
point  up  visually  how  color  adds  to 
viewing  pleasure.  There  is  no  definite 
plan  to  utilize  the  technique  in  com- 
mercial telecasting. 

A  prominent  scientist.  Dr.  Vladimir 
K.  Zworykin,  who  heads  the  Medical 
Electronics  Center  at  Rockefeller  Insti- 
tute and  who  is  an  honorary  vice  presi- 
dent of  RCA  Labs,  had  a  spotlight 
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Etv  feedback 

Television  for  teaching  is  a 
success,  but  it's  only  a  small  step 
toward  the  educator's  electronic 
future,  it  was  agreed  Wednesday 
(March  25)  by  participants  in  a 
symposium  sponsored  by  the 
Institute  of  Radio  Engineers'  Pro- 
fessional Group  on  Education.  A 
group  of  psychologists  and  elec- 
tronic engineers  meeting  at  the 
Waldorf-Astoria  Hotel  in  New 
York  discussed  the  use  of  "teach- 
ing machines"  which  may  speed 
learning  processes  by  several 
times  and  improve  or  even  re- 
place textbooks. 

The  clue  to  fast  and  correct 
learning  is  rapid  back-and-forth 
interchange  between  student  and 
teacher,  it  was  pointed  out,  a 
method  which  in  electronics  is 
called  "feedback."  The  group  en- 
visioned the  use  of  electronic  ap- 
paratus to  speed  up  feedback  in 
the  classroom.  The  ultimate  step, 
a  spokesman  said,  is  the  home  or 
library  use  of  teaching  machines 
with  feedback.  While  such  ma- 
chines may  or  may  not  be  elec- 
tronic, electronic  techniques  seem 
to  fit  in  naturally  with  the  re- 
quirements. Chairman  of  the  IRE 
Symposium  was  Dr.  F.E.  Terman, 
provost  of  Stanford  U.,  radio  en- 
gineering educator  and  textbook 
writer. 


position  on  the  IRE  program,  speaking 
Tuesday  on  advances  in  the  field  of 
medical  electronics  and  appearing  at  a 
news  conference  Monday  at  the  Coli- 
seum. 

Stereo  sound  reproduction  was  on 
the  program  this  year,  and  included 
attention  to  multitrack  magnetic  tape 
recording,  playbacks  of  stereo  and  de- 
velopments on  stereo  components. 

Among  the  exhibitors  and  announce- 
ments: Telechrome  Mfg.  Corp.  showed 
its  electronic  wipe  system;  Allen  B. 
DuMont  Labs,  its  new  "Storjtron,"  a 
memory  tube  to  store  transient  events; 
General  Electric,  its  new  high  current 
silicon  controlled  rectifiers  (can  be  ap- 
plied to  tv  studio  and  theatre  lighting 
panels)  and  its  developmental  ceramic 
receiving  tubes;  Dage  Tv  Div.  of 
Thompson  Ramo  Wooldridge,  its  dial 
tv  system  for  closed  circuit,  and  an 
automatic  tv  camera  that  is  free  of 
operating  controls. 

Also,  Corning  Glass  Works  intro- 
duced its  film  type  resistor;  Magnetic 
Amplifiers  Inc.  of  New  York,  predicted 
the  magnetic  amplifier  industry  would 
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approach  the  $2  billion  sales  mark  be- 
fore end  of  the  next  decade  (now  at 
$125  million  level);  Sylvania  Electric 
Products  highlighted  its  new  "Sarong" 
cathode  coating  to  electron  tubes. 

The  affinity  of  IRE  conventioneers 
for  space  was  dramatized  at  the  opening 
when  the  sun-powered  radio  signal  from 
the  year-old  Vanguard  I  triggered  off 
a  cutting  device  to  sever  a  symbolic 
two-inch  ribbon  of  plastic  tv  tape 
stretched  across  the  entrance  to  the 
Coliseum. 

Two  General  Electric 
departments  combine 

General  Electric  Co.'s  Technical 
Products  Dept.,  (manufacturer  of 
broadcast  equipment),  Syracuse,  N.Y., 
will  combine  Wednesday  (April  1 )  with 
GE's  Communication  Products  Dept., 
(two-way  mobile  radio,  microwave  and 
power  line  equipment),  Lynchburg, 
Va.  The  combined  department  will  be 
under  the  Communication  Products 
Dept.  banner. 

It  is  expected  that  activities  of  the 
former  Technical  Products  Dept.  will 
continue  to  be  at  Electronics  Park, 
Syracuse.  No  significant  staff  changes 
are  anticipated.  Harrison  Vanaken  con- 
tinues as  general  manager  of  the  now- 
expanded  Communication  Products 
Dept.  William  J.  Morlock,  general  man- 
ager. Technical  Products  Dept.,  has 
been  named  consulting  engineer. 

Color  growth  cited 
by  RCA  executive 

The  outlook  for  color  television  set 
sales  is  brightening  as  the  public  "enthu- 
siasm and  excitement"  grows,  Charles 
M.  Odorizzi,  RCA  group  executive  vice 
president,  declared  last  week  in  Bloom- 
ington,  Ind.  Mr.  Odorizzi  spoke  at  spe- 
cial ceremonies  hailing  Bloomington  as 
"the  color  television  capital  of  the 
world,"  commemorating  the  production 
of  the  first  compatible  color  tv  set  there 
five  years  ago  by  RCA.  He  attributed 
the  growing  interest  in  color  and  in- 
creasing sales  to  the  demand  for  sets 
in  the  intermediate  price  ranges;  the 
sharp  reductions  in  the  cost  of  service 
contracts,  growing  out  of  design  and 
engineering  improvements,  and  the  in- 
crease in  color  programming  by  NBC. 

Mr.  Odorizzi  noted  that  although 
black-and-white  receiver  sales  were  off 
20%  in  1958  because  of  the  recession, 
color  set  sales  gained  "materially  over 
the  previous  year  and  were  the  high- 
est ever."  He  said  that  in  1959  RCA 
expected  to  "set  a  record"  for  color 
receiver  sales. 


— HOWARD  E.  STARK, 


Brokers  and  Financial 
Consultants 

Television  Stations 
Radio  Stations 

50  East  58th  Street 
New  York  22,  N.  Y.  ELdorado  5-0405 


MADISON  AT  52ND 
Famous  dining  in  the 
Berkshire  Restaurant 
and  Bar  Lounge 


MEANS  BUSINESS 

In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated 
Business  Publications 


AUTOMATION  FOR  RADIO-TV 

Engineering  and  equipment  advances  seen 


"Get  modern."  That  was  the  message 
given  in  Dutch  uncle  language  to  radio 
broadcasters  at  the  NAB  convention 
by  NAB  engineering  manager  A.  Prose 
Walker  a  fortnight  ago  in  Chicago 
(Broadcasting,  March  23). 

Mr.  Walker,  who  has  led  the  trade 
association's  campaign  for  more  use  of 
automatic  and  remote  control  opera- 
tion of  radio  stations,  told  the  engineers 
at  the  last  session  of  the  engineering 
conference  that  without  up-to-date  basic 
equipment,  automatic  equipment  can- 
not be  used  properly. 

The  NAB  chief  engineer  stressed  that 
the  basic  stability  of  transmitters  and 
antennas  is  the  key  to  the  successful 
use  of  automation  in  station  operation. 

Automatic  operation  for  radio  sta- 
tions has  become  a  normal  way  of  life 
in  broadcasting,  Mr.  Walker  said.  To 
be  used  effectively,  it  must  be  founded 
on  modern,  basic  gear.  The  automation 
extends  from  studio  to  transmitter  and 
antenna,  Mr.  Walker  reminded  his 
listeners,  pointing  to  such  equipment  as 
a  complete  automatic  programmer  set- 
ting up  studio  program  operation  for 
up  to  24  hours,  and  the  remote  trans- 
mitter control  apparatus  which  permits 


sign-on  and  sign-off  without  the  re- 
quirement for  having  a  first  class  engi- 
neer physically  present  at  the  trans- 
mitter or  antenna. 

Automation  for  Tv  •  In  addition  to 
what  has  now  become  commonplace 
radio  automatic  devices,  NAB  attendees 
also  saw  three  major  offerings  in  the  tv 
field. 

\/RCA  showed  an  automation 
switching  equipment  which  permits  10 
events  to  be  set  by  push-button  con- 
trol, with  up  to  15  minutes  and  59 
seconds  for  each  event.  Designed  to 
overcome  tv  station  "panic"  periods, 
the  equipment  provides  for  operator 
"readout"  and  the  ability  to  make  last 
minute  changes.  The  entire  sequence 
is  started  by  the  operator  pushing  a 
start  button.  The  equipment  is  designed 
for  production  this  fall,  and  bears  a 
price  tag  of  $18,000.  Similar  gear, 
capable  of  handling  up  to  25  events 
will  also  be  available. 

■y7  Visual  Electronics  Corp.  showed 
a  program  automation  system  unitized 
in  segments  up  to  12  which  can  be  used 
for  complete  program  control  on  a  sta- 
tion break  basis  or  as  a  full  program 
robot.  The  information  on  programs, 
time  and  functions  can  be  fed  to  the 
computer-like  machine  manually  or 
through  tape  or  punch  cards.  The  data 
is  fed  into  the  machine  from  the  bottom 
up.  It  can  be  utilized  on  a  timed  or  un- 
timed  basis.  Visual  Electronics  stressed 
the  extreme  versatility  and  stability  of 
its  apparatus.  Price  on  the  program 
automation  system  complete  is  $18,000. 

y/  GE  repeated  its  showing  of  its 
automatic  programmer  which,  through 
the  use  of  punched  tape,  times  and  con- 
trols the  switching  of  film,  slides,  audio 
tape  turntables  and  network  sources. 
The  GE  automatic  programmer  sells  for 
$5,250. 

A  report  on  NBC's  automation  of  its 
Washington  WRC-TV  outlet,  which 
moved  into  its  new  plant  nine  months 
ago,  was  delivered  at  the  engineering 
conference  by  Robert  W.  Byloff,  NBC 
project  planning  manager. 

Mr.  Byloff  said  that  the  automation 
equipment  has  been  working  every  day 
for  about  nine  months  without  a  single 
failure.  The  system,  a  dual  installation 
constructed  as  an  integral  part  of  the 
WRC-TV  plant,  uses  punched  tape.  It 
also  provides  for  corrections  and  man- 
ual operation.  It  can  be  set  to  operate 
on  a  three-fold  basis:  "events  only," 
"approximate  time,"  or  "real  time." 

•  Technical  topics 

•  Philco  Corp.,  Philadelphia,  reports 
1958  sales  of  $351,093,000.  The  figure 


for  1957  was  $372,629,000.  The  6% 
sales  decrease  was  said  to  reflect  last 
year's  recession.  Sales  for  the  last  half 
of  1958  were  7%  above  the  1957 
period,  while  sales  for  the  first  half 
were  19%  below  the  same  1957  figure. 

•  Bendix  Aviation  Corp.,  Detroit,  has 
announced  the  acquisition  of  the  busi- 
ness and  most  of  the  property  and  as- 
sets of  M.C.  Jones  Electronics  Co.. 
Bristol,  Mass.  The  purchase,  said  Ben- 
dix President  Malcolm  P.  Ferguson, 
"continues  the  Bendix  policy  of  diversi- 
fication and  expansion  in  electronics." 
The  Jones  Co.  produces  test  equipment 
for  monitoring  coaxial  transmission 
lines  which  is  used  by  stations,  net- 
works, armed  forces'  guided  missile 
programs  and  research  laboratories. 

•  For  the  telecaster  who  wants  to  be 
able  to  do  everything,  RCA  is  offering 
a  system  which  provides  155  special 
effects  for  tv  production,  ranging  from 
wipes,  dissolves  to  inserts,  overlays,  etc. 
in  a  dozen  different  shapes  and  forms. 
An  all-electronic  unit,  the  basic  appa- 
ratus sells  for  $5,000  and  provides  88 
different  effects.  An  accessory  package 
containing  67  additional  effects  sells  for 
$500.  Each  of  the  patterns  is  pro- 
grammed by  the  insertion  of  a  plastic 
"card"  which  contains  information  tell- 
ing the  rack  of  special  circuits  what  to 
do.  The  speed  of  the  effect  is  controlled 
by  a  manual  switch. 

•  Sylvania  goes  into  pilot  production 
this  month  on  a  small-scale  closed- 
circuit  television  system.  Expected  to 
be  priced  "well  below  most  custom- 
designed  systems,"  its  vidicon-type 
camera  weighs  15  pounds,  requires  no 
special  lighting  and  will  operate  over 
chs.  2-6  on  standard  receivers. 

•  General  Electric's  communication 
products  department,  Lynchburg,  Va., 
has  published  a  bulletin  describing  the 
new  6  kmc  line  of  GE  microwave.  The 
equipment  features  capacity  up  to  120 
channels,  time  or  frequency  division 
multiplexing,  passive  bridging,  plug-in 
units  and  Klystron  tubes. 

•  Television  Mat  Service  Corp.,  N.Y., 
has  patented  a  tv  slide  mount  able  to 
contain  two  pieces  of  film.  Thus,  on  a 
single  slide  mat  local  information,  re- 
garding dealer  or  station,  can  be  super- 
imposed on  a  national  advertiser's  art. 

•  General  Electric  Co.'s  Technical 
Products  Dept.,  Syracuse,  N.Y.,  has  in- 
troduced a  monthly  lease  plan  for  tv 
studio  equipment.  Broadcasters  may 
rent  modern  equipment  for  five  years 
on  a  monthly  basis.  No  outside  loan 
companies  are  involved  in  the  lease  of 
the  equipment  which  has  a  minimum 
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value  of  $5,000.  Stations  may  replace 
rented  equipment  with  new  gear  as  it 
becomes  available. 

•  Granco  Products  Inc.  (fm,  stereo- 
phonic, hi-fi,  radio  receivers  and  record 
playing  equipment),  Long  Island  City, 
N.Y.,  has  introduced  an  am-fm 
"matched  twins"  stereophonic  radio 
unit.  The  radio  twin  (fm  receiver  and 
am  set)  is  equipped  with  Granco's 
patented  coaxial  tuning  that,  the  com- 
pany says,  provides  static-free,  drift- 
free  reception,  either  alone  or  on  the 
same  program  with  the  am  set.  Price: 
about  $60  for  both  units. 

•  Permafilm  Inc.,  N.Y.,  is  introducing 
the  "Perma-New"  scratch  removal  sys- 
tem, which  is  said  to  work  without 
grinding  down  the  film.  Emulsion  and 
base  are  claimed  to  be  free  of  flam- 
mable lacquer  and  acetone. 

•  An  agreement  between  Reeves  Sound- 
craft  Corp.,  Danbury,  Conn.,  and 
Cousino  Inc.,  Toledo,  Ohio,  provides 
for  manufacture  of  Soundcraft's  dou- 
ble-coated magnetic  tape  with  Cousino's 
patented  lubrication  process.  A  Sound- 
craft  spokesman  said  that  his  com- 
pany's continuous-loop  cartridge  tape 
with  Cousino  lubrication  is  virtually 
free  of  friction  and  can  perform  for 
years  with  "no  noticeable  deprecia- 
tion." 

•  Hughey  &  Phillips  Inc.,  Burbank, 
Calif.,  announces  a  new  tower  light- 
ing isolation  transformer.  Available  in 
three  load  capacities— 750,  1750  and 
3,500  w — the  transformers  are  designed 
to  provide  power  across  the  base  in- 
sulator of  a  radiator.  For  further  in- 
formation write  for  bulletin  HPS- 152, 
Hughey  &  Phillips  Inc.,  3200  N.  Sari 
Fernando  Rd.,  Burbank,  Calif. 


verted  from  ^-inch  to  ^-inch  tape; 
Model  SI,  stereo  disc  cutting  head,  and 
Model  RM-3,  multiplex  receiver  de- 
signed for  background  music  service 
with  "improved"  circuitry.  For  further 
information,  write  Wolcott  &  Assoc., 
public  relations  counsel,  420  Lexing- 
ton Ave.,  New  York  17,  N.Y. 

•  Admiral  Corp.,  Chicago,  reports  con- 
solidated net  sales  of  $170,777,126  and 
consolidated  net  income  (after  taxes) 
of  $1,375,017  (or  $0.58  per  share  on 
2,372,476  shares  currently  outstanding) 
in  1958.  Figures  compare  with  $172  - 
663,167  and  $965,067  ($0.41  a  share), 
respectively,  for  previous  year.  Largest 
loss  affecting  earnings  ($905,782  after 
taxes)  was  that  incurred  by  electronics 
manufacturer's  plastic  division,  discon- 
tinued last  year,  and  on  sale  of  its  plant 
and  equipment. 

•Raytheon  Mfg.  Co.,  Waltham,  Mass., 
is  to  construct  a  building  in  Norwood, 
Mass.,  to  house  its  Equipment  and 
Systems  Div.  The  structure  will  be  on 
a  16-acre  site  at  Route  1  and  Sumner 
St.  The  plant  will  employ  about  500 
starting  this  fall. 

•  Minnesota  Mining  &  Mfg.  Co.  plans 
to  construct  a  1  million  sq.  ft.  magnetic 
products  plant  at  Freehold,  N.  J.  3M 
hopes  to  start  production  from  the 
building  in  late  1960.  The  new  plant, 
expected  to  increase  the  company's 
magnetic  tape  production  by  150%, 
will  be  adjacent  to  3M's  Irvington  Div 
plant. 


•  Ampex  Audio  Inc.,  Sunnyvale,  Calif., 
makers  of  magnetic  tape  recorders  and 
stereophonic  accessory  kits,  announces 
two  additions:  a  stereo  microphone  kit 
#880,  retail  priced  at  $69.95,  and  a 
stereo  headset  kit  #881,  retail  priced  at 
$55.95.  The  microphone  kit  contains 
two  microphones  with  on-off  shorting 
switch,  detachable  8-foot  cable  and 
standard  2-conductor  plug.  The  head- 
set kit  contains  pair  of  headband- 
mounted  miniature  speakers  with  ear- 
pieces, 5-foot  cable  ending  in  standard 
3 -conductor  plug  and  a  junction  box 
with  a  12-foot  extension  and  twin  out- 
lets for  a  second  stereo  headset  if  de- 
sired. 

•  Bogen-Presto  Co.,  Paramus,  N.J., 
division  of  The  Siegler  Corp.,  an- 
nounces three  new  pieces  of  equipment- 
Model  850,  a  stereophonic  tape  re- 
corder that  can  be  instantaneously  con- 
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•Amplifier  Corp.  of  America,  New 
York,  has  introduced  the  TransMagne- 
mite,  a  professional  transistorized  bat- 
tery-operated spring-motor  portable 
tape  recorder.  Among  TransMagne- 
mite's  mechanical  features:  modular 
plug-in  construction  in  which  the  com- 
plete basic  electronic  components  are 
contained  on  a  fibre-glass  epoxy  resin- 
filled  terminal  board  easily  removed  or 
inserted;  a  high-speed  rewind  which 
enables  900  ft.  of  tape  to  be  rewound 
in  about  1Y4  minutes.  Price:  $370- 
$505. 

•International  Telephone  and  Tele- 
graph Corp.  reports  consolidated  net 
income  for  1958  to  be  $26,600,168  or 
$1.85  per  share  on  the  new  stock,  split 
two-for-one  Feb.  5.  This  amounts  to 
a  19%  increase  over  the  previous  year 
when  the  figure  was  $22,412,814.  The 
ITT  board  of  directors  voted  to  raise 
the  annual  dividend  from  90  cents  to 
one  dollar  per  share,  with  the  initial 
25-cent  quarterly  dividend  payable 
April  15  to  stockholders  of  record  on 
March  20. 

•Dutrex  Industries  Inc.,  N.  Y.,  has 
been  granted  exclusive  sales  rights  to 
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DuMont  renewal-type  tv  picture  tubes, 
according  to  Joseph  P.  Gordon,  man- 
ager, Electronic  Tube  Div.,  Allen  B. 
DuMont  Labs,  Inc.  The  independent 
sales  agency  previously  received  all 
sales  rights  for  DuMont's  radio  re- 
ceiving tubes  for  the  renewal  market. 

•  RCA  has  published  a  color  tv  broad- 
casting manual  designed  for  use  in 
planning,  operating  and  maintaining  a 
color  station.  Entitled  "Color  Televi- 
sion" and  priced  at  $10,  it  is  for  RCA's 
training  programs  as  well  as  the  public. 

•  Gates  Radio  Co.,  Quincy,  111.,  an- 
nounces the  sales  of  its  model  FM-10A 
10  kw  f m  transmitter  to  WWJ  Detroit. 

•  Blonder-Tongue  Labs  Inc.,  Newark, 
N.J.,  has  introduced  AB-2  Broadband 
Tv  Amplifier,  antenna-mounted  booster. 
The  company  says  that  this  addition  to 
the  B-T  line  improves  picture  and 
sound  under  all  weak-signal  conditions. 
The  newly-developed  6DJ8  (frame  grid) 
tube  is  used  in  the  preamp  circuit. 

AB-2  features  all-channel  vhf  cir- 
cuitry; aluminum  weatherproof  case; 
swing-down  chassis;  remote  operation 
up  to  600  ft.  from  the  tv  receiver,  and 
new  300  ohm  "no-strip"  terminal  con- 
nections. Price  (AB-2  and  control  box): 
$54.95.  Catalog  available  from  B-T's 
Newark  sales  office. 

40  MILLION  MILES 
Broadcast  challenge 
deadlined  next  year 

The  U.S.  must  learn  how  to  main- 
tain communications  up  to  40  million 
miles  in  1960  and  to  hundreds  of  mil- 
lions of  miles  as  soon  thereafter  as  pos- 
sible, Dr.  T.  Keith  Glennan,  head  of 
the  National  Aeronautics  &  Space  Ad- 
ministration, told  delegates  to  the  Elec- 
tronic Industries  Assn.'s  spring  con- 
ference in  Washington  March  19. 

Dr.  Glennan  noted  that  the  Pioneer 
IV  payload.  launched  March  3,  sent 


back  data  until  it  had  gone  406,000 
miles  from  the  earth's  surface,  though 
weighing  only  13.4  pounds.  This  was 
some  32,000  miles  longer  than  the 
Russian  Lunik,  which  carried  an  ad- 
vertised payload  of  almost  800  pounds, 
he  said. 

The  NASA  head  said  the  use  of 
satellites  offers  the  possibility  of  a  so- 
lution to  the  growing  problem  of  world 
communications.  A  satellite  system 
with  almost  unlimited  bandwidth  could 
be  provided,  using  existing  microwave 
techniques,  and  television  which  re- 
quires the  equivalent  of  1,000  voice 
channels,  woald  find  great  utility  in 
this  feature,  he  said. 

"Passive"  Plan  •  He  said  NASA  plans 
to  launch  a  "passive"  system  communi- 
cations satellite  into  orbit  this  fall — a 
100-foot-diameter,  plastic,  aluminum- 
coated  sphere  weighing  150  pounds. 
Such  a  passive  satellite  carries  no  elec- 
tronic equipment,  the  transmitted 
energy  being  beamed  at  the  satellite 
which  will  reflect  the  energy  in  all 
directions.  Since  the  signals  will  be 
weak,  high  powered  transmitters  will  be 
needed  to  send  energy  to  the  sphere 
and  very  sensitive  receivers,  antennas 
and  tracking  equipment  will  be  needed 
to  pick  up  the  reflected  energy,  he  said. 
The  passive  satellite's  advantages  are 
that  since  it  carries  no  electronics,  it 
lends  itself  to  multiple,  "party-line" 
use,  and  since  it  carries  no  frequency 
determinants,  the  bandwidth  or  amount 
of  intelligence  carried  would  be  un- 
limited. Launching  of  two  more  of  these 
satellites  is  planned  in  1960. 

Another  type  of  satellite,  carrying 
both  receiver  and  antenna,  would  re- 
ceive signals  beamed  from  the  earth 
and  immediately  rebroadcast  them  on 
another  frequency.  If  put  in  orbit  at 
an  altitude  of  about  22,000  miles  its 
speed  would  cause  it  to  appear  to  be 
stationary  in  space  with  respect  to  a 
point  on  the  earth's  surface.  This  sys- 
tem, perhaps  further  in  the  future, 
would  permit  larger  fixed  antennas.  But 
there  are  difficult  engineering  problems, 


he  said,  among  them  a  method  for  pre- 
cise positioning  of  the  satellite  in  orbit 
and  for  supplying  power  to  its  receiver- 
transmitter  equipment  over  a  long 
period. 

Hammond  patents  plan 
for  oceanic  tv  relay 

A  method  of  using  the  ionosphere  to 
relay  tv  signals  across  oceans  on  a  de- 
layed basis  has  been  patented  by  radio- 
communications  inventor  John  Hays 
Hammond  Jr.  of  Gloucester,  Mass. 

Mr.  Hammond  said  his  method,  using 
radio  frequencies  in  the  10-30  mc  area, 
is  much  cheaper  than  microwave  link 
systems  or  cables.  He  said  the  system 
could  be  used  to  relay  tv  programs 
thousands  of  miles,  spanning  bodies  of 
water  and  mountainous  terrain. 

Mr.  Hammond's  method  is  to  trans- 
mit tv  programs  in  the  10-30  mc  area 
by  compressing  the  modulating-fre- 
quency  bandwidth  so  as  to  "limit  the 
fractional  bandwidth  of  the  radio  emis- 
sion to  practical  values."  If  the  same 
fractional  bandwidth  is  permitted  at  a 
lower  carrier-wave  frequency  as  in 
standard  tv  the  reduction  of  the  modu- 
lation system  would  have  to  be  in  the 
same  ratio  as  the  reduction  in  carrier 
wave  frequency,  and  this  reduction 
factor  might  be  no  more  than  2  to  3 
to  effect  a  "very  considerable"  increase 
in  range  of  transmission,  he  said. 

This  compression  of  the  modulation 
spectrum  necessarily  would  increase  the 
time  required  to  transmit  a  program  by 
the  same  factor,  he  said.  Mr.  Ham- 
mond's plan  is  to  multiplex  two  halves 
of  a  one-hour  program  or  two  separate 
programs  simultaneously  to  keep  up  a 
regular  schedule. 

His  steps  would  be  ( 1 )  record  video, 
synchronization  and  audio  on  magnetic 
tape  at  normal  speed;  (2)  run  the  tape 
at  a  fraction  of  normal  speed  with 
the  video  and  synchronization  signals 
only  used  to  modulate  a  multiplex  trans- 
mitter having  a  lower  frequency  than 
that  required  for  direct  tv  broadcasts 
(other  channels  of  the  frequency  would 
be  transmitting  simultaneously  the  sig- 
nals for  additional  transmitters);  (3) 
receive  at  a  distant  station  the  two  or 
more  compressed  signals,  separately  de- 
rived from  multiplex  channels,  and  re- 
cord them  on  tapes  driven  at  a  fraction- 
al speed;  (4)  run  tapes  at  normal  speed 
to  modulate  in  the  usual  way  a  tv  trans- 
mitter for  local  broadcast. 

Audio  signals  recorded  and  com- 
pressed in  step  No.  1  would  be  trans- 
mitted to  distant  stations  by  wire  or 
other  radio  channels  and  recorded  on 
the  final  tape  in  step  No.  4  in  the  proper 
time  relation  to  video  signals,  Mr.  Ham- 
mond said.  Since  the  compressed  audio 
band  is  very  small  in  relation  to  the 
video  band  it  offers  no  difficulty,  he  said. 
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FANFARE 


Air  attack  •  KHJ-TV  has  launched  a  new  offensive  to 
capture  the  viewer  between  shows.  Visual  and  aural 
copy  for  all  ID's,  station  breaks  and  program  introduc- 
tions have  been  revamped.  In  the  sequence  here,  move- 
ment is  added  to  a  still  technique  by  using  slides  in 
series.  The  dancers,  KHJ-TV's  new  air  symbol,  move  in 
and  out  of  a  screen  within  a  screen.  Audio  behind  this 
and  other  promotional  art  is  a  series  of  "upbeat"  jingles, 
sung  to  orchestrated  accompaniment  and  voicing  KHJ- 
TV's  program  appeal  to  youthful  viewers. 

KHJ-TV  has  its  new  battery  of  29  recorded  jingles, 
promotional  and  program  introductions  lined  up  on 
MacKenzie  selective  program  repeaters  (Broadcasting, 


March  2)  for  use  at  the  touch  of  a  button.  (KHJ  Los 
Angeles,  radio  affiliate  of  KHJ-TV,  also  is-  using  a  bank 
of  MacKenzie  machines  for  its  own  new  promotional 
series.) 

The  KHJ-TV  push  is  designed  to  accentuate  the  sta- 
tion personality  already  established  in  programming. 
Vice  president-general  manager  John  T.  Reynolds  ex- 
plains: "Television  in  the  past  decade  has  advanced 
tremendously  in  programming,  but  the  on-air  program 
and  station  promotion  has  stayed  right  where  it  was:  a 
static  slide  announcing  that  Joe  Blow  will  be  on  at  eight 
tonight.  ...  We  decided  to  get  out  of  that  well-worn 
rut." 


'Roll  them  bones'  robot 

Automation  has  invaded  the  ancient 
and  honorable  game  of  dice-throwing. 
At  the  NAB  convention  in  Chicago, 
TelePrompTer  Corp.,  N.Y.,  sponsored  a 
game  of  electronic  galloping  dominoes 
on  TeleMation  control  units.  Stacks  of 
punchcards  were  shuffled  and  fed  into  a 
unit.  As  each  card  went  through  the 
TeleMation  unit,  it  simulated  a  roll  of 
the  dice. 

A  1959  Studebaker  Lark,  offered  as 
first  prize  in  the  TelePromTer  promo- 
tion, went  to  Norman  Heffron,  program 
director  of  KOTA-TV  Rapid  City,  S.D. 
TeleMation,  developed  for  use  in  live 
and  closed-circuit  tv,  is  an  "electronic 
stage  manager"  which  automatically 
cues  in  a  variety  of  stage  effects. 

Statewide  play  for  WCCO 

The  Minnesota  high  school  basketball 
tournament  (March  16-21)  signaled  a 
long  schedule  of  special  promotions  by 
WCCO  Minneapolis.  Two  weeks  of  pre- 
liminary events,  with  bulletin  coverage 
of  32  district  basketball  games  and  re- 
gional tournaments,  kicked  off  the  sta- 
tion's campaign. 

On-site  broadcasts  from  all  regional 
games  by  the  WCCO  news  bureau  and 
sports  department  followed.  After  the 
games,  WCCO  produced  eight  special 
tape  programs  for  regional  winners, 
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each  tailored  for  playback  in  the  win- 
ners' hometowns.  These  programs  were 
the  center  of  pep  rallies  in  the  towns. 

An  awards  dinner  was  given  March 
21  by  WCCO  which  honored  120  high 
school  athletes  and  their  coaches.  Pre- 
ceding the  dinner  WCCO  broadcast  a 
four-hour  dance  party  for  the  thousands 
of  students  gathered  in  Minneapolis  for 
the  tournament. 

KLAD  and  the  lasses 

Promoters  at  KLAD  Klamath  Falls, 
Ore.,  sifted  through  some  1,500  entries 
in  the  first  of  six  weekly  contests  for 
station  slogans.    Their  pick:  "This  is 


KLAD — the  station  that  spends  more 
time  with  your  wife  than  you  do."  The 
author  got  a  week's  vacation  with 
spouse  in  Reno,  Nev. 

Birthday  decathlon 

WTVJ  (TV)  Miami,  Fla.,  made  sport 
of  its  10th  birthday  on  land,  sea  and  in 
the  air.  More  than  22,000  came  out  to 
a  water  show,  where  stars  of  the  Whirly- 
birds  series  flew  in  as  a  side  attraction. 
Some  of  the  marine  acts  were  televised. 
Other  events:  a  WTVJ  Anniversary 
Handicap  at  Gulfstream  Park  racetrack, 
feature  games  at  two  jai  alai  arenas  and 
main  races  named  for  WTVJ  at  two  dog 
tracks.  The  station  also  rounded  up  18 
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viewers  who  were  born  on  its  birthday 
10  years  ago  and  staged  a  studio  party. 

•  Drumbeats 

•  KBUC  Corona,  Calif.,  transmitted  a 
program  3,000  miles  to  Newark,  N.J., 
March  23.  The  program,  especially  for 
the  Newark  News  Radio  Club,  was 
broadcast  at  3:30  a.m.  EST.  KBUC  is 
on  1370  with  1  kw. 

•  KALL  Salt  Lake  City  stole  a  march 


on  spring  to  put  consumers  in  the 
mood  to  buy.  Beginning  March  9,  lis- 
teners were  asked  to  "swing  into  spring 
with  the  most  colorful  station  in  town" 
at  every  station  break  and  after  each 
record  in  disc  shows.  KALL  saw  re- 
sults in  local  sales  of  new  clothes. 

•  Many  of  the  public  officials  who 
taped  lOth-anniversary  congratulations 
for  WONE  Dayton,  Ohio,  singled  out 
a  civic  slogan  for  praise.  The  byword, 
"Dayton,  the  city  beautiful,"  was  written 


by  Ronald  B.  Woodyard,  president-gen- 
eral manager  of  WONE. 

•  A  weekly  half-hour  film  show  over 
KGW-TV  Portland,  Ore.,  called  Fishing 
&  Hunting  Hilites,  drew  8,000  pieces 
of  mail  during  February  with  a  fishing 
boat  contest. 

•  WCKR  Miami,  Fla.,  is  giving  the 
audience  a  chance  at  a  microphone. 
At  the  local  home  show  (March  20-April 
5)  the  station  booth  is  set  up  to  record 
visitors'  voices  and  play  them  back. 
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Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

March  19  through  March  25.  Includes  data  on  new  stations,  changes  in  exist- 
ing stations,  ownership  changes,  hearing  cases,  rules  &  standards  changes 
and  routine  roundup. 


Abbreviations: 

DA— directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency, ant. — antenna,  aur. — aural,  vis. — 
visual,  kw— kilowatts,  w — watt,  mc— mega- 
cycles. D — day.  N— night.  LS— local  sunset, 
mod.— modification,  trans— transmitter,  unl. 
—unlimited  hours,  kc— kilocycles.  SCA— sub- 
sidiary communications  authorization.  SSA 
—special  service  authorization.  STA— special 
temporary  authorization.  * — educ.  Ann. — 
Announced. 

Existing  Tv  Stations 

CALL  LETTERS  ASSIGNED 

WTOM-TV  Cheboygan,  Mich.— Midwest- 
ern Bcstg.  Co.  Ch.  4.  Changed  from  WBDG- 
TV. 

WPCA-TV  Camden,  N.J.— Young  Peoples 
Church  of  the  Air  Inc.  Ch.  17.  Changed  from 
WKDN-TV. 

WNED-TV  Buffalo,  N.Y.— Western  New 
York  Educational  Television  Assoc.  Inc.  Ch. 
17. 

KVNU-TV  Logan,  Utah— Cache  Valley 
Bcstg.  Co.  Ch.  12. 

New  Am  Stations 

APPLICATIONS 

Homer,  Alaska — Kenai  Peninsula  Radio 
Inc.  1370  kc.  1  kw.  P.O.  address  Homer, 
Alaska.  Estimated  construction  cost  $13,266, 
first  year  operating  cost  $27,000,  revenue 
$33,000.  Applicant  corporation  is  48%  owned 
by  Homal  Inc.  and  24%  owned  by  Radio 
Anchorage  Inc.  which  owns  KBYR  Anchor- 
age, and  is  majority  stockholder  in  KFRB 
Fairbanks,  both  Alaska.  Ann.  March  25. 

Placerville,  Calif.  —  Trans-Sierra  Radio 
1430  kc,  500  w  D.  P.O.  address  3715  College 


Ave.,  Sacramento.  Estimated  construction 
cost  $15,000,  first  year  operating  cost  $48,000, 
revenue  $60,000.  Sole  owner  John  Matranga, 
has  one-third  interest  in  KGMS-AM-FM 
Sacramento.  Ann.  March  25. 

Hartford,  Conn.— Berkshire  Bcstg.  Corp. 
1550  kc,  500  w  D.  P.O.  address  207  Main  St.. 
Danbury,  Conn.  Estimated  construction  cost 
$14,139,  first  year  operating  cost  $65,000,  rev- 
enue $70,000.  Applicant  is  licensee  WLAD 
Danbury.  Ann.  March  19. 

Blackshear,  Ga. — Collins  Corp.  of  Georgia 
1350  kc,  500  w  D.  P.O.  address  Box  454, 
Vidalia,  Ga.  Estimated  construction  cost 
$16,241,  first  year  operating  cost  $36,000, 
revenue  $40,000.  Applicants  are  F.  K.  Gra- 
ham (53%),  Richard  C.  James  Jr.  (30%), 
M.  F.  Brice  (2.6%)  and  seven  others.  Mr. 
Graham  is  half-owner  WYTH  Madison,  Ga., 
Mr.  Brice  is  half-owner  WVOP  Vidalia,  Ga. 
and  Mr.  James  is  wholesale  grocer.  Ann. 
March  20. 

Takoma  Park,  Md.  —  Greater  District 
Bcstg.  Co.  940  kc  10  kw  D.  P.O.  address  2212 
Walnut  St.,  Philadelphia  3.  Estimated  con- 
struction cost  $192,756,  first  year  operating 
cost  $126,480,  revenue  $174,720.  Applicant  is 
owned  by  Consolidated  Sun-Ray  Inc.  which 
also  owns  WPEN-AM-FM  Philadelphia  and 
is  awaiting  FCC  approval  for  purchase  of 
WSAI-AM-FM  Cincinnati  and  WALT 
Tampa,  Fla.  Ann.  March  19. 

Benson,  N.C. — George  G.  Beasley  1580  kc, 
1  kw  D.  P.O.  address  Route  2,  Mt.  Airy,  N.C. 
Estimated  construction  cost  $7,300,  first  year 
operating  cost  $22,000,  revenue  $34,000.  Mr. 
Beasley  is  high  school  instructor.  Ann. 
March  25. 

Clinton,  Tenn. — Mountain  Empire  Radio 
Co.  1460  kc,  500  w  D.  P.O.  address  Sylva, 
N.C.  Estimated  construction  cost  $14,562, 
first  year  operating  cost  $40,000,  revenue 
$60,000.  James  B.  Childress  (51%)  has  V4 
interest  in  WMSJ  Sylva,  N.C,  and  owns 
WKRK  Murphy  and  WKSK  West  Jefferson, 
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both  North  Carolina.  James  E.  Reed  (49%) 
is  retail  furniture  salesman.  Ann.  March  20. 

Belton,  Tex.— Belton  Bcstrs.  Inc.  940  kc, 
1  kw  D.  P.O.  address  Box  238,  Belton.  Esti- 
mated construction  cost  $30,971,  first  year 
operating  cost  $60,000,  revenue  $72,000. 
Principals  of  applicant  are  (20%  each) :  Roy 
Sanderford,  C.  V.  Griggs,  Oliver  Gould, 
Fred  H.  Guffy  and  Ray  Gibson.  Ann.  March 
25. 

Eagle  River,  Wis.— Eagle  River  Bcstg.  Co. 

950  kc.  1  kw  D.  P.O.  address  221  First  Ave., 
N.E.,  Oelwein,  Iowa.  Estimated  construction 
cost  $24,250,  first  year  operating  cost  $40,000, 
revenue  $55,000.  Equal  owners  are  Walter 
J.  Teich,  who  has  interest  in  KOEL  Oelwein, 
Iowa  and  Ken  S.  Gordon,  station  manager 
KDTH  Dubuque,  Iowa.  Ann.  March  23. 

Existing  Am  Stations 

APPLICATIONS 

KLAK  Lakewood,  Colo. — Cp  to  change 
power  from  1  kw  unl.  to  1  kw,  5  kw-LS 
(increase  day  power)  and  install  new  trans. 
(1600  kc)  Ann.  March  25. 

WSOY  Decatur,  111. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install 
new  trans.  (1340  kc)  Ann.  March  19. 

KMAR  Winnsboro,  La. — Cp  to  increase 
power  from  500  w  to  1  kw.  (1570  kc)  Ann. 
March  25. 

WJON  St.  Cloud,  Minn.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1240  kc)  Ann.  March  25. 

WMID  Atlantic  City,  N.J. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1340  kc)  Ann.  March  20. 

WKNY  Kingston,  N.Y.— Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and 
install  new  trans.  (1490  kc)  Ann.  March  19. 

KLIQ  Portland,  Ore. — Cp  to  increase  pow- 
er from  1  kw  to  5  kw  and  install  new  trans. 
(1290  kc)  Ann.  March  23. 

WAEB  Allentown,  Pa. — Cp  to  change 
power  from  1  kw,  500  w  LS  to  1  kw,  unl. 
(increase  day  power),  new  trans,  site  for 
daytime  operation  (2  site  location),  install 
new  DA  system  for  daytime  use  and  new 
ground  system,  install  new  trans,  for  day- 
time use  (2  main  transmitters)  (no  change 
in  nighttime  operation).  (790  kc)  Ann. 
March  19. 

WTTN  Watertown,  Wis. — Cp  to  increase 
power  from  250  w  to  1  kw,  change  ant.- 
trans.  location,  make  changes  in  ant.  and 
ground  systems  and  install  new  trans. 
(1580  kc)  Ann.  March  19. 

CALL  LETTERS  ASSIGNED 

WKRT  Cocoa  Beach,  Fla.— Mel  Wheeler. 
1300  kc.  Changed  from  WGHS. 

WCGO  Chicago  Heights,  111.— South  Cook 
Bcstg.  Inc.  1600  kc. 

KNIA  Knoxville,  Iowa— Grinnell  Bcstg. 
Corp.  1320  kc. 

WBOX  Bogalusa,  La. — J.  A.  Oswald.  920 
kc.   Changed  from  WHXY. 

WHRW  Bowling  Green,  Ohio — Howard  R. 
Ward.   730  kc.   Changed  from  WTLG. 

WBNT  Oneida,  Tenn.— Scott  Bcstg.  Co. 
1310  kc. 

KVLG  La  Grange,  Tex. — Colorado  Valley 
Bcstg.  Co.  Ltd.  1570  kc. 

WDTI  Danville,  Va.— Radio  Danville  Inc. 
970  kc. 

New  Fm  Stations 

APPLICATIONS 

San  Diego,  Calif— Bible  Institute  of  Los 
Angeles  Inc.  102.5  mc,  2.4  kw.  P.O.  address 
558  S.  Hope  St.,  Los  Angeles  17.  Estimated 
construction  cost  $25,500,  first  year  operating 
cost  $12,000,  revenue  $14,000.  Applicant,  non- 
profit religious  organization,  also  owns 
KBBI  (FM)  Los  Angeles.  Ann.  March  25. 

Miami,  Fla.— Bayfront  Bcstg.  Corp.  93.1 
mc,  17.575  kw.  P.O.  address  601  Northeast  30 
Terrace.  Estimated  construction  cost  $24,- 
287,  first  year  operating  cost  $20,000,  revenue 
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$25,000.  Applying  are  Richard  L.  Lapidus, 
C.  Russell  Lea,  Clinton  C.  Wells  (16.6%)  and 
nine  others,  with  less  than  6%  interest  each 
Mr.  Lapidus  and  Mr.  Wells  are  employes  of 
advertising  agencies  and  Mr.  Lea  is  em- 
ploye WFIX-TV  New  York.  Ann.  March  20.. 

Westminster,  Md.— Carroll  County  Bcstg. 
Corp.  100.7  mc,  4.592  kw.  P.O.  address 
Box  28.  Estimated  construction  cost  $12,345, 
first  year  operating  cost  $3,000,  revenue  $3.- 
000.  Applicant  is  licensee  WTTR  West- 
minster. Ann.  March  25. 

Houston,  Tex.— E.  F.  Weerts.  94.5  mc,  7.63 
kw.  P.O.  adddress  318  Orpheum  Bldg.,  San 
Diego,  Calif.  Estimated  construction  cost 
$18,915,  first  year  operating  cost  $38,400, 
revenue  $48,000.  Mr.  Weerts  owns  San  Diego 
restaurant.  Ann  March  23. 

*Williamsburg,  Va.— College  of  William 
and  Mary  in  Virginia.  81.9  mc,  0.0032  kw. 
P.O.  address  Williamsburg,  Va.  Estimated 
construction  cost  S5.550,  first  year  operating 
cost  $1,200.  Ann.  March  25. 

Existing  Fm  Stations 

CALL  LETTERS  ASSIGNED 
WTTV-FM  Bloomington,  Ind.  —  Sarkes 
Tarzian  Inc.  92.3  mc.  Changed  from  WTTS- 
FM. 

WFBM-FM  Indianapolis,  Ind.— Twin  State 
Bcstg.  Inc.  94.7  mc. 

WCBM-FM  Baltimore,  Md.  —  Baltimore 
Bcstg.  Corp.  106.5  mc. 

WCHD  (FM)  Detroit,  Mich.— Radio  Sta- 
tion WCHB  of  Bell  Bcstg.  Co.  105.9  mc. 

KCOM  (FM)  Omaha,  Neb.— Delta  Bcstg. 
System  Inc.  96.1  mc. 

WBUF  (FM)  Buffalo,  N.Y.  —  Albertson 
Bcstg.  Corp.  92.9  mc.  Changed  from  WBNY- 
FM. 

WAEF-FM  Cincinnati,  Ohio — North  Cin- 
cinnati Bcstg.  Co.  104.3  mc. 

WNOB  (FM)  Cleveland,  Ohio— Northern 
Ohio  Bcstg.  Co.  107.9  mc. 

*KOSU-FM  Stillwater,  Okla.— Oklahoma 
State  U.  of  Agriculture  &  Applied  Science. 
91.7  mc.  Changed  from  KAMC-FM. 

KEED-FM  Springfield-Eugene,  Ore.  — 
KEED  Inc.  93.1  mc.  Changed  from  KEGA 
(FM). 

KGMI  (FM)  Bellingham,  Wash.— Interna- 
tional Good  Music  Inc.  92.9  mc. 

WPRM-FM  San  Juan,  P.R.— Puerto  Rico 
Music  Services.  Changed  from  WSAD  (FM). 

Ownership  Changes 

APPLICATIONS 
KHAT  Phoenix,  Ariz.— Seeks  transfer  of 
control  from  Geoffrey  A.  Lapping  to  Radio 
K-HAT  Inc.  for  $73,000.  Radio  K-HAT  Inc. 
is  owned  by  Harvey  R.  Odom,  who  has  in- 
terest in  KHEY  El  Paso,  Tex.  and  KMOP 
Tucson,  Ariz.  Ann.  March  25. 

KEZY  Anaheim,  Calif.— Seeks  merger  of 
Radio  Orange  County  Inc.  with  Anaheim- 
Fullerton  Bcstg.  Inc.  Anaheim-Fullerton 
and  Radio  Orange  were  competing  appli- 
cants for  cp.  Under  agreement  of  July  10, 
1958,  Anaheim-Fullerton  dismissed  is  appli- 
cation with  provision  for  merger  with  Radio 
Orange.  Sherrill  C.  Corwin  of  Anaheim  - 
Fulerton  is  purchasing  33%  interest.  After 
merger,  Cliff  Gill,  present  55%  owner  KEZY 
will  own  40%  and  have  voting  control  of 
12.25%  owned  by  Daniel  Russell,  giving  Mr. 
Gill  control  of  license.  Ann.  March  24. 

KPON  Anderson,  Calif.— Seeks  assignment 
of  cp  from  Dante  P.  Lembi  and  Louis  O. 
Kelso  to  Universal  Electronics  Network 
composed  of  Messrs.  Lembi  and  Kelso  (4y2% 
each),  John  F.  Carter  (23%),  Harry  P. 
Graves  (16%),  George  W.  Artz  (20%), 
Joseph  W.  Rupley  (16%)  and  Norman  C. 
Bayley  (14%).  Consideration:  stock  in  ap- 
plicant corporation.  Mr.  Rupley  has  interest 
in  KHOE  Truckee,  Calif.  Ann.  March  24 

KPOD  Crescent  City,  Calif.— Seeks  assign- 
ment of  cp  from  Norman  C.  Bayley  to  Uni- 
versal Electronics  Network  composed  of  Mr 
Bayley  and  six  others  (see  KPON  above). 
Consideration:  stock  in  Universal  Elec- 
tronics Network.  Ann.  March  24. 

KTD?  Porterville,  Calif.— Seeks  assign- 
ment of  license  from  Ralph  F.  Miller  to 
Gateway  Broadcasters  Inc.  for  $102  500  Ap- 
plicants (25%  each)  are  Henry  Clay  Lind- 
gren,  Leo  G.  McClatchey  and  Gareth  F.  and 
Anna  White  Garlund.  Mr.  Garlund  is  ac- 
count executive  KLX  Oakland,  Mrs.  Gar- 
lund is  attorney,  Mr.  Lindgren  is  psychology 
professor  at  San  Francisco  State  College  and 
Mr.  McClatchy  is  lawyer.  Ann.  March  19 

KEOK  Payette,  Idaho— Seeks  assignment 
of  license  from  Earl  F.  Hash  to  Everett  S. 
and  Rosemary  Graham  and  A.  V.  Bamford 
for  $16,493.  Mr.  Bamford  has  minority  in- 
terests m  KMOP  Tucson,  Ariz.;  KHOK 
Golden,  Colo.,  and  KHEY  El  Paso  Tex  Mr 
and  Mrs.  Graham  are  employes  of  KEOK. 
Ann.  March  24. 

KXEL  Waterloo,  Iowa.— Seeks  assignment 
of  license  from  Cy  N.  Bahakel  to  KXEL 
Bcstg.  toc7  100%  owned  by  Mr.  Bahakel.  No 
consideration  involved.  Ann.  March  24. 
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KASO  Minden,  La.— Seeks  assignment  of 
license  from  Dixie  Bcstrs.  to  Minden  Bcstg 
Co.  for  approximately  $41,000  (including  as- 
sumption of  debt).  Partners  are  Frederick 
■JVC^  >•  D™vis  J83C7c)  and  Jimmie  H.  Howell 
Mr.  Davis  has  majority  interest  in 
WGLC  Centerville,  Miss.,  and  in  Pensacola 
IF1  a-)  Pons,  professional  baseball  club.  Mr 
H9Wfll  is  manager  KASO.  Ann.  March  25. 

WAMY  Amory,  Miss.— Seeks  assignment 
of  license  from  Southern  Electronics  Co.  to 
Southern  Electronics  Inc.  Change  from 
partnership  to  corporation.  No  considera- 
tion involved.   Ann.  March  25 

WONA  Winona,  Miss.— Seeks  assignment 
of  license  from  Southern  Electronics  Co.  to 
Southern  Electronics  Inc.  Change  from 
partnership  to  corporation.  No  considera- 
tion involved.   Ann.  March  25 

K¥H"FV  Henderson,  Nev.— Seeks  assign- 
ment of  license  from  Southwestern  Publish- 
ing Inc.  to  Southern  Nevada  Radio  &  Tele- 
vision Co.  No  consideration  involved. 
Change  m  corporate  structure  only.  Ann 
March  24. 

KORK  Las  Vegas,  Nev.— Seeks  transfer  of 
control  of  Southwestern  Bcstg.  Co.  from 
Donrey  Operating  &  Trading  Co.  to  South- 
ern Nevada  Radio  &  Television  Co.,  both 
owned  by  Donald  W.  Reynolds.  Ann. 
March  24. 

WSMN  Nashua,  N.H.— Seeks  assignment  of 
license  from  Merrimack  Valley  Bcstg.  Corp 
to  1590  Bcstg.  Corp.  for  S148.500.  Appplicant 
is  composed  of  12  equal  stockholders  none 
MarchP20Vi°US  broadcast  ownership.  Ann. 

WTNJ  Trenton,  N. J.— Seeks  assignment  of 
license  from  WOAX  Inc.  to  Delaware  Vallev 
Bcstg.  Co.  for  $200,000.  Applicants  are  Ed- 
T^L**1"  Cossman  (39%),  Joseph  Schoenholz 
(32-c)  and  Kalman  Pruslin  (29%)  Appli- 
c*ants  ,1iave  no  Previous  broadcast  interests 
Ann.  March  24. 

KABQ  Albuquerque,  N.M.— Seeks  transfer 
of  control  of  Duke  City  Bcstg.  Corp.  from 
Edward  M.  Sleighel  to  Nancy  W.  Sleighel. 
After  transfer,  Mrs.  Sleighel  will  own  69  46% 
and  her  husband  will  own  29.94%  No  finan- 
cial consideration  involved.  Ann.  March  20 
WKAL  Rome,  N.Y.— Seeks  assignment  of 
kcense  from  Copper  City  Bcstg.  Corp.  to 
Mid  New  York  Bcstg.  Corp.  No  financial 
consideration  involved.  Ann.  March  24 

WKTV  (TV)  Utica,  N.Y.-Seeks  assign- 
ment of  license  from  Copper  City  Bcstg. 
Corp.  to  Mid  New  York  Bcstg.  Corp.  No 
March  24    consideration     involved.  Ann. 

ROME  Tulsa,  Okla.  — Seeks  transfer  of 
control  of  15%  interest  owned  by  William 
R.  Tyler  to  Charles  W.  Holt,  present  60^ 
owner,  for  $500.  Ann.  March  25. 

WJAR  -  AM  -  TV  Providence,  R.I.  —  Seeks 
^n?-sfeT  of  control  of  55%  of  Outlet  Co.  to 
9106d  Corp.  for  $12,480,000.  Outlet  Co.  also 
owns  department  store  which  purchasers 
say  will  be  sold  for  not  less  than  $4  million. 
With  expected  tax  refund  of  more  than  $2 
milhon,  outlay  for  radio-tv  property  is  ap- 
proximately $6  million.  91065  Corp.  is  owned 
by  New  York  realtor  William  Zeckendorf 
and  Denver  broadcaster  John  C.  Mullins. 
91065  Corp.  is  owned  by  Tv  Denver  Inc..  li- 
^^J^^P7  (JV)  Denver.  Ann.  March  19. 

KTER  Terrell,  Tex.  —  Seeks  involuntary 
assignment  of  control  of  Terrell  Broadcast 
Corp.  from  Paul  A.  Wnorowski,  deceased,  to 
Ruby  Wnorowski.  No  financial  consideration 
involved.  Mrs.  Wnorowski  will  own  90%  of 
licensee.  Ann.  March  24. 

KVAN  Vancouver,  Wash.— Seeks  assign- 
ment of  license  from  KVAN  Die.  to  Don  W 
Burden  for  $580,001.  Mr.  Burden  has  interest 
in  KMYR  Denver,  Colo.;  KOIL  Omaha, 
Neb.  and  KWIK  Pocatello,  Idaho.  Ann. 
March  20. 

Hearing  Cases 

FINAL  DECISIONS 

Commission  gave  notice  that  Jan.  29  ini- 
tial decision  which  looked  toward  granting 
application  of  Central  West  Virginia  Service 
SS^-,,^,, change  facilities  of  am  station 
WHAW  Weston,  W.Va.,  from  1450  kc,  250  w, 
tml.,  to  980  kc,  1  kw,  D,  became  effective 
March  20  pursuant  to  Sec.  1.153  of  rules 
Ann.  March  25. 

Commission  gave  notive  that  Jan.  30  ini- 
tial decision  which  looked  toward  granting 
application  of  University  Advertising  Co. 
for  new  am  station  to  operate  on  1150  kc 
500  w,  DA,  D,  in  Highland  Park,  Tex.,  be- 
came effective  March  21  pursuant  to  Sec 
1.153  of  rules.  Ann.  March  25. 

Commission  gave  notice  that  Jan.  29  ini- 
tial decision  which  looked  toward  granting 
application  of  WKOX  Inc.,  for  new  class  B 
fm  station  to  operate  on  105.7  mc  in  Fram- 
ingham,  Mass.,  became  effective  March  20 
pursuant  to  Sec.  1.153  of  rules.  Ann.  March 

By  order,  Commission  made  effective  im- 
mediately July  17.  1958  initial  decision  and 
granted  application  of  Ottaway  Stations 
Inc.,  to  increase  power  of  station  WDOS 
Oneonta,  N.Y.,  from  500  w  to  1  kw,  con- 
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tinuing  daytime  operation  on  730  kc.  Ann. 
March  25. 

By  order,  Commission,  on  request  by  ap- 
plicant, made  effective  immediately  Feb.  17 
initial  decision  and  granted  application  of 
Johnston  Bcstg.  Co.  for  new  am  station  to 
operate  on  610  kc,  500  w,  D,  in  Pensacola, 
Fla.  Ann.  March  25. 

OTHER  ACTIONS 

By  order,  Commission  dismissed  as  moot 
various  pleadings  and  terminated  proceed- 
ing on  application  of  Supreme  Bcstg.  Co. 
Inc.,  for  experimental  tv  operation  on  ch. 
12  in  New  Orleans.  Ann.  March  25. 

Commission  advised  Mr.  Norman  E.  Jor- 
gensen,  attorney  for  Public  Service  Televi- 
sion Inc.,  that  Mr.  G.  T.  Baker  will  not  be 
permitted  to  participate  in  oral  argument  in 
Miami,  Fla.,  ch.  10  remand  proceeding.  Ann 
March  25. 

By  memorandum  opinion  and  order,  Com- 
mission denied  petition  by  WIRL  Television 
Co.  (WIRL-TV,  ch.  25),  Peoria,  111.,  for  stay 
of  Moline,  111.,  ch.  8  comparative  proceed- 
ings pending  final  determination  of  litiga- 
tion now  pending  in  Court  of  Appeals  in- 
volving reallocation  of  ch.  8.  Ann.  March  25 

By  memorandum  opinion  and  order,  Com- 
mission granted  protest  by  Standard  Radio 
and  Television  Co.  (KNTV,  ch.  11),  San 
Jose,  Calif.,  to  extent  of  designating  for 
oral  argument  on  April  24  application  of 
United  Bcstg.  Co.  for  new  class  B  fm  station 
(KEEN-FM)  in  San  Jose  to  operate  on  100.3 
mc;  ERP  3  kw:  ant.  minus  150  ft.;  post- 
poned Jan.  21  grant  of  United  application 
pending  decision  after  oral  argument;  and 
made  protestant  party  to  proceeding.  Ann. 
March  23. 

Majority  of  Commission  on  March  25  di- 
rected preparation  of  document  looking  to- 
ward denying  petition  by  Walter  T.  Gaines 
for  partial  reconsideration  of  Dec.  12,  1958, 
decision  which  (1)  granted  protest  by  Com- 
munity Service  Bcstg.  Corp.  (WCSS),  Am- 
sterdam, N.Y.,  and  (2)  revoked  July  18, 
1957  grant  of  cp  and  denied  application  of 
Gaines  for  new  am  station  (WGAV)  to  op- 
erate on  1570  kc,  1  kw,  D,  in  Amsterdam. 

Commission  on  March  25  directed  prepara- 
tion of  document  looking  toward  striking 
exceptions  filed  by  Joseph  M.  Ripley  Inc., 
to  Aug.  19.  1958  initial  decision  which  looked 
toward  granting  Dan  Richardson  application 
for  new  am  station  to  operate  on  550  kc, 
1  kw,  D,  in  Orange  Park.  Fla.,  and  denying 
Ripley  application  for  same  facilities  in 
Jacksonville. 

Commission  on  March  25  directed  prepara- 
tion of  document  looking  toward  striking 
appeal  by  Frederick  J.  Bassett  and  William 
E.  Sullivan,  d/b  as  K-UHF  (TV),  for  review 
of  Aug.  27,  1958  initial  decision  which  looked 
toward  granting  application  of  Sherrill  C. 
Corwin  for  new  tv  station  to  operate  on  ch. 
34  in  Los  Angeles,  Calif.,  and  denying  com- 


(TV). 


peting  application  of  K-UHF 

Routine  Roundup 

TOLL-TV 

In  subscription  television  proceeding. 
Commission  announced  that  it  will  consider 
application  by  tv  stations  to  test  toll  tv  un- 
der conditions  set  forth  in  its  Third  Report, 
adopted  March  23. 

Commission  has  decided  that  such  author- 
izations shall  be  limited  to  one  market  per 
subscription  system  and  one  subscription 
system  per  market  and,  further,  that  sub- 
scription programs  shall  not  be  broadcast 
simultaneously  over  more  than  one  station. 

Commission  has  also  concluded  that  until 


decision  can  be  reached  as  to  definitive  es- 
tablishment of  subscription  tv  service  using 
broadcast  facilities,  public  should  not  be 
called  upon  to  purchase  any  special  receiv- 
ing equipment  required  for  subscription  tv 
operations  but  not  needed  for  reception  of 
"free"  tv  broadcasts. 

Accordingly,  Commission  is  now  prepared 
to  give  consideration  to  such  appkcations 
as  may  be  submitted  in  conformity  with 
Third  Report  requirements,  and  will  take 
such  action  thereon  as  may  be  found  in 
public  interest  in  light  of  its  review  of  such 
applications.  It  believes  that  this  step  is 
consonant  with  current  congressional  con- 
sideration of  subject. 

Third  Report  was  adopted  by  Chairman 
Doerfer  and  Comrs.  Hyde,  Craven  and 
Cross,  with  Comrs.  Bartley  and  Lee  con- 
curring in  result,  and  Comr.  Ford  not  par- 
ticipating. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  March  20 
KGUN-TV  Tucson,  Ariz. — Granted  acqui- 
sition of  positive  control  by  H.  U.  Garrett 
through    purchase    of   stock   from    C.  M. 
Peters. 

KOMA  Oklahoma  City,  Okla.— Granted  cp 
to  install  new  trans,  to  be  used  as  auxiliary 
trans.,  DA-N. 

KHGM  (FM)  Houston,  Tex.  —  Granted 
mod.  of  SCA  to  change  sub-carrier  fre- 
quency from  47  kc  to  67  kc;  condition. 

KEEZ  (FM)  San  Antonio,  Tex.— Granted 
mod.  of  SCA  to  change  sub-carrier  frequen- 
cy from  32.5  kc  to  67  and  49  kc. 

KLUB-FM  Salt  Lake  City,  Utah— Granted 
extension  of  completion  date  to  July  22. 

WJOB  Hammond,  Ind. — Granted  exten- 
sion of  completion  date  to  May  14. 

WCBC-TV  Anderson,  Ind.— Granted  au- 
thority to  suspend  operation  for  period 
ending  June  20. 

Actions  of  March  19 

Granted  licenses  for  following  fm  sta- 
tions: KGMS-FM  Sacramento,  Calif.;  re- 
mote control  permitted;  WFMQ  Chicago, 
111.,  remote  control  permitted;  WBVA 
Woodbridge,  Va. 

*WETL  South  Bend,  Ind. — Granted  license 
for  noncommercial  educational  fm  station. 

KCMO  Kansas  City,  Mo.— Granted  license 
covering  installation  new  trans,  at  present 
main  trans,  site,  as  auxiliary  trans,  day- 
time and  alternate  main  trans,  nighttime. 

KBPS  Portland,  Ore. — Granted  mod.  of 
license  to  change  name  to  Benson  Poly- 
technic School. 

WIFI  (FM)  Glenside,  Pa.— Granted  cp  to 
increase  ant.  height  to  430  ft.  and  make 
changes  in  ant.  system  (increase  height). 

KRAK  Stockton,  Calif.— Granted  mod.  of 
cp  to  change  ant. -trans,  location  and  type 
trans. 

KBRO  Bremerton,  Wash. — Granted  re- 
quest to  cancel  cp  for  am  station. 

WIOK  Mount  Dora,  Fla. — Granted  exten- 
sion of  authority  to  remain  silent  for  period 
of  90  days,  beginning  March  11  and  end- 
ing June  11. 

WMLF  Pineville,  Ky. — Granted  authority 
to  sign-off  at  8  p.m.  through  Sept.  15,  except 
for  special  events. 

WIBG-FM  Philadelphia,  Pa.— Granted  ex- 
tension of  authority  to  remain  silent  for  ad- 
ditional period  of  60  days  to  May  24. 

WNIL  Niles,  Mich. — Granted  authority  to 
sign-off  at  7  p.m.  through  Aug.  31. 

KIVY  Crockett,  Tex. — Granted  authority 


RADIO  STATION 


West  Virginia  property — 
single  station  market — 
500  watt  daytimer — ideal 
owner-operator  situation. 
$55,000 — 30%  down — 
balance  out  over  5  years. 
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Executive  3-3456, 
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PROFESSIONAL  CARDS 


JANSKY  &  BAILEY  INC. 

Executive  Offices         ME.  8-5411 
1735  DeSales  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.    FEderal  3-4800 
Member  AFCCE 


Commercial   Radio   Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-131 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037        JACKSON  5302 
KANSAS   CITY,  MO. 

Member  AFCCE 


RUSSELL    P.  MAY 

71 1  14th  St.,  N.  W.    Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32         CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.— Riverside  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


Vandivere  &  Cohen 

Consulting   Electronic  Engineers 
61 7  Albee  Bldg.      Executive  3-461 6 
1426  G  St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY 

MEASUREMENTS 
A  FULL  TIME  SERVICE 
FOR  AM-FM-TV 
P.  O.  Box  7037     Kansas  City,  Mo. 
Phone  Jackson  3-5302 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 


A.  D.  Ring  &  Associates 

30    Years'    Experience    in  Radio 

Engineering 
Pennsylvania  Bldg.  Republic  7-2347 
WASHINGTON  4,  D.  C. 
Member  AFCCE 


L.  H.  Carr  &  Associates 

Consulting 
Radio  &  Television 
Engineers 
Washington  6,  D.  C.         Fort  Evans 
1000  Conn.  Ave.         Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N,  W.„ 
Wash.,  D.  C. 
Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 
Phone  STate  7-2601 
Member  AFCCE 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
(a  Cleveland  Suburb) 
Tel:  JAckson  6-4386      P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 
San  Francisco  2,  Calif. 
PR.  5-3100 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 
Phone  TRowbridge  6-2810 


—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 

Washington  4,  D.  C. 

Member  AFCCE 


KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 


HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San   Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
5622  DYER  STREET 
EMERSON  3-3266 
DALLAS  6,  TEXAS 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601      Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.    Dickens  2-6281 


PAUL  DEAN  FORD 

Broadcast   Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 
Crawford  4496 


confacf 
BROADCASTING  MAGAZINE 
1735  DeSales  St.  N.Wi 
Washington  6,  D.  C. 

for  availabilities 


GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  &  Culver 

Munsey  Building       District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 

Radio-Television 
Communications-Electronic* 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230   Executive  3-58(1 
Member  AFCCE 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.         Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 
DIRECTIONAL  ANTENNAS 
1316  S.  Kearney      Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 
NEptune  4-4242     NEptune  4-9558 


SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 
*ARB  Continuing  Readership  Study 


ervice  Directory 
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to  sign-off  at  6  p.m.  local  time  for  period 
ending  Sept.  30. 

WAIN  Columbia,  Ky.— Granted  authority 
to  sign-off  at  6  p.m.  for  period  beginning 
April  1  and  ending  Aug.  31. 

WORM  Savannah,  Tenn. — Granted  author- 
ity to  sign-on  at  6  a.m.,  sign-off  at  6  p.m. 
during  months  of  April  through  August. 

WGYV  Greenville,  Ala.— Granted  author- 
ity to  sign-off  at  6  p.m.  local  time  for  pe- 
riod beginning  April  1  and  ending  Aug.  31. 

KMLW  Marlin,  Tex.— Granted  authority 
to  sign-on  at  6:30  a.m.,  sign-off  at  6:30  p.m., 
for  period  May  1  through  Aug.  31,  except 
for  special  events  when  station  may  operate 
to  licensed  sign-off  time. 

WKAR  -  AM  -  FM  East  Lansing,  Mich.  — 
Granted  authority  to  remain  silent  March 
29. 

WMTL  Leitchfield,  Ky.  —  Remote  control 
permitted. 

Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WBDG- 
TV  Cheboygan,  Mich.,  to  Sept.  23;  *KNFP 
(FM)  Arlington,  Calif.,  to  June  30;  KAJS 
(FM)  Newport  Beach,  Calif.,  to  Aug.  9,  and 
KOBY-FM  San  Francisco,  Calif.,  to  July  1. 

Actions  of  March  18 

WDCL  Tarpon  Springs,  Fla.— Granted  ac- 
quisition of  negative  control  by  each  Wil- 
liam Hodding  Carter  Jr.  and  John  T.  Gibson 
through  purchase  of  stock  from  McClain 
Bowman  by  licensee  and  retirement  to 
treasury  thereof. 

KBRZ  Freeport,  Tex. — Granted  assign- 
ment of  licenses  to  William  D.  Schueler. 

WACT  Tuscaloosa,  Ala. — Granted  assign- 
ment of  license  to  New  South  Radio  Inc. 

WWJ-FM  Detroit,  Mich.— Remote  con- 
trol permitted. 

WRC  Washington,  D.  C— Remote  control 
permitted  while  using  non-directional  ant. 

WBZA  Springfield,  Mass.— Granted  change 
of  remote  control  authority. 

KBCA  Los  Angeles,  Calif.— Granted 
change  of  remote  control  authority. 

KSDA  Redding,  Calif.— Granted  extension 
of  authority  to  remain  silent  for  period 
ending  June  1. 

Actions  of  March  17 

WTOL  Toledo,  Ohio  —  Granted  cp  to 
change  ant.  trans,  location;  make  changes 
in  ant.  (decrease  height)  and  ground  sys- 
tems; and  install  new  trans.;  remote  control 
permitted;  condition. 

WSAJ  Grove  City,  Pa.— Granted  authority 
to  remain  silent  for  period  beginning  March 
21  and  ending  April  1  for  recess. 

WMNE  Menomonie,  Wis. — Granted  au- 
thority to  sign-off  at  5:30  p.m.  Monday 
through  Saturday  and  4  p.m.  Sunday  for 
period  beginning  April  1  and  ending  Sept. 

WVMC  Mt.  Carmel,  111.— Granted  author- 
ity to  sign-off  at  6  p.m.  for  period  ending 
Aug.  31. 

Actions  of  March  16 


ignment  of  cp  to  College  Park  Bcstg. 

WABW  Annapolis,  Md. — Granted  acquisi- 
tion of  positive  control  by  Max  Reznick 
through  purchase  of  stock  from  William 
and  James  Calomiris. 

KOOK-TV  Billings,  Mont. — Granted  mod. 
of  license  to  change  studio  location. 

KBAN  Bowie,  Tex. — Granted  mod.  of  cp 
to  change  studio  ant.-trans.  location. 

WBAL-TV  Baltimore,  Md.— Granted  ex- 
tension of  completion  date  to  Oct.  5  (aux. 
trans.  &  ant.). 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  March  25 
ON  AIR 


AM 
FM 
TV 


Commercial 
Non-commercial 


Lie. 

3,301 
550 
4481 


Cps 


CP 

Not  on  ; 

114 
140 
103 


TOTAL  APPLICATIONS 

For  new  stations 
657 
74 
111 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  March  25 
VHF  UHF 
439  80 
32  9 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Feb.  28,  1959 


TOTAL 

519s 
414 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  the  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  in  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 

Applications  for  major  changes  (not  in  hearing) 

Applications  for  major  changes  (in  hearing) 

Total  applications  for  major  changes 

Licenses  deleted 

CPs  deleted 


AM 

FM 

TV 

3,297 

545 

4481 

42 

46 

68* 

119 

134 

106 

3,458 

725 

666 

490 

44 

43 

130 

24 

63 

620 

68 

106 

519 

38 

40 

45 

0 

15 

564 

38 

55 

1 

1 

0 

0 

0 

1 

lThere  are,  in  addition,  six  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 

licenses. 

3  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the 
longer  in  operation  and  one  which  has  not  started  operation. 

3  There  have  been,  in  addition,  211  television  cps  granted,  but  now  deleted  (44  vhf  and  167 
uhf). 


at  one  time  but  are  no 


4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 


ACTIONS  ON  MOTIONS 
By  Hearing  Examiner  Horace  Stern 
on  March  23 

Closed  record  in  Boston,  Mass.,  tv  ch.  5 
proceeding;  ordered  parties  to  file  briefs  by 
April  20,  and  scheduled  oral  argument  on 
May  1. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  March  20 

Dismissed  petition  by  WLAC  Inc.,  for 
leave  to  intervene  in  proceeding  on  applica- 
tions of  F.  M.  Radio  &  Television  Corp.,  and 
Norman  E.  Kay  for  am  facilities  in  Escon- 
dido  and  Del  Mar,  Calif.,  with  reference  to 
application  of  F.  M.  Radio. 


Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  from  March  24  to  April  8 
to  file  proposed  findings  and  conclusions 
and  from  April  7  to  April  22  to  file  replies 
in  proceeding  on  applications  of  Newark 
Bcstg.  Corp.  and  WMGM  Bcstg.  Corp.,  for 
fm  facilities  in  Newark,  N.J.,  and  New  York 


WANTED 

Promotion  Manager  for  Group 
of  Well  Established  Radio 
Stations. 

Apply,  Box  977H,  BROADCASTING 


On  own  motion,  continued  further  pre- 
hearing conference  from  2  p.m.,  March  27. 
to  10  a.m.,  March  30,  in  proceeding  on  ap- 
plications of  Malrite  Bcstg.  Co.  and  Dale 
Windnagel  for  am  facilities  in  Tiffin  anri 


Upon  request  of  Eastern  States  Bcstg.  Co., 
Hamden,  Conn.,  dismissed  its  petition  for 
resumption  of  hearing  in  proceeding  on  its 
am  application,  et  al. 

By  Hearing  Examiner  Herbert  Sharfman 
on  March  23 

Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  from  March  20  to  March 
27  to  file  responsive  pleadings  to  petition  by 
Fisher  Bcstg.  Co.,  for  leave  to  amend  its 
application  for  new  tv  station  to  operate  on 
ch.  2  in  Portland,  Ore. 

By  Commissioner  John  S.  Cross 
on  March  19 

Granted  petition  by  Broadcast  Bureau 
for  extension  of  time  to  March  23  to  file 
responsive  pleadings  to  petition  to  enlarge 
issues  filed  by  David  V.  Harman  in  pro- 
ceeding his  am  application  and  that  of 
Tempe  Bcstg.  Co.,  and  Richard  B.  Gilbert, 
all  Tempe,  Ariz. 

By  Chief  Hearing  Examiner  James 
D.  Cunningham  on  March  18 
Granted  petition  by  Broadcast  Bureau  for 
extension  of  time  from  March  18  to  March 
27  to  file  proposed  findings  of  fact  and  con- 
clusions in  proceeding  on  fm  applications 
of  Falcon  Bcstg.  Co.,  Vernon,  and  Sierra 
Madre  Bcstg.  Co.,  Sierra  Madre,  both  Cali- 
fornia. 

By  Hearing  Examiner  Millard  F.  French 
on  March  20 
On  own  motion,  continued  prehearing 
conference  scheduled  for  March  23,  at  9 
a.m.,  to  date  to  be  set  by  subsequent  order 
in  proceeding  on  am  applications  of  Granite 
City  Bcstg.  Co.,  Mount  Airy,  N.C.,  and 
Cumberland  Publishing  Co.  (WLSI),  Pike- 
ville,  Ky. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  March  19 

Upon  oral  request  of  Broadcast  Bureau, 
continued  hearing  from  March  20  to  March 
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CLASSIFIED  ADVERTISEMENTS 

I^A^OMTwAM-Sfn  ™  ^  <FINAL  DEAD^NE~Monday  preceding  publication  date.) 

H    ,     WANTED  20*  per  word-*2.00  minim™  •  HELP  WANTED  25<*  per  word-*2.00  minimum 

•  DISPLAY  ads  *20.00  per  inch- S TATIONS  FOR  SALE  advertising  require  display  space.  »»»>»»"»' 

•  All  other  classifications  30*  per  word — $4.00  minimum. 

•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6  D  C 


RADIO 


Sales 


Salesman— Excellent  opportunity  for  good 
producer.  Strong  independent,  maior  Indi- 
INGmarket  $6'°00  PlUS'  144K'  BROADCAST- 


Established  Texas  station  needs  versatile 
tX&e™enc,ed  salesman  -  announcer.  Start 
^c2?T,rSlus  bonus.  Box  283K,  BROAD- 
CASTING. 

Salesman.  Expanding  sales  staff  of  number 
one  rated  station  in  major  Florida  market 
to  keep  pace  with  growth  of  area  5  kw 
music  and  news  independent  programming 
modern  concept  requires  young,  experi- 
enced, creative  hard  worker.  Guaranteed 
salary  against  commission.  Send  photo,  tell 
ING  331K'  BROADcAsT- 


250  watt  north  central  Ohio  radio  station 
has  opening  for  salesman.  Must  be  able  to 
produce.  Draw  and  commission.  Also  have 
BPRoXgcAsf,irNG°ntinUity  Wrlter-  B0X  335K 


l™V  g  ^lesmen.  Need  extra  income' 
?™uf  °f  quality  station  breaks  and 
Ht£?lner?dV°P  2ight  salesmen  in  all  ter- 
ritories. Contact  Box  341K,  BROADCAST- 


Help  Wanted — Management 

Man  holding  first  ticket  for  assistant  man- 
ager position.  Must  know  sales,  mainten- 
ance. Salary,  commission,  expenses,  share 
of  profits.  250  MBS,  No.  Carolina.  Write 
Sii^^ting  1958  earnings.  Box  241K, 
BROADCASTING. 


Station  manager  for  full  time  5  kw  am  sta- 
tion in  southern  California.  Emphasis  must 
be  on  sales.  Provide  complete  details  and  re- 
quirements first  letter.  Box  322K,  BROAD- 
CASTING. 


Eastern  group  needs  assistant  station  man- 
ager with  sales  and  air  background,  several 
years  staff  experience,  probably  working 
now  as  announcer-salesman  or  pd  and  look- 
ing for  chance  to  move  up.  Can  offer  full 
management  position  within  1  year.  De- 
sire family  man  with  car.  Send  resume,  tape 
and  photo  immediately.  Box  343K,  BROAD- 
CASTING. 

Have  program  know-how?  Opportunity  in 
medium  southern  California  city  to  share 
management,  ownership  if  you  can  make 
successful  contribution  in  program  direc- 
tion. You  are  probably  now  employed,  so 
rephes  kept  in  strict  confidence.  Send  per- 
sonal, business  resume,  salary,  when  avail- 
able. Box  372K,  BROADCASTING. 

Salei  manager.  Experienced.  Excellent  op- 
portunity. WHTG,  Asbury  Park,  N.  J. 

Manager  with  strong  sales  background. 
Family  man  in  late  30's  or  40's.  Single  sta- 
tion. AM  market  with  fm  under  construc- 
tion. Write  Richard  Beatty,  WOHI,  East 
Liverpool,  Ohio,  or  phone  Fulton  5-9500 


Help  Wanted— (Cont'd) 


Help  Wanted— (Cont'd) 


Sales 


time   °Ja«0rt    Carolina's  number  one  day- 

tigated  and  placed  under  bond  Give  all  de- 
CASTINGfirSt   1Ctter-    B°X  366£1VBROAD: 


fn^rZs"^^™-  ^rves  1.300.000. 


Salesman  for  Fort  Collins  in  foothills  of 
Rocky  Mountains  midway  between  Denver, 
Colorado  and  Cheyenne,  Wyoming.  Excel- 
lent salary  and  incentive  commission.  Send 
your  record  of  sales  performance  and  photo 
to  Radio  KCOL,  Fort  Collins,  Colorado  and 
join  the  "Rush  to  the  Rockies". 

Salesman  experienced.  Excellent  fulltime 
station.  Market  covers  65,000.  Base  and 
commission.  Jim  Ballas,  G.M.,  KCOW  Radio 
Alliance,  Nebraska. 

Growing  Iowa  station  needs  additional  ex- 
perienced salesman-announcer.  Send  resume 
and  picture.  KMAQ,  Maquoketa,  Iowa. 

Expanding  under  new  owners.  Want  aggres- 
sive man  to  sell  good  station  against  good 
competition.  You  can't  coast  in  this  job. 
Contact  Ray  Cheney,  KRES,  St.  Joseph, 
Missouri. 

Experienced  salesman,  radio.  If  you  are  ag- 
gressive interested  in  making  top  money  in 
substantial  market  with  solid  radio-tv  oper- 
ation, we  want  you.  Opportunity  excellent 
tor  permanent  man  who  can  produce.  Guar- 
antee and  commission  commensurate  with 
your  ability.  No  others  need  apply.  Contact 
Jack    Chapman,    KTSM-Radio.    El  Paso, 


Announcers 


Experienced  radio  salesman  with  ideas  and 
follow  through  to  sell  for  leading  regional 
station  m  highly  competitive  market.  Send 
resume,  proven  record  and  references  to 
§£ne  £onrad,'  WERC,  R.D.  #4,  Robinson 
Road.  Erie,  Pennsylvania.  9-9647. 

Radio  time  salesman:  WFRL,  Freeport  Illi- 
nois, needs  full-time  professional  radio' time 
salesman  to  fill  vacancy  which  guarantees 
minimum  earnings  and  offers  up  to  40% 
commission  on  sliding  pay  scale.  $400  per 
month  guarantee  for  three  months  to  start, 
bend  full  details  including  monthly  billing 
for  past  six  months  to  Dave  Tavlor  Inter- 
view necessary. 

WGEE,  Indianapolis,  Indiana  has  immediate 
opening  for  experienced  account  executive 
Prefer  young  man  who  has  learned  the 
business  m  a  small  or  medium  market  and 
feels  ready  for  a  V2  million  market.  Guar- 
antee while  getting  started,  no  limit  on 
earnings  You'll  represent  a  top  rated  sta- 
tion with  a  sales  story  that  makes  selling 
thZ~a?d  *iun\*SZnd  complete  resume  and 
photo  to  Arnold  C.  Johnson,  Vice  President 
£>nn e^al  *  Manager,  Radio  Station  WGEE, 
4800  East  Raymond  St.,  Indianapolis,  Ind! 

Two  highly  qualified  salesmen  to  join  ex- 
panding 8-station  radio-tv  chain.  Age  21-36 
wP°n^m!ies  to,  advance  to  management. 
Excellent  draw,  15%  commission.  For  Nor- 
folk, Va.  and  Wilmington,  Del.  Send  back- 
£™und'£1^ory  °£  DiUings  and  photo  to  Tim 
Rollins  Broadcasting,  414  French 
Street,  Wilmington,  Del. 


Announcers 


New  south  Florida  station  metropolitan 
market  needs  3  dj's.  Experienced,  smooth, 
fast  paced  professionals  only.  $110  week  to 

llm.  BRC^DCASTTNG'enCeS'  B°X 
California  station  wants  announcer  who  is 
unable  to  vent  his  humorous  personalitv 

9T2If.lrBRhoeADCASTING10yed-  T°P  Pay"  B°X 
Experienced  morning  man  who  can  also  sell 
part-time.  No  drunks,  drifters,  hillbillies 
E  Carolina,  250  MBS.  Tell  all  including 
CASrTINGqUlrementS-  B°X  242K'  BROAD? 
Established  Virginia  full  time  station  wants 
=:  IMd^NG1!0 


Immediate  opening:  Combination  an- 
nouncer-engineer. Must  be  top  announcer- 
techmcal  duties  light.  Southeaster?  regional 
CASTING        Reply    Box    330K.  BROAD- 


£relfXPCTerienCed'  en.thusiastic  air  salesman 
It  iS=t  fTowlne  eastern  group.  Must  have 
„L  i  *  *  '2  years  air  experience.  Pay  $90 
to  s*?rt  Wlth'  regular  raises.  Send  tape, 
BROADCASTING.6  lmmediate1^  Box  344K, 


Authoritative  announcer,  first  phone.  Ex- 
£?lj?+nt  oPPOrtumty  for  advancement,  new 
Ohft  villi  ^Pment.  Medium  size  station. 

s^^Sad^aI^ng.1511^0'  resume-  Eox 


Fulltime  sports  announcer.  Daily  snorts- 
casts  tv-radio.  High  school  football,  basket- 
^i1'  radlJ)  Play-by-Play.  Write  local  sports 
BROADCASTING.  SP°rtS    ^    B°X  347K" 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer.  ^ 


Top  Texas  independent  needs  experienced 
announcer-first  phone  engineer  for  midnight 
to  6  a.m.  shift,  six  days  per  week.  Salary 
based  upon  experience,  ability  and  desire  to 
get  ahead.  Call  or  write  William  Duke,  Sta- 
tion Director,  Radio  Station  KDSX,  Denison 


Announcer-first  phone,  no  maintenance, 
rwo  weeks  vacation,  health  insurance,  new 
studios  and  equipment  mobile  units  air  and 
auto.  Adult  programming,  start  $433  00 
need  immediately.  Phone  Mr.  Jae,  KHMO' 
Hannibal,  Mo.,  Number  3450. 

WCIL,,  Carbondale,  Illinois,  needs  experi- 
enced staff  announcer  who  can  handle  sell- 
ing and  servicing.  Good  opportunity  for  a 
f£od  S1^-  DSencLtaPe'  references,  resume. 
Paul  F.  McRoy,  Manager. 

Washington  D.C.  area's  number  one  station 
auditioning  exceptional,  fast,  modern  an- 
nouncers.  Send  tape.  WEAM. 

WELM,  Elmira,  N.Y.,  losing  top-rated  morn- 
ing man  m  market.  Replacement  must  be 
capable  of  maintaining  ratings.  Lively,  im- 
aginative, announcer  who  can  ad  lib  and 
do  outstanding  sales  job  with  heavy  com- 
"l6!01^1  load-  is  needed.  Opening  is  April 
15th.  Contact  General  Manager,  WELM. 

Want  to  live  in  sunny  south  Florida?  Tod 
salary  and  golden  opportunity  awaits  fast 
paced  top  40  dj.  Must  work  own  board  with 
five  years  experience  in  production  and 
Sews-.,nRusn  tape  and  resume  to  WGMA 
Box  539,  Hollywood,  Florida.  vv^jvia, 

Radio-announcer,  FCC  restricted  license 
minimum.  $2.00  per  hour  plus  time  and  a 
•  lor  overtime,  six  day  week,  forty- 
eight  hours  maximum.  Operate  Gates  board. 
Must  have  good  voice.  Submit  photo,  tape, 
and  details  with  first  letter  to  John  M 
Spottswood,  WKWF,  Key  West,  Florida. 

Woman  announcer.  Now  auditioning  for 
woman  announcer  who  can  write  good  conv 
and  aid  m  sales  calls.  Send  full  information 
background  references,  photo,  tape  Person- 
nel Dept.,  WLAC  Radio,  Nashville  3  Ten"- 
nessee. 

Announcer-copywriter.  Send  audition  tape 
AswTnd   Ohio16   C°Py'   references-  WNCO, 

Wanted.  Announcer  with  all-around  ex- 
perience to  handle  music-news  and  snorts 
format.  Immediate  opening.  Send  Tape 
photo  and  resume  to  WPIK,  Alexandria 
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Help  Wanted— (Cont'd) 


Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Announcers 


Management 


Announcers 


Top  4»  station  in  major  midwest  market 
looking  for  dj  who's  hep  to  McLendon. 
Good  salary  to  right  man.  Send  picture, 
tape  and  resume  %  Ted  Estabrook,  8  East 
96th  Street,  N.Y.  28. 


Technical 


Immediate  opening:  Combination  an- 
nouncer-engineer. Must  be  top  announcer; 
technical  duties  light.  Southeastern  regional 
independent.  Reply  Box  330K,  BROAD  - 
CASTING.  ____ 

Our  chief  just  received  cp  of  his  own.  Need 
replacement.  Station  and  equipment  is  only 
1  year  old.  Will  probaly  be  building  another 
new  one  within  a  year.  Eastern  group  opera- 
tion with  unlimited  opportunity.  Send  re- 
sume and  state  salary  requirements.  Box 
345K,  BROADCASTING.  

Chief  engineer  wanted  for  Westport  radio 
station.  Call  Westport,  Connecticut,  CApital 
7-5133  or  write  P.O.  Box  511,  Westport, 
Connecticut  

Northwest  California  vhf  has  opening  for 
qualified  assistant  chief.  Must  be  capable  of 
assuming  maintenance  responsibilities.  Con- 
tact Bruce  Joyner,  KVIQ-TV,  Eureka. 

Engineer  or  combo  man  for  new  daytime 
directional  in  central  Michigan.  Start  April 
with  construction.  Will  go  on  air  about  July 
1st  Send  resume,  photo  and  tape  to:  Justin 
F.  Marzke,  120  No.  Clinton  Ave.,  St.  Johns, 
Michigan. 

Production-Programming,  Others 

Cooking  school,  food  editor  for  tv-radio  and 
newspapers.    Box  170K,  BROADCASTING. 

Secretary.  All-around  girl.  Excellent  pay. 
Box  233K,  BROADCASTING.  

Experienced  local  news  reporter  needed  for 
New  Mexico  1000  watt  dayiimer.  Gather  and 
announce  three  times  a  day,  attend  meet- 
ings,   become   part   of   community.  Send 

qualifications,  tape,  experience,  past  em- 
ployers, family  status,  salary  requirements 
to  Box  270K,  BROADCASTING.  

Copywriter  for  fast  paced  modern  concept 
indie  in  big  Florida  city.  Want  young,  crea- 
tive hard  worker.  Must  be  able  to  blend 
sounds  and  ideas  into  top-notch  production 
copy  that  sells,  and  maintains  the  fast  pace 
and  distinctive  sound  that  gives  station 
number  one  rating.  Salary  good.  Send  photo, 
tell  all  in  first  letter.  Box  332K,  BROAD- 
CASTING^ __ 

Wanted:  Experienced  newsman  for  mid- 
western  station.  Must  be  able  to  read  own 
newscasts.  Growing  station  needs  second 
newsman.  Send  tape  and  resume  to  Box 
334K,  BROADCASTING.  

Small  station,  Chicago  area  desires  ex- 
perienced creative  continuity  writer.  Fill  in 
as  announcer  desirable.  Send  photo  and  full 
resume.  Box  363K,  BROADCASTING. 

Program  producer-announcer  for  one  year 
starting  July  1,  1959,  by  a  midwestern  uni- 
versity radio  station.  Could  become  perma- 
nent position.  Must  be  university  graduate, 
prefer  person  with  educational  and  com- 
mercial radio  experience.  Salary  $5500- 
S6000  with  month  vacation  and  other  bene- 
fits. Write  Box  376K,  BROADCASTING. 

Needed  at  once,  news  man,  announcer  with 
first  ticket.  About  two  hours  daily  board 
work.  Contact  Bill  Corrick,  Manager,  KVRH, 
Salida,  Colorado. 


Situations  Wanted — Management 


General  manager  who  has  topped  industry 
sales  records  seeks  new  opportunity  for 
revenue  expansion.  Twenty-five  years  ex- 
perience. Specialist  in  operations  and  sales 
productivity.  Box  247K,  BROADCASTING. 

Manager:  16  years  experience.  Also  net- 
work, agency,  and  tv  background.  Best  ref- 


Experienced  management  and  sales  team 
available.  Radio  or  tv.  Box  318K,  BROAD- 
CASTING. 

Co  managers:  Husband-wife.  Seventeen 
years  radio.  College  background.  Exception- 
ally versatile.  Husband:  Manager-commer- 
cial manager.  Outstanding  sales  record. 
Wife:  Assistant  manager-program  director. 
Handles  internal  station  procedure  and  per- 
sonnel. Provides  salable  programs  and  copy. 
Pleasing  air  voice.  First  phone.  Operate 
minimum  staff.  Possibility  modest  invest- 
ment after  eight  months  mutual  satisfaction 
contract  to  prove  abilities  and  ascertain 
profit  potential.  Contact  Box  320K,  BROAD- 
CASTING. 

Manager  -  program  -  production  -  salesman 
wants  job  that  pay  money  instead  of  back- 
pats.  Now  working  100  hour  week  on  40 
hour  salary.  Write  Box  340K,  BROADCAST- 
ING. 

Broadcast  executive  available  due  to  sta- 
tion sale.  Extremely  able,  capable  with  20 
years  experience,  including  sales  manager, 
general  manager  in  radio  and  television, 
medium  and  metropolitan  markets.  Top 
references,  married,  college  graduate,  age 
43.  Replies  confidential.  Resume  available. 
Box  349K,  BROADCASTING. 

Combo  manager-sales  announcer.  Now  em- 
ployed as  manager  sales.  Must  make  change 
due  to  owner  taking  over  operation.  Proven 
record,  eleven  years  experience  in  all 
phases.  Top  40  and  block.  Age  33.  Best  of 
references  from  present  and  past  employers. 
Prefer  manager  sales,  but  will  consider 
sales  or  sales  announcer  in  radio  or  tv. 
Southeast  preferred.  Box  351K,  BROAD- 
CASTING. 

Attention  managers:  Top,  all-around  as- 
sistant soon  available.  Thorougly  experi- 
enced all  phases  radio.  Smooth,  fast-paced 
airman,  strong  personality.  News-sports 
minded.  Academic,  practical  journalism. 
Employed,  top  references.  Looking  upward. 
College,  family,  vet,  young.  Prefer  Florida, 
consider  all.  No  "top  40",  please.  Minimum 
$450.  Box  357K,  BROADCASTING. 

Attention  General  Sarnoff:  I  eventually 
want  your  job.  In  the  meantime  I  have  these 
qualifications  to  offer  a  radio  or  tv  opera- 
tion in  Chicago,  New  York  or  Washington: 
Currently  a  station  manager  with  lots  of 
drive,  ambition  and  sellability.  A  college 
graduate  with  six  years  background  in  sales, 
sales  management  and  station  management. 
Personals:  29,  with  family.  Box  367K, 
BROADCASTING. 

Station  execs — increase  your  air  personnel's 
rating,  selling  power.  Order  "Radiomanship 
Guide"  by  top  market  announcers  and  agen- 
cy personnel.  $2.00.  DeBu  Features,  20  E. 
Huron  Street,  Chicago,  Illinois. 


Sales.  Apply  broad  sales  background  to 
broadcasting.  Capable.  Announcing.  Copy. 
Box  881H,  BROADCASTING. 

Sales  manager.  Proven  ability.  Believer 
speculation  tapes.  College.  Family.  Leader. 
Box  364K,  BROADCASTING. 


Girl  broadcaster.  Capable,  versatile.  Oper- 
ate board.  Writing,  production,  publicity, 
sales.  Box  878H,  BROADCASTING. 

Negro  deejay.  Smooth  patter.  Efficient.  Pro- 
duction. Controls.  Audition  tape.  Refer- 
ences. Box  879H,  BROADCASTING. 


Gospel  programs.  Announcer  -  producer- 
packager.  Capable  handling  commercial 
staff  duties.  Box  229K,  BROADCASTING. 

Country  music  dj  available  immediately. 
Top  personality,  age  28,  reliable,  energetic, 
creative,  top  radio  promotion,  production 
manager,  worker,  recording  artist.  Presently 
employed.  Box  231K,  BROADCASTING. 


Experienced  announcer,  married,  30.  Pres- 
ently with  major  midwest  network  opera- 
tion. Desire  affiliation  with  metropolitan 
network  station.  No  top  40  please.  Box 
240K,  BROADCASTING. 

Young  announcer.  Mature  voice.  Skillfully 
trained.  College  background.  Sincere  pitch. 
Available  in  June.  Tape  sent  immediately. 
Box  262K,  BROADCASTING. 

All-around  staff.  Play-by-play,  dj,  special 
events.  Five  years  experience.  Desire  oppor- 
tunity for  advancement.  Married,  family. 
Salary  must  warrant  move.  Box  288K, 
BROADCASTING. 

Presently  employed  sports  announcer-direc- 
tor, married,  26,  desires  better  position.  Box 
297K,  BROADCASTING. 

First  phone  announcer,  experienced.  No 
maintenance.  Excellent  voice.  Near  Wash- 
ington.   Box  305K,  BROADCASTING. 

Mature,  versatile  announcer-deejay  with 
professional  sound  now  located  in  large 
southern  market  (300,000)  want  opportunity 
in  major  east  coast  market.  Thoroughly 
grounded  in  production  and  other  phases  of 
music-news  operation.  Six  years  experience, 
prefer  D.C.  area.  Box  306K,  BROADCAST- 
ING. 

New  Yorker,  three  years  experience  wishes 
to  relocate  in  northern  states.  Box  309K, 
BROADCASTING. 

Announcer,  dj,  operate  board,  personality, 
news,  commercials,  writing  gimmicks.  Box 
310K,  BROADCASTING. 

DJ-announcer,  aggressive  young  man  with 
a  good  sense  of  humor.  Have  stuff,  will 
travel.  Need  break.  Broadcast  school  grad. 
Box  315K,  BROADCASTING. 

Announcer-dj,  young,  experienced,  free  to 
travel,  tape  and  resume.  Box  316K,  BROAD- 
CASTING. 

News-farm-morning  man  Texas.  Mature, 
good  references.  Available  now.  Box  324K, 
BROADCASTING. 

Top  dj -news-announcer-play-by-play  base- 
ball, basketball.  Wanting  to  move  up  to 
larger  market.  Looking  for  good  opportun- 
ity. Age  30,  family.  Box  326K,  BROADCAST- 
ING. 

Announcer-dj;  recent  radio  school  graduate. 
Trained  all  phases.  Prefer  east  coast.  Tape, 
resume,  on  request.  Box  329K,  BROAD- 
CASTING. 

Relaxed  dj  style,  no  screaming,  desire  me- 
dium market.  News,  experienced.  Box  333K, 
BROADCASTING. 

DJ,  ton  of  talent,  will  travel,  now  in  major 
market.  Formula  or  other.  Strong  sell.  Box 
336K,  BROADCASTING. 

Experienced  fast  paced  deejay  three  years 
morning  man,  now  in  metropolitan  market. 
What  do  you  offer?  Box  338K,  BROAD- 
CASTING. 

Available  on  or  about  1  July,  narrator,  an- 
nouncer, special  events  man;  6  years  experi- 
ence all  phases  broadcasting.  Strongest  fea- 
tures mentioned  above.  3  years  on  the  scene 
coverage  of  European  events  i.e.  Hungarian 
Revolution,  1st  communist  plane  to  defect 
to  west.  etc.  For  more  info  and  tape  please 
write  Box  342K,  BROADCASTING. 

No,  I've  had  no  experience  at  all  in  radio. 
I  don't  know  the  board  either,  but  this  is 
where  my  inexperience  ends.  What  I  have 
to  offer,  I  believe,  is  something  more  than 
the  usual  beginner  in  broadcasting  is 
equipped  with.  My  aim;  to  be  an  interest- 
ing, well  informed  dj  with  just  the  right 
touch  of  humor  and  salesmanship  that  could 
make  any  station's  rating  a  happy  one.  I  am 
25,  single,  but  stable,  I've  had  years  of 
experience  in  the  record  industry,  my 
knowledge  of  pop  and  jazz  music  is  tremen- 
dous. I've  also  recently  completed  a  radio 
course.  My  specialty  would  be  well  pro- 
grammed adult  pop  and  jazz  with  a  splatter- 
ing of  non  rock  and  roll  top  40,  interesting 
chatter,  reasonably  effective  on  the  air 
selling,  adequate  news  reporting,  and  effec- 
tive tight  cu-ing.  I  know  I  can  develop 
myself  fast  with  experience.  Is  there  any 
station  willing  to  take  a  chance  on  me?  At 
least  $75  week  to  start  and  I'm  available 
immediately.  For  tape  write  Box  359K, 
BROADCASTING. 


BROADCASTING,  March  30,  1959 


Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Situations  Wanted — (Cont'd) 


Technical 


Disc  jockey,  experienced,  versatile  staff 
announcer.  College  degree.  Box  348K, 
BROADCASTING. 

Teacher-speech-drama,  desires  announcing 
career,  accept  reasonable  offer.  Relocate. 
Box  352K,  BROADCASTING. 

College  graduate  (BA  Broadcasting)  desires 
immediate  position  as  announcer  with  a 
small  station.  Plenty  potential.  Single,  car. 
Box  354K,  BROADCASTING. 

Humorful  dj — held  to  straight  delivery  by 
present  station — no  offbeat  clown.  Warm, 
bright  style  proven  to  sell  station,  spon- 
sors. Broad  radio  background.  Let  me  send 
you  tape,  you'll  see.  Box  355K,  BROAD- 
CASTING. 


only.  Box  356K,  BROADCASTING. 

DJ-announcer — have  voice,  ideas,  personal- 
ity, versatility.  Don't  have  experience. 
Yours  to  mold.  Box  362K,  BROADCASTING. 

Versatile  broadcaster.  5  years  radio,  3  tv. 
Good  voice  and  on-camera  appearance. 
Radio  background  includes  all  phases  dj  and 
announcing,  play-by-play  all  sports.  Tele- 
vision announcing  and  directing.  Currently 
employed.  Desire  major  market  with  future. 
Tape,  references,  salary  requirements.  Box 
365K,  BROADCASTING. 

Staff  announcer  (radio)— Recent  graduate 
of  midwestern  broadcasting  school.  Veteran. 
Some  college,  interested  in  sales.  Box  369K, 
BROADCASTING. 

Looking  for  new  talent,  good  production 
and  delivery?  No  experience.  Married,  vet. 
Box  371K,  BROADCASTING. 

Adult  appealing  personality,  jr.  not  for- 
gotten. Play-by-play,  news,  special  events, 
dj.  Western  market.  Box  374K,  BROAD- 
CASTING. 

Announcer,  dj;  first  phone,  all  phases  news, 
play-by-play  color  all  sports.  Programming, 
copywriting  and  sales.  Vet,  single.  Perma- 
nent-west coast  only.  5  years  total  experi- 
ence. Personal  interview  required  500  miles 
of  Los  Angeles.  Box  7351,  Bixby  station, 
Long  Beach  7,  California.  Phone  GArfield 
421-14.  Midnight  to  dawn  or  late  shift  pre- 


Experienced  dj,  announcer,  news,  21,  mar- 
ried, car,  draft  free,  employer  recommend- 
ed. Available  immediately.  Joe  Baker,  5509 
Claude  Street,  Hammond,  Indiana. 

7  years  experience.  All  phases  news,  sports, 
excellent  commercial.  Family.  Reliable. 
Wants  move,  fast.  Permanent.  Call  Von 
Neubauer,  KBIZ,  Ottumwa,  Iowa,  Murray 
2-7588. 

Staff  announcer.  Married,  eager,  dependable. 
Want  steady  work.  Limited  experience.  Will 
travel,  prefer  midwest.  Prefer  personal  in- 
terview. Walt  Peters,  1738  N.  36th  Ave., 
Stone  Park,  Illinois.  Filmore  5-3788. 

Staff  announcer.  Good  delivery.  Can  sell. 
Excellent  news  potential.  Married,  vet. 
Mark  Stewart,  1326  Wesley  Ave.,  Evanston, 


Technical 


Experienced  chief  engineer  desires  position 
in  daytime  station  in  Florida.  Strong  on 
maintenance  and  construction  limited  an- 
nouncing. Box  248K,  BROADCASTING.  " 

Chief  engineer  presently  employed,  mid- 
west. Construction  and  directional  experi- 
ence. 6  years  in  radio.  Capable  announcer. 
Desire  permanent  position.  Management  ex- 
perience. Box  267K,  BROADCASTING. 

Chief  engineer-announcer,  experienced  di- 
rectional and  remote  control,  wants  to  re- 
locate in  the  south.  Box  311K,  BROAD- 
CASTING. 

First  phone  engineer.  Now  employed  as 
chief  engineer.  Experienced  in  directional, 
remote  control  and  all  transmitter  studio 
equipment.  Desire  chief  engineer's  position 
in  south  central  location.  Box  317K, 
BROADCASTING. 


Engineer,  1st  phone.  Have  training,  like  ex- 
perience in  tv  on  west  coast.  Box  321K, 
BROADCASTING. 

Experienced,  first  phone,  available.  Engi- 
neer, 206  Furman  Street,  Syracuse,  New 
York. 

Production-Programming,  Others 

Program  director-sales  promotion.  Seven 
years  medium  market  experience  includes 
all  types  production  and  direction,  plus 
sales  background.  Strong  tv  copy,  com- 
mercial campaigns  as  well  as  creative  pro- 
gramming. Work  well  with  customers,  sales- 
men,   staff,    public.     Will    consider  sales 


Top  quality,  dependable,  production-pro- 
gram man,  with  announcing,  sales,  and 
copy  experience!  Nine  years  radio,  two 
years  tv.  Four  years  college!  Want  one 
hundred  and  a  quarter  for  semi-executive 
job  in  east!  Box  358K,  BROADCASTING. 

Sales-programming-promotion  and  mer- 
chandising position  desired.  Now  continuity 
director  of  number  one  format  in  major 
market.  College  graduate.  Experience  va- 
ried.  Single.  Box  373K,  BROADCASTING. 

Copywriting.  Male  copywriter  available  im- 
mediately. Minneapolis  school  trained,  4 
years  radio  experience,  1  year  tv.  Prefer 
radio  or  small  agency,  anywhere.  Car,  single, 
excellent  references,  best  straight  copy. 
Wire  collect  for  details  care  Western 
Union.  L.  Greene,  Williston,  North  Dakota 


TELEVISION 


Help  Wanted— Technical 


Full  power  midwest  vhf  station  needs  studio 
and  transmitter  maintenance  men.  Experi- 
enced only.  Must  have  first  phone.  Box 
189K,  BROADCASTING. 


TELEVISION 


Situations  Wanted — Management 

End  the  struggle.  Increase  profits,  efficiency, 
prestige— permanently.  Write,  wire:  Box 
939H,  BROADCASTING. 

Manager  or  commercial  manager:  7  success- 
ful years  in  these  capacities.  16  years  televi- 
sion radio  experience.  Also  network  and 


Sales 


Radio-tv  time  salesman — mature,  indus- 
trious, imaginative  salesman  with  record 
of  selling  intangibles  seeks  opportunity  to 
sell  time.  Can  double  as  announcer.  Also 
speak  fluent  Spanish.  Will  answer  every 
reply  with  complete  resume  and  photo. 
Box  353K,  BROADCASTING. 


Technical 


Engineer  with  tv  studio  and  transmitter  ex- 
perience. South  preferred.  Box  325K, 
BROADCASTING. 


Production-Programming,  Others 

Announcer-director:  Experienced,  smooth, 
mature  voice,  desire  production  work  and 
booth  announcing.  UHF  and  vhf  experience, 
on  and  off  camera.  Employed.  Box  308K, 
BROADCASTING. 

Need  a  news  director?  Top  qualifications, 
top  references,  top  accomplishments  for  a 


Producer  -  director.  Presently  employed. 
Family.  Thoroughly  experienced  all  phases 
production.  Alert,  dependable  young  man, 
desires  position  similar  capacity  with  pro- 
gressive organization.  Box  337K,  BROAD- 
CASTING. 

Television  director  with  over  two  years  ex- 
perience in  every  phase  of  television  pro- 
duction looking  for  promising  or  progressive 
station.  Box  339K,  BROADCASTING. 

Producer  director— Presently  employed  with 
major  market  station  as  senior  director. 
Five  years  television  production  experience. 
Imaginative,  yet  practical.  Married,  29.  Pre- 
fer  north  east.  Box  366K,  BROADCASTING. 

FOR  SALE 


Equipment 


One  GE  250-watt  am  transmitter.  Excellent 
condition  with  tubes.  $1,000.00  cash.  One 
bay  am-fm  antenna  type  BY-2A,  Ideco  169 
ft.  self-supporting  tower  including  lighting. 
You  dismantle  and  pick  up.  First  reasonable 
offer  will  be  accepted  Available  immedi- 
ately. Call,  wire  or  write,  Edward  Jansen. 
KASK,  Ontario,  California. 

One  brand  new  professional  "rack  mount" 
tape  recorder  with  all  modern  features  for 
$495.  Contact  Chief  Engineer,  Ellis  Fien- 
stein,  Radio  Station  KMED,  Medford 
Oregon. 

Two  Tapak  recorders.  Each  in  excellent 
working  condition.  $100.00  each.  Chief  En- 
gineer, WELM,  Elmira,  N.Y. 

Audio  equipment; — professional  series — used 
tape  recorders,  microphones,  amplifiers, 
consoles.  Write  for  list  of  materials  avail- 
able. U.S.  Recording  Company,  1121  Ver- 
mont Avenue,  N.W.,  Washington  5,  D.C. 

WANTED  TO  BUY 


Stations 


CP  or  station  in  difficulty,  sought  by  re- 
sponsible operator.  Box  902H,  BROAD- 
CASTING. 

Qualified  and  financially  able  party  will  buy 
station  or  cp  with  good  potential.  Write 
confidentially  and  in  detail.  Box  100K, 
BROADCASTING. 


250  watt  or  1  kw.  Fulltime  or  daytime. 
Small  market.  Carolinas  or  Virginia.  Box 
307K,  BROADCASTING. 

Business  consultants  have  cash  for  unprofit- 
able station  in  any  market.  Box  370K. 
BROADCASTING. 


Television  Station  Wanted 

One  of  America's  sharpest  TV  operators,  presently  operating  a  TV 
station,  would  like  to  purchase  49.9%  or  more  interest  in  a  television 
station.  Prefer  a  station  which  has  too  much  overhead  and  operating 
expense  for  its  income,  a  station  that  is  costing  more  than  $25.00  per 
hour  to  operate,  a  station  that  is  losing  money  or  not  making  enough 
to  justify  the  investment. 

I  am  not  a  broker,  however,  would  like  to  hear  from  brokers. 
Willing  to  invest  $250,000.00  for  an  interest  or  as  down  payment  on 
a  purchase. 

Box  350K,  BROADCASTING. 


BROADCASTING,  March  30,  1959 


WANTED  TO  BUY 


Help  Wanted— (Cont'd) 


MISCELLANEOUS 


Stations —  ( Cont'd ) 


Technical 


Financially  responsible  group  will  buy  out- 
right or  finance  station  which  may  be  in  red 
but  has  possibilities.  Box  375K,  BROAD- 
CASTING. 

Radio  stations  in  the  mid-west.  Send  details 
to  L.  L.  Gould,  Mid-America  Broadcasting 
System,  Inc.,  P.O.  Box  297,  Highland  Park, 
Illinois. 


Equipment 


DuMont  video  switching  and  mixing  equip- 


A  used  10  kw  General  Electric  fm  amplifier. 
Must  be  in  good  condition.  Box  312K, 
BROADCASTING. 

AM  frequency  monitor  usable  in  remote 
control  operation.  Tom  Carr,  Ponte  Vedra 
Beach,  Florida. 

Wanted,  Ratheon  limiting  amplifier.  Must  be 
in  perfect  condition.  Give  price  and  all  de- 
tails first  letter.  Nathan  Frank,  Twin  City 
Broadcasting  Corporation,  Box  1041,  Hen- 
derson, N.C. 


INSTRUCTIONS 


F.C.C.  first  phone  preparation  by  corre- 
spondence or  in  resident  classes.  Our  schools 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Phone  Fleetwood  2-2733.  Hiking 
Radio  License  School.  3605  Regent  Drive, 
Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5  to  6  weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 

June  24,  Sept.  2,  Oct.  28,  1959,  January  6, 
March  2,  1960.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 

First  phone  license  in  six  weeks.  Guaran- 
teed instruction.  Next  class— April  6.  Elkins 
Radio  License  School  of  Atlanta,  1139 
Spring  Street,  N.W.,  Atlanta  9,  Georgia. 

BUSINESS  OPPORTUNITY 

Operate  area  radio-tv  talent  search:  cook- 
ing schools,  special  promotions.  If  you  want 
permanent  money-making  opportunity  it's 
yours  if  you  can  sell.  Box  171K,  BROAD- 
CASTING. 


MISCELLANEOUS 


Personalized  bingo  cards  for  radio,  televi- 
sion and  newspaper  promotions,  with  IBM 


Borom,  111 


Sales  to  agencies,  etc.  for  helicopter  flying 
the  freeways.  15%.  Tel.:  ANgelus  2-5253, 
Los  Angeles,  California. 

DJ's — Put  life  in  your  shows  with  gags — 
one-liners-quips.  Send  $1.00  to  Gaglines, 
Box  409,  WellsviUe,  New  York. 


RADIO 


Help  Wanted — Management 


STATION  MANAGER 
To  direct  sales  and  programming  at 
5000  watt  radio  station  medium  mid- 
west market  Substantial  salary  plus 
excellent  commission  makes  excep- 
tional, permanent  position  for  expe- 
rienced proven  man.  Send  summary 
of  experience  and  recent  picture  to: 
Box  200K,  BROADCASTING 


FIELD  ENGINEER 

3  to  5  years  experience  in  TV  broad- 
casting, either  as  design  or  station 
engineer.  Familiar  with  testing  and 
all  technical  procedures  in  trouble- 
shooting electronic  equipment.  Prior 
experience  as  field  engineer  and 
willingness  to  travel  extensively  de- 
sired. 

Excellent  opportunity  with  rapidly 
expanding  company.  All  benefits. 
Reply  stating  education,  experience 
and  salary  desired,  to:  Box  B  169, 
125  W.  41  St.,  New  York. 


RADIO 


TV  FILM  SALES — Mid- West 
Operating  Base — Chicago 

Fast-growing,  solidly  established  TV 
Film  Company  has  immediate  need  for 
salesman  to  cover  eight  states.  Perma- 
nent position  for  man  who  is  ready  to 
grow  with  the  company  and  devote 
considerable  energy  to  an  exciting 
sales  career.  Please  submit  detailed 
resume  and  photo  plus  average  earn- 
ings 1957-58.  Interviews  in  Chicago  or 
New  York. 

Box  368K,  BROADCASTING. 


FOR  SALE 


Equipment 


FOR  SALE: 
To  educational  Broadcasters 

One  6A1  RCA  6-bay  high  band  antenna 
used  on  Channel  11.  In  satisfactory  serv- 
ice for  four  years  in  dry  desert  climate 
until  September,  1958  when  replaced  by 
higher  gain  antenna. 

Address  inquiries  to  Leavenworth  Wheel- 
er, Chief  Engineer,  KIVA-TV,  P.O.  Box 
1671,  Yuma,  Arizona. 


Will  Sell  For 
BEST  OFFER 

76-B2  RCA  Console  with  Power  Sup- 
ply. 86-A1  RCA  Limiting  Amplifier. 
Fairchild  16"  Recorder,  variable 
groove,  with  dual  mixing  amplifier 
and  playback.  Write  KXO.  El  Centro, 
Calif. 


Situations  Wanted — Management 


Just  sold  station.  Because  of  fam- 
ily's health  must  relocate  in  Ari- 
zona or  Southern  California.  Man- 
ager on  percentage  or  lease  with 
option  to  buy.  14  years  radio 
experience. 

Box  319K,  BROADCASTING 


TELEVISION 


Help  Wanted— Sales 


ATTENTION  RADIO  STATION  OWNERS  AND 
GENERAL  MANAGERS,  NOW  NATIONAL  SALES. 
NOW!  DYNAMIC  ...  NEW  LEADERSHIP 
IN  MARKETS  RARELY  COVERED 
NOW  NEW  NATIONAL  REPRESENTATION  FORMING 
FOR  RURAL,  SMALL  AND  MEDIUM  MARKETS 

That  will  assure  you  to  have  your  share  of 
national  sales.  Now  the  national  spot  picture 
is  yours  with  this  new  pulsating  and  dynamic 
national  representation  now  forming  that  will 
exclusively  sell,  promote  and  extend  all  efforts 
and  facilities  in  research  to  guarantee  your 
share  of  national  sales  and  prestige.  Plus  to 
assist  you  in  any  form  to  increase  further 
profits  by  offering  consultation  on  format, 
programming,  promotion,  merchandising  and  re- 
search to  make  it  even  more  a  must  for  you 
to  take  part  of  the  national  spot  picture.  Here's 
your  opportunity  to  participate  on  how  you 
can  take  part  for  your  share  of  national  spot 
sales.  Be  among  the  first  to  participate,  the 
first  to  benefit  from  national  representation 
now  forming,  offering  pulsating  leadership  in 
this  hitherto  under-developed  markets.  Poten- 
tial .  .  .  ?  Greatest!  Lucrative  .  .  .  ?  You  Bet! 
Call,  telegram,  or  write  to: 

1472  Broadway,  Suite  308 
New  York  36,  N.  Y.  Bryant  91883 

There  will  be  attractive  national  spot  packages 
that  will  lure  national  advertisers  to  your  radio 
station  now  with  new  and  a  dynamic  national 
representation  now  forming. 


NEW  MONEY  SERVICE!! 

Now,  increase  station  rev- 
enue and  ratings  with  this 
proven  formula: 

WIRE:  (or  write) 

THE  RADIO  DOCTORS 

2563  Fourth  Street 
(P.O.  Box  306) 
Fort  Myers,  Florida 

No  obligation 

All  discussions  confidential! 


Dollar 
for 

Dollar 

you  can't 
beat  a 
classified  ad 
in  getting 
top.flight 
personnel 
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STATIONS 


FOR  SALE 


What  Would  You 
OFFER 
Calif. — Local — Rural 
With   own   Modern   Building  and 
several  acres  land.  1958  gross  nearly 
$200,000.  Owner  needs  to  give  full 
attention  to  other  business.  Terms  or 
substantial  discount  for   cash.  No 
Brokers.  Write  Box  328K,  BROAD- 
CASTING. 


CALIFORNIA  5  KW  J 

FULL-TIME  J 

Proved  number  1  in  fast  growing  J 

market    of    over    300,000    people.  J 

$225,000  all  cash.  * 

Box  361K,  BROADCASTING.  J 


i 
t 

t 


Fla. 

Single 

250w-F 

55M 

terms 

La. 

Single 

250w-D 

35  M 

terms 

Ala. 

Medium 

lkw-D 

65M 

terms 

Md. 

Single 

500w-D 

65M 

cash 

W.Va. 

Small 

250w-F 

30M 

cash 

III. 

Single 

500w-D 

80M 

terms 

Ey- 

Medium 

lkw-D 

175M 

terms 

Pa. 

Sm-med 

lkw-D 

100M 

terms 

Fla. 

Medium 

500w-D 

60  M 

terms 

N.C. 

Medium 

lkw-D 

200  M 

terms 

Gulf 

Medium 

lkw-D 

98M 

terms 

Va. 

Metro 

lkw-D 

150M 

terms 

S.E. 

Metro 

500w-D 

75  M 

terms 

S.E. 

Major 

5kw-D 

250M 

cash 

Fla. 

Large 

250-w 

250M 

terms 

East 

Large 

250w-D 

450M 

terms 

S.W. 

Large 

clear 

225M 

terms 

South 

Medium 

VHF-TV 

750M 

terms 

PAUL  H. 

CHAPMAN  COMPANY 

MEDIA  BROKERS 

attanta  Chicago 
1182  w.  peachtree  205  w.  wacker 

new  york  lanta  barbara 

1270  «v».  of  americas  33  w.  micheltorena 


THE    PIONEER    FIRM    OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  194$ 
?f2RT.'AT.,ONS  MANAGEMENT 
APPRAISALS  FINANCING 
HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


NORMAN  &  NORMAN 

INCORPORATED 

Broken  —  Consultants  —  Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.    Davenport,  Iowa 


STATIONS  FOR  SALE 


Ours  is  a  personal  service,  designed  to 
fit  your  finances,  your  qualifications  and 
your  needs. 

If  you  are  in  the  market  for  either  an 
AM,  FM  or  TV  station  anywhere  in  the 
country  be  sure  to  contact  us  at  once. 
JACK  L.  STOU  &  ASSOCIATES 
6381  Hollywood  Blvd. 
Los  Angeles  28,  Calif. 
Hollywood  4-7279 


Continued  from  Page  94 

25  in  proceeding  on  am  application  of 
Booth  Bcstg.  Co.  (WBBC),  Flint,  Mich. 

By  Chief  Hearing  Examiner  James 
D.  Cunningham  on  dates  shown 

Denied  petition  by  Coral  Television  Corp. 
for  acceptance  of  "motion  to  strike  ap- 
pendix to  reply  of  south  Florida  Amuse- 
ment Co.,  Inc.,  and  parts  of  such  reply 
based  thereon  and  supplemental  response," 
and  rejected  "motion  to  strike  .  .  .  and 
supplemental  response'"  in  Miami-Perrine, 
South  Miami,  Fla.,  ch.  6  proceeding  (Ac- 
tion March  18). 

Granted  petition  by  F.  M.  Radio  &  Tele- 
vision Corp.,  for  dismissal  without  pre- 
judice of  its  application  for  am  facilities 
in  Escondido,  Calif.,  and  retained  in  hear- 
ing status  application  of  Norman  E.  Kay 
for  am  facilities  in  Del  Mar,  Calif.  (Action 
March  19). 


Granted  in  part  petition  by  Rev.  Haldane 
James  Duff,  Seattle,  Wash.,  for  extension 
of  time  for  exchange  of  exhibits  in  pro- 
ceeding on  its  am  application  and  that  of 
Northwest  Bcstrs.  Inc.,  Bellevue,  Wash.; 
and  continued  date  for  exchange  of  ex- 
hibits from  March  18  to  April  8. 


conference  for  April  1  in  procee  d 
application     of     Sussex     County  ~  Bcstrs. 
(WNNJ),  Newton,  N.J. 


Granted  motion  by  Southwest  Bcstg.  Co., 
Inc.,  Redlands,  Calif.,  for  leave  to  amend 
its  application  to  specify  class  A  fm  sta- 
tion to  operate  on  96.7  mc  in  lieu  of  class 
B  on  95.1  mc,  and  make  related  changes, 
and  removed  application  from  hearing. 

Scheduled  prehearing  conference  for 
April  6  in  proceeding  on  application  of 
Joseph  F.  Sheridan  for  am  facilities  in 
Ukiah,  Calif. 

By  Chief  Hearing  Examiner  James 
D.  Cunningham  on  dates  shown 

Scheduled  hearings  for  May  1  in  the  fol- 
lowing proceedings:  Joseph  F.  Sheridan  for 
am  facilities  in  Ukiah,  Calif.;  Easton  Bcstg. 
Co.  for  am  facilities  in  Easton,  Md.  (Actions 
March  17). 

Granted  petition  by  Mansfield  Bcstg.  Co. 
for  dismissal  without  prejudice  of  its  ap- 
plication for  consent  to  assignment  of  li- 
cense of  WCLW  Mansfield,  Ohio  (Action 
March  16). 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  March  16 
Granted  motion  by  Radio  South  Inc. 
(WXLI)  Dublin,  Ga.,  to  continue  without 
date  hearing  scheduled  for  April  2  in  pro- 
ceeding on  its  am  application  and  that  of 
Ethel  Woodward  Williams,  et  al.,  executors 
of  last  will  and  testament  of  Jack  Williams, 
deceased  (WAYX)  Waycross,  Ga.,  pending 
action  by  Commission  on  petitions  by  Radio 
South  Inc.  for  reconsideration  and  grant 
without  hearing  of  its  application  and  for 
expedited  action  on  such  petition. 


Granted  petition  by  Lakeside  Bcstrs., 
Sparks,  Nev.,  for  continuance  of  hearing  on 
its  am  application  and  on  examiner's  own 
motion  continued  hearing  from  March  19  to 
April  1. 

Granted  motion  by  Liberty  Television  Inc., 
for  extension  of  time  for  filing  proposed 
findings  and  replies  in  proceeding  on  its  ap- 
plication and  that  of  KEED  Inc.,  for  new  tv 
stations  to  operate  on  ch.  9  in  Eugene, 
Ore.,  and  extended  time  for  filing  proposed 
findings  from  March  19  to  March  24  and 
from  April  2  to  April  7  for  filing  replies. 


Pursuant  to  agreements  reached  as  shown 
by  transcript  record  of  further  prehearing 
conference  held  March  13,  scheduled  hearing 
of  evidence  on  issue  number  1  for  April  27 
in  New  Bedford,  Mass.,  ch.  6  proceeding 
(Wilson  Broadcasting  Corp.,  et  al). 

PETITION  FOR  RULEMAKING  FILED 
Leon  P.  Gorman,  Bangor,  Me.  (3-16-59) — 

Requests  assignment  of  ch.  7  to  Bangor, 
Me.  by  amending  rules  as  follows: 

Present  Proposed 
Bangor,  Me.        2-  5+,  16-     2-,  54-,  7-,  16- 
Calais,  Me.  7-,  20-  20- 
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NARBA  Notifications 

MEXICO 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Mexican 
broadcast  stations  modifying  appendix  con- 
taining assignments  of  Mexican  broadcast 
stations  attached  to  recommendations  of 
North  American  Regional  Broadcasting 
Agreement  engineering  meeting. 

560  Kc. 

XEUY  San  Christobal  de  Las— 500w,  Unl.. 
Class  III-B,  1-26-59.  Casas,  Chiapas  (change 
call  letters  from  XEUG). 

570  Kc 

XEAR  Monterrey,  Nuevo  Leon— 5kw  D, 
lOOw  N,  ND,  Unl.,  Class  rv,  1-26-59  (change 
call  letters  from  XERR). 

790  Kc 

XERC  Mexico,  D.F.— 5  kw  D,  1  kw  N,  ND, 
Unl.,  Class  III-A,  4-26-59  (increase  day 
power). 

860  Kc 

XENW  Culiacan,  Sinaloa— 1  kw  D,  250w  N 
Unl.,  Class  II,  (delete  assignment  vide 
1450  kc).  Upon  commencement  of  operation 
on  1450  kc. 

960  Kc 

XEHA  Ciudad  Camargo,  Chihuahua— 250w 
D,  lOOw  N,  ND,  Unl.,  Class  IV,  7-26-59,  (new 
now  on  1440  kc). 

1110  Kc 

XESX  Saltillo,  Coahuila— 0.50kw.  ND  D 
Class  II,  7-26-59  (new). 

1260  KC 

XEOG  Ojinago,  Chihuahua— 500w  D,  lOOw 
N^ND,  Unl.,  Class  IV,  1-26-59  (now  in  opera- 

1420  Kc 

T,^EU,P  Puerto  Juarez,  Quintana  Roo— 250w, 
Unl.,  Class  IV,  7-26-59,  (change  location  from 
Cozumel,  Q.R.). 

1450  Kc 

T,7XE^Y  Merida,  Yucatan— 250w,  Unl.,  Class 
IV,  (delete  assignment).  Upon  commence- 
xl^Y  of   operation   at  Progreso,  Yucatan 
1580  Kc 

n  <£ELI   Chilpancingo,  Guerrero— 1   kw  D, 
0.25  kw  N,  ND,  Unl.,  Class  II,  7-26-59  (New). 
1600  Kc 

XENY  Nogales,  Sonora— lOOOw  D,  ND, 
D,  Class  III.  7-26-59  (new). 

XECW  Los  Mochis,  Sinaloa— 1  kw  D,  0.20 
kw  N  ND,  Unl.,  Class  IV,  11-3-58  (com- 
menced operation  Nov.  3,  1958). 

CANADA 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  appendix  con- 
taining assignments  of  Canadian  broadcast 
stations  attached  to  recommendations  of  the 
North  American  Regional  Bcstg.  Agreement 
Engineering  Meeting. 

560  Kc 

Corner  Brook,  Nfld.— 1  kw,  DA-N,  Unl., 
Class  III  EIO  2-15-60  (new). 

580  Kc 

CKY  Winnipeg,  Man.— 50  kw,  DA-2,  Unl.. 
Class  III.  EIO  2-15-60 

ttC,KV,^  Edmonton,  Alta.— 10  kw,  DA-2. 
Unl.,  Class  III.  EIO  2-15-60. 

790  Kc 

CKSO  Sudbury,  Ont.— 10  kw  D,  5kw  N. 
DA-2,  Unl.,  Class  III.  EIO  2-15-60. 

800  Kc 

TTF™Woil!i=a^'  °nt--5  kw,  DA-1,  Unl.,  Class 

II.  EIO  2-15-60  (new). 

950  Kc 

^?^B?T  ?ar^fe>  °nt-— 1(>  kw  D,  2.5  kw  N, 
DA-2,  Unl.,  Class  III.  EIO  2-15-60. 

1240  Kc 

TrL,a  V?clue'  p  Q  —  1  kw  D/0.25  kw  N,  ND, 
Unl.,  Class  IV.  EIO  2-15-60  (new). 

1320  Kc 

Vancouver,  B.C.— 10  kw,  DA-1,  Unl.,  Class 

III.  EIO  2-15-60  (new). 

CKNW  New  Westminster,  B.C.— 5  kw 
DA-1,  Unl.,  Class  III.  Delete  assign. 

1410  Kc 


1450  Kc 

„CHEF  Granby,  P.Q.— l  kw  D,  0.25  kw  N, 
ND,  Unl.,  Class  IV.  EIO  2-15-60. 

BAHAMA 
1540  Kc 

ZNS  Nassau— 5kw,  ND,  Unl.,  Class  I-A 
Proposed  increase  of  Power  to  10  kw. 
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This  is  Wilmer  Finchley  Q)  average  American, 
his  average  wife  (2)  his  two  average  children  (|)&<S) 
his  larger  than  average  dog  (5) 

Multiplied  by  your  latest  circulation  figures,  they  make  up  your  ever-loyal 
audience.  They  watch  you  hour  by  hour,  day  by  day,  night  after  night.  If  they 
weren't  there,  you'd  miss  them  terribly.  So  would  your  sponsors. 
Cancer  will  strike  2  out  of  3  of  such  families.  But  many  cancers  are  curable 
if  detected  in  time.  As  a  matter  of  fact,  today  1  out  of  3  cancer  patients  is 
being  saved.  An  annual  health  checkup  is  the  best  way  to  discover  cancer  early. 
Many  people  are  in  the  dark  about  this.  You  must  open  their  eyes.  You 
owe  it  to  them  out  of  simple  humanity.  And  because  of  their  loyalty  to  you 
and  because  you're  the  most  effective  eye-opener  in  your  community,  let  us 
help  you  help  them. 

When  the  local  representative  of  the  American  Cancer  Society  calls  on  you, 
open  your  door.  Look  at  the  radio  and  television  materials — the  "Finchley 
family"  and  others — he  is  prepared  to  supply.  Open  your  hearts.  Help  open 
the  eyes  of  your  loyal  viewers.  Arm  them  with  information  in  their  fight 
against  cancer. 


Give^to  the  American 


Cancer  Society 


too 
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OUR  RESPECTS  TO 


Robert  Clarke  Temple 


In  the  fall  of  1939,  Robert  Clarke 
Temple  reluctantly  left  the  job  of  pro- 
motion director  of  White  King  Soap 
Co.  to  become  an  account  executive  of 
Raymond  R.  Morgan  Co.,  Los  Angeles 
advertising  agency  which  had  acquired 
the  White  King  account.  Ray  Morgan, 
owner-president  of  the  agency,  was 
equally  reluctant  to  put  Bob  Temple  on 
his  payroll,  but  the  White  King  powers- 
that-were  made  quite  clear  their  opinion 
that  to  handle  their  advertising  properly 
the  Morgan  organization  needed  some- 
one around  who  knew  the  soap  busi- 
ness and  that  the  particular  someone 
they  needed  was  named  Temple. 

"We  each  felt  that  the  other  guy  was 
being  shoved  down  his  throat,"  Bob 
Temple  recalls,  "but  since  we  had  little 
choice  in  the  matter  we  agreed  to  give 
it  a  90-day  trial.  To  our  great  surprise 
we  found  we  could  work  together — and 
we  did — for  19  years,  until  Ray's  death 
last  fall." 

Today,  Mr.  Temple  is  a  vice  presi- 
dent and  director  of  Fletcher  D.  Rich- 
ards Inc.  and  is  Los  Angeles  manager. 
Morgan  was  merged  with  Richards  last 
year.  He  is  also  president  of  Queen  for 
a  Day  Inc.  and  executive  producer  of 
the  tv  show  of  that  name  which  now  is 
telecast  for  an  hour  a  week  in  Paris  and 
Mexico  City  in  addition  to  its  five-a- 
week  domestic  schedule. 

The  Big  'Breakfast'  •  "Queen  fol- 
lowed the  success  of  an  earlier  program 
we  developed,  Breakfast  in  Hollywood, 
which  started  as  Breakfast  at  Sardi's 
back  in  1940  about  a  year  after  I'd 
joined  the  agency.  As  a  Los  Angeles- 
based  agency,  our  clients  were  chiefly 
West  Coast  accounts,  with  regional  dis- 
tribution. They  couldn't  buy  full  na- 
tional networks,  so  they  were  constantly 
faced  with  having  their  time  pre-empted 
for  the  big  national  advertisers,  often 
their  own  competitors. 

"For  three  clients — White  King  Soap, 
Folger's  Coffee  and  Planters  Peanuts 
(for  whom  we  handled  the  western  ad- 
vertising)-— we  decided  to  build  a  pro- 
gram and  put  it  on  at  7  a.m.,  a  time 
when  nobody  was  supposed  to  listen  to 
radio,  on  a  station  that  nobody  was  sup- 
posed to  listen  to  at  any  time,  so  we 
could  get  a  firm  commitment  that  could 
not  be  pre-empted.  One  announcement, 
inviting  150  women  to  have  breakfast 
at  Sardi's  next  Monday  morning  and 
offering  to  send  taxis  for  them,  drew 
5,000  acceptances  and  we  never  had 


less  than  a  full  house."  Soon  the  show 
went  national  for  Procter  &  Gamble  and 
Kellogg. 

To  help  clients  sell  products,  which 
Mr.  Temple  considers  to  be  the  cardinal 
function  of  an  agency,  he  and  Mr.  Mor- 
gan created  promotion  plans  as  well  as 
programs.  "One  day  we  were  told  that 
Folger  had  an  order  for  a  carload  of 
coffee  from  the  Safeway  Stores  in  Port- 
land, Ore.,  the  first  time  Folger  had 
gotten  into  these  stores.  But  there  was 
a  catch:  get  an  order  that  big  and  you 
get  a  worry  the  same  size.  Today  you 
don't  just  sell  your  merchandise  to  a 
grocer — you  sell  it  for  him.  We  knew 
we  must  do  something  big  enough  in 
Portland  to  sell  more  Folgers  than  ever 
— including  the  Folger's  Coffee  Safeway 
bought." 

The  Doorbell  Plan  •  "We  sent  a  truck 
out  in  the  streets  in  Portland,  with  a 
man  stopping  at  homes  and  asking  the 
housewives  if  they  had  Folger's  Coffee 
in  the  house.  If  the  answer  was  yes,  a 
gift  electric  appliance  would  go  out  of 
the  truck  and  into  the  house.  Folger 
was  sponsoring  a  noon  newscast  on 
KGW  Portland  and  we'd  get  permission 


Mr.  Temple:  'help  clients  sell' 

to  use  the  housewife's  name  on  the  air 
to  announce  that  she'd  won  a  refriger- 
ator or  whatever  it  was  for  being  a  Fol- 
ger's Coffee  user. 

"The  Folger's  Doorbell  Plan  was  so 
successful  that  the  idea  was  adopted 
by  Maxwell  House,  for  which  a  jury 


awarded  us  $750,000  in  damages.  When 
FCC  ruled  it  a  lottery,  the  coffee-in-the- 
home  requirement  was  replaced  by  a 
question-and-answer  procedure,  making 
it  a  straight  advertising-promotion  oper- 
ation which  Folger  is  still  using  in  the 
West  and  which  is  being  used  by  Lipton 
Tea  in  the  East." 

Bob  Temple  was  born  March  9,  1906, 
in  Wichita,  Kan.,  where  he  went  through 
grade  school  and  three  years  of  high 
school.  At  16  a  bit  of  youthful  impetu- 
osity got  him  in  wrong  at  home,  so  he 
hopped  a  freight  train  and  arrived  in 
Los  Angeles.  A  job  in  the  catalog  print- 
ing department  of  a  hardware  and  met- 
als supply  house  got  him  interested  in 
printing  and  by  the  time  he  was  25  he 
was  a  successful  printing  salesman. 

On  Their  Own  •  When  his  company 
put  in  new  policies  he  felt  made  it  hard- 
er for  him  to  make  sales,  he  and  two 
others  quit  and  opened  their  own  print 
shop.  This  was  in  1931.  Times  were 
tough  and  got  tougher.  Only  their  near- 
ness to  the  Olympic  Games  offices  and 
their  willingness  to  work  all  night  to 
get  out  rush  orders  too  small  for  the  big 
printers  to  bother  with  kept  them  in 
business  through  the  summer  of  1932, 
when  Los  Angeles  was  host  to  the 
games.  By  fall,  when  the  games  ended, 
he  was  more  than  ready  to  take  a  job 
with  a  regular  salary  attached  and  when 
a  friend  told  him  of  an  opening  in  the 
advertising  department  of  White  King, 
he  bid  the  printing  business  a  hasty 
farewell. 

Seven  years  with  White  King  taught 
Mr.  Temple  a  lot  about  soap  and  about 
advertising  and  promotion.  While  put- 
ting that  knowledge  to  work  for  his 
agency's  clients,  he  continued  to  learn 
and  today  he  is  recognized  as  an  au- 
thority on  product  and  market  analy- 
sis, campaign  planning  and  the  coordi- 
nation of  advertising  and  merchandis- 
ing and  sales. 

Bob  Temple  lives  in  the  Lake  Holly- 
wood area,  five  minutes  from  his  office. 
Mrs.  Temple,  as  Helen  Karl,  was  his 
secretary  for  10  years  before  their  wed- 
ding in  1953.  He  has  two  children  by  a 
previous  marriage:  Mary  Joy  Rubaloff, 
who  before  her  marriage  was  a  model 
on  Queen  for  a  Day,  and  Robert  Jr.,  16. 

His  hobbies  are  golf,  horseback  riding 
and  skiing.  He  is  secretary-treasurer  of 
the  AAAA  Western  Region,  a  director 
of  the  Hollywood  Rotary  Club  and  a 
member  of  the  Wilshire  Country  Club. 


He  was  the  man  who  came  to  'Breakfast' 


BROADCASTING,  March  30,  1959 


101 


EDITORIALS 


Slim  speculation 

THE  riskiest  investment  we  can  think  of  at  the  moment 
is  one  made  in  subscription  television  on  the  strength 
of  the  FCC's  "test"  decision  last  week. 

As  widely  reported,  the  FCC  announced  it  would  permit 
tests  of  subscription  systems  under  rigid  controls.  We  doubt 
that  any  tests  will  be  made.  The  stern  conditions  imposed 
by  the  FCC  would  prevent  the  tests  from  proving  anything 
beyond  that  which  is  already  known  or  logically  assumed. 

At  best  the  tests  would  confirm  what  is  generally  agreed 
now:  that  several  subscription  systems  are  technically  work- 
able. They  could  not,  however,  prove  whether  the  public 
is  willing  to  pay  for  tv  programs  or  whether  pay  tv  can 
exist  without  cannibalizing  free  tv.  The  only  way  to  test 
those  questions  is  to  permit  subscription  television  to  operate 
in  full  competition  with  free  tv.  That  test,  we  fervently 
hope,  will  never  be  allowed.  First,  it  is  not  necessary.  Sec- 
ond, it  would  lead  to  the  disappearance  of  free  tv. 

The  networks  have  repeatedly  said  that  if  subscription 
television  were  authorized  as  a  general  service,  they  would 
have  no  choice  but  to  go  into  it  themselves.  The  result  would 
be,  at  the  end  of  a  transition  period,  a  program  service  of  no 
discernible  difference  from  the  program  service  which  is 
available  now — except  that  viewers  would  be  charged  for 
what  they  now  get  free. 

In  its  order  of  last  week,  the  FCC  was  playing  politics. 
It  was  trying,  by  compromise,  to  satisfy  both  the  members 
of  Congress  who  oppose  subscription  television  and  those 
who  want  to  give  it  a  trial.  The  FCC  succeeded,  we  suggest, 
in  not  wholly  satisfying  either  side.  The  close  11-10  vote  of 
endorsement  by  the  House  Commerce  Committee  indicated 
how  far  short  of  sweeping  approval  the  FCC  fell. 

Yet  we  believe  the  FCC  will,  at  least  for  some  time,  stick 
by  its  newest  order.  While  that  order  stands,  subscription 
television  is  a  dead  issue — no  matter  how  stock  speculators 
may  try  to  enliven  it. 

Job  for  Congress 

THE  more  we  think  of  President  Eisenhower's  proposal 
for  a  five-man  board  of  his  selection  to  undertake  a 
full-scale  spectrum  study,  the  less  we  like  it.  Such  a  com- 
mission would  be  investigating  the  administration's  adminis- 
tration of  frequency  assignments.  It  would  be  investigating 
itself. 

Last  August  the  White  House,  through  the  Office  of  Civil 
Defense  Mobilization,  proposed  an  amendment  to  the  Potter 
Bill  that  was  so  dangerous  to  the  future  of  television  and  fm 
that  it  was  killed  virtually  overnight.  The  new  White  House- 
OCDM  proposal  isn't  quite  as  dangerous  because  it  isn't 
directed  at  the  use  of  "radio  and  television  frequencies", 
but  it  still  has  all  the  earmarks  of  being  slanted  in  favor  of 
government. 

Certainly,  OCDM  should  not  be  as  insistent  as  in  the 
past,  in  the  light  of  the  expressed  agreement  of  the  Dept. 
of  Defense  to  explore  the  prospects  of  a  frequency  exchange 
which  might  expand  the  vhf  band.  This  announcement, 
made  at  the  recent  NAB  convention  in  Chicago  by  FCC 
Comr.  Frederick  W.  Ford  (Broadcasting,  March  23), 
was  buttressed  by  the  statement  from  the  same  platform  by 
Lt.  Gen.  Arthur  G.  Trudeau,  Army  research-development 
chief,  that  the  military  has  no  designs  on  existing  vhf  tv 
channels. 

These  expressions,  which  followed  the  White  House  an- 
nouncement of  last  August  calling  for  the  five-man  presi- 
dentially  appointed  commission,  constitute  an  about-face 
for  the  military.  Theretofore,  the  military  used  the  security 
curtain  in  countering  efforts  to  assess  its  use  of  the  spectrum. 
We  have  no  doubt  that  the  opposition  of  broadcasters,  plus 
102 


Congressional  intercession  in  the  spectrum  controversy, 
brought  about  the  change  in  the  attitude  of  the  military' 
Only  OCDM  seems  to  be  holding  out  and  that  might  be 
because  it  hasn't  yet  caught  up  with  the  changed  attitude 
of  the  Dept.  of  Defense. 

We  are  convinced  that  the  best  answer  is  in  Congress 
creating  a  joint  committee  on  spectrum  utilization  and 
allocation.  This  has  been  done  for  atomic  energy  and  for 
space.  It  could  function  through  an  expert  staff,  not  for 
one  year  as  the  President  proposes,  but  permanently. 

The  spectrum  is  one  of  the  greatest  of  natural  resources. 
Its  use  is  international,  and,  with  the  space  age,  is  becoming 
interplanetary.  The  House  has  set  up  a  subcommittee  on 
spectrum  utilization,  which  conflicts  with  the  President's 
plan.  The  logical  answer,  then,  is  in  the  setting  up  of  a  joint 
Senate-House  Committee,  which,  in  the  national  interest, 
will  determine  what  use  should  be  made  of  precious  spec- 
trum space  by  military  as  well  as  civilian  interests. 

What  tv  does  not  need 

WHAT  the  nation  doesn't  need  most  is  another  tele- 
vision investigation  along  the  lines  of  that  proposed 
by  a  subcommittee  of  the  House  Small  Business  Commit- 
tee. The  avowed  purpose,  according  to  its  chairman.  Rep. 
Charles  H.  Brown  (D.-Mo.).  would  be  "to  see  if  small  busi- 
ness is  getting  a  fair  opportunity  to  advertise"  on  tv. 

There  are  now  so  many  investigations  of  so  many  facets 
of  television  that  legislators  must  be  getting  tired  of  looking 
at  the  same  faces.  In  the  past  couple  of  years  witnesses  from 
networks,  stations  and  the  FCC  have  been  spending  more 
time  in  preparing  for  hearings  or  in  testifying  than  they 
have  at  their  regularly  assigned  duties.  The  waste  of  time, 
energy,  man  hours  and  dollars  is  downright  appalling. 

The  Small  Business  Committee  is  supposed  to  encourage 
small  business,  and  we're  all  for  that.  But  the  subjects  Rep. 
Brown  specifies  ( Broadcasting,  March  23)  for  the  most 
part  are  matters  already  being  covered  in  the  many  studies 
already  in  various  stages  of  completion.  And  while  we  are 
not  aware  of  any  overwhelming  outcry  from  small  busi- 
nesses about  the  scarcity  of  tv  availabilities,  we  submit  that 
even  if  there  are  these  complaints,  the  appropriate  forums 
would  be  the  Senate  and  House  Commerce  Committees, 
which  are  responsible  for  communications  legislation. 

At  a  time  when  the  emphasis  is  on  economy  in  govern- 
ment, an  inquiry  of  the  character  proposed  would  be  a 
sheer  waste  of  taxpayers'  money  let  alone  the  expenditures 
of  stations  and  networks  in  what  is  predestined  to  be  an 
aimless  expedition  that  will  get  nowhere. 


Drawn  for  BROADCASTING  by  Sid  Hix 

"On  this  discipline  problem:  Let's  call  in  Bat  Masterson  and  tell 

him  to  bring  his  cane." 


BROADCASTING,  March  30,  1959 


When  KSTP-TV 
says  "go  out 
and  buy  it"  . . . 

people  go  out 
and  buy  it! 


Basic  NBC  Affiliate 

MINNEAPOLIS -  ST.  PAUL 


Represented  by  Edward  Petry  &  Co.,  Inc. 


CHECK  BEFORE  YOU  BUY! 

*  WSTV-TV  Delivers  39%  Greater  Coverage 


Only  Channel  9  dominates  the  Upper  Ohio  Valley— America's  28th*  TV  Market 


*excluding  Pittsburgh! 


j>  WSTV-TV  Channel  9  Steubenville: 
Nearest  Competitor: 


482,300  TV  Homes 
347,100  TV  Homes 


WSTV-TV  Leads  by:     135,200  TV  Homes 


Source:  Television  Magazine,  March,  1959 


Check  Avery-Knodel  Now  for  availabilities  on  WSTV-TV. .. the  station  with  greatest 
coverage,  lowest  cost-per-thousand  in  America's  Steel  and  Coal  Center. 


WSTV-TY 

CHANNEL  9— CBS-ABC 
Steubenville— Wheeling 

A  Member  of  the  Friendly  Group 
52  Vanderbilt  Avenue,  New  York  211  Smithfield  St.,  Pittsburgh 


